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1) Executive Summary
Top level findings review + content insights + suggest approach



In this presentation we’re using social and behavioural listing to greater understand your audience

Cohort
Mapping

Creation has developed over 1.4bn global profiles and growing, updated from over a dozen data sources 
targeting across intent, affinities, interests, and more

Recap: We help you analyse, understand, and segment the target audience

Personality
Insights

Behaviour
Analysis

Media
Habits

Share
of Voice



Key areas of the research

▪ Social behaviour of CLIENT and key 
competitors’ followers
❖ Cohorts definition
❖ Demographics
❖ Personality dimensions and drivers
❖ Buying mindset
❖ Online habits
❖ Media mix
❖ Influencers

Audience Behaviour

▪ Share of voice of customer vs. key 
competitors 
❖ Brand mentions
❖ Key topics 
❖ Topic Share of Voice

Conversation Analysis (listening)

▪ Key areas that are relevant to the customer
❖ Live conversations
❖ Trending/fading topics
❖ Hashtags
❖ Media

Deep Dive



Executive Summary
Key Findings Summary

Content Insights
• Overall there is a lack of quality content in the space – especially related to ideas
• Top Performing Content – Currently lists and videos but market is lacking Interviews, Infograpics and “WHY” posts
• Worst Performing Content – How too’s
• Engagement increases based on the length of the article, with longer, more in-depth getting higher engagement
• Most engagement on content happens on a Wednesday with Sunday the lowest

Conversation Insights
• Overall there is very low volume of conversations, so this really does present an opportunity to own the space online
• Current conversations seem to be very news driven rather than insightful discussions around why and how

Online Habits 
• Highest social density is LinkedIn, but also active on and increasingly on Reddit, Snapchat and WhatsApp.
• Very likely to read articles on Medium, and listen to Podcasts
• Must less so on Twitter and YouTube
• Likely to share own content over commenting and sharing. Usually online in the afternoon (12pm - 5pm).

Personality Insights
• For our main audience - knowing the brand and proposition is by far the highest purchasing decision 
• The audience does respond to targeted ads, but they don’t often make a spur of the moment decision



Content Insights (all Keywords)
Content Consumption and Sharing Habits

Average

Sharing Habits

Average Engagement by Content Type

Engagement based on Content Length

Most Shared

289 
shares

141 
shares

49 
shares

74 
shares



Suggested audience approach
Advice based on Audience Analysis and Type

• Have a strong, utilitarian argument
• Use duty and tradition to influence them, and likewise 

commitment
• Similarly, use group loyalty nudges (what they should do for the 

collective good)

Be impersonal (e.g., avoid *you”, talking about people); 
talk about time / the future; talk about family, home 
and work; don’t be over-emotional (e.g., swear); be 
positive and optimistic: avoid negations or negative 
language.

• Representational
• A bit people-focused, social
• Sensible, conventional
• Loving, considerate

• Be conventional and traditional
• Be somewhat social as well (e.g., rom-coms)
• Make sure aesthetics are structured and predictable
• Use imagery that is representational rather than abstract

• Present the brand as sensible, reliable and dutiful
• The brand should be a logical, persistent hero in an 

everyday context
• Be engrossing and light (e.g., matinee)



2) Get to Know Your Audience

Audience Personality Insights – CLIENT + Competitors followers
Who they are - What drives them - How to approach

Dataset: 
Followers of @ChannelExperts, @allbound, @zift, @ZINFITech, @channeltivity, @impartnerprm



Audience Insights
Key Behaviour Cohorts based audience analysed (global)

Segment Size Distinctive affinities

Top characteristics

Segment Size Distinctive affinities

Top characteristics

Segment Size Distinctive affinities

Top characteristics

Segment Size Distinctive affinities

Top characteristics



Audience Insights
Demographics and Personality – Who

Major Influence Factors Personality

Digital Responsiveness



Personality
They are active, expressive and genial. They are 
energetic: they enjoy a fast-paced, busy schedule 
with many activities. They are adventurous: they are 
eager to experience new things. And they are 
assertive: they tend to speak up and take charge of 
situations, and they are comfortable leading groups.

Needs
Their choices are driven by a desire for efficiency.

Values
They consider both independence and achieving 
success to guide a large part of what they do. They 
like to set their own goals to decide how to best 
achieve them. And they seek out opportunities to 
improve themselves and demonstrate that they are a 
capable person.

Personality insights analysis
Highly Conscientious traits



Audience Insights
Demographics and Personality – What drives them?

Have a desire to get the job done and make progress. They have 
a desire for skill and efficiency. Not family or home oriented, self-
reliant and do not need the company of others.

Repress emotions and have an uncomplaining attitude to 
pleasures or setbacks. Emphasise liberty, freshness and 
innovation over tradition.



Audience Insights
Demographics and Personality – Personality Dimensions

They are eager to experience new things. They do 
not frequently think about or openly express their 
emotions. They are open to and intrigued by new 
ideas and love to explore them.

They set high goals for themselves and work hard to 
achieve them. They can tackle and stick with tough 
tasks. They carefully think through decisions before 
making them.

They have control over their desires, which are not 
particularly intense. They tend to feel calm and self-
assured. They handle unexpected events calmly 
and effectively. It takes a lot to get them angry.



Media Insights
Influencers

Macro Influencers Micro Influencers 



Media consumption insights
Media Affinity – Press and Magazines
98 major publications they read regularly, and 141 online magazines 



Media consumption insights
Events they are showing interest in

Please refer to the 
media targeting pack 
for the full list.



Media Insights
Online Habits – Social friendly, more online than average, more likely to share



3) Get to Know The Conversation
Conversation Insights
What people talk about and in what context

Dataset: 
KEYWORDS ("saas partner programs" OR impartner OR "salesforce communities" OR Channeltivity OR allbound OR "partner 
relationship management" OR zift OR Zinfi OR ZINFITech OR ChannelExperts OR ImpartnerPRM)
Vendor Tags @ChannelExperts, @allbound, @zift, @ZINFITech, @channeltivity, @impartnerprm



Conversation Insights
Total Social GLOBAL Mentions in our dataset

Relatively stable and low 
volume

Leaders in mentions 
are Zift and 
Impartner

Breakdown by Vendor

Total keyword mentions Social Mentions 1st Jan to 3rd August



Conversation Insights

Total year word cloud (all mentions)

Allbound filtered word cloud

GLOBAL Conversions (size represents volume and colour trending v fading)



Conversation Insights
Trending Conversations (size represents volume and colour trending v fading)

Keywords Trending

Hashtags Trending



Conversation Insights
GLOBAL Topical Share of Voice



Allbound Conversation Insights
The Allbound conversion wheel and topic explorer

Key Conversations Key Topics



Conversation Coverage
Networks, Topics and Interests

Key Networks

Mentions on Networks 
Analysis

Audience interestsTop Hashtags



Geo Conversation Coverage
Total Conversations by Country


