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D A T A

This quarter, we focused on a tale of two terms: Big Data and Dark Social. Big Data is still a source 
of anxiety for many companies who are eagerly trying to determine the best way to collect AND 

interpret it. Dark Social on the other hand is not only still relatively unknown, but powerful enough 
to revolutionize how marketers measure the return on social marketing.

Although data is absolutely critical to defining, 

establishing and optimizing ROI, many companies 

find that they are often a day late and potentially a 

few million dollars short. Marketers need to focus on 

eliminating silos, data quality and establishing real-time 

insights in order to create or keep a competitive edge.

“

SHAWN DOUGLASS  
President, Big Data & Analytics 
Chief Technology Officer 
Unified 
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The Marketing Industry Has a Big Data Problem

T he explosive growth in social media has 
forever changed the way marketers do 
business. We live in a world where social is 

integrated everywhere — TV, mobile, digital, print, 
live events and more — serving as a driving force 
for human interaction. There are more than 1.7 
billion active users across Facebook, Twitter and 
LinkedIn who generate 4.5 billion “Likes” and 400 
million tweets every day. In social, the experience 
is always on, and across every device. Facebook 
claims more than one billion monthly active users 
through mobile devices alone, and Twitter has 500 
million people coming to the site each month to 
check out profiles or individual tweets.

These numbers will continue to climb with 
each new wave of products, and as other social 
networks with critical mass open their platforms 
for paid, owned and earned marketing campaigns.

That’s a lot of data. Data that brands should be 
able to leverage to inform their future social 
marketing efforts. Sadly, despite the fact that big 
data has unlocked tremendous value for so many 
industries around the world, brand marketers are 
being left behind.

Marketing campaigns are still being executed in 
silos. Excel remains the most commonly used 
platform for analysis and reporting, but such 
reporting is generally confined to the campaign 
level. Brand managers can’t roll up campaign 
reporting to the brand level, and CMOs can’t roll 
up brand results to the corporate level. Incredibly 
sensitive information driven from millions of 
dollars in media campaigns is even passed around 
via email and on USB drives, without regard for 
corporate security.

Marketing technology vendors aren’t stepping up 
to innovate in this space. Industry giants are trying 
to swallow a mishmash of technology they’ve 
come to possess via acquisition, and startups have 

“technology” that masks legacy, people-driven 
processes.

In a world that will see marketing leaders spend 
more than $100 billion by 2019 on search, display, 
social, and email marketing — a figure that 
surpasses broadcast and cable television spend 

— the lack of secure social data measurement, 
reporting, ownership, and portability is doing real 
harm to the Fortune 500 and their partners on 
Madison Avenue.

by Shawn Douglass
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These are big problems, but they can be solved. 
The same tools that scientists have used to 
manage and analyze huge data sets while mapping 
genomes, performing complex physics simulations, 
and biological research, can be adapted to deliver 
CMOs what they really need: Accurate analysis of 
how their marketing campaigns are performing, 
and total ownership of their social marketing data.

Industry giants are taking notice and making some 
inroads to drive value. For example, last month, IBM 
and Twitter announced a wide-ranging partnership 
to provide IBM customers with access to the 
Twitter firehose. Still, as Chris Moody, Twitter’s vice 

president of data 
strategy, notes in 
Fortune: “Our data 
is useful, we need 
someone to come 
along and build 
value on top of it 
and combine it with 
other data sources.” 
In a world that 
markets across 
Facebook, Twitter 
and LinkedIn — 
while coordinating 
social with TV 

advertising and maintaining search, display, and 
online video simultaneously — that’s true for every 
player.

Big data platforms can perform sophisticated 
analysis in real time. Advanced data science 
applications provide predictive modeling, scenario 

analyses, statistical modeling for marketing 
planning, and more. Delivering real-time insights 
allows marketers to make better decisions 
and act on the newest and best information to 
improve their future efforts. Some 84 percent of 
enterprises see big data analytics changing their 
industries’ competitive landscapes in the next year 

– it is obvious that those who embrace big data and
analytics will gain a competitive edge, while those
that don’t will see their market positions slip as
they fail to compete. Simply look at the impact of
big data and analytics on the financial markets that
embraced this change and grew their businesses
as compared to those who became extinct. The
marketing industry needs to embrace change.

Re/code’s readers are at the forefront of technology
innovation. The team at Unified is leading the
charge to bring big data and analytics to the CMO’s
office. If you’d like to know more about how big
data will change the face of the marketing industry
in 2015, let’s start talking.
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Dark Social is Marketing’s Little-Known Secret of 
Unmeasured ROI

W e hate to break it to you, but it’s likely that your social media posts and digital content have been 
seeing other people. The truth of the matter is, most measurement excludes multiple generations 
of activity that your content creates. Plus, measurement systems miss out on what’s known as Dark 

Social - copy & paste sharing through emails, IMs, chats and text messages. This downstream engagement 
and Dark Social sharing occurs due to viral activity and often leads to unmeasured conversions and revenue.

Defining Dark Social
Surely by now you must be shocked, and we 
understand completely. Here’s the great news: Not 
only can multi-generational and Dark Social activity 
be tracked, but it can tie real ROI to your content. 
But before we can get into the “how,” let’s start with 
the “what”. As in, what is the difference between first 
generational and multi-generational engagement 
anyway? And what is Dark Social?

As the term suggests, first generation activity is 
comprised of the clicks, shares, conversions and 
revenue directly resulting from when content is 
originally published. Multi-generation activity 
on the other hand, is subsequent clicks, shares, 
conversions and revenue from the viral impact of the 
content. Dark Social represents the sharing across 

all generations, which is not tracked by analytics 
programs, or the social networks themselves. This 
is often the preferred way people share content, 
including when they copy and paste links into emails, 
chats and social posts.

Bridging the Generation Gap
Social media offers brands an almost overwhelming 
variety of choices when it comes to prioritizing the 
channels and content types that align with business 
objectives. Twitter, Facebook, Instagram, Pinterest, 
mobile, video—the list seems like a neverending skip 
down a yellow brick road. So what’s a marketer to 
do if they want to understand which of these actions 
are most effective, which stimulate viral activity and 
which contribute to their bottom line? Let’s take a 
moment to talk numbers and real world examples.

October 1st
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Multi-generational audiences can have as much as 
twice the conversion rate.

As much as 34% of the revenue for em michelle 
phan by L’Oreal USA was as a result of multi-
generational and Dark Social engagement.

The effectiveness of a social marketing channel 
can vary between audience generations. For 
the same L’Oreal USA campaign, we found that 
Facebook and Instagram were great at driving 
first generational engagement, while YouTube was 
great at driving multi-generational engagement.

While social buttons are prevalent online, quite a 
few people prefer to share via other methods. In 
fact, as much as 60% or more of sharing activity 
occurs from users copying and pasting URLs.

A New Frontier For Brands
The bottom line is that not only does multi-generational engagement exist in a big way for brands, but the 
implications of accurately measuring it alongside Dark Social activity is critical for marketers. So much so that 
it’s not only about your return on investment, but also your return on content.

Dark Social is Marketing’s Little-Known Secret of Unmeasured ROI | Q4 2014 7© 2015 Unified 
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A U D I E N C E

The key to reaching consumers is customization, and you cannot customize if you don’t understand 
the habits, interests and preferences of your customers. Here, we highlight how you can reach 

post-millennials, affluent Facebookers, families sharing a meal, and jetsetters on the go.

Sometimes we forget that audiences are more than just 

numbers in a dashboard. These are actual people raising 

their hands, asking to interact with your brand. Social 

provides an unprecedented channel to grow audiences, 

and learn directly from them.

“

RICK MARTIRA
VP, Marketing & Strategy 
Unified 

A U D I E N C E



How Post-Millennials Can Be 
Reached On Social Media

AND
UNDERAGE

OVER-CONNECTED

Who Are They?
Post-Millennials are generally thought of as born 
during or after 1995 (think pop-singers Lorde & 
Austin Mahone) and are growing fast. Poised to 
become the next massive population, they’ve 
already surpassed Millennials in size, making up 
over a quarter of the U.S. population according to 
a recent study¹.

What Do I Need To Know About Them?
This generation is more diverse, tech-savvy, driven 
and socially conscious than you and me. Here are six 
interesting differentiators that brands should know.

W hile Millennials have been and are still the ‘shiny new 
audience’ for marketers to target, Post-Millennials (aka Gen 
Z aka iGen) should be definitely be on your radar. Why? Well, 

for one, they have an estimated $44 billion in collective discretionary 
income — now that’s a whole lot of video games, backpacks and Oreos.

Underage and Overconnected: How Post-Millenials Can Be Reached on Social Media | Q4 201410 © 2015 Unified



They
are...

Moms report that they listen to their kids 
for household purchases, especially when it 
comes to toys, entertainment, apparel and 
food choices. 

$16.90 per week goes a long way, as this group 
makes an average of 29.3 shopping trips a year. 
They love to buy clothing, accessories and sports 
equipment online and spend as much as $1,069 
on fashion annually².

Preferring to communicate visually over textually, this 
generation will use pictures, videos and emoticons 
to relay messages. They are living at a time where 
3D images, 360 degree photography and high speed 
video is the norm. 

70% want to start their own businesses, many of which 
are related to social causes. They want to be a part 
of important conversations that impact the way the 
world does business and tackles global issues. 

Forget about just tweeting while watching 
TV. Gen Zers are on as many as FIVE screens 
in a given day (we’ll wait while you try to 
even think of five). Let’s just say, they can 
update their status on their phone, watch 
the Teen Choice Awards, play Assassin’s 
Creed, research homework on their laptop 
and read a textbook assignment they 
downloaded to their iPad within a 24 hour 
period. 41% also spend more than 3 hours 
a day on their computers for non-school 
related activities and suffer from FOMO 
(the Fear Of Missing Out). 

Thanks in part to a 400% increase in 
multiracial marriages, Post-Millennials 
are more diverse than ever and the U.S. 
has seen a 50% increase in multiracial 
youth since 2000. When it comes to 
gender, traditional roles are blurred, 
giving both boys and girls the ability to 
explore new opportunities that were 
previously unaccepted. 

3
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STATIC PAGES ARE PASSE
Make sure they have something interesting to talk about 
around the dinner table by making your campaigns 
interactive and media rich. With an 8 second attention 
span, this generation needs more stimulation and 
responds to opportunities where they can provide their 
input. If you build it (the right campaign that is), they will 
share with family, friends and the socialverse. 

PROMOTE SOCIALLY CONSCIOUS PRODUCT LINES 
Post-Millennials care about the issues. With 80% of this 
population knowledgeable about man’s impact on the 
planet, advertising earth-friendly products or cause 
marketing campaigns may be particularly effective. 

PHOTO AND VIDEO POSTS ONLY 
Marketers should stay away from 
text posts and opt for more visually 
engaging features such as Twitter 
video cards, Facebook video 
autoplay or Instagram time lapses. 
Additionally, using retargeting 
strategies for the users that have 
previously viewed your videos is key 
to sustaining ongoing engagement. 

INCORPORATE 
ENTERTAINMENT 

Besides fashion, this group is 
willing to drop money on their 

favorite entertainment. Consider 
utilizing celebrities in creative, 

sponsoring concerts or offering 
exclusive content to pique their 

interest and establish your 
brand as a tastemaker. 

YOU CAN NEVER BE ON TOO MANY DEVICES 
Don’t limit your campaigns to a single screen 
but rather incorporate multi-device targeting 

(especially for iDevices as 67% own iPhones 
and 54% own iPads) into your social marketing. 
Brands should also align mobile with television 

programming, advertisements and overall social 
presence with Twitter TV targeting. 

REFLECT THEIR DIVERSITY IN ADS 
When developing creative, make sure that you 

reflect the racial and cultural diversity of this 
generation so that they can better relate to your 

brand. Stay away from strict traditional gender 
roles and encourage the notion that they can 

make a difference no matter their identity. 

How Does This Translate to Social Marketing?
With over 81% of Post-Millennials actively using social media, brands have a 
huge opportunity to connect with this audience via social networks.

Underage and Overconnected: How Post-Millenials Can Be Reached on Social Media | Q4 2014
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A U D I E N C E

A ffluent consumers know the unbridled joy of receiving a W-2 with earnings worth $100K or more at the 
end of the year. They may not be a particularly large group, but what they don’t have in size, they more 
than make up for in cash flow. With 15.6MM moneyed fans on Facebook, brands who look to engage 

this group may be interested to learn the following things about them*:

56.1% are female
They are also 82.6% more likely to be 
working women.

They are less interested in reality television.
They are 37.2% less likely to be interested in 
reality television.

Their average age is 41.7 years old
In fact, they are 61.0% more likely to be 
Baby Boomers.

They are in the education and
healthcare industries.
They are 50.6% more likely to work in education, 
and 35.2% more likely to work in healthcare.

They are equally as likely to have children as 
they are to not have children.
33.3% report having children at home, while 
32.1% say they do not.

They are avid alcohol buyers, and purchase more 
groceries than the general Facebook population, 
whether it’s fresh, frozen or packaged.
They are 143.6% more likely to be top spenders 
in the grocery store. These consumers are also 
90.2% more likely to buy beer, 119.7% more likely 
to buy spirits, and 168.4% more likely to buy wine.

1

4
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Of course, there are many aspects of this 
consumer’s interests and behavior that can lead 
to better results for brands, which may vary 
depending on what social network you are using. 
However for those looking to target the upper 
crust on Facebook, try these tips to increase 
overall ROI for your campaigns.

*All figures that state that they are more likely to fit a category 
should be read as “affluent Facebook users are more likely to 
xyz than the general Facebook population.”

Six Figure Fans
6 Things You May Not Know About The Affluent U.S. Facebook Consumer

October 23rd

Six Figure Fans: 6 Things You May Not Know About The Affluent U.S. Facebook Consumer | Q4 2014

Tip: In your targeting criteria, consider including 
the 45+ age group. Also, unlike the post-millennial 
generation, this group has no idea what ratchet 
means, so keep messaging more traditional.

Tip:  Remember to leverage professional targeting. 
Utilize high profile title (VPs and C Level) and 
industry targeting (Education and Healthcare) to 
maximize reach among this group.

Tip:  Don’t assume that this consumer has children 
in the household. If you are looking to target 
affluent parents, target them by using partner 
categories or behaviors that pre-qualify them as 
users with children.

Tip:  Alcohol brands should create custom 
messaging around premium lines that this group 
would find more appealing. Grocery brands and 
retailers shouldn’t count this consumer out— in 
fact, they may be the “lowest hanging fruit” among 
audience segments.

Tip: Content should be female-friendly, and brands 
may want to think about experimenting with 
campaigns designed to entice working women.

Tip: When incorporating entertainment, consider 
going with comedy or thriller genres as opposed 
to reality. Also be sure to keep on top of audience 
retention by utilizing Facebook’s new video 
enhancements.

13© 2015 Unified 
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Just like a good holiday feast, effective mealtime marketing requires companies to 
combine the right insights and tactics to get all family members salivating to buy their 
brands in the grocery store.

November 13th

We Are What We Tweet

We Are What We Tweet | Q4 201414 © 2015 Unified 
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Travel Industry Takes Off, Bringing New Opportunities On Social | Q4 201416 © 2015 Unified
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In social marketing, strategy can be a loaded word. In this issue, we present a variety of 
topics, including a guide for display marketers entering the world of social advertising, 
a look at Facebook video enhancements, holiday campaign techniques and actionable 

tactics for the automotive industry.

We urge marketers to shift their social campaigns away 

from more traditional digital strategies to focus on 

what makes social marketing powerful and unique: the 

unprecedented availability of data, the ability to reach any 

target audience at scale, and real-time event synergies.

“

KELLIE SAKEY
Associate Director, Marketing Strategy 
& Sales Operations
Unified
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SOCIAL MEDIA

10 Concepts From Display Advertising That You May Think 
Are Interchangeable With Social, But Aren’t Entirely

ADVERTISER’S
DISPLAY

GUIDE
to

MARKETING



You’re a display advertising dynamo. In fact, you and IAB ad units go together 
like clicks and cookies. You get the best CPMs and everyone knows it. Now your 
executive team wants you to incorporate social media into your plan for ultimate 
digital domination. Easy peasy—you already know everything you need to know 
from display right? Well, not quite.

As social media advertising continues to increase its piece of the marketing 
budget pie, many display marketers are finding themselves trying to make sense 
of a constantly changing and complex industry. But not to worry, if you are new to 
social strategy, we’ve put together a short guide to help you navigate some of the 
key differences.

December 4th

BACK TO BASICS

The Display Advertiser’s Guide to
Social Media Marketing

S T R A T E G Y

CONCEPT / 
TOPIC

DISPLAY 
ADVERTISING

SOCIAL MEDIA 
ADVERTISING EXTRA CREDIT

Programmatic 
Ad Platforms

Demand Side 
Platforms (DSP)

Facebook PMDs 
(Preferred Marketing 
Developers), Twitter 
MPPs (Marketing 
Platform Partners), 
LinkedIn SUPs 
(Sponsored Update 
Partners)

In both social media and display, 
programmatic ad platforms 
utilize a bidding system to win 
inventory for advertisers. Both 
systems leverage real-time 
bidding, but the inventory 
sources differ between the two.

Frequency Can often be 
capped by the 
advertiser

Is capped by the social 
networks

Frequency refers to the number 
of times an individual user sees 
your post within a 24-hour period. 
If you are looking for the ability 
to cap frequency, Facebook is the 
only network currently offering 
this as an option.

The Display Advertisers Guide to Social Media Marketing | Q4 201420 © 2015 Unified 



CONCEPT / 
TOPIC

DISPLAY 
ADVERTISING

SOCIAL MEDIA 
ADVERTISING EXTRA CREDIT

Ad Sizes Creative must 
follow IAB 
standardized 
sizes (e.g. 728x90, 
300x250, 160x600, 
etc.)

Is capped by the social 
networks

Advertisers should be careful to 
not repurpose banner creative 
in social. Social content should 
abide by certain requirements 
set by each network (e.g. text to 
image ratios, etc.)

Refreshing 
Creative

Less frequent More frequent Brands will need to freshen 
campaigns much more often on 
social because users consume 
content at a higher rate.

Video Units 
(Most Used)

Pre-roll Video posts While many options are available 
for both display and social, the 
main difference is the fact that for 
social, video IS the content versus 
in display where video PRECEDES 
the content.

Rich Media The ad unit (e.g. 
interstitials, 
takeovers, 
expandable units) 
expands to reveal 
a Rich Media 
environment.

Rich media options 
are live within the 
post (e.g. interactive 
Twitter cards, 
Facebook autoplay 
posts, etc.)

Social networks are very 
conscious of user satisfaction 
and want to make sure that ads 
fit seamlessly into the overall 
experience. Marketers who are 
interested in interactive social 
advertising should be sure to 
keep up with the latest and 
greatest options available. Often 
PMDs/MPPs/SUPs get early 
access to these features.

Share of Voice Typically defined 
as the share of 
impressions an 
advertiser receives 
in relation to the 
inventory on the 
page.

Often thought of an 
advertiser’s share of 
audience (the rough 
percentage of people 
you will reach).

Social media is less about 
impressions and more about 
audience reached. Be careful not 
to apply your display SOV goals to 
social campaigns, as it won’t be 
applicable.

The Display Advertisers Guide to Social Media Marketing | Q4 2014 21© 2015 Unified



Now that we’ve covered some of the fundamental differences, let’s look at what 
social adds to the advertising equation.

TARGE TING
Targeting potential consumers 
in display is mainly executed by 
advertisers leveraging cookies 

stored in the user’s browser. Social 
media can tap into cookie targeting 
and also offers additional options 
powered by social data including 
behaviors, interests, applications 

and more.

AUDIENCE ACQUISITION
The number of audience acquisition 
conversion types that can be applied 

is larger for social campaigns. In 
addition to standard conversions such 
as lead generation, order completions 

or newsletter sign ups, social offers 
additional acquisition options 

including Facebook page likes, Twitter 
followers or LinkedIn followers.

CONVER SION AT TRIBUTION
Virality is at the core of social media, and consequently, this can 

make measuring ROI a bit trickier on these platforms. While 
it’s possible to have some sharing activity with display ads, 

consumption tends to largely be limited to the users that see 
the ads directly (1st generational activity). In contrast, social also 

widely consists of Dark Social engagement and multi-generational 
activity, such as when users copy and paste links instead of using 
share buttons. This must be taken into account in order to better 

measure the reach and impact of campaigns.

DISPLAY ADVERTISING, AMPLIFIED

The Display Advertisers Guide to Social Media Marketing | Q4 201422 © 2015 Unified 



Ah, Thanksgiving. The time of year when pants get a lot tighter and wallets get a 
lot looser. It is also the season when brands hope to captivate 30% of shoppers who 
plan to spend half of their overall holiday shopping budget between November 28 
and December 1. With as much as 40% of total revenue at stake, companies need to 
optimize their social marketing strategies to get the biggest returns this year.

October 29th

Your Social Marketing Strategy Should Be Different 
For Black Friday Vs. Cyber Monday 

S T R A T E G Y
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With over 1 billion (yes, that’s an “illion” with a “b”) video views on Facebook¹ 
each and every day around the globe, the social behemoth has been 
fine-tuning their product offering throughout the year. Just in the last few 

months alone we’ve seen six major enhancements, two of which are still in their 
infancy as they continue to be rolled out over time.

Now Playing
With as many as 93% of brands reporting that they use video in their marketing 
campaigns², many have already been taking advantage of features already released. 
Here’s a quick recap of what they are:

MORE MEASUREMENT 
Video views, duration, completion rate and CPV 
(cost per view) can all be tracked.

AUTO OPTIMIZATION 
Ads are shown to users who are most likely to 
view videos (across devices and audiences).

CALL TO ACTION BUTTONS 
After the video, a button will appear (Shop Now, 
Book Now, Learn More, Sign Up, Download or 
Watch More) to encourage conversions.

VIDEO RETARGETING 
Brands can elongate storylines and multi-
video engagement by retargeting users who’ve 
already watched at least one of their videos in 
the past.

October 8th

#uSocialStudies

These Are Facebook’s New Video Enhancements, And 
Here’s How You Can Benefit

S T R A T E G Y
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Coming Attractions
Of course, Facebook didn’t stop there. With video ads 
estimated to grow to become 15% of the digital advertising 
market by 2017³, The ‘Book is well aware of how lucrative 
it can be to make their capabilities worthwhile to 
marketers like you and edge out key competitors 
like YouTube. That said, there are two 
additional enhancements that have just 
begun to be made available to select areas:

VIDEO VIEW COUNTS 
All public videos (from people and pages) will 
show how many views they have received, 
which will aid content discovery and add a 
new success metric for marketers.

AUTO PLAY 
Videos will automatically play in News 
Feeds, but will only be counted as a view 
after 3 seconds (consistent with the industry 
standard). Users have the option to unmute 
the sound by clicking a button, or expand the 
player to a full screen view.

Since the introduction of Auto Play, Unified 
has seen over a 90% decrease in CPV for 
some clients. This is good news of course, but 
the really great news is that we’ve also seen a 
drop of more than 80% in CP Completed Views 
(cost per completed view, when users watch the 
entire video)—slow clap for Facebook.

HOW

CAN
BENEFIT

These Are Facebook’s New Video Enhancements, And Here’s How You Can Benefit | Q4 201426 © 2015 Unified 



The Reviews Are In For Marketers
In order for brands to fully capitalize on their Facebook 

video campaigns, there are a few best practices that 
should be considered:

USE FACEBOOK NATIVE VIDEO 
Using native videos not only offers a better 

user experience for your fans, but these new 
features (View Counts and Auto Play) and 

metrics are only available for media uploaded 
directly to Facebook. Embedding a video 

from another player or driving users off-site 
to watch may be counterproductive, due to 
lost data and valuable insight into audience 

behavior.

TEST, LEARN AND TEST AGAIN 
Keeping on top of audience retention for your 

videos indicates how engaged users actually 
are with your content. These new metrics can 

help pinpoint what type of creative, themes 
or music best resonates with your fans. Side 
note- for best results, your video should be 

15-30 seconds long.

MEASURE ACROSS DEVICES 
Although there are some great 

enhancements to work with here, you may 
want to consider incorporating 3rd party 

measurement to see a complete picture of both 
your online and mobile audiences. This will enable you 

to ensure your message is reaching the right people 
wherever they log on to maximize ROI.

HOW
YOU

BENEFIT
These Are Facebook’s New Video Enhancements, And Here’s How You Can Benefit | Q4 2014 27
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• Ford ranked high in Facebook
engagement market share
AND engagement per 1K fans,
demonstrating their continued
leadership position both online
and offline.

• The South Atlantic presents
an interesting opportunity for
Toyota. Utilizing Facebook video
enhancements and mobile targeting,
there is potential for the brand
to move the dial on their position
offline in one of the nation’s largest
truck markets.

• While Nissan had low engagement
market share, the company had
over 10,000 more engagements
per 1K fans than the #2 brand in
the category. Should Nissan work
on increasing market share on
Facebook, there may be a huge
opportunity to drive fans into
dealerships.

• During the post period we analyzed,
there were very few offers to drive
traffic into dealerships. Given that
78% of Facebook users are mobile,
automakers have a chance to catch
potential buyers while they are
already out of their homes.

Here are a few other highlights:

S T R A T E G Y

S econd only to baseball and apple pie, pickup trucks have long since been a 
symbol of American culture. And with over 8.3MM trucks sold in the U.S. last 
year alone, consumers show no signs of giving up their obsession with their 

favorite vehicle. However, with billions of dollars at stake for the nation’s largest 
automakers, we wondered if social media could produce new opportunities for 
brands to gas up sales. As it turned out, the company with the highest engagement 
(e.g. shares, likes and comments) market share on Facebook just so happened to 
also produce the highest selling truck in the country.

October 22nd

#uStats

Keep On Truckin’
The Correlation Between U.S. Facebook Fanship and Truck Sales
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The end of 2014 gave us a lot of current events and pop culture to sink our teeth into. We saw 
republicans achieve a majority in congress for the first time in 86 years, an underdog team make it 

to the world series, and millions of social reactions to television, music and movie releases.

The real-time, live nature of the entertainment industry 

presents brands with a fantastic opportunity to leverage 

the dynamic nature of social media to extend reach, 

monitor sentiment and understand the full impact of 

their content in a way previously inaccessible.

“

RASHIDA BOYD  
Marketing Manager 
Unified 
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November 6th

The Kansas City Royals and San Francisco Giants both showed 
tremendous heart on the field all through the MLB postseason, 
with 11 and 12 wins respectively. But as with any live event, fans 
seldom limit themselves to television only. The competition was 

just as interesting on social, with user engagement standings 
online reflecting what was happening on the field.

The

WORLD SERIES
on

SOCIAL
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Television 
Academy 

HOW OVER 40 HOURS OF TELEVISION 

PRODUCED MORE THAN 166 MILLION 

REACTIONS ON SOCIAL THIS FALL 

In this day and age, Hollywood has two audiences to entertain - those sitting in front of their televisions, and those 

scrolling through their social feeds. We analyzed the online audiences for 78 of the most anticipated shows for the 

fall season to see which genres, networks, and performers were most engaging for fans. Here's what we found: 

� � 
� � 

� 
� 

� � 

� 
� 

� � � 

r LIGHTS, CAMERA ••• REACTION!

II The Walking Dead 15.3% 

II American Horror Story 4.9% 

II Sons of Anarchy 3.5% 

Grey's Anatomy 3.2% 

II The Voice 

II The Vampire Diaries 

II Once Upon a Time 

II Chicago Fire 

II The Simpsons 

II Family Guy 

LE!_ Othe, (68) 

2.8% 

2.7% 

2.3% 

2.0% 

1.6% 

1.4% 

60
� 

The Television Academy chose dozens of new and returning shows for 
the season. and UNIFIED measured their social audiences on Facebook and Twitter. 

* ENGAGEMENT MARKET SHARE BY SHOW* 

FACEBOOK AND TWITTER COMBINED 

Showp,:rc,:nta1,:oftotal,:n1a1em<rnr/arth,:shc,wsanalyz,d' 

1 The Walking Dead 2 American Horror Story 3 Sons of Anarchy 

Most Socio/ Comedy Serles Most Soclol Drama Serles 

Red Band Society Gracepoint 

5,904.9 5,254.6 
ENGAGEMENTS PER 1 K FANS ENGAGEMENTS PER 1K FANS 

Moit Social Actor/Actress 

In on EstobllJhl!d SerleJ 

Rebecca Rittenhouse 

Red Band Society 

2,259.1 
ENGAGEMENTS PER 1K FANS 

Most Social Actor/ActresJ 

fn o New Serles 

Charlie Barnett 

Gracepoint 

3,425.4 
ENGAGEMENTS PER 1K FANS 



Source
¹Facebook and Twitter data provided by UNIFIED (www.unifiedsocial.com) for the was collected for the period of 9/7/14 - 10/31/14. Shows analyzed include: 
2 Broke Girls, A to Z, About a Boy, Agents of SHIELD, Alpha House, American Horror Story, Anthony Bourdain: Parts Unknown, Arrow, Benched, black-ish, 
Boardwalk Empire, Bob’s Burgers, Brooklyn Nine-Nine, Chicago Fire,  Chicago PD, Constantine, Cristela, Dancing With the Stars, Degrassi, Elementary, Family 
Guy, Forever, Getting On, Gotham, Gracepoint, Grey’s Anatomy, Grimm, Homeland, Hot in Cleveland, How to Get Away with Murder, Jane the Virgin, Key & 
Peele, Kingdom, Last Man Standing, Madam Secretary, Manhattan Love Story, Marry Me, Modern Family, Mom, Mulaney, Nashville, New Girl, Once Upon a Time, 
Parenthood, Person of Interest, Red Band Society, Reign, Resurrection, Revenge, Saturday Night Live, Scandal, Scorpion, Selfie, Sleepy Hollow, Sons of Anarchy, 
Stalker, State of Affairs, Survivor’s Remorse, The 100,  The Affair, The Amazing Race, The Big Bang Theory, The Blacklist, The Flash, The Goldbergs, The Good Wife, 
The Middle, The Millers, The Mindy Project, The Mysteries of Laura, The Newsroom, The Originals, The Simpsons, The Vampire Diaries, The Voice, The Walking 
Dead, Top Chef and Two and a Half Men
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Did Taylor Swift shake it off 
to the top? Was Iggy Azalea 
fancy enough for fans on 
social? We took Billboard’s 
Top Artists of 2014 and saw 
how they performed in Q4 
on Facebook and Twitter. 

MUSIC MONTHLY

Music And Movies | Q4 201436

MUSIC
MOVIES

A
N
D

Taylor Swift1 by Disney | ABC Television Group is licensed by CC BY-ND 2.0† 
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MOVIE MONDAYS
Last quarter brought us the long-awaited 
releases of The Hunger Games: Mockingjay, 
Part 1 and The Hobbit: The Battle of the 
Five Armies. While these two may have won 
battles for box office revenue, we wanted 
to know which film came out on top on 
Facebook and Twitter.

Music And Movies | Q4 2014 37

MOVIES
New Trailer for Big Hero 6 
Reveals More Characters2 
by BagoGames is licensed 

by CC BY 2.0†. 

1. https://flic.kr/p/pTz6zP
2. https://flic.kr/p/p7jkHZ

† https://creativecommons.org/licenses/by-nd/2.0/
†† https://creativecommons.org/licenses/by/2.0/
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P O P  C U L T U R E

December 18th

The Final Score On Which Sports Pay Attention To 
Fans on Social, And Which Ones Drop The Ball

What do you spend 7.7 hours doing each week? Well, chances are if you consider yourself to be 
a sports fan, you’re taking that time to catch up on content related to your favorite pastime. 
With over 70% of fanatics following sports on Facebook, athletic leagues, brands and franchises 

have even more of a reason to incorporate social into marketing plans. And, by adapting to important 
consumer behaviors and interests, marketers have the potential to significantly impact overall ROI for 
their digital programs.

The Final Score On Which Sports Pay Attention To Fans on Social, And Which Ones Drop The Ball | Q4 201438

The Play: 70% of the US adult population, approximately 168 million, people claim to follow sports.

Winner: Football. There are more pigskin fans on Facebook than any other sport listed.

INTEREST

AUDIENCE
The Play: 68% of fans consume sports online and over 1/3 of fans consume sports via social media.

Winner: Basketball. The National Basketball Association’s (NBA) combined audience (Facebook & Twitter), 

with over 39MM fans/followers. Special mention to the Ultimate Fighting Championship (UFC), who had the 

largest audience on Facebook.
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TEXT

VIDEO

ENGAGEMENT
The Play: 19% of social fans share short clips of games on social networks.

Winner (Engagement volume): Basketball. As expected, given the fact that the NBA has the largest audience, 

they had highest total number of engagements amounting to over 38.4MM in the past 90 days.

Winner (Most Engaged Audience): Football. The National Football League’s (NFL) fans and followers were 

more plugged into their content, with over 2,700 engagements per 1K fans in the past 90 days.

The Play: 38% of sports fans watch live streaming of games/events.

Winner: Hockey. The National Hockey League (NHL) significantly outperformed the others when it came to 

providing it’s social audience with video posts to watch, like and share, making up over 73% of their posts in 

the last 90 days.

The Play: 57% of online fans read sports news in text format (82% of these fans do so on a computer tablet).

Winner: Soccer. Major League Soccer (MLS) just barely beat the National Association for Stock Car Auto Racing 

(NASCAR) for the most link posts on Facebook, making up over 76% of their posts in the last 90 days.



P O P  C U L T U R E

November 6th

How Top Candidates Competed On Social Vs. The 
Voting Booth In The Battleground States

With a virtually even split between conservative and liberal voters on Facebook and Twitter, the 
social media race was anyone’s bet — especially for the senate battleground states. We took 
a look at who won the votes versus who won social engagement (the percentage of the total 

amount of likes/favorites, comments, and shares/retweets per 1K fans for the candidates specified in 
each state) on Facebook and Twitter.

T H E  F I N A L  R E S U LT S
Interestingly enough we saw a dramatic difference 
when looking at the entire campaign period versus 
the week leading up to election day. When we looked 
at the full two month period, the elected candidate 
only “won” in social engagement 50% of the time. 
However in the week leading up to election day this 
number skyrocketed to 70%, insinuating that social 
media became increasingly crucial to the candidates 
right before the public voted.

How Top Candidates Competed On Social Vs. The Voting Booth In The Battleground States | Q4 201440

CANDIDATES VOTES
SOCIAL ENGAGEMENT

CAMPAIGN SEASON WEEK BEFORE

Dan Sullivan (R) Winner (48.9%) Winner (50.8%) Winner (61.7%)

Mark Beigich (D) 45.3% 49.2% 38.2%

CANDIDATES VOTES
SOCIAL ENGAGEMENT

CAMPAIGN SEASON WEEK BEFORE

Mitch McConnell (R) Winner (56.2%) 13.3% 16.3%

Alison Lundergan (D) 40.7% Winner (86.7%) Winner (83.7%)

CANDIDATES VOTES
SOCIAL ENGAGEMENT

CAMPAIGN SEASON WEEK BEFORE

Mary Landrieu (D) Winner (42.1%) Winner (73.2%) Winner (60.1%)

Bill Cassidy (R) 41.0% 26.8% 39.9%

CANDIDATES VOTES
SOCIAL ENGAGEMENT

CAMPAIGN SEASON WEEK BEFORE

Jeanne Shaheen (D) Winner (51.6%) Winner (90.3%) Winner (87.8%)

Scott Brown (R) 48.4% 9.7% 12.2%

CANDIDATES VOTES
SOCIAL ENGAGEMENT

CAMPAIGN SEASON WEEK BEFORE

Thom Tillis (R) Winner (49.0%) 39.4% 41.7%

Kay Hagan (D) 47.3% Winner (60.6%) Winner (58.3%)

CANDIDATES VOTES
SOCIAL ENGAGEMENT

CAMPAIGN SEASON WEEK BEFORE

Tom Cotton (R) Winner (56.5%) 17.2% Winner (54.8%)

Mark Pryor (D) 39.5% Winner (82.8%) 45.2%

CANDIDATES VOTES
SOCIAL ENGAGEMENT

CAMPAIGN SEASON WEEK BEFORE

Cory Gardner (R) Winner (49.3%) 36.4% Winner (94.8%)

Mark Udall (D) 45.2% Winner (63.6%) 5.2%

CANDIDATES VOTES
SOCIAL ENGAGEMENT

CAMPAIGN SEASON WEEK BEFORE

David Perdue (R) Winner (53.0%) 42.1% 44.4%

Michelle Nunn (D) 45.1% Winner (57.9%) Winner (55.6%)

CANDIDATES VOTES
SOCIAL ENGAGEMENT

CAMPAIGN SEASON WEEK BEFORE

Joni Ernst (R) Winner (52.2%) Winner (56.9%) Winner (59.4%)

Bruce Braley (D) 43.7% 43.1% 40.6%

CANDIDATES VOTES
SOCIAL ENGAGEMENT

CAMPAIGN SEASON WEEK BEFORE

Pat Roberts (R) Winner (53.3%) Winner (59.5%) Winner (59.5%)

Greg Orman (D) 42.5% 40.5% 40.5%

Alaska Kentucky

Louisiana

New Hampshire

North Carolina

Arkansas

Colorado

Georgia

Iowa

Kansas



MORE FROM UNIFIED

Check them out at unified.com/research

• Three Intriguing Findings of How Six Major Industries Post on Facebook
• The Tale of the Tweet: How UFC 181 Fighters Attacked Social Media
• How the Socialverse Reacted to the Brands Behind the Macy’s Thanksgiving Parade
• The Most Social Late Night TV Show
• 5 Facts About Games, Gamers, and Social Media
• Midterm Elections on Social
• Candy Crush: Popular Halloween Candy On Social
• Oktoberfest: Popular Beer Brands On Social
• [Infographic] Was Derek Jeter a Heavy Hitter on Social?
• What You Need to Know About Twitter’s New TV Targeting Options

Unified is an award-winning 
marketing cloud technology 
company. Unified provides 
professional marketers with 
powerful insights, content, and 
advertising tools built on the 
industry’s most advanced data 
platform. Unified serves over 600 
customers, including Global 2000 
enterprises and their advertising 
agencies, from its offices in New 
York, San Francisco, Los Angeles, 
and Chicago. For more information, 
www.Unified.com.
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