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KEY TAKEAWAYS

Thank you for downloading Digimind’s recipe for success. This eBook 
gives you all the insight and best practices you need to become a star 
social media analyst.

We guide you through:

how to design and implement a winning social listening strategy

how to choose the best social media monitoring tool

how to measure results and report findings
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Thank you for downloading this eBook. 
Digimind is constantly working to bring you 
useful and insightful content to make your 
job easier and help you navigate the complex 
world of social media. 

With the launch of our next generation social 
media monitoring tool, Digimind Social, in 
October 2013, we are now better equipped 
than ever to assist you through these 
turbulent waters. Beyond our technology, 
our teams in North America, Europe, Asia 
and Africa are constantly gleaning the latest 
social media and digital marketing trends 
and insights and delivering them in easily 
digestible formats.

We are very happy to share our insights 
with you and we hope you find this eBook 
interesting and insightful. If you like what 
you see here, you’ll find many more similar 
resources and best practices on our website.

Enjoy,

Paul Vivant
Founder & CEO

FOREWORD
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Right now a vast, global conversation is taking 
place online. People are writing, sharing, and 
influencing each other publicly, leaving in their 
tracks a trail of social activities and trends 
which can provide vital business intelligence 
for brands who know exactly how to consume 
the information. The problem? Most brands 
are choking.

Before the internet brought an explosion of 
new sources and influential voices, keeping 
track of market activity and public opinion 
was relatively clear-cut. Companies simply 
had to track news items relating to their 
industry, brand and products and then 
produce a monthly or quarterly summary of 
their findings. Sprinkle on this a few analyses 
from the management team and serve with 
a dollop of executive instinct and voilà; a tasty 
piece of business intelligence.
 
Unfortunately, these days there is a lot more 
to a brand’s strategic planning than simply 
dishing up what’s in the news and thinking 
this can fully represent the overall perception 
of your company. Content and opinion 
generated on social media is too ubiquitous, 
too perpetual and too powerful to ignore, 
but the huge volume and constant flow of 
information is enough to overwhelm even the 
most gluttonous of corporations.

This is why you need a social media analyst; a 
chef with enough knowledge and experience 
to plate up only the most relevant, actionable 
information seasoned with expert insights, 
analyses and suggestions to make the 

intelligence feast far easier to digest. That is 
not all; their expertise will provide the fuel for 
business decisions and nourishment for the 
brand’s reputation, marketing strategies and 
customer service.

Hungry? Most brands are positively salivating 
at the thought of finding a chef, but what is 
the secret to securing a good one? Here, we 
take you through a successful social media 
analyst’s cookbook to reveal exactly how they 
source, measure and prepare the ingredients 
for your business intelligence banquet.

INTRODUCTION



“A good social media analyst 
has enough knowledge and 
experience to plate up only 
the most relevant, actionable 
information seasoned with 
expert analyses to make 
business intelligence far 
easier to digest.”
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Skills Required:

• Communication skills
• Ability to create professional relationships
• Ability to contribute as a member of a 

cross-functional team
• Ability to choose the most appropriate 

media outlets to ensure the client is com-
municating with their target audiences

STEP 1: 
Strategizing with the client

One of the most challenging aspects of social 
media analysis is that there are no fixed 
ingredients when it comes to implementing a 
fully integrated social media strategy, so what 
works for one company won’t necessarily 
work for all. Part of being a good social 
media analyst is the ability to communicate 
and collaborate with the various teams that 
comprise a company, in order to determine 
the targets of the client and build key 
performance indicators.

In the initial meetings with the client, the most 
important thing a social media analyst can do 
is listen. While the company might not have 
any real idea of their potential on social media, 
they will almost certainly have a goal in mind; 
perhaps to improve customer service, access a 
wider, more international audience, or simply 
manage their online brand reputation. For 
each objective to be realized, the SMA must 
devise a recipe using specific tools and inputs 

which will produce information accurately 
representing the company’s performance. 
Only then will the company be able to 
scrutinize their social media activities and find 
ways to improve.

STEP 2: 
Initial monitoring and 
research

The best thing about having your own chef 
is that they will always source the best 
ingredients for you, depending on your 
targets. Having defined your company’s 
objectives, the social media analyst will then 
head back to the kitchen and experiment. 
They will start by monitoring your industry as 
a whole, in order to benchmark your brand’s 
performance more generally in comparison 
to your competitors and produce a scale 
upon which you can measure yourself. The 
social media analyst might take inspiration 
from a more social media savvy brand in 
your industry in order to gain preliminary 
intelligence on where your industry’s 
consumers are the most active online and 
what is talked about the most. The SMA will 
then decide which social media sites your 
company should be exploiting, and define 
keywords which will enable them to classify 
huge volumes of information and filter out 
what is not actionable.   

STEP 3: 
Report on initial findings
 
The first report will be invaluable when it 
comes to carving out a good social media

SOURCING INGREDIENTS
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strategy. You will discover where and how 
your competitors are using social media, 
what is being said about your industry, and 
what is being said about your brand. The 
report should contain information which 
will give an overall picture of your current 
performance online in relation to other brands 
in your industry, and areas where you can 
immediately improve.
 
The SMA will suggest social media sites to 
begin capitalizing on immediately, especially 
if you do not already have an account on 
that network. A good social media strategy, 
however, is a collaborative effort and you will 
need to tell your SMA about crises that have 
affected your company in the past, and keep 
them updated on potential future crises as 
well as big events in your industry. This will 
allow the whole team to initiate an informed 
social media strategy with a schedule, to 
finalize KPIs and define specific keywords to 
monitor your performance online.



         MAKING SENSE OF SOCIAL MEDIA                    www.digimind.com       9

Skills Required:

• Experience with social media monitoring 
tools

• Ability to synthesize large amounts of 
semantic data into actionable information

• Ability to deal with crises
• Ability to deal with uncertainty

STEP 1: 
Choose appropriate tool to 
monitor client data

Having set Key Performance Indicators, 
the most conscientious SMA will decide 
which social media monitoring tool best 
suits your needs; i.e. which tool will be the 
most cost-effective for gathering all of the 
information needed to produce the most 
accurate business intelligence relating to your 
targets. However, despite the vast number of 
tools on the market, there are very few which 
provide accurate sentiment analysis as well as 
an indication of what is searched for the most 
on Google in relation to your brand and your 
competitors. Assessing semantic data without 
these two filters would be useless for brands 
looking to improve their e-reputation or 
simply develop good, online customer service, 
thus SMAs will more often than not opt for 
the more extensive social media monitoring 
platforms. The best tools are able to classify 

online information depending on keyword, 
media type, country, sentiment and influence 
as soon as it appears online, and display 
individual mentions or overall quantities and 
percentages depending on chosen filters. 
These features will be invaluable for the SMA 
when it comes to preparing regular, extensive 
reports for the client. A good social media 
monitoring tool is like having an electric whisk; 
you wouldn’t spend an hour hand whipping if 
there was a machine that could do it for you 
in minutes.  

STEP 2: 
Develop appropriate system 
to gather client data

For each KPI, there will be filters which the 
SMA will apply in order to separate the useful 
data from the obsolete. To begin with, the SMA 
will enter noise filters into the social media 
monitoring platform in order to ensure that 
all of the data gathered relates only to you, 
your competitors and your industry. The SMA 
will first look more generally at your industry, 
preparing comparative data which combines 
ingredients such as sentiment, volume of 
comments and media type to benchmark 
your brand. They will then set filters enabling 
them to look at interactions in relation to 
your brand individually. So, if a company’s 
target is to improve customer service, they 
might use a keyword relating to a product 
or service and look at where and when it is 
mentioned negatively, as well as at specific 
comments. They will be able to follow online 
trends to analyse what is causing the negative 
sentiment or when in particular the volume 
of negative comments peaks. For example, if 
the SMA were monitoring an energy provider, 
they might see a peak in negative comments 
during a power cut, which could indicate that

MEASURING AND MIXING 
INGREDIENTS
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the energy provider is not giving its customers 
enough information about their service during 
these periods and this would be an area 
where they could progress.
 
Furthermore, SMAs can set alerts which will 
notify them when a number of conditions are 
met. For example, they can manipulate filters 
so that when 100 people make a comment 
about a certain keyword or concept, an alert 
will sound and they will be able to notify 
your company immediately and initiate crisis 
control. For example, if the word ‘strike’ starts 
trending for a transport company, the SMA will 
be able to inform the company immediately 
and prepare a crisis management plan with 
them.
 

STEP 3: 
Monitor on a daily basis 
depending on activity
 
The best SMAs conduct social media data 
analysis continuously. They must keep 
mixing ingredients on the stove while other 
dishes are cooking in the oven, and above 
all they must keep their work surface clean. 
In other words, throughout the monitoring 
process they must conduct social media data 
analysis and perform quality control in order 
to separate the actionable data from the 
unusable. Information or ingredients which 
will add nothing to the overall flavour of the 
business intelligence must be discarded. A 
comment or post from an influential blogger, 
however, could be crucial to the flavour of 
the dish, especially if it is positive, and must 
be kept in its original form as a brand could 
capitalize on their influence and recruit them 
as a brand ambassador. This could be vital for 
a brand’s performance, especially one who is 

looking to improve its marketing reach. 
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Skills Required:

• Ability to organize and analyse qualitative 
and quantitative data simultaneously

• Understanding of the dynamics of 
social networks and the importance of 
contextual awareness

• Ability to recognize potential risks and 
recommend contingency plans

• Ability to make evaluations and 
suggestions based on quantitative and 
qualitative analysis

STEP 1: 
Compiling reports

A client might ask for a weekly, monthly or 
quarterly report depending on the nature of 
the feedback they require. By this point, the 
SMA will have compiled sets of data relating 
to a well-defined set of keywords and filters 
which are visually represented with graphs 
and diagrams. The SMA will indicate where 
specific online activity has affected the data, 
for example new marketing content causing 
an increase in Twitter mentions about the 
client. They might also choose to include 
data-sets relating to one of their client’s 
competitors, suppliers or partners if it will 
help them to better evaluate the client’s 
performance. 

When the data-sets have been laid out the 
SMA must season each with detailed analyses 
and suggestions. A good SMA understands 
the dynamics of social networks, and the 
differences between the way people interact 
in person and the way they interact online. 
They can use their awareness of social 
media interaction to decipher attitudes and 
trends, enabling them to convert data-sets 
into actionable intelligence and provide 
functional feedback in their report. The best 
way to look at the report is as a meal; each 
data-set represents a necessary nutritional 
element which must be seasoned or analysed 
depending on its ingredients.  

STEP 2: 
Presenting results and 
suggestions to the client

While the report compiled by the SMA is 
always comprehensive and digestible, it is 
extremely important that the results are 
communicated directly to the client. To fully 
understand the impact of the sociological 
activity which is mapped by the report, the 
SMA must collaborate with all departments 
within the company, and advise each 
individually on how they should proceed. 
Individual departments might have different 
levels of social media proficiency, meaning 
some might need more instruction than 
others. Furthermore, departments need to 
communicate within the company to ensure 
that the client’s social media strategy is 
fully cohesive. If you thought a social media 
analyst was limited to data collection you are 
mistaken; a social media analyst’s job requires 
constant interaction with various different 
departments. 

SERVING UP THE MEAL



         MAKING SENSE OF SOCIAL MEDIA                    www.digimind.com       12

STEP 3: 
Strategic planning

The intelligence provided by the SMA’s 
report will, once digested, provide the 
fuel for informed and necessary business 
decisions. One of the most common goals 
for companies is to better incorporate social 
media techniques into their corporate culture 
and the potential for advancement on these 
networks is infinite. An SMA will help the 
client evaluate how successful their social 
media content, service or product has been, 
and work with them to refine targets, reduce 
costs, solve media production problems and 
reach new audiences. They will give advice 
on how and where to implement crisis 
management plans which will help protect 
the client’s reputation if they encounter 
adversity online. In this sense, a social media 
analyst’s duties go well beyond that of a chef; 
not only do they convert huge quantities 
of information into relevant, palatable 
intelligence but they spoon-feed it to their 
client in order to ensure that it fuels a fully 
integrated social media strategy. 
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CONCLUSION: 

YOU ARE WHAT YOU EAT

The results of a recent Conversocial survey¹ found that over 88% of consumers 
are influenced by comments posted by other consumers on social media sites, 
which means that your company is now almost completely defined by online 
attitudes. Social listening has become today’s standard business practice but it 
is not just about hearing what is being said, it is about fully understanding the 
impact online conversations have upon your brand. As a result, social media 
analysts are becoming increasingly sought after and many of the best are 
managing multiple projects simultaneously in a deadline-driven environment. 
Their secret? A social media monitoring tool which enables them to cook up a 
feast of deliciously pertinent information in minutes.

Bon Appetit!



“Social listening has become 
today’s standard business 
practice but it is not just 
about hearing what is being 
said, it is about fully under-
standing the impact online 
conversations have upon 
your brand.”
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MORE DIGIMIND EBOOKS

How to conduct competitor 
analysis
http://www.digimind.com/resources/
white-papers/how-to-conduct-a-
competitor-analysis/

How to throw a party for 2 billion 
people?
http://digimind.com/blog/
social-media/how-to-throw-a-party-
for-2-billion-people/

10 Myths About Online 
Reputation
http://digimind.com/blog/
social-media/myths-about-online-
reputation/

Read our latest analyses and articles on our blog: http://digimind.com/blog/

http://www.digimind.com/resources/white-papers/how-to-conduct-a-competitor-analysis/
http://www.digimind.com/resources/white-papers/how-to-conduct-a-competitor-analysis/
http://www.digimind.com/resources/white-papers/how-to-conduct-a-competitor-analysis/
http://digimind.com/blog/social-media/how-to-throw-a-party-for-2-billion-people/
http://digimind.com/blog/social-media/how-to-throw-a-party-for-2-billion-people/
http://digimind.com/blog/social-media/how-to-throw-a-party-for-2-billion-people/
http://digimind.com/blog/social-media/myths-about-online-reputation/
http://digimind.com/blog/social-media/myths-about-online-reputation/
http://digimind.com/blog/social-media/myths-about-online-reputation/
http://digimind.com/blog/
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CONTRIBUTORS

Diana Kilner
Diana is a member of the marketing team in 
Digimind’s Paris office. She is an experienced 
digital marketer and writes extensively on social 
media.

Victorine Porte
Victorine is a Digital Media Analyst in Digimind’s 
Paris office. She works primarily with clients in the 
retail, healthcare, and banking sectors.
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ABOUT

Digimind
Digimind is a leading global social media monitoring and competitive intelligence company that 
provides businesses with unrivaled insights into their true standing in the market. Digimind’s proven 
intelligence technology has provided Fortune 500 brands around the world with critical information 
for their business for more than 15 years. Profitable since its founding, Digimind has a 92 percent 
customer retention rate and more than 100 employees across offices in North America, Europe, Asia, 
and Africa. For more information, please visit Digimind at http://www.digimind.com

Digimind Services
Digimind’s experienced consultants and analysts form the backbone of our Services Team, which 
helps our customers implement and succeed in their digital strategy. We provide a wide range of 
services, from working with you to build your digital strategy to providing fully outsourced analysis 
and reporting services.

This publication has been prepared for general guidance on matters of interest only, and does not constitute professional advice. You should not

act upon the information contained in this publication without obtaining specific professional advice. No representation or warranty (express or

implied) is given as to the accuracy or completeness of the information contained in this publication, and, to the extent permitted by law,

Digimind does not accept or assume any liability, responsibility or duty of care for any consequences of you or anyone else acting, or refraining to

act, in reliance on the information contained in this publication or for any decision based on it.
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CONTACT DIGIMIND
To have a deeper conversation, please contact:

EUROPE

Daniel HOUSE
UK
+44 7730 372 913
daniel.house@digimind.com
@DannyHouseCI

Bonnie BAILLY
FRANCE
+33 (0) 1 75 43 44 28
bonnie.bailly@digimind.com
@bonniebailly

Cassandra KRAUSE
GERMANY
+33 (0) 1 75 43 91 45
cassandra.krause@digimind.
com
@CassandraDigi

Adam NORS
SWEDEN
+33 (0) 1 75 43 08 45
adam.nors@digimind.com
@adam_nors

AMERICA

Chris HOTE
BOSTON
+1 617 943 8564
chote@digimind.com
@chrishote

MIDDLE EAST 
AFRICA

Ichraq OUBRAHEM
MORROCO
+33 01 75 43 03 45
ichraq.oubrahem@digimind.
com

ASIA

Stephen DALE
SINGAPORE
stephen.dale@digimind.com
@stephendale81

Olivier GIRARD
SINGAPORE
ogirard@digimind.com
@OliverGirard
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