
Social Analytics
Creating Relationships.  Build Advocacy.  Improving Loyalty.



In April 23rd 1985, The Coca-Cola 

Company introduced reformulated Coca-
Cola® ( new Coke)

Once upon a time ...

far far away …

By June 1985, The Coca-Cola Company was getting 

1,500 calls a day on its consumer hotline, 

compared with 400 a day

“return of "old" Coca-Cola was made in July 1985” 



www.thecoca-colacompany.com/heritage/cokelore.html



Fast forward to 2009 …

Kraft launch the New Vegemite “iSnack 2.0”

It took about 2 seconds for the very market it was 

trying to tap into - information-savvy kids - to flood the 
blogosphere and the worlds of Twitter, Facebook and 

YouTube with a single message: the name stank

“It took 5 days from launch to withdrawal” 



SINGAPORE BRAND



Consumer Sentiments





SINGAPORE INC





770
million people worldwide visited 

a social networking site.

Social Media Influence

a social networking site.

78%
of consumers trust peer 

recommendations
Source: August 25, 2009, “The Broad Reach Of Social Technologies” Forrester report

Source: comScore, Social Networking Phenomenon 



82%

of CEOs want to

88% 85%

of CEOs require more 

For CEOs – It’s About Greater Customer Intimacy

of CEOs will focus on   of CEOs want to
better understand 
customer needs

of CEOs require more 
visibility into their 

businesses

Source: 2010 IBM CEO Study

Businesses are focused on understanding their customers to 
drive more/greater business value with their marketing spend

of CEOs will focus on   
getting closer to their 
customers in next 5 

years



Justifying and Measuring Digital Marketing 
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30% + consumer media spending is through digital channels

Standardization of digital metrics is fueling wider adoption

Suppliers (agencies) continue embracing digital capabilities to get in 

front of their customers

Winterbury Group, October, 2010



Understand your customer needs to target new 

offers and products more cost-effectively through 

different social media channels

IBM Cognos Consumer Insight

Grow Your

Business

The most scalable and robust social media analytic application 
available that enables organizations to:

Enhance Your 

Reputation

Creating Relationships.  Building Advocacy.  Improving Loyalty

Evaluate your corporate reputation and make 

evidence-based messaging decisions that target 

the right stakeholders at the right time

Improve your 

customer care

Respond more quickly with accurate, timely and 

relevant insight into customer requests to 

ensure a consistent experience across all 

channels



Analyze billions of blog posts and hundreds of thousands of forums and discussion 

groups on publicly available websites “on the fly” to measure the effectiveness of your 

social media campaigns and the sentiment of consumer opinions of your brand and 

company

Comprehensive Analytics –

• Keyword Search

• Dimensional Navigation• Dimensional Navigation

• Drill Through to Content

Highly Scalable, Easy to configure, Flexible search



• Relationship Tables

Affinity Relationships  –

Understand the relationship between different areas of analysis and view the snippets that 

are associated with their intersection to gauge impact and identify future messages 

among key audiences

• Relationship Matrix

• Relationship Graph

Gain insight, Anticipate new 

opportunities, Evaluate campaign 

messaging



Sentiment –

• Dimensional Analysis

• Filtering

Analyze sentiment and filter by concepts, hot words and media sets – among others. 

Complete comparative analysis by comparing positive, negative, 

neutral, or ambivalent sentiment

• Filtering

Make evidence-based decisions, Identify and target new 
channels, Determine the campaign effectiveness



Case Study – Adidas 2010 World Cup

• Track the launch of the adidas F50adizero, 

the lightest football boot ever

• Track the effectiveness of sponsored 

athletes for adidas

• Understand and react to emerging themes 

around the World Cup

Is Lionel Messi 
associated with the 

F50?

Are these messages getting 

How does the F50 stack up 
against the competition?
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Are these messages getting 
picked up?

Launch of 
the F50

Start of world cup



Communication reach: F50 leads the way...

...against the competition

...against other adidas 
products



The message has been picked up...

„Lightweight“ 6 times more 
mentioned in the context 
of the F50, compared to 

the previosly lightest boot



...and Lionel Messi as well
People that co-occur with 
the F50 most significantly

„Lionel Messi“ appearing 
in the „emerging topic“ 
around the F50 adizero

Automatically extracted 
from content to capture 

„emerging people“



What if you combine What if you combine 
these insights with your 

internal data …



Creating New Intelligence

Improve

Customer

Experience

Improve

Product 

&

Services

Increase
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Share
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Outcome
+



1-1 Targeted Marketing

Model LearnImprove Marketing Campaign



Social Analytics

• Create Relationships

• Build Advocacy

• Improve Loyalty



In another Context ………

Counter Terrorism



Country X - Ministry of Defense

CDR

Real Time Analytics



Social Analytics

New Source of Intelligence
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