MANAGEMENT/CONSULTANCY/ADVICE

Social Media Overview

AjaxLife

October 14th - November 13th, 2011

Created by DDMCA

COFYRIGHT NOTICE

This report and its content is copyright of DDMCA. Any
redistribution or reproduction of part or all of the contents
in any form is prohibited other than the following:

You may print or download to a local hard disk extracts
for your personal and non-commercial use only.

“You may copy the content to individual third parties for
their personal use, but anly if you acknowledge the
DDMCA/Denis Doeland as the source of the material.

2011 - Denis Doeland. All rights reserved.
Contact | denis.doeland@ddmca.com

Web | denisdoeland.com
Twitter | denisdoeland



MANAGEMENT/CONSULTANCY/ADVICE

What can social media analytics do for you?

Social Media is one of the biggest opportunities you have to get inside a pool of conversations about
your business. It also helps extend your relationship with your customers by responding to their
comments, and differentiate your brand in the market by building a strong online presence. But how
does itdo all of this?

In Social Media monitoring, relevance plays a big role to engage customers. That's why vou will
need those mentions and reactions that stand out in the social space. Metrics also need to pinpoint
the most popular stories that caught people's attention, top social platfiorms used to engage and data
on how people feel towards your brand.

Our social conversations analysis shows how the mentions volume improved over time, your
keywords' share of voice for the most impartant social platforms, and also sentiment values for
conversations happening around your brand. All you need is at the tip of yvour fingers!

Butwhat can the commaon user or business do to use metrics as an indicator of the future?

Popular stories can be used to tap into what consumers, fans and advocates really care about when
it comes to you or your business. Once you've launched a message that they responded to, try
redoubling your succes by doing something similar - or, better yet, something with a lot more impact.

Use the input you've received from your community to craft yvour future actions. After all, they're the
ones who decide what's cool or not. Build on the relationships you've gained by trying to find out
what people actually like and giving it to them. Maybe they can help you catch a bug that needs to be
fixed. Orimplement a new feature that will get a lot of positive responses. Or even catch a PR fire
before it's started by pointing your attention on an issue that needs to be solved. There's a lot to gain
if you just listen.

Influencers are also a good way of getting a glimpse into what people might like in the future. If your
message got multiplied with the help of someone with a powerful voice, you could try analyzing their
social profile for a deeper understanding of what they're interested in. Then engage those people
that are a match for your type of business and use their ideas to improve your services. Even if
they're dissatisfied with your services, helping them will show the community you care and that you
can address an issue in the most professional manner.

Sentiment can be used as a very good resource to understand what people like - it's actually a “what
you see is what you get” situation. Especially if you get a daily breakdown of the indexed sentiment,
it's easier to see what appeals to your community,
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General Stats

General stats presents the key metrics that any business should look at when measuring social
media. These are the volume of mentions, the reach of the message in social media, the sentiment of
conversations about the brand and the locations where people talk about the brand the most.

VOLUME AND VIEWS SENTIMENT AND LOCATION
Volume represents the total number of mentions of the  Awverage sentiment aggregates all positive, neutral and
specific keyword or search phrase during the selected negative scores to provide you with a single sentiment

time period. Views is the number of people who have score for the whole time pericd.

potentially seen those mentions.
Location shows the top countries where conversations

about this keyword have taken place recenthy.

TOTAL VIEWS
o)

MENTIONS VIEWED
BY AN ESTIMATE OF: 2,536 ’ 192 people

TOTAL NUMBER OF MENTIONS

(o}
NO OF MENTIONS: 9,490 mentions
NO OF RETWEETS: 6,129 retweets (65%)
NO OF CHECKINS: 0 checkins

GENDER DISTRIBUTION

®
86% 14%



Geolocation
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Geolocation represents the countries where people talked about the keyward during the selected
time period and the respective share of the conversation. The location of a person is determined by
using mostly Twitter and Facebook data and other profile or location data where available. The
darker the green, the more conversations have taken place about this keyward in that region of the

warld.

GEOLOCATION HEAT MAP

L
#

TOP COUNTRIES TOP LANGUAGES
o o
Netherlands 76 % Duteh
Jaersey 3% Other
United States 3 % English
India 3% Portuguese
Germany 2% German
Gabon 1 %

United Kingdeom 0 %
Belgium 0%
Norway 0%
Primary Country Used 0%

® change contrast

76 %
17 %
3%
0 %
0 %
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Sentiment

Sentiment refers to whether the tone of the conversation where the keyword was mentioned was
positive, neutral or negative. As a simplified example, "l love Apple” is considered positive towards
"Apple” whereas "l bought an IPad yesterday" is neutral. ubervl uses one of the most powerful fully
automated sentiment engines on the market.

Daily Sentiment breakdown shows the number of positive, neutral and negative mentions each day.
Main Negative Themes are the topics that people talk about negatively when mentioning the

keyword.
So for the mention *| hate Apple support” a negative theme is "support”

AVERAGE SENTIMENT
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SENTIMENT BREAK-DOWN
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13.8% positive 81.5% neutral 4.6% negative
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Share of Voice

This metric represents the breakdown of mentions about the keyword by specific platforms. The
breakdown is based on total number of mentions per platform. This is important when you're trying to
figure out where most of the conversation is happening and where you should focus your listening
and engagement efforts.

Top stories on the top platforms provides a sense of what people are mostly talking about regarding
the keyword on each individual platform.

PLATFORM DISTRIBUTION

Twitter NYTHIN n Facebook .
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9057 reactions 433 reactions
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Miscellaneous

DAILY VIEWS
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Note to Sentiment Metric

The sentiment medric is computed purely by machines, 50 it's not perfect. However, the technology we're using is accurate about
T5% of the time. Realife people are only accurate 80% of the time themselves in determining whether a certain piece of text is
positive or negative. This s because an opimion’s sentiment is based on context most of the time.

As an example, consider this: “Third world country successfully tesis very sophisticated nuclear technology”™. Depending on what
side you boos at it, you might find the siatement positive or negative.

Tre percentiles for positive, negative and neutral reactions are predty clear, and the fact that you can see how it evolved over
every single day can also be of great help.



