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W
ith the explosive growth of 

social media, customers 

are increasingly taking 

their conversations 

to online platforms such as Twitter, 

Facebook, community forums, wikis 

and blogs. Because social media has the 

power to influence brand reputation, 

daily engagement with people who are 

discussing an organization’s brand has 

become a critical step for understanding 

the market — and in some cases, converting 

detractors into brand advocates. 

Through social media analytics, 

organizations can determine who is 

doing the talking: Are they customers, 

influencers or others? They can find out 

when specific events caused positive or 

negative conversations and also measure 

general brand sentiment on a daily, weekly 

and monthly basis. This rich data enables 

enterprises to obtain real-time customer 

insights that can help solve complex 

business challenges.

Taking a journey  

to optimized analytics

The development of a social media 

analytics strategy can be thought of as a 

journey that begins by listening to online 

conversations. The next steps are to 

collect, record and analyze the data, and 

then monitor trends. Finally, heuristics and 

business algorithms are applied to the data 

to derive actionable insights. 

This journey from an ad hoc approach 

to a highly optimized solution does not 

happen overnight but in increments, as 

an enterprise develops analytics maturity. 

How social media analytics transform 
conversations into insights 

Conversations carried out in diverse online channels  

can strongly affect an organization’s brand reputation.  

The Social Net Advocacy metric from Dell helps 

organizations embrace the power of social media  

to stay competitive and relevant.
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To achieve this maturity, business leaders 

need to make the right investments in 

technology, and then invest in training 

people and creating a social media analytics 

culture within the organization.

Dell is developing a social media 

analytics portfolio that enables enterprises 

to leverage the power of social media 

wherever they are on the analytics 

journey. For instance, offerings from 

Dell Social Media Services are built to 

help organizations across a variety of 

industries develop real-time customer 

insights, engage audiences and deepen 

understanding of their customers and  

the market. 

Calculating sentiment through  

an innovative metric

The Dell social media analytics portfolio 

includes the patent-pending Social Net 

Advocacy (SNA) metric. SNA is designed to 

measure the net advocacy of a brand or topic, 

calculated from the sentiment and context 

of social media conversations (see figure).

Dell uses SNA internally to help the 

company deliver an enhanced experience 

to its customers. SNA is integrated within 

the Dell Social Media Command Center, 

which enables the company to monitor and 

react to online conversations in real time.

Dell measures SNA at the brand level 

and also extends this measurement 

to more than 150 topics representing 

various aspects of the business. Online 

conversations are analyzed for topics 

including products, services, marketing, 

customer support, packaging and even 

community outreach efforts. Each of these 

conversations influences brand perception 

and therefore affects the overall advocacy 

or health of the brand. 

SNA enables organizations to 

understand, quantify and contextualize 

online feedback, leading to informed 

business decisions that help improve the 

overall customer experience. Organizations 

can integrate customer feedback in 

near-real time for short response cycles — 

meaning that an organization can quickly 

connect with a customer and discuss 

relevant solutions. 

Discovering the potential  

of social media analytics

Enterprises can use SNA to address a 

host of business challenges. For example, 

after announcing a product, a retailer can 

measure the impact of the announcement 

in real time by tracking any product 

feedback found in online conversations. 

The retailer could then convert these 

conversations into meaningful metrics 

to track success. Other use cases for 

applying SNA in social media analytics 

include the following:

• Product development: Primary  

research, early warning systems,  

new product ideation

• Marketing: Instant feedback on 

campaigns; enhancements of product 

messaging, offers and promotions; search 

engine marketing and optimization

• Net promoter score (NPS) diagnosis: 

Issue identification and tracking, NPS 

prediction based on SNA

• Sales: Lead generation and scoring

• Customer service and support: 

Prioritization of support issues, expansion 

of coverage

• Mergers and acquisitions: Research on 

potential acquisitions, customer reaction 

to upcoming acquisitions

Dell is seeking organizations to participate 

in a beta program that tests SNA on a subset 

of an organization’s brands or products. 

The beta program is a two- to three-month 

effort that includes discovery, deployment 

and training. For more information about 

the program, contact Shree Dandekar on 

Twitter @shree_dandekar or email him at  

Shree_Dandekar@Dell.com.

Making sense of online conversations using Social Net Advocacy (SNA)
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