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Dow	  Jones	  Insight	  
• Built	  on	  Dow	  Jones	  FacKva	  database	  
• Adds	  more	  Web	  and	  social	  media	  stories	  
• Uses	  text	  mining	  to	  enhance	  metadata	  
• Scores	  stories	  for	  favorability	  
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Insight	  Sources	  
Press	  

Plus:	  Twi6er,	  Message	  Boards,	  and	  User	  Reviews	  
	  

Web	   Blogs	  



©2012	  Dow	  Jones	  and	  Company,	  Inc.	  All	  rights	  reserved.	  

100	  Stories	  
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10,000	  Stories	  
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1,000,000	  Stories/Day	  



©2012	  Dow	  Jones	  and	  Company,	  Inc.	  All	  rights	  reserved.	  

Classifying	  Your	  Stories	  

CompeJtors	   Favorability	  

Stories	  can	  be	  filtered,	  compared,	  trended	  on	  these	  criteria	  and	  more	  

Issues	   Sources	  
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BEYOND	  COUNTING	  STORIES	  
Improving	  Insight	  
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Low	  Quality	  Sources	  Can	  Dominate	  

	  -‐	  	  	  	   	  2,000	  	   	  4,000	  	   	  6,000	  	   	  8,000	  	   	  10,000	  	   	  12,000	  	  

Reviews	  

A-‐List	  Blogs	  

Video	  Blogs	  

Mid-‐Tier	  Blogs	  

Newswires	  

Transcripts	  

Magazines	  

Trade	  Press	  

Newspapers	  

Boards	  

Long-‐Tail	  Blogs	  

Twi6er	  

A	  Month	  of	  Coverage	  for	  a	  Consumer	  Brand	  

Stories	  
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TradiJonal	  Media	  SJll	  CriJcal	  
• AuthoritaKve	  
• Well-‐defined	  
• Measurable	  
• InfluenKal	  
• Drive	  Social	  Media	  ConversaKons	  
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SeparaJng	  the	  Wheat	  from	  Chaff	  

Personal	  tesJmony	  in	  a	  
major	  metro	  daily	  

Cranky	  guy	  on	  a	  
bulleJn	  board	  
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HOW	  IS	  IMI	  CALCULATED?	  
Examples	  
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Insight	  Media	  Index	  (IMI)	  Score	  

Favorability	  
-‐10	  to	  10	  

	  

Impacts	  
Placement	  +	  
Message	  +	  
Strength	  +	  
Source	  +	  

Insight	  
Media	  
Index	  
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Favorability	  

• Favorable:	  +10	  
• Neutral:	  +2.5	  
• Unfavorable:	  -‐10	  

Favorability	  
-‐10	  to	  10	  

	  

Impacts	  
Placement	  +	  
Message	  +	  
Strength	  +	  
Source	  +	  

Insight	  
Media	  
Index	  
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• How	  oZen	  does	  the	  story	  menKon	  you?	  
• Where	  in	  the	  story	  are	  you	  menKoned?	  
• Is	  there	  an	  illustraKon?	  
• Where	  is	  the	  story	  placed	  in	  the	  publicaKon?	  
• Is	  the	  story	  and	  opinion	  or	  review?	  

Favorability	  
-‐10	  to	  10	  

	  

Impacts	  
Placement	  +	  
Message	  +	  
Strength	  +	  
Source	  

Insight	  
Media	  
Index	  

Placement	  



©2012	  Dow	  Jones	  and	  Company,	  Inc.	  All	  rights	  reserved.	  

Message	  

• Does	  the	  arKcle	  menKon	  any	  of	  your	  issues?	  
• Do	  you	  share	  the	  arKcle	  with	  your	  
compeKKon?	  
• Are	  you	  quoted?	  	  

Favorability	  
-‐10	  to	  10	  

	  

Impacts	  
Placement+	  
Message	  +	  
Strength	  +	  
Source	  +	  

Insight	  
Media	  
Index	  
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Strength	  

• Does	  it	  cover	  one	  of	  your	  core	  issues?	  
• Is	  it	  by	  a	  targeted	  journalist?	  
• Does	  it	  fail	  to	  menKon	  certain	  issues?	  

Favorability	  
-‐10	  to	  10	  

	  

Impacts	  
Placement	  +	  
Meassage	  +	  
Strength	  +	  
Source	  

Insight	  
Media	  
Index	  
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Source	  

• Is	  it	  a	  top-‐Ker	  source?	  A	  middling	  source?	  
• Is	  it	  a	  source	  you	  don’t	  care	  about?	  
• Is	  it	  in	  an	  important	  geographical	  market?	  
• How	  wide	  is	  the	  distribuKon?	  

Favorability	  
-‐10	  to	  10	  

	  

Impacts	  
Placement	  +	  	  
Message	  +	  	  
Strength	  +	  
Source	  

Insight	  
Media	  
Index	  
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Example:	  PosiJve	  story	  by	  a	  name	  
journalist	  in	  a	  targeted	  paper	  

Favorability	  
10	  
	  

Impacts	  
Placement	  3.5+	  
Message	  2.5	  +	  
Strength	  1.0	  +	  
Source	  10.0	  

170	  
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Example:	  A	  negaJve	  arJcle	  in	  a	  
small-‐town	  newspaper	  

Favorability	  
-‐10	  
	  

Impacts	  
Placement	  2	  +	  
Message	  0	  +	  
Strength	  0	  +	  
Source	  .5	  

-‐25	  
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A	  single	  score	  is	  not	  that	  useful	  
• An	  IMI	  score	  in	  isolaKon	  is	  arbitrary	  
• But	  with	  IMI	  you	  can	  

• Compare	  one	  score	  to	  another	  
• Create	  benchmarks	  for	  products	  
• Plot	  changes	  over	  Kme	  
• Compare	  a	  score	  to	  that	  of	  a	  compeKtor	  
• Compare	  a	  score	  to	  a	  compeKtor’s	  over	  Kme	  
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Advantages	  of	  IMI	  
• Weights	  the	  factors	  that	  maaer	  most	  to	  you	  
• Provides	  a	  consistent	  methodology	  
• Creates	  a	  standard	  yardsKck	  
• Makes	  comparisons	  simple	  
• Shows	  trends	  as	  they’re	  happening	  
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CASE	  STUDIES	  
How	  does	  this	  work	  in	  pracKce?	  
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Apple:	  Coverage	  is	  misleading	  

WWDC	   iPhone	  5	  
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Apple:	  IMI	  shows	  what	  happened	  

WWDC	   iPhone	  5	  

Maps	  
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Neblix:	  Strategic	  Confusion	  

July	  11:	  
NFLX	  at	  all	  
Jme	  high	  

Sept	  15:	  Unbundles	  Qwikster,	  	  
Says	  it	  will	  lose	  1M	  customers	  

Oct	  10:	  Qwikster	  	  
cancelled	  
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Yahoo:	  Gedng	  Some	  Slack	  

July	  16:	  Marissa	  Meyer	  joins	  
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Advantages	  of	  IMI	  
• Weights	  the	  factors	  that	  maaer	  most	  to	  you	  
• Provides	  a	  consistent	  methodology	  
• Creates	  a	  standard	  yardsKck	  
• Makes	  comparisons	  simple	  
• Shows	  trends	  as	  they’re	  happening	  



©2012	  Dow	  Jones	  and	  Company,	  Inc.	  All	  rights	  reserved.	  

THANK	  YOU	   Barry	  Parr	  
Media	  Consultant	  
Dow	  Jones	  
barry.parr@dowjones.com	  


