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About

Audiense is changing the way brands and agencies identify, understand 
and attract audiences with the help of social data. The company’s SaaS-
based platform delivers rich and actionable social insights which allow 
companies to create and analyse audiences based on what they say, who 
they are, how they think and engage.  Brands and agencies also use the 
platform to execute campaigns and improve cross-channel marketing by 
integrating strategic insights and social data into other channels. 
Founded in Spain in 2011 and now headquartered in London, Audiense is 
used in more than 70 countries by over 400,000 users, including leading 
brands and agencies such as Universal Music, Comic Relief, Experian, and 
DigitasLBi. For more information, visit audiense.com or follow 
@AudienseCo on Twitter.

:
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To put it in a word: Insights
The insights that marketers can garner from social is unparalleled. Let’s 
not think of “social” as just a channel, let’s think of it as a place where you 
gather insights, and lots of it, about your audience, and use those precious 
insights to inform the rest of your channels, whether that’s online or 
offline. 

According to Gartner, 69% of companies will have analytical centres of 
excellence by 2017, which will no doubt include social analytics. 
Meanwhile, in a CMO Council’s Strategic Brief, 72% of marketers say that 
they will seek new creative and media agency partners to better exploit 
data and digital. Only 29% of marketers felt that advertising and media 
agencies analyse data to create personalised experiences. 

The statistics mentioned above prove emphatically that agencies need to 
use data and especially, social data through their entire client 
relationship. That includes steps taken to firstly win the client pitch, 
follow through on the campaign and finally to retain their business at the 
end of the campaign. Social data provides a whole range of fresh insight 
that will surprise and delight current clients or any prospective client you’
re going after. 

Whether it’s competitor analysis, looking to see how to target audiences or 
saving precious time with quick and handy reports, social data and 
insights can inform all the above, and then some. 

In the following eBook, we will outline the processes that agencies should 
consider and have in mind when using social data to win new business, 
and retain current clients.

Why Social Data?0
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Channel Vs. Insights

Twitter + Social might be a small element of the entire marketing sphere,
but the insights they deliver is unparalleled.
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An agency looking to pitch for new 
business or to retain current clients 
has a tough job on their hands. They 
not only have to convince the party in 
question that they are the best in the 
industry at what they do, but also 
what the client is looking for. 
Needless to say, it’s not a feat that’s 
completely achievable on their own. 
Especially if they’re seeking social 
data to complement their own 
research. This requirement opens up 
the opportunity for agencies to 
collaborate with different platform 
and software providers. Perhaps an 
agency wants to partner with IBM 
Watson to inform their research with 
personality insights of their 
prospective clients’ audience. Or they 
need a social marketing tool that will 
help monitor specific campaigns (or 
events) conversations to retain a 
customer. Or maybe an agency just 
wants some clear indication of brands 
that may be ‘hunting’ for a new 
agency. 

Daily Vista, one such sales 
intelligence solution, shows you 
when an account or a brand are 
looking for an agency shift almost 18 
months prior.
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“How competitive is the 
market? How well is the 
current head of marketing 
delivering on objectives? 
These are just a couple 
factors that we take into 
account when forecasting 
agency changes on the 
horizon. Brand advertisers 
need to change to grow, and 
they look to agencies to drive 
that change.”

Natalie Hogg, Editor & Lead New 
Business Analyst, Daily Vista UK 
says that there are a few triggers 
that agencies should be looking 
out for to see which account is 
‘vulnerable’, and which brand is 
intending to ditch their current 
agency.

How To Use Social Data To Win New Business And Retain Clients
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“The more crowded the market, the more innovative, creative (and 
sometimes, loud), the brand must be to break through. Especially when 
well-known names begin to struggle in the face of newer, smaller 
competitors on the rise, you can expect to see them changing creative 
direction (and agency partnerships) to combat that slump and 
maintain market share.”

For Jawbone, which uses an in-house team, gaining market share has 
been nearly impossible in the saturated wearables space. Owning only 
4% of the market in 2014, the brand put most of its resources into its 
wearable athletic tech product and even sued market leader Fitbit at 
least three times. Still, the brand had to cut nearly 15% of its staff at the 
end of last year and is still struggling to drive consumer awareness and 
demand, despite owning an elite headphone and speaker portfolio.”

Agency and platforms can collaborate in perfect harmony, especially if 
the agency is handling an important international event for a client. 
Platforms such as Audiense have the ability to provide a wealth of 
information about real-time occurrences, and collaborating can reduce 
the time and effort spent by agencies.

The Perfect Partnership: How 
Agencies+Platforms+Softwares 
Can Pitch Together To Clients 
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With this wealth of information about the event the agency can now start 
drafting strategies for Davos 2017. And it most definitely strengthens the 
position the agency has with the client, just with the amount of data and 
insight garnered.

“The concept of the War Room isn’t new. We’ve been doing it for a few years 
now, but because Davos is such a big event and in a different time zone from 
us, it was important for all of us (both Starcom and Audiense) to be in one 
single room so we could respond to real-time communications and analyse 
conversations on the go. Having our account manager, Ana there was 
especially useful as we could fire away any questions to her to ensure that 
we were maximising the platform’s capabilities. 

She was instrumental in showing us new views within the platform to 
leverage our pulse reporting, and in providing more efficient ways to export 
data and integrate into our daily pulse reports with quick turnaround.

We needed something more than just a social listening tool, as seeing the 
conversation wasn’t enough for our goals. We wanted to see the individuals 
behind each engagement, and having that view was immensely useful, 
something that we wouldn’t have been able to do without Audiense.”  

Terence Tran, Manager, Strategy and Analysis 
at Starcom, explains why the collaboration 
was so important to their objectives.

The Perfect Partnership: How 
Agencies+Platforms+Softwares 
Can Pitch Together To Clients 
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Social Data And Insight
For Client Retention And
Winning New Business 

Today if you aren’t using even limited amounts of social data to inform 
your pitch or campaign, you’re running behind on a massive scale. But 
even if you are, are you getting the most out of those insights? Are you 
ensuring that the insights you get from your social data about your 
prospective clients’ audience or competitors are actionable? It isn’t 
enough to just see who your prospective clients’ followers are or how 
much they Tweet. 

“In the past, we’ve followed pretty traditional methods of looking at 
audiences, whether they are the brand’s or their competitors, wherein we 
look at the followers and what they Tweet. But since we’ve been using 
Audiense, we’d look at not only the competitors’ but also the brand’s partners 
(e.g., stockists).

For example, if we were to look at a brand that stocks their product in 
Sainsbury's’, we’d know that they already have an audience there, possibly 
following Sainsbury's’. We’d look into how the supermarket chain fits into 
this, how can we tap into that audience, what other accounts we can use to 
help the brand’s growth. Plus, with new insight like the Affinity Report, we’d 
like to see the affinities that the supermarket’s followers have compared to 
the affinities of the brand. If they’re into Anime and cartoons, is there 
something we can do to use that in our marketing campaigns? 

As an agency, we know that we can do a great job once we have all that data 
but it’s not enough that we know, we need to show the prospective client or 
that there’s a reason and science behind these suggestions.”

Kat Scoble, Head of Strategy, Truffle Social 
says that while these traditional methods of 
competitor and audience analysis are 
important, it’s crucial that agencies dig 
deeper. 

How To Use Social Data To Win New Business And Retain Clients
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Social Data And Insight
For Client Retention And
Winning New Business 

Social insights to pitch for new business or retain customers is extremely 
important to come up with the perfect strategies regarding your client 
briefs, especially if competitor agencies are doing the same. If you’re not 
using it, you’re already out of the game.

“Social data and insights is absolutely pivotal for pitches. Social data is a key 
source when we’re doing our research. It fuels our thinking, from start to 
finish.

When we get a new business brief, we use a host of tools and platforms to 
help us with our insights to answer the pitch question. We"ll use all our 
resources to help us answer an individual pitch question, and we use exactly 
the same tools to help existing clients as well.“

Kathryn Saxon, Head of Research, MEC lays 
emphasis on how crucial social data and 
insights is to their planning, whether that be 
for prepping for a new pitch, recurring 
campaigns, and retaining clients. 

How To Use Social Data To Win New Business And Retain Clients
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The findings of the 2016 SoDA Digital 
Outlook Survey, conducted by 
Forrester Research say that the 
“client and agency relationship has 
hit a roadblock.” In this article by 
Marketing Week, it emphasises the 
fact that the competitive landscape to 
produce not only successful 
marketing campaigns, but also ‘out 
innovate’ their competitors is forcing 
brands to work across multiple 
agencies.

Gone are the days when brands were 
loyal to one agency. In fact, Samsung 
Mobile’s brand has been transformed 
from a purely technological brand to 
one focussing on lifestyle solely 
because they work with multiple 
agency partners - both non-tech and 
creative powerhouses. 
Wieden+Wieden and Bartle Bogle 
Hegarty were recently added to roster 
agencies like Leo Burnett and Cheil 
Worldwide. 

Brands no longer need to justify why 
they drop agencies. This is both good 
and bad for agencies. On the one 
hand, it can hurt the agency that is 
being dropped but on the other, it’s 
good news for agencies going “for the 
kill”. So how can agencies identify 
brands that are vulnerable and 
looking to move agencies? 

3
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One Stop Shop Vs.
Several Small Shops 

Winmo and Daily Vista might have 
the answer. Natalie Hogg explains 
how Daily Vista can help brands 
identify brands who are vulnerable 
to change agencies. 

“DailyVista uses a 
combination of art and 
science to determine which 
brands will be considering 
new agency partners three-
to-18 months out. A time-
tested predictive 
methodology allows us to 
predict a storm before anyone 
else, allowing plenty of time 
for brands to pack an 
umbrella. DailyVista scores 
brands using a 1-100 scoring 
system, allowing agencies to 
be months ahead of their 
competition. The higher the 
predictive score, the higher 
the probability that the brand 
will appoint a new agency in 
a shorter time frame.”

How To Use Social Data To Win New Business And Retain Clients
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“Here’s an example of opportunities DailyVista has on its radar:

On the Brink – Score 62: Hyundai hires CMO and appoints a small shop, but 
is still vulnerable.

Even if a global brand has its AORs (agency of Record) in place, there’s 
always a little room for speciality and per-project shops to join the party. In 
fact, when a vulnerable account appoints an agency it almost always leads to 
a series of agency shifts of new partnerships.

As for Hyundai, it first joined the vulnerable account list when former Jaguar 
global marketer David Pugh was named Hyundai UK’s new marketing 
director after seven-year head marketer Andrew Cullis left for SKODA. 
Simultaneously, the brand started investing more in its consumer shopping 
experience, increased digital spending by nearly 30% and showed a little 
more love to its sponsorship activity. Almost eight months later, Hyundai 
partnered with Vice Media to launch new hybrid electric car Ioniq this 
September. However, it is unlikely this is the only agency the brand will 
appoint and Hyundai will stay vulnerable for at least another three-to-six 
months.” 

There is, of course, the question of a smaller agency pitching for 
a large account and being intimidated by the number of “big 
name” agencies that have built up credible reputation over the 
years. However, Kat Scoble from Truffle Social opines that with 
data and insights tucked under their arm, it doesn’t always 
have to be all bad. 

3
One Stop Shop Vs.
Several Small Shops 

“Obviously as an agency we know what we’re talking about but backing it up 
with facts and figures makes a huge difference. And especially if you’re 
pitching, and you come up campaign ideas backed up by audience data and 
insights, the relationship can really start off on the right foot.” 

...
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Who Owns The Software? 

One of the foremost questions to ask 
when thinking about data and 
insights for pitching to win new 
business or retain clients is who owns 
the software that provides these all-
important insights?

Do you, as the agency, buy 
it? Or is it owned by the 
client who holds the 
customer data? 

It’s a difficult question, but one that 
needs answering. 

The idea of how much value each 
party gains from the “ownership” of 
the software is an important thought 
to put across to all parties involved.

Brands might be interested in owning 
the insight and data and cutting the 
agency as a “third party” altogether. 
The question that arises for brands 
when agencies own a software is how 
to align the data and insights 
garnered from one software with 
another (presumably the one that the 
brand owns). Data integration might 
create an extra layer which 
compromises the speed with which 
the marketer gathers insights.

From that point of view, eliminating 
the agency completely as an 
“intermediary” is in the brand’s 
interest. Not to mention the fact that 
the brand’s legal department might 
feel that they need to protect the data 
and therefore ownership of any 
software is imperative.

On the other hand, it’s as important to 
look at the pertaining question from 
the agency’s perspective. With 
agencies having complete ownership 
of the software, they have full 
visibility over the data from all the 
campaigns they’re running - allowing 
them to inform future strategies. With 
varied insights, agencies will allow 
themselves to benchmark across 
different industries. The other 
advantage is being able to stay ahead 
of the market by understand 
consumer habits, what works and 
what doesn’t - and having that 
unlimited data access helps them 
stay ahead of the curve and know the 
market better than anyone. 

There is, however, the added 
disadvantage that agencies might 
have with software platforms. If they 
were to close their account, or not 
renew their subscription, they run the 
loss of losing out on all the historical 
data they have gathered, and with 
that, the relationship they have forged 
with the clients and their consumers.

How To Use Social Data To Win New Business And Retain Clients
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Who Owns The Software? 

“In most cases, it's advisable for agencies to own the software, especially 
because of the strategic vision we have for the longer term. Agencies are 
armed with all the resources to evaluate the data, determine the insights 
and visualise the strategy based on that.

Without these social insights, it can be very complicated for you to 
determine areas of content that the customer will best engage with - and 
that is one of the most important take aways for us to not only retain clients, 
but also pitch for new ones.“

Mauro Fuentes, Social Media Director, Ogilvy 
PR explains why it’s more advantagoeus for 
agencies to own the software. He alo explains 
why this data and insights is so important for 
the agencies to retain their clients. 

How To Use Social Data To Win New Business And Retain Clients
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Behavioral Targeting:
How To Target Audiences

A brand’s target audiences are no longer specific personas. They’re 
individual people who should be targeted with ultra-personalised 
campaigns. They have different interests, opinions, affinities, and media 
consumption habits.  And they’re each different from one another. So 
what has brought about this change? 

Social Intelligence. 

With all the social data available, we can now know what motivates a 
person to buy product A compared to product B.  

“Forget personas; they don’t cut it anymore. Let's start talking about a target 
audience as just that: a group of individuals with different tastes and values.

Beyond demographic data, an individual is made up of multiple attributes, 
and while personas head in the direction of uncovering these layers, they 
stop short. As marketing professionals we need to start adding signals: What 
drives response? What publications are they interested in? What TV shows 
do they watch? What crossovers are there with other brands? It’s the 
integration of these answers that opens up a window of insight into what 
makes that individual tick.”

Javier Buron, CEO and Co-Founder of 
Audiense puts in a neat nutshell. 

How To Use Social Data To Win New Business And Retain Clients
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Behavioral Targeting:
How To Target Audiences

The social data is all present. The harder part is to tap into all the right 
sources and then connect these data points for actionable insights.
 
Havas Helia recently worked with Audiense to develop an eCRM strategy 
for their client. The entire idea was based on how brands can use all the 
data available about their customers (including outside Twitter), and build 
a well-rounded strategy. If agencies were to propose similar ideas to their 
clients about enriching the customer data that is already present with 
them, it’ll be a step in the right direction to retain them.

“The application of Audiense’s social data to our customers’ eCRM 
strategy has been a key driver in our approach to understanding 
evolving customer segments; how they think, act, engage and why? 
The level of insight we've collected from the Audiense platform, and 
which we've been able to apply across different areas of the business, 
has enabled us to optimise strategy, customer understanding and in 
turn, enhance consumer relationships."

Nuria Sadurni, Data Strategy and Insight 
Director at Havas Helia had this to say about 
how she enriched their clients’ customer data 
with an eCRM strategy with Audiense, in a 
way to explain why behavioural targeting is 
more effective than persona targeting. 

How To Use Social Data To Win New Business And Retain Clients
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Behavioral Targeting:
How To Target Audiences

Social graph analysis, interest graphing and profile analysis will build a 
whole new picture of what’s happening in a customer’s life. With all this 
enriched information, your client’s brand will not only have a greater 
understanding of the customer but will also be able to influence consumer 
decisions.
 
For example, if a customer has publicly Tweeted saying that they’re 
engaged and have to go on a fitness regime, your client, with the rich data 
that you gather, including the where they live, what fitness interests do 
they have, what brands do they have affinities to, you’ll be able to use ultra 
targeted content and offers, and ultimately build a view of the customer 
that goes beyond just basic demographics.

How To Use Social Data To Win New Business And Retain Clients
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Using Insights Can Save You 
Time In Execution + Reporting

Understandably, if you work in an agency, your deadline was probably 
yesterday. Between working on multiple campaigns simultaneously, answering 
client emails and calls, and drafting proposals, you have very little time to spare 
for time-consuming excel spreadsheets and entering and decoding data 
manually. 

Enter insights. The insights you garner from reports about your client’s 
audience will not only save you time (and money) but will also make your pitch 
proposal a labyrinth of information, immediately useful to your prospective or 
current client. 

If you’re looking to present a slide on data about your prospective client’s 
followers and the whole community or audience, you need not sift through 
Twitter and Instagram manually. Audiense’s Follower Intelligence and Audience 
Intersection reports pretty much do it in a flash. 

For example, if your prospective client is a magazine and you’d like to see what 
their audience crossover is like with a competitor magazine, all you need to do 
is to plug in their Twitter handles in the Audience Intersection Report, and the 
numbers will crunch themselves. 

We did an intersection report on Time Out London and their possible 
competitors - The Stylist and The Shortlist to see the exclusive followers that 
Time Out have compared to the other magazines.

Audiense intersection
This table displays the number of common and unique followers on the

Twitter accounts you have selected for comparison.

How To Use Social Data To Win New Business And Retain Clients
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Using Insights Can Save You 
Time In Execution + Reporting

With Personality Insights and Affinity Reports, you’ll gather data about the 
psychological inclinations of the audience, and what affinities they have to 
which brands, what their interests are and what TV genres they most like, to be 
able to come up with cognitively-backed campaigns - all in a matter of a couple 
of hours. 

We did a spot of analysis for Sainsbury’s - a brand that currently has agencies 
lining up for its ad account. We looked at the Big 5 personalities of the 
supermarket’s audience, plus and a look into the affinities and interests its 
audience have. This is what we got:

BIG FIVE
Engagements with the world

Conscientiousness: 83.5% users
(Is a person’s tendency to act in an organized or thoughtful way)

The audience scored high on openness, leading us to believe that they are more 
likely to spread information - perfect for brand building!

How To Use Social Data To Win New Business And Retain Clients
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Using Insights Can Save You 
Time In Execution + Reporting

With their recent merger with Argos, Sainsbury’s will be happy to know that 
their audience have a 13% affinity with Argos. It might be quite low, however, 
there is scope to grow that overlap. 

What other strategies could be drawn out from these reports? Put your thinking 
cap on, your pitch presentation is sure to be a success.

How To Use Social Data To Win New Business And Retain Clients
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Today, social data should be on the topmost list of every agency when 
they go about informing their marketing campaign strategy. Whether it’s 
to pitch for new business or to retain current clients, the wealth of 
information that can be extracted from social data is unparalleled - what’s 
more, it’s all readily available to YOU, just waiting to be taken into 
consideration. 

At every stage of your pitch process, social data can be applied to bring 
out a new piece of information that would have been otherwise hidden, 
discarded or forgotten. Let’s not forget that the very basis of advertising 
and marketing is having a meaningful relationship and to empathise with 
consumers - the insights that you eventually gather from data allows you 
to do exactly that. 

At a recent event hosted by marketing consulting firm, Oystercatchers, 
that consisted of both agencies and client-side representatives, the former 
marketing director of Vodafone made a comment on how cut-throat the 
pitching process has become where agencies are losing sight of the end 
goal. 

She puts it perfectly when she says, “My experience is that the agencies 
are so keen to win that the empathy, understanding and focus on the 
customer sort of gets lost”. 

Let’s aim to bring back that empathy. And let’s do it with data.

How To Use Social Data To Win New Business And Retain Clients
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All of the actions demonstrated in this 
eBook are possible with the Audiense 
Social Marketing Platform.
Our social intelligence, social marketing, and advertising solutions 
not only provide you with all you need to find your ideal influencers 
and run campaigns with them, but also launch extensive and 
accurate follow-up marketing activities afterwards. In addition, they 
can also be implemented into other areas of your social marketing 
strategy and audience research.

Audiense is changing the way brands and agencies identify, attract 
and engage target audiences via social media. Audiense’s SaaS-
based social marketing platform delivers rich and actionable insight 
which enables companies to create sophisticated segments based on 
what people say, who they are, and how they think. Brands and 
agencies use the Audiense social marketing platform to gain 
intelligence, expand buyer personas, generate campaign specific 
audiences, serve relevant content to the right people at the right 
time, and execute high performance campaigns.

Founded in Spain in 2011 and now headquartered in London, 
Audiense is used in more than 70 countries by over 400,000 
registered users, including leading brands and agencies such as 
Universal Music, Experian, and Digitas LBi.

We’d like to show you what we can do and how we can help your 
brand.

Try audiense Today

https://www.audiense.com/products/
https://partners.twitter.com/
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