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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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SOCIAL MEDIA BY THE NUMBERS 

• 500M+ Active Users

• 50%+ Login per Day

• 200M access via Mobile

• 40% of users “Like” companies

• 51% of users between 18-34

• 57% Female

• 70% of users are outside of U.S.

• 100M+ Registered Users

• 41% tweet regularly

• 37% tweet via Mobile

• 51% follow companies, brands & products

• 44% of users between 18-34

• 53% Female

• 60% of users are outside of U.S.

Sources:

Facebook.com Press Room

Exact Target/eConsultancy Marketing Survey, 2010

PalatnikFactor.com, Twitter Demographic Report

iStrategyLabs, Facebook Demographics & Statistics Report
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• 84% of professionals don’t measure 

Social ROI1

• 56% of companies say they try to achieve 

increased sales through social media, but 

only 24% evaluate sales as a metric. 2

DESPITE THE INVESTMENT, SOCIAL ROI IS RARELY MEASURED

1. Mzinga and Babson Executive Education, “Social Software in Business,” September 8, 2009

2. Chris Pirillo, “Social Media Statistics,” Feb 2010
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Why did IBM Coremetrics build a dedicated Social app?  The market 

for social monitoring is crowded, but ROI measurement remains 

elusive…

 Brands should treat investments in social media the 

same as any other marketing channel
 Measure ROI relative to other channels, scale investments accordingly

 Social shouldn’t get a “free pass”

 Fully integrated with the Coremetrics platform 

 Social monitoring in the native IBM Coremetrics UI
 Get a handle on conversations about your brand in Facebook and Twitter

 Quick learning curve for users
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IBM COREMETRICS SOCIAL ANALYTICS

Social ROI & Brand Conversation

• Social ROI. Monitor the 

effectiveness of referrals from 

Social networking sites and the 

downstream impact of Social 

impressions.

• Brand Monitoring and 

Engagement. Track real-time 

conversations about your brands, 

products and competitors on both 

Facebook and Twitter.

• Social Aggregation.  Rollup all 

conversation and analysis across 

bands and sites by user defined 

categories and business units.
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Measure conversions on both a same-session and 

attributed basis
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Measure conversions on both a same-session and 

attributed basis

Same session metrics
Attributed 

Metrics
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What products sell best from social referrals?
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We can attribute social page and ad views to eventual conversions 

downstream
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What mobile devices are driving sales from my social sites?
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Who are our top tweeters?
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…and what are they saying about us?
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What are users posting on our Facebook pages?
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Social Takeaways:

1 Measure the ROI of your social media efforts with Social 
media and analytics data in one interface.

2 Understand social investment as a marketing channel.

3 Monitor social conversations and identify brand 
champions to engage.

Use with Impression Attribution for a full view of all 
social properties and impressions.5

4 Determine what product categories sell best (or types 
of content are most consumed) in social promotions.
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How It Works: Coremetrics SAAS

Coremetrics Servers

Visitors welcome.coremetrics.com

http image request

“pixel”

Web Site

Mobile App

Mobile Site

Off Site

Display Ads

Rich Media
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What Are The Data Collection 

Components?

• Client ID = Coremetrics “account”

• Hosted JavaScript Library = standard tag library code

• Tags = javascript code that goes on the client web site

• Cookies = permanent cookie and session cookie

• Categorization = site content and product hierarchies

• Attributes = user defined extra data fields in Explore

• Data Integrity Process = audit of ecommerce data

• Imported Historical Data = existing client data imported into Coremetrics

Analytics during implementation

2
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Coremetrics Implementation 

Overview
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Page Examples and Associated Tags

The following is an example of a linear shopping process with the tags needed for 

each page:
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Tag Types

• Page View Tag – The most often used tag (85-90% of the content)

• Conversion Tag – Capturing Initiation and Completion events

• Element Tag – Capturing interactions (video plays, button presses)

• Registration Tag – Capturing PII

• Shop5 (add to Cart), Shop9 (product Purchased), Order (order details)

• Technical Properties (automatic) – Browser properties (version, etc)

• Linkclick Tag (automatic) – Track link clicks

• Form Action Tag (automatic) – Track form interactions

• Impression Tag (automatic) – Track impression views (if enabled)

http://support.coremetrics.com/
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Traditional Coremetrics Tag Example

• Coremetrics provides standard tag templates for all tagging 

scenarios

• No need for properties, variables, helper functions, named value 

pairs, etc

• Standardized AND Flexible
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Base Tags Populate The LIVE Profile And Reports

Lifetime Web Site Behavior

• Behavior 
• Demographics
• CRM Data
• Loyalty Program Status
• Lifetime Value
• Scoring
• etc…

Customer Attributes

Mobile

Multi-Channel

Off-Site Impressions

Traffic Sources

• Marketing Attribution
• Merch Browse, Cart, 

Order, Abandon
• Content, Pathing, Sequence
• Business Events
• Segments
• Product affinity scoring

LIVE Profile

Consistent Data Model
Clean Data

Easy To Access
Real Time
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Quiz Questions

Measuring success of social media is 

important because

a.Everyone does it 

b.Only the best companies do it

c. 80% of online users are active on social media 

sites

d.b and c
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Quiz Questions - Answer

Measuring success of social media is 

important because

a.Everyone does it 

b.Only the best companies do it

c. 80% of online users are active on social media 

sites

d.b and c
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Quiz Questions

What is the key mechanism for collecting data 

from Facebook apps

a.Logs

b.Tags

c. APIs

d.b and c
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