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Questions Around Value Creation

~  Over 709 of thevalue of SNcamefromrthe——
~ mentum
et ———
1. What is value...
— ...for brands?

And, how do social networks generate value for brands?

— ...for consumers?

2. What are the right model/metrics to summarize and
manage value creation?

3. What are the secrets to unlock the value created
from the Momentum Effect.
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What is Value for a Brand?

o Sales
— Awareness
— Positive Brand Perceptions
— Purchase Intent
— Loyalty
— Advocacy
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Old vs. New Model of Value Creation FRIENDING

Old model:

SAME BUDGET, BETTER RESULTS

New model:

C2C Each interaction is an
Impression

Influenced to visit )
community. Some N

pass along FESE
' along
rss OOOO@® N oIS
Along d

No community visit,
but positively
influenced. Some
pass along.




The Momentum Effect
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Adidas Example: Branded Download

C2C & The Momentum Effect

Visit Brand View/Download

Custom (in brand’s “Each Interaction

Community community) Is an Impression”

21.5

Use on
Own Page

‘ Size = Incidence (# of people doing activity)
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Give Them a Reason to Talk About It

Rex’s Profile — before adidas Rex’s Profile — after adidas

1 your extended network u&‘cﬁ

Keo's Latest Blog Entry [Subscribe to this Blog]

SRTILL -

[View All Blog Entries]

Alout n
Rex Briggs is the founder and CEQ of Marketing Evolution, a marketing research consulting firm with office]
in Mew York and California, and with clients in more than 20 countries around the world. Marketing

Evalution helps clients measure thelr marketing to improve effectiveness of their advertising and increase

vigw Hy: Pics | Videos ROI=in ather words, ta get mare for their money.

See below for Information en his newly published book.
Forward to Friend

Add tn Favorites

What St is thee anir book tha

Hy haw mark
hits fram analys

plaie
etf o e

ing and

Black Usier

Inatant Massage

o of over Sibillion

advortising war
warth of advertising.

Hank Uscr

Add to Lroup

MySpace URL:
TR/ . myspare, cam/ rexhriggs

* Briggs

What
Sticks

Decades ago it was ok to believe, as retail magnate John Wannamaker did
that “Half the maney | spend on advertising is wasted: the trouble is, | don't
know which half,~

Howayver, today the stakes are much higher as marketing thought-teaders Rex
griggs and Greg Stuart estimate that 5112 billion in advertising spending in
the U.5. alone s wasted, which is cutting deeply into company prafits.

Status: Married dased on proprietary research against 51 billion In advertising spending. Wwhat
Here fur: Netwaorking sticks uncovers beld new insights from the largest-ever global markating
et B Boroto Hils, €A research project amangst 30 Fortune 200 compantas, induding: Pro
Gamb Iohnson & Johmson, Kraft, McDonab
BUEITYE SIS sl B4 a0 compre anel solutions. oren
Zodiar Sign: | Virgo A Dol marketer, at any lovel, can guarantes teir
Children: Proud parent
Education: College yraduale

Oeropation:
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value creation?

MARKET]NG
€VOLUTION | ’

SAME BUDGET, BETTER RESULTS




B2C +

Value Creation
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Old vs. New Model of Value Creation

Old model:

Ad Impact
_|_

B2C-Driven Custom
Community View

N
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New model:

+ C2C

C2C-Driven Custom
Community View

+
Momentum Effect
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from the Momentum Effect
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Marketing Evolution Analysis

Framework

Advertising exposure
Analysis: (Pre/Post)

Site Profile exposure caused by advertising/ featured link
Analysis: (Pre/Post) Exposed/Control

C2C Value Site Profile exposure caused by pass along from another
Creation consumer
Analysis: (Pre/Post) Exposed/Control

Momentum Effect - WOM exposure to brand in MySpace

Analysis: MySpace user compared to non-MySpace user
over the same time period, controlling for demographic
differences.
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Value Created by SN Outpaces

the Average for TV and Online

500,000 ~
T 450,000 - “Definitely Will Purchase”
L 400,000 -
3
> 350,000 -
§ 300,000 R I:
& ) } .
5 Extraordinary
o 250,000 -
©
L 200,000 -
@
g— 150,000 -
@ 100,000 - MySpace ROI:
(@
S 50000 - - Above Average
* —
adidas Overall TV average Overall online average
. Momentum Effect
. B2C Profile View
MARKETING ’:;".'. @ C2C Profile View
EVOLUTTON ;{." ‘ Advertising Effect Source: Marketing Evolution, April 2007

People Influenced per $100k
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Momentum Effect i1s Over Half of
Value Creation*

Intent to Avg. Brand Image
Purchase Intent Recommend Attributes Total Unaided
Top Box Top 3 Box Top 2 Box
10,000,000 (Top ) (Top ) (Top ) Awareness
9,000,000 -
8,000,000 -
7,000,000 -+
6,000,000 -
5,000,000 -
98%
4,000,000 -
3,000,000 - 0 0
2,000,000 - 78% 70% 71%
(0)
1,000,000 57% 54% -
adidas EA adidas adidas EA adidas EA
. Momentum Effect
. B2C Profile View
=" i i Source: Marketing Evolution, April 2007
MARKETING f); ‘ S Hrells Wie Total Number of Incremental People Influenced By MySpace
e‘[/glll‘qu’mO”N J ‘ Advertising Effect *Exception is awareness. Advertising drives awareness
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Advertising, Custom Community & Momentum
Effect Are Interconnected

“Is aBrand | Love”

Momentum Effect RIS .
* ofs, 1.9 miljon peopl (+11 pts, 2.0 million people)

Though Custom
Community reach is
relatively low when
compared to The
Momentum Effect and
Advertising, as the
source of pass along
brand elements, itis a
catalyst for The
Momentum Effect.

IMPACT

C2C Cusfom Community
B2C Cystom Community (+23 pts, p3 thousand people)
Low (+9 pts| 21 thousand people)
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Unlocking the

Engagement




Secret 1: Your Brand is a Persona

IJm ;
[{ F50)

ARE YOU PREDATOR?

FREDATOR FRIENDS: 15728
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Secret 2: Give Them a Reason to Talk About It

/] fa CHOOSE YOUR SIDE
-y

T

4 AREYOU PREDATOR?

PRFDATOR FRIFMDS: 475

See the new Mexico Futbol MySpace
R page, and catch the team on their
sihare. N 2007 US tour.

Visit myspace.com/mexicofutbol »
A Spanish language site.

P

Dfficial Dutfitter
Federacion Mexicana de Fithol Association
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Secret 3: Give the Consumer a Chance to
Realize Their Dream/Fantasy

[ YOUR BAND COULD WIN
FjT {OVIRGIN RECORDS DEMO
RECORDING CONTRACT!

0 ENTER, LISTEN

P 7 el ANp RANK SONGS NOW »

Ty
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Secret 3: Give the Consumer a Chance

FRIENDING

to Realize Their Dream/Fantasy

Never Heard Of It Flnger on the Trlgger

MARKETIN
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The Guns Gordons and Lemonade




Rethink the Media Mix
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The Momentum Mix

Featured profile
link

MySpace
advertisement

Corporate site
link

MySpace search

External site
search

Friend’s profile
link

Referral or
invitation

Self-directed

)
3
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Entry points to custom community

'EVER EMNDINGFRIENDING

Add to friends

Forward to friends

Add to group

Add to favorites

View player profiles

custom

y

adidas soccer

Download desktop(s)

community

ORI N[|@||T||P]||P]|™

Download skin(s)

10. Post comment(s)

1. Visit/view

custom
community

/’

11. Post to forum

12. Advocate on friends’ profiles

13. Advocate offline

14. Advocate at other sites

Activities

Download profile pic(s)
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The Secrets of The Momentum Effect

Central Theme: Engagement

User Activitie{%vmw to Brand

“story-telling” B
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How Do You Quantify The Value & ROI?
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Implications to Measurement

Not the number of friends
e |nstead: B2C + C2C = Value Creation

—-B2C

e Ad Impact
e Custom Community Impact

—-C2C

e Custom Community Impact
 Momentum Effect
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Next Steps

1. Focus on the Momentum Effect
2. Unlock the secrets of the Momentum Effect

3. Measure and optimize ROI and integration with
offline strategies

MARKETING 73 Rex Briggs, 916-933-7536
E€VOLUTION 2 rex@marketingevolution.com




Rex Briggs, 916-933-7536
rex@marketingevolution.com
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