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ELEVATING INSIGHTS TO EMPOWER

SOCIAL MEDIA MONITORING

Monitoring is vital in guiding different functions
within your organization to improve business

decisions based on consumers’ voices.

However, stopping at monitoring only provides
tactical direction for organizations.

INSIGHTS BEYOND MONITORING

The potential of social data extends beyond
monitoring, With a focus on extracting
actionable insights, you will uncover
opportunities and threats, as well as the impact
your online equity has on your brand.

Further analyzing other types of data through
the lens of strategic frameworks will provide
you with a richer understanding.
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PARTNERING TOGETHER TO MAXIMIZE IMPACT

Business

psos

Impact

The Business
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MAKING ONLINE DATA MATTER

SCIENCE

HUMANISED
A.l.

Science and research
rigor is deeply rooted
in our DNA. Wepartner
with leading scientists
(e.g. MIT or Columbia
NY) to develop new
methods and thinking.

We combine thelatest
research in Artificial
Intelligence with
Human Intelligenceto
reveal the true power
of big data and
generate impactful
insights thanks to our
category knowledge.
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Our Synthesio Social
Intelligence Suitewas
named the Global
Industry Leader inthe
last five Forrester
Wave reports.

We live and breathe
cultural diversity on
global scale. Our clients
benefit from
interdisciplinarity
teams leveraging
expertise in the field of
Technology, Artificial
Intelligence, Science
and Market research.

AWARDED
METHODS

) {

IMPACT
FOCUSED

/4
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Our Insight Services
are regularly awarded
by key research
industry authorities
(e.g. ESOMAR Smart
Data Award 2018).

Strategic value that
activates new
opportunities for our
clients is at the heart of
everything we do. Data
remains data until we
turn it into insights to
generate impactful
results.
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TECHNOLOGY
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END-TO-END DATA COVERAGE

P —

Social Data

Social is one piece of the new data
ecosystem that brands have to face.
We collect millions of data points,
across all sources, daily.
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AUTOMATED TREND DETECTION & INSIGHTS

Shifts Co-mentions Correlations Daily Patterns
Topics that are trending up Topics that your brand is Topics your brand is monitoring with Topics that are most often
or down over specific monitoring that are often similar evolutions in mentions, mentioned on specific days of
periods of time. mentioned together, interactions or impressions. the week.

52k 71k

Context Peaks Media
Words you have not queried for that Spikes or dips in conversation A news feed with all of the viral
are often mentioned in conversations surrounding specific topics. videos and images related to = e
surrounding your monitored topics. the topics that you monitor.
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SOCIAL MEDIA INTELLIGENCE METRICS

Benchmark & Measure Performance with Proven KPIs

Share of Voice
@ The relative popularity (or buzz) of each conversation topic.

Share of Interactions
@ The number of times a piece of content was viewed by users.

Engagement Rate

The percentage of interactions in a dataset compared to a
@ whole.

Media Value

Estimated value in dollars of owned and earned media.

Social Reputation Score

Indicates social health based on Influence Rank and sentiment.

@ Share of Reach
The amplification power of a given post or user.
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DASHBOARD CAPABILITIES

What Topics Generate Conversation? Volume Timeline

Social Listening Dashboard

Potential Reach Timeline

Harness a powerful KPI framework to establish trends,
brand equity, consumer sentiment and more.

Demographics

Gender Where?

Use a dynamic interface to correlate data and surface
actionable insights within your industry.

Customize your experience to fulfill business needs for
reporting and real-time analysis.

Age

Find influencers on social, forums, blogs and
mainstream media.

AN TPSOS COMPANY
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DASHBOARD SETUP CUSTOMIZATION

Dedicated real-time dashboard that allows you to write your own queries and set up your own reports
to monitor the KPIs that matter to you and customize them.

Get started by adding content on a new page or selecting from a pre-built template
= @ Saudia Airlines

)l( Overview

Brand health

@ Public moments / crisis
¥ @ Offers and Promorions

Get started fast with 2 set of key metrics Benchmark and manage your brand ur reputation by identifying
reputation across your industry, ltuations hafrrs rhau acalars
competitors or product-set Chart type v
L}
t i i 73K Mutipl
® @ Comfort Create a new page with a widget o e = @ L
Fring yourersaty dlung and crecie s widgen o EQ Campaign and sponsorships Q Market research = Custome 4 —
add on your page
Moritor the impact of your campaigns and Discover and analyze industry and opic- Identify streny )
sponsorships evel trends your custome III Ellimis gﬂ:ﬁi \/\ Lines
¥ @ Refund Policy | alal
‘ Area I Waorld map
) . B oo civerscicrs Eogagementrae Wedavabe  SoclRepasien Scre Resch Q ses
¥ @ Website/ Mobile App
‘eate from Scratch  Bring your creswvicy slang - . a selection — R
v : ® Ciymap — (s alh|  Wediawan
Qf m— srream
Share of voice How many people talk about my U Which topics drive conversations? — T _— S R
. brands/products over time? i . EN o e e fees e [ 1] L | e
Y - - Intensity
@ Offers and Promotions e R — = A BEE scorecora K Radar
‘volsme and ownership, segmented by brand. * e nd in your B Volume (total) - = eatmap
1 ("saudia” OR "#Saudia" OR "#x 3 L Ay Interactions (average) v - \
. - E— R = Pyramid Donut Werd cloud
2 | NEAR practions o -
" won CIeag] "™ S serunics Al Whatarethe Interactions + views (tota) At -
3 ("offer*” OR "uax” OR "vasr )l - expressiont sted with ' ) are platform - - new — NEW
negative sentment? A e has Fornen

Twiitter interactions include Likes, Repbes, and
Rerweets against a Twest. Facebook inaracuons

Topic = L L =
Filter

Authors (total)

ments ageinst
ngagement rate faver an Inscagram Post. YouTube interactions include
Engagement rate (average) Likes and Dislikes, Camments and Views againss a
vides,
- s ngagement rate (ma
b E Engagement rate (max)
Which topics drive online

How many people
Interactions?

le connect with my
brand over timi

Engagement rate (min)

Media Value (total)

s b3 included when svallable.
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BRAND SIGNALS

Brand Associations Brand Comms Strategy

Understand which services and topics are more prevalent, engaging and Analysis of owned media commun_icati(_)n to determine focus, and thus strategy,
achieving higher saliency for each brand. of competitors in your category.
Competition Deposit/Withdram
Digital Payments Debit/Credit Cards
Payroll Customer Support Transfers (P
Insurance Mobile Banking Corporate Bank- ‘
Savings Financing Branches/ATM. .
Online Bankin
Deposit/Withdrawal Promotions - ’
Promotions ~
Rewards Program Online Banking

Financing “ . .
Transfers Car Loans Mobile Banking . . .’ .
@

Youth Real Estate
. Cust S
Corporate Banking Investments ustomer “ppor. .

®
Branches/ATM Dehit/Credit Cards ‘ “ ‘ .

Bank 3

Bank 1 Bank 2 Bank 4 Bank 5 Bank 6

AM TPE0OS COMPANY
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MARKET EXPLORER

Category Motivations Conversation Landscape

Going beyond positive and negative sentiment and retrieving underlying human Decoding the dominant themes, moments, emerging needs and emotions that matter
emotions and the emotional intensity behind category consumption or selection as well

most in the category territory. Further drill-down into the topic context of the dominant
as brand advocacy or aversion. associations to unearth barriers, unmet needs, emerging brands, and/or benefits.

DETRIMENTAL

SPECIAL DIETS

TYPE OF
REINVIGORATION e Carsiree ncgence ILLNESS @ FOOD

Looking for an energy boost e Letting go without restrictions @

Part of a fast & dynamic lifestyle -
Allows you to keep going on at WEIGHT
maximum pace HEALTH
P 0% Sharing happy moments with others @ ISSUES.
Food functions as an excuse to spend
time together @
i FOOD
SUPERIORITY ®——— Overall Pizza oo @
Showing your class by making 2% Conversation ISSUE
The best becate o e ——* TOGETHERNESS 7
e best because you deserve it
e Spending intense moments of
togethemess with close friends @ DIET ORGANS
or family
Being knowledgeable about the risks . DIGESTION
of food and making smarter choices e SOOTHING COMFORT RAW
(eg- More Healthy) Looking for consolation & comfort in food EXPECTED BENEFITS
FILLING UP P FROM PRODUCT
Routine fueling up FEATURES
Eating without really thinking about it

@ BREEDS

PUPPY /
DOG LIFESTAGE ADOLESCENT

9 1o

HEALTHY
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(3 PRODUCT INTELLIGENCE

L) W/ RATINGS & REVIEWS

Painpoints In The
Banking Experience

Our global banking client wanted to reach the ambitious
objective of “zero irritating experiences” for their clients,
and needed to list, understand and measure all pain
points spontaneously reported by customers.

We 1st trained a dedicated model on CRM feedback
data to spot irritating factors in open ended questions

This model was then deployed on social conversations
to tag, size, and explore irritating experiences of bank
clients, provide a ranked list of pain points, explore their
meaning and recommend on concrete actions to make
the customer experience as seamless as possible.
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Social media
Conversations

AUTOMATED DETECTION OF PAIN POINTS IN THE BANKING EXPERIENCE

FACT-BASED

ISSUES WITH
PAYMENTS

IRRITATION +

RUYING A n TIONSH. s I
R

HTELLER QUIECS
@ @ Pin cone . ATMs

SAVING
ACCOUNT

EMOTION-
BASED

0
IRRITATION -
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MAIN COMPONENTS TO SMOOTH DATA COLLECTION

QUALITY TECHNOLOGY CAPACITY
e Follow strict and e Use latest technology to e Most of the public
standard international better facilitate fieldwork affair's work requires fast
monitoring data collection which

requires large capacity

data quality and privacy

measures.

Ipsos Observer
The Survey Management, Data Collection and Delivery Specialists GAME CHANGERS [I2F




Quality Assurance Best

Practices
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QUALITY CONTROL - PRE AND DURING FIELD

Proper Enumerator Training will decrease mistakes

Major Focus Points QC Measures

Check that they have a complete understanding Supervisor Accompaniment
of all questions.

Can explain all questions in proper way. Back Checks Via Calls
Able to write verbatim answer for all open
questions.

Ability to select the correct respondent.

Can use the instructions when shown on the
screen. Listen in - during a call

Spot Checks

Have needed soft skills to communicate

properly with respondents Listening to Recordings for Crucial
Passed Certification Test Questions

Ipsos Observer
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QUALITY CONTROL - DATA VALIDATION

Enumerator Supervision

Accuracy

Team Structure
Experienced and

Look for Patterns in mature supervisors

data and compare it by
interviewer (straight
lining )

Monitor Enumerator %
compared to total
sample

Monitor Enumerator
Daily % compared to
Team.

«__Ipsos Observer
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Data Collection

Technology
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T E C H N O L O G Y https://youtu.be/qj-n57KJZ5w

—
M GAME CHANGERS

https://youtu.be/qj-n57KJZ5w
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Data Collection

Capacity
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DATA COLLECTION CAPABILITIES IN JORDAN ¢ .

WHOLE @ 200+ Central

KINGDOM % ENUMERATORS North
COVERAGE South

FACE TO FACE

CAPABILITIES : :
@ PHONE CAPABILITIES Previous Experience
300 working Refugee

Camps

CAPI 70+ CATI STATIONS

DEVICES




TEAM CAPACITY - EXAMPLES OF ACTUAL PROJECTS

75,000 Virtual Interviews in 50 30,000 face to face Interviews in 2
Days During Ramadan months

Monthly Call Center capacity of National Teachers Survey, over
over than 6,000 completed 6,000 Interviews across 400
interviews schools in Jordan

Retail Census of 11,000 Shops across Jordan in 55 Days
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A Visual Example to
National Representative
Data Collection

Sampling and Random
Selection




IPSOS JORDAN - SAMPLING FOR NATIONAL REPRESENTATIVE STUDIES

S=1000
6% 60
2% 24
Almafraq 5% 48
3% 25
2% 24
Alkarak 4% 41
Altafeleh 1% 14
2% 19
2% 20

Ipsos Observer

The Survey Management, Data Collection and Delivery Specialists

split Jordan to strata based on
governorates where each
governorate will take %
according to the population in
the 2015 Census.
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IPSOS JORDAN - SAMPLING FOR NATIONAL REPRESENTATIVE STUDIES

JORDAN

10%

Baga  WNGZ

|Madaba  WEZ

Almafraqg %
Jarash [
Ajloun %
Alkarak
Altafeleh  JEEEE
Maan
Agaba W%

Ipsos Observer
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S=1000

Governorates % Count

286

100
60

140
24

199
48
25
24
41
14
19
20

GAME CHANGERS

Ipsos




IPSOS JORDAN - SAMPLING FOR NATIONAL REPRESENTATIVE STUDIES

AMMAN - West

18% 18
zahran UL
sibeha  [EEEEZANNNNEE
swicleh  [EEPCANNEP:
2% 22
Wadisier  [EEREZANNNPY.
2% 2

Abu Alanda
Ajjwaideh
Ar-rqaim /

Within the governorate, we will re-split each governorate to
strata’s based on the districts where each district will take %
according to the population in the 2015 Census.

Khraibet Es-sooq

Alyadoodeh

Ipsos Observer
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IPSOS JORDAN - SAMPLING FOR NATIONAL REPRESENTATIVE STUDIES

AMMAN - West

18% 18
10% 10
13% 13
12% 12
22% 22
24% 24

2% 2

Khraibet Es-sooq

Alyadoodeh
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IPSOS JORDAN - SAMPLING FOR NATIONAL REPRESENTATIVE STUDIES
Zahran : Sample =10

’4) uzha Circle ; %
AR = il s>
vyl ¢ 2 Jabal Amman 36% 4
HAR < (s R g
<> Um Uthaina \ 2 Shaker sy BOU‘IT‘.VW?O & Z e 9
Al Sharqi =& \ Y
- } %o @ Molinex- KRUP Um Uthaina Al Sharqi 14% 1
| MR B, ven Y
5@ : “ Al Radwan 17% 2
EH | g
Abdoun Al Shamali 25% 3
Abdoun Al Shamali Abdoun Al Janoubi 8% 1
AL SR(
| Slg
ir Par

A Dt oscue ¢ Within the districts, we will re-split each district to the strata

. NS N T based on the sub- districts where each sub-district will take %
Abdoun Al Janoubi F Sl . . . .
AL akupar A SETHE. Za v according to the population in the 2015 Census. and we will
AL THRA | *  take into consideration all the sub-districts in each area and in
T - " thesub-district whereby the percentage is lower 3% we
e disqualify it since the required questionnaire numbers will be

1 or less. And we will re-weight the percentages again. and we
will take in to consideration the % of Urban and rural.

Ipsos Observer

The Survey Management, Data Collection and Delivery Specialists GAME CHANGERS [




IPSOS JORDAN
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- SAMPLING FOR NATIONAL REPRESENTATIVE STUDIES

——————————————— ———— —————

)
{

Al-Muhajreen

— : -
o < J = oy
.\/ il ks = (5
~ ']
\\/ P A\:/ } .') U 5 - f
) a .L&‘r y -
A R /7 o J= J D
&.| Jabal Amman O Y/ By 575
o o =
) L —=
<o \ A
8 |
S 7 4 : 4 /
SO BN =
._} Ly I,-/
& L/, Jabal Amman
& B
4 ' ‘ TMusayrfat Ras al-Ayn I~
Dy e :
g Ik
b BN L .
’ 8] -
a N Z
>roject y i S |

Ipsos Observer

The Survey Management, Data Collection and Delivery Specialists

gy A

N

n

0 (
o o—
!

Al Rioum &y

Amman
YN

W ¢

Wad
7 * every sub-district there's at least one
'\_._‘ team working, and every team
consists of 4 enumerators and every
enumerator is distributed on every
E block and we start choosing the

blocks by the biggest population
< capacity.
e Start by taking the right side of the
block and we start from the first
5 building on the block
* Finish point will be the same as the
~/  start point

GAME CHANGERS
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IPSOS JORDAN - SAMPLING FOR NATIONAL REPRESENTATIVE STUDIES
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S ' L Al-Muhajreen g < ) A
roject 9 N , o — » v first building on the block

e Finish point will be the same as

the start point
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IPSOS JORDAN - SAMPLING FOR NATIONAL REPRESENTATIVE STUDIES

Start from the right-hand side of
the street
Start from Top Floor (Buildings)
Skip 3 Apartments after
successful interview

e Skip 2 in Rural
Proceed to Floor Below / Next
house

Ipsos Observer
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BE
SURE.
GO

FURTHER.
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