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IBM Social Media Analytics (SMA)

Creating Relationships.  Build Advocacy.  Improving Loyalty.
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“SMA is the use of insight, derived through 

social listening and predictive analytic

techniques, and embedded within business 

as usual processes, that enable an 

organisation to more effectively interact with 

consumers by leveraging the collective 

intelligence of the global consumer 

community.”
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What is SMA? 
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78%
of consumers trust peer 

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

770
million people worldwide visited 

a social networking site.
Source: comScore, Social Networking Phenomenon 

Why SMA? 
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CEO’s believe social media can help them connect with customers 
but marketers fail to understand what social media users want

 IBM 2010 CEO Study: 88 percent of CEOs said “getting closer to customers” was top 

priority over next 5 years and viewed social media as a core part of that strategy

However, a March 2011 IBM study identified that companies fail to understand what 

customers want from social advertising and outreach 
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“What Customers Want”
First in a two-part series

IBM Institute for Business Value
Published March 2011

Social media and social networking 

will increase customer advocacy?

Source: “Capitalizing on 
complexity, Insights from the 
Global Chief Executive Office 
Study,” IBM Institute for 
Business Value, 2010
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30% + consumer media spending is through digital channels

Social media is taking over as the primary medium for search, advocacy and customer 

service. Businesses are no longer asking whether they should engage in social media 

but how they can take advantage. IBM's BAO Social Media Analytics solution establishes 

closer relationships between businesses and their customers and prospects by better 

understanding their opinions and their interactions with organisational touch points such 

as sales, marketing and customer services. 

Winterbury Group, October, 2010

Why SMA? 
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Enhance their 

Reputation

Understand their customer needs to target new 
offers and products more cost-effectively through 
different social media channels and then use SMA 
insight to predict impact of these introductions

Creating Relationships.  Building Advocacy.  Improving Loyalty

Evaluate their corporate reputation and make 
evidence-based messaging decisions that target 
the right stakeholders at the right time and then 
use SMA insight to predict the impact on reputation

Improve their 

Customer Care

Respond more quickly with accurate, timely 
and relevant insight into customer requests to 
ensure a consistent brand experience across 
all channels and then use SMA insight to 
predict impacts on customer satisfaction

Grow their

Business

What does SMA allow customers to achieve? 
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Product Capabilities

BLOGS

DISCUSSION FORUMS

TWITTER

NEWSGROUPS

FACEBOOK

Source Areas

 Perform 
dimensional 
analysis

 Filter based on 
sentiment

 Understand the 
voice of consumers

 Identify relevant 
topics

 Discover associated 
themes

 Perform ranking and 
volume analysis

SENTIMENT

EVOLVING TOPICS

 Perform keyword 
searches

 Navigate by using 
analytic dimensions

 Drill Through to 
Content

 Use relationship 
tables, matrices 
and graphs to 
understand affinity

 Quantify strenght 
of affinity

COMPREHENSIVE 
ANALYSIS

AFFINITY ANALYTICS

Business Drivers

Customer CareCorporate Reputation

Campaign Effectiveness

Competitive Analysis

Product Insight

MULTILINGUAL

SMA utilising Cognos Consumer Insight (CCI) & SPSS

PREDICTIVE ANALYSIS

 Predict impact of 
sentiment on 
business KPI’s

 Predict sentiment 
on future social 
media activities
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Process content 

based on relevance 

to business

•Communicate insight 

broadly across the 

business

•Automatically 

identify and tag 

relevant content

How SMA works?

•Analytics Platform

•Crawl

•Information

Extraction

•Compute

Infrastructure

•Admin User 

Interface

Web content

Multiple Languages

3rd Party Providers

Interactive

Visualisation

•Database

•Semantic & 

Faceted 

Search Index

Exploratory  

UI

•Web 

Server

Report/

•Dashboard 

UI

•Predictive 

Models
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Analyse 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 –

• Highly scalable and robust search that can pull 

snippets from multiple social media channels, such as 

blogs, posts and discussions forums, Twitter, Facebook 

and Linkedin

• Easy to configure with user-defined business rules, or 

analytics, to create snippets of consumer opinions that 

can be searched by different dimensions, such as date, 

keyword or region

• Flexible search by specifying attributes for your 

analysis, while modifying sentiment to analyse the 

same content from a different perspective
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 Gain insight into affinity relationships in your search 

of your campaigns’ hot words to more agilely and 

precisely modify messaging for your campaigns 

 Anticipate new opportunities to engage audiences 

on specific subject areas with the words and 

messages that resonate with and are specific to their 

interests and perspectives

 Evaluate campaign messaging by analysing affinity 

contexts and associations with corporate and brand 

values to ascertain responsiveness and reaction to 

reputation, customer service and corporate social 

responsibility activities

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
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Predictive Analytics –

• Predict impact on sentiment of messaging decisions 

with analysis into consumer and stakeholder sentiment; 

Predict impact of changes in perception of your corporate 

reputation, potential reactions to campaigns and business 

KPI’s such as revenue, customer service levels, 

customer satisfaction  

• Use predictive analytics to identify and target new 

social media channels to drive greater advocacy of your 

products and services with key influencers based on 

predictive analysis of sentiment

• Predict the effectiveness of your campaigns’ messages 

and their impact on consumers’ purchasing decisions, as 

well as the resonance and believability of their promise. 

Predict impact of positive/negative sentiment on current business KPI’s and future social 

media activities
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 Determine risks and opportunities of related topics 

to corporate reputation, campaigns and customer 

service

 More effectively target broader adjacent themes and 

events to link your product, services and corporate 

messages to, while prioritising and ranking their 

relevance and applicability for proactive campaigns

 Expand your social media campaigns to incorporate 

other discussion contexts by analysing evolving topics 

related to hot word sentiment and by targeting other 

social media communities or communication channels 

Evolving Topics –

Capture a weighted summary of discussions to determine snippets that share 

the same terms and ascertain related topics above and beyond your analysis of trends 

and common discussion topics across time 
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Sentiment –

• Make evidence-based messaging decisions with 

analysis into consumer and stakeholder sentiment; 

Assess with precision trends and changes in perception 

of your corporate reputation and reaction to campaigns 

• Identify and target new social media channels to drive 

greater advocacy of your products and services with key 

influencers based on an analysis of sentiment 

• Determine the effectiveness of your campaigns’
messages and their impact on consumers’ purchasing 

decisions, as well as the resonance and believability of 

their promise 

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

Complete comparative analysis by comparing positive, negative, 

neutral, or ambivalent sentiment
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Hair care manufacturer finds out what consumers really chat about

■ Their earlier analysis of Google 

search requests suggested that 

hair problems formed a significant 

part of what consumers care 

about…

■ …  but IBM Social Analytics showed 

that people rarely chatted about their 

hair problems when discussing and 

comparing hair care products

The marketing messages were re-focused in line with this more nuanced insight –

promoting what customers want for their hair to harmonize with the social media 

agenda

SMA use case - gaining insights
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Launch of 
new 

product

Start of FIFA 
World Cup

Relationship Analytics confirms that 
the marketing messages and 

sponsorship investments are working

Marketing spend is 
generating buzz 

and “share of 
voice” is solid

The new product maintaining a 
good positive-negative ratio over 

time compared to competitors

Tracking emerging 
topics helped to 

stay ahead of the 
issues and the 

competition

SMA use case – relationships around an event, FIFA World Cup
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When these features are 

mentioned, positive sentiment 

doubles (compared to base 

distribution)

When these features are 

mentioned, negative sentiment 

increases 5-fold

Messaging is more 

„opinionated“ in news, 

compared to blogs

Identify the most causal variables driving sentiment.  Develop campaigns

to maximise positive sentiment.

SMA use case – use predictive models for causal analysis
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Most 

Vocal Offering 1 .04%

Offering 2: 0.9%

Offering 3: 0.3%

Collective Brand:   3.3%

Offering 2: .04%

Offering 2: 1.2%

Offering 3: 0.3%

Collective Brand:   4.8% 

Strongest 

Advocates

Brand Attribute 1:.1.78%

Brand Attribute 2: N/A

Brand Attribute 3: 1.64%

Brand Attribute 4: N/A

…

Brand Attribute 1:.1.64%

Brand Attribute 2: 1.69%

Brand Attribute 3: 1.36%

Brand Attribute 4:   .23%

…

Believers

Advocates

Current State

339 (6.72%)

97 (1.92%)

74 (1.47%)

152 (3%)

5 (0.1%)

0 (0%)

93 (1.84%)

353 (7.0%)

4599 (91.16%)

Future State

259 (5.13%)

471 (9.34%)

4315 (85.3%)

Predicted Movement

Advocates  Believers Uncertain 

We modeled the propensity to gain/retain advocacy. Marketing programs can now be evaluated based on their ability to 

grow brand love and influence others

We modeled Advocacy and Action. This can be applied to 

micro segments

A

B

$$$

$$

Attribute 

List

Attribute 

List

Attrib 

List

A

B

$$$

$$

Defining attributes for brand advocates is not limited to 

social media, it can include loyalty, lift and transaction 

factors. Our work gave an equal weighting to all social 

attributes  

SMA use case – drive advocacy
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Company’s 4-Point Strategic Plan for Social Media Analytics

1.Establish Social Analytics Center of Excellence

2.Establish Advanced Social Analytics Capability for Brands, R&D, Strategy, and Public 
Relations

3.Progressively develop and roll out Social Analytics cockpit across Company Brands and 
Organisations

4.Train Business Analysts within each organisation to leverage tools & consumer insights

The Immediate Priority … “Take Back the X Brand”

•Caught off guard by “healthy sports drink” competitors (eg. Vitamin Water)

•Huge brand equity and sponsorship spend requires protection and justification

Affinity

Analytics

Emerging
Topics

Sentiment

Integration

SMA use case – SMA mission control center
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Watching ad-
traffic and social 
media side-by-
side 

On-line 
engagement 
with influencers 
via Twitter, 
Facebook etc

Enable better 
360 marketing 
performance (eg 
changes to 
banner ads, 
prioritisation of 
celebrities on 
sites etc)

Craft 
consolidated 
view of brand’s 
internet image 
and key 
influences

Listen

Learn

Harvest

Engage

SMA use case – SMA mission control center
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IBM’s unique single-vendor solution, captures insight from consumers social media 

interactions and provides:

 IBM’s social media eminence, laser focused on creating quantified value from 

insight and the use of predictive analytics.

 IBM’s expertise in implementing cross line of business processes, designed 

to exploit the insight and then embedded business as usual execution.

 IBM’s use of a comprehensive SMA platform, based on disruptive technology, 

that can be deployed cross lines of business. 

 IBM’s Research & Development leadership in social media and our advanced 

SMA / predictive analysis technologies.

Thus offering our customers and end-to-end solution, designed to exploit social 

media analytics insights right across lines of business.

Why IBM?
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Next step - SMA BVA engagement

21

3 days gathering 
information 
around 
customers key 
areas of 
investigation for 
Social Media e.g. 
around a product 
launch or PR 
campaign etc…..

2 days initial SMA 
configuration and 
modelling based 
on information 
gathered

2-4 weeks fine 
tuning of SMA 
web crawler and 
models to 
improve insights

1 week to 
assemble 
findings and 
proposal to invest 
in a full 
implementation

Example SMA BVA engagement:

A 4-6 week SMA BVA engagement based on demonstrating value of Social 
Media
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 Understand customer sentiment 

 Make evidence-based messaging 
decisions

 Ensure seamless customer 
experience across all channels

• Extensive skills in working with customers 
to deliver value from Social Media insight 

• World class eminence in embedding 
insights into business as usual processes

• Using predictive analytics to understand 
impact of Social Media

• Technology can be used to analyse 
billions of blog posts

• Technology can determine affinity to 
multiple analytic dimensions

• Technology can provide evolving topics 
above and beyond selected search topics

Summary
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?
?

?

Questions?
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