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Why social media matters to brands
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It’s the largest 
online media 
segment and 
fastest growing 
overall.

It’s a proven 
marketing 
channel.

81%
of survey respondents said 
they'd received advice from 
friends and followers relating 
to a product 
purchase through a social 
site.

Social 
engagement 
has become 
critical to brand 
health.

Sources: TNS: Digital Life, September 2010; Click Z, January 2010; : “Case Study – Dell: Free Range Marketing, Radian6,  March 2010; Engagementdb,  
July 2009

It’s a source of 
real-time 
customer 
insights.
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The social web is about the person, not the channel
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A social strategy begins with a digital strategy 
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Social strategy cannot live in a silo. 

It must play a key role across brands’ digital strategy.
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Case Study: Gatorade Mission Control
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Case Study: Gatorade Mission Control

=  Optimised brand 
experiences across all 
places they engage 
with their customers.

Increased engagement with product videos 
by 250%

Reduced  website exit rate from 25% to 9% 

Increased mentions of G Series Pro, by 9% 
on Facebook and Twitter.

Increased tracked discussions about sports 
performance by 60%
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Source: Mashable: “Inside Gatorade’s Social Media Command 
Center”,  June 2010

Monitoring tools + Engagement tools + Traditional web 
analytics 
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Common social media metrics

Return on engagement
Sentiment
Number of subscribers/followers/fans
Traffic
Conversation volume
Reach
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Measurement is vital

42% of companies say they

don’t know the ROI figure for 
any of the money they spent on 

social media
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Source: Econsultancy: Social Media and Online PR Report 2010, September 
2010
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The new challenge for social marketers

Leverage data from social 
interactions to drive 
multi-channel marketing 
optimisation
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Social Media Monitoring

What is it?
Capture conversations from social networks and 

communities and measure sentiment.

Strengths
Persistent brand health monitoring.
Real-time customer and competitive insights.
Response management for issues and problems.

Gaps
No ties to other channels or ROI impact.
Limited analytics toolset.
Commodity technology; over 145 documented 
vendors.
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Social Campaign Management

What is it?
Tools to manage a brand’s presence on social 

networks and communities and execute 
marketing campaigns via social media. 

Strengths
Centralised management and publishing across 

a variety of profiles.
Management of campaign workflow and 

governance.
Measures published content and provides 

analytics on engagement.

Gaps
No cross-channel integration making campaign 

initiatives and analytics siloed.
Analytics limited to engagement metrics (Likes, 

Re-tweets, etc…); no ties to ROI.
Limited reporting and analysis toolset.
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Community Platforms

What is it?
Web publishing platforms that enable user-

generated content and social networking for brand 
websites intended to foster conversation and 
community.

Strengths
Powerful and flexible for integrating social 

functionality into digital brand experiences.
“Drag-and-drop” feature implementation
Robust data collection.

Gaps
No direct ties to other on-site activities or ROI.
Lots of valuable data with no way to leverage it for 

optimisation.
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Pain points
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Multiple, 
disconnected 

tools and 
workflow

Heavy reliance 
on staff 

to manage

Proving real ROI 
difficult beyond 

engagement 
metrics

No cross-
channel 
insights
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Adobe SocialAnalytics

The first-ever solution to merge social media and business 
results
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Track engagement with customers on 
social profiles including Facebook
Fan Pages, Apps, Twitter, YouTube 
and more.
Measure how engagement (tweets, 
posts on Facebook, YouTube video 
consumption) drive site visitors and 
purchase behaviour.
Capture social conversations 
independent of business efforts 
wherever they are happening online
Measure sentiment of conversations.
Correlate the impact of conversations 
with visits, sales and brand value.
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Adobe SocialAnalytics

Power owned, earned and paid media strategies
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Merge social media and business 
impact
Transform marketing insight
Monetise social media engagement
Enable community-driven decision
making
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The future of social analytics

Optimise interactions with 
consumers

Create more personalised
and relevant customer 
experiences 

Maximise their marketing 
investments
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By using social insight, brands will be empowered 
to: 
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Big brands are doing it….
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And not so big brands are doing it…
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#WINNING
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