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I have grown up mostly digital. 



I have used research for 20 years 



Social Media monitoring tools 

Social Media content 

Strategy & Insight 

Community and co-creation 



We all know social is big.  



Whatôs the ROI of social media? 

ñAt its broadest 

sense the right 

notion. But itôs the 

wrong question. You 

may as well as 

whatôs the ROI of 

putting your 

underpants on every 

dayò 

 

Scott Monty, Ford 



Image representing change 

But how brands think  

about data insight is changing  



Standing the test of time 

ñWhether delivering 

information, opinions, 

perspectives, dissenting 

arguments or humorous 

asides, the human voice 

is typically open, natural, 

uncontrivedò 



Gartner: Digital Marketing: The Critical Trek for 

Multichannel Campaign Management; Feb  2011 

Outbound comms  Engagement 

Information Conversation 

Interruption Interaction 

Annoyance Entertainment 

Advertising Content 

FROM TO 

Targeting Collaboration 



The questions we are asked 

2008 / 2009 ï The 

ñWhat?ò 

How should 

we blog? 

Should we 

use 

Twitter?  What can 

we learn 

from 

social 

media? 



Using social media conversations for 

business insight  



Data analysis as a cultural phenomenon 



Data analysis as a cultural phenomenon 



Data analysis as a cultural phenomenon 


