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Most organisations no longer
question (social) media
monitoring. Social listening
allows for organisations to react
in real time to situations that
may occur on media channels.
This can include messages

on social media, articles in
printed media or radio and tv
fragments; tracking all these
channels is made possible
through technology. Due to
this, monitoring has become
an integral part of service,

marketing and sales.

In this whitepaper we wiill
highlight the why and how of
media monitoring and show you

4 different applications that will

help you achieve more efficiency.

Be sure to share this whitepaper
with your colleagues to inspire
them to achieve a stronger
implementation of online and

offline media monitoring.

What can media monitoring do
for you?

By structurally deploying social
media you will be able to collect
data for your client services,
search for buying signals and
analyse which factors influence
the online reputation of your
brand. This will help you to gain
valuable insights into messages
from customers and non-
customers. For a full overview

it is useful to use the five Ws to
answer questions such as “who,
what, where, when and why”.
Context is important here. It is
important to understand what
needs your target audience

has and make sure you deploy
these optimally. This is best
achieved through good webcare,
1-on-1 communication, content

marketing and advertising. ssssss



1. Media monitoring and
social service

2. Media monitoring and
lead generation
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3. Event- and crisis monitoring
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4. Reputation management
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6 tips to take your reputation
mManagement to a higher level
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Detecting relevant messages and
conversations is an important step in the
process of social service and webcare.
Monitoring makes it possible for you to
analyse what people are saying about
your organisation, and detect trends and
developments in the industry.

Who?
Who is talking about your brand,
products and services? Get to know

more about your target market through

monitoring what they talk about and
with who.

What?

What are they saying? News coverage is
an important aspect of this. Look further

than only mentions, research into the
needs and brand preferences of your
target group.

Where?

Where are these messages being
shared? Through what channels and
locations? Data about (geo)location

IA MONITORING
§OCIAL SERVICE

The five W's aid you to find questions and
complaints and to place them in the right
context. By structuring this process you will
be able to filter out relevant information
from the millions of messages that are
posted in the media daily. By doing so, you
will be left with relevant messages for your
organisation which will provide you with the
possibility to act upon these messages.

is often not available, however many
organisations underestimate the
possibilities provided through this.

When?

When do people talk about your
organisation? Which days and times are
popular? Is this before, during or after a
campaign? Are you active online at the
same time as your target market?

Why?

Why do we share, complain or ask
guestions? When receiving questions
or complaints, look further than isolated
situations and try to detect points of
improvement. This will help you to
answer the why-question.




Listen with the intention to understand and
Improve

People often only listen in order to reply. This
is also seen in organisations that do online
listening.

“Most people do not listen with
the intent to understand; they
listen with the intent to reply.”

- STEPHEN COVEY,
FROM THE 7 HABITS OF
HIGHLY EFFECTIVE PEOPLE.

The solutions lies in listening with the
intention to understand what the (potential)
client really means. Only by doing so, you
will be able to learn from what went wrong,
SO you can improve as an organisation.

This is what good customer service is!
Unfortunately webcare teams are often
missing an organised workflow. The service
process is often only designed for reactive
webcare.

William Needham Finley IV
@WNFIV
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So Fyre Fest is a complete disaster. Mass
chaos. No organization. No one knows where
to go. There are no villas, just a disaster tent
city.
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1.

Analyse the conversation history
to gain context and insights on
micro-level.

2.

Detect points of improvement by
analysing the content of contact
points on meta level. It is important

to determine the sentiment
surrounding important subjects.

3.

Analyse developments and trends
within your market on a macro
level. It is important to

determine the influence of

these on your service process.

Structure, prioritise, analyse and improve
In order to optimally design your media
monitoring process to detect and
understand the ‘question behind the
question’, it is necessary to implement

a strong structure. By implementing a
structure you can decide on the level of
priority of messages, for example through
subject, sentiment, source, author, influence
or location. The priority of a negative tweet
from a celebrity is much higher than a
general forum post.

Analyse questions directed at your service,
both reactive and proactive. Maybe you are
focused on Facebook and Twitter, while the
most critical questions are posted on forums
and review sites? Have you thought about
news coverage in the weekend, or messages
from more traditional channels such as:
radio and TV, newspapers and journals? It

is important to have a broad view on news
coverage about your organisation, to ensure
you can make improvements based on
relevant data, rather than feeling. This is a
more long-term approach, as with many
things; “Think big, act small”. assass
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MONITORING

AND LEAD GENERATION

Organisations often focus their social media
around branding and service, however, this
focus has shifted towards lead generation.
The internet is filled with potential clients,
who are looking for the right fit for their
needs. The foundation for good lead
generation can be found in understanding
your potential client. To do so, you will need
insights into your customers; where they are,
what they talk about, with who and at what
time. Media monitoring offers solutions to
get to know more about these customers,
but also to define the buyer journey further.

A number of useful actions for lead

generation are for example:

. Measure at what time your potential
clients communicate, so you can

adjust your content distribution to this.

Make use of location for targeting your
message.

Detect which influencers are active
within your market and analyse what
content they share and which possible
interfaces they might have with your
organisation.

Follow trends, developments and
competitors

When monitoring, you should look into
more than your own company name,
platforms and accounts. It is advisable to
follow important terms surrounding your
organisation, this will help detect sales
opportunities, developments and trends
within the market. This will help you to find
new stakeholders that are relevant for your
organisation.

Monitoring your competitors will also help
find your own weaknesses and strengths.
Find out how you can differentiate yourself,
and find new opportunities in the market.
How satisfied are the clients of your
competitors? And even a step further: detect
contracts that are ending or unanswered
guestions, to see how you can follow-up on
these. Invite potential clients to a meeting
and use proactive behaviour to show what
you can offer.

A monitoring tool aids you to filter out
what messages are important for your
organisation through smart searches,
made easy. In addition to this, a monitoring
tool has the possibility to measure and
analyse the results of lead generation. This
will help your organisation to optimise
service, marketing and products for clients.
Enrich your knowledge, analyse results and
implement change to enhance your position
inthe market. ananee

61% of consumers switches
organisations when they experience
poor service. This was shown in a
research conducted by Accenture

in 33 countries. Besides this, 68%
of these consumers never return
after switching. Therefore, lead
generation is a part of optimal
social services.
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CRISIS MONITORIN

Besides being useful for lead generation
and service, media monitoring can be used
before, during and after an event or crisis
for monitoring. In an ideal situation, on

and offline media monitoring is strongly
integrated and your team is ready to
anticipate, react and activate at all times.

Event and crisis monitoring has 3 goals:

1. Crisis communication and management
2. Webcare

3. Marketing

Before your campaign starts, setup
real time alerts and keywords.
These alerts can differ in their
goals. It is possible to set an alert if
the volume of messages increases
greatly compared to your average
volume. This could be a result of
famous people talking about your
brand or if a situation is looking to
get out of hand. In the last case,
you will need to spend time in
formulating keywords with your
brand name and hashtags in
combination with words such

as; brand, theft, injured,

storm, danger etc.

Monitoring news coverage during an event
or crisis will provide your organisation with
more insights into what is going on. It will
never provide you with a complete view,

but will give you extra knowledge into the
opinion your organisation, employees,
sponsors and customers have regarding the
event. You will be able to anticipate on risks
and crisis through these findings. In addition
to this, you will be able to react to questions
and comments in real time, both reactive
and proactive. Finally, you will be able to get
in contact with involved customers which
will help you create more impact and reach.

Crisis monitoring and risk analysis

When monitoring a crisis you should start by
identifying risks. When an event is coming
up, you can usually easily identify which
topics will need more attention. These
topics might be influenced by; location,
program, catering, weather or other aspects
of the event. It is advisable to take the time
to identify these topics before your event
through keywords. This way you are sure you
will not miss out on messages and you can
react on them as soon as a situation occurs.
To avoid an information overload you should
prioritize messages and topics. Providing
adequate and fast communication will allow
your organisation to be a trustworthy source
for updates about the situation. Strong
preparations really is the best strategy for

crisis monitoring.



Reactive and proactive service

Event monitoring can help you to identify
questions, remarks and complaints, which
will help you to provide reactive and
proactive service. A good preparation will
provide you with a complete overview of
what is messages are surrounding your
organisation. Make sure you are able to help
out with questions before, during and after
the event.

Engage visitors and their network

When you start promoting your event on
social media you are not only improving
branding, but also engaging visitors and
sponsors. For example; short interviews
could be used as teasers for the event, but
also as a source of inspiration.

During the event you can make use of live
narrowcasting to display online messages
from visitors. This will help you to stimulate
the use of social media and visibility of your
event content.

Tom Harle ( \>
Follow v
@tomharle

Big up orange car park queue massive!
#GreenMan18

12:54 PM - 20 Aug 2018
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Arla Gamper @ArlaGamper - 20 Aug 2018 v
Replying to @tomharle

Hi there @tomharle! Are you still in the queue? We are aiming for some queue
chat while we wait. Did you see the ‘Strangest Thing’ in Einstein’s Garden? We
missed it and wanted to find out what it is! #GreenMan18 #funinthequeue
#thestrangestthing
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Tom Harle @tomharle - 20 Aug 2018 v
Oh no we got moving in the end! @ We didn't see that one but the Museum of

Extinct Species was ace
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Johan Hultin @mr_hultin - 15 Nov 2018 v
@Q_dance guestion, as you website confused me. Are or arent tokens used for
drinks? Havent been to Qlimax since 2009 when they were in use.
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Q-dance
@Q_dance

Replying to @mr_hultin

Hi, the GelreDome works with a Wallet
instead of tokens. The Wallet is a payment
card, you can charge this Wallet with your
money.

6:06 PM - 19 Nov 2018
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From preparation and real time service to
evaluation

Whilst preparation and strong keywords
are important for crisis communication
and service, evaluating is also an added
value. This will help you analyse your work
afterwards, helping you to identify possible
patterns in messages. Besides learning and
improvement points you will be provided
with an over overview of what partners and
sponsors were involved in the event.

After our own #OBlevent we analysed how
the news coverage developed throughout
the day. Besides this we found out who was
most active, and by analysing the sentiment
we could discover how the content of the
day was received. Finally, we had a critical
look at the input of engagement, in which
KPIs such as; service level and response
speed could be improved.
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The (online) reputation of an organisation is
influenced by a number of different factors:
Is the organisation customer focused?
How does the organisation
communicate?
What is the quality of the services and
products offered?
How well is the organisation involved
in social responsibility?

How can you discover which factor will
influence your reputation the most? How
can you respond to this as a brand?

The reputation of your brand is also
influenced by information that can be found
anywhere on the internet. Any potential
customer is able to get ahold of this online
information, which could influence the way
they view your organisation. Therefore it is
extremely important to have a grip on this
information.

REPUTATION ==+ |
MANAGEMENT - &

Knowledge is Power!

Though organisations have become more
comfortable with social media data and
analysing this, the next step towards
reputation management is often still
seen as difficult. For most organisations
the challenge mainly lies within the
interpretation of the data and how to
translate the data into actionable insights.

Many organisations are looking for actions
to take to improve their reputation. We
would all like to find a the simplest solution
for this. The most important aspect is to
link the right subjects with each other. The
following tips provide you with insights into
(partly automated) structural reputation
mManagement analysis. aana88®



6 TIPS TO TAKE YOUR
REPUTATION MANAGEMENT
TO A HIGHER LEVEL

Tip 1: look further than volumes

An increase in message volumes is often
influenced by a number of factors. For
example; one person could repeatedly share
his/her message, an online contest or if your
organisation is continuously mentioned in
other situations.

In addition to this, problems that can
influence your reputation don't necessarily
need to have a large volume. Therefore,
always broaden your search into source
types (newspapers, RTV) and sources (high
impact sources such as: industry blogs,
Reddit etc.).

Tip 2: Measure your core values

You have decided on core values within your
corporate communication strategy. Make an
analysis of what topics might arise according
to these core values. Analyse the sentiment

around your core values to see if these can
be improved.

Proactive versus reactive service
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Tip 3: Monitor press release after sending
them

Creating and spreading press releases

is an important task for communication
professionals and it is has a large impact
on the reputation of an organisation. Often
press releases are not monitored well
enough. Whilst this provides strong insights
into which media channels pick up what
topics, which subjects ‘score’ te the highest
and which press releases influence your
sentiment on social media.

Tip 4: Look at the number of proactive versus
reactive messages

Another important guideline is proactive
versus reactive messages. Structurally
analysing this provides insights into what
messages you have been able to somewhat
influence.

® From brand X
1283

@ Tobrand X
5175

Total volume
6458

52 1212
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“Media monitoring is crucial for any
type of organisation. It constantly
provides real-time insights into
news coverage around your brand,
industry and competitors. This allows
you to have control and influence on
your organisations reputation.”

- ALEXANDER DE RUITER, CEO OF OBI4WAN

Tip 5: Broaden your market knowledge.
What issues are there?

(Social) media monitoring is not only for your
organisation. When your communication
professionals have good insights into which
issues have influence in your market, your
organisation will be able to play into this.

Tip 6: Monitor important stakeholders

It is important to have detected the

most important stakeholders for your
organisation. Can you group these, or find
certain trends?

One of the most important lessons from
reputation management is that people
want to be heard. Be open for feedback, to
help you react to as many questions and
remarks as possible. Be sure to reply quickly,
especially on social media, always stay
friendly. Due to disappointment or unmet
expectations people often want to leave
their remarks. Replying with understanding
and a clear view often changes this around
and will result in a more positive reputation,
loyal clients and efficiency! sassas

61% of consumers reads the
reviews before making a decision

in the buyer journey. This is
shown in a study conducted
by Econsultancy!
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Email: info@obi4wan.com
Phone: +31 (0)85 210 50 60
Website: www.obi4wan.com

Stay up to date on webcare, media monitoring, chatbots
and media insights. Follow us on social media.
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