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Welcome!

Thank you for joining us on today’s Gartner webinar.
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Flood of Social Metrics: So What!?
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Topics
1. What new data sources exist because of the

explosion of social media?

2. What tools and techniques are available to
measure the value of social media and how will
the market evolve?

3. What are the best practices for gaining and using
the insight from social networks?

Gartner



Three Realms of Social Software:

It's More Than Facebook

Social Software in the Externally Facing Social
Workplace Software

(Your people, your place) (Your people, other people, your place)

Data, user experience and governance controlled by the enterprise;

Connect, discover, fil
find, trust, lead, innovate, learn

e e

Public Social Media

(Your people, other people, their place)

Data, user experience and
governance controlled by others
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What to look for and where

Examine. .. ... To Find

Brokers,
central/peripheral
players, influencers

Profiles, groups, friends,
followers, messages

Topic trends/clusters,
sentiment, resonance

Links, tags, likes, views Relevance, popularity,
Metadata o[ele] (ETLERCIT s Sigloli[e )M patterns, predictions

Combine people, Prioritization of threats
content, and metadata and opportunities

together
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Why Analyze Somal Networks’P
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Poll Question #1

 To what level are your social initiatives being
measured?

- No significant measurement

- Listening and tracking topic, quantity and quality

- Engaging in conversation and measuring the reaction
- Established metrics for overall social initiative.

- Social metrics are tied into our overall business
performance management efforts

Gartner



Topics

1. What new data sources exist because of the
explosion of social media?

2. What tools and techniques are available to
measure the value of social media

3. What are the best practices for gaining and using
the Insight from social networks?
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Social Network Analysis Finds Key

People
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Social Network Analysis Finds Key
People
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Social Network Analysis Finds Key
People
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ldentifying Positive and Negative Impact

of Connections

Network analysis can:

* Help detect fraudulent activity

* Watch the actions of network
participants over time

« Uncover reputation anomalies

TouchGraph

Central connectors can:

 Diffuse and amplify information

« Add authenticity to a marketing
message or campaign

* Help leverage other relationships

Gartner




Emerging Information Technology for
Addressing Social Information

* New sensory information .
* Visualization

 Mobile devices

e Collaborative decisions

e Cloud economics

« Context aware computing
« Event processing

* Advances in Analytics

- As a service
- Search, In-Memory and o | Al
Map Reduce Information
- Prediction Collaborative
_ _ _ _— Decision Making
- Modeling / Simulation | - - - I Environment
- Tracking Decision :

Tools

- Text, speech, video
- Pattern exploration

Gartner



Multiple Options for Social Analysis

— Relationship mapping

orghet.com
trampoline

Application add-ons ——
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Poll Question #2

* Which department is most likely to take on the
lead role of measuring your social initiatives?

- IT led business intelligence team

- Analysts within business organizations
- Public relations

- External advertising agency

- No lead, multiple efforts

Gartner



Topics
1. What new data sources exist because of the

explosion of social activity?

2. What tools and techniques are available to
measure the value of social media?

3. What are the best practices for gaining and using
the Insight from social networks?
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Poll Question #3

 What is your organization doing with your
analysis of social media?

- We are admiring the beauty of the data we collected
- We are using the data to improve products
- We are using the data to improve processes

- We are integrating the data with other analysis to gain
greater insight

Gartner



Integrate Social Media Analysis

Social
sources

I N Social Media
| analytics
Int_ernal Marketing vendors
Social and :
: Automation
Biz Apps @ilﬁ‘Sﬁ)l'CC

Logical Data Infrastructure Metrics and data feed

Metadata VR
metadata
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Model the Business Value

Balanced Scorecard
Financial

Learning
and
Growth

Customer

Internal
Business
Process

Return on Investment

Increased sales ( \ ‘ Contributors time
Decreased costs J |

Management time
Customer satisfaction Measurement costs

Adopt familiar
methods

Correlate social
channel to
business value

Monetize
Experiment

Exempt ROI
requirements

Gartner



Evolve the Task Sophistication

Business
value

N

Discover

Monitor  Sentiment
» Social
networks

« Learn to listen | ¢ Impact
» Social
dashboard

* Define metrics

Co-create
. . * Root cause
Participate
» Patterns
,  Attribution
 Policy _
. > B et * Innovation
Share . « Process
Governance improvement
» Workflow
» Social strategy | model
» Social » Test and
newsletter measure
 Benchmark * Fire drill
« Expertise team | * Integration
* ROI model
 Pay for tools
Level of engagement
949 Gartner



Business
value

4

\

Monitor

Discover

» Change in +/-
sentiment

» # Client issues
uncovered

» # Competitors’
offers

Evolve the ROI Metrics

Share

Participate

Co-create

* # Blog posts,
tweets, etc.

* # Followers,
Facebook fans

* % Participation

* Buzz from
promotions

e # comments
* 06 retweets

» Growth rate
followers, fans

e Influence of
followers, fans

* Change in
propensity to
recommend
products

e I[ncrease in
traffic following
an offer

» # New product
concepts from
crowdsourcing

» Decrease in
NPD cycle time

» Correlation
between events,
advocacy and
purchases

e Increase in
referrals

e Reduction in
customer churn

* Reduction in
customer
support costs

Level of engagement

Gartner
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Action Plan for Business Leaders

Monday Morning

- Monitor what is being said about you, your products and services,
your competitors and your industry.

Next 90 Days

- Assess the impact of your engagement with social networks
- Evaluate maturity level — current and future goals
- Update social customer relationship management

Next 12 Months

- Incorporate social media analysis data into decision making.

- Collect successful deployment examples:
* |dentify lessons learned.
 Clarify business value, return on investment and effort.

e Repeat.

.o Gartner



Selected Research

=» Measuring the Value of Online Social Media Activity
Bill Gassman (G00205505)

= Context-Aware Computing: The Link With
Social Networking
Carol Rozwell (G00169997)

=» Using Social Network Analysis to Inform a
Pattern-Based Strategy
Carol Rozwell (G00172019)
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Two simple steps for increasing the value of
today’s webinar experience

« Visit gartner.com/webinars

 Today’s presentation will be available in 24 hours

e See a Schedule of upcoming Gartner webinars. (plus
replays of previous webinars) and share these
resources with your colleagues

o Contact your Gartner account executive
with any additional questions, comments or to order a
complimentary copy of today’s presentation

Gartner
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