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Optimizing Social Engagement

Presented:  October 27, 2010



Why Marketers Should Care About Social

• 150M people engage  with Face 
book on external websites every 
month  (FB Platform, Like, etc.) 

• The average FB user likes 4 brands 
per month

• 36% of Facebook users who “like” 
or follow a brand say they would 0
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or follow a brand say they would 
buy the products more often

• Lenovo was able to achieve cost savings by a 20% reduction in call 
center activity as customers go to community website for answers

• Dell sold $3M worth in computers on Twitter

• eBay found participants in online communities spend 54% more money

0

China India Facebook US Indonesia Pakistan



Creating a Social Foundation 

Marketer

• How is my Facebook strategy performing ?  How can I improve?

?

The social media explosion has lead to new marketing opportunities.  
Marketers are often challenged by how to integrate social media into their 

marketing initiatives.
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• What should I be saying to my social audience?  What are they saying about me ?

• Where should I invest social media dollars?

• What’s the best way to measure the impact of social marketing programs? 

• Will social behaviors vary by customer segments? How can I address that?

• How do I integrate social media into my other direct marketing programs? 



Merkle’s Social Marketing Capabilities 

Social 
Strategy

Social 
Dialog

Social 
Value

������������
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Targeted social 
strategy to 

drive ongoing 
results

Relevant dialog 
to strengthen 

customer 
relationships

Social value 
metrics to ensure 

continuous 
improvement

Social Analytics   |   Social Listening   |   Socia l Execution   |   Social Integration 



Organize Social Solutions Around Key Marketing Goals 

Acquire Maximize Convert
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Engage ��
“I am able to engage 
my customers in an 
ongoing, relevant 

dialog.”

“I can drive awareness 
and expand my 

marketable universe 
with quality prospects.”

“I know the value of 
my customers and 

can drive high-value 
behaviors.”

“I am able to efficiently 
transition prospects to 

conversion with  
targeted content.”
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� Social 
engagement 
analysis 

� Fan value 
analysis 

� Social listening 
integration

� Social commerce 
optimization 

� Social 
Segmentation / 
Brand Affinity 
Analysis 

� Application 
development 
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	 Targeted Social 
Contact Strategy


 Social content 
targeting 



Developing a Social Marketing Program

500K FB fans; targeted and optimized message 
delivery across platforms; social content listening 
integration; email &web integration ; FB Platform 

integration

Social value segmentation;  integrated message 
content targeting across channels; mobile 
integration; sophisticated social commerce
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Integrated Customer
Engagement

Level 1
Level 2

Level 3

Level 4

Level 1
Level 2

Level 3

Level 4
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Level 1 Level 2 Level 3 Level 4

Basic Facebook presence; mass messaging; 
siloed communication strategy 

Mass messaging; 63K FB fans; limited 
measurement; limited social commerce integration;  

limited  cross - channel integration (web) 

Channel Focus / 
Media Silo
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Integrate Social Marketing Across Customer Lifecycle 
C
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High

AcquireAcquire ConvertConvert EngageEngage MaximizeMaximize

Level 3

Level 1
Level 2

Level 3

Level 4

Level 1
Level 2

Level 3

Level 4

• Social segmentation / 
brand affinity analysis

• Display, social integration

• FB Landing tab 
optimization 

• FB Platform Integration

• Social commerce 
optimization 

• Social contact strategy 

• Social listening 
integration 

• FB tab content targeting 

• Fan engagement 
analysis 

• Fan value 
analysis 

� �
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Low

Level 2

Increase social marketing sophistication across customer lifecycle to 
accelerate path to higher value

Increase social marketing sophistication across customer lifecycle to 
accelerate path to higher value



� Phase 1: Social Strategy Development  

© 2010 Merkle Inc. All Rights Reserved. Confidential 8

1. Social Program Audit 

2. Social Segmentation 

3. Brand Affinity Analysis

4. Social Listening Analysis  



1. Social Program Audit: How it Works 

Social Program Strategy 

Grow fan base, acquire 
customers through social 
integration 

Social Objective Competitor 1 Competitor 2

Facebook

Twitter

YouTube

FourSquare

S
oc
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l S
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s

Facebook Objective Competitor 1 Competitor 2
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� �
Engage customers 
through social content 
targeting, syndication 

Drive value through 
social engagement 
and syndication 

Social Integration

Customer Engagement

Fan/Follower Growth

Social Commerce

Facebook Fans

Twitter Followers

YouTube Subs
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Fan/Marketer Posts

Post Frequency

Two-way Dialog

Post Relevance

Email Acquisition

Mobile Acquisition

Website Links 

Plug-in Integration (Like)

FB Connect

Tab Dev/Org

App Dev/Org
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Drive prospects to 
convert (purchase, sign 
up, etc.)
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2. Social Segmentation:  Creating New Targeting Opportunities

Social Audience 
Segmentation

• Social Segments
• Number of Friends

Understand how your customer base is engaged with social media.  Create action-
oriented insights and new targeting opportunities .

�
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• Number of Friends
• Social Membership
• Number of Profiles

� Map your customer 
audience to social 
profiles

Use email address as 
match key

� Match customers to social 
behavior

Access publicly available 
social data*

� Build Social Profile & 
Segments

Overlay with additional 
customer elements

*Note: Facebook match data no longer available 
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2. Social Segmentation Analysis
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Details how socially 

connected  your 
customers are

Identifies key 
action-oriented 

marketing 
segments

�

�

Actives

Actives
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Measures your 
customers’ social 

activity

Reveals where 
your customers 

are engaged



2. Insights into Action:  Target Influencers Based on 
Social Profile & Email Engagement 

� Identify Target Segment � Send Targeted Email � Engage Customer & 
Friend Network 

Follow us on 
Twitter! 

Invite friends to 
receive special offers 

Connector Clicker �

�
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• Large friend network: connector 

• Email engager: Clicker 

• Profile on Twitter – large number of 
followers 

• Targeted, active social elements 

• Friend  centric messaging 

• Customer engages with Email

• Forwards to Friends, who 
follow on Twitter

12

receive special offers 
exclusive to Twitter



3. Brand Affinity Analysis: How it Works

Social Brand 
Affinity

1.  Target 

• Display Media Targeting  

• Content Testing  

Understand how your fans and followers engage with other brands in the social sphere. 
Identify new marketing opportunities based on brand  affinities .

�
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� Identify most engaged 
Facebook Fans 

� Map to brand affinity � Integrate to drive new 
marketing opportunities 

1.  Target 

2.  Snapfish

3.  Burt’s Bees

4.  iTunes

5. McDonalds

• Content Testing  
(derived from brand 
preferences) 

• Promotional opportunities 
(partnerships)



3. Brand Affinity Analysis: What you Get 

29%

24%

19% 18%
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�

Overall Fan Brand Affinity Most Engaged Fans
Identify top engagers 

Identify top brands that 
your fans engage with 

on FB and Twitter
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Target Snapfish Burt's Bees iTunes McDonalds Fan 1 Fan 2 Fan 3 Fan 4
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Top Brand Affinities of Payless Fans' Friends Top Brand Affinities of Most 
Engaged Fans 

Rank top brands of 
most engaged fans 

Top Brand Affinities of Fans’ Friends

Understand which 
brands your Fans 

friends engage with



3. Brand Affinity Analysis: Insights to Action

Social Brand 
Affinity

1.  Target 

2.  Snapfish

3.  Burt’s Bees

���� ����

Photo / Story 
Contest 

�
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3.  Burt’s Bees

4.  iTunes

5. McDonalds ��� � 




� Identify most 

engaged 
Carrabbas
Facebook Fans 

� Identify key listening 
theme s 

� Identify top brand 
affinities – Snapfish

� Create integrated campaign 
based on insights



4. Social Listening: How it Works 

� Integrate

� Who:  identify and listen to 
key brand enthusiasts ���� ����

� Listen � Identify

Integrate listening insights across marketing channels to drive content targeting 
opportunities 

� �
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key brand enthusiasts

� What:  keep pace with latest 
consumer opinions, themes, 
tone and purchase drivers

� Where:  discover key blogs, 
networks, sites where people 
are talking

����

��� �

����









4. Social Listening:  What You Get
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Plots brand 
discussion volume 

over time

Identifies 
increases or 
decreases in 

brand sentiment

� �

© 2010 Merkle Inc. All Rights Reserved. Confidential

0

200

400

600

800

1,000

1,200

1,400

1,600

1,800

Topic 1 Topic 2 Topic 3 Topic 4 Topic 5

Sentiment by Top 5 Topics

Positive Nuetral Negative

0.0%

0.5%

1.0%

1.5%

2.0%

2.5%

3.0%

3.5%

4.0%

4.5%

0

1,000

2,000

3,000

4,000

5,000

6,000

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Discussion Volume and Web Conversion

Brand 1 Brand 2 Brand 1 Website Conversion Rate

*Sample Data 17

Identifies 
sentiment for most 

popular topics 

Overlays 
discussion volume 
with key marketing 

metrics



Client Competitor

Competitive Themes 

1.

2.

3.

Quality

Selection

Style

vs.

Standard 
Prospect Email

Social Content 
Prospect Email

Original Value 
Proposition 

Offer 

Quality

Selection

Style

Offer 

4. Insights to Action: Leverage social themes to 
drive email content � �
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� Listened to buzz related 
to client and competitor 
to identify competitive 
themes 

� Identified competitive 
themes where Client has 
an advantage over 
Competitor

Email with content driven by social listening insights resulted in 68% increase in 
conversion over standard prospect email

� Leveraged listening insights to 
develop content related to 
competitive themes 
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Trend analysis identified points of inflection where Buzz related to price increase and 
product enhancement may be driving customer call volume

4. Insights to Action: Social Listening to Drive 
Call Center Cost Mitigation
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� Phase 2: Social Dialog
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1. Facebook Platform 
Optimization

2. Content Targeting Optimization

3. Targeted Contact Strategy

4. Display | App Integration



1. Optimized  Facebook Platform Integration 

����

Encourage engagement on 
Facebook wall and tab content 

Email recent purchasers, 
encourage them to “like” 

Optimize Facebook Platform 
Integration on site, on Facebook 

Drive Platform 
Engagement

Segment messaging based 
on platform engagement

�
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Optimize Facebook platform integration to drive increased acquisition and targeted 
engagement with your brand

���� Retarget recent purchasers 
with display, drive to “like” 

• Facebook Newsfeed
• Tab Content 
• Website Content 



2. Facebook Content Targeting & Optimization

Engage first time visitors –
convert to fans 

vs

Welcome, Value 
proposition

Quiz Amici

Tab  A

Clickable Content 
Categories 

Foursquare 
Leader board 

(geo-

Remember Me

Twitter 
Feed

Tab B

Amici CTA

Recipe browsing

Store Locator

Identify Key 
Listening Themes

Target Content

�

1.

2.

3.

Pricing

Quality
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Test  & Optimize on Content Tabs 

Target and optimize tab content across brands, product lines, and fan segments.
Inform content with social listening themes. 

Imagery

Optimize Carrabbas Facebook 
Community Value Proposition 

(geo-
targeted)

Chef 
bios 

Store Locator

Recipe browsing

Sweeps
Twitter
Feed

3.
Customer Service



3. Targeted Social Contact Strategy 

Shift from a mass social contact strategy to a targeted one by delivering relevant content to 
Facebook fan segments. Leverage social listening  insights to inform content.   

Social listening 
themes 

Segmented
Messaging

Mass 
Messaging

�
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1.

2.

3.

Pricing

Quality

Customer Service

Coupons,  events 
news, recipes, etc. 



4.Display | Social Application Integration 

Acquire fans by extending engagement with custom applications directly into Display 
ad units  - dynamic delivery based on fan engagement and interaction

1.

Engage Friend 
Network 

�

2.

3.
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Play Now! Share, Play 
Next  Level

See what  friends are 
saying- buy tickets! 

3.



� Phase 3: Social Value 
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1. Fan Engagement Analysis

2. Fan Value Analysis 



2. Measure
Engagement, Conversion

1. Fan Engagement Analysis

Individual

Segment

FB Wall  / 
Newsfeed Content 

Special Offers / 
Coupons

Foursquare 

Social Apps

Facebook Tab 
Content 

Social Commerce

�
1. Test

Content, Segmentation

Establish content specific 
social engagement metrics

� �
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3. Refine
Delivery, Messaging, 

Segmentation

26

Segment
Foursquare 
Campaigns Social Commerce

Measure engagement and conversion of social campaigns at message / content level 
across customer segments and individuals.

Refine and optimize to increase engagement over time.  



Marketer Example: Best Buy

• Post level campaign 
tracking: measure online 
conversion rate per post 

• Engagement optimization: 
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• Engagement optimization: 
optimize Facebook posts 
based on engagement and 
conversion 



2.  Fan Value Analysis

�
Facebook 

Engagement 
Activity 

Website 
Purchase 
Behavior ���� V

al
ue

Fan Value
Segments 
Fan Value
Segments 

New Marketing 
Opportunities:

• Web content 
segmentation 

• Offer 
segmentation 

• Prioritized 
media 
investment 

�
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Understand the value of your Fan base to drive a more targeted social acquisition and 
contact strategies.

investment 



Thank you! 
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Thank you! 

Heather Frick

Sr. Director, Digital Strategy Practice

Merkle, Inc

hfrick@merkleinc.com

720-836-2278


