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Executive Summary 
Research Benchmark 

Aberdeen’s Research 
Benchmarks provide an in-
depth and comprehensive look 
into process, procedure, 
methodologies, and 
technologies with best practice 
identification and actionable 
recommendations 

Aberdeen research for this report investigates how companies successfully 
compete in a world in which Web-based consumer-generated content is 
marginalizing the value of traditional media channels, and in which peer-to-
peer networks are substituting for traditional authority figures in providing 
reliable information about a brand. Aberdeen surveyed over 250 
organizations to create a roadmap for companies that aim to achieve a 
variety of business objectives through Best-in-Class use of social media 
monitoring and analysis solutions, including but not limited to: improved 
product marketing, public relations, market research, customer support, 
brand reputation protection, new product launch, competitive intelligence, 
and new product development activities.  

Best-in-Class Performance 
Between December 2007 and January 2008, Aberdeen examined the use, 
the experiences, and the intentions of more than 250 diverse enterprises 
that are currently using or evaluating social media monitoring and analysis 
solutions. We then measured the year-over-year performance in four key 
metrics to distinguish Best-in-Class companies: "Inherent in the power of Web 

2.0, the emergence of online 
communities, and the transfer 
of power from big, centralized 
command-and-control 
structures like corporations to 
large groups of disseminated 
individuals like customers is the 
need to move from push 
information to pull 
information.” 

~ Matt Smith, Senior Director, 
Customer Insight, Best Buy 

• 86% of the Best-in-Class improved overall performance in time to 
marketing information (time between marketing activity and delivery 
of results to decision-makers) 

• 94% of the Best-in-Class improved overall customer satisfaction 
levels 

• 84% of the Best-in-Class improved their overall ability to identify 
and reduce risk 

• 84% of the Best-in-Class improved the overall number of actionable 
insights derived from social media monitoring and analysis 

Competitive Maturity Assessment 
Survey results show that the firms enjoying Best-in-Class performance 
shared several common characteristics with respect to social media 
monitoring and analysis. For example:  

• 65% of Best-in Class companies have a formalized process in place 
for monitoring consumer-generated content 

• 52% of Best-in Class companies have dedicated personnel, such as a 
director of digital communications or director of social media 
monitoring, devoted to social media monitoring 

• 42% of Best-in-Class companies have a formalized process for 
detecting potential threats to the brand (i.e. an early warning 
system) 

www.aberdeen.com Fax: 617 723 7897 
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Required Actions 
In addition to the specific recommendations in Chapter Three of this 
report, to achieve Best-in-Class performance, companies must: 

• Secure buy-in at the C-suite level because, more than technology, 
social media monitoring and analysis involves business process and 
organizational changes, including the hiring of dedicated personnel 

• Adopt new metrics for measuring success, given the difficulty of 
quantifying the business outcomes of social media monitoring and 
analysis activities using traditional marketing metrics 
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Chapter One: 
Benchmarking the Best-in-Class 

Business Context 
With the explosion of Web 2.0 platforms such as blogs, discussion forums, 
peer-to-peer networks, and various other types of social media, all of which 
continue to proliferate across the Internet at lightning speed, consumers 
have at their disposal a soapbox of unprecedented reach and power by 
which to share their brand experiences and opinions, positive or negative, 
regarding any product or service. As major companies are increasingly 
coming to realize, these consumer voices can wield enormous influence in 
shaping the opinions of other consumers—and, ultimately, their brand 
loyalties, their purchase decisions, and their own brand advocacy. 

Of course, companies can’t control consumer-generated content. They can, 
however, pay close attention to it. In many cases, often to a large degree, 
they can even influence it. In fact, in a survey conducted by Aberdeen, more 
than twice as many companies with social media monitoring capabilities 
actively contribute to consumer conversations than remain passive 
observers (67% versus 33%). Over a third of all companies (39%) contribute 
to online conversations on a frequent basis, interacting with consumers in 
an effort to sway opinion, correct misinformation, solicit feedback, reward 
loyalty, test new ideas, or for any number of other reasons. 

Moreover, companies can respond to the consumer insights they generate 
through social media monitoring and analysis by modifying their marketing 
messages, brand positioning, product development, and other activities 
accordingly. But the ability to capitalize on consumer-generated content 
means putting the right technologies, methods, and processes in place. This 
report provides a framework for doing precisely that, using fact-based 
research to determine how Best-in-Class companies are leveraging a 
wellspring of innovation within the realm of social media monitoring and 
analysis to not only help compensate for the increasing loss of brand control 
but to drive uncommon business value in ways not previously possible. 

Aberdeen Insights – Terminology 

"The beginning of wisdom is the definition of terms," wrote Socrates. The 
aphorism is highly applicable when it comes to the world of social media 
monitoring and analysis, where any semblance of universal agreement on 
terminology is altogether lacking.  

Today, vendors, practitioners, and the media alike call this still-nascent 
arena everything from "brand monitoring," "buzz monitoring" and "online 
anthropology," to "market influence analytics," "conversation mining" and 
"online consumer intelligence." Similarly, multiple terms are used to 
describe blog postings and online conversation, including "consumer-
generated content," "consumer-generated media," "user-generated 
content," “consumer-published content” and "peer-to-peer content." 

Fast Facts 

√ 61% of Best-in-Class 
companies currently 
deploy social media 
monitoring and analysis 
solutions, compared to 
24% of Laggards 

√ 65% of Best-in-Class 
companies have a 
formalized process in place 
for monitoring consumer-
generated content, 
compared to 18% of 
Laggards 

√ Best-in-Class companies 
are 4.2-times more 
likely than Laggards to 
improve their year-over-
year customer retention 
rates, 84% versus 20% 
respectively 

www.aberdeen.com Fax: 617 723 7897 
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Aberdeen Insights – Terminology 
For the purpose of this report, Aberdeen adopted the term "social media 
monitoring and analysis." The decision came about through the process of 
elimination. "Buzz monitoring" was determined to be too colloquial to 
describe an initiative that merits significant investment and resource 
allocation, for example, while "brand monitoring" was determined to be 
too narrow, given the range of benefits and business objectives.  

Aberdeen also ruled out the term “user-generated content” because it 
doesn’t distinguish between buyers and sellers. The terms “consumer-
generated content” and “consumer conversations,” on the other hand, 
make this distinction, and here the two terms are used interchangeably. 

Although somewhat cumbersome, the term "social media monitoring and 
analysis" best describes the content focus of this report. "Social media" 
explains what is being monitored. "Analysis" speaks to the fact that the 
process involves not just unleashing spiders that can crawl the Web and 
collect data in a mechanized fashion using natural text processing and other 
data mining and analytic technologies. The process also means making sense 
of the data, often with the help of humans who can interpret and 
contextualize it in ways that machines aren’t yet able to do, to generate 
actionable insights that result in smarter business decisions. 

In the end, the term "social media monitoring and analysis" is itself a verbal 
crutch.  It is placeholder, to be used until something better (and shorter) 
takes hold in the English language to describe the topic of this report. 

The Maturity Class Framework 
"The blogosphere came along 
and completely obliterated the 
models we had for knowing 
when our clients were being 
talked about. But it also created 
a lot of new opportunities. In 
the last two years, clients have 
been asking proactively about 
monitoring social media and 
that's when we started turning 
to vendors for best-of-breed 
solutions."  

~ David Bradfield  
Senior Vice President and 
Partner, Fleishman-Hillard  

 

For most companies, the phenomenon of social media is nothing short of 
revolutionary, given the global scale on which it is now occurring and the 
sheer volume of online conversations taking place, a large proportion of 
which have the potential to yield new consumer insights. Yet, with a new 
breed of technology solutions for monitoring and analyzing social media 
having emerged only in recent years, and organizations only now coming to 
realize the full commercial value of consumer-generated content, few 
companies can claim a long track record of experience in this area. In fact, 
only 32% of Best-in-Class companies have been using social media 
monitoring, in some shape or form, for more than three years, compared to 
6% of Laggards. 

As a relatively new focus area, the ways in which companies typically 
measure the success of their social media monitoring and analysis activities 
tends to be somewhat experimental, involving such metrics as reduction in 
inbound customer support calls and increases in positive consumer 
sentiment around a specific product or brand. In many cases, defined 
metrics for key benefit dimensions are nonexistent.  

www.aberdeen.com Fax: 617 723 7897 
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Only 35% of companies have defined metrics for using social media to 
measure campaign and promotion success, for example. And only 18% of 
companies have defined metrics for using social media to measure new 
product development opportunities, even though nearly one-third (32%) of 
companies report that their product development teams currently utilize 
the insights gleaned from social media monitoring and analysis activities.  

Moreover, the metrics can vary dramatically from one company to another 
and even from one department to another within the same company, 
depending on the business objectives as well as which groups recognize the 
value of social media and are most apt to capitalize on it. For the purpose of 
this study, Aberdeen used four key performance criteria to distinguish Best-
in-Class companies.  

We term these criteria, which cover several key benefit dimensions in order 
to account for the broadest range of business objectives, as follows: 

• Time to marketing information. This metric refers to the 
average amount of time that elapses between the execution of a 
marketing activity (such as the launch of a new TV ad campaign or 
online promotion) and the delivery of results analysis (such as the 
ratio of positive-to-negative sentiment or amount of related 
consumer conversation about the activity by key demographic or 
psychographic segments) to marketing decision-makers.  

• Customer satisfaction. This metric refers to the causal 
relationship that exists between social media monitoring and 
analysis activities and customer satisfaction. Gaining and acting upon 
timely and uncommon insights into consumer wants, needs, 
motivations, and preferences should ultimately correlate to higher 
levels of customer satisfaction. Consumer-generated content should 
also improve customer satisfaction by providing better and faster 
problem resolution than traditional customer support vehicles.  

• Actionable insights derived from social media monitoring 
and analysis. In many ways a catch-all, this metric highlights the 
fact that social media monitoring and analysis can generate 
actionable insights that result in smarter business decisions across 
multiple parts of the organization. The metric is a measure of both 
the quality and quantity of these actionable insights. 

• Ability to identify and reduce risk. This metric refers to the 
fact that social media monitoring and analysis can act as an "early 
warning system", immediately alerting organizations of issues that 
could threaten their brand reputation and future profitability.  

Table 1 illustrates how Best-in-Class, Industry Average, and Laggard 
companies stack up against one another across these four key performance 
criteria, and reveals a strikingly large performance disparity. Consider: Best-
in-Class companies reported that their year-over-year improvement in the 
number of actionable insights derived from social media monitoring and 
analysis is twice that of Industry Average companies and 7.6-times better 
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than Laggard companies. Similarly, the year-over-year improvement in 
customer satisfaction of Best-in-Class companies is nearly twice that of 
Industry Average companies and 6.3-times better than Laggard companies. 

Ideally, of course, customer satisfaction should ultimately translate into 
customer retention. According to survey respondents, 43% of Best-in-Class 
companies, compared to 25% of Laggards, are extremely satisfied with their 
companies’ current performance with respect to customer retention. Not 
only do Laggard companies perform relatively poorly when it comes to 
year-over-year improvements in customer retention, but some companies 
fail to measure it at all. In fact, Best-in-Class companies are more than four-
times better able than Laggard companies (84% compared to 20%, 
respectively) to track year-over-year improvements in customer retention. 

Table 1: Leading Performers Earn Best-in-Class Status 

Pressures Actions 

Best-in-Class:  
Top 20% of 

aggregate 
performance scorers 

 84% reported year-over-year improvement in the 
number of actionable insights derived from social media 
monitoring and analysis 
 94% reported year-over-year improvement in customer 
satisfaction 
 86% improved year-over-year performance in time to 
marketing information (time between marketing activity 
and delivery of results analysis to decision-makers) 
 84% improved year-over-year performance in the ability 
to identify and reduce risk 

Industry Average:  
Middle 50%  
of aggregate  

performance scorers 

 42% reported year-over-year improvement in the 
number of actionable insights derived from social media 
monitoring and analysis 
 49% reported year-over-year improvement in customer 
satisfaction 
 55% improved year-over-year performance in time to 
marketing information (time between marketing activity 
and delivery of results analysis to decision-makers) 

www.aberdeen.com Fax: 617 723 7897 

 37% improved year-over-year performance in the ability 
to identify and reduce risk "Both the customer you serve 

well and the customer you 
under-serve have the loudest 
voices in social media."  

~ Sean O'Driscoll, General 
Manager of Community 

Support Services, Microsoft 

Laggard:  
Bottom 30%  
of aggregate 

performance scorers 

 11% reported year-over-year improvement in the 
number of actionable insights derived from social media 
monitoring and analysis 
 15% reported year-over-year improvement in customer 
satisfaction 
 19% improved year-over-year performance in time to 
marketing information (time between marketing activity 
and delivery of results analysis to decision-makers) 
 4% improved year-over-year performance in the ability 
to identify and reduce risk 

Source: Aberdeen Group, January 2008 
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Not only are the Best-in-Class far ahead of both Industry Average and 
Laggard companies in year-over-year performance improvement across all 
four metrics, but the Best-in-Class are also much more likely to know their 
current performance in key metrics. Consider: Best-in-Class companies are 
four-times more likely than Laggards to know their current performance in 
the time-to-marketing-information metric. Similarly, 90% of Best-in-Class 
companies know their ability to identify and reduce risk while 42% of 
Laggards either don't know or don't measure their performance in this area. 

The Best-in-Class PACE Model 
Using social media monitoring and analysis solutions to achieve practically 
any of the business objects outlined in this report requires not only the 
deployment of key enabling technologies, but also the implementation of a 
combination of strategic actions and organizational capabilities. This point 
cannot be emphasized enough. After all, social media monitoring and 
analysis requires not only the need to create new cross-functional, 
enterprise-wide business processes to collect, manage, and share 
information with relevant stakeholders, as well as to measure success, but 
also the need to educate employees about the value of consumer-generated 
content and why it should matter to them in the context of their specific 
areas of accountability. 

While the list of both actions and capabilities is extensive, the top factors 
are summarized in Table 2. 

Table 2: The Best-in-Class PACE Framework 

Pressures Actions Capabilities Enablers 
 Need 
better 
consumer 
insight 

 Improve ability to 
respond to customer 
wants and needs 
 Align social media 
monitoring 
capabilities to overall 
business objectives 

 Formalized process for measuring 
consumer-generated content 
 Dedicated personnel devoted to social 
media monitoring 
 Defined metrics for measuring 
campaign and promotion success 
 Defined metrics for measuring new 
product development opportunities 

 Social media monitoring tools 
 Marketing dashboards and 
visualization tools 
 Campaign management tools 
 Company-hosted blogs, discussion 
forums wikis, and other Web 2.0 
social media  

Source: Aberdeen Group, January 2008 

Best-in-Class Strategies 
The need to deploy technologies and capabilities that monitor and analyze 
consumer-generated content stems from multiple pressures companies face 
today. While these pressures are to a large extent shared by Best-in-Class, 
Industry Average, and Laggard companies, some significant differences exist. 
For example, 62% of Best-in-Class companies cite the need to gain better 
consumer insight as one of the top two factors driving their organizations to 
focus resources on social media monitoring and analysis, compared to 44% 
of Laggard companies. 
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Interestingly, Laggards are twice as likely as Best-in-Class companies to view 
Return on Marketing Investment (ROMI) as a top pressure that can be 
alleviated through social media monitoring and analysis activities. The reason 
may be that the latter have already optimized their marketing performance 
to a large degree, using experimental design and closed-loop marketing 
processes, for example, to maximize the reach and impact of any given 
campaign while putting marketing metrics in place to measure key outcomes 
such as increases in brand awareness and incremental sales lift. And, in fact, 
Best-in-Class companies are four times better able to track year-over-year 
improvements in ROMI than Laggard companies (83% compared to 19%, 
respectively). 

Other significant pressures that are compelling companies to adopt related 
processes and solutions are outlined in Figure 1. 

Figure 1: Top Pressures Driving Social Media Monitoring 
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44%

26%
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"We monitor social media 
because it provides unsolicited 
and unbiased consumer 
opinions about our products 
and brands in real time. If a 
brand, messaging or product 
problem is identified by 
bloggers, we can fix the 
problem quickly before it gets 
too widespread. Also, positive 
comments help us understand 
early on if something is working 
particularly well."  

~ Christine Stasiw Lazarchuk  
Director, Global Market   

Research, Ford Motor 
Company  

 

Source: Aberdeen Group, January 2008 

In order to alleviate the pressures driving social media monitoring and 
analysis (which for many organizations also include such factors as the need 
to protect company reputation and the need to leverage alternatives to 
traditional research methodologies), Best-in-Class companies tend to take 
various strategic actions. Some of these actions are illustrated in Figure 2. 

www.aberdeen.com Fax: 617 723 7897 
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Figure 2: Top Strategic Actions to Maximize Social Media Spend 
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Source: Aberdeen Group, January 2008 

Improving the ability to respond to customer wants and needs was 
identified by Best-in-Class and Industry Average companies as a top strategic 
action necessary to maximize the resources allocated for social media 
monitoring and analysis. Even though Laggards identified improvement in 
this area as a top action, the ability to maximize marketing campaign and 
effectiveness took precedence over other strategic actions, which is 
consistent with the relative emphasis these companies place on ROMI.  

While Best-in-Class companies clearly recognize the importance of 
maximizing campaign effectiveness, and have likely already achieved a large 
degree of success in this area, a more pressing concern relates to the need 
to combine the insights and measurements derived from social media 
monitoring into marketing campaigns to enact a change in campaign 
effectiveness. This conclusion is supported by the fact that 38% of Best-in-
Class companies have built social media measurement into their marketing 
campaigns and brand promotions, 24% have established a method for 
defining social media benchmarks and goals, 14% have established a process 
for disseminating social media monitoring findings internally and to relevant 
third parties, and 11% have institutionalized formal learning programs based 
on insights gained from their social media monitoring and analysis activities.  

In the next chapter, we will see what the top performers are doing to 
achieve these gains. 

www.aberdeen.com Fax: 617 723 7897 



Social Media Monitoring and Analysis 
Page 12 

 

 

© 2008 Aberdeen Group. Telephone: 617 723 7890 

Chapter Two: 
Benchmarking Requirements for Success 

While consumer-generated content may be of greatest interest to product 
and brand marketing practitioners, it’s clear that social media monitoring 
and analysis can generate consumer insights that benefit not only the 
marketing department. In fact, multiple parts of the organization can make a 
strong business case for the need to pay close attention to consumer-
generating content. Some groups can readily quantify the value of doing so 
with compelling ROI models while making an equally strong case that to 
ignore the value of consumer-generated content may put the corporation as 
a whole at a competitive disadvantage and even threaten shareholder value. 

Fast Facts 

√ Best-in-Class companies 
are 3.5-times more 
likely than Laggards to 
have defined metrics for 
measuring campaign and 
promotion success, 70% 
versus 20% respectively 

√ 75% of Best-in-Class 
companies improved their 
ability to predict customer 
behavior, compared to 
11% of Laggards 

Yet the question of which group or groups within the organization should 
take the lead on sponsoring, funding and “owning” the social media 
monitoring initiative poses a challenge for many companies. Of course, the 
challenge is not unique to social media but is one that tends to confront 
large companies whenever it comes to any new initiative that cuts across 
multiple departments, lines of business, and / or data silos.  

Anecdotal evidence indicates that, in many organizations, the product 
marketing group was the earliest adopter of social media monitoring and 
analysis. It seems that marketers realized, if only on an intuitive gut instinct 
level, that social media could provide a window into consumer behavior and 
serve as a valuable feedback mechanism. Interestingly, the market research 
department tended to be late to the social media monitoring party, perhaps 
because the group is more grounded to conservative notions of how 
market research should be conducted.  

Figure 3: Groups within the Organization That Utilize the Insights 
Generated from Social Media Monitoring and Analysis 
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Source: Aberdeen Group, January 2008 
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Ideally, social media monitoring and analysis should be championed, 
supported, and leveraged by multiple departments that pool resources from 
across the enterprise. And, in fact, Aberdeen has found that the social media 
monitoring and analysis “function” is being treated by a growing number of 
companies as a shared services organization, with a fifth of all respondents 
having established a cross-functional group to assume responsibility for 
these activities.  

Moreover, 12% of Best-in-Class companies have now established a process 
for disseminating social media monitoring findings internally and to relevant 
third parties while 43% of these companies (compared to 19% of Laggards) 
have implemented a centralized data repository for consumer-generated 
content. An additional 31% of Best-in-Class companies report that they plan 
to implement a centralized data repository for this purpose within the next 
12 months. Interestingly, despite the widespread introduction of new 
corporate titles like “Director of Social Media” and “Manager of Electronic 
Media Communications,” no Best-in-Class companies currently plan to 
designate a unique group solely devoted to deriving actionable insights from 
social media monitoring.  

As Figure 3 illustrates, the groups within the organization that utilize the 
consumer insights gleaned from online conversation the most include public 
relations (55%), market research (55%), product marketing (52%), 
interactive marketing (45%), and customer service (36%). With respect to 
customer service, it's worth noting that Best-in-Class companies are more 
than twice as likely as Laggards to have customer service departments that 
utilize the consumer insights generated by social media monitoring and 
analysis activities.  

An explanation of how the customer service department can build a highly 
compelling business case for investing in social media monitoring and 
analysis solutions appears in the case study on Microsoft Corporation, to 
follow. Also, an analyst insight section titled The PR Agency Perspective that 
appears later in this chapter explores the value of social media monitoring 
and analysis in the context of public relations—which, again, leads the pack 
among the different groups that utilize the consumer insights gleaned from 
consumer conversation. 

Aberdeen Insights - Market Research 

Nearly three times as many Best-in-Class companies as Laggards have deployed a social media monitoring and 
analysis strategy in response to the need to find alternatives to traditional research methodologies. But will social 
media monitoring and analysis ever supplant the need for traditional focus groups and research panels?  
On the one hand, companies can now observe a universe of consumers freely discussing their wants, needs, and preferences 
in communities that have formed around issues. On the other hand, consumer conversations may not be a great proxy for 
ethnographic research, lacking as it does the benefit of two-way interaction for deep-diving on relevant issues. 
Many argue that there is nothing like talking to a live consumer. And indeed, there is a certain degree of social connection 
and bonding that cannot be had otherwise. At the same time, traditional market research tends to be a poor substitute 
for social media monitoring when it comes to generating consumer insights that drive online content strategy. 
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Aberdeen Insights - Market Research 

Let’s face it: most brand websites are largely out of sync with the tone and tenor of consumer conversation and the 
hierarchy of issues that are important to consumers. To remain relevant, brand websites need to provide social 
currency to influencers. Ongoing analysis of consumer-generated content can provide companies with strategic 
options, such as direction around content development and partnership opportunities, that brands can pursue in 
order to maintain social currency.  
Traditional research methodologies, including focus groups, will probably never go away. But there’s little doubt 
that social media monitoring can drive greater efficiency in the process. The art of consumer understanding is 
largely a matter of figuring out the right questions to ask, and here consumer-generated content can go a long way. 

One group that has increasingly come to rely on social media monitoring 
and analysis to do its job both efficiently and effectively is the legal 
department, and multiple vendors offer specialized solutions focused on 
brand protection and reputation management. Today, 42% of Best-in-Class 
companies have a formalized process for detecting potential threats to the 
brand, compared to 16% of Industry Laggards, while an additional 42% of 
Best-in-Class companies plan to implement an "early warning system" within 
the next 12 months. At the same time, 68% of Best-in-Class companies, 
compared to only 15% of Laggards, are either satisfied or extremely satisfied 
with their current ability to identify and reduce risk. 

Case Study - Microsoft Corporation 
Microsoft Corporation has long embraced the power of online community, hosting thousands of public newsgroups 
where those who use its products can go to discuss technical or non-technical issues with other users from around 
the world. In 1992, the company launched its Most Valuable Professional (MVP) program to find, recognize, and 
engage the leading volunteer contributors to online discussions about its products. Of course, the volume of these 
discussions has exploded with the rise of Web 2.0 social media, as has the company’s level of sophistication in 
monitoring and analyzing consumer-generated content. 

“We want to make sure we’re listening intently to any particular audience that is predisposed to having 
conversations about Microsoft products,” says Sean O'Driscoll, General Manager of Community Support Services at 
Microsoft. To date, the company has designated more than 4,000 people from 90 countries as MVPs, engaging them 
in such a way that they become an additional voice into the Microsoft’s product development lifecycle.  
Each month, the company holds 50 or more private conversations between MVPs and its product teams. According 
to O’Driscoll, the personality type that is active in answering questions in online communities also tends to be 
interested in providing product feedback pre-release. And the quality of the feedback is usually far more actionable 
than that which is generated through generic, carpet-bomb betas, because these individuals not only have an 
obvious passion for the product, but they also encounter so many issues due to their activities in online 
communities. 
Once a year, the company invites all MVPs to its headquarters in Redmond, Washington, for a four-day conference 
known as the MVP Summit, to acknowledge their connection to the brand and the enormous influence they wield. 
“They’re our biggest fans and our harshest critics,” says O’Driscoll, noting that their comments aren’t always 
positive. “As a brand, we wouldn’t be very credible in these communities if everything a MVP said was pro-
Microsoft. It wouldn't be in line with what has emerged as an authenticity trend in social media.” 
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Case Study - Microsoft Corporation 
According to O’Driscoll, marketing improvement is not the primary business purpose behind Microsoft’s social 
media monitoring investments. While a marketer might be interesting in using social media monitoring to find 
conversation starters, he and his team are more interested in finding "conversation stoppers." These are individuals 
answering technical questions about how to use Microsoft products.  
From a customer support perspective, these individuals are of immensely high value, given both the quantity and 
quality of the content they contribute to online discussions forums. To the extent these forums serve as a public 
knowledge repository comprised of millions of question-and-answer pairs, social media can alleviate demand for 
traditional customer support services. After all, a large proportion of the conversations taking place about a brand 
are about help, how-to, and support. 
For that reason, says O’Driscoll, the starting point for building an effective ROI model for social media monitoring 
and analysis lies not in marketing but in customer support. “I can build the ROI model around the call center 
because I know what I spend on content, I know what my content savings are for user-generated contributions, and 
I know what the online solve rate is, based on user-generated versus in-house-authored content.”  
Online solve rate, which translates into call deflection, is a critical metric for measuring success. "Can the inclusion 
of user-to-user conversation move the needle significantly on ‘did you find your answer’,” he asks.  
Clearly, there’s economic value in knowing this information. Other key metrics include customer reach and 
satisfaction. “We want to know the total number of users that we’re touching and if they're more satisfied with 
Microsoft products than customers who don’t interact in online communities,” says O’Driscoll. “And there we do 
see a statistically significant uplift.” 

Competitive Assessment 
Aberdeen Group analyzed the aggregated metrics of surveyed companies to 
determine whether their performance ranked as Best-in-Class, Industry 
Average, or Laggard. In addition to having common performance levels, each 
class also shared characteristics in five key categories: (1) process (the 
approaches they take to execute their daily operations); (2) organization 
(corporate focus and collaboration among stakeholders); (3) knowledge 
management (contextualizing data and exposing it to key stakeholders); (4) 
technology (the selection of appropriate tools and effective deployment of 
those tools); and (5) performance management (the ability of the 
organization to measure their results to improve their business).  

These characteristics (identified in Table 3) serve as a guideline for best 
practices, and correlate directly with Best-in-Class performance across the 
key metrics. 

Table 3: The Competitive Framework 

 Best-in-Class Average Laggards 
Formalized process for monitoring consumer-generated content: 

65% 31% 18% 
Formalized process for analyzing consumer-generated content: 

48% 24% 13% 
Formalized process for detecting potential threats to the 
brand ("early warning system"): 

Process 

42% 26% 16% 
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"Social media monitoring 
enables us to track how our 
company is being portrayed. It’s 
a barometer we use to 
determine the viral spread of 
our messages and if our tactics 
are working. We can tie dips 
from positive to negative 
consumer sentiment to news 
events, and the tonality of 
content in blogs and social 
networks tells us how well 
we’re getting our key messages 
across.”  

~ Ed Garsten, Manager,   
Electronic Media 

Communications, Chrysler 

 Best-in-Class Average Laggards 
Dedicated personnel devoted to social media monitoring: 

Organization 
52% 34% 24% 

Defined campaign and promotion analysis metrics: 
50% 31% 21% 

Defined metrics for measuring the value of market research: 
38% 19% 

www.aberdeen.com Fax: 617 723 7897 

16% 
Defined metrics for measuring new product development 
opportunities: 

Knowledge 
Management 

34% 18% 9% 
Social media technology currently in use: 

Technology 

 70% collab-
oration tools 
 62% Web 2.0 
applications 
(blogs, wikis, 
discussion 
forums, etc.) 
 60% campaign 
management 
tools 
 57% marketing 
dashboards and 
visualization tools 
 61% social media 
monitoring 
solutions 

 56% collab-
oration tools 
 45% Web 2.0 
applications 
(blogs, wikis, 
discussion 
forums, etc.) 
 50% campaign 
management 
tools 
 43% marketing 
dashboards and 
visualization tools 
 35% social media 
monitoring 
solutions 

 38% collab-
oration tools 
 42% Web 2.0 
applications 
(blogs, wikis, 
discussion 
forums, etc.) 
 46% campaign 
management 
tools 
 41% marketing 
dashboards and 
visualization tools 
 24% social media 
monitoring 
solutions 

Time-to-"buzz"-awareness (time between negative consumer 
opinion and delivery of information to decision-maker): 

Performance 
Management 

 22% real-time / 
almost immediately 
 34% within hours 
 26% within days 
 4% within weeks 

 11% real-time / 
almost immediately 
 16% within hours 
 33% within days 
 16% within weeks 

 7% real-time / 
almost immediately 
 10% within hours 
 16% within days 
 10% within weeks 

Source: Aberdeen Group, January 2008 

Capabilities and Enablers 
Based on the findings of the competitive Framework and interviews with 
end users, Aberdeen’s analysis of the Best-in-Class demonstrates that they 
excel in the following areas: process, organization, knowledge management, 
technology, and performance management. 

Process 
Best-in-Class firms have well-established processes in place for monitoring 
consumer opinion regarding their product or services, as well as to detect 
threats to their brand reputation. Best-in-Class companies are 5.5-times 
more likely than Laggards to have a process in place for analyzing consumer-
generated content. Conditioning different parts of the organization to 
manage early signals around social media requires the implementation of 

"At best, our awareness of 
what's being said about us in 
blogs comes about informally, 
not through an organized or 
technology-based monitoring 
process. But that's bound to 
change." 

~ Vice President, Brand 
Compliance, Fortune 500 

Pharmaceutical Services 
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specialized processes, which vary depending on business objectives, the 
scope of usage and various other factors.  

Organization 
In order to ensure that the processes a company implements are successful, 
it is necessary to instill adequate organizational support. For this reason, 
35% of the Best-in-Class currently have dedicated personnel devoted to 
social media monitoring, with an additional 23% of Best-in-Class companies 
planning to implement this capability within the next 12 months. 
Furthermore, 74% of Best-in-Class companies will have dedicated budget 
resources allocated to social media monitoring and analysis within the next 
12 months. Organizational support for social media monitoring capabilities 
secures the success of the processes designed to derive actionable insights 
from consumer-generated content. 

Figure 4: 2008 Budget Allocation for Social Media Initiatives 

16%

19%

31%

33%

18%

21%

37%

21%

20%

26%

8%

44%
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Increase >25%
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Increase 1%-10%

No Change in
Budget

Best-in-Class
Industry Average
Laggards

 
Source: Aberdeen Group, January 2008 

Knowledge Management 
For a company to gauge the success of its processes and organizational capabilities, 
it must have certain measurable metrics in place that allow for knowledge 
management. The ability to track the success of social media initiatives will allow 
for additional resource allocation (or re-allocation) in the future. Best-in-Class 
companies are seven-times more likely than Laggards to have defined metrics for 
measuring new product development opportunities based on the insights gained 
from social media monitoring and analysis. By doing the evaluation work and 
compiling the data, Best-in-Class companies are positioned to turn the information 
found in consumer-generated content sites into actionable information that can be 
used to increase the awareness of the brand and product offerings. 

2% of All Respondents Plan to Decrease Budget 

“A lot of social media tools do 
a great job of telling you what’s 
being said and who’s saying it. 
What we really want to know 
is who’s listening to the 
conversation and how does it 
permeate outwards.”  

~ Adam Brown  
Director, Digital 

Communications,  
The Coca-Cola Company  
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Figure 5: Disparity of Capabilities in Social Media Monitoring and Analysis  
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Source: Aberdeen Group, January 2008 

Technology 
Some people refer to consumer-generated content as “a living, breathing, 
always-being-written memo” and social media monitoring and analysis 
solutions as “a big cheat sheet.” And, indeed, the solutions might be 
categorized as “an unfair advantage” if not for the fact that they’re available to 
any company wise enough to make the investment. 

Social media monitoring and analysis solutions are evolving at a breakneck 
pace in terms of capabilities. Features and functionalities of the different 
solutions vary dramatically, as does the manner in which the consumer 
insights are delivered—for example, digital dashboards versus PowerPoint 
presentations. Different solutions screen consumer-generated content 
through different lenses, depending on business objectives. Some solutions are 
focused on reputation management, for example, while others on marketing 
improvement. Some solutions rely heavily on text mining using sophisticated 
algorithms to derive actionable insights. Others place emphasis on the 
“human analysis” component for interpretation. Some solutions focus on 
blogs and RSS-based platforms, others on message boards, video-sharing 
platforms and any number of other data sources, including traditional media. 
Some solutions are oriented toward passive monitoring. Others are designed 
to allow companies to jump right into the conversation. Some solutions look 
at author pedigree. Others take such things as sarcasm and “depth of 
emotion” into account. And, of course, no two measurement frameworks are 
the same. 

Despite the differences, there’s no question that, on the whole, social media 
monitoring and analysis solutions are equipped to deliver enormous value 
relative to manual search processes. And yet, an overwhelming majority 
(87%) of Best-in-Class companies currently use manual search processes to 
monitor consumer-generated content. According to Aberdeen findings, 68% 
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of Best-in-Class companies will have made the transition to automated alert 
technologies within the next 12 months.  

The 52% of Best-in-Class companies that currently utilize dashboards and 
other visualization tools will swell to 79% of Best-in-Class companies within 
the next 24 months, allowing for companies to automate their alert systems 
and receive information in a quick and user-friendly manner. Combining the 
information posted on consumer-generated content sites with automated 
alert technology will enable companies to maximize the effectiveness of their 
dashboards, providing a clear view into the consumer opinion of a particular 
brand when it is posted.  

At the same time, a growing number of organizations are coming to view 
company-hosted blogs, discussion forums, wikis, and other Web 2.0 social 
media as a critical prerequisite to getting their online content strategy right. 
Clearly, brands believe that they need to develop and host their own social 
media platforms, as demonstrated by the fact that 62% of Best-in-Class 
companies already host such platforms (compared to 42% of Laggards), with 
an additional 22% planning to do so in the next 12 months. 

Performance Management 
Though a majority (87%) of Best-in-Class companies currently use manual 
search processes, 42% indicated that their time to "buzz" awareness (i.e. the 
time between negative consumer opinion and the delivery of results to 
decision makers) occurs in real-time or within hours. Only 12% of Laggards 
indicate that they are able to pass information along this rapidly. The ability 
to manage performance by the Best-in-Class should only increase with the 
advent of automated alert systems and dashboard use.  

Aberdeen Insights - The PR Agency Perspective 

The role of the PR agency is to help clients establish a trusted voice in the 
marketplace. In part, that means understanding the sources from which 
consumers get their information and how the media environment is 
changing over time.  

It's no surprise, then, that PR agencies were among the earliest adopters of 
social media monitoring and analysis solutions. Recognizing social media as 
a new frontier of influencer management, they began to partner with 
outside vendors that were developing technologies to track and gain 
insights from the enormous wealth of conversation on the Internet.  

With expertise in understanding the subtleties of human relationships, 
including how they form and how they grow, PR agencies already possessed 
the core skills needed to derive insights from social media data. “The 
conversation may be about the client or it may be a larger conversation 
about their category or any number of relevant issues,” says Ryan Senser, 
vice president of planning at Edelman Interactive. “We try to understand 
who the influencers are that are driving the conversation, as well as the 
tone and language they use.” 
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Aberdeen Insights - The PR Agency Perspective 

Davina Gruenstein, management supervisor at Publicis Consultants PR, 
agrees. “With the capabilities we have through our monitoring service, 
we’re able to build confidence with our own marketing team, to show 
them what’s happening on a positive, neutral, and negative tone,” she says. 
“That kind of data really helps them feel comfortable going into this arena.” 

That the topics of conversation are ones that people choose to talk about 
has a certain profundity to it. “People participate for a reason,” says Senser. 
“Nobody’s paying them. They don’t even know they’re being listened to 
necessarily. They are there because something has driven them to be part 
of a community or to ask this question or provide that answer.” 

The biggest insights often come from consumers who have an issue with a 
brand. "They're not necessary detractors,” says Senser. “They may simply 
be people who like your product but are stuck on something. There’s a 
barrier for them to move forward. If you understand what that barrier is, 
you can show them how to knock it down.” 

Senser tells the story of a client concerned about its brand reputation 
because of a product issue it felt its customers were struggling with. When 
the agency investigated how the product was being talked about online, 
however, it found that the most passionate conversations related to an 
entirely different aspect of the product. The client didn't even know about 
the problem because it hadn't surfaced using traditional offline research. “A 
whole community had formed around this issue and the company was 
totally unaware of it,” says Senser. “All they had to do was to listen.” 

Listening drives responses. For example, an agency might discover the need 
to create a separate website for a client that speaks as an authority on a 
particular issue. The goal might be to engage the community on its own 
terms with solutions they need to maintain a positive relationship with that 
company and have faith that it will address future issues that arise.  

Engaging a community means being able to act as an official spokesperson 
for the client. It also means having some depth of experience and 
knowledge on particular individuals to understand who has authority in the 
conversations and how that dynamic changes over time.  

"We understand what people get out of a conversation from both an 
emotional and utilitarian perspective," says Senser. "That way, we’re better 
able to give people what they’re asking for. It’s hardly a passive exercise. 
Participation is important from a PR perspective. It’s not just a matter of 
listening to what people say, but of giving them what they need and 
motivating them to participate in this system of feedback even more 
strongly and passionately."  

PR agencies understand both the interactive and general media 
environments, as well as consumers' place within these environments. 
Moreover, they understand the nature of the relationships that consumers 
have with brands even as their lives become increasingly mediated by 
different interactive tools, channels, and information sources. 
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Chapter Three:  
Required Actions 

Fast Facts 

√ Best-in-Class companies 
are 3.8-times more 
likely than Laggards to 
have defined metrics for 
measuring new product 
development 
opportunities, compared 
to 35% of Laggards that 
have no plans to 
implement such metrics 

√ 22% of Best-in-Class 
companies deliver negative 
online consumer sentiment 
to key decision-makers in 
real-time, compared to 7% 
of Laggards 

√ Currently, 38% of Best-in-
Class companies indicated 
that they are “extremely 
satisfied” with the number 
of actionable insights 
derived from social media 
monitoring and analysis, 
compared to 7% of the 
Industry Average and 6% of 
Laggards 

Whether a company is trying to move its performance in social media 
monitoring and analysis from Laggard to Industry Average, or Industry 
Average to Best-in-Class, the following actions will help spur the necessary 
performance improvements: 

Laggard Steps to Success 
• Accelerate the adoption of social media tools. Of the 67% of 

Laggards that are either evaluating or planning to implement social 
media monitoring and analysis tools in the future, only 19% have a 
budget currently in place and plans to implement the technology 
within the next 12 months. The remaining Laggards are either 
planning on utilizing social media tools but have no budget allocated 
(3%), or they are simply interested and evaluating for the future 
(45%). The ever-increasing popularity of Web 2.0 technologies 
means that companies cannot afford to drag their feet when it 
comes to social media monitoring and analysis. The 48% of Laggards 
that are interested in incorporating social media monitoring tools 
into their business intelligence must determine a budget for the 
project and accelerate the implementation process if they wish to 
capture valuable consumer feedback. While an exact budget 
depends on multiple variables, including volume of data and 
frequency of updates, funds must be allocated for social media 
monitoring. Thirty-one percent (31%) of Laggards that have 
budgeted for social media monitoring solutions have increased their 
resource allocation by more than 25%. 

• Define and measure key social media metrics. Laggards 
experience the pressure to gain better insights into consumer 
behavior in an attempt to ultimately improve customer satisfaction. 
Despite the need to better understand customers and how to make 
them happy, Laggards are not doing a sufficient job of measuring the 
key social media metrics that will enable them to accurately gauge 
the success of their undertakings. One hundred percent (100%) of 
Laggards indicated that they measure current customer satisfaction 
levels; however, a large percentage of Laggards do not track year-
over-year improvements in the metrics that have a direct effect on 
customer satisfaction. For example, 30% of Laggards don't measure 
their ability to address product issues when they arise. 
Furthermore, 51% of Laggards either don't know or don't measure 
time to buzz awareness, the time between negative consumer 
opinion and the delivery of information to relevant decision-makers. 
If Laggards hope to gain better insight into consumer behavior and 
improve overall customer satisfaction, it is essential that they track 
year-over-year progress in social media metrics in order to 
determine the appropriate allocation of future resources. 
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• Dedicate personnel and resources to social media 
monitoring and analysis on an ongoing basis. Fifty-two 
percent (52%) of Laggards indicated that they have no plans to 
devote dedicated personnel to social media monitoring and analysis. 
Of the 39% of Laggards that plan to devote appropriate personnel 
to social media monitoring and analysis, 16% don't plan on doing so 
within the next 12 months. It is crucial for Laggards to not only 
accelerate the adoption of social media monitoring tools, but also to 
ensure success through the allocation of proper company 
resources. For example, 23% of Laggards have no plans to 
implement a dedicated operations resource (i.e. budget allocation) 
for social media monitoring. Thirty-two percent (32%) don't plan on 
devoting resources to this area within the next 12 months. For any 
company-wide initiative to be successful, it requires the combination 
of defined processes and organizational support. By not devoting 
personnel or resources to the area of social media monitoring, 
Laggards are severely diminishing the chances of success any 
technology implementation may have. 

Industry Average Steps to Success 
• Develop formalized processes for monitoring and analyzing 

consumer-generated content. Currently, 23% of the Industry 
Average companies have a formalized process in place for 
monitoring consumer-generated content; 19% have a process for 
analyzing consumer-generated content. It is essential for those 
Industry Average companies currently or planning to establish 
formalized processes for monitoring the information generated 
through social media. 

• Automate and synchronize alert technologies. Currently, 
31% of the Industry Average, compared to 50% of the Best-in-Class, 
use automated alert technology to receive the results from social 
media monitoring. Furthermore, only 32% of the Industry Average 
currently use marketing dashboards and visualization to gain insight 
into their business in real-time. By automating alert technology and 
synchronizing those results to be displayed in visualization tools, 
such as dashboards, companies can improve the time between when 
information becomes available and when it is placed in the hands of 
those decision-makers who are in a position to act upon it. 

• Improve marketing decisions by devoting resources to 
market research and social media monitoring. Forty percent 
(40%) of the Industry Average indicate that they are either 
extremely or mildly dissatisfied with the accuracy of the marketing 
decisions made. In addition, 38% of the Industry Average are either 
extremely or mildly dissatisfied with the timeliness of marketing 
decisions. These high percentages correlate to deficiencies in the 
scope and accuracy of the market research used to inform business 
decisions. A third (33%) of the Industry Average are unsatisfied with 
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the market research spend allocated. As a result of insufficient funds 
devoted to market research and intelligence, companies are not 
meeting their goal of improving their insight into consumer 
behavior. Industry Average companies should improve the accuracy 
of their marketing decisions by analyzing consumer-generated 
content, insights that ultimately will allow companies to confidently 
understand the wants, needs and behaviors of their customers. 

Aberdeen Insights - Measuring Influence in Social Media 

Hollywood’s most effective marketing tool, albeit one over which it has no 
direct control, has always consisted of one simple question: “Seen any good 
movies lately?” Rave reviews by fastidious friends can have a huge impact 
on how well a movie performs, potentially allowing one that did poorly in 
the opening weekend to reverse course. Producers refer to this 
phenomenon as old-fashioned word of mouth. 

With the rise of social media, the speed and reach of word of mouth has 
increased by orders of magnitude. What hasn’t changed is the fact that the 
brand experiences, recommendations, and opinions of some people are far 
more influential than those of others. For companies, the challenge is to 
identify these top influencers, to track the impact their words have as they 
ripple across the virtual universe—and, if appropriate, to further influence 
these individuals by interacting with them directly. 

Today companies use multiple approaches to identify the individuals who 
wield the greatest amount of influence in any given topic area and to track 
changes in their influence over time. And while there are myriad ways to 
measure the volume, reach and impact of influence, one thing is sure: the 
key metrics will continue to evolve.  

In the past, the key metrics revolved around the notion of “authority,” 
which generally equated to the number of inbound links on the web and / 
or how many "friends" a user had. But are these true measures of 
influence?  

According to Ryan Senser, Vice President of Planning at Edeman 
Interactive, influence is less about the number of links and friends and more 
about the quality of the interactions and the duration of the relationships, 
which is measured not only by web traffic but by brand advocacy. "How 
many people are interested in sharing their brand experience with others?” 
asks Senser. “Whether the actual metric consists of website hits or visits or 
pass-alongs, the general character of success revolves around shareability." 
A good measure of influence may indeed be whether people are willing to 
talk broadly about a brand experience and inspiring others to take action 
and engage their networks.  
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Aberdeen Insights - Measuring Influence in Social Media 

In the end, there’s more than one right approach to measuring influence. 
Recognizing this, some social media monitoring solutions let companies 
adjust the weightings of the various conversational dynamics they want to 
include in the “influence algorithm,” based on their own objectives. Is how 
often someone writes about a brand more important than what they say 
and how many people they reach? Let companies be the judge. 

Of course the factor that would seem to matter most is purchase intent 
correlation. Which individual voices are most effective in driving purchase 
behavior? It’s hard to know without a matched panel study that factors 
transaction data into the equation. But companies will figure it out 
eventually, because when it comes to measuring influence in social media 
nothing speaks louder than money. 

Best-in-Class Steps to Success 
• Shed the reliance on manual search processes. Currently, an 

overwhelming 91% of Best-in-Class companies monitor social media 
using manual search processes. Although this process does allow for 
valuable customer insights derived for consumer-generated content, 
the laborious nature of the work results in decreased productivity. 
The 25% of Best-in-Class companies that currently do not have an 
automated alert technology in place should implement the 
technology as soon as possible to prevent the unnecessary wasting 
of time. By automating the "buzz" from social media, Best-in-Class 
companies can deliver important information to relevant decision-
makers in a more expeditious, comprehensive and predictable 
manner. 

“We have a structured 
approach to listen, analyze and 
respond to a range of 
information sources. The 
Internet has made it easier for 
that information to come to us. 
We respect dialog. We view 
we can learn a lot from dialog. 
It’s a good way to get feedback 
and understand how 
consumers feel about our 
brand and to get suggestions 
for our business.” 

~ Cathy Halligan, Chief 
Marketing Officer, 

Walmart.com 

 

Implement defined campaign and promotion analysis metrics. 
Currently, more than a third (35%) of Best-in-Class companies have 
defined campaign and promotion analysis metrics to track and 
measure such outcomes as increases in brand awareness and 
incremental sales lift. An additional 52% of Best-in-Class companies 
plan to adopt this capability in the future. The 52% of Best-in-Class 
companies that are planning to implement metrics designed to 
evaluate the success of marketing campaigns and promotions must 
accelerate the process. The fact that 83% of Best-in-Class 
companies are using social media and monitoring tools suggests that 
not enough of them are benchmarking the performance of their 
marketing campaigns. In many cases, measuring outcomes may be a 
matter of understanding the extent to which consumer-generated 
content is infiltrating search engine results, in what context, and 
whether the overall sentiment is positive or negative. It may also 
then mean making some defensible assumptions about the impact 
on buyer behavior and purchase decisions. 
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• Protect brand integrity by implementing an "early warning 
system." Surprisingly, 29% of Best-in-Class companies currently 
have no plans to incorporate an “early warning system” process 
that can help detect potential threats to their brands. Companies 
need to understand the value of social media monitoring and 
analysis in terms of protecting brand reputation and being able to 
identify harmful issues that may be looming on the horizon. Of 
course, the sooner a company is able to gauge a threat to its brand 
integrity and future profitability, the sooner it can take the 
necessary steps to counteract any negative publicity or consumer 
sentiment that may otherwise spiral out of control. 

Aberdeen Insights – Summary 

As control of a brand’s marketing messages—and, indeed, its very image—
continues to migrate from traditional media to social media, companies 
need to become increasingly adept at paying attention to how they're being 
perceived in the online world. And they need to be able to respond 
accordingly, based on the insights they glean, whether that means 
developing a new product that serves an unmet need, modifying an existing 
marketing message so that it better resonates in the marketplace or 
responding to a competitive threat. 

How can a company enhance, protect and troubleshoot its brand in an era 
of consumer control? As a proxy for understanding unmet consumer 
wants, needs, and motivations, consumer-generated content represents a 
new way to think about consumer understanding and a great stimulus for 
driving strategic action. It seems clear that brands can only survive by 
tuning into consumer attitudes and preferences, which today are being 
carried through the airwaves of social media in an overwhelming manner.  
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Appendix A:  
Research Methodology 

Between December 2007 and January 2008, Aberdeen examined the use, 
the experiences, and the intentions of more than 250 enterprises using 
social media monitoring and analysis solutions in a diverse set of enterprises. 

Study Focus 

Responding organizations 
completed an online survey 
that included questions 
designed to determine the 
following: 

√ How long the company has 
leveraged a social media 
monitoring solution and 
what budgetary plans exist 
for 2008 

√ The organizational 
capabilities in place to 
nurture technology 
adoption 

√ Current and planned use 
of key marketing 
technologies 

√ The benefits, if any, that 
have been derived from 
utilizing social media 
monitoring and analysis 
tools 

The study aimed to identify 
emerging best practices for 
social media monitoring 
solutions across several 
industries, and to provide a 
framework by which readers 
could assess their own 
management capabilities 

Aberdeen supplemented this online survey effort with telephone interviews 
with select survey respondents, gathering additional information on social 
media monitoring and analysis strategies, experiences, and results. 

Responding enterprises included the following: 

• Job title / function: The research sample included respondents with 
the following job titles: Senior Management / C-Level Executive 
(23%), Vice President (17%), Director (22%), Manager (22%), and 
Other (17%). 

• Industry: The research sample included respondents exclusively from 
a diverse set of industries, including, but not limited to, High Tech 
(31%), Publishing Media (22%), Retail (4%), Travel / Hospitality (4%), 
Consumer Package Goods (4%), and Education (4%). 

• Geography: The majority of respondents (81%) were from North 
America. Remaining respondents were from the EMEA market 
(13%), Asia / Pacific (5%) and South / Central America (2%). 

• Company size: Twenty percent (20%) of respondents were from 
large enterprises (annual revenues above US $1 billion); 22% were 
from midsize enterprises (annual revenues between $50 million and 
$1 billion); and 59% of respondents were from small businesses 
(annual revenues of $50 million or less). 

• Headcount: Forty-nine percent (49%) of respondents were from 
small enterprises (headcount between 1 and 99 employees); 20% 
were from midsize enterprises (headcount between 100 and 999 
employees); and 31% of respondents were from large businesses 
(headcount greater than 1,000 employees). 

Solution providers recognized as sponsors of this report were solicited after 
the fact and had no substantive influence on the direction of the benchmark 
report. Their sponsorship has made it possible for Aberdeen Group to 
make these findings available to readers at no charge. 
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Table 4: The PACE Framework Key 

Overview 
Aberdeen applies a methodology to benchmark research that evaluates the business pressures, actions, capabilities, and 
enablers (PACE) that indicate corporate behavior in specific business processes. These terms are defined as follows: 
Pressures — external forces that impact an organization’s market position, competitiveness, or business operations 
(e.g., economic, political and regulatory, technology, changing customer preferences, competitive) 
Actions — the strategic approaches that an organization takes in response to industry pressures (e.g., align the 
corporate business model to leverage industry opportunities, such as product / service strategy, target markets, financial 
strategy, go-to-market, and sales strategy) 
Capabilities — the business process competencies required to execute corporate strategy (e.g., skilled people, brand, 
market positioning, viable products / services, ecosystem partners, financing) 
Enablers — the key functionality of technology solutions required to support the organization’s enabling business 
practices (e.g., development platform, applications, network connectivity, user interface, training and support, partner 
interfaces, data cleansing, and management)  

Source: Aberdeen Group, January 2008 

Table 5: The Competitive Framework Key 

Overview 
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The Aberdeen Competitive Framework defines enterprises 
as falling into one of the following three levels of practices 
and performance: 
Best-in-Class (20%) — Practices that are the best 
currently being employed and are significantly superior to 
the Industry Average, and result in the top industry 
performance. 
Industry Average (50%) — Practices that represent the 
average or norm, and result in average industry 
performance. 
Laggards (30%) — Practices that are significantly behind 
the average of the industry, and result in below average 
performance. 

 
In the following categories: 
Process — What is the scope of process standardization? 
What is the efficiency and effectiveness of this process? 
Organization — How is your company currently 
organized to manage and optimize this particular process? 
Knowledge — What visibility do you have into key data 
and intelligence required to manage this process? 
Technology — What level of automation have you used 
to support this process? How is this automation integrated 
and aligned? 
Performance — What do you measure? How frequently? 
What’s your actual performance? 

Source: Aberdeen Group, January 2008 

Table 6: The Relationship Between PACE and the Competitive Framework 

PACE and the Competitive Framework – How They Interact 
Aberdeen research indicates that companies that identify the most influential pressures and take the most transformational 
and effective actions are most likely to achieve superior performance. The level of competitive performance that a 
company achieves is strongly determined by the PACE choices that they make and how well they execute those decisions. 

Source: Aberdeen Group, January 2008 
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Appendix B:  
Related Aberdeen Research 

Related Aberdeen research that forms a companion or reference to this 
report includes: 

• Social Media Becomes a Key Factor in the Quest for Return on Marketing 
Investment; December 2007 

• Measuring Marketing Performance: The BI Roadmap to Information 
Nirvana; October 2007 

• Demand Generation: Kick-Start your Business; September 2007 

• Data Management 2.0: Making Sense of Unstructured Data; July 2007 

• Precision Marketing Benchmark Report: How Top Performers 
Turbocharge Investments; September 2006 

Information on these and any other Aberdeen publications can be found at 
www.aberdeen.com.  
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