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Agenda

® Value of social media is hard to measure
® New metrics are needed, but it is difficult

® What your organization can do
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ational vs. Real Buying Cycle

The Buying Funnel
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Large bank spent $2.6M in

Platform | Impression Clicks, CPC Leads Cost CPL
Q

Facebook | 3,837E+08 106.000 1,08 $ 2.000 114.000 57,06 $
Google 1,698E+08 2.6E+06/0,76 $ 347.000 2.004.000 5,78 $
Adwords

Sling 84.900.000 680.000 0,63 $ 109.000 430.000 3.94
AdCenter

Doubleclic | 5 o13r. 08 45.000/1.97§ 30.000  88.000 2933
k (Google)

Right

i 1,146E+08 13.000 3,29 $  10.000  42.000 4,20 $
Total 1,004E+09 3.5E+06/0,78 $ 498.000 2.678.000 5,38 $
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Too many similar social media
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No tool does it all
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Problems of measurement in

® Traditional buying cycle doesn’t apply
® Tools are too similar

® Tools don’t measure what we want

® Measurement is expensive

® We still have to use a lot of human effort
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What can we do about it

® Measure intermediate goals

® Be realistic about making an investment
for measurement

® Bring departments together: web,
marketing, communication, finance,
customer service

® We need “mashups” to get the measures
we want

® Most important: human effort to listen and
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Don’t sell cars. Offer test drives.




New measures require mash ups

1.Total conversations
2.Purchase Intent

3.0nline and offline conversions
4.Engagement Rate

5.Advocacy Rate
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Integrated Customer Lifetime

+ Net present value of
future purchases

e Percent that refer
e Size of their networks
e Percent of referred people who purchase

- Cost of acquisition
e Value of purchases

» + Value of new customers
from referrals

e Percent that provide support

e Frequency and value of the support + Value of insights

» + Value of support

+ Value of ideas

= Customer lifetime value

Year 1 Year 2 Year 3 Note: _

Total lifetime value is calculated over 15 years,

Number of original 10.000 5.000 3.500 but only the first three years are shown. The
detailed calculations are available at

Gross profit of purchases 400.000 $ 200.000 $ 140.000 $ open-leadership.com

Cost of acquisition and 150.000 $ 25.000 $ 17.500 $

Net profit 250.000 $ 175.000 $ 122.500 $

Total lifetime value over 748.858 $

Traditional lifetime value 74,89 $

Value of referrals 30.000 $ 45.906 $ 45.287 $

Value of insights 10.000 $ 5.438 $ 4.080 $

Value of support 5.438 $ 8.156 $ 6.120 $

Value of ideas 2.000 $ 1.000 $ 1.000 $

Net profit and value 297.438 $ 235.500 $ 178.986 $

To_taI revised lifetime 1.014.839 §

Revised lifetime value per 101,48 $
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Regression measures incremental

Product Sources of Volume: Current Year
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Show how marketing results impact

Diageo - Consistent improvement in financials
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[ £m, Economic profit == % Operating margin O== %, ROIC

Year ended 30 June. Only 2003 figures have been restated for FRS 17, UITF 38 and the amendment to FRS 5. Operating margins for year ended 30 June 2004 has
been restated for the effect of exchange and disposals and are before exceptional items. Operating margins for prior years reflect year on year organic movements
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Buying Cycle

Activities

Metrics

Acquisition

Retention

Reputation

ovember 2011

Search

Cost Per Lead
Cost Per Aca.

Email
Newsletters

Customer
Lifetime
Value

Press
Social Media

Engagement
Quotient
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