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The Social Media Week New York 
(#SMWNYC) is the social media 

event of the year, that brings global 
leaders, social media experts and 

digital marketers together. The 2021 
edition brought the entire social 
media marketing industry to the 
virtual stage. VOQIN’ included.
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WE VOQERS DO BELIEVE IN FEELINGS 
TO PROVOKE MEANINGFUL 
EXPERIENCES AND EMOTIONS. 

In the times we are living in, made us 
realize even more how feelings generated 
by social media can be ephemeral. 
Creating a space for brands in the online 
conversations where their consumers are, 
has never been so important. From this 
event we got some new tools, insights 
and inspirations that will certainly fuel 
our expertise to bring brands closer to 
their audience.  

What we loved:
/  The talks were concise, interesting, and 
straight to the point.  
/  The key takeaways at the end of each 
presentation 
/  The theme “Reimagining social media 
marketing for a better tomorrow.”

What we loved a little less:
/  There were no subtitles and that made 
the talks not accessible for everyone. 
/  The chatbot wasn’t responsive or 
interactive, which made the user 
experience very average and frustrating 
at times. 
/  Not all the talks were not available 
on demand right after they were 
broadcasted
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Take a deep 
(but quick) 

immersive dive 
through the 

sessions 
with us
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Reality check: what people (really) 
want from your business on social

The next wave of social media is here, with a wide range of new 
activities and opportunities. People really want to see brands on 
social media, but, depending on the channels and the situation, how 
can brands choose the right way to interact with the audience?

Social media is a never-ending conversation between brands and customer. 
The result is the concept of social customer care, as it is now an ongoing 
conversation between a brand and a customer.

/    From the beginning of the pandemic, there 
have been two significant trends on social 
media: a massive increase of the usage and 
a new way to use them: connecting with your 
community, to find people, to be inspired, to 
buy, to learn, to get informed, etc. 
/    What’s the role of brands on social media? 
Instead of wanting to lead the conversation 
like before, brands need to understand what 
people are talking about on social media, 
find the community in which they can stay 
relevant, and leverage technology to take part 
in the conversation. 
/    Social media allow a whole different way of 
interaction between the brand and consumers. 
There is a personal connection when brands 
move from public communication to private 
messages with customers. This allows having 
a one-to-one conversation tailored to specific 
services and products.
/    Social media is a never-ending conversation 
between brands and customers, and it’s not 
always about commerce. The power that 
social media bring is the ongoing conversation 
with customers. The result is the concept of 

social customer care, as it is now an ongoing 
conversation between a brand and a customer. 
Depending on the situation, is not only 
customer care because, but it could also even 
be sales of services/product information. 
/    How do we leverage employee engagement? 
Is social selling still a thing, or is it community 
building? If employees to be passionate about 
the brand values, expose and talk about these 
values, and share them with their network. 
It builds trust, and that will result in a bigger 
community and following. 
/    The rise of new social media channels and 
technology provides a unique opportunity for 
brands to adapt and embrace new platforms 
and test to find what’s true to your brand. 
Brand can leverage social listening to find the 
best channels for their products and services. 
Social media management is a significant 
portion of the marketing focus. Senior leaders 
need to continue to grow and experiment and 
expand social media and leverage it for a wider 
variety of aspects. Social media managers are 
not the youngest person in the company. It’s no 
longer a junior position.
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Melanie Gaboriault,
Head of Global Corporate 
Communications, Hootsuite 

Tom Keiser
Chief Executive Officer
Hootsuite
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Kill Your Darlings: Making a 
Strategic Choice About Which 
Profiles You Don’t Need

Social media has expanded brands ability to reach their customers. 
However, trying to be present on all platforms to reach everyone 
can negatively affect the performance. In order to avoid this, 
brands are increasingly working on identifying the areas, audience, 
and platforms with the greatest opportunity for growth. This also 
means consolidating their online presence and making a conscious 
choice of where not to be and not to focus. 

It’s vital that we don’t create an account on new platforms to engage with the 
old audience.

/    All marketers have the ambition to use 
social media to drive results: 70% want to 
use social media to drive brand awareness; 
59% want to drive sales or lead generation. 
However, we don’t measure accordingly: only 
41% use brand awareness metrics; only 50% 
focus on conversion and revenue metrics. That 
shows us a disconnection between what we 
want to achieve with social media and how we 
are measuring it. 
/    63% focus on engagement metrics to reach 
their goals, which doesn’t allow us to measure 
KPIs. Why do we do that? Because it will enable 
us to show the success of our content when 
we do not know how to measure it in different 
ways. 
/    4.2 billion active users on social media, 
and all internet users have an average of 
8.4 accounts on social media. This puts a 
lot of pressure on social media managers to 
explore and learn how to use new social media 
platforms. We need to continuously adapt to 
new media (ex: Clubhouse), but it’s vital that 
we don’t create an account on new platforms 
to engage with the old audience.
/    Be selective about social media - we will 
never show the value of social media if we try 
to reach everyone and be everywhere.
/    When we talk about the uplift in sales, sales 

activation gives us peaks of growth in the first 
months, but it doesn’t really increase more 
than that. On the other hand, brand building is 
what creates brand awareness and long-term 
sales growth. This needs at least 60% of your 
budget. It has smaller peaks, but in the long 
run, it increases steadily.
/    There is a need for prioritizing the allocation 
of resources and budget to maximize 
effectiveness. In fact, it is doubtful that we can 
drive long-term brand building for every brand 
in every market on every platform. 
/    Selectiveness, prioritization, and 
consolidation lead to more innovation and 
creativity. Make strategic choices on how to 
distribute resources. Case: Adidas decided on 
a corporate strategy to drive sales towards 6 
key markets and created 6 different profiles on 
social media that focus on each market locally 
and with tailored content (London, LA, Tokyo, 
Shanghai, Paris, New York).
/    Penetration is what drives substantial 
business effects. Therefore, we need to uncover 
which social media platform best helps us 
penetrate that market. For that, Facebook’s 
and Twitter’s ad manager tools provide us with 
insights on the potential audience between one 
market over another and between platforms.
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Casper Vahlgren, 
Senior Strategist, Falcon.io
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Rise of Social Audio and 
The Creator Economy

After the rise of Clubhouse, other platforms like Twitter and 
Facebook have created their own versions of social audio. But what 
exactly has boosted the rise of social audio? Are we witnessing the 
born of a new type of content creation?  

Everybody can build an audio product, but on Clubhouse the key to success is to 
get people to show up to a live event, listen, discover and create content.

/    Clubhouse felt like a virtual café with 
thematic rooms and a real sense of a virtual 
neighborhood in the early stages. The platform 
was mainly used to connect and socialize, but 
after the murder of George Floyd, it became a 
platform for longer discussions.  

/    Clubhouse almost feels like a frictionless 
platform, as it enables to convey an 
educational or informational message but 
without the need for complex creation and 
editing process behind the content. On 
Clubhouse, compared to a podcast, you get 
both the audio and real-time interaction with 
the community.  

/    Brands are starting to pay attention to 
it and partner with the Club’s hosts to gain 
visibility with the platform’s audience.  

/    Clubhouse was the first platform to 
leverage social audio, Facebook, and Twitter, 

soon followed by adding similar features. We 
see an evolution of audio as a feature. For the 
longest period, we have only had radio, then 
podcasting arrived, and now audio 3.0 with 
live social audio included. There is, however, 
a difference between product functions and 
community. While everybody can build an 
audio product, the key to success to get people 
to show up to a live event, listen, discover and 
create content.  

/    The best way for brands to gain a significant 
presence on Clubhouse is by creating a Club, 
providing good content, getting a professional 
moderator that helps them gain visibility and 
a team that knows how the platform works. All 
with keeping in mind that brands can’t have 
an account (only Clubs), as it is a “human 
only” platform, the ultimate advice for brands 
is to make sure they have “good humans” that 
represent them on the platform.
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Kat Cole, Advisor, Investor, 
Former Chief Operating Officer 
and President, FOCUS Brands

Orchid Bertelsen, Head 
of Digital Strategy and 
Innovation, Nestlé USA
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Why Livestreaming is the Future 
of Shopping in America

Since the pandemic drove many businesses online, retailers have 
been searching for unique ways to activate in new digital spheres 
while directly connecting with their core customers through 
exclusive content partnerships, engaging video elements, or 
limited-time product drops.  

The combination of entertainment and commerce creates a new, exciting 
environment for customers to be entertained, experience products firsthand, and 
easily purchase those products.

/    After seeing the instant success of 
livestream shopping on the Chinese market, 
the American market quickly followed. 

/    Livestreaming social video commerce has a 
higher conversion rate compared to traditional 
e-commerce. A live streaming episode has 
conversion rates that vary between 5% 
all the way past 50%. The combination of 
entertainment and commerce creates a new, 
exciting environment for customers to be 
entertained, experience products firsthand, 
and easily buy those products.  

/    Livestreaming to showcase a product is 
invaluable. Not only can customers learn about 
the detailed characteristics of a product, but 

they have a real chance to interact with the 
people who made it.  

/    Outside the utilitarian products, any 
brands or creators with an educational and 
entertaining story should be participating in 
live streaming commerce. Brands that are 
creative-led and narrative-led will are likely to 
have immediate success with livestreaming 
commerce. 

/    Brands need to remember that this tool has 
a hybrid nature because it is as much about 
entertainment it is a commerce tool. There 
has to be a balance between the product, 
selling the product, and the storytelling and 
entertaining. 
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Lisa Lacy, 
Commerce Editor, 
Adweek

Moksha Fitzgibbons, 
President, 
NTWRK

VOQIN.COM MAY 2021

REPORT |  HIGLIGHTS #SMWNYC 2021 | 09



The Hype Machine: Creating 
Engagement, Insight and 
Action in the Social Economy

The author of “The Hype Machine” presents research on social media 
to describe the science of how it works to create engagement, 
insight, and action. In a time when public opinion can be pivoted by 
the influence of the content of social media, marketers and business 
leaders must understand how beliefs, behaviors, and business are 
so easily changed and how the outcomes are now essential to 
competitive advantage.

We must separate correlation from causation to measure ROI and use those 
measurements to create an integrated social media marketing strategy that 
optimizes content for each channel and putting more money against the ones 
that work best.

/    To explain the neuroscience behind social 
media, the author starts by presenting his 
hypothesis on the size of the human brain 
compared to other organs. According to him, 
our brain evolved to be able to process social 
signals. For example, social media triggers 
the dopamine reward cycle, and it affects our 
behaviors, perceptions, and opinions about the 
reality around us.

/    We have been in the era of socially linked 
consumers since the 2010s when social 
networks became part of our lives on a large 
scale. Consumers get information from brands 
and media outlets, but even more so from their 
friends and what they like and think. 

/    Consumers make decisions based on what 

they see in their immediate social media 
ecosystem of friends, families, and colleagues.  

/    In a now hyper-socialized world, marketing 
strategies changed, and brands can now 
leverage network targeting, referral marketing, 
social advertising, viral design, and influencer 
marketing.  

/    We must separate correlation from causation 
to measure ROI and use those measurements 
to create an integrated social media marketing 
strategy. By doing so, brands can optimize 
within each channel by doing AB testing of 
different content and putting more money 
against the ones that work best, and then 
optimizing cross channels by pouring more 
money in the channels that are working best. 
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Director, MIT Initiative on the Digital Economy
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Diversity and Inclusion 
on Social Media

How can social media marketers authentically engage in values 
led marketing? 

Inaction is not good business anymore. The demand for social justice through 
statements and initiatives from brands has made incorporating diversity and 
inclusion even more urgent.

/    We are suddenly seeing brands that are 
championing social issues on social media, and 
they can be connected to 3 main changes that 
recently happened in our society:  

1   A layer of public accountability that 
never existed before and George Floyd’s 
murder forced brands to choose which side 
of history they wanted to be.   
2    Companies have realized that there is 
nothing that is not political in our lives. 
3    Brands realized that inaction is not 
good business anymore. The demand 
for social justice through statements 
and initiatives from brands has made 
incorporating diversity and inclusion even 
more urgent.  

/   Purpose-driven companies will be on the 
right side of history in the years to come, and 
it isn’t something you can fake or simply mimic 
on social media. That’s where a lot of brands 
stumbled on in 2020.  

/   Marketing teams in the advertising industry 
face an actual diversity crisis: in 2020, a 
survey showed that 88% of people are white, 
5% Asian, 4% mixed, 2% black, 1% other. 

Businesses must intentionally create a diverse 
environment in their team. 

/   When brands decide to support a social 
cause openly, the advice is that they choose 
what aligns with the values of your mission 
statement. They determine what resonates 
with your employees and target audience and 
decide what type of loss of people, in and 
outside the company, who do not align with 
those values, they can live with.  

/    There are so many words and phrases that 
brands have been grown accustomed to using 
for so long without realizing that they are 
insensitive, such as tribes, spiritual animals, 
guru, ninja, or similar. 

/    It is possible to avoid performative inclusion 
by looking at internal policies and the 
demographics of who is hired and promote it 
within the own organization. Remember that 
the issues you align with must be dictated by 
the company values.  

/    There are some words and phrases that 
are marketing landmines that social media 
marketers should look out for
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Ashley Reid, Senior 
Business Value Analyst, 
Hootsuite

Camille Dundas, 
Solutions Consultant, 
Hootsuite
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The Reinvention of You: How 
to Grow in an Age of Data 
Driven Storytelling

We live in a data driven age with marketing functions being 
augmented and often replaced by algorithms and automation. A 
way that brands and creatives should grow is it by building and 
practicing the 4Ps: Perspective, Provocation, Point of View, and 
Plan of Action. 

Having a personal brand is key to staying relevant in transformative times, either 
by having an online presence or simply being a people person.

/    Instead of numbers, it is about people. 
The fuel of the future is not data but people 
themselves. Humans are the ones that bring 
insights, ideas, imagination, and interrogations 
into a data-driven digital age. 

/    As an employee, you can use the 4Ps to stay 
relevant for your company. 

/    Perspective: Think about how data and 
insights fit into what the company does 
and its values 
/    Provocation: Don’t just sit and follow 
the strategic plan, instead adapt and 
understand consumer insights that create 
real change.  
/    Point of View: Make sure you know 
what you believe in aside from raw data 
and stay true to your values, so the 
company knows who you are.   

/    Plan of Action: Remember to upgrade 
your mental operating system. Machines 
update their OS continuously, but why 
don’t people do the same.   

/    A piece of advice: Write down ideas and 
concepts that interest you and research, so you 
become the go-to person for the things you are 
passionate about. 

/    Think about how you exercise your mind 
and how you “feed” it. Spend an hour a day 
learning. If you can’t explain it, then it’s 
meaningless. 

/    Having a personal brand is key to staying 
relevant in transformative times, either by 
having an online presence or simply being a 
people person.
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Growth Officer, Publicis
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The Vibrant Influencer: A Conversation 
with McCormick’s Alia Kemet

Alia Kemet is a creative mastermind at McCormick, a vibrant 
influencer, and a bold leader driving strategies to fuel love 
and loyalty. She shared tips for driving innovative pivots and 
transformative business initiatives, motivated by the dramatic 
shift in consumption accelerated by the pandemic.

Everyone should actively be social listening and understanding how trends are 
shaping conversations.

/    Social media isn’t just pretty things. How 
social media is leveraged, through strategy and 
content, will impact any business. 

/    Documenting a team’s successes with visual 
proof is vital to know what works in the future. 

/    “We are in the social space, and we have to 
be in tune and in touch with everyone!” said 
Alia referring to inclusion in the digital space 
but also in her teams. 

/    Real-time content curation allowed 
McCormick to understand what audiences 
wanted during the pandemic and produce 
search-based content, providing more 
contextual and rich information. 

/    Everyone should actively be social listening 
and understanding how trends are shaping 
conversations, which essentially means having 
“a finger on the pulse of culture.”Se
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Danny Wright, Chief 
Brand Officer, Adweek

Alia Kemet, Vice 
President, Creative 
and Digital Marketing, 
McCormick & Company
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How Fandoms Help Define the MTV 
Entertainment Group’s Social Strategy

The MTV Entertainment Group’s properties are varied, and the 
company needs to understand the fans that are following them to 
craft engaging social content. That’s been especially true in the 
last year, as digital audiences have grown, and video has come to 
play a pivotal role in everyday life.

Brands shouldn’t be concerned about joining the conversation on social 
platforms if it’s authentic and the content provided is relevant for the audiences.

/    When you manage different audiences, 
research and data have to back up decisions 
of what fandoms want and need to run a 
successful social media campaign. Data is 
king! 

/    Polling audiences through social media is an 
excellent way of utilizing social listening and 
understanding points of view to provide better 
content. This is a tool that can be used daily.  

/    The pandemic changed viewership and how 
people consume content. Social strategies 
must be optimized for people to spend more 
time at home and aim to give people what 
they want.  

/    Consciously repurposing content is an 
excellent scalable tactic but adapting it to 
each social platform is vital. Make the content 
fit the medium.   

/    Brands shouldn’t be concerned about 
joining the conversation on social platforms 
if it’s authentic and the content provided is 
relevant for the audiences. It is a great strategy 
to follows if you want to take leadership on 
new platforms.Se
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Cara Buscaglia, Chief 
Innovation Officer, 
Talkwalker

Ann Lamore, Vice 
President of Marketing 
and Social Media, MTV 
Entertainment Group

VOQIN.COM MAY 2021

REPORT |  HIGLIGHTS #SMWNYC 2021 | 14



Love It or Leave It: How Red 
Antler Builds Brands That Matter

Over the last decade, we’ve watched an explosion of new brands 
disrupt category after category and take over our social feeds. 
Some companies even reimagined the brand-consumer relationship 
on social media and paved the way for further disruption. So what 
will the future of brand building look like?

Emotions are a powerful weapon for brands to connect and communicate their 
mission, products and services.

/    With the democratization of the internet, 
there are no more gatekeepers today, and 
every category is up for grabs! Traditional 
businesses are competing with new startups, 
and startups are competing against each 
other. This increases the pressure to stand out.  

/   Social is saturated as everyone uses the 
same tools, communication pieces, visuals, 
narratives. The bar has been raised, given that 
the consumers have almost infinite options to 
choose from. 

/   A brand is now based on connection, and if 
people identify with it, it leads them to have 
conversations in the social sphere. 

/   “A brand is the living, breathing driver of the 
entire consumer experience,” and it all starts 
on social.  

/   Instead of jumping to the solution and 
present the answers, being problem-oriented is 
fundamental when creating a new brand and 
business. 

/   Emotions are a powerful weapon for brands 
to connect and communicate their mission, 
products, and services. 

/   Community is a strong concept and a 
buzzword, but it isn’t about brands all the 
time. In fact, it’s about how your audience 
connects and engages with other people inside 
the same community. 

/   Adaptability and disruption are vital, but 
brands must also use them in their products 
and services to enhance customer experience 
instead of only applying to communication 
strategies.
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The Vibrant Influencer: A Conversation 
with McCormick’s Alia Kemet

TikTok, the most downloaded app of 2020, introduced a global 
community of content creators who have captured the hearts 
of a worldwide audience through entertaining short form mobile 
videos. And the app is still growing. 

Raw content and “do it yourself” solutions can resonate better with the audience 
instead of big budgets and perfect visuals.  

/    The added pressure for brands to become 
publishers leads to competition in content 
consumption and how to stand out. It poses 
the question, what is entertainment in social 
media.
  
/    Raw content and “do it yourself” solutions 
can resonate better with the audience instead 
of big budgets and perfect visuals.  

/    User Generated Content (USG) has been a 
boost for brands like Liquid Death as it provides 
insights into consumers’ minds and gives the 
company data on how to position itself.  

/    “Don’t assume what’s going to work.”
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Mike Cessario, Co-founder 
and Chief Executive Officer, 
Liquid Death

Nick Tran, Global 
Head of Marketing, 
TikTok
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Road to CMO Day: Quantum 
Marketing: Classical Rules 
No Longer Apply

Marketing today is at the brink of unprecedented disruption. Facing 
an existential crisis, the industry has already seen many CMO 
roles eliminated, and the practice itself fragmented. As a result, 
marketing must now be wholly reimagined and reinvented for the 
immediate future. 

All trends have to be infused into the company’s marketing strategies and help 
marketeers visualize new tools and technologies to compete in an oversaturated 
and competitive market.

/    Marketing is being fragmented in today’s 
companies and the global market as the 
nature of marketing, strategy, and campaigns 
have drastically changed.
 
/    IoT, AR, AI, Blockchain, VR, NFTs are all 
trends that must be infused into a company’s 
marketing strategies and help marketeers 
visualize new tools and technologies to 
compete in an oversaturated and competitive 
market.  

/    With the emergence of new technologies 
and tools, it is not easy to stay on top of your 
game as a CMO in a large company.  

/    Marketing goes beyond just marketing. 
You need to understand PR, Finance, 
Communication and appreciate other fields to 
connect the dots.
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Raja Rajamannar, Chief Marketing and 
Communications Officer, Mastercard
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The Business of Marketing with 
Ocean Spray CEO Tom Hayes

Viral brand-building is top of mind for many C-level leaders 
around the world. But what does it really mean to be at the 
forefront of culture? How do you find the balance between 
innovation at the pace of culture and consumer-centricity.

Seizing opportunities created by an audience online can lead to long-term product 
strategy and communication that wasn’t or couldn’t have been foreseen.  

/    Maintaining culture and innovation at 
the same time as remaining consistent is the 
challenge many companies currently face. 

/   It is vital to be part of the conversation on 
social media: gain momentum through user 
generated content without overpowering it. 
Add to the conversation with positivity.  

/   “Brands need to move at the speed of 
culture.” 

/   Seizing opportunities created by an audience 
online can lead to long-term product strategy 
and communication that wasn’t or couldn’t 
have been foreseen. 

Se
ss

io
n

 H
ig

h
lig

h
ts

K
ey

-t
ak

ea
w

ay
s 

Ex
tr

a
ct

Sp
ea

ke
rs

Tom Hayes, President and 
Chief Executive Officer, 
Ocean Spray

Toby Daniels, Chief 
Innovation Officer, 
Adweek
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Road to CMO Day: Level Up 
Your Leadership

Being a next generation CMO means that you need to be a digital 
wizard, strategic powerhouse, and an epic storyteller. But most 
importantly, you need to be an inspiring leader who can rally 
the team through the daily twists and turns of the marketing 
organization. 

Find common ground and interests to connect with your team members 
through it.  

/    Lead with authenticity, so your team sees 
you as a reflection of themselves. 

/    Find common ground and interests to 
connect with your team members through it.  

/    Support team members publicly and 
celebrate successes. Recognition goes a long 
way.  

/    Take the time to develop your teams. It 
doesn’t happen overnight. It is continuous, 
and it requires time, effort, and discussions to 
stimulate growth. 

/    Show your team support by appreciating, 
compensating, and keeping them challenged. 
It is important to have a growth path. 
Otherwise, it will happen elsewhere.  Se
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Shivram Vaideeswaran, 
Global Head of Brand, Uber
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Putting The Social Media Humpty 
Dumpty Back Together Again

While the pandemic has brought people ‘digitally’ together to create 
new (and lasting) buying habits, companies have gone in another 
direction -- a chaos of point solutions to find customers, search for 
new relationships and market to the masses. Now is not the time to 
panic. It’s the perfect opportunity to pause, re-assess and re-invent.

“Your brand is not what you say it is. It is what people say your brand is “. We 
need to gather unsolicited feedback, sort the unstructured data with AI, and 
collaborate to engage with intelligence.

/    Consumers shape the brand and not the 
other way around.  

/    The modern brand reality is not responding 
to that need. Why?  

/    The way the world communities 
changed from traditional to modern.   
/    Traditional systems are still not 
entirely able to manage experience data.  
/    The expectations of connected 
customers have changed: the modern 
consumer now values experience over 
price, trusts other consumers instead of 
the brand itself, and demands instant 
solutions to their problems.  

/    Companies have created more chaos 
instead of solutions. Consumers are more and 

more connected, and brands are becoming 
more and more disconnected from the 
consumer.  

/    Brands need to gather unsolicited feedback, 
sort the unstructured data with AI, and 
collaborate to engage with intelligence.   

/    Brands are becoming more disconnected 
from their customers as the modern consumer 
starts to dictate how brands should treat, 
serve, and amuse their audiences. For most 
companies around the world, fixing this 
relationship has been a difficult road to quickly 
transform the way of interacting.  
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Shivram Vaideeswaran, 
Global Head of Brand, Uber
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Social Listening Around COVID-19 
Vaccine Sentiment to Inform Messaging

Over the last year, we’ve gone from lockdown to masks and social 
distancing to COVID-19 testing, and now a vaccine. Throughout 
this time span, Fitzco has been monitoring social conversations 
using consumer and market analytics to provide our government 
client insight into the thoughts, fears and concerns of their local 
constituents around COVID-19. This real-time data has been 
an essential input into our ever-evolving strategy as we seek to 
create impactful messaging that will inform and educate our 
audiences about COVID-19 testing and the vaccine. 

Social media is the biggest 24/7 focus group the world had ever seen.

/    Social listening methods can help 
understand the informational needs and fears 
of those who cannot separate the facts from 
the myths around the vaccines.   

/    One of the best tools to track feelings is 
social listening, the interaction between the 
subject and the audience.  

/    When we have a big audience with several 
opinions and fears, we should focus on what 
we can fix rather than on what we can’t.  

/    Using consumer insights to evaluate your 
messaging strategy reflects where your 

customers are in real-time, both economically 
and emotionally.  

/    Accuracy of sentiment is about training your 
radar to detect the lack of information vs. the 
unnoticed nuances of AI.  

/    Technology is just a tool that helps track 
sentiments, and humans will always need to 
validate technology’s outputs.  

/    Social media is the biggest 24/7 focus group 
the world had ever seen.
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Katy Tenerovich, 
Director of Brand Strategy, 
Fitzco

Harvey Rañola, 
Global Head of 
Media Intelligence, 
NetBase Quid
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Like,
comment
Share.

Tell us what 
you think about
this report.
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