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What does
Heather Locklear have to do 

with Social Media?
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Her shampoo was so good she told 

two friends, and they told to 

friends….and so on, and so on
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In case you didn’t realize…

consumer adoption of social media is 

pervasive

Source: IBM Institute for Business Value analysis. CRM Study 2011.
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Not surprisingly, marketers are 

following suit…

more than  HALF
of  marketers currently 

market through social media

Source: Q4 2010, Unica’s Global Survey of Marketers

Base: Total Sample (279 Respondents)
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…but beyond the hype and 

anticipation lies an ugly mess

• Success is hit-or-miss

• Measurement and ROI are 

elusive

• Campaigns are poorly 

integrated

• Only brand / mass marketing 

techniques are employed 

• Opportunity to engage 

individuals is ignored

Source: Q4 2010, Unica’s Global Survey of Marketers
Base: Those respondents who know what each social media tactics is and what their company is doing in it (166-211 Respondents)

About half of marketers 
admit that their social 

media marketing efforts 
are totally siloed
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BIG stuff is the same 

details differ
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Unica’s Interactive Marketing framework 

helps structure the conversation

Operations

Awareness Decisioning Execution

Decide on the 
best message 

or offer 
to extend, 

in any 
channel

Deliver 
messages 

and retain a 
memory of 
interactions

Facilitate cross-channel planning, design, 
execution, and measurement

Identify 
opportunities 

and predict 
marketing 
outcomes
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Social customer awareness

Operations

Awareness Decisioning Execution

Aggregate 

Reporting

Individual 

Analysis

Social Interactions

Network and Friends

Channel User IDs

– Facebook ID, Twitter Handle

Psychographics

– Brand Disposition

– Interests, Likes/Dislikes, etc

MySpace

LinkedIn

Facebook Twitter

What to Capture?

What to Integrate?

Sentiment Analysis

Network Mining

Social Data Appends

Digg

Del.icio.us

YouTube
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Social spans all 3 types of content 

and media

Customer

e

Owned 
media

PR

Google

Earned 
media

Ads

Google

Paid 
media

Display ads, PPC, Promoted 
Messages, etc.

What your customers share and say about 
you on twitter, blogs and the Internet

Web Sites, Microsites, 
Blogs, Facebook, etc

Owned includes your social 
media “outposts” since you can 

still embed tags and track results.
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Social email analytics

• Social Email Analytics is a solution within 

the IBM Unica Email Optimization product

• By tracking the penetration across social 

networks of every link in your email you can 

finally get the “viral value” of email 

messages
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Social email analytics

• Social Email Analytics provides total shares by social network as well as 

unique links (which were shared repeatedly)

• “Likes” and “Comments” originating from an email link for Facebook and 

Google Buzz are provided in aggregate and on an individual link basis
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Social email analytics

• Social ID’s for “sharers” can be exported and leveraged

– Identify influencers/ambassadors of your brand

– Ability to tie Facebook/Twitter names with email addresses 

• Social Diagnostic Reporting

– Checks for subject line compatibility with Twitter

– Checks for subject line compatibility for Bit.ly

– Checks to make sure the correct meta tags exist for social sites (title, image, 

description)

• Social rendering screen shots
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Cross-channel decisioning: social 

media

Operations

Awareness Decisioning Execution

•Social segmentation

•Social influencer 

campaigns

Aggregate 

Reporting

Individual 

Analysis

Social Interactions

Network and Friends

Channel User IDs

– Facebook ID, Twitter Handle

Psychographics

– Brand Disposition

– Interests, Likes/Dislikes, etc

MySpace

LinkedIn

Facebook Twitter

What to Capture?

What to Integrate?

Sentiment Analysis

Network Mining

Social Data Appends

Digg

Del.icio.us

YouTube
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Begin with segmentation in phases

Beginner
– Customer active in channel 

 Intermediate
– RFR: Recency, Frequency, Reach by social channel
– Recency – Last time posted, tweeted, updated
– Frequency – Total Number of posts
– Reach – Network, connections, friends

Advanced  
– Social Segmentation 

(Silent Observer or Engaged Author?) 
– Blend social and tradition

• e.g. Gold segment…interact on FB and 18-25 Male
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Treat influencers differently

Strategies

Leverage social segmentation to 
target influencers

Motivate influencers to promote 
brand

Spend more marketing resources on 
influencers

Monitor network to counter balance 
negative influencer behavior

Profile positive influencers to 
identify/convert more look alikes

Tactics

•Price breaks or free 
products don't 
necessarily work

•Plus followers will 
expect similar 
incentives

Recognize 
influencer 

status

•Insider information

•High touch personal 
contact

•Early access to new 
products and 
services

Create 
emotional 

connections
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Execute across channels

Operations

Awareness Decisioning Execution
Interaction History

Social Inbox and
Social Sharing

Inbound•Social segmentation

•Social influencer 

campaigns

Aggregate 

Reporting

Individual 

Analysis
Interaction History

Socially Informed 
Traditional Channels

Offers in Social Widgets

Outbound/Inbound

Social PPC and Display Ads

Social Interactions

Network and Friends

Channel User IDs

– Facebook ID, Twitter Handle

Psychographics

– Brand Disposition

– Interests, Likes/Dislikes, etc

MySpace

LinkedIn

Facebook Twitter

What to Capture?

What to Integrate?

Sentiment Analysis

Network Mining

Social Data Appends

Digg

Del.icio.us

YouTube

Outbound

e

Closed-loop campaigns that ask interests, likes/dislikes, etc
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Knowing the customer… involves creating a 

complete picture

19

Jane Cogswell
• Female
• Internal Auditor
• Single
• 28 years old
• Located in Boston, MA
• Likes golf

Jay Gillan
• Male
• Financial Planner
• Married
• 32 years old
• Located in Andover, MA
• Like tennis
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Generic wall post

Personalized wall 
post based on 

expressed interest 
in tennis
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Same generic wall 
post

Personalized wall 
post based on 

gender
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Broadcast Messages

Personalized Direct Messages
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Encourage your influencers to share 

your message

Social Sharing
A marketing tactic that 
enables customers to 
share your content on 
popular social network 

sites and via email



24©2012 IBM Corporation

Social sharing example: website
Real-time decision based on 
product interest and social 

segmentation “high reach and high 
lifetime value

Easily embed sharing links, to extend message 
reach to network
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Social sharing example: Facebook

Marketer can specify options 
for multiple images

Marketer can 
specify title and 
text description
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Social sharing example: email

Email follow-up for 
non sharers

Social sharing links 
also embedded in 

email
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Social sharing preview rending
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Check out our new phones 
and special offers just for you:

Unica Interact: real-time decisioning in 
social applications 
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Unica Interact: real-time decisioning in 
social applications 
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Check out our new phones 
and special offers just for you:

Unica Interact: real-time decisioning in 
social applications 
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Source: Q4 2010, Unica’s Global Survey of Marketers
Base: Those respondents who know what each social media tactics is and what their company is doing in it (166-211 Respondents)

It’s still the wild west out there

60%

Currently do this

Plan to do this (next 12 months)

Plan to do this (>12 months)

No plans to do this

Use of Social Media Marketing Tactics
Q. Which of the following social media marketing tactics is your company using or planning to use? 

60%

57%

54%

51%

46%

44%

43%

43%

20%

18%

19%

24%

21%

14%

21%

25%

26%

25%

9%

11%

10%

12%

14%

13%

10%

14%

16%

13%

13%

12%

16%

26%

22%

21%

17%

39%

Pages on 3rd party social network sites
(e.g., Facebook, Myspace, LinkedIn, etc)

Microblogging
(e.g., Twitter, etc.)

Social sharing links in email and web offers

Blogs

Company hosted online communities

Social media ads (i.e., display ads and PPC on 
social media sites)

Applications/widgets on 3rd party social network 
sites (e.g., Facebook, Myspace, LinkedIn, etc.)

User-generated content or product reviews

Location based games
(e.g., Foursquare, Gowalla, etc.)
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…but IBM is betting big on social, and 

has a broader portfolio of capabilities

Social Media Analytics

Social Media
Business Execution

Social Media 

Marketing Execution

Social Sentiment
Social Topic Discovery

Social Affinity Analytics

Consumer Insight

Analysis  of “owned” media outposts
ROI of social clickthroughs from

Paid, Earned, and Owned

Social Social Email Analytics

Analytics for email and web links 
that are shared, liked, and 

commented on

Social commerce, 
branded communities,

social widgets,
product ratings, and 

more…

Social segmentation,
social sharing, and 

real-time offers inside of 
social media widgets / 

applications.
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…thinking about this problem 

more broadly….
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…and more

Warning! things change…

especially emerging marketing channels

New 
Media

Social 
Media

Social +
Mobile

Website
Email
PPC

Location Based Services

?



35©2012 IBM Corporation

marketing is great 

about reserving 

discretionary

budget to try new 

things  

Today’s situation
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disconnect between 

funding with discretionary 

spend strategically 

nurturing

new channels

Today’s problem
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shift efforts in 

emerging channels  from 

ad-hoc and one-off 

to a strategic and 

structured process

Tomorrow’s solution
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Quiz Questions

What percentage of online users have at least 

1 account on a social networking website?

a.0 

b.25

c.35

d.80
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Quiz Questions – Answer!

What percentage of online users have at least 

1 account on a social networking website?

a.0 

b.25

c.35

d.80
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Quiz Questions

What is the key to a successful social media 

marketing strategy

a. Integrated with an offline cross channel marketing 

solution 

b. Looking at marketing to Individuals instead of mass 

marketing

c. Measuring the success of online campaigns

d. All of the above
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