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Ripple6 puts brands into communities.

Go to where your

: Talk with people.
customers live.
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Social Media Marketing Model (A-1-M)
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1. Whoods t he Bette
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Best Practice #1

Be Relevant.
Authentic.
Transparent.
Responsive.
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Best Practice #2

Have Appropriate
Success Measures.



P&G: Success Measures & The Salon

Objective @ | s
A Measure the flow of word-of- ooy smomevors ssoormesmon e ol

mouth messages to understand Paifeict 16

its correlation with purchase

intent. add your voice to The Salon ;&;;fc 10 %
Execution

A Community of users
A Ripple Analytics Measures
A Relationships
A Participation
A Conversations
A Flow of messages
A WOM influence on purchases

contact us | torms & conditions | peivacy statement




3. Guess Who.
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