
Globally, more than 200+ million people use social 
networking (SN) sites each month.  On a given month, 
more than 60 million Americans use MySpace.   
Marketers have a habit of following their consumers, 
but is there any evidence that brands build value by 
participating in SN communities?

How much time, energy and money should marketers 
invest in SN to generate brand value?  What types of 
returns should brands expect? Most critically, how 
can brands systematically measure and manage 
brand value creation in SN communities to achieve 
the best possible results? 

THE MOMENTUM 
EFFECT
Creating Brand Value 
in the Social Networking Space

If you’re on a quest to address these questions, this 
chapter may hold the answers – or at least point the 
direction to the answers.  

As the premier marketing ROI measurement firm, 
Marketing Evolution forecasts the value of SN to 
most marketers to represent another key channel of 
communication that must be planned and budgeted 
side-by-side with Television, Magazine, Online, Radio, 
etc. The impact from these initial studies is so strong 
that it makes Marketing Evolution pause and ponder 
the profound implications to Marketing as well as the 
window of opportunity for savvy marketers to trounce 
slower competitors.  

— Rex Briggs, 
CEO, Marketing Evolution
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This chapter unpacks first-of-its-kind research on how 
value is created in SN communities for consumers 
and marketers alike. It applies insights drawn from 
two case studies – game publishing giant Electronic 
Arts and athletic powerhouse brand adidas. 

The research offers specific guidelines on how to 
measure and manage the value creation to achieve 
maximum results. We’ll take a look at value creation. 
Considering both the value to the marketer as well as 
to the consumer. In looking at value to the consumer, 
the chapter unlocks secrets to getting the most out of 
Marketing holistically while also addressing SN 
Marketing specifically.  We’ll conclude by tackling 
some big unanswered questions, and pointing the 
way to new areas for Marketing R&D.  
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ROI Measurement Expert and Pioneer, award-winning 
researcher and author of the acclaimed What Sticks: 
Why Advertising Fails and How to Guarantee Yours 
Succeeds 



KEY
FINDINGS 

The average ROI from these two case studies is 
stronger than the average for Online advertising in 
general.

01 
Improved ROI 
Value

While advertising and community pages have a 
strong effect, over half the impact of SN Marketing 
comes from “the momentum effect” that occurs when 
one consumer uses the brand as a reference point in 
his or her own personal profile, or passes along the 
information to a friend.  

02 
The New ROI 
Model
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The research has found that in these two cases, almost 
all the C2C value comes from seeing the brand within 
one’s social network. The momentum effect is the 
single strongest measure of overall SN marketing 
success.  Accordingly, we have developed a direct 
measure of the momentum effect. 

03
A New 
Metric

The secret to activating the momentum effect 
appears to revolve around giving consumers the 
opportunity to share their own story using the brand 
as a symbol and reference point. Giving consumers the 
tools to add the brand to their wallpaper or 
opportunities to make a dream come true through 
brand-connected programs are two methods we 
measured to great effect in this research.  

04
Activating the 
“Momentum Effect” 
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SN is a new online territory. In our one-on-one 
interviews with marketers, some expressed that SN 
is a new ballgame and they don’t know how to keep 
score – they don’t even know the rules. Some market-
ers feel they’re playing on unfamiliar turf, where the 
consumer names the rules and controls the field. 

Most marketers don’t have the equipment to play, 
and for some, there is comfort with the traditional 
advertising model: pay a media owner to insert an 
advertisement, and assume it generates impact 
(or measure impact using traditional measurement 
models). When it comes to SN marketing, how does a 
marketer know if value is created?  

The fact that SN Marketing is different and requires 
fresh thinking might explain why the past decade of 
digital marketing has focused on translating the game 
they knew (advertising) to the new landscape of the 
Internet. The common thread of this past decade of 
digital Marketing and Research is the traditional advertising 
model translated into new digital environments.  

The Time Is Now for 
Social Networking Marketing

Times are changing. Enough marketers have 
conceptualized how traditional marketing models 
transferred online,  and now many are focusing 
attention on a new model for brand value creation.  

To help them, we need a well developed framework 
to quantify and analyze how value is created. 
If marketers have a framework to measure and 
manage value creation in SN, it significantly expands 
usage of SN as a meaningful element of the Marketing 
mix; hence Marketers achieve better overall ROI. 
Developing a standard framework across community 
sites is one of the central aims of the research, so 
let’s get started.  
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How is value created for brands in a social network?
 

First, let’s define value. The definition of value begins 
with understanding the Brand Manager’s Marketing 
goals. Generally, the Marketing goals revolve around 
the following core branding metrics: 

— Brand awareness (unaided and aided)
— Positive brand image (such as agreement that the  
     brand is better than others)
— Intent to take action (such as purchasing the product)
— Action (actual purchase of the product)
— Loyalty
— Advocacy

Some ask, why isn’t sales (or profit) the sole measure 
of value?”  

Sales and profit is a legitimate business goal, but 
most Marketing programs can’t achieve sales on their 
own.  

Marketing is one key component that generates sales 
and profit. Marketing can positively influence 
conditions resulting in sales.  

Other factors such as product distribution, sales force 
acumen, pricing, promotions plus a host of externals 
such as competitive activities, weather and so forth 
all influence the actual purchase.  

By focusing directly on what marketing can influence 
and control, we get a clear measure of marketing 
value creation.  
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If value creation is increasing the proportion of 
consumers who have brand awareness, positive 
brand attitudes, and intent to purchase, then we 
hypothesize that the process of value creation in SN 
is different than value creation in traditional forms 
of Advertising. To be clear, let’s illustrate how value 
creation is calculated in traditional Marketing.  

The traditional Marketing model has a rather linear 
value creation process. Advertising is delivered from 
the business to consumer (B2C), and a certain 
proportion of consumers are influenced by the 
message in a way that creates value (most commonly 
measured as an increase in awareness, positive 
brand attributes and purchase intent). By increasing 
these metrics, Sales also increase.

Value Creation Models  

Old Model – B2C Value Creation

Diagram: B2C Value Creation 

 Business    Advertising     Population Reached   
                                          (with a proportion influenced)

This communication model allows a marketer to 
count how many people will receive the message, 
and measure the number of people influenced (the 
value created).  
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For most large marketers, television remains the 
dominant mode of Advertising, in which the message 
sent by the business tends to stop with the consumer 
reached.  Consumers rarely take time to record a TV 
commercial and forward it to a friend or colleague. 
In fact, out of the roughly 30,000+ Television ads we 
see in a year, Marketing Evolution estimates 
consumers forward less than 5. Reflecting this reality, 
the measurement model of value has followed the 
linear “Business > Consumer” (B2C) path. 

The way SN works, a consumer may visit the adidas 
page and see a great wallpaper to add to his or her 
web page, then download it to the page. Maybe tell a 
few friends about it, too. Then some other friends see 
it when visiting the profile page. In addition, others 
who visit the profile page also see the adidas wall-
paper integrated into the site. Some of them tell their 
friends about it. The impact of the adidas download 
builds momentum as more and more people use it, 
choose to pass it along or are simply exposed to the 
adidas image.  

New Model: B2C + C2C Value Creation

What if SN marketing works differently?  

What if the measurement model of value isn’t just a 
message sent from a business to a consumer (B2C) 
where the impact ends with the consumer who 
receives it?  

What if the initial communication is B2C and then the 
message takes on a life of its own as consumers use it, 
forward it, and share it C2C (consumer to consumer)?  
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Diagram: C2C Value Creation & the Momentum Effect

If the message doesn’t stop once communicated to 
consumer (as in “the momentum effect”), it means we 
need a new model for measuring value creation that 
adds in the consumer to consumer component.

 B2C + C2C = Value Creation

The momentum effect: The activation of consumers 
to tell their own personal stories using your brand as 
the reference point. The momentum effect accounts 
for over half of the value of social network marketing.   

Pass along
content

Don’t visit brand custom community, 
but positively influenced.
Some pass along to others.

Influenced to visit brand community. 
Some pass along to others.

Impact 
repeats 
as pass 
along 
continues

The B2C value creation 
remains a legitimate part of Marketing.  SN complements 
and extends the impact further than traditional marketing 
could go by activating C2C activities.  

In addition to the new model of “B2C + C2C = value 
creation,” SN becomes part of the product experience, 
and the value of SN extends to increases in advocacy 
and loyalty.  

Before we discuss the research to empirically test 
these hypotheses, let’s take a look at the campaigns 
we measured. 
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Each interaction 
is an impression



C2C & the momentum effect
Branded download
—      Size = incidence (# of people doing activity)

01
Visit Brand 
Custom 
Community

02
View 
Download
(in brand’s 
community)

06
Receive 
Brand
Pass Along

05
View 
Download
(on user’s 
page)

04
Use On 
Own Page

03
Pass 
Along
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Explanation: Marketing Evolution 
hypothesized that consumers may 
communicate with other consumers 
directly. The process might start 
with a consumer visiting a custom 
brand community, like adidas (www.
myspace.com/adidassoccer). This 
is represented by the first circle.  
The consumer may come across a 
download for an adidas wallpaper 
(circle 1). From here, the consumer 
to consumer (C2C) effect takes over.  
The consumer might pass along the 
wallpaper (circle 3) to a friend whom 
they believe would be interested in 
the wallpaper. Or they might load it 
onto their own page (circle 4). From 
here, other consumers might see 
adidas on personal pages (circle 
5), and decide to use it themselves 
(circle 4), or pass it along (circle 3).  
Those consumers viewing the adidas 
wallpaper, or receiving the pass 
along (circle 6) may be influenced by 
this consumer to consumer
communication. Marketing 
Evolution’s research set out to see 
if this effect is occurring, and how 
significant it might be to creating 
value for brands such as adidas. 
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The adidas soccer custom community on MySpace 
has been in existence since 2006, with the most 
recent refresh launched in February 2007. The new 
campaign is focused on fostering an environment of 
friendly discussion and debate of adidas’ two models 
of elite soccer cleats/boots, Predator and F50 TUNIT. 
Visitors to the community have the opportunity to 
align themselves with one product “team” and offer 
comments in support of their preferred model.  
Additionally, the new content offers information about 
professional adidas soccer players on each “team,” 
rotational product views, downloadable graphics, 
forum discussions, a link to additional product 
information, and a link to the adidas Mexico Fútbol 
profile page. One of the most sophisticated aspects 
of the adidas custom community is the way that 
consumers can align their own personality with the 
choice of adidas brands. Once a brand is picked, the 
consumer’s locked in with the brand experience. 

The 
Campaigns
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Electronic Arts’ Burnout Bandslam custom community 
on MySpace continues the close ties of the interactive 
Burnout video game racing series and music. 
The contest offers unsigned bands the opportunity to 
enter their best song for MySpace users to listen and 
rate against other entries. The winning bands (one 
each from the United States and Europe) receive a 
Virgin Records demo recording contract and chance 
to have their song included in a future Burnout 
videogame. Other community elements include a 
downloadable video from the game, downloadable 
graphics, Burnout newsletter subscription, and 
branded message board.          



The research includes specific “in-market” 
measurement of the impact of SN on consumers.  
We don’t ask consumers if they are more likely to buy 
the brand because of SN marketing – that wouldn’t 
yield a meaningful measure.  Instead, we apply best 
practice research and observe the effect through a 
series of “exposed” and “control” measurement.  

Marketing Evolution defined a data collection system 
with a combination of behavioral tracking and survey 
measurement to capture real-world performance data 
across value metrics. Consumer survey sample was 
drawn from both nationally representative panels and 
random intercept surveys on MySpace.

We used a combination of behavioral data and self-
stated data to classify each consumer into exposure 
groups based on B2C and C2C paths. We gathered 
this data from 7 February 2007 to 29 March 2007.  
The total sample size is 11,266.

We analyzed the primary metrics of purchase intent 
and intent to recommend as well as the secondary 
metrics listed in Table 2. Analysis allowed Marketing 
Evolution to calculate the value creation from B2C 
and C2C as well as perform multivariate analysis of 
the value drivers. Table 1 summarizes the analysis 
framework.

There are four analytic groups. The first two should 
be fairly familiar to marketers who have used the 
internet to create value. The first represents the 
advertising exposure effect. The second represents 
the incremental value created by getting a consumer 
to visit a web page – in this case, a custom brand 
community within MySpace. The next two groups 
represent the consumer to consumer (C2C) effect.  
Consumers might encourage a consumer to visit the 
custom brand community. Or, the consumer may 
simply use the brand as a reference point within their 
own profile page, or in conversation within MySpace.  
Marketing Evolution has termed this “the momentum 
effect.”

The 
Methodology
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  Marketing Element   Analysis

— B2C   #1 Advertising exposure   
    Value creation

  Analysis: (Pre/Post)  

  

  #2 Custom brand community profile  
   exposure caused by Advertising/  
  featured link

  
  Analysis: (Pre/Post) 
  Exposed/Control

  #3 Custom brand community profile  
  exposure caused by pass along  
  from another consumer

  
  Analysis: (Pre/Post) 
  Exposed/Control 

  #4 The momentum effect  
  -- WOM exposure to brand 
  within MySpace

— C2C 
     Value creation

Random sample of MySpace user population in days just 
prior to massive ad campaign
  
Post Group, random sample of MySpace population in  
over the three weeks of the campaign (use of behavioral  
tag to confirm exposure). 

Control/Pre: Random sample of users visiting web page 
just prior to web page loading (identified as coming to page 
through advertising, Featured Profile, or corporate link).

Exposed/Post: Random sample of users visiting web page after 
page use (identified as coming to page through advertising, 
Featured Profile, or corporate link).

Control/Pre: Random sample of users visiting web page 
just prior to web page loading (identified as coming to page 
through search or personal referral).

Exposed/Post: Random sample of users visiting web page 
after page use (identified as coming to page through search or 
personal referral).

Comparison (controlling for demographics) of nationally 
representative sample vs MySpace sample.

Table 01
Measurement Framework of B2C and C2C 
Value Creation
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It is worth noting that measurement typically applied 
to Digital (including MySpace) by the research firms 
focusing on digital measurement has centered almost 
exclusively around first level effect from Advertising 
(#1 in table 1). While this measurement has been well 
meaning, it misses the fundamental differences in 
how SN marketing works. Consequently, traditional 

   Adidas   EA Burnout

— Primary Metrics of Value Purchase Intent (brand)  Purchase Intent (game)
   Intent to Recommend (brand) Intent to Recommend (game)    

— Secondary Metrics  Awareness   Awareness
   Association w/ Soccer  Familiarity
   Favorite Brand  Favorite Game
   Brand Attributes  Brand Attributes
   Product Familiarity  Intent to Recommend (page)
   Purchase Intent (product) 
   Intent to Recommend (page) 

measurement misses the majority of value from SN 
Marketing, as we will see in the findings.
The definition of value creation is drawn from the 
marketer. Table 2 summarizes defined Marketing 
goals for EA and adidas. Purchase Intent and 
Advocacy are common goals and therefore define the 
goal for value creation.  

Table 02
Marketing Objective For Value Creation
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SN marketing creates value both from B2C 
(Advertising) and C2C (the momentum effect).

As we examine the empirical data for how 
communication worked in MySpace for adidas and 
EA Burnout, we find that the B2C + C2C value creation 
is exactly what occurs. On “definitely will buy” EA’s 
B2C influence is 1.8 million consumers, and adidas’ 
influence is 1.2 million. On “intent” to “recommend”, 
results are nearly identical. Average ROI from these 
two case studies is stronger than average for general 
Online advertising. ROI from B2C (Advertising) aspect 
of EA and adidas SN marketing far exceeds the 
average ROI for Online advertising. 

The ROI from advertising (B2C marketing, level #1) 
for EA and adidas is fairly strong – the average cost 
to influence each person on purchase intent is $1.19 
for EA and $1.87 for adidas. For context, this is better 
ROI performance than most Online properties, and 
is within the range of Television ROI. These strong 

01 
Improved ROI 
Value
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DETAILED
FINDINGS 

results for EA and adidas do not include impact 
from the momentum effect.  When we factor in the 
momentum effect, the results for SN are even stronger. 
Considering the Advertising effect Only, SN advertising 
impact on Par With Television (but advertising effect 
is only part of the impact for SN)

— people impacted per $100,000 spent
— adidas    
    35 619

— EA     
    111 969

— Overall TV Average
    55 029

     advertising effect



While Advertising and community pages have a 
strong effect, over half the impact of SN marketing 
comes from “the momentum effect” – an effect that 
occurs when one consumer uses the brand as a 
reference point in their own personal profile, or 
passes along the information to a friend.  

02 
The New ROI 
Model

Adding in “the momentum effect” from the C2C 
aspect of SN Marketing pushes the total ROI well 
beyond the average ROI of other media Marketing 
Evolution has measured.

What distinguishes SN Marketing from traditional 
Marketing is that the B2C Marketing is only part of 
the impact. There’s also C2C impact. In total, C2C 
impacted 4.2 million consumers on purchase intent 
for adidas and 4.5 million for EA. Intent to recommend 
is at 1.5 million for adidas and 2.5 million for EA.  

C2C value is created by two paths:
— consumers visiting the brand’s custom community
— consumers who don’t visit the custom community, 
but hear about the brand through their social network 
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check the figures. When C2C is added to the value 
equation, the average cost to influence each person 
on purchase intent drops to $0.34 for EA and $0.40 
for adidas. This is 3x better ROI than the average for 
Online advertising impact (not including the momentum 
effect). When we factor in the momentum effect, 
the ROI for SN is among the best ROI we have ever 
measured and it requires us to suggest more brands 
should conduct this research so we can see if the 
wonderfully well-crafted adidas and EA SN Marketing 
programs represent the pinnacle of SN Marketing 
and value creation, or a typical average that most 
other Marketers will achieve as well. It also leads us 
to wonder if the pricing model for SN Marketing (that 
focuses on ads served, accounting for less than 30% 
of value created), misses the mark. Maybe we should 
redefine an impression: instead of focusing on each 
time an ad banner for the brand is displayed, we 
should count each time a consumer shares a message 
(through one means or another) that references the 
brand and hence creates the momentum effect.  

Discovery of a new metric: Almost all the C2C value 
comes from seeing the brand within their social network. 
This pass along media impact is so strong that we 
term it the “momentum effect.”  

Add up the B2C and C2C value created on “definitely 
will purchase” and the momentum effect represents 
77% of the total value created for adidas and 70% 
for EA.  Wow! Calculating the momentum effect is 
the singularly most valuable metric to understand the 
value of SN Marketing, surpassing clicks, page visits, 
ads served and friends of a brand. For almost every 
metric we examined, the momentum effect represents 
over half the total value created. (The exception is 
awareness: advertising has a larger influence on 
awareness).

Factoring in the cost of maintaining a custom
community with periodic refreshes, we calculate 
the ROI from C2C marketing for EA and adidas and 
arrived at a number that is so strong we had to triple 

03
A New 
Metric

Commissioned by MySpace, Isobar & Carat — 52

     momentum effect
     B2C Profile view
     C2C Profile view
     advertising effect

Total Value Created by SN Marketing for EA and 
Adidas Significantly Outpaces Average Impact 
For Television & Online.

— adidas
     

|            |            |            |            |            |            |

— EA
  

— Overall TV 
     Average
     

— Overall online 
     average
     

— people impacted per $100 000 spent
0                       250 000                        500 000



“Definitely will buy” Marketing Element   People Impacted
      Adidas  EA

Impact of Advertising exposure

Custom brand community profile 
exposure caused by Advertising/ 
featured link

Custom brand community profile 
exposure caused by pass along 
from another consumer

Momentum Effect: WOM exposure 
to brand in MySpace

— B2C
     Value creation

— C2C 
     Value creation

1,131,091  1,796,277

26,253  15,951
  

18,880  84,937

4,181,429  4,369,676

Table 03
The Significance of the “Momentum Effect”

— adidas
     78%
     

|            |            |            |            |            |            |

— EA
    70%
  

     momentum effect
     B2C Profile view
     C2C Profile view
     advertising effect

Finding: In These Cases, C2C Momentum Effect 
Accounts for over 70% of Total Value Creation

0                     3 500 000                     7 000 000

How to read the data: 
The numbers represent the amount of people directly 
influenced by the marketing element in MySpace. For example, 
Advertising for adidas on MySpace led to an additional 
1,131,091 who now say they “definitely will buy” adidas on 
their next purchase occasion. The data is measured in pre/post 
surveys among representative samples and projected to the 
total exposed population.  As a result of Marketing Evolution’s 
methodology, the 1.1 million person increase can be directly 
attributed to the adidas Advertising exposure.

Reflect on these results for a moment. They provide 
the first public results that document the value creation 
within SN. For some, these results may simply 
validate intuition. The reaction might be, “Of course, 
SN increases purchase intent and generates advocacy.”  
For others, these results might be eye-opening. The 
reaction might be, “Wow, if I put $1 into SN marketing 
and I get similar results as EA and adidas, I can expect 
to get a better payback from SN than the average 
payback for television”. These results demand serious 
consideration and further research validation.   

Before we discuss the value creation for businesses 
and the implications to Marketing, we’d like to bring 
the value creation from a consumer point of view into 
focus.  We find that understanding how consumers 
relate to SN Marketing reveals key secrets to success.
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Marketing Evolution (www.marketingevolution.com), 
a world leader in marketing ROI measurement, 
quantified the value creation from SN on MySpace. 
Working with the brands adidas and Electronic Arts 
and their agency Carat Fusion and Freestyle, the 
Marketing team defined value creation primarily as 
an increase in purchase intent. Secondary metrics 
included awareness, loyalty, advocacy, positive brand 
perceptions.  

B2C + C2C = Value Creation
The Research uncovered two sources of value creation 
in social networking: First is the classic Advertising 
effect, which is simply a business communicating 
to a consumer (B2C). Second is the Consumer to 
Consumer (C2C) effect. The most powerful aspect of 
C2C Marketing is when consumers use your brand 
to present themselves. We have called this C2C effect 
“the momentum effect” because of the way the 
impact expands as more consumers use the brand 
as part of their own personal story. The momentum 
effect accounts for over half the total impact of SN 
Marketing in these two cases. 

THE MOMENTUM EFFECT
AT A GLANCE
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— adidas
     momentum effect 78%

0                      5 000 000                   10 000 000
|            |            |            |            |            |            |

— EA
     momentum effect 70%

— adidas
     momentum effect 57%

— EA
     momentum effect 54%

— adidas
     momentum effect 71%

— EA
     momentum effect 98%

— adidas
     momentum effect 0%
     

How to read the data: 
The numbers represent the 
amount of people directly 
influenced by the Marketing 
element in MySpace. 
For example, advertising for 
adidas on MySpace led to an 
additional 1,131,091 who now 
say they “definitely will buy” 
adidas on their next 
purchase occasion. The 
data is measured in pre/post 
surveys among representative 
samples and projected to 
the total exposed population. 
As a result of Marketing 
Evolution’s methodology, the 
1.1 million person increase 
can be directly attributed 
to the adidas Advertising 
exposure.

     advertising effect
     B2C Profile view
     C2C Profile view
     momentum effect  

— EA
     momentum effect 0%
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The secret to activating the momentum effect appears 
to revolve around giving consumers the opportunity to 
share their own stories using the brand as a symbol 
and reference point.

To understand how to activate the momentum effect, 
we have to understand what a consumer values. So if 
value creation for a brand is getting more consumers 
to want to buy the product and increasing advocacy, 
what is this value creation among consumers? In 
other words, what do consumers value from brands 
beyond the physical product itself? If we take a 
broader look at value creation and consider both the 
value to the marketer and the consumer, what are the 
secrets to success for marketing in general, and SN 
marketing specifically? What generates the powerful 
momentum effect we’ve observed? With only two 
case studies, the data on what specifically causes the 
momentum effect is still under investigation.  Based on 
Marketing Evolution’s interpretation and our broader 

work in the area of engagement, the following explains 
secrets to understanding the momentum effect.  

Secret 1: Your brand is a persona. The name of the 
game in SN value creation for both consumer and 
brand is simply recognizing the symbiotic relationship 
between marketer and consumer…downloads, tools 
and viral elements all must embody the brand persona.

Consider what we’re learning about how consumers 
process brand-related information: new information, 
including ads, is processed on an almost 
subconscious “emotional level” first, and later 
engages the consumer’s rational mind to act. 

Research has shown that measures of “brand feeling” 
are much more highly correlated to Purchase Intent 
than Ad Recall. So instead of a “Think then Feel then 
Do” process, Joe Plummer, Chief Research Officer at 
the Advertising Research Foundation (The ARF) 

04
Activating the 
“Momentum Effect” 
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stated that consumers Feel, then Think, then Do. 
In this model, an ad’s job is not to provide compelling, 
fact-based features and benefits of a product, but to 
seduce the consumer into beginning that subconscious 
processing of the brand. “Storytelling is more powerful 
than argumentation,” Plummer concluded.  

When we think of brand communities and viral elements 
consumers use on their own profiles in SN communities, 
there is tremendous opportunity to tell a story by 
integrating the meaning of the brand.  According 
to Plummer, “When the consumer ‘engages’ in 
this subconscious processing, he or she creates 
associations, affixes symbols, imagines metaphors 
and imbues experiences into the profile page (or ad 
message) to give it personal relevance.” 

If this sounds a little abstract and intangible, consider 
a few of the elements of the adidas MySpace profile 
that “tell a story” for the consumer.

By describing two different “teams” through which 
the user can choose to align him or herself, and by 
personalizing professional soccer players on each 
side, the interactive elements of the page contribute 
to the brand value generation. Take this a step further 
and consumers integrate your brand into the their 
own personal stories (as told in the SN).  Adidas had 
over 300,000 screen saver downloads that consumers 
used to adorn personal pages.  Consumers literally 

told their personal stories by leveraging the adidas 
brand meaning.  When we examine the overall 
perceptions of adidas, we see that the SN marketing 
campaign increased agreement with positive brand 
attributes by over 5,000,000 people – 71% of the 
influence coming from the momentum effect.  

— adidas 71%

average positive brand image attribute 
increase (top 2 box, 7pt scale)
— total # of people impacted

0                   5 500 000
|           |           |           |           |           |           |
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Secret 2: Give them a reason to talk about it.  
Communication interactions can occur between a 
consumer and a brand, such as when a consumer 
visits a brand profile page on MySpace. Communication 
interactions also occur among consumers – such 
as when one consumer chooses to share a prized 
download of a cool brand screen saver with another 
person. In this C2C communication, value creation is 
twofold: First the person who decides to communicate 
and use the brand as a reference point. Second, 
value is created with the consumer who receives 
the message with the brand referenced. EA used 
“forward to a friend” as an effective way to encourage 
sharing a noteworthy contest. EA was forwarded by 
208,839 consumers. When we examine the overall 
perceptions of EA, we see that the SN marketing 
campaign increased agreement with positive brand 
attributes by nearly 10,000,000 people – nearly 100% 
of the influence coming from the momentum effect.  

 .

— EA 98%

average positive brand image attribute 
increase
— total # of people impacted

0                                                                9 500 000
|            |            |            |            |            |           |
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Secret 3: Give the Consumer a chance to realize his 
or her dream/fantasy.  In the EA Burnout bandslam2, 
EA offers unsigned bands a chance to win a recording 
contract. For any aspiring band, this is a chance to 
realize their dream. The fantasy should align with 
the promise of the product/ brand. The more closely 
aligned the fantasy is with the essence of the brand 
promise, the better, says Marketing Evolution. 

Participation and Personalization Appears To Be Key 
to Success

The secret of success is by no means an exhaustive 
list. The common theme of the secrets is participation 
and personalization through entertaining content 
that travels well.  Based on a multivariate analysis of 
activities consumers engage in and measurement of 
what explained the attitudes, the data suggests that 
the momentum effect is most likely to occur among 
those who already have a positive pre-disposition toward
the brand (and the more activity they participate in, 
the stronger their brand preference becomes). Thus, 
we believe the momentum effect is fueled by giving 
consumers a reason to spread the story and make it 
their own. 
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To give consumers a reason to engage and make the 
story their own, marketers must understand what is 
important to consumers. 

We hope that measurement of more campaigns will 
allow Marketing Evolution to be more definitive about 
the best strategies to optimize the momentum effect.  
Test, learn and evolve your own strategies by putting 
insight on what consumers value (and how they 
engage) at the center of your strategic SN discussions.



Implications 
to Measurement
Turn the Traditional Model on its Head:
Based on this empirical evidence of how SN works 
for value creation, Marketing Evolution suggests turning 
the traditional marketing model on its head.  First, 
calculate B2C effect using the traditional Marketing 
model, but then take it a step further and add in the 
C2C value creation component.  

Momentum Score is the new Currency: 
Marketing Evolution has developed a measurement 
approach that captures the complete picture of “B2C 
+ C2C” value creation. The most critical number is 
the momentum score – a measure of the momentum 
effect. Based on these campaigns, the momentum 
effect accounts for over 70% of the value creation in 
SN Marketing, so if there is a single number needed to 
dimensionalize the value of SN, it’s the momentum score.  

We have evaluated the question: Is there value 
beyond the B2C marketing – is brand value increased 
when the message takes on a life of its own as 
consumers use it, share it, forward it, and become 
part of the brand itself? 

There is value from both B2C and C2C elements of 
SN Marketing.  

The momentum effect dominates the value creation 
for both adidas and EA.The opportunity to engage 
the consumer in meaningful ways even offers the ability 
to achieve impact on loyalty and advocacy metrics 
(elements previously considered to be beyond the 
influence of advertising alone).  

We can precisely measure the impact and quantify 
the ROI of SN Marketing. Marketing Evolution has 
integrated the SN measurement framework along 
with traditional Marketing ROI measurement so that 
SN Marketing can be looked at right next to other 
elements of the Marketing mix (both Online and 
Offline).  If EA and adidas ROI results are indicative of 
what other marketers find, we expect to see significant 
increases in the use of SN by leading marketers.  

Conclusions
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Research suggests that additional brands replicate 
the measurement work of EA and adidas. For those 
brands that have the means to conduct extensive 
research, we suggest looking more deeply at which 
engagement strategies work best to create the 
momentum effect. What are the best elements of a 
brand profile to include? Which elements have the 
highest cost/benefit relationship for the marketers?  

Both B2C and C2C co-exist and generate benefit for 
the brand, but until now, we have lacked a framework 
to analyze the value creation, forecast it and manage it.  
The work with EA and adidas on MySpace has validated 
many of the hypotheses, including demonstrating 
that SN marketing can enhance the nature of the 
product and build consumer advocacy. Additionally, it 
has opened a new line of inquiry to dig deeper. If the 
EA and Adidas data are indicative, value is created for 
corporations when marketers engage consumers in 
their brand stories. Even more value is created when 
the momentum effect is activated by getting consumers 
to tell their own personal story using the brand as a 
tool to do so.

Future Directions
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