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Social Media StrategySocial Media Strategy

LISTEN  ENGAGE  INFLUENCE
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Social Media StrategySocial Media Strategy
1. 10,000 posts/second1. 10,000 posts/second

2. 1% Gold 100% Real

3. Cross disciplines PR, Marcom, Sales   
Customer Service

4. Monitoring in real time, no time for approval

5 I fl5. Influencers
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Over the next 24 monthsOver the next 24 months..

The Social Graph will be replaced by the..

Interest Graph – Influencers and Authorities
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BIG PICTURE

Swinging through the trees
Human Socialization
Swinging through the trees…
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BIG PICTURE

Emerging from the jungle with LanguageEmerging from the jungle with Language…
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BIG PICTURE

Thousands of years later we wrote it downThousands of years later we wrote it down…
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BIG PICTURE

PCs, the internet, mobile phones, GPS have come 
t th t bl t di t ib t d d t t k ftogether to enable a vast distributed data network of 
collective memory 
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BIG PICTURE

A collectivestream of intelligence…
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Little BrotherLittle Brother
The Greek Gods were having fun…

A CPU faster than theA CPU faster than the 
fastest computer

Comms Bandwidth 
slower than the 
slowest modem
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Little Brother
Connected Little Brothers will be a higher intelligence 
than Big Brotherg
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An Inverted Orwellian Revolution

Little Brother has access to
vast amounts of data
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Human Connectedness
Viral Streams will add light fiber power to the 
C ll ti I t lliCollective Intelligence
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Social Vectors

SENTIMENT BREAKINGSENTIMENT BREAKING 
TRENDS

RELEVANCE CONNECTEDNESSRELEVANCE INFLUENCE

TRUST
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Evolution of InfluenceEvolution of Influence

1 2009 b f F ll1. 2009 number of Followers

2 2010 Followers and Engagement (RTs2. 2010 Followers and Engagement (RTs, 
@Replies)

3. 2011 most number of Friends talking about 
the topic
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Huffington Post Influenceg
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Huffington Post Influenceg
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SOCIAL VECTORS

Find Community ChampionsFind Community Champions

Architect | Blogger | Cat Lover | Celebrities | CEO | Coffee 
Lovers | Comcast | Comedy | Cool Brands | Dancers | Dating 
| Doctor | Dog Lovers | Engineer | Extreme Sports | Finance | 
Food | Lawyer | Marketing | Mommy Bloggers | Musician |
News | Photography | Politics | Religion | Reporter | Social 
Media | Sport | Travel | VIP | Wall St | Wine Lovers

People are 300% more likely to engage 
when properly targeted
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SOCIAL VECTORS

An Interest Graph
isis...
A grouping of 
championschampions 

A champion is...
An influencer who 
has a wide 
audience of friendsaudience of friends 
who are discussing 
a relevant topica e e a t top c
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Case StudiesCase Studies
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Vehicle Brand ReportsVehicle Brand Reports
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CASE STUDIES

Epic Mickey Interest Graph
Performance and Results:Industry: Gaming

Epic Mickey Interest Graph

26,000
# of identified potential fans ready to be

Background: Comprehensive 
overview report of social 
conversation and themes # of identified potential fans ready to be 

activated 
conversation and themes

Engagement: 3 months

Revealed the international appeal of the 
brand, HHI and age profile were in line 
with customer focus

Goals: Identify demographic, 
psychographic and conversation with customer focus

PeopleBrowsr Solution: Reports 
created using our Datamine from 720created using our Datamine from 720 
days of conversations with 
mechanical turk, community 
identification, interest graph, viral 
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CASE STUDIES

Ad Measurement
Industry: Media Entertainment

Ad Measurement
Performance and Results:

Background: Creation of a Twitter 
report for studio executives/ impact 
of promo scheduling

75,353 
# of Tweets extracted for 180 daysof promo scheduling

Length of Engagement: 8 months

# of Tweets extracted for 180 days

12:30p & 7:00p 
Peak times of engagement

Goals:Evaluate the impact of 
traditional media on the social media 
sphere

Peak times of engagement 

60/40 
sphere

PeopleBrowsr Solution: 180 days 
hi t i l ti ith l f

M/F demographic breakdown of tweets

historical reporting with overlay of 
traditional ad schedule
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CASE STUDIES

Audience Campaign
Industry: Media Entertainment

Audience Campaign
Performance and Results:

Background: Promote network TV 
show

1st

Trending Topic in Twitter during premiere 

Engagement: 3 months 17,000 
# of hashtag mentions during the week

Goals: Create online buzz during the 
event build audience

# of hashtag mentions during the week 
of the premiere

42%
PeopleBrowsr Solution:
Extract all potential viewers who 
mentioned TV show keywords for the

42% 
Click Through Rate (CTR)

11 000mentioned TV show keywords for the 
last 360 days for engagement 11,000

New followers in the first week
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CASE STUDIES

Audience Campaign
Industry: Magazine Publishing

Audience Campaign
Performance and Results:

Background: Newsweek was 
featured on the Twittered featured list 
and while they saw a tremendous

News, US
Most often mentioned keywords 

and while they saw a tremendous 
increase in followers, they found that 
many were not engaged

E t 6 k
2000% 

Engagement: 6 weeks

Goals: Build @names, increase 

Increase in CTR

conversation

PeopleBrowsr Solution:
8,374
New followers

Extract all those interested in 
breaking news, competitive follows, 
and US news; Most Influential users 

New followers
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CASE STUDIES

Champions Campaign
Performance and Results:Industry: Computer Software 

Champions Campaign

50%
Percentage of total registrations from 

Background: Large software 
company aiming to promote itself on 
social media channels

Twitter

5 000

social media channels

Engagement: 12 months 5,000
# of new followers

36%
Goals: Maximize participation to 
online seminars and increase 

36%
# of CTR

awareness

PeopleBrowsr Solution: Extract all # of CTRPeopleBrowsr Solution: Extract all 
users aligned with SAP target 
audience; most influential selected 
for engagement
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2011 Super Bowl YTD
CASE STUDIES

387,162 vs 99,124
Total Tweets 2011 Total Tweets 2010

p

Total Tweets 2011 Total Tweets 2010

From last year total volume of Tweets mentioning Super BowlFrom last year, total volume of Tweets mentioning Super Bowl 
brands increased 271%.

Doritos had the highest number of mentions in 2010 and was 
the 3rd top mentioned brand this year with an 89% increasethe 3 top mentioned brand this year, with an 89% increase 
in volume in 2011.

In 2011, most social activity of all ads was in the Auto 
industry, represented by Volkswagon, Chrysler and Chevrolet.  
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Palm Viral Analytics
CASE STUDIES

y

Spot breaking news 
Find relevant conversations 
Monitor trends for real time engagementMonitor trends for real-time engagement
Cross network data mentions 
Identify brand advocates and critics with sentiment analysis 
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CASE STUDIES

Brand Campaign and Messaging Performancea d
Offering a social experience
DM: Check out this exclusive DEAR JOHN video just for my 
T itt f htt //bit l /6Q10hZ

Ca pa g a d essag g Performance

+22,000
Twitter fans http://bit.ly/6Q10hZ Followers

Offering a promotional deal
DM: Twt to win @50cent #beforeiselfdestruct prize pack?? 5DM: Twt to win @50cent #beforeiselfdestruct prize pack?? 5 
winners get signed book, new album, and Power by 50 cologne!!! 
http://bit.ly/bKmHIJ 

+11,000
Followers

Invitation to register to an event
DM: Register & attend the SAP Enterprise Micro-Apps Webinar:  
Dec 8th, Dec 15th. Win an iPod Shuffle! http://bit.ly/3zDnDJ 

1,000
Registrants

Call for participation
DM: Telephone @LadyGaga Premiere on @enews Thur @ 
11 30 T t t Wi 1 f 5 THE FAME MONSTER b t

+3,000
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11:30pm - Twt to Win 1 of 5 THE FAME MONSTER box sets 
#gaga http://bit.ly/bH0zGg

Clicks
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Swinging through the trees…Language evolved

Little Brother will carry the 
next level of Humannext level of Human 
Evolution – Influencers and 
Authorities independent of 
InstitutionsInstitutions

@WingDude
J d Ri h@P l B
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