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quantum insights

Traditional Influential
Media Sites

Low Medium
Virality Virality

Social
Media

High
Virality

...and so Is overall social media virality

The high velocity of
information exchange impacts
corporate reputation faster
than before.

Therefore marketing /
communication / reputation /
research teams need new
capabilities and understanding
to proactively engage in the
new media age

EmPower Research LLC. All Rights Reserved.

Listen. Learn. EmPower

SCG QI. All Rights Reserved.



Virality coupled with negative sentiments can bring
down brand reputation

Nestlé suffered high
negativity owing to the
Greenpeace movement on
eco-friendly suppliers

Fall in Sentiments
Nestlé

Two snotty employees
outraged customers by
filming themselves
violating health codes

Domino’s

Video of luggage handlers
breaking a traveler guitar
becomes viral with 1.4
million views in 4 days

37% l
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Organizations today need an actionable framework that takes into account
the viral propagation of social media and its rapid impact on reputation

Management might not convinced by
absolute measures such as these.

DASHBOARDS

Intended
Message

STATISTICS

Site visits Mentions

Posts Followers Themes

Reach Links Tone

EmPower Research LLC. All Rights Reserved. Listen. Learn. EmPower SCG QI. All Rights Reserved. 5



,.GQI Managing reputation across the message journey

Research quantum insights

Origination

Messages originates in various online
forums spontaneously or triggered by
Crisis

Resonance

This message is liked by consumers
/stakeholders and is transmitted far
and wide across channels

Impact

The strong message pull-through
subsequently translates to a good
PRISM score aka media impact

Reputation

The result of this positive media
impact is increased reputation which
will reflect in the CERT score

PRISM - Performance Rating Impact of Salience in Media
CERT - Corporate Equity and Reputation Tracking
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Message Origination

| Discussion on
) issues / crisis

Seeded
messages

New product
discussions

Competitor
discussions

Pick-ups from
news
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Message resonance

Theme 1 Theme 2 Theme 3
-
S
Message £
Resonance Is
measured by
calculating the W ‘ @
m

pull-through
across social

media channels
and outlets

Influencers

@

EmPower Research LLC. All Rights Reserved. Listen. Learn. EmPower SCG QI. All Rights Reserved. 8



@:GQI Impact measures via EmPower’s PRISM methodology

quantum insights

Research

@ Share of
voice

Influencer
discussions

Headline
mentions

Outlet
penetration

Total
mentions

& &
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%I;GQI PRISM Impact scores

Impact in

the ME i

Week 01

02

03

TOTAL:

Why impact went
down

Trends in impact
scores

Why impact went
up

Impact
Worldwide

TOTAL:

05 06
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Media impact leads to reputation enhancers and
detractors

Research quantum insights

Enhancers (+ve) Detractors (-ve)

Advocacy
= Propagation by
influencers

Awareness
= Relative media coverage
SoV

Image
= Discussion themes and
sentiments

Preference
= Purchase intent of your
brands

Word of Mouth
= Propagation by
consumers
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@' ol Enhancers and Detractors feed into “Corporate / Brand
LG Equity and Reputation Tracking (CERT)” Framework

o

D

>
4

Research

quantum insights

Competition

COMPETITOR BRANDS

YOUR BRANDS

Brand
Word Of
savoccy K ¥ s

Mentions in
influential channels

o7

&
Voice
—>

9
Brand
—> advocates
: —>

discussion —> First timers

Weight x %
— g ; > Weight x % —> Weight x %

m_

—> Weight x % -

Preference

over
competition

L> Weight x %
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Client Reputation Increased due
fo:

o XXXXXXXXXXX XXX XXXKXXXX

Y !;GQI CERT tracking over time

Competitor Reputation
Increased due to:

o XXXXXXXXXKXXXXXXXXKXXXX

Competitor Reputation
Decreased due to:

e XXXXXAXXXXAKXXXXXXKXXXXX

3

é )

Ongoing Monthly CERT
p

3

o ® °

Month 1 Month 2 Month 1
\ J

. Company A . Competitorl . Competitor2 I
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. o) : :
!:G How it all fits
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@@
@@

Message .
Pull-Through Ongoing Dashboards

Social Media
Monitoring

Crisis
Monitoring

Analysis ( )

OngoingMonthly CERT

Event
Monitoring

Corporate
Reputation Score

Month 1 Month2 Month 1

Impact
Measurement
via Prism

-— - TOTAL:
Impactin
the ME i 9 ?¢ 33%
Week 01
Why impact went Trends in impact Why impact went
down scores up

Impact
Worldwide 56%
Week 03 04 05 06

01 02

Weekly
Measurement

Pre & Post Event
Measurement

Rule Based
Alerts
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Examples from our past

Case studies .
experience
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@:GQI lllustrative Sample

Research quantum insights

What Physicians Said What Patients Said

A diabetes drug had
high pre-launch
expectations from
both physicians and
patients alike.

While physicians

Price Theme3 Theme2 Themel Efficac Price Efficacy Themel Theme2 Theme3
felt the drug has - .

the best efficacy,
patients felt that it _
was very expensive. _ Positive sentiments

Neutral

sentiments

Negative

sentiments
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GQI lllustrative Sample

quantum insights

Research

Hi

The launch of a
sedan lost some of
its sheen owing to
negative chatter on
its price even when

it was highly
recommended by
opinion leaders.

Consideration

This resulted in
high consideration
for competitor in
the same segment.

Lo

Ve Sentiments +Ve
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,.GQI lllustrative Sample

Research quantum insights

Understanding A @ card A  )cardB
credit card
customer
perceptions by
integrating social - Service
media data with
internal data.

Service was
appreciated

- - Security
Social Media Safe transactions

showed how its won customer
customer base had : : : : : : confidence
developed an affinity
towards its
competitor.

premium cards
provided were

487o; R admired

. Respect

Positive Impressions (%)
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Disclaimer: The data presented in this presentation is collected
from publically available resources. EmPower Research or SCG
doesn’t take any responsibility on the authenticity of the data
disclosed in this presentation and outcomes of decisions taken
based on such data by the recipient of this presentation.

Listen. Learn. EmPower



