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Mission statement:  

“Assess best practices in the measurement of natural language 
processing, sentiment analysis, social marketing, and social media 
influencers and their effects in driving both upper and lower funnel 
brand metrics.”

This webcast is the third in a series produced by this Council.  Coming up:

• Workshop on Social Media Measurement at ARF AUDIENCExSCIENCE, 
morning of September 22

• Social Media Measurement Field Guide

Social Council Mission

#ARFwebcast



∙ Unique insights about each social media platform 
during the pandemic 

∙ The explosion of creativity on social media and the 
expansion of what it means to be a “content 
creator” 

∙ Adapting communication away from ‘go to the 
store’

∙ Offline sales measurement considerations

Webinar Topics 



People In Quarantine Dig Into Their Social Feeds

Time spent with social media on smartphones, tablets or computers 
increased substantially towards the end of March and into April

Source: Computer, smartphone, and tablet via Total Media Fusion sourced from Nielsen Media Impact. Social Networking includes all apps/sites in the Social Networking subcategory as defined in the Nielsen dictionary. Weeks that cross calendar months are not
included. Weeks included are 1/6/2020, 1/13/2020, 1/20/2020; 2/3/2020, 2/10/2020, 2/17/2020; 3/2/2020, 3/9/2020, 3/16/2020, 3/23/2020; and 4/6/2020, 4/13/2020, 4/20/2020. Time spent includes whether or not the individual has the technology.

Change in Time Spent Social Networking for an Average Week
Compared to January Average Week



Changes in Social Media Behavior Vary by Age

While all age ranges increased their time spent on social media, older 
people were earlier and more aggressive in changing their behavior

Source: Computer, smartphone, and tablet via Total Media Fusion sourced from Nielsen Media Impact. Social Networking includes all apps/sites in the Social Networking subcategory as defined in the Nielsen dictionary. Weeks that cross calendar months are not
included. Weeks included are 1/6/2020, 1/13/2020, 1/20/2020; 2/3/2020, 2/10/2020, 2/17/2020; 3/2/2020, 3/9/2020, 3/16/2020, 3/23/2020; and 4/6/2020, 4/13/2020, 4/20/2020. Time spent includes whether or not the individual has the technology.

Change in Time Spent Social Networking for an Average Week
Compared to January Average Week



How Are People Spending Time On Social 
Platforms?

Source: Weber Shandwick Global Intelligence Social Report 



Democratizing “Content Creation”

Source: Weber Shandwick Global Intelligence Social Report



the Creative Lense on Necessity

Source: Weber Shandwick Global Intelligence Social Report



Finding Creative Formats To Go Virtual

Virtual 
Concert

Conference 
Backgrounds

Source: ListenFirst Social Listening

https://www.facebook.com/269914789693466/posts/3234903086527940
https://www.instagram.com/p/B_qOLvwnF3e/


• Agencies and Publishers must be able to adapt to quick 
changes to content, flighting and distribution channels.

• Content creation has shifted more into the hands of the 
Influencer and away from Premium Production Content

• Content and Messaging have shifted to reflect current 
events and acknowledge the hardships across their 
customer base and away from direct sell tactics

o More than ever authentic and relatable content is resonating 
with audiences as everyone navigates through life

o Content in the form of a “Day in the Life” and DIY tutorials 
that relate the an audiences everyday dilemmas in an 
entertaining way are garnering the best engagement and 
sentiment

Influencer Marketing: Everything Changed... 



• In addition to COVID, Social Justice and the 
Facebook Boycott have exacerbated the quick 
pivots made by Brands

• The combination of the factors above have 
shifted the priority measurement from 
Purchase Lift / ROAS to Brand Favorability and 
Social Sentiment

• Be prepared to shift back to the “New Normal” 
as companies re-evaluate their media spend 
after the dust settles

…And Then It Changed Again



• Best practice includes calculating 
the incremental lift among 
markets exposed to a campaign 
relative to a look-a-like control

Measurement of CPG Influencer Campaigns 
During COVID Requires Extra Consideration

Test Markets (A)

Influencer 
Campaign

Control Markets (B)

No Influencer 
Campaign

Vs. = 5% Lift

• During ‘typical’ times, closed loop conversion to offline sales is a 
critical key performance indicator (KPI) for CPG advertisers

• A vs. B (test vs. control) should mirror each other in terms of 
historical consumer purchasing

Source: Information Resources Inc.

Basic design for illustrative purposes



Increased Open 
Attitude, 

Willingness and 
Flexibility

Consumers 
Returning to 

Comfort Brands 
and Categories

Purchase Cycles 
Will Both Expand 

and Contract

Long-Term 
Consumer 

Trends Reversing

Pantry-stocking, 
children home from 

school and more 
time at home

Organic, natural and 
non-toxic products 

replaced by stronger / 
cleaning products

Brands 
like Kraft Mac & 

Cheese significant 
increase in new 

buyers

Consumers 
more open to 

switching
brands

Consumer Behavior Shifts Introduce Volatility

Adoption of Self-
Care

Increases in 
exercise, diet, and 

use of over-the-
counter medications

Source: Information Resources Inc.



Weekly purchase file provides signal for campaign optimization 

In-flight Optimization can Supplement Influencer 
Offline Measurement

week
1

week
2

week
3

week
4

week
5

week
6

week
7

week
8

Outcome: Native creative has 
more buyers than video in week 2

Action: Reallocate impressions to 
native in following weeks

Source: Information Resources Inc.



Is Measurement Worth it During this Time?
• Panic buying began March 9, 2020
o Many campaign executions paused or cancelled impacting measurement
o Campaigns that continued require adjustments for out of stocks and panic 

buying behaviors
o Consider in-flight influencer campaign optimization

• CPG purchasing begins to stabilize as of July 2020
o For the week ending 7/12/20, Total CPG demand levels remained up 9% vs. 

YAG but declined from the prior week, matching the lowest Total CPG 
demand level since the week ending 4/19/20

Grow and defend
o Churn is the new growth as brand loyalty takes a back seat
o Ensure influencer campaign execution takes advantage of new buyer (grow) 

and historical loyal buyers (defend) targeting
Source: Information Resources Inc.



Audiences May Not Be Ready To Go Out Just Yet; 
Engage Them With Live Video

Mentions by Live Offering by Platform | Nov 2019 - Jun 2020

Source: ListenFirst Social Listening, Comparison of mentions on Twitter for each live offering 

+493%

+151%

+319%

+66%



Social a Medium For Self-Improvement; 
Mentions Of Tutorials Keep Climbing

Mentions of Tutorials | Nov 2019 - Jun 2020

Source: ListenFirst Social Listening, Mentions of “Tutorial”  

+10%

+26%

-21%

+11%
+13%

+2%

-1%



Instagram Live is Fueling IGTV; Post On IGTV 
for Future Viewing

Mentions of IGTV | Nov 2019 - Jun 2020

Source: ListenFirst Social Listening, Mentions of “IGTV” OR “Instagram TV” on Twitter



Best Time To Post On Instagram
Time of Posts vs Content Response Rate on Instagram

Source: ListenFirst; Volume of posts by time; Rate of content responses by time, June 2020 | Instagram | Top 1,000 Posts from 485 Top Advertisers



Entertainment Types Consumers Talk About 
Most; Live Sports Dominated

Mentions of Entertainment Types | Mar 11 - May 12, 2020

Source: ListenFirst Social Listening



How Do Consumers Feel About These Events?

Entertainment Negative Positive Fear Sadness Anger Surprise

Theme Parks 33% 14% 25% 2% 5% 5%

Gyms 33% 25% 18% 7% 4% 4%

Movie Theatres 28% 15% 19% 3% 4% 4%

Sports 22% 19% 12% 2% 4% 4%

Concerts 19% 55% 7% 8% 2% 2%

Live Events 15% 28% 11% 1% 3% 3%

Comic Shops 8% 10% 5% 3% 3% 3%

Fans have responded positively to the new norm of virtual concert experiences. Many see this 
as an opportunity to watch favorite artists perform live while supporting great causes.

Source: ListenFirst Sentiment & Emotional Analysis

Sentiment & Emotional Analysis | Entertainment Types | Mar 11 - May 12, 2020



Consumers Are Giving Co-Watching a Shot; New 
Partnership Opportunities 

Unofficial plugins allow 
viewers to watch 

programs and films 
“together” 

→
Example: Netflix Party

Musicians are leaning 
into live-streams as a 
replacement for live 

concerts  
→

Example: Travis Scott’s Fortnite 
Concert

https://www.netflixparty.com/
https://www.youtube.com/watch?v=U-gpVqMd7wE


Supporting Communities

https://www.instagram.com/p/B94fOSUJqre/
https://www.facebook.com/270775220378/posts/10157630469605379


Heading Outdoors

https://www.instagram.com/p/B_8MNyGjH-2/?utm_source=ig_embed
https://www.instagram.com/p/CCBtfUxgZtv/


Tapping Into Audience Nostalgia

https://www.instagram.com/p/B_nVm6NnnN6/
https://www.youtube.com/watch?time_continue=164&v=ls0sFCbPbvA&feature=emb_title
http://www.youtube.com/watch?v=C3a6KuP1X14


Rallying Around Holidays

https://www.instagram.com/p/B_yJuBBFFwC/
https://www.instagram.com/p/CBoTqtPHkfS/
https://www.instagram.com/p/CB1MByBJCpO/


Standing Up for Racial Equality

https://www.instagram.com/p/CBnoRAVHg0a/
https://www.instagram.com/p/CA6oLR1BBQL/


Addressing #StopHateForProfit Boycott

https://twitter.com/jameson_us/status/1278799919298609157
https://twitter.com/patagonia/status/1274832569398292480
https://twitter.com/Chobani/status/1277678892371922945
https://twitter.com/REI/status/1274110350703554560
https://twitter.com/thenorthface/status/1273985578564870145


Despite Ad Boycotts, Facebook’s Engagement Holds

Source: ListenFirst, The average number of content responses (reactions, likes, shares, and comments) per post published by Top Advertisers

Average Facebook Content Responses | Nov 2019 - Jun 2020

+19%

-5%

-27%

+34%

+5%

+11%

+2%



Cross-Channel Engagement
Average Content Responses / Post By Platform | Nov 2019 - Jun 2020

Source: ListenFirst, Average number of content responses (likes, comments, reactions, retweets, replies, shares) per post published by Top Advertisers

Despite recent 
declines, Instagram 
remain at the forefront 
for engagement, holding 
its lead before and 
during COVID. 

With less ads to 
compete with in the 
marketplace, organic 
engagement is being 
closely monitored, with 
potential opportunity to 
see significant ROI. 



Conversation about Coronavirus Is Ticking Back Up
Coronavirus Mentions (Twitter & Reddit) Jan 01 – Jun 30, 2020

Source: ListenFirst Social Listening



• Social Media in the spotlight
o Social has become even MORE important in light of COVID
o Creativity in content creation will continue to be important for driving 

engagement
• Direct implications of the Social Media explosion
o An expanded definition of content creation
o Broaden the meaning of content creator & influencers
o The increased scope & reach of social media

• Yes, measurement is worth it
o Churn is the new growth as brand loyalty takes a back seat
o Ensure influencer campaign execution takes advantage of new buyer (grow) 

and historical loyal buyers (defend) targeting

Three things to remember 
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