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S
ocial continues to become a larger part of the overall marketing media mix, now projected to 

reach $16 billion dollars in spend by 2017. However as marketers scale their social strategies, 

campaigns, and resources, it can be difficult to keep an eye toward key opportunities on the 

horizon. In this edition of the Unified Quarterly, we highlight three horizons in particular that social 

marketers need to watch to make a huge impact on future initiatives.

The first horizon is an explosive new channel on the scene, Snapchat. Adoption rates and marketing 

interest are both through the roof, as the platform is already seeing impressive stats like 10 billion video 

views per day and content created by 2/3 of its users. Luckily for marketers, the ad units rolling out are 

enticing as well, offering brands the ability to own 100% of the screen for their campaigns. Unified is 

proud to be one of a select few granted access to the Snapchat ads API, and is already breaking ground 

on innovative solutions to roll out in the future. 

Another horizon which marketers should keep an eye on is the emerging trend in the space of managing 

the marketing supply chain. As we highlight in our piece “It’s Time for CIOs to Ask CMOs Some Tough 

Questions,” the time to start exploring solutions that provide both transparency and optimization to 

your supply chain is at hand. This tangled web of data sets, fragmented teams and various campaigns 

can be overwhelming for brands to manage. As a result, utilizing software that can help marketers wrap 

their arms around it will become more and more essential with each passing quarter.

Lastly, with so much going on in our day-to-day, we often lose sight of reoccurring horizons that will 

inevitably sneak up on us, and one such area is the Holiday campaign planning cycle. It never hurts to 

get out ahead of your Holiday strategy, and in our article, “Black Friday In July: 5 Simple Social Strategies 

Marketers Should Consider Now, To Maximize Holiday Sales Later” we hope to help marketers with some 

best practices and tips for 2016’s Holiday season.

We hope you find this edition of the Unified Quarterly helpful, and look forward to bringing you more 

content in the future.

Thanks for reading.

S O C I A L  I N D U S T R Y  S U M M A R Y

Sincerely,

Rick Martira,
Vice  Pres ident  of  Market ing
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"Fortune 500 marketing supply chains are going to continue 
to generate more data than ever before.  Knowing that CMOs 

move quickly in order to outmarket their  competit ion and are 
demanding shiny new technology,  CIOs have the opportunity 

and responsibi l i ty to provide checks and balances as their 
col leagues in the C-suite make crit ical  purchases."

T H E  W A T E R C O O L E R :
M A R K E T I N G  S U P P L Y  C H A I N S

Shawn Douglass
President, Software & CTO
Unified
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It’s Time For CIOs To 
Ask CMOs Some Tough 
Questions Shawn Douglass

President, Software & CTO, Unified

F
unctionally, the marketing department presents a new set of challenges for enterprise technology 

environments. Chief Marketing Officers (CMOs) will spend more on technology than CIOs by 2017 

according to Gartner, and some analysts predict that by 2025 CMOs will be spending $120 B on 

technology annually. The majority of that spend will be outsourced, but neither the software nor the 

services being purchased are being vetted according to enterprise technology best practices. In fact, 

most of the thousands of marketing technology vendors sell directly to CMOs in an effort to keep 

CIOs out of the loop. That’s dangerous for all concerned.

The root cause of CMOs’ exponentially rising technology purchases is the explosion of data that 

marketing campaigns generate. Facebook, which is where the majority of marketing dollars are spent, generates over 500 

times more data than the New York Stock Exchange every day. CMOs also consume a staggering amount of data daily in order 

to better inform their efforts ranging from television advertising to their nascent efforts in virtual reality. Marketing data, which 

often contains highly regulated Personally Identifiable Information (PII) on consumers, might reside in corporate file servers or 

databases, but aggregating, storing, and managing that data can quickly become a risky, costly IT nightmare. One alternative, 

which is to leave it in the hands of an external 

vendor with dubious standards for security and 

data, is the stuff of CIO’s nightmares. Another 

more frightening scenario is that such data 

regularly is stored unencrypted and transported 

via everything from Excel spreadsheet to thumb 

drive by employees of Fortune 500 companies’ 

advertising agencies.

Fortune 500 marketing supply chains are going to 

continue to generate more data than ever before. 

Knowing that CMOs move quickly in order to 

outmarket their competition and are demanding 

shiny new technology, CIOs have the opportunity and responsibility to provide checks and balances as their colleagues in the 

C-suite make critical purchases. That can be as easy as asking the following questions:

The root cause of CMOs’ 
exponentially rising 
technology purchases is 
the explosion of data that 
marketing campaigns 
generate.
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Is the Proposed Vendors’ Software Architecture Monolithic, or will it Scale 
with Enterprise IT needs?

Think of companies like Amazon, Netflix, LinkedIn, Uber, and even Facebook. They started out 

with monolithic software architectures. Early on, when they began to get incredible traction, they 

determined that monolithic architectures didn’t serve their core business needs, didn’t meet their 

customers’ needs, and didn’t scale. In order to meet the changing demands of their businesses 

they factored out functionality and adopted a micro services architecture. This enabled them 

to scale and fail independently, compartmentalizing function and risk, and thus ensuring that 

public-facing services seamlessly meet the needs of their businesses. In addition, each broke 

their platform out into discrete, focused services, automating them whenever possible. That 

automation is critical. Wrapping cloud-based resources with configuration management enables 

them to treat their infrastructure as code that scales up and down on demand and leverages 

spot markets for ephemeral resources. Furthermore, their developers are empowered to deliver 

code unencumbered by slow, process-heavy approaches. Ideally, marketing technology vendors 

demonstrate this approach to software architecture.

Real platforms address core business needs 
that CMOs have, ranging from investment 
management and audience identification 
to competitive intelligence and the need 
to connect teams across their marketing 
supply chains.

Is the Proposed Purchase a Real Platform or a Point Solution?

Real platforms address core business needs that CMOs have, ranging from investment management 

and audience identification to competitive intelligence and the need to connect teams across their 

marketing supply chains. Those needs aren’t going away — but they’ll evolve, and they’ll certainly 

expand. There’s absolutely no sense in buying point solutions when you can instead license a 

data platform that adds value to all applications built on that platform–in essence, making the 

whole greater than the sum of its parts. Platforms accrue data in a way such that any part of that 

platform’s ecosystem is enabled by a data set that is always increasing in value. Point solutions just 

end being a throwaway investment, since they’re often obsolete within months of purchase.
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Does the Proposed Purchase Leverage True Cloud Computing, or is it 
merely a Marketing Cloud?

What is the True Cost of Making a Poor Marketing Technology Purchase?

Incompatible software architectures make customers pay a steep price in terms of learning curves, 

lost productivity and integration costs. They struggle with multiple UIs, broken promises of integrations 

that are delayed by quarters or years, and the opportunity cost of marketing data that remains siloed 

within archaic applications rather than being made available across a common enterprise platform. 

The result is that end user — CMOs and their teams — never achieve the ultimate promise of the 

“marketing cloud” concept: holistic views of their audiences across the entire customer journey, with 

the ability to act and impact customer experiences to drive business success.

Increasingly, CMOs and CIOs share common 
characteristics  —  they’re more quantitative than 

ever, they’re increasingly critical elements in 
enterprise success, and they’re writing bigger 

and bigger checks. It’s time that they also find 
common ground around technology solutions that 

drive business success without introducing risk.

There’s a world of difference between cloud computing and marketing clouds. True clouds are 

used by the Fortune 500 every day to leverage enterprise-class IT resources on demand. The 

term “marketing cloud” is a rationalization used by legacy software vendors so they can bundle 

unscalable and unintegrated point solutions under an umbrella that makes them palatable 

to CMOs — on the surface. Cloud computing is relied upon because it leverages the same 

best practices that CTOs, CIOs, and CEOs have demanded for scalability, availability, business 

continuity, data integrity, and security. That makes for an infinitely scalable enterprise platform 

that easily integrates with enterprise-class applications.

If you look at marketing clouds — even those offered by industry leaders like Oracle, Salesforce, 

and Adobe, you’ll find three common characteristics:

• A core application (database, CRM, etc.) that represents that vendor’s roots and that may 

have once had a monolithic architecture.

• A few additional applications, whether developed in-house or by acqui-hire.

• A much larger, kludgy group of point solutions that the vendor has acquired over time 

with monolithic, incompatible software architectures. Those require years to be integrated 

into the ven dor’s core software stack (assuming they can ever be integrat ed) — and none of 

them can scale.
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“It’s silly to believe that Facebook and other social networks wouldn’t 

ensure that their native buying interface have everything that 

marketers need to invest ad dollars into their ecosystems… Every time 

a social network launches a new ad product, it has become common 

practice that it immediately makes it available in that network’s native 

buying user interface. That puts any marketer using a third party to 

create ads on that platform at a substantial disadvantage.”

P O W E R  O V E R  P A R I T Y

Jason Beckerman
CEO
Unified
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IF YOU’RE A SOCIAL 
MEDIA BUYER, YOU 
LIKELY HAVE AT 
LEAST ONE OF THESE 
12 PROBLEMS

Challenges That Can Hinder 
Each Step Of A Social 
Advertising Campaign

A social media buyer’s work certainly seems like 

it’s never done. If you’re not working on a winning 

goal-driven strategy, you’re probably trying to 

monitor multiple channels, demystify campaign 

optimization or are sifting through megabytes upon 

megabytes of data. What’s more troubling however, 

is that while 94% of marketers believe that having 

a timely, complete and detailed understanding of 

campaign performance is critical, the vast majority 

continue to struggle with significant challenges 

every step of the way that stand between them 

and their business goals. In working with hundreds 

of brands who’ve collectively run over $1B in 

social ads and researching respected studies on 

this topic, we were able to identify 12 of the most 

prevalent pain points that buyers are facing.

S T E P  1

S T E P  2

S T E P  3

Creative & Content

Multi-Channel 
Campaign Strategy

Campaign Launch

69%

61%

67%

of marketers say that creating 
compelling content is their most 
difficult social marketing task

of marketers struggle with a lack 
of analytical and technical 
resources to make sense of 
multi-channel marketing data

of marketers say they’re 
unsuccessful in ensuring 
employees understand how tasks 
tie to larger cross-channel goals
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S T E P  4 S T E P  5

S T E P  6 S T E P  7

Targeting & Customization Campaign Pacing

Campaign Optimization Creative Refresh

of programmatic buyers say 
having no visibility into the data 
used for audience targeting is a 
significant challenge

of marketers are unable to 
effectively measure their social 
activities, which may include 
campaign pacing, engagement 
and more

of marketers take time to evaluate 
each channel individually and then 
manually optimize each one

of marketers spend a minimum of 4 
hours a week attempting to decipher 
cross-channel marketing campaign 
performance and optimization

of marketers struggle with too 
many manual tasks, and marketers 
for large brands can spend up to 10 
hours per month manually 
refreshing social content 

56%

90

58%

34%

60%

40%

S T E P  8
Screenshot Downloads

On average, a social media buyer for 
a large brand would need to manually 
create screenshots for 90 individual ad 
placements each month
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S T E P  1 1 S T E P  1 2

S T E P  1 0

Connected Intelligence Measurement and Attribution

Audience Intelligence

of marketers are not confident that 
their organization is highly effective 
in collaborating with brand and/or 
agency counterparts to translate a 
marketing vision into a targeted, 
cross-channel program

of sharing occurs via multi- 
generational Dark Social activity, 
untracked by most marketers today

of marketers say that locating 
ideal customers and prospects 
is a huge concern

80% 70%

87%

1|

|

|

2

3

S T E P  9
Paid Campaign Reporting

of marketers don’t feel 
they’re effectively measuring 
marketing performance 
across campaigns, channels, 
and platforms 

of marketers say they 
don’t have an acceptable 
measurement technique for 
cross-channel marketing

60%

35%

Working with massive
amounts of data

Disparate
data platforms

An inability to create a cohesive 
view of data from multiple sources

+

It All Starts 
With Data
The top 3 data challenges 
for marketers include:



S O C I A L  A D V E R T I S I N G :

NOT

FO C U S

P OW E R

PA R I T Y

ON

S ince Facebook was founded more than 12 years ago, there have 

been several inflection points that changed social networking and 

social marketing forever.

I remember the first—the launch of the Facebook Platform on May 24, 

2007–like it was yesterday. Giving application-programming-interface (API) 

access to application developers helped accelerate Facebook’s growth 

from 20 million users to more than 1 billion daily users less than 10 years 

later. At the same time, it led to the creation of companies like Buddy 

Media, Vitrue, Wildfire and Involver that focused on publishing and tab 

management. Most of those companies were acquired in 2012 and 2013 

in a spending spree by enterprise software vendors, but after a failure 

to integrate what were effectively agencies, not software platforms, the 

Facebook partner market shifted drastically.
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Despite what people 

would have you 

believe, no one is 

ever going to provide 

better social ad 

buying tools than 

the social networks 

themselves.

Facebook, Instagram, Twitter, LinkedIn and Pinterest employ 

the some of the world’s best software engineers. No ad 

tech vendor is going to build a better buying tool than the 

ones these industry giants are devoting massive amounts of 

money and talent to.

Consider Power Editor, which is effectively the lifeblood 

of the Facebook advertising platform. Advertising fuels 

Facebook’s growth and allows it to invest in areas like 

artificial intelligence and virtual reality.

It’s silly to believe that Facebook and other social networks 

wouldn’t ensure that their native buying interface have 

everything that marketers need to invest ad dollars into 

their ecosystems. Any innovation that buying tool vendors 

introduced–from bulk uploading and targeting profile 

creation to mass ad creation and A/B testing–is now 

available in every platform’s native buying user interface, or 

coming quickly.

The second inflection point came when Facebook 

expanded API access to its ads marketplace, at first via 

a limited beta in 2009, and later formalized into the 

ads API program in August 2011. Giving advertisers 

the ability to target via identity and interest was 

an incredible opportunity that made personalized 

marketing at scale possible for the first time.

Over time, Twitter, LinkedIn, Instagram and Pinterest 

rolled out new marketing API programs themselves, 

adding dozens of additional companies to their partner 

programs. These companies, generally referred to as 

“buying tools,” focus myopically on the tactical features 

that help brands create social ads.

These companies are about to see their businesses 

disrupted, as well, primarily because of a third 

inflection point that is quickly approaching. Despite 

what people would have you believe, no one is ever 

going to provide better social ad buying tools than the 

social networks themselves.
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Every time a social network launches a new ad product, it 

has become common practice that it immediately makes 

it available in that network’s native buying user interface. 

That puts any marketer using a third party to create ads 

on that platform at a substantial disadvantage. It takes 

at least two months, and usually more, for a third-party 

buying tool to reach parity with native features, so 

marketers have to use native tools until their vendors 

reach parity. This creates fragmentation in both workflow 

and data management, not to mention unnecessary fees.

It’s time for the marketing industry to stop focusing on 

parity and start focusing on power.

Just because Facebook and other social platforms have 

the best buying tools doesn’t mean that marketers 

don’t need advanced advertising functionality. In fact, 

given massive growth in social advertising spend and 

the industry’s accelerating transition from cookie-based 

advertising to identity-based marketing, marketers need 

power features more than ever before.

Social media buyers’ real pain isn’t felt when they create 

ads: it’s felt when they manage campaigns. For example, 

if creative needs a refresh, Facebook’s Power Editor falls 

short of marketers that need to act in real-time. Need 

to check how a campaign is pacing against a macro 

level business objective? You can do it using exports 

from the native tools, but it takes much more time than 

your average buyer has to spend. Need to see how a 

campaign is performing across channels? Forget about it, 

as Facebook doesn’t offer what Twitter offers, and neither 

can show how you are doing on Pinterest. Ensuring that 

budgets are optimized to the highest performing ad unit 

for the right user? This can take hours per day and can be 

flawed, as it is a highly manual process based on human 

insight, not data science. Monitoring key performance 

indicators to ensure client success? Another highly manual 

process using Excel exports.

The commoditization 

of third-party buying 

tools are stuck in a 

never-ending game 

of catch-up.
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Omnichannel investment management is a 

much better use of marketing capital than 

spending time or money on the ad creation 

activities that represent the least amount of 

marketing teams’ time.

Social marketing’s third inflection point is the 

commoditization of third-party buying tools 

that are stuck in a never-ending game of catch-

up. Many of the vendors that social media 

buyers have worked with won’t exist as their 

businesses get wiped out by commoditization.

It’s time for the marketing industry to deliver 

power built on social network’s native 

functionality, not compete with it–and for 

marketers to ask their vendors if they are truly 

innovating, or just catching up.
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“While new social platforms pop up on consistent and regular basis, 

Snapchat has already shown that it is a presence to be taken seriously 

in the social marketing landscape.”

S O C I A L  S P O T L I G H T :
S N A P C H A T

Rick Martira
Vice President, Marketing
Unified
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WHY BRANDS
WOULD

BE

SNAPCHAT
Snapchat is already expected to grow by more than 27% in 
the U.S. this year, “ghosting” the competition in terms of enticing 
new young users. But what makes this new kid on the block big 
for brands attempting to woo 13-34 year olds? 

Digital marketing veteran Rick Martira gives 5 powerful reasons.

Even though it’s only been around about a third of the time of the top networks, 
Snapchat has video view numbers that not only keep up with, but rival its 
leading competitors.

10,000,000,000 +

The app’s audience is fiercely engaged with the platform, 
which shows tremendous potential for creative 
advertising strategies.

10+ billion video views#

#

1

2 Two-thirds of Snapchatters create 
content daily2/3

+

NOT TO CON S IDE R
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Snapchat has already shown tremendous success for brands, with one 
campaign showing that nearly all of the users exposed to the campaign 
not only liked or loved the ad, but were 3 times as likely to convert.

*Source: Furious 7 Campaign, April 2015, Millward Brown Digital in partnership with Snapchat

This platform is unique from many in that the user is completely 
fixated on the ad because campaigns are presented as full-screen.

The app has been shown to be highly engaging for live events, specifically among 
13-34 year old Americans.

*Source:
Snapchat internal data; Nielsen NPOWER. C3. 11/17/2014-02/28/2015
eMarketer; “US Snapchat Users and Penetration, 2014-2020,” June 2016

As much as 93% of Snapchatters who have seen 
an ad have responded positively

100% share of the screen

Up to 8X more engaging than TV in some cases

more engaging

8x

#

#

#

3

4

5
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“Considering holiday shopping can account for as much as 30% of 

annual sales for some companies, marketers need to carefully plan 

well in advance to grab their piece of the $869B pie. Social media 

can be a powerful ally here, with newly launched ad placements 

that immerse users in content and seamlessly synergize with CRM 

and conversion-based campaigns.”

L O O K I N G  A H E A D :
H O L I D A Y  P L A N N I N G

Rashida Boyd
Marketing Manager
Unified
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Strategies Marketers 
Should Consider 
Now, To MAXIMIZE 
Holiday Sales Later

B L A C K  F R I D A Y  I N  J U LY 

AA lthough your AC is still cranked to high and 

you may still be sporting your comfiest pair of 

flip flops, it’s high time marketers start planning 

for the single most important time of year for 

retail sales—the almighty holiday season. But 

why now? Well, as much as 20% of shoppers begin 

their shopping in the summer, and over 50% begin 

before Thanksgiving. And with sales predicted to 

rise to a lofty $869B this year, you can bet a few 

billion on the fact that companies will be doing 

whatever they can to grab a piece of that pie. 

Here are five simple strategies for social media 

advertising that you can start thinking about.

5 Simple Social 

21



It’s Beginning To Look 
A Lot Like Lookalikes
While the concept of “Social CRM” is in a growth phase and 

currently the most desired CRM feature marketers want, many 

are still hesitant to use it. However, if used properly, you can see 

some pretty amazing results. Essentially, CRM lists can be used 

in 3 main ways for the holidays:

Facebook, Instagram and Twitter all have the ability to take certain 

features of your core customers, and find new users with those same 

characteristics on their platforms. This is great for attracting new 

customers that resemble the people who already love your brand. 

Tip: Appeal to this group even more, by using Audience Intelligence to 

find affinities, habits and preferences that you may not have known 

before. Then incorporate this data into your messaging.

LOCATING LOOKALIKES

STRENGTHENING RELATIONSHIPS 

BULKING UP BUDGETS

Find your exact customers on these networks to ensure that your 

brand is front and center when they begin their holiday planning.

Tip: Reward  their brand loyalty with a free gift, exclusive discount or 

the ability to shop earlier than non-customers.

If your goal is to source new customers only, upload your customer 

list and suppress them so that you do not spend budget dollars on 

existing customers.

Tip: Use this tactic in conjunction with lookalikes to maximize your 

exposure to audiences that are most likely to purchase your products 

and/or services. Make sure your optimizer supports automatic budget 

allocations to make this process even simpler.

A retailer who used a 

combination of lookalikes and 

CRM list suppression was able 

to obtain the following results:

Better CPA 
Compared To 

Benchmark

Conversion
Rate

36.9%75.4%



Have Yourself A 
Merry Little Mobile
Mobile commerce has seen double-digit growth rates in the past couple of 

years, and retail sales on smartphones increased 95.8% last year. Not only 

this, there will be an estimated 162.6MM mobile users on social media in 

2016. If you ask us, this seems like a match made in ROI heaven. Here are 

two interesting ways to use this to your advantage this season:

Facebook launched their Canvas Ad placement this year, which has 

already seen tremendous results. Not only do these ads completely 

submerge mobile users in your content, but also creates interactivity 

with various movements of the phone.

Tip: Experiment with combinations of videos, photos and links to 

convey your message. Make sure you can easily organize these ad sets 

to make reporting a breeze.

FACEBOOK CANVAS ADS

TWITTER’S AUDIENCE PLATFORM
What’s the quickest way to reach 700MM mobile users on Twitter? 

The Twitter Audience Platform (TAP), which is the network’s version of 

immersive ads, is a powerful mobile platform for promoted video, app 

install and re-engagement campaigns. 

Tip: Use video targeted by interests, handles and keywords to further 

hone in on this massive audience and draw in users. A combination 

of product promotion with certain interest can be a powerful combo 

here (e.g. celebrity spokesperson discussing your product, etc.).

A video game brand used 

Facebook Canvas Ads to 

generate awareness for a new 

shooter game was able to 

obtain the following results:

Average View 
Duration

Average View 
Rate

43.6%40.0s



Sell The Most Wonderful 
Time Of The Year

Feliz Variedad

While many companies are selling products for the holidays, we don’t want 

to forget another lucrative area—experiences. In fact, 55.0% and 49.6% of 

18-24 year olds and 25-34 year olds respectively, indicated that they would 

like to receive an experience like a sporting event or concert as a present.

Variety is the spice of life, and consequently, of conveying value to 

consumers as well. Just think about the people you buy gifts for—mom, 

dad, kids, coworkers… all are very different in personality and interests. 

In fact, last year 36.0% of shoppers said that this list of gift receivers 

was growing. So how can you show users a variety of products you 

have to offer? 

Continuing on with the submersive theme, consider using Facebook’s new 360 

ads this year. Not only does this create a deeper engagement as the user moves 

his or her phone, but gives brands a unique opportunity to show more than just 

a picture, without the hassle that sometimes comes with video production. 

Tip: Promoters can use footage from previous events to draw in users, while 

retailers can show off intricate product displays. Make sure to test and optimize 

several combinations of imagery and voiceover content now, so you know what 

to build upon come Thanksgiving.

Facebook, Instagram and Twitter offer carousel ad placements, which 

essentially allows brands to show up to 5 distinct posts or tweets that 

a user can scroll through photos, video or a combination of both. This 

essentially means that you can show off the best products for your 

chosen targeting group, complete with conversion-worthy calls-to-action.

Tip: Try starting off with a wide audience and then narrow it down to the 

best performing audiences. This will require clean, real-time intelligence 

and advanced optimization.

FACEBOOK 360 ADS

CAROUSEL ADS

of 18-24 year olds 
would like to receive 
experiences as a gift

55.0%

A retailer who used Carousel 

Ads to show an array of 

merchandise to users was able 

to obtain the following results:

Lower Cost Per 
Click Compared 

To Link 
Campaigns

Higher CTR 
Compared
To Link 
Campaigns

37.0%40.0%



Sources

Deloitte’s 2015 Holiday Survey

eMarketer’s “US Holiday Shopping Preview 2016: Absorbing 

The Lessons Of 2015”

Capterra’s “2015 CRM Industry User Research Report”

A beauty brand who implemented 

Dark Social Measurement 

uncovered that

of revenue from dark social 
activity was unattributed to 

their campaign

34.0%

Dark Social Sleigh Ride
Wouldn’t it be fantastic if your campaigns were actually more 

successful than you originally thought? Dark Social (i.e. copy/paste 

link sharing) and multi-generational (i.e. viral activity from shares of 

shares and other downstream engagement) can account for 70% of 

sharing activity, and since most tools aren’t able to track it, chances 

are you may be doing better than you originally thought.

Since this activity is often cross-platform, you will need to ensure that 

your website is setup properly to track it. Pay special attention to key 

pages for holiday sales, such as promotional landing pages, order 

completion pages or add to cart.

Tip: Compare your paid Dark Social activity to your organic posts to 

see which is contributing most to your marketing initiative goal.

DARK SOCIAL MEASUREMENT
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