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NEW ECONOMICS

e Erik Qualman, Socialnomics “Social Media ROI”, video



http://socialnomics.net/2009/11/12/social-media-roi-examples-video/

POWERFUL STUFF!

WHAT ABOUT “ROI"?



ROI - CORRELATION OR
CAUSATION?

2 Responses to “Social Media B2B Marketing ROI Finally
Emerges”
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WETPAINT / ALTIMETER STUDY - ROI
CORRELATION TO PERFORMANCE

Wetpaint/Altimeter Group Engagement db study, 2009 http://www.engagementdb.com/Report



WETPAINT / ALTIMETER STUDY - ROI
CORRELATION TO PERFORMANCE

COMPANIES WITH BOTH DEEPEST & WIDEST SOCIAL
MEDIA ENGAGEMENT SIGNIFICANTLY SURPASSED
PEERS IN BOTH REVENUE AND PROFIT

INCREASED REVENUES BY 18% IN LAST 12 MONTHS,
WHILE THE LEAST ENGANGED DECLINED BY 6%

“IT'S NOT ABOUT DOING IT ALL, BUT DOING IT RIGHT”

Wetpaint/Altimeter Group Engagement db study, 2009 http://www.engagementdb.com/Report



WETPAINT / ALTIMETER STUDY
—B2B EXAMPLES

i% THOMSON REUTERS

Wetpaint/Altimeter Group Engagement db study, 2009 http://www.engagementdb.com/Report



WETPAINT / ALTIMETER STUDY
— SAP

DEVELOPER COMMUNITY NETWORK (SCN) 1.7
MILLION USERS STRONG, AND RUN BY 35 PEOPLE

Wetpaint/Altimeter Group Engagement db study, 2009 http://www.engagementdb.com/Report



SAP

OPEN PLATFORM TO ANYONE AND EVERYONE.

ENCOURAGE EMPLOYEES TO TAP INTO SOCIAL
MEDIA TO GET WORK DONE

Wetpaint/Altimeter Group Engagement db study, 2009 http://www.engagementdb.com/Report



SAP

ENGAGES IN NEW CHANNELS WHERE PEOPLE
ALREADY ARE

Wetpaint/Altimeter Group Engagement db study, 2009 http://www.engagementdb.com/Report



SAP

SUPPORTS ENGAGEMENT AS AN EXTENSION OF
THE COMPANY CULTURE

Wetpaint/Altimeter Group Engagement db study, 2009 http://www.engagementdb.com/Report



WAS THAT ROI?



ROI

(GAIN FROM INVESTMENT — COST OF INVESTMENT)
ROI =

COST OF INVESTMENT



CHAIN OF CAUSAL EVENTS

INVESTMENT 1 ACTION [1 REACTION 7 NON-FIN [ FINANCIAL
RESULTS RESULTS

www.thebrandbuilder.wordpress.com



NON-FINANCIAL RESULTS

POSTS
COMMENTS
SUBSCRIBERS
PAGE RANK
MEMBERS

NETWORK SIZE
RANKS #

www.thebrandbuilder.wordpress.com

TWEETS
FOLLOWERS
RETWEETS
@REPLIES
CLICKS

YOUTUBE VIEWS
EMAILS

PRESS RELEASES
EVENTS



BASELINE

www.thebrandbuilder.wordpress.com



ACTIVITY TIMELINE
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www.thebrandbuilder.wordpress.com



SALES REVENUE (OR LEADS)

www.thebrandbuilder.wordpress.com



OVERLAY TIMELINES

www.thebrandbuilder.wordpress.com



CORRELATIONS

results

no results

www.thebrandbuilder.wordpress.com



EXAMINE INVESTMENT AND
IMPACT

www.thebrandbuilder.wordpress.com



ROI

(GAIN FROM INVESTMENT — COST OF INVESTMENT)
ROI =

COST OF INVESTMENT
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THANK YOU

MARK BRADFORD
mark@chirpup.com
312.725.0521

ROB LAMBERT
rob@chirpup.com



CREDITS

e Erik Qualman, Socialnomics “Social Media ROI”, video

e Wetpaint/Altimeter Group Engagement db study, 2009 http://www.
marketingcharts.com/interactive/social-media-engagement-directly-
linked-to-financial-success-9858/ & http://www.altimetergroup.
com/2009/07/engagementdb.html

e www.thebrandbuilder.wordpress.com


http://www.slideshare.net/thebrandbuilder/olivier-blanchard-basics-of-social-media-roi
http://socialnomics.net/2009/11/12/social-media-roi-examples-video/
http://socialnomics.net/2009/11/12/social-media-roi-examples-video/

