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About Wave  
 

Å Wave: provides insight into the latest social media marketing ï online, on 
RSS and Twitter  and in weekly emails via the Wave: website  

Å This document provides an overview of some of the most interesting 
developments in social media marketing during Q4 2011  

Å This is the 6 th  WaveMetrix quarterly report, following on from previously 
released quarterly summaries:  

º Q3 2010  

º Q4 2010  

º Q1 2011  

º Q2 2011  

º Q3 2011  

wave.wavemetrix.com
http://wave.wavemetrix.com/wave/all/rss.xml
http://twitter.com/
http://wave.wavemetrix.com/
http://marketing.wavemetrix.com/Wave_social_media_quarterly_Q3_2010.pdf
http://marketing.wavemetrix.com/Wave_social_media_quarterly_-_Q4_2010.pdf
http://marketing.wavemetrix.com/Wave_social_media_quarterly_Q1_2011.pdf
http://marketing.wavemetrix.com/Wave_social_media_quarterly_Q2_2011.pdf
http://marketing.wavemetrix.com/Wave_social_media_quarterly_Q3_2011.pdf
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1. Executive summary  
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Brands seek ever more creative ways to engage 
consumers across different platforms  

Å Throughout 2011, brands have 
developed ways to create synergies 
between diverse communication 
channels:  

º Converse and Hewlett -Packard both 
successfully integrated digital and offline 
marketing to increase consumer 
engagement  

º However, HPôs campaign, which made use 
of the Twitter hashtag  # HPTwitterWisher  
was hijacked by negative consumers, 
revealing the drawbacks of relinquishing 
control on Twitter  

Å Axe is using crowd -sourcing, a 
popular 2011 strategy:  

º Axe asked users to participate in creating 
a graphic novel, including the characters 
and the plot, successfully engaging fans in 
product and brand discussion  
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Some brands are letting their fans take over 
through consumer - to -consumer engagement  

Å In Q3, brands gave fans more control 
of their corporate social media space:  

º Q4 has continued this trend as brands aim to 
create spaces for consumer - to -consumer 
engagement  

Å 17 Cosmetics successfully got fans 
sharing make -up tips through a 
Twitter party:  

º Unlike HPôs Twitter Wisher campaign using 
hashtags , the moderated Twitter party 
provides a more contained environment  

Å TV show Spartacus promoted C2C 
engagement through a gaming app:  

º Fans build ties with their team, providing an 
arena to discuss the show amongst them  

Å Nespresso  also show how a limited 
edition product can foster C2C buzz:  

º Nespresso  Kazaarôs limited availability led 
fans to join forces to request its comeback  
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Brands show how to engage a specific 
demographic group, without pushing away others  

Å In 2011 brands have developed 
ways to target specific demographic 
groups:  

º However, these can backfire if consumers 
feel typecast or if other consumers feel 
excluded  

Å Harvey Nichols successfully 
engages a younger female audience 
through humour:  

º The light -hearted óWalk of Shameô advert 
does not alienate older consumers  

Å Leviôs approach of breaking female 
stereotypes creates positivity:  

º Leviôs Curve ID range appealed to female 
consumers by reflecting the diversity of 
female body shapes  

Å In contrast, Dr Pepperôs hard-lined 
óNo Women Allowedô ad sparks 
criticism from both men and women  
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Analysis of Twitter reactions shows how 
consumers Tweet in real - time during events  

Å Analysis of Tweets in response to 
real - time events reveals that:  

º Most Tweets occur during rather than 
after the event  

º Twitter data provides an accurate picture 
of consumer intentions, especially in the 
case of TV shows where fans vote for the 
outcome  

º Tweets during an event are often 
intense, but short - lived, and respond to a 
key moment or occurrence  

Å This shows that marketers have a 
short window of opportunity to 
drive Twitter engagement, which 
can be achieved by giving users 
content to Tweet about  

wave.wavemetrix.com
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2. Engaging 
consumers in 
creative ways  
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ó Found them!!!  ô 

Key takeaways  

Converse  successfully combines social media with 
outdoor advertising by sharing clues on their Facebook 
page for an outdoor boots hunt  

54% of engagement on Converseôs Facebook page is 
about the outdoor activity, highlighting the role of 
social media in bringing the campaign to life  

Converseôs mystery shoeboxes create an online-
offline synergy in consumer engagement  

About the campaign  

Brand  Converse  

Approach  Converse promoted  their Chuck Taylor 
boots by hiding pairs inside óIn Case of 
Emergencyô boxes. Pictures of the 
boxes were posted on Converseôs 
Facebook page as a clue to the 
location and the finders could keep the 
boots  

Facebook  20.9  million likes  

ó Iôm so excited 
although will they come 
to Scotland? ô  

Click  here for full story and analysis  

Converse: outdoor vs. online 
marketing buzz and sentiment  

Fans discuss the 
outdoor campaign 
on Converseôs 
Facebook page  

wave.wavemetrix.com
http://wave.wavemetrix.com/content/converse-successfully-combines-digital-and-outdoor-marketing-nationwide-treasure-00846
http://wave.wavemetrix.com/content/converse-successfully-combines-digital-and-outdoor-marketing-nationwide-treasure-00846
http://wave.wavemetrix.com/content/converse-successfully-combines-digital-and-outdoor-marketing-nationwide-treasure-00846
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ó I wanna  be part of the 
story ô 

Key takeaways  

Axe show that crowd -sourcing can be used as a 
promotion channel, by making the most of fansô direct 
involvement with the brand during the campaign  
 
52% of buzz in response to the graphic novel is about 
the Anarchy spray, showing that fan crowd -sourcing 
can successfully promote a new product  
 
 

Axe engage fans by asking them to participate in 
building an online comic book  

About the campaign  

Brand  Axe  

Approach  Axe is encouraging  users to participate 
in building the storyline for an online 
graphic novel to promote their new 
Axe Anarchy scent  

Facebook  2.3 million likes  

ó I think that a zombie 

horde should attack and a 
guy should spray axe and a 
horde of girls with guns rush 
to him ô  

ó I got the Anarchy body wash 
itôs awesome ô  

Click  here for full story and analysis  

Axe: % buzz and sentiment by topic  

Axeôs crowd-
sourcing 

campaign 
creates 44% 

positive 
product buzz  

wave.wavemetrix.com
http://wave.wavemetrix.com/content/axe-s-plan-first-real-time-comic-book-creation-using-crowdsourcing-successfully--00872
http://wave.wavemetrix.com/content/axe-s-plan-first-real-time-comic-book-creation-using-crowdsourcing-successfully--00872
http://wave.wavemetrix.com/content/axe-s-plan-first-real-time-comic-book-creation-using-crowdsourcing-successfully--00872


Page 12  October 2009  Proprietary and confidential. All rights reserved  

Page 12  October 2009  Proprietary and confidential. All rights reserved  

Page 12  12 th  January 2012  Sign up to Wave  to receive the next quarterly trend reports   

Proprietary and confidential. All rights reserved  

Key takeaways  

HP attracted  positive engagement from fans through 
creative use of a Twitter hashtag  for 2012 wishes  

However, 10% of buzz comes from users who hijack 
the hashtag  to express environmental concerns 
around the campaign, which shows the potential for 
Twitter hashtags  to backfire  

HPôs Twitter Wisher hashtag  successfully attracts 
engagement, but is also used to spread criticism  

About the campaign  

Brand  Hewlett -Packard  

Approach  HP asked consumers to Tweet their 
wishes for 2012 using the hashtag  
# HPTwitterWisher  which were then 
printed on balloons and released at 
the companyôs site in Dubai 

Facebook  900,000 likes  
ó So impressed by this 
fun use of 
# HPTwitterWisher  ô  

Click  here for full story and analysis  

HP: % buzz and sentiment by topic  

Environmentalists hijack 
the hashtag  generating 

10% of negativity  

ó # HPTwitterWisher  is 
stupidity at it's finest! Do 
ppl  really not know that 
balloons kill wildlife ô  

ó @HPandMe  Why are you 
killing wildlife with this? 
# HPTwitterWisher  ô  

wave.wavemetrix.com
http://wave.wavemetrix.com/content/hps-twitterwisher-campaign-spreads-new-years-cheer-not-among-wildlife-lovers-00871
http://wave.wavemetrix.com/content/hps-twitterwisher-campaign-spreads-new-years-cheer-not-among-wildlife-lovers-00871
http://wave.wavemetrix.com/content/hps-twitterwisher-campaign-spreads-new-years-cheer-not-among-wildlife-lovers-00871
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3. Promoting 
consumer - to -
consumer 
engagement  

wave.wavemetrix.com


Page 14  October 2009  Proprietary and confidential. All rights reserved  

Page 14  October 2009  Proprietary and confidential. All rights reserved  

Page 14  12 th  January 2012  Sign up to Wave  to receive the next quarterly trend reports   

Proprietary and confidential. All rights reserved  

ó @sabrinalovesyou  I really 
love their cream blushes, 
and the magnetized polish. 
Haven't tried much yet, but 
these are great 
#17cosmetics ô 

Key takeaways  

17 Cosmetics successfully promoted fan - to - fan 
conversation, by hosting a Twitter party on a topic 
which fans can engage in  
 
82% of buzz  from attendees is directed to another 
attendee, showing that Twitter can provide a forum 
to let consumers do the talking  

17 Cosmetics organise a Twitter party to get fans 
talking about make -up amongst each other  

About the campaign  

Brand  17 Cosmetics  

Approach  17 hosted  a Twitter party on their 
community page by getting users to 
tag their posts with #17cosmetics  

Twitter  6,000 followers  

ó What are your favourite 
#17cosmetics products? I 
need recommendations ô  

Click  here for full story and analysis  

17: party host vs  party attendee buzz  

82% of attendee 
buzz is directed 

at other 
attendees  

wave.wavemetrix.com
http://wave.wavemetrix.com/content/cosmetics-brand-17-successfully-drives-product-discussion-amongst-teenage-girls--00852
http://wave.wavemetrix.com/content/cosmetics-brand-17-successfully-drives-product-discussion-amongst-teenage-girls--00852
http://wave.wavemetrix.com/content/cosmetics-brand-17-successfully-drives-product-discussion-amongst-teenage-girls--00852
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ó Trust me Kazaar  is the 
best Iôm stocking up as 
soon as it arrives ô 

Key takeaways  

Nespresso  Kazaarôs limited availability encourages 
fans to create their own communities in support of 
the capsules being re - launched  

Three Kazaar  fan communities emerged on Facebook, 
creating a space for C2C conversation and for online 
advocacy  

Nespresso  show that limited edition products can 
encourage the creation of fan communities  

About the campaign  

Brand  Nespresso   

Approach  Nespresso  launched a limited range 
of coffee capsules called Kazaar . 
Once the Kazaar  stock expired, 
consumer communities lobbying to 
bring Kazaar  back emerged on 
Facebook. Nespresso  has recently 
announced they will be re - launching 
it in 2012  

Facebook  1.4 million likes  

Click  here for full story and analysis  

Bring back Kazaar  community: most 
commonly used words  

ó My last supplies are 
running out so, I need 
more!!! ô 

ó Kazaar  you should be a 
permanent flagship in the 
Nespresso  range ô 

wave.wavemetrix.com
http://wave.wavemetrix.com/content/limited-edition-products-can-create-strong-online-consumer-communities-00866
http://wave.wavemetrix.com/content/limited-edition-products-can-create-strong-online-consumer-communities-00866
http://wave.wavemetrix.com/content/limited-edition-products-can-create-strong-online-consumer-communities-00866
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Key takeaways  

Starz  successfully generates positive fan - to - fan  
engagement for Spartacus TV show through gaming, 
and asking users to become part of a team  

This shows the potential of games to bring fans 
together in a fun environment, as well as giving 
consumers a sense of belonging  

Starz  use an online game to bring consumers 
together around Spartacus TV show  

About the campaign  

Brand  Spartacus  

Approach  Starz  launched an interactive 
Facebook app game to promote 
their TV show Spartacus. Fans 
joining the game are asked to pick 
a team to play on and to elect a 
leader  

Facebook  2 million likes  

Click  here for full story and analysis  

Spartacus: fan - to - fan engagement buzz 
by topic  

Within the 
Spartacus 

game forum 
consumers 

discuss both 
the show 
and the 

game  

ó Spartacus awesome series 
with a brilliant cast! ô 

ó Always a rebel!  ô  

ó Iôve entered and joined the 
fight on the rebelsô side ô  

wave.wavemetrix.com
http://wave.wavemetrix.com/content/spartacus-fans-take-arms-launch-new-facebook-app-00863
http://wave.wavemetrix.com/content/spartacus-fans-take-arms-launch-new-facebook-app-00863
http://wave.wavemetrix.com/content/spartacus-fans-take-arms-launch-new-facebook-app-00863
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4. Targeting specific 
demographic 
groups without 
pushing away 
others  
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Key takeaways  

Harvey Nicholsô advert successfully engages younger 
women as they can relate to the topic, representing a 
shift from their usually more senior target market  

The  advert also generates a positive response from 
more senior women, who find it ñfunnyò, despite a few 
who say they ñdonôt get itò 

Harvey Nichols engages a younger female 
audience with óWalk of Shameô advert 

About the campaign  

Brand  Harvey Nichols  

Approach  Harvey Nicholsô óWalk of Shameô 
Christmas advert shows various 
women walking home after a night 
out, still wearing dresses, heels and 
make -up. The retailer invites them 
to come to their store in the morning 
to buy new clothes and shoes  

YouTube  700,000 views  

ó Dear oh dear... so true ô  

Click  here for full story and analysis  

Harvey Nichols: % buzz and sentiment 
for women by age group  

óWalk of Shameô 
ad successfully 

engages 
younger women  

ó Best one I've done is 
having to walk downstairs 
of a very swanky hotel for 
breakfast wearing a bright 
red, full length ball gown ô  

ó I honestly don't get 
this ad. could someone 
explain ô  

wave.wavemetrix.com
http://wave.wavemetrix.com/content/harvey-nichols-engage-young-females-new-walk-shame-advert-00862
http://wave.wavemetrix.com/content/harvey-nichols-engage-young-females-new-walk-shame-advert-00862
http://wave.wavemetrix.com/content/harvey-nichols-engage-young-females-new-walk-shame-advert-00862
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ó Best jeans ever. I've  

never had jeans that fit me 
this well ô 

Key takeaways  

Leviôs generate a more positive response from 
women than Diesel by breaking the stereotype of the 
ñskinnyò model 

Dieselôs advert is criticised for having all ñwhiteò and 
ñskinnyò models and for creating female stereotypes, 
although the majority of responses are positive  

Leviôs diverse approach to womenôs jeans is better 
received than Dieselôs stereotypical one  

About the campaign  

Brand  Diesel  

Approach  In 2010, Leviôs launched their 
Curve ID range with models to fit 
three levels of curviness.  
Diesel has launched a new range of 
jeans, with models to suit five 
different personalities  

Facebook  Diesel: 1.1  million likes  
Leviôs: 9.6 million likes 

ó Why do the models 
have to be so skinny ô  

Click  here for full story and analysis  

Leviôs vs Diesel: sentiment of discussion 
for female consumers  

Dieselôs 
stereotypical 

approach 
generates 

higher 
negativity  

ó Bold curve for me! ô 

ó All the models are 
skinny and white ô  

wave.wavemetrix.com
http://wave.wavemetrix.com/content/diesel-win-over-female-consumers-new-fit-your-attitude-denim-campaign-00870
http://wave.wavemetrix.com/content/diesel-win-over-female-consumers-new-fit-your-attitude-denim-campaign-00870
http://wave.wavemetrix.com/content/diesel-win-over-female-consumers-new-fit-your-attitude-denim-campaign-00870
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ó I'm a man and I found this 
to be absurdly offensive ô 

Key takeaways  

Dr Pepperôs approach of appealing to men through a 
sexist message backfires with 34% of male 
consumers finding it ñoffensiveò 

Moreover, alienated  female consumers respond 
negatively, saying they will ñneverò buy Dr Pepper 
again  

Dr Pepper Ten alienates all consumers with a 
hard -lined óItôs Not For Womenô campaign 

About the campaign  

Brand  Dr  Pepper  

Approach  Dr  Pepper launched a campaign to 
promote their new Dr Pepper Ten 
drink aimed at male consumers with 
the tagline óItôs Not For Womenô 

Facebook  5 million likes  

ó Great marketing 
campaigns don't 
immediately alienate and 
insult 50% of the market ô  

ó Sexist and disgusting. 
You don't have to worry 
about me buying your 
product ever again ô  

Click  here for full story and analysis  

34% of men and 
67% of women 

are negative  

Dr Pepper: % buzz and sentiment by 
gender  

wave.wavemetrix.com
http://wave.wavemetrix.com/content/dr-pepper-faces-wrath-female-consumers-wake-its-not-women-diet-drink-campaign-00841
http://wave.wavemetrix.com/content/dr-pepper-faces-wrath-female-consumers-wake-its-not-women-diet-drink-campaign-00841
http://wave.wavemetrix.com/content/dr-pepper-faces-wrath-female-consumers-wake-its-not-women-diet-drink-campaign-00841
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5. Real - time Twitter 
analysis: how do 
fans Tweet in 
response to 
events?  

wave.wavemetrix.com
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Key takeaways  

Analysis of Tweets during Strictly Come Dancing shows that consumers use 
Twitter as an immediate broadcasting tool during the show, suggesting 
marketers only have a short period of time to leverage this engagement  
 
Minute -by -minute analysis of Tweets during the show reveals that Tweets 
increase up to the announcement of the winner, but drop sharply after  
 

Tweets about the Strictly Come Dancing finale are 
confined to the showôs TV airing time 

Click  here for full story and analysis  

Tweets per minute during Strictly Come Dancing finale  

ó Watching # scd and 
Harry and Aliona  were 
amazing ô 

ó Iôm so glad they won they 
were brilliant # scd ô  

ó I knew theyôd win, well 
done! # scd ô  

Twitter activity fluctuates 
throughout the Strictly 
finale, but tends to only 

occur when show is being 
aired on TV.  

Tweet levels dip between 
part one and two. In 

addition, once the show is 
over, Twitter activity dies 
down fast, showing that 
marketers only have the 

duration of the event itself 
to promote engagement  

Part 1  Part 2  

Break  

wave.wavemetrix.com
http://wave.wavemetrix.com/content/real-time-twitter-analysis-provides-accurate-forecast-harry-s-strictly-come-danc-00869
http://wave.wavemetrix.com/content/real-time-twitter-analysis-provides-accurate-forecast-harry-s-strictly-come-danc-00869
http://wave.wavemetrix.com/content/real-time-twitter-analysis-provides-accurate-forecast-harry-s-strictly-come-danc-00869
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ó I vote for Little Mix ô 

Key takeaways  

Analysis of real - time Tweets during X Factor can be used to predict voter 
intentions with a high level of accuracy, suggesting there is an opportunity for 
marketers to forecast consumer behaviour during an event  
 
The proportion of Tweets per X Factor finalist during the finale closely matches 
the proportion of public votes they received  
 

Consumer intentions Tweeted in real - time during 
X Factor closely match their actual behaviour  

ó Iôm betting Little Mix 
are going to this year! ô  

ó Little Mix HAVE to win ô  

Click  here for full story and analysis  

 % Tweets vs  actual vote by X Factor finalist  

The number of real - time 
Tweets about each 

contestant matches the 
actual outcome of the 

public vote to an accuracy 
of - /+1.5%  

wave.wavemetrix.com
http://wave.wavemetrix.com/content/x-factor-final-reveals-little-mix-were-winners-online-well-stage-00867
http://wave.wavemetrix.com/content/x-factor-final-reveals-little-mix-were-winners-online-well-stage-00867
http://wave.wavemetrix.com/content/x-factor-final-reveals-little-mix-were-winners-online-well-stage-00867
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Key takeaways  

Peaks in real -time Twitter activity during Steve Ballmerôs keynote at the 
Consumer Electronics Show respond to key moments during his presentation, 
but these are short - lived and levels drop again fast  
 
This shows that consumers need to be engaged with consistent content 
throughout an event in order to keep on Tweeting  

Consumers Tweet about specific occurrences 
during Steve Ballmerôs CES keynote 

 Number of Tweets during Steve Ballmer CES keynote  

Click  here for full story and analysis  

ó Microsoft has hired a 
choir to sing the tweets 
focused on the keynote. 
It is surreal. #CES ô 

ó Microsoft Kinect  coming 

to Windows on February 
1st, says Steve Ballmer 
#EngadgetCES ô  

ó Watching Nokia demo 
the new Lumia  900 
Windows phone live at 
#CES. Steve Ballmer just 
took the stage to 
promote it ô  

Real - time Tweets during 
Microsoft CEO Steve Ballmerôs 

keynote at the Consumer 
Electronics Show peak at 

seven key moments, 
including major product 

announcements, the Twitter 
choir and the failure of the 

Windows Phone voice 
recognition demo  

wave.wavemetrix.com
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Further details  

wave.wavemetrix.com


Page 26  October 2009  Proprietary and confidential. All rights reserved  

Page 26  October 2009  Proprietary and confidential. All rights reserved  

Page 26  12 th  January 2012  Sign up to Wave  to receive the next quarterly trend reports   

Proprietary and confidential. All rights reserved  

We work with 
many of the 
worldôs leading 
brands  

Our analysts can 
read, interpret 
and classify 
every customer 
comment, in any 
language from 
any social media  

WaveMetrix is the global leader in buzz research  

Å  We are the only major social 
media monitoring company to 
not just capture buzz, but 
actually read it  

Å  Our analysts can read, interpret 
and classify every customer 
comment, in any language from 
any social media  

Å  We work with many of the 
worldôs leading brands 

Å Our clients choose us because 
we donôt just measure buzz, we 
help them understand and act  
on it  
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