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What We'll Cover

- How we are organized
- Measurement Framework
- Case Study
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Centralized

* One department

controls all efforts

» Consistent

* May not be as
authentic

* e.g., Ford

How Adobe Got Organized: FY09 to Present

5 Ways Companies are Organizing Social Media

Distributed

 Organic growth
» Authentic

» Experimental
 Not coordinated
* e.g., startups

2000-09

Coordinated/

Hub and
Spoke

» Sets rules, best
practices,

» Spreads widely
around the org

» Takes time
* e.g., Red Cross

2010/11

Multiple Hub
and Spoke

» Similar to
Coordinated but
across multiple
brands and units

* e.g., Cisco, HP

2012

Holistic

» Each employee is
empowered

 Unlike Organic,
employees are
organized

* e.g., Zappos, Dell

Source: Altimeter Group
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Adopted Hub-and-Spoke Model
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Established Social Media Center of Excellence (HUB)

Mission;

Enable and drive more strategic social media programs across company e
uardaralls

==

S TR R

Listen i

* Listening posts
» Measurement Framework

\l » Reporting

N )

Innovate \ Enable
* Pilots * Trainings
 Corporate/Brand strategy  Centralize/standardize
 Business Unit strategy » Governance/policies
* Industry news and best * Crisis Management
\‘ practices ) \‘ J

Crisis Framework

During Crisis Post Crisis

- \
Empower / Pre-Crisis

» Advise on strategy

* Build programs
| )\ DEVELOP * Knowledge sharing
PLAN >>/ENGAGE />>“EASURE> « Social council/global calls
Z _ \ |

-

Assess what worked
and did not work

F\\

Adobe




Provide the right
metrics to the
respective
audience.




What Do We Mean by Social Media “Value™?

Definition: Relative Worth, Utility, or Importance

Value of social media will differ across companies: And can be measured by:
Brand awareness/affinity? - Soft metrics:
Engagement? - Brand affinity, perception
Cost savings? - Reputation, SOV, sentiment
Customer retention? Loyalty? - Hard Metrics:
Influencers/Advocacy? - Traffic, Leads
Conversion, revenue? - Conversion, revenue

Need to look at a blend of metrics to see holistic picture
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Start by Defining Business Objectives then Map Social Objectives

Marketing Measurement

Awareness _ «Testing impact of UGC
*Dialog / Conversation «Search, media, email,
-Advo_cacy adobe.com

«Sentiment *Market Research Survey
*\/olume *Fans vs. followers tracking
*Engagement «Search optimization

Innovation Product and
Measurement Prpces_s .
«Topic Trends Innovation
*Sentiment

New features
included from
community

Ecommerce/

Direct Revenue Tracking

Direct attribution

Site catalyst on facebook

*Social analytics Al

Adobe

Support Measurement
*Resolution Rate
*Resolution Time ,
*CSAT score (adobe.com)



KPI Framework

Business Objective | KPI1 KPI 2 KPI 3 KPI 4 KPI 5

Awareness

Engagement
Lead Gen

Demand / Conversion
(adobe.com)

Support

Loyalty (individual)

Advocacy

Product Innovation

Volume of
conversation /
sentiment

Re-tweets

RFI submission

Direct attribution
revenue and trial
(samcap and bitly):
button/link/tweet/post

Cost savings
(decrease call
volume, vy, z)

Retweets

# advocates

# ideas

Share of voice

Repeat comments

Sales call led through
social

Referring URL
(volume of traffic to
adobe.com from
channel/page)

CSAT (adobe.com)

Repeat comments
#conversion from
neg, to positive

# ldeas included in
product dev.

Sentiment

@messages

web analytics tracking:

Impressions,
Conversions, trials
(engaged vs. not
engaged with
designated social
media)

Sentiment

@messages
Influence score of the
advocate

Influence on purchase
decisions

Engagement*

hashtags

Social analytics:
Measure the
correlations between
awareness, sentiment,
volume of conversation
and revenue and trial.

Volume conversations

hashtags

Impact (variance on
KPIs compared to non-
advocates)

Impact on customer sat
(PLT study)

Community
Growth %

Repost shares

Repost shares




Thousands

Thousands

What we Measure: Qualitative and Quantitative

Community Growth
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Adobe Rash Player 10.3 available

Adobe TV - Demo of Hash Encoder

Update

Adobe Warns of Hash Player Zero-

Day Attack

Hash absent on MotorolaXoom

= Omniture summit is on!

Google pullsH.264 HTMLS5 support

from Chrome

Adobe CS5.5 integrateswith digital

publishing suite

= Photoshop touch applications for

iPad

= Adobe'sWallaby ties Hash
December :Tﬁm_es y ties to

January February o

Dec-10 Jan-11 Feb-11 Mar-11 Apr-11 May-11

Negative m Neutral Positive

Adobe After Effects

Tracking

storel.adobe.com/cfus

v

MO

B Closed Deal
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How We Measure: Listening + Analytics = Total Picture

Data Analysis Reporting and Recommendations

Monitor channels for topics, Deep dives to understand Standardized stakeholder
trends and sentiment business impact reports with insights

M\ eroasmamorn .l
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Listening and Monitoring

u TweetDeck @ add column @B

Mentions: adobemax

=8
Doy

i)

J.C. Nore @.JChio

The J.C. Nore Daily is out! bit Iy/, agﬁmr *
Top stories today via @adobemax
@workPrePress @QuadGraphics
@InfoPrint

Stephen Walker @ 1d
Anybody know when 2011 @adobemax
attendees will get access to their
subscriptions?

Josh Reed @
RT (f“adn,c-'-max W’hy is Production
Premium ideal for shooting & producing
successful interiews? Here's why:
adobe ly/leuF5V #AdobeMAX

Jerlyn ¢ 1
My idols from #adobemax timeline is out!
bit.ly/fRPYD » Top stories today via
bitchwhocodes @mrinal @adobemax
@dwabyick

LUIS VASQUEZ
Seriously ad your

mediabase com/mmmnweb/7/stati... new
uPrestigious 1 just #Callmyname

Joseph Labrecque @
I'm up against @JustinSeele AND
@tpryan at #D2WC?1? At least I'm nul up
against Elmo like at @adobemax =
d2wc.com/sessions.himl

Kush @adobe1

win a free tablet RT @adobemax 'Why dn
you create?” We all have a story to tell
Tell us yours at stories.adobe.com
#CreateNow

Mathew Lisett ¢ 3
@Adobe @AdobeTV @adobemax what
prog does Pixel Muggets?

HertsAdobeUserGroup @
HAUG Tech News is out! bit
Top stories today via @adobemax

Megan Ura @

Mentions: Adobe

O

1
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Garrett Loughran @
Dear @Adobe, Can we nnl updata my
software every 3.3 hours? Thank You

Adobe Creative Cloud 3
@jongabriel Hi Jon! With “Crﬂalhe loud
you'll get access to new product features
as they become available. cc: @Adobe

+ inrep

Quique @
#MovieClipception._.. 3 Movie Clips inside
another Movie Clips #Flash @Adobe

Digital Deluxe
"rﬁcahr—m\anwmng s Sketch is app Dllhe
week._ Wishing them much success - and
wishing they never *ever* get bought by
@Adobe =P

College Magazine @
Love @Photoshop #Photography andfnr
#Design? Check out @Adabe's new
Creative Suite! (80% off for students!)
bit ly/KthWsi

What the Frock? @
@Adobe tech support refuses to help
unless you have the latest version of the
software. What the fuck?

Creative Week @
Just added to The Creahva Su\te by
@Adobe — @LeeGarfinkel. Monday
e.«l"'n @c \l.Wln»r\ yNYC _ bit lyIHGq2C
#ow w"

Jonathan Dollison @
{@dampgnat yea | just contacted qu-A\:Iu
about @air and they said they don't have
any plans for

#Photoshop is rea\ly smomh now. Great

job @Adobe

€2C Certified @

Sustainability Leaders Forum invites
MeNanaiah ta enoak ahmit #matanale

>

Mentions: AdobePR

Pietro Rocchetta C. @pphotol
@Adobe @Aﬁnan‘R per chi come me
aggiona legalmente, mai nessun reale
sostegno. Grazie Adobe, siete Voi il vero
sostegno ai pirati

Pietro Rocchetta C. @y
Oggi vorrei fosse la glamala del
#softwarepiratal @AdobePR non meritate i
soldi che costantemente spendo per i
vostri aggiornamentil :(

McLelland &
@AdobePR When will Phntnshnp CSE gn
on sale in the UK? It says "early May"” on
the site but this isn't very specific

David A. Kowalsky @davkon
RT @AdobePR #Adobe Study Reveals
Global #Creativity Gap: adobe ly/JMALWT
#techcomm

comunitazione @comu
Communication and Markatmg Sc\enca is
out! bit ly/zrCa9x » Top stories today via
@2609Amsterdam @Skiamazzo
@AdobePR @DataForBusiness

Adobe AR @ado d
RT @AdobePR *Ado*‘ﬂ First Facebuuk
Preferred Marketing Developer Qualified In

All Four Facebuuk #Marketing APls

Blaine Bradbury @
So do | get this for free ﬁna\ly re:
#AdobeMax ? - R’ dobePR: #Adobe
Launches #CreativeCloud

Damen Cooper @damonic
#Adobe Launches -—Crﬂﬁﬂ‘munud
adobe ly/K0A0Yh (va @AdobePR)

jayakanth @jayakan
@AdobePR ADOBEFLASHBUILDER4 5

. cerification details please

Patrick Petersen 1e
RT @BertHagendoom s cat b bag‘
RT @AdobePR: #Adobe Launches

arket

Social Intelligence

2,324,844.00,.
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Data Analysis

Key Metrics Correlations

Traffic and Revenue Drivers

Conversation by Social Platform [1] 2] Visits Precaded by Social Platforma

= Mentions Potential Audience Page Views = Daily Unique Visitors

W Twitter Youtube W Dailymaotion < na ilymotion
Mar 2012 witter O ymation i ymation

Blogs HFac ak,

Sacial Platforms / Properties

Social Platform Segments Visits Orders
None A 1,954

i k: Wall Link 99,118

k: Welcome Tab 81,460

k: Application

)l]liﬂli.'

< Like Button
Twitter: Referral
Twitter: Tw

YouTube: Branded Channel
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Data Analysis Cont: Identifying Influential Authors

Who is talking about us?

burdduff
DewaOffice
basttering
pc_item_news

BusSoftware

Authors

Blogger in
Japan had
KLOUT score
of 40 and
mentioned the

roduct 12x ...
\IO

Authors
clockmaker
_-'-"l. |j 00 E'_l F::

AdobeFremiere

FPhotoshop

Who is driving traffic?

Creativesuite —
adobecs_jp

AdobeAE e

Photashop _

AdobePremiere -

0 2,000 4,000 6,000

Potential

Mentions S
dienc

354

1,499

Who is driving revenue?

Acobecs jo [
clockmaker [
AdobePremiere _

Photoshop |

1,000 2,000 3,000 4,000

nue

close to $3K in

~\

and drove

Revenue!

J
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Reporting and Recommendations

Social Manager Report

A WWAILL DNSTS /S ANMIN WAW/ALL DNSTE facebook

FEBRUARY TWITTER REPORT

OUTBOUND ENGAGEMENT VS, ALL CONVERSATION ANALYSIS INSIGHTS

- Sentiment, Conversation Volume & Revenue

e n 7]

*Social ‘owned’ channels report
Digital landscape (KPIs)

*Top topics, posts/tweets, themes
*Top authors and influencers

Daily Alerts

daity social media brief

*Key findings

*Top topics of discussion
(volume and variance) Posts By NeTwonk
*Sentiment analysis
*Daily volume / sentiment

Stakeholder Report (BU) Executive Report

siness Unit Conversion Funnel

Sentiment, Conversation Volume & Revenue

Community Growth and Performance

*Revenue — Conversion Funnel
*Customer satisfaction
*Brand reputation

«Sentiment, Conversation and revenue
«Community Growth and Performance

*Product Conversion Funnel

Campaign Report

*Volume of conversation (keyword)
*Sentiment, Conversations and Revenue
sInfluencers

*Key topics

*Conversion analysis

TwITTER PO5TS & POTENTIAL IMPRESSIONS
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Adobe




What is the Value of a Fan/Follower?

Revenue per Visitor

' :- x1.5

s\\\\\\

All Social Facebook/Twitter







Case Study — CS6 and Creative Cloud Launch




Organized Across Teams And Time Zones

(@AYo [0] o]=]

i

a;}
- ;*“*f >

- @Creative
/ Suite

R : @Creative
4 Cloud

w7
%

o

@Adobe

Premiere



Social Media Objectives

Ilgnite Adobe’s 8M - Extend the reach of live - Drive Traffic and Pre-orders
strong social ecosystem event through social
and drive positive buzz

© 2012 Adobe Systems Incorporated. All Rights Reserved. 19 ' ‘
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Amplified News and Engaged Community

- Real-time coverage of launch event, _
Scavenger Hunts and community feedback - Scavenger Hunts — Local and Online

Creative Cloud & CS6 Launch Event / Scavenger Hunt 2012

AdobeCreativeCloud 0 Subscribe

/

E.

o 7
“ f:i.s

-

© 2012 Adobe Systems Incorporated. All Rights Reserved. 20 "‘
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http://www.youtube.com/watch?v=RepXzj8bq1g&feature=youtu.be

Measured Impact — Awareness and Conversion

- 3,000,000 YouTube views ggg?gslocéa&%%'a Volume

10% Sample

Press

- 600,000 total conversations in 2 weeks g Release

Live Launch  Flee
Event 2.39%

= 4x average conversation volume

- Sentiment: 99% positive/neutral drive by key

features:

“3 ‘ A Total CS Products CS6/CCM Launch

Creative Cloud pre-order Revenue from Social Media Visitors

- Overall web visits referred by social
sites: 3,000,000

- Social drove 10% of pre-order revenue:
2X ROI in <1 week

10X ROI in <6 week ' ]

mmmm CC Booked Revenuef

© 2012 Adobe Systems Incorporated. All Rights Reserved.



Things We've Learned

- Organization is key

- Define social media value based on business objectives
- Look at blend of metrics to see whole picture

- Measure to know impact on business

© 2012 Adobe Systems Incorporated. All Rights Reserved.
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Content Coordination Across Product and Regions

Center of
Excellence

wz0-—-—0m3=™aO
wz20-—-—-0m73

Mg‘fvrw Q‘}\

I/orC és

Life@Adobe Adobe Customer Care

@A

M\
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Scaled Across Business Units and Globally

BU’'s/
Corporate
Brand

Customer
Support

Latin P ™
\America ¥ =
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