
The audio portion of today’s presentation is available via broadcast audio. 

You can also dial in to hear audio: 
Participants (US & Canada, Toll Free): 800.901.4804

Participants (international): +1 212.231.2901



Meeting of the Minds will feature marketing leaders and CMOs from Fortune 1000 companies,
assembled to share their thoughts and observations from experience in the boardrooms and 
the classrooms of the world about how marketers can better demonstrate the value marketing 
creates for shareholders. 



Commonly Asked Questions

1. Will I be able to get copies of the slides after the event?

2. Is this web seminar being taped so I or others can view 
it after the fact?

Yes

Yes

Continue today’s discussion on Twitter: #MeetingoftheMinds



Measuring and Improving the Value of Social Media

Jim Sterne 
Founder, eMetrics Marketing 
Optimization Summit

Chairman, Web Analytics 
Association

Pete Fader 
Wharton Interactive Media 
Initiative

Wharton School of 
Business



Your Host

• Highly Specialized Advisory Firm
• Exclusive focus on marketing measurement, 

budgeting, and resource allocation
• Publishers of the MarketingNPV Journal
• Advisors to Global 1000 clients including:

Qwest

Pat LaPointe
Managing Partner



The Paradoxes of Viral Marketing

Professor Peter S. Fader

Co-Director 
Wharton Interactive Media Initiative

The Wharton School, University of Pennsylvania

www.whartoninteractive.com 



Viral marketing…
…no shortage of buzz about it



Viral marketing…
…but maybe the buzz stops here?



Viral marketing…
…the Good, the Bad, and the Ugly



Viral marketing…
…the Good…



So how Good is Good?  
How come we can’t 
figure it out (even 
now, several months 
later…)



So how Good is Good?  
How come we can’t 
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And maybe our 
inability to properly 
measure it is, by itself, 
a Good thing?
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Viral marketing…

But there was one fact unmentioned in Mr. Klein’s glass raising:  For 
all Burger King’s marketing triumphs, it has lost - - and continues to 
lose - - ground to its largest and most significant rival, McDonald’s.

…the Bad…



Viral marketing…
…the Ugly



Viral marketing…
…the Ugly



Viral marketing…
…usually it’s barely a sniffle



Viral marketing…
…taming the virus



Don’t think of social media as a separate marketing channel, but as 
a fabric running through all advertising and promotional efforts…

The key isn’t so much how to unlock the secrets of social media as 
to figure out how it plugs into campaigns across other media…

Viral marketing…
…taming the virus



Viral marketing…
…the disease spreads…



In the past three years, it seems “Make me a branded web series”
has become the new “Make me a viral video” for marketers…

Viral marketing…
…the disease spreads…



The Paradoxes of Viral Marketing

• Don’t be fooled by the buzz
– Talk is cheap

• It’s safest to assume that viral marketing, by itself, is not 
very effective
– The mountain of quiet failures dwarf the few shining successes

• But it is an essential tactic within a seamless, 
comprehensive multi-platform campaign
– Avoid specialized agencies

• Under such conditions, it is difficult to isolate/measure its 
true impact
– But there are sophisticated statistical methods (e.g., “attribution 

analysis”) that try to do this
• We have a hard time learning from our mistakes

– And they get more costly over time



Jim Sterne
eMetrics 

Marketing Optimization Summit

Web Analytics Association

Measuring and Improving 
the Value of Social Media



Web Metrics

Search Optimization

Campaign Management

Error Identification

Usability Improvement

Conversion Optimization

A/B Split & Multivariate Testing

and etc...



Raise Revenue

Lower Costs

Increase Customer Satisfaction

The Three Big Goals



Educate

Sell

Advertising

Marketing

Sales

Customer ServiceHelp

Get Attention

Connect

Sub Goals

F2F, Phone, Email



Educate

Sell

Advertising

Marketing

Sales

Social MediaHelp

Get Attention

Connect Social Media

Sub Goals

Social Media

Social Media

Social Media



Social Media Metrics Success
Customer Centricity

Build
Improve
Boost
Monitor
Incite
Generate

Awareness
Attitude
Influence
Competition
Action
Value
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Awareness

Reach

Frequency



Awareness

Reach



Awareness

Reach

In N. 
America



Awareness

Reach

In N. 
America

Who read
Architectural 

Forum
12%



Awareness

Reach

Frequency

AwarenessHow often?

12% Reach * 3 exposures at $X =       $Y response
12% Reach * 6 exposures at $XX =     $YYY response 



Awareness

Reach

Frequency

AwarenessHow often?

12% Reach * 3 exposures at $X =       $Y response
12% Reach * 6 exposures at $XX =     $YYY response 
12% Reach * 9 exposures at $XXX =   $YYY response



Opportunity to See



Blogosphere
Measuring Your Own Blog

RSS Subscribers
Readers per post



Opportunity to See is now
Opportunity to Share





Awareness

Reach

Frequency



Measuring Awareness
Familiarity

Recognize brand

Attribute themes & qualities



Measuring Awareness
Familiarity

Recognize brand

Attribute themes & qualities

Finger 
Lickin’
Good 

Convenient
Inexpensive

Tasty
Fast



How many people had 

the opportunity to see?

How many people saw?

How many people remembered?

Measuring Awareness



Social Media Metrics Success
Customer Centricity

Measure
Measure
Measure
Measure
Measure
Measure

Awareness
Attitude
Influence
Competition
Action
Value



Measuring Attitude

Online Metrics  On Your Site

Positive

Negative

Net Promoter Score



Inflection Sensitive
"I never said she stole my money" ‐ Someone else said it

"I never said she stole my money" ‐ I simply didn't ever say it

"I never said she stole my money" ‐ I might have implied it

"I never said she stole my money" ‐ I said someone took it

"I never said she stolemy money" ‐ She probably borrowed it

"I never said she stolemymoney" ‐ She stole someone else's 
money

"I never said she stole mymoney" ‐ She didn’t steal money



Context Sensitive

Positive or Negative? 

This pot roast is delicious

This pot roast is the worst I’ve ever tasted

This pot roast is inedible

This pot roast is better than your mother’s





We Are Not Accountants
Bob Page, eBay



Is it accurate?

It is directional

Is it trustworthy?

Yes

Is it actionable?

Yes

We Are Not Accountants



Social Media Metrics Success
Customer Centricity

Measure
Measure
Measure
Measure
Measure
Measure

Awareness
Attitude
Influence
Competition
Action
Value





Measuring Influence

Influences
thousands
of followers

Influences
tens of

thousands

Influences
millions

of followers

Who has more influence??
Reach, Frequency, Awareness, Audience

Subject Matter



Influential Topics



Influential Topics



Measuring our own influence on public opinion

Survey  Run an Ad  Survey

Measuring Influence



Social Media Metrics Success
Customer Centricity

Measure
Measure
Measure
Measure
Measure
Measure

Awareness
Attitude
Influence
Competition
Action
Value



Measuring the Sociosphere



Measuring the Blogosphere



Social Media Metrics Success
Customer Centricity

Measure
Measure
Measure
Measure
Measure
Measure

Awareness
Attitude
Influence
Competition
Action
Value



Measuring Action

Like
Follow
Retweet
Blog Post
Blog Comment
Rating
Bookmark
Recommend

Click
Visit
Subscribe
Join
Register
Take Survey 
Qualify as a Lead
Purchase

Business ActionsSocial Actions



Social Media Metrics Success
Customer Centricity

Measure
Measure
Measure
Measure
Measure
Measure

Awareness
Attitude
Influence
Competition
Action
Value



Web site Email Search Marketing

Banners TV Search Optimization

Sponsorship SMS Tele Marketing

Direct Mail Print Affiliate Marketing

Webinar Video Social Networks

Podcast Blog Behavioral Targeting

Outdoor Twitter Microsites

Events Viral Location Based 

How Much is a Social Media
Participant Worth?
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How Much is a Social Media
Participant Worth?

If:

10,000 people are talking about shampoo

And, a new customer has a lifetime value of $29 (profit)

And, joining that conversation causes 5% of them to try

And 5% of those remain loyal

Then:

10,000 x 5% = 500

500 x 5% = 25

25 x $29 = $725

725/10,000 = $0.0725 per participant = 7.25 ¢



How Much is a Social Media
Participant Worth?

7.25¢



How Much is a Social Media
Participant Worth?

$     7.25 million



Relevancy
Put the right message

In front of the right person

At the right time

Get the right message

from the right people

at the right time



CrowdsourcingCrowdsourcing



CrowdsourcingCrowdsourcing





Relevancy
Put the right message

In front of the right person

At the right time

Get the right message

from the right people

at the right time

Participate in the conversation



How Much is Social Media Improving 
Your Business Outcomes?

Input

Click
Visit
Subscribe
Join
Register
Take Survey 
Qualify as a Lead
Purchase



Social Media Metrics Success
Customer Centricity

Measure
Measure
Measure
Measure
Measure
Measure

Awareness
Attitude
Influence
Competition
Action
Value



To download today’s presentation, 
go to 

MarketingNPV.com
and look for 

“Meeting of the Minds”

Questions?



Thank you for your Participation!

Get the Slides
To download the slides from today’s webcast, 

visit www.MarketingNPV.com

Continue the Conversation on Twitter
#MeetingoftheMinds

Questions for the AMA
Email: alibb@ama.org

Jim Sterne 
Founder, eMetrics Marketing 

Optimization Summit

Chairman, Web Analytics 
Association

Pete Fader 
Wharton Interactive Media 
Initiative

Wharton School of Business

www.targeting.com
www.emetrics.org

www.petefader.com
faderp@wharton.upenn.edu
Twitter: @faderp


