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Agenda  

Å Quick view of the social media landscape  

Å Understanding the listening  

Å Scorecarding  social media channels  

Å Social Analytics  

Å Where to begin?  



Social Media Ecosystem 
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The Social Media ecosystem is complex  

 

Source: Brian Solis  

Customer, 
Viewer, 

Consumer  
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Proliferation of data points  

Conversation Volume  

By Topic  

By Sub -Topic  

By Voice of Speaker  

By Product Feature  

By Channel  

Total Unique Source  

Total Unique Comments  

Total Repeat Comments/Posts (across 
multiple sites)  

Sentiment  

Pos/Neg/Netural  

5 Point Scale  

By Topic  

By Sub -Topic  

By Voice of Speaker  

By Product Feature  

By Channel  

Blogs  

# of Posts  

# of Comments  

# of Linkbacks  

Blog roll  

Location  

Avg  # Monthly Posts  

Avg # Comment/Post  

Links Shared  

Profile Data Collected  

Microblogs  - Twitter  

# of @ replies/post  

# of RTs/post  

# of followers  

# following  

Follower/Following Ratio  

Tweet/RT reach  

Favorites  

Location  

# of Lists  

# of times Listed  

Video Sharing  
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Views  

Likes  

Dislikes  

Ratings  

Average Rating  

Shares  

Comments  

Thumbs up/down on 
comments  

# of Subscribers  

# of Embeds  

Tags  

# of Uploads by User  

# of Playlists  

Top Links  

Location  

V
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Likes  

Shares  

Comments  

Subscribers  

Uploads by User  

Embeds  

# of Contacts  Photo Sharing  

F
lic

k
r

 

Views  

Comments  

Tags  

Favorites  

Galleries  

Notes  



 

Listening landscape assessment 



Listening weaknesses  

Å Fragmentation  

Å Low end, self -serve tools versus high end, evolved reporting  

Å Lack of understanding of different solution sets fuels 
misinformation  

Å Lack of uniform methodologies, datasets, technologies across 
enterprise, across regions  

Å Lack of standardized terms, methodology and breadth of 
data collection and cleansing  

Å ñGood enoughò used to be good enough in providing a 
snapshot, but no longer for success  

Å Companies are only just beginning to apply listening in their 
daily activities  

Å Clients still believe social media is low -cost or free  



Where the marketplace is heading  

Å Growing awareness that use case and regional 
fragmentation is problematic for successful outcomes  

Å Enlightened companies/organizations are seeking a unified 
enterprise solution to meet multiple needs  

Å Listening is evolving into customized solutions for specific 
use case (i.e. media planning, customer service, etc.) 
through advanced tools  

Å Eventual evolution from listening ñone-offsò to becoming 
listening organizations  
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Reporting differences between 
automation and human analysis  

Mining and  
Human Insight  

Volume  
Word cloud/tag 
cloud  
Qualitative topic 
assessment  
Venue analysis  
Reach -based  
influence  
Post/status  
review  

Automated 
Monitoring  

Sentiment 
Topics and subtopics 
Voice categorization 

Customized influence 
Meme tracking 

Community Measurement 
Benchmarks 

Conversation Measurement  

1.0  

2.0  
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Free Tools  
ÅGoogle Alerts  
ÅSocial Mention  
ÅTwitter Search  
ÅTechnorati  
ÅBlogpulse  
Ådel.icio.us  
ÅBoardtracker  
ÅKlout  
ÅPeerIndex  

 

Paid/Subscription Based  
ÅCrimson Hexagon  
ÅRadian6  
ÅSysomos  
ÅScoutlabs  
ÅAlterian  SM2 
ÅConverseon  
ÅCymfony  
ÅAttensity  
ÅMeltwater  Buzz  

ÅPeopleBrowsr  
ÅNM Incite  
ÅVisible 

Technologies  
ÅMotiveQuest  
ÅSynthesio  
ÅCollective 

Intellect  
ÅBrandtology  

Å Icerocket  
ÅBacktype  
ÅKurrently  
ÅBooshaka  
ÅTweetstats   
ÅTwitteranalyzer  
ÅHowSociable  
ÅBit.ly  

An overwhelming number of tools ï know 
the right mix to answer specific questions  
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Standard social listening metrics  

Volume/Share of Voice  

Sentiment  

Applied to channel analysis, topic analysis 
among other custom segments  
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Standard social analyses  

Channel Analysis  

Volume Trending  

Most Prominent Terms  

Word Cloud  

Visualizations via Visible Technologies  



What are people saying about your brand?  

ñI officially hate 2011. Spent my Saturday night 
going to Brand and the Walmart with my 
mother. This doesnôt bode well for the year.ò 

-  twitter.com , Jan 1, 2011  

ñOh Brand, we have spent many a night together. 
When I worked evenings, I used to come here weekly. 
I knew all the servers and got fantastic service. Now 
that I work normal hours, I only visit once in 
awhileéThe food? It's Brand. If you stick with 
pancakes and hash browns, you can't go wrong. If 
you order something else, well, you get what you'd 
expect.ò 

-  amyskjei.com , Jan 1, 2011  

ñEating breakfast with family... (@ Brand 
(International House of Pancakes)) 
http://4sq.com/i7Twaiò 

-  twitter.com , Dec 27, 2010  

ñnoo lie I did not know that Brand stood for 
___________. Till recently when I was there 
for mothers day.ò 

-  twitter.com , com, Dec 23, 2010  

ñThe first Patty Melt I ever had was from Brand...40 
years ago when it was still known as The 
_________s. I loved it.ò 

-  seriousseats.com , Dec 10, 2010  

ñThe congregations of the _________ can focus 
their prayers on some other issues; the 
__________ has dropped its trademark 
infringement lawsuit against the church.ò 

-  blogspot.com , Jan 02, 2011  

ñBrand. Seriously. Obese, slovenly woman manager 
with food stains all down the front of her blue shirt. 
Lukewarm, unattractive food with high fat content 
and nothing else. Others in my town have had similar 
experiences there. But, every Sunday, it's packed 
with idiots shoving those pasty pancakes down their 
gullets.  

-  reddit.com , Dec 29, 2010  

ñWeekends are a mess here, waits are bad and long, 
but if you ever been in you will see why. The staff 
are usually friendly and accomodating. The food 
comes out hot. Coffee is usually refilled, unless they 
just give you a carafe.ò 

-  amerimedmedical.com , Dec 24, 2010  

ñRT@MsPistal: Want some Brand..I  
love breakfast food I swear it''s the 
best meal of the day.ò 

-  twitter.com , Dec 29, 2010  

Visualizations via Visible Technologies  

http://twitter.com/GingerMimzy/statuses/21421075220926464
http://amyskjei.com/international-house-of-pancakes-revere/
http://twitter.com/rob_iTussin/statuses/19432173601824768
http://twitter.com/naheemafaine/statuses/19241624437530624
http://aht.seriouseats.com/archives/2010/12/reality-check-the-bacon-n-beef-burger-at-ihop.html
http://widdelonline.blogspot.com/2011/01/ihop-drops-lawsuit-against-ihop.html
http://www.reddit.com/r/AskReddit/comments/eyi2b/what_is_the_absolute_worst_restaurant_you_have/?limit=500
http://amerimedmedical.com/international-house-of-pancakes--lynnwood/
http://twitter.com/Pretty_Shey911/status/20177402214748160
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Sentiment by topic + topic connectivity  

Brand 

Reputation 

Consumer 

Preference 

Customer 

Service 
Design Installation / 

Performance 

Price / 

Cost 

ñFor the record, I've had 

the best results and the 

fewest complaints with X 

and Y.ò 

ñThey're part of a trend towards "designer" 

fixtures in a house.  X has some pretty ridiculous 

stuff, too.  You can still find cheap "off-brand" 

faucets, though in home supply stores.  DH and I 

replaced our kitchen faucet for about $40 + $50 

labor last year (DH is 6'5" and hates to get under 

the sink).ò 

Informs pre/post engagement efforts, content, product 
innovation and more  

Visualizations via Converseon  
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Volume % Topic Comparison by Gender  

Female  Male  

Topics can be broken down by sentiment, social media 
channel, voice categorization  

Visualizations via Converseon  
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Audience/Voice  

Voice categorization can be broken down by sentiment, 
social media channel and topic association  

Visualizations via Converseon  
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Custom check - in analysis  

Tips  

Check - ins  

Ratio  

Helps identify most active usersé 

Visualizations via Visible Technologies  
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Check - in volume by state/region  

éand location for regional marketing efforts 

Visualizations via Visible Technologies  
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Is a check - in important?  

GetGlue  is an entertainment check - in network allowing 
people to share with their social graph via social plugins 
(Facebook/Twitter)  what they are watching or listening  
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Insight derived from multiple data sources, including network 
analysis, context/semantic and click site/referral data  


