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Benchmarking	
You	Can	Bank	On		



Strategy	

	
Segmenta5on	
Targe5ng	
Posi5oning	
Product	
	
	
	

	
		

	
	

Tac5cs	
	
Social	Channel	
Content	Format	
Ad	Format	
	
	
	
	

	
		

	
	

Crea5ve	

	
Copy/Voice	
Images	
Video	
	
	
	
	

	
		

	
	

Sta5s5cs	
	
Not	Enough	Data	
Bad	Experiment	Design	
Video	
Correla5on	vs	Cause	
	
	
	
When	you’re	wrong,	you	don’t	
don’t	know	it.	
	
	

OR	

Real	problems	that	we	need	to	test	 Data	problems	

	Business	Problems	vs	Data	Problems	



	Social	Intelligence:	An	EvoluAon	



Unreliable	Despite:	
	
Emojis	
Facebook	Reac5ons	
TwiNer	GIFs	
Bitmoji	
	

Why?		
Phenominal	Cosmic	Algorithms	
INy	BiNy	TwiNer	Text	
	
OpportuniAes		
Review	Websites	
Machine	Learning	
Emo5on/Categoriza5on	
	
	
	

	 		
	
	

You	HAVE	to	Audit	for	SenAment	and	Relevance	



Brand	 NegaAve	 Neutral	 PosiAve	 Total	Volume	

Wells	Fargo	 14%	 74%	 12%	 291,939	

Bank	of	America	 12%	 63%	 25%	 135,758	

CiA	 14%	 77%	 9%	 215,635	

Chase	 6%	 81%	 13%	 14,194	

US	Bank	 10%	 75%	 16%	 48,950	

PNC	 5%	 88%	 6%	 71,776	

FiYh	Third	 10%	 80%	 9%	 304,170	

Challenges	
	
Neutral	men5ons	have	the	most	volume,	
but	can		vary	greatly	from	month	to	month.		
This	makes	month-to-month	comparisons	
tough	
	
ShiYs	in	neutral	menAons	have	significant,		
unintended	affects	on	posiAve	and	negaAve	
senAment.	
	
Share	of	Voice	is	too	general	to	be	
acAonable.	
	
	
	

	 		
	
	

	Brand	Benchmarks:	SenAment	and	Share	of	Voice	



Using	Net	Sen5ment	
	
The	power	of	raAos.	Improves	‘readability’	
and	comparability	over	Ame.	
	
Calculate	senAment	on	a	scale	of	-5.	to	+5,	
excluding	menAons	with	neutral	senAment.		
	
	
Calcula5ons	
	
			difference	=	posiAve	-	negaAve		
			sum	=	posiAve	+	negaAve		
	
net	senAment	=	(difference	/	sum)*5	
	
	

	 		
	
	

Brand	 NegaAve	 PosiAve	 Total	Volume	 SOV	 Net	SenAment	

Bank of America 13.65% 14.33% 84,987 25% 0.12 

Wells Fargo 11.93% 8.09% 83,260 24% -0.96 

Citibank 10.44% 8.17% 75,163 22% -0.61 

Chase 10.60% 38.37% 55,602 16% 2.84 

U.S. Bank 3.52% 2.47% 28,803 8% 2.13 

PNC 12.05% 12.95% 12,718 4% 0.18 

Fifth Third 4.22% 9.47% 4,455 1% 1.92 

	Brand	SenAment:	Don’t	work	without	a	‘net’	



Unique	Authors	
	
1,645	posi5ve	from	1,364	authors	(	1.2	posts/author)	
1,233	nega5ve	from	985	authors	(	1.25	posts/author)	
	
Unadjusted	Net	Sen5ment:	+2.13	
Adjusted	Net	Sen5ment:			+.72	
	
Adjusted/Unique	Net	Sen5ment:		-.002		
	
-	Removes	'Loudness'	of	serial/duplicate	posters	
-		IdenAfies	detractor	strength	(1.25)	
-		IdenAfies	promoter	strength	(1.2)	
-		Easily	calculated 		
	
	

EXCEL	FORMULA	FOR	IDENTIFYING	UNIQUE	AUTHORS	
=SUM(IF(FREQUENCY(MATCH(begin:end,begin:end,0),	
MATCH(begin:end,begin:end,0))>0,1))	

	Brand	SenAment:	Adjust	for	‘Loudness’		



Audi5ng	Considera5ons	
	
Audi5ng	=	Accuracy.	You	need	to	audit	(verify	
and	adjust)	senAment	for	all	brand	menAons.			
	
Unadjusted,	totals	were:	10%	posiAve	and		3%	
negaAve		(net	senAment	+2.6)	
	
Social	data	to	the	leY	has	an	adjusted		net	
senAment	of	-0.7	
	
A	difference	of	3.1	points	
	
Retain	Original	Sen5ment	Scores	for	
Compe55ve	Benchmarking	
	
	
	

	 		
	
	

	Brand	SenAment:	The	Impact	of	AudiAng	



Sen5ment	by	Categories	
	
Advocacy	
161	menAons,	32	negaAve,	1	posiAve	
	
Customer	Service		
379	menAons,	152	negaAve,	23	posiAve	
	
Product		
2511	menAons,	248	negaAve,	115	posiAve	
	
What	else	maners	for	your	company	
	
	

	 		
	
	

	Brand	SenAment:	Tags	and	Categories	



	Content:	Content	Mix	



	Content:	Content	Mix	
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	Content:	Content	Engagement	



	Content:	Linking	Strategies	



Online	review	sites	are	examples	of	NPS	in	acAon	—	but	
with	a	5-point	raAng	scale.		This	means	customers	raAng	
a	company	1-3	are	detractors.	Customers	that	provide	a	
4-star	raAng	are	passives.	And,	only	customers	that	
provide	a	5-star	raAng	are	promoters.	
	
A	company	can	calculate	its		‘NPS-equivalency’	score	for	
online	review	sites	by	subtracAng	the	percentage	of	1-3	
star	reviews	from	the	percentage	of	5-star	reviews	for	
the	most	recent	six	month	period.			
	
The	result	w/be	a	value	between	-100	(all	reviews	during	
the	Ame	period	were	3	or	less)	and	+100	(all	reviews	
during	the	Ame	period	were	5	stars).	
	
45-43=	+2	(based	on	last	six	months)	

	Review	Sites:	Reliable	Relevance	&	SenAment	


