7

New Analysis Calculates Dollar Value and

: Influence of Sharing on Purchase Decisions;
ShareThis

THE RETURN
ON A SHARE

Quantifying the Monetary Value of Social Sharing

Shows Online Sharing is Nearly Equivalent to

In-Person Recommendations.
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Extremely positive online shares generate a 9.5 percent increase in purchase
intent. Consequently, positive recommendations, including online shares,

enable manufacturers and retailers to charge more. Conversely, bad
recommendations lower purchase incidence by 11 percent.

This translates to an incremental increase in profit of $799 to $9,336
per vehicle in the automotive industry, $22 to $34 for a WIFl-only
mini-tablet in consumer electronics, and $0.24 to $1.54 for a typical
consumer packaged good sold in a supermarket.

Online and offline recommendations trump both brand and price in
terms of the relative impact on consumer decision making.

The sharing of content through social media and email (“online sharing”)
consistently outperforms both consumer ratings and consumer reviews.

And, surprisingly, online sharing carries essentially the same weight as

in-person recommendations. ‘

Marketers have the opportunity to create a virtuous circle: Audiences
share content they find relevant. The insights that marketers glean from
this behavior facilitate optimization that generates more earned media
hence a large audience for the brand.

Reviews shared over social networks increase the value and
desirability of products, whether store brands in a supermarket, a
mini-tablet or a luxury automobile.

Not surprisingly, the monetary value of a recommendation and the

influence it has on consumers closely related to the source, a
continuum where professionals, close friends and family members
have the greatest impact and strangers have the least.




TAXONOMY
OF SHARING

“There’s no question consumers
are actively looking online for
recommendations and content
to help them decide what to
buy. We've all known that social
sharing is important, but it’s
been difficult to measure its
impact on consumer spending
-- until now. For the first time,
this report offers a guide for
brands to determine the value of
social content, and make
informed decisions about where
and how they need to invest to

engage their customers.”

- Kurt Abrahamson,
CEQ, ShareThis

THE FIVE

TYPES OF

Since the analysis of social sharing is a relatively new
science, it is important to define terms before venturing
further. For the purpose of this study, there are five

general types of recommendations:

Online Sharing:

Personal recommendations and opinions
shared via email or social networking
(Facebook, Twitter, Pinterest and
LinkedIn) by friends, family members,

acquaintances or strangers.

Consumer Ratings:
Ratings by strangers in online media

generally with a five-star rating scale.

Kindle
16GB 32GB 64GB

(10,000 customer reviews)



GENERAL
RECOMMENDATIONS

\|
Consumer Reviews: ye l py‘ :

Recommendations and
opinions published in online

media by strangers. Review on 4/21/2014

“This is the best hamburger in NYC. If you
live in NYC you have to eat here.”

You would I'm going
love this. to buy it. In-Person Recommendations:
Personal recommendations and opinions
shared face-to-face by friends, family ‘

members, acquaintances or strangers.

2014 Land Rover Range Rover
Evoque 9-Speed Automatic

Professional Reviews:

Articles and product Reviewed by Car and Driver, May 2014

reviews published in

traditional print and online Highs and Lows: Quick, Price
media, written by
professionals or experts. Specifications: 4WD, turbo

Rank in Segment: 1 out of 7



Consumer Story

DAVID WAS IN THE
MARKET FOR A NEW
TABLET TO USE AT
HOME AND WORK.

He was tempted to buy an iPad, but was not
100 percent sure. After consulting several sites,
including BestBuy, Amazon and CNET, he
discovered that the Samsung Galaxy Note

might better meet his needs.




IT RECEIVED BETTER
REVIEWS, AND FRIENDS
AND EXPERTS HAD
NOTHING BUT GOOD
THINGS TO SAY ABOUT
THE DEVICE.

tablets confirmed his research, and David was



INTERNET AD REVENUES IN THE U.S. ALONE
TOTALED $42.8 BILLION IN 2013, SURPASSING
BROADCAST TELEVISION ADVERTISING FOR
THE FIRST TIME,

/







