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Techrigy SM2 is a versatile tool that offers many options for reporting & analysis of the conversations. This resource 
outlines the uses of the reports and what type of information they offer. If you have found additional uses for SM2 we 
encourage you to share them. 
 
Tip:  use right click and copy/paste to put specific reports into a Word doc or PowerPoint slides. 
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Daily Volume Report 
 

 
 
This report is displayed each time you log into SM2.  
 

1. It offers a high level overview of the volume of search results per day. The blue line is the 10 day running 
average. 

2. By default it shows the most recent six weeks.  
If it is blank, change the date filter to a range that includes dates that you searched for. 

3. You can flag dates for high level reporting. 
Add flags under   Setup | Flag Events 
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Share of Voice Report 
There are two parts to the Share of Voice report: 

1. The bar chart shows the distribution dependent on which button is chosen  
2. The graph at the bottom charts each of the topics in the bar chart over time.  

Tip:  the bar chart can easily be converted to a pie chart or a number of other charts by selecting "Show Chart 
Toolbar" on the right side. 

 
 
The Share of Voice report offers the most options for analyzing & presenting the data.  
1. This report shows where the conversations are coming from. The Media Types are:  

a. Blogs (Livejournal, Typepad, etc) 
b. Microblog (Twitter, Plurk, Identica, etc) 
c. Message Board/Forum (only from Basic Searches) 
d. Wiki (sites that allow the public to make changes & updates - wikipedia.org) 
e. Video/Photo Sharing (YouTube, Flickr, etc) 
f. Social Network (Ning, Facebook, MySpace) 
g. Mainstream Media (blogs from sources such as Wall Street Journal) 

2. Change the Filter (category drop down menu) to a keyword that you have searched for (Company, Brand or 
Competitor) to see the Share of Voice distribution for each keyword. 

3. Use the Categories button to choose specific categories to compare them against each other. 
4. Companies shows the company & competitors (the Type needs to be selected under Search Setup - these can be 

edited at any time) 
5. Products shows the products & competitor products (the Type needs to be selected under Search Setup - these can 

be edited at any time) 
6. Sources show the sources of blogs broken down by provider such as LiveJournal, blogspot, etc. 
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The Bottom Chart on Share of Voice 
 

 
 
The graph at the bottom of the Share of Voice chart shows the distribution of the conversations over time. This chart is 
excellent for: 
 
1. displaying velocity & acceleration of the conversation (a steeper line indicates that the conversations increased 

quickly) 

2. you can see the shift of the conversations from one source to another (in the chart above you can see the 
conversations were taking place on Microblogs then continued on blogs for an extended period) 

3. benchmarking (this chart provides an overview - remember that you can filter to certain dates - perhaps a period of 
time before your campaign began)  

Tip:  Filter to a specific Category, then use the Categories button to choose Positive & Negative Sentiment charts 
the sentiment over days for that Category. Use for your brand or a competitor. 
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Compare Dates Report 
 

 
 
The Compare Dates chart is similar to the chart at the bottom of the Share of Voice chart.  
There are two options to use this chart: 
 
1. Choose two different date ranges (but they must be for the same length of time). ie: Quarter 4 and Quarter 1 and 

compare the same category. 
 
Tip: The chart in Share of Voice can be used to benchmark where a brand stands. This graph shows the change 
in the amount of conversation by overlaying the second time period on top of the first. 
 
 
 
 
 
 



 

Providing Visibility into Social Media – Reports in Techrigy SM2 7 

 

Compare Dates Report (cont.) 
2. Another use of this chart is to choose the same date range & compare two different categories. For example compare 

the amount of conversation around the brand against the conversations against a competitor. (see below) 
 
This graph provides information for business development. If you chart the conversations around your potential 
brand/client against the competitor that information is invaluable. There are only three possibilities: 
 

a. If there are more conversations around the brand/potential client then it's advisable for the brand to increase their 
online efforts to ensure that they maintain their leading presence. 

b. If there are equal amounts of conversations around the brand & competitor then the brand should engage in 
strategies to gain more conversations around their brand. 

c. If the competitor has more conversations then the brand definitely needs to create a strategy for engagement.  
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Basic Themes Report 

 
 
The Themes Report is automatically created on a weekly basis. A Theme Report shows the words that most frequently 
occur in the content of the search results. Mousing over them shows the number of mentions.  
 
Tip:  Create a separate Content Theme Cloud for the brand & each competitor. (Use New Graph & step through 
the wizard to choose the specific wizard). 
 
Use of them: The Theme Clouds are good sources of market research ideas. 
 
Look at the largest words for the brand. These are the terms that the consumers are associating with the brand.  And, in 
doing similarly for each competitor you can see what main ideas are prominent for them.  
 
If your brand is trying to reach a certain niche group or a marketing message, then it will be apparent by comparing the 
Theme Clouds. 
 

 



 

Providing Visibility into Social Media – Reports in Techrigy SM2 9 

 

Advanced Themes Report 

 
 
The Advanced Theme Graph shows the common themes around the content of the conversations.  
Each bubble is based on conversations around three common words.  
 
The size of the bubble indicates the number of conversations around those themes. The larger the bubble, the more 
conversations. 
 
The bubbles are grouped by common themes. In the example you can see 'Pepsi' in the middle and to the right. At the 
top, the conversations are about 'brand'. And at the bottom the bubbles are about 'logo'. 
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Demographics Report 
 

 
 
The Demographics Report identifies the sites, blogs, and people that are influential in social media. SM2 assigns all 
search results a Popularity Rank depending on what type of site the conversation is happening at.  We use the term 
Popularity in SM2 because we use our own formula to calculate 'influence'.  For blogs and websites we take into account 
the amount of traffic, the number of links from other sites to that site, and also page views per user.  You can find the 
information that we are using under View Results | Full Details | Stats tab 
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We also calculate Popularity for Twitter. That is based on the number of followers, how many they follow and their activity. 
For Twitter you can find the information under View Results | Full Details | Analysis tab 
 

 
 
Tip: If you don't want your Twitter conversations added into the search results then Ignore your Twitter URL.   
Go under SetUp | Filters | Ignore URL tab -- add:  http://twitter.com/<Twitter Username> 
 

 
 
The Demographics Report also provides information on the Gender & Age of the authors of the conversations. There are 
some factors that limit the gathering of this information: 
 
There are many unknowns for gender and age because it doesn't make sense for corporate blogs.  
Our culture has been taught to not openly provide this information. 
 
Gender is also determined by the author's name against a dictionary of common names. 
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Domains Report 
 

 
 

 
 
The Domains Report provides valuable information on where the majority of the conversations are taking place at. The 
URL is provided along with the number of conversations and the domains with the most conversations are at the top. 
SM2's popularity rank is also provided to give you an idea of how much influence each of the sites have.   
 
Filter by a specific category to see where the conversations are happening around the brand or a specific competitor. You 
can also filter by Twitter to see who on Twitter is doing the most talking about your brand or the competitors. 
 
Tip - Domains Report is an excellent place to look for unwanted search results. In this case, there are 4,245 
search results from Wikipedia. If these are not of interest they can be marked as spam & deleted. 
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Author Tags Report 
 

 
 
The Author Tags Report provides a word cloud of all the tags that people have assigned to their content. If they have a 
blog in Wordpress then it is also the categories that they have assigned the blog post to. 
 
About Author Tags - When a blogger writes an article they assign tags to it. These words help search engines find the 
content.  
 
This information is insight into the consumer's minds. These words are ideal to use for SEO keywords. They're not 
industry jargon. These are terms that people will be searching for (hence they are good for SEO - search engine 
optimization).  
 
Tip - look at the Author Tag Cloud for the brand. Then compare that to the Author Tag Cloud for each competitor.  
 
The author tag cloud is also a good report to use in clearing spam. Identify odd, unrelated words & click thru them. Delete 
the unwanted search results & mark them as spam. 
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Map Overlay 
 

 
 
The Map Overlay Report shows physical locations of the various conversations. Note that this is NOT where the site/blog 
is hosted at. The larger the pin, the more conversations for that location. Mouse over each pin & you can click thru to see 
the search results for that location. 
 
The US map can be changed to a world map. It's a Google map & you can zoom in by double clicking on it. This is helpful 
for viewing results in Europe. 
 
Information on this map can identify new markets. Filtering by the competitors provides competitive information on their 
markets. The information can also be used for PPC campaigns & geo-targeted ad campaigns. 
 
Tip - Influencers can be found for regions by:  
 
1. Create a category under Setup | Manage Categories | Add a Category (ex: East Coast) 
2. On the map select each pin on the East Coast (for the example) & click thru to the results.  
3. Add the results from each respective state to the 'East Coast' category (in the future results will need to be added 

manually each time before reporting) 
4. Once that category is built, then filter by 'East Coast' in the Domains Report to see the influencers.  
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How SM2 Determines Sentiment  
Techrigy SM2 compares the words in each search result to a lexicon dictionary & determines whether positive or negative 
sentiment should be applied to the words. The reason for the determination can be found under View Results | Full 
Details | Analysis Tab for that result. The Brand Reference Sentiment is intended to provide a high level overview of the 
conversation.  

In regard to sentiment, one result can have multiple occurrences of positive & negative sentiment. So for example a blog 
post could have 3 words that are determined to be positive. And it could have 2 that are negative. It would be charted in 
the bar graph as 3 in the positive column & likewise 2 in the negative one. 

 
 

 
 
Click on the hand to easily change the assignation of positive or negative sentiment. Click on "ID number" to see why the 
sentiment was assigned. Note that the 3rd search result has been assigned both positive and negative sentiment. 
 
Tip: Click on the radio buttons to see all of the Positive or Negative mentions.  
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How SM2 Determines Tone 
Sentiment is a more granular evaluation of a conversation. Tone is an overview of the sentiment of a post. It's more of an 
indication of natural language usage. Using the example from the description of sentiment, a post has a count of 3 
positive occurrences & 2 negative. The post would have a raw positive score of 3 and 2 raw negative. 

The tone of each result is displayed using a Likert scale (range of 1 to 5). A three represents a neutral tone. An 
assignation of 1 is the most negative and the range goes to 5 being the most positive. To convert the raw scores to the 
Likert scale the data needs to be converted. In human language we have a certain amount of positive & negative 
sentiment. So an overview of the results needs to be analyzed to determine the average positive & negative scores. The 
net positive score is determined by taking the average positive score & subtracting the raw positive score. Likewise the 
net negative score is determined by subtracting the raw negative score from the average negative score. 

To determine the net overall tone, the net negative score is subtracted from the net positive score. 

Net positive score minus Net Negative Score = Net Overall Tone 

The last step is to map the net overall tone to the Likert Scale. The weight given is relative to the length of the post. For 
example one word in Twitter is more powerful than one word in a blog post that consists of 1,000 words. So the value is 
weighted on the length of the result. That determines the standard deviation and a 1 - 5 is assigned depending on how 
negative or positive the overall tone is compared to what's determined average for the conversation. 

Overall, I generalize all of that & say that:  Tone is the average Sentiment. It's dependent on the difference between the 
positive sentiment and negative sentiment and depends on the length of the conversation. And that a 140 character 
Tweet has more weight than a 1000 word blog post. 
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The Tone for individual conversations can be adjusted by using the sliders on the right. 
Click on "ID number" to show how SM2 determined the Tone. 
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Content Emotions Report 
 

 
 

 
 
The Emotions in Content shows 16 categories. The dictionary is subdivided into these parts. SM2 compares each search 
result against the dictionary and a number is determined for each subcategory of the dictionary.  
This information is helpful in gauging the emotion in response to advertising.  
 
For example you've recently launched a video campaign via an advertising agency.  All sentiment is good but when you 
look at content emotions a large amount of the feedback is death related.  It serves as an early indicator for brand 
perception. Another use would be for prelaunch of products you can gauge what customers think about them by 
analyzing the conversations around the prelaunch information.  
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