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• A provider of engaging software for Enterprise Social Media for clients 

like Unilever, Random House, IPC Media and Global Radio 

 

• Young team of 20 passionate Social Media professionals, skilled in all 

areas of Web 2.0, development, testing, quality assurance, design, 

engagement, analytics based in Central London 

 

• Robust, scalable, Software as a Service (SaaS) modular platform built 

on Microsoft .Net with easy to use drag and drop technology and third party 

integration capabilities 

 

• Webjam is a Guardian 2010 Tech Media Invest Top 100 company and is 

nominated for two awards for JamJar, Webjam’s own social media enabled 

Intranet 

 

Who is Webjam? 
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Webjam Helps Companies Engage 
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How do companies use Social 

Media? 

 Publishers /Media 
Empower  readers with user 

generated communities, citizen 

journalism, clubs and fan sites  

 Retail Networks 
Engage with customers on a local 

store level,  sharing experiences, 

news, events and passions around 

the product 

 

 Directories 

Add a social layer to your 

listings database 

 

 Organisations  
Let your members organise 

events & network, and keep 

them informed 

 

 Corporate Intranets 
Leverage social media for 

internal communication and 

employee engagement 

 Consumer Research 
Use social crowd-sourcing tools 

to take snapshots of opinion and 

behaviour and maintain an 

ongoing relationship  

 Brands 

Let your clients talk about 

what they achieve with 

your product or service 
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Do they measure ROI? 

16% 

84% 

Measure ROI Do not measure ROI

Professionals worldwide who measure the ROI of their social 

media programmes, August 2009 (as % of respondents). 

Source: www.marketer.com © 2010 Webjam Ltd – yann.motte@webjam-ltd.com  
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So what are they measuring? 

Return on Engagement? 
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ROI Hierarchy for Enterprise 2.0 

http://www.cloudave.com/631/maslow-s-hierarchy-of-enterprise-2-0-roi/ 
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Where can Social Media improve ROI 
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More than just boosting 

Efficiency, Reputation and 

Engagement, 

 

having them NURTURE each 

other 
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It starts by measuring usage across these 

engagement, efficiency and reputation metrics…. 

Quantitative Metrics 

• Number of visitors/Page views 

• Number of members, fans 

• Traffic to corporate site 

• Search Engine Rankings 

• Leads generated 

• Number of comments posted 

• Mainstream media mentions 

• Newsletter subscriptions 

• Bounce rates 

• New customer conversions 

• RSS Subscriptions 

• Social Bookmarks 

• Increase average order size 

Qualitative Metrics 

• Increase in direct dialogues with 
prospects/customers 

• Strengthened existing relation- 
ships with customers 

• Corporate and brand reputation 

• Customer retention 

• Negative/positive relationships 
with prospects/customers 
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…. Adapted to the company’s KPIs 

and linked to cost & revenues 
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• Transforming customers in brand 

advocates 

• Demonstrating the ability to 

gather and act on feedback 

• Boost lead generation and 

conversion 

 

Reputation and ROI 

Social Media is word of 

mouth on steroids 
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Case Study: NME Music Magazine 

for Time Warner 

Band sites and fan profiles for New 

Music 

 

• Brief: Create a fresh and compelling 

space for new musicians 

• Take  NME magazine and brand from 

a publisher to a service provider  and 

‘The destination for new music’ 

opening up new revenue streams 

• Revenue via advertising, 

sponsorships, micro-sites, 

subscriptions 

• Results: Over 2000 bands signed up 

in May 2010 and the network was 

sponsored by Blackberry 
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Engagement and ROI 
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An ROI driven-proposition 

Generating revenues – a publisher example 

 

  Boost current revenue streams 

   while increasing brand loyalty 

    and reducing moderation issues 

 
 
 
 

 

Engage Empower Monetize 
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Efficiency and ROI 

Enterprise 2.0 – Using social media inside the organisation:  

• Fostering Innovation – driving new ideas in areas such 

as products, processes, techniques, workflows, etc. 

• Sharing Information – sharing of best practices, tools, 

processes, etc.; with the added benefits of reducing 

duplication and similar mistakes 

• Facilitating Learning – enabling employees to grow their 

capabilities to meet the needs of the business 

• Connecting with Experts – ability to find, communicate 

and collaborate with internal subject matter experts 
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Organizational Efficiency is driven by 

engagement 
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• Engaged employees generate 45% more revenue than disengaged colleagues 

• 67% of engaged employees would advocate their company 

• Average recruitment cost for filling a vacancy £4,500 

• 33% of UK workers ready to leave their current position for new job 

• Highly engaged organisations can reduce staff turnover by 87% 

Source: Corporate Leadership Council 

                                Gallup Consulting, CIPD 

Disengaged organisation 
1,000 employees  

100 employees leaving/year (churn rate) 

 

Engaged organisation 
1,000 employees 

20 employees leaving/year 

(80% less than  above) 

 
 

£4,500 to fill a vacancy 

this is a cost of £450,000 

 

 

£4,500 to fill a vacancy 

This is a cost of £90,000 

 

Cost saving of £360,000 
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Case Study: Global Radio 
Employee Collaboration  

How to drive change in the 

organisation through collaboration 

and knowledge sharing 

 

Solution 

Building an internal network to help the best 

UK radio group to be efficiently “obsessed 

about music” 

 

Benefits 

Foster new connections across brands, 

departments and locations, promote 

interactive conversations between employees 

and encourage the sharing of ideas and best 

practices 
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A Viral Engine for your Brand & Services  

 

An Engagement and Ideas Engine 

for your Organisation 

 

… and thus a way to impact the bottom line 

 

 

 

 

Think about Social Media as : 

 
Contact details: Yann Motte 
Yann.motte@webjam-ltd.com 
Twitter/Skype: ymotte 

Webjam Ltd 
phone : +44(0)203 170 8741 
fax : +44(0)203 008 6131 
48 Charlotte Street, W1T 2NS, London (UK)  
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