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Foreword
“We have two ears and one mouth so that we can listen twice as much as we speak. ”
—Epictetus
“Data! data! data!” he cried impatiently. “I cannot make bricks without clay.”
—Sir Arthur Conan Doyle
“The geeks shall inherit the earth.”
—Scott Monty

When | decided to become a classics major in my undergraduate university, |
didn’t really have an expectation as to how the lessons in ancient history, drama,
architecture, politics, and culture would remain with me in throughout my profes-
sional career. At the time, my sole desire was to expand my academic horizons
beyond the heavy science commitment that a pre-med/biology concentration
would otherwise allow. While | posited that the use of Greek and Latin roots in
medical terminology would be helpful, | was also keen to broaden my knowledge
base beyond my narrow focus on the life sciences.

While I eventually moved to the business side of healthcare (and later biotech,
pharmaceutical, and high-tech—the last of which fueled my interest in social
media), | found that it was the humanities rather than the sciences that contin-
ued to forge a lasting impression in how | perceived and thought about the world
around me, particularly with respect to consumer behavior. No other quote has
quite stayed with me like this one from the Roman orator and politician Cicero:
“Ifyou wish to persuade me, you must think my thoughts, feel my feelings, and
peak my words.”

For in observing human behavior over the course of history, it became fairly obvi-
ous that we haven’t changed much in the 2,000 years that separate us from Cicero.
Certainly, the industrialization and technological advance of our physical world
has moved us far beyond anything the ancient astronomers could have imagined,
but fundamentally, we still want the same things that we’ve always wanted: what’s
best for ourselves and those we care about, the need to be heard, and the desire to
be part of something bigger than ourselves so that we can make a lasting impact on
the world. If we as marketers and communicators can grasp that reality and ensure
that we’re thinking about the needs of consumers in this digital age, we’ll find that
awareness will be repaid by more attention, trust, and loyalty.

If we revisit that Epictetus quote—a saying that nearly every reader may recognize
as emanating from their grandmother—we can immediately understand its great
wisdom: listening trumps talking. And perhaps we can even, with a certain degree
of emotional intelligence, understand our great failure in this post-mass marketing
digital age, as we’ve rushed to find even more people, likes, followers, and audi-
ences who’ll be the recipients of our “messages.”
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Ever the master logician and thinker, Sherlock Holmes opined for more data
before he could apply his reasoning. For years, marketers have been data-driven in
their product research, consumer assessment, and audience segmentation exercises
to help bring a product to market. And we stand on a threshold of Big Insights
(derived from the ubiquitous “Big Data™) that should allow us the unprecedented
ability to predict needs and products.

Marketing Science has been the stronghold of most of data-driven portions of mar-
keting to date. However, the rise of social media has granted us access to unfiltered
consumer data in real-time, or near real-time, that can influence the direction and
even the creative elements of campaigns. In the 2012 presidential election, we saw
how the information crunchers and back-room data geeks managed to steer the
already nimble Obama-Biden campaigh machine to a decisive victory based largely
on studying the numbers and helping the front line apply its efforts to the right
markets and the right people at the right time.

Rest assured that this is the very type of marketing expertise that will be highly val-
ued in the future. The geeks shall truly inherit the (marketing) earth.

What Chuck and Ken have developed is a definitive handbook to help you navigate
the important analytical and technical aspects of modern marketing. From listen-
ing to planning, search to response, launching products to supporting customers,
and more, digital and social media play a central role in your ability to successfully
integrate with the world around you. Read, study, and enjoy this book.

And always listen to your grandmother.

—Scott Monty
Global Head of Social Media
Ford Motor Company
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As the reader of this book, you are our most important critic and commentator.
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dom you’re willing to pass our way.

As an associate publisher for Que Publishing, | welcome your comments. You can
email or write me directly to let me know what you did or didn’t like about this
book—as well as what we can do to make our books better.

Please note that | cannot help you with technical problems related to the topic of this
book. We do have a User Services group, however, where | will forward specific tech-
nical questions related to the book.

When you write, please be sure to include this book’s title and author as well as
your name, email address, and phone number. I will carefully review your com-
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Figure I: The Convergence of Paid, Owned & Earned Media
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Figure 1.1 Paid, earned, and owned media are converging to the point where one

type of media has a direct impact on the other.

Source: “The Converged Media Imperative: How Brands Must Combine Paid, Owned & Earned
Media,” Altimeter Group (July 19, 2012)
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. Figure

1.2 maps the web of data collectors associated with just 15 minutes of a web surfing
session. Collusion provides an effective way to see a visual representation of data
leakage.
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Figure 1.2 Data Collection Map: An example of how data is collected with just 15
minutes of a web surfing session.

Source: Google
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In the following few sections, we dive into each of the considerations for analytics
on your owned media properties.
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Numbers

+1s, Google+20

10 channels of online influ-
ence, 183-184

12-month window, capturing
data, 242

140 SEO Tools, 81

A

AJ/B testing, 283-284
ad hoc stage of customer ser-
vice, social customer service
models, 209-210
advertising
mobile advertising,
312-314
paid, 267
advertising performance, 27
advocacy, 226-227
aggregated data, 48
aligning digital and traditional

analytics, 26
primary research, 26-27

Alston, David, 48, 56

Altimeter Group, 115

amount of change, compo-
nents of measurable goals, 14

analysis, 157

analyst-level use cases, 256,
259-260

analysts, 243

analytics dashboards, social
media engagement software,
39-40
Analytics suite, 333
analyzing content consump-
tion, 108-109
classifying results, 110-112
learning agendas, 109-110
ancedote analysis, top-down
revenue measurement, 282
Android versus iOS, 309-310

annual reporting, measure-
ment reporting cadence,
298-299

API access, social media lis-
tening tools, 35

Index

API integration, owned media,
10

Apple Passbook, mobile mar-
keting, 315-316

apps, mobile app perfor-
mance, 320-321

Argyle Social, 122-123

ARM (action, reaction, and
management), 327-331
gathering data, 328-329
rules of engagement, 329
sentiment, 328

Armano, David, 157-158
attribution modeling, 9

audience analysis, 85-86,
342-343
conversation typing, 94-95
event triggers, 95-96
overview, 86-87
social data analysis, 94
target audience, 183
tools
influence analysis, 91
search insights, 90
SEO (search engine opti-
mization), 90



354

sharing analysis, 91

social listening, 91

social profile and activ-
ity analysis, 92

user surveys, 90

web analytics, 91

website profiling, 91

use cases, 87-88

audience segmentation,

90

content optimization, 89

content strategy, 88

digital strategy, 88

engagement strategy, 89

search engine optimiza-
tion, 89

user experience design,
89

audience segmentation, audi-
ence analysis, 90
audience/visitor metrics,
mobile marketing, 319-320
audio, 184

audits
content audits, 99-100
checklists, 100-102
real-time analytics, 102-103
elements of, 176-178
fitting into program plan-
ning, 178-179
scoping, 174-176
conversation audit,
173-174
automated, depth of analysis,
243
average position, paid
searches, 24

average search position, 26

B

Baer, Jay, 135
banner advertising, 4
banner blindness, 4

BatchBlue, Batchbook,
331-332

Batchbook, 331-332

audience analysis

behavior, components of mea-
surable goals, 14

benchmark research, 291-293
Bentwood, Jonny, 149

black box algorithms, social
media engagement software,
40

BlogLevel, 149-150

blogs, 184
picking channels for analy-
sis, 236

BMW, 269-270
Boolean queries, 53

bottom-up measurement
models, 284
direct commerce, 286-288
integrated approach,
285-286
linking and tagging,
284-285
bounce rate, 23
brand associations, 68, 268
brand audits, 69
brand reputation, 27

branded keywords, organic
searches, 25

breaking down, earned media
targets, 153

bridging talent gap, digital
analytics, 347-349

BrightEdge SEO platform,
81-83

Brito, Michael, 335
Buddy Media, 131-132
Burbary, Ken, 52

business intelligence, gather-
ing through listening,
164-165

business unit heads, identify-
ing issues, 191

Buzz Engage, 333

C

capturing data, Radian6, 57

center of excellence (COE),
186

central repository for informa-
tion, 260
command centers, 260-262
web-based applications,
262-263
Chartbeat, 103-104

checklists, content audits,
100-102

China, smartphones, 308

classifying results, for content
analysis, 110-112

click stream (web analytics),
owned media, 7-8

clicks
paid searches, 24
Twitter, 17

click-through rates. See CTRs
(click-through rates)

coding framework, building,
244-245

COE (center of excellence),
186

Collusion, disconnect.me, 5

command centers, 340

central repository for
information, 260

comments, picking channels
for analysis, 236

communications, listening
data for, 158-160

communications planning,
48-49

community management,
Radian6, 56

community managers, 119,
343-344

community rules phenom-
enon, digital influence,
138-139

company spokesperson, 244



comparison, YouTube Trends,
75

competitive analysis, 80

competitive intelligence,
owned media, 6-7

competitive positioning, 270

components of measurable
goals, 14

consumer reaction to prod-
ucts, 222-223

consumer reactions to, retail/
promotions, 227-228

consumers
concerns about products,
223-224
unmet needs, 224

content analysis, 97-99
classifying results for,
110-112
future of, 343-345
social brand bench-
marking, 182
content analytics, 8
content audits, 99-100
checklists, 100-102
PageTrawler, 101-102
real-time analytics, 102-103
Chartbeat, 103-104
Woopra, 104-106
content consumption,
analyzing, 108-109
classifying results, 110-112
learning agendas, 109-110
content development, real-
time, listening, 161-162
content distribution, optimiz-
ing, 106-108
content engagement, 183
content index, 345
content marketing, 98
owned media, 99
paid media, 98
content optimization, audi-
ence analysis, 89

content strategist, 243

custom segmentation, owned media 355

content strategy, 267
audience analysis, 88
search analytics, 272-273

content syndication plans,
201-202

conversation audits, 173-174
elements of, 176-178
fitting into program plan-

crisis, 187-188
correcting history after a
crisis is over, 200-201
evaluating preliminary
research, 201
identifying key third
parties and content
syndication plans,

. 201-202
ning, 178-179 frequency of reporting,
scoping, 174-176 198-199

Conversation Cloud, Radian®,
58

conversation typing, audience
analysis, 94-95

conversations

drivers of, 177

identifying where they take

place, 327

keywords, 177

location of, 177

marketing through listen-

after a crisis, 199-200
identifying issues, 190

briefing and getting to
know influencers, 193

knowing profile pro and
con influencers, 193

knowing share of con-
versation online,
191-193

knowing the positive
and negative words,

ing, 163-164 |isltigntlk22wn issues
responding to online con- 190-191

versations, 169-170

lacing the right con-
share of, 177 P g J

tent, 193-194

themes, 177 tagging the right words,
when they take place, 195
177-178

issues management plans,
developing, 188-189
monitoring and reporting,
196
dealing with the issue
hitting, 196-197
developing content
plans, 197-198
developing reporting
plans and reporting
cadence, 198

conversion, 23

conversion analytics, owned
media, 8-9

cookies, 285
core audience, 288

correcting history after a crisis
is over, 200-201
evaluating preliminary
research, 201
identifying key third par-
ties and content syndica-
tion plans, 201-202

correlation analysis, top-down
revenue measurement,

CRM (customer resource
management), 28
social. See social CRM

CRM hooks, social media
engagement software, 40

282-283 CTRs (click-through rates), 4
cost, social media listening paid searches, 24
tools, 34-35

custom dashboards, 8

custom segmentation, owned
media, 9

CPC (cost per click), paid
searches, 24

Crimson Hexagon, 62
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customer data, housing,
350-351

customer experience, person-
alizing, 209

customer intent, social cus-
tomer service, 208-209

customer resource manage-
ment (CRM), 28

customer service, 203-206
identifying issues, 191

customer-first mentality,
Radian6, 56

customers
developing relationships
through listening,
162-163
social customer service,
207-208

D

daily/hourly reporting,
measurement reporting
cadence, 302-303

dashboards, 48
Radian6, 56-58

data, 157

data capture, 32
social media listening tools,
33-34

data collection procedures,
measurements, 295

data management platforms
(DMPs), 5

data sources, identifying,
235-236

data/slides, 184

delivering reports, 255-256
Dell, command centers, 260
@DeltaAssist, 211-213

Delta Air Lines, social cus-
tomer service, 210-215

demographic filtering,
YouTube Trends, 74

depth of analysis, 243-244

customer data, housing

developing
hypothesis, 239-241
issues management plans,
188-189
source lists, 234-235
training programs, 166-168

digital analytics, 347
bridging talent gap,
347-349
customer data, housing,
350-351

digital and traditional analyt-
ics, aligning, 26
primary research, 26-27

digital data, 185

digital influence, 136-137
BlogLevel, 149-150
community rules phenom-

enon, 138-139
developing your own tool,
150
Klout, 141-142
future of, 145-146
perks, 144
scores, 142-143
topics, 143-144
Kred, 148-149
online versus offline, 151
Peerindex, 147-148
tipping point phenom-
enon, 137-138
TweetLevel, 149-150

Digital Marketing Forecast
Report, 66
digital media, types of, 2-3
earned media, 3
owned media, 2, 6
paid media, 2-5
digital media measurement,
290

digital strategy, 265, 268-269
audience analysis, 88
search analytics, 268-271

direct commerce, 284
bottom-up measurement
models, 286-288

disconnect.me, Collusion, 5

DMPs (data management
platforms), 5

drivers of conversations, 177
Dyer, Paul, 140, 180

E

earned conversations, 21
earned media, 3
influencer list, 152
versus shared and paid
content, 183
earned media targets, breaking
down, 153
earned social media metrics,
21-22
earned social metrics, 15
efficiency, social customer
service, 207
elements of conversation
audit, 176-178
engaged users, Facebook, 16
engagement analytics, 345-346

Engagement Console,
Radian6, 58

engagement leader, 243

engagement strategy, audience
analysis, 89

engagement tools, 236

enterprise customers, SMES
(social media engagement
software), 123
Buddy Media, 131-132
Spredfast, 124-125
Sprinklr, 127-130
Vitrue, 130
Wildfire, 125-127

evaluating preliminary
research after a crisis, 201

event triggers, audience analy-
sis, 95-96

executive reputation, 27

executive-level use cases, 256,
257-258

experience, return on, 280



Facebook

mobile marketing, 316

Nearby, 316

owned social metrics, 16

picking channels for
analysis, 237

robust analytics dash-
boards, 117

ROE (return on engage-
ment), 277

Wildfire, 127

Facebook Insights, 16
fans, 279

filtering spam and bots,
research methods, 246

Flickr, owned social metrics,
20

focus groups, 286

followers
SlideShare, 18
Twitter, 17

formal stage of customer ser-
vice, social customer service
models, 210

formatting reports, 253-254

forums, 184
picking channels for
analysis, 237

frequency of posts, 183

frequency of reporting, during
crisis, 198-199

G

Gates, Bill, 97
geo-fencing, 306
geo-targeting, 38-39
SMES (social media
engagement software),
116, 120

Gladwell, Malcolm, 137
global command centers, 340
global listening, 237-238

goals, components of measur-
able goals, 14

influence tools

Google, searches, 67

Google AdWords Keyword
tool, 76-78

Google Analytics mobile app,
320

Google searches, affects on,
85-86

Google Trends, 69-72, 269

Google+, owned social
metrics, 19-20

groups, picking channels for
analysis, 237

growth, managing social
media engagement tools, 43

growth in smartphones,
307-309

growth phase, product life-
cycles, 224-228

H

Heartbeat, Sysomos, 54-55

historical data, social media
listening tools, 36-37

HootSuite, 121-122

housing customer data,
350-351

human resources, identifying
issues, 191

hybrid, depth of analysis, 243

hypothesis
developing, 239-241
reports, 251

identifying
data sources, 235-236
issues, 190
briefing and getting to
know influencers, 193
knowing profile pro and
con influencers, 193
knowing share of con-
versation online,
191-193
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knowing the positive
and negative words,
194-195
listing known issues,
190-191
placing the right con-
tent, 193-194
tagging the right words,
195
online influencers, 179-182
project teams, 242-243
search and source lan-
guages, 237-238
social media listening tools,
32-33
API access, 35
consistent user interface,
36
cost, 34-35
data capture, 33-34
historical data, 36-37
integration with other
data sources, 34
mobile capability, 35
spam prevention, 34
workflow functional-
ity, 36

images, 184
picking channels for
analysis, 237
implementing listening pro-
grams, 165-166
developing training pro-
grams, 166-168
reporting template,
168-169
responding to online con-
versations, 169-170
tools, 166

impression share, paid
searches, 24
impressions
paid searches, 24
Twitter, 17
influence, return on, 278-279
influence analysis
audience analysis, 91
online versus offline, 136

influence tools, 179-180
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influencer analysis, 173,
180-182, 346-347

influencer list, 136, 151-154
earned media, 152
owned media, 152
paid media, 152
shared media, 152

influencers
briefing and getting to
know, 193
identifying, 179-182
knowing profile pro and
con influencers, 193

in-network conversations, 21

insights, 157
Radian6, 58
social networks, 235-236

integrated approach, bottom-
up measurement models,
285-286

international listening, 63
Internet Trends, 307

introduction phase, product
lifecycles, 220-222

iOS versus Android, 309-310

issues, identifying, 190

briefing and getting to
know influencers, 193

knowing profile pro and
con influencers, 193

knowing share of conversa-
tion online, 191-193

knowing the positive and
negative words, 194-195

listing known issues,
190-191

placing the right content,
193-194

tagging the right words,
195

issues management plans,
developing, 188-189

J-K
Jive, 332

Kaushik, Avinash, 9
keyword research, 80

influencer analysis

Keyword Tool, 76-78

keywords, 177
content audits, 100
organic searches, 25

KissMetrics Indispensible SEO
Tools, 81

Klout, 141-142
future of, 145-146
perks, 144
scores, 142-143
topics, 143-144

Klout Perks, 346

known keywords, organic
searches, 25

Kred, 148-149

L

launching products, 217-218
learning agendas, 6, 109-110
LeBrun, Marcel, 48, 56

legal, identifying issues, 191

legal review, real-time content
development, 161

lifecycles of products, 218-220
growth phase, 224-228
introduction phase,

220-222
maturity phase, 228-231

likes, Facebook, 16

limited stage of customer ser-
vice, social customer service
models, 210

linking and tagging, 284
bottom-up measurement
models, 284-285

listening, 338. See also social
media listening

benefits of, 160-161

developing better relation-
ships with customers,
162-163

gathering business intel-
ligence, 164-165

global listening, 237-238

international listening, 63

marketing through conver-
sation, 163-164

product knowledge, 163
real-time content develop-
ment, 161-162

listening data
for communications,
158-160
for program planning,
156-158
listening programs, imple-
menting, 165-166
developing training pro-
grams, 166-168
reporting template,
168-169
responding to online con-
versations, 169-170
tools, 166

lists
influencer list, 151-154
modern-day media lists,
139-141

Lithium Social Customer
Suite, 332-333

Lithium Social Web, 332
local search, 81

location filtering, YouTube
Trends, 73

location of conversations, 177

location-based services, 306
mobile marketing, 317-318

M

management-level use cases,
256, 258-259

managing growth, social
media engagement tools, 43

manual, depth of analysis, 243
MAP, Sysomos, 53-54

marketing, 172
content marketing, 98
through conversation,
listening, 163-164
Marketwire, 52
maturity phase, product life-
cycles, 228-231

measurement, 157



measurement practices,
295-296
measurement process, 291
conducting benchmark
research, 291-293
problematic areas, 304
strategy development,
293-294
tactical elements, 294-295
measurement reporting
cadence, 297-298
annual reporting, 298-299
daily/hourly reporting,
302-303
monthly reporting, 302
quarterly reporting,
299-302
measurement teams, 295
measurements, 291
measuring mobile marketing,
318-319
audience/visitor metrics,
319-320
future of, 321
mobile app performance,
320-321
mobile device reporting,
319
media outlets, 244
media type, 244
Meeker, Mary, 307
Meltwater Buzz Engage, 333
message resonance, 21, 27, 288
messaging pillar, 244
Messenger, Wildfire, 126
metadata, 73
metrics
popular metrics, 22-23
social metrics. See social
metrics
micro blogging, 184
Microsoft Vista, 218
mobile, Radian6, 59
mobile advertising, 312-314
mobile analytics, 8

mobile app performance,
320-321

mobile capability, social media
listening tools, 35

mobile device reporting, 319

mobile marketing, 306-307,
314-315
advertising, 312-314
Apple Passhook, 315-316
Facebook, 316
growth in smartphones,
307-309
iOS versus Android,
309-310
location-based services,
317-318
measuring, 318-319
audience/visitor metrics,
319-320
future of, 321
mobile app perfor-
mance, 320-321
mobile device reporting,
319
mobile measurement, 318
mobile web traffic, 311-312

mobile measurement, 318
mobile web traffic, 311-312

mobility, social media engage-
ment software, 40

modern-day media lists, 136,
139-141

monitoring, 47
crisis, 196
dealing with the issue
hitting, 196-197
developing content
plans, 197-198
developing reporting
plans and reporting
cadence, 198
platform integration, social
media engagement soft-
ware, 41
social media monitoring
tools, 47-48
traditional media monitor-
ing, 27-28, 46-47

monitoring teams, 196

monthly reporting, measure-
ment reporting cadence, 302

Monty, Scott, 282

owned media
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Morgan, Jacob, 324, 327

most shared, YouTube
Trends, 76

most viewed, YouTube
Trends, 76

multichannel marketing, 287

multimedia content, upload-
ing (SMES), 116, 120

multivariate testing analysis,
top-down revenue measure-
ment, 283-284

N

natural search messaging, 67
Nearby, Facebook, 316
negative posts, 246

negative words, 194-195
neutral posts, 245

news, picking channels for
analysis, 236

Newton, Chris, 56

Nimble, 334

0

online influencers, identifying,
179-182

Open Brand, 185

optimizing content distribu-
tion, 106-108

organic searches, 24-26
outcomes, 296

outputs, 296

outtakes, 296

overall conversation volume,
22

owned media, 2, 6

API integration, 10

click stream (web analyt-
ics), 7-8

competitive intelligence,
6-7

content marketing, 99

conversion analytics, 8-9

custom segmentation, 9
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influencer list, 151-152

real-time site analytics,
11-12

social media reporting,
10-11

user experience feedback,
11

visual overlays, 9

owned social metrics, 15

Facebook, 16

Flickr, 20

Google+, 19-20

Pinterest, 19

SlideShare, 18-19

Twitter, 16-17

YouTube, 17-18

Owyang, Jeremiah, 93, 115

P

Page Manager, Wildfire, 126
pages per visit, 23

PageTrawler, content audits,
101-102

paid advertising, 267
search analytics, 273-274

paid advertising messaging, 67

paid content versus shared
media, 183

paid display, 4

paid media, 2-5
content marketing, 98
influencer list, 152

paid search, 3
paid searches, 23-25

partnerships, establishing with
listening providers, 43

Passbook, mobile marketing,
315-316

Pearson, Bob, 183
PeerIindex, 147-148

people talking about this
(PTAT), Facebook, 16

perception, 49
perks, Klout, 144

personalizing, customer expe-
rience, 209

picking channels for analysis,
research plans, 236-237

Pinterest, owned social met-
rics, 19

pitching ideas, 47

planning, 156-158
search analytics, 272-273

platform integration, social
media engagement software,
41

popular metrics, 22-23
positive posts, 245
positive words, 194-195
post frequency, 183

post tagging, 39
SMES (social media
engagement software),
116, 120-121

posting natively, 115

posting to all major social
channels, SMES (social
media engagement soft-
ware), 116, 119-120

preliminary research, evaluat-
ing after a crisis, 201

primary research, aligning
digital and traditional ana-
lytics, 26-27

product knowledge, listening,
163

product launches, 68-69,
217-218
product lifecycles, intro-
duction phase, 220-222
related products, 231

product lifecycles, 218-220
growth phase, 224-228
introduction phase,

220-222
maturity phase, 228-231

products
consumer concerns,
223-224
consumer reactions to,
222-223
trends, 230

program development, 156
program planning, listening
data for, 156-158

programming planning model,
172

programs, 157

project leaders, 242

project teams, identifying,
242-243

Promotion Builder, Wildfire,
126

promotions, consumer reac-
tions to, 227-228

PTAT (people talking about
this), Facebook, 16

purchasing social media
engagement tools, 41

establishing partnerships,
43

managing growth, 43

which tools should you
evaluate, 42-43

who decides what to buy,

41-42
Q

QA (quality assurance), 243
qualitative analytics, 80
quantitative analytics, 80

quarterly reporting, measure-
ment reporting cadence,
299-302

R

Radian6, 48

capturing data, 57

community management,
56

customer-first mentality,
56

dashboards, 56, 58

effecton on marketing
community, 55-59

Engagement Console, 58

insights, 58

mobile, 59



summary dashboard, 59
thought leadership, 56

Ramsey, Chris, 56
random sampling, depth of
analysis, 244
reach, Facebook, 16
real-time analytics, content
audits, 102-103
Chartbeat, 103-104
Woopra, 104-106
real-time content develop-
ment, listening, 161-162
real-time site analytics, owned
media, 11-12
Redstone, Sumner, 97
related products, 231

relationships, developing with
customers (listening),
162-163

relevance, content distribu-
tion, 107

reliability, social media
engagement software, 39

repins, Pinterest, 19

replies, Twitter, 17

report construction, 248
report delivery, 248, 255-256

report use cases, 248, 256
analysts, 256, 259-260
executive, 256-258
management, 256, 258-259

reporting
after a crisis, 199-200
crisis, 196

dealing with the issue
hitting, 196-197

developing, 197-198

developing reporting
plans and reporting
cadence, 198

reporting templates, 29
setting up, 168-169
reporting time line, 28-29

reports, constructing, 248-249
from back to front,
249-251

search languages, identifying

focusing on the five Ws,
252

formatting, 253-254

hypothesis, 251

time frames, 254

reputation management, 48

research, benchmark research,
291-293

research leaders, 242

research methods, 238-239

building the coding frame-
work, 244-245

determining depth of
analysis, 243-244

developing a hypothesis,
239-241

filtering spam and bots,
246

identifying project teams,
242-243

sentiment approach,
245-246

time frame for analysis,
241-242

research plans

identifying data sources,
235-236

identifying search and
source languages,
237-238

picking channels for
analysis, 236-237

source lists, 234-235

research quality assurance
(QA), 243

responding to online conver-
sations, 169-170

retail, consumer reactions to,
227-228

return on engagement,
277-278

return on experience, 280
return on influence, 278-279

return on investment. ROI
(return on investment) See
retweets, Twitter, 17

Rising Searches, 270
River of News, Radian6, 58
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robust analytics dashboards,
SMES (social media engage-
ment software), 116-118

ROE (return on engagement),
277-278

ROI (return on investment),
275-277
tracking, 280-281
bottom-up measurement
models, 284
top-down revenue mea-
surement, 281

S

sales per click, paid searches,
24

Salesforce.com, 59
Buddy Media, 132

Schaeffer, Mark, 142

scheduling content, SMES
(social media engagement
software), 116, 118-119

scoping, conversation audit,
174-176

scores, Klout, 142-143

search, 66-67, 184
BrightEdge SEO platform,
81-83
tools for collecting insights
through search data,
80-81
search analysis, 266-268

search analytics, 23-24,
341-342

content strategy, 272-273
digital strategy, 268-271
organic searches, 24-26
paid advertising, 273-274
paid searches, 23-25
use cases, 67-69

search engine marketing, 67

search engine optimization,
audience analysis, 89-90

search insights, audience
analysis, 90

search languages, identifying,
237-238
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search opportunity modeling/
forecasting, 80

search tools, 69, 235
Google AdWords Keyword
tool, 76-78
Google Trends, 69-72
Yahoo! Clues, 78-80
YouTube Trends, 72-76

SearchEngine Watch 43 Paid
Search Tools, 81

seasonal changes, 68

senior executives, identifying
issues, 191

sentiment, 21, 244, 287
ARM, 328
research methods, 245-246

SEO (search engine optimiza-
tion), audience analysis, 90

share of conversation, 21,
177, 287

knowing, 191-193
share of voice, 21, 177, 287
shared media

versus earned and paid

content, 183

influencer list, 152

shares, SlideShare, 19

sharing analysis, audience
analysis, 91

sharing widgets, 4
SimplyMeasured, 93
site-survey solutions, 11

SlideShare, owned social
metrics, 18-19

slightly negative posts, 246

small businesses, SMES tools,
121
Argyle Social, 122-123
HootSuite, 121-122

smartphones
China, 308
growth in, 307-309
iOS versus Android,
309-310

SMES (social media engage-
ment software), 114
benefits of purchasing, 116

enterprise customers, 123
Buddy Media, 131-132
Spredfast, 124-125
Sprinklr, 127-130
Vitrue, 130
Wildfire, 125-127

geo-targeting, 116, 120

overview, 115-116

post tagging, 116, 120-121

posting to all major social

channels, 116, 119-120
reasons for dissatisfaction,
115-116
robust analytics dash-
boards, 116, 117-118
scheduling content, 116,
118-119
uploading multimedia
content, 116, 120

SMES tools

future of, 132-133
reasons for dissatisfaction,
115-116
small businesses, 121
Argyle Social, 122-123
HootSuite, 121-122

social analytics lifecycle, 49-51

social brand benchmarking,
173, 182-183

social channel presence, 182

social CRM (customer rela-
tionship management),
323-324

defined, 325-326
future of, 334-335
rolling out initiatives,
326-331
Batchbook, 331-332
Buzz Engage, 333
Jive, 332
Lithium Social
Customer Suite,
332-333
Nimble, 334
SugarCRM, 334

tools, 331

social customer service,
206-207

customer experience,
personalizing, 209

customer intent, 208-209
customers, 207-208
Delta Air Lines, 210-215
efficiency, 207

social customer service
models, 209

ad hoc stage of customer
service, 209-210

formal stage of customer
service, 210

limited stage of customer
service, 210

Social Customer Suite
(Lithium Technologies),
332-333

social governance, social
media engagement software,
40-41

social listening, audience
analysis, 91

social listening data, 340

Social Marketing Cloud,
131-133

social media analysis, 80

social media engagement soft-

ware. See SMES, 37-38
analytics dashboards, 39-40
black box algorithms, 40
CRM hooks, 40
easy-to-navigate user

interfaces, 38-39

mobility, 40
platform integration, 41
reliability, 39
social governance, 40-41

social media engagement
tools, purchasing, 41
establishing partnerships,
43
managing growth, 43
which tools should you
evaluate, 42-43
who decides what to buy,
41-42
social media listening, 51-52
future of, 63-64, 339-341

social media listening tools,
94, 235
Crimson Hexagon, 62



identifying, 32-33

API access, 35

consistent user interface,
36

cost, 34-35

data capture, 33-34

historical data, 36-37

integration with other
data sources, 34

mobile capability, 35

spam prevention, 34

workflow functional-

ity, 36
Sysomos, 52
Heartbeat, 54-55
MAP, 53-54
Visible Technologies,
60-62

social media monitoring,
338-339

social media monitoring tools,
47-48

social media reporting, owned
media, 10-11

social metrics, 15
earned social media met-
rics, 21-22

earned social metrics, 15

owned social metrics, 15
Facebook, 16
Flickr, 20
Google+, 19-20
Pinterest, 19
SlideShare, 18-19
Twitter, 16-17
YouTube, 17-18

social network insights,
235-236

social networks, 184

social profile and activity
analysis, 92

social scoring, 141

social sharing widgets, 4
SocialBro, 92

SocialFlow, 107-108
somewhat positive posts, 245

source languages, identifying,
237-238

tracking ROI (return on investment)

source lists, developing,
234-235

spam, Sysomos, 54
spam prevention, 32

social media listening tools,

34
Spredfast, 124-125
Sprinklr, 127-130
strategy, 157

strategy development, mea-
surement process, 293-294

Strout, Aaron, 315-316
SugarCRM, 334

summary dashboard, Radian6,
59

Sysomos, 52
Heartbeat, 54-55
MAP, 53-54

T

tactical elements, measure-
ment process, 294-295

tagging words, 195
talent gap, 347-349
target audience, 183
target journalist, 244
targeting, 4
teams
measurement teams, 295
monitoring teams, 196
project teams, identifying,
242-243
Textalyser, 194
themes, conversations, 177
third parties, identifying after
acrisis, 201-202
thought leadership, Radian6,
56

time, components of measur-
able goals, 14

time frame for analysis,
research methods, 241-242

time frames, for reports, 254
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timing, content distribution,
107

tipping point phenomenon,
digital influence, 137-138

tools
audience analysis
influence analysis, 91
search insights, 90
SEO (search engine opti-
mization), 90
sharing analysis, 91
social listening, 91
social profile and activ-
ity analysis, 92
user surveys, 90
web analytics, 91
website profiling, 91
implementing listening
programs, 166
social CRM (customer
relationship manage-
ment), 331
Batchbook, 331-332
Buzz Engage, 333
Jive, 332
Lithium Social
Customer Suite,
332-333
Nimble, 334
SugarCRM, 334
social media monitoring
tools, 47-48
top-down revenue measure-
ment, 281
ancedote analysis, 282
correlation analysis,
282-283
multivariate testing analy-
sis, 283-284
Topic Analysis, Radian6, 58
Topic Trends, Radian6, 58
topics, Klout, 143-144
total likes, Facebook, 16

total visits, organic searches,
25

tracking ROI (return on
investment), 280-281
bottom-up measurement
models, 284



364 tracking ROI (return on investment)

top-down revenue mea- engagement strategy, 89  website profiling, audience

surement, 281 search engine optimiza- =~ analysis, 91
traditional media monitoring, tion, 89 desi wikis, 184
27-28, 46-47 usgg experience design, Wildfire, 125-127

traditional media monitoring
tools, 236

traffic sources, 23

training programs, developing,

166-168

trends, 68
around products, 230

Trout, Jack, 217
TweetLevel, 149-150

Twitter

owned social metrics,
16-17

picking channels for
analysis, 237

robust analytics dash-
boards, 117

ROE (return on engage-
ment), 277

type of post, 244

types of digital media, 2-3
media, 2-5

U

UI/UX, Wildfire, 126
unique page views, 23

unknown keywords, organic
searches, 25

uploading multimedia con-
tent, SMES (social media
engagement software), 116,
120

use cases
audience analysis, 87-88
audience segmentation,
90

content optimization, 89

content strategy, 88
digital strategy, 88

search analytics, 67-69

user experience design, audi-
ence analysis, 89

user experience feedback,
owned media, 11

user interfaces
social media engagement
software, 38-39

Facebook, 127
limitations of, 126-127

Woopra, 104-106
Wordle, 194
words

knowing positive and neg-

ative words, 194-195
tagging, 195

social media listening tools, workflow functionality, social

36

user surveys, audience analy-
sis, 90

v

video, 184

picking channels for analy-

sis, 237
Visible Technologies, 60-62
visits, 22-23
Vista, 218

visual overlays, owned media,

9
Vitrue, 130

w

Watts, Duncan, 139

WCG, issues management
plans, 188

web analytics
audience analysis, 91
click stream, 7-8
popular metrics, 22-23

web traffic, mobile web traffic,

311-312

web-based applications, cen-
tral repository for informa-
tion, 262-263

media listening tools, 36

Y

Yahoo! Clues, 78-80

YouTube
owned social metrics,
17-18
ROE (return on engage-
ment), 277

YouTube Trends, 72-76

Z
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