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Over 70% of the value of SN came 
from the Momentum Effect

Headline Finding



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.  

Over 70% of the value of SN came from the
Momentum Effect

Questions Around Value Creation



• Sales
– Awareness
– Positive Brand Perceptions 
– Purchase Intent
– Loyalty
– Advocacy

What is Value for a Brand?



Old vs. New Model of 
Brand Value Creation



Old model:
B2C

New model:
C2C1000 impression = $10

$10 CPM = $0.50 CPI

Old vs. New Model of Value Creation

Each interaction is an 
impression

Pass
Along

Influenced to visit 
community. Some 
pass along.

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

Pass 
along 
continues



C2C & 
The Momentum Effect



Adidas Example: Branded Download

Size = Incidence (# of people doing activity)

C2C & The Momentum Effect

“Each Interaction
is an Impression”

Visit Brand 
Custom 
Community
609,182/mo.

View/Download 
(in brand’s 
community) 
74,455/mo.

Receive 
Brand Pass 
Along 
35,000/mo.

Pass Along
37,511/mo.Use on 

Own Page
63,230/mo.

21.5 million/mo.*

View Download 
(on user’s page)

View Download (on user’s page)

*estimated based on impression projections



Rex’s Profile – before adidas Rex’s Profile – after adidas

Give Them a Reason to Talk About It



2. What are the right 
metrics to manage 
value creation?



B2C + C2C = 
Value Creation



Old vs. New Model of Value Creation

Old model:
B2C

Ad Impact 

+
B2C-Driven Custom 

Community View

New model:
+ C2C

C2C-Driven Custom 
Community View 

+
Momentum Effect



Over 70% of the value of SN came 
from the Momentum Effect

Headline Finding



B2C Value 
Creation

Marketing Evolution Analysis 
Framework

Advertising exposure
Analysis: (Pre/Post)

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

Site Profile exposure caused by pass along from another 
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.

C2C Value 
Creation



Value Created by SN Outpaces 
the Average for TV and Online

-

50,000

100,000

150,000

200,000

250,000

300,000

350,000

400,000

450,000

500,000

adidas EA Overall TV average Overall online average

Pe
op

le
 Im

pa
ct

ed
 p

er
 $

10
0,

00
0 

Sp
en

t

Momentum Effect

B2C Profile View

C2C Profile View

Advertising Effect

MySpace ROI:
Above Average

ROI:
Extraordinary

“Definitely Will Purchase”

Source: Marketing Evolution, April 2007
People Influenced per $100k
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Source: Marketing Evolution, April 2007
Total Number of Incremental People Influenced By MySpace

Purchase Intent
(Top Box)

Intent to 
Recommend
(Top 3 Box)

Avg. Brand Image 
Attributes

(Top 2 Box)
Total Unaided 

Awareness

Momentum Effect

B2C Profile View

C2C Profile View

Advertising Effect

Momentum Effect is Over Half of 
Value Creation*

*Exception is awareness. Advertising drives awareness

78% 70%
57% 54%

71%

98%



Advertising, Custom Community & Momentum 
Effect Are Interconnected

High

Low

IMPACT

EFFECTIVENESS
Low High

“Is a Brand I Love”
Momentum Effect
(+6 pts, 1.9 million people)

C2C Custom Community
(+23 pts, 23 thousand people)B2C Custom Community

(+9 pts, 21 thousand people)

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

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

Advertising
(+11 pts, 2.0 million people)



EngagementEngagement

Unlocking the Momentum Effect



Secret 1: Your Brand is a Persona



Secret 2: Give Them a Reason to Talk About It



Secret 3: Give the Consumer a Chance to 
Realize Their Dream/Fantasy 



Secret 3: Give the Consumer a Chance 
to Realize Their Dream/Fantasy 

The Guns Gordons and Lemonade

Never Heard Of It Finger on the Trigger



Implications: 
Rethink the Media Mix



Entry points to custom community

Featured profile 
link

MySpace search

External site 
search

Friend’s profile 
link

Referral or 
invitation

Corporate site 
link

MySpace 
advertisement

Self-directed

adidas soccer 
custom 

community

2. Add to friends

1. Visit/view 
custom 

community

3. Forward to friends

4. Add to group

5. Add to favorites

6. View player profiles

7. Download desktop(s)

8. Download profile pic(s)

9. Download skin(s)

10. Post comment(s)

11. Post to forum

Activities

12. Advocate on friends’ profiles

13. Advocate offline

14. Advocate at other sites

B2C

C2C

The Momentum Mix



Value to Brand

Central Theme: Engagement 

User Activities
“story-telling”

The Secrets of The Momentum Effect



What are the right metrics to 
manage value creation? 

How Do You Quantify The Value & ROI?



Not the number of friends
• Instead: B2C + C2C = Value Creation

– B2C 
• Ad Impact
• Custom Community Impact

– C2C
• Custom Community Impact
• Momentum Effect

Implications to Measurement



1. Focus on the Momentum Effect

2. Unlock the secrets of the Momentum Effect

3. Measure and optimize ROI and integration with 
offline strategies

Next Steps

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


