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About Me

• 10+ Years in Meltwater, 11 Years in Media Intelligence/ 

Social Insights

• Honors in Computing (Specializing in E-commerce, 

Minor in Technopreneurship)

• Loves keeping healthy, running, boxing, NFT enthusiast

Singapore

2011-13 2013-18 2018-20 Current

Hong Kong Beijing, China Hong Kong
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The importance of technology and structuring data 
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Conclusion and Q&A
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Digital Trends in Hong Kong

97% of people in Hong 
Kong have a smartphone

Spend nearly 7 hours on 
the internet every day

Spend nearly 2 hours on 
social media every day

Demographic Makeup of Social Media
Users in Hong Kong

Source: WeAreSocial, Hootsuite (2022)
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Hong Kong 
Digital Media 
Trends

Source: WeAreSocial, Hootsuite (2022)
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Source: https://www.gartner.com/en/newsroom/press-releases/2022-09-15-gartner-surv ey -rev eals-marketing-analy tics-are-only -inf luencing-53-percent-of -

decisions#:~:text=Marketing%20analy tics%20are%20responsible%20f or,marketing%20analy tics%20in%20decision%20making.

Gartner Survey 
Reveals Marketing 
Analytics are Only 
Influencing 53% of 
Decisions

STAMFORD, Conn., September 15, 2022

The challenges of “data are 

inconsistent across sources” 

and “data are difficult to 

access” rose to the top in this 

year’s survey.

https://www.gartner.com/en/newsroom/press-releases/2022-09-15-gartner-survey-reveals-marketing-analytics-are-only-influencing-53-percent-of-decisions
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Traditional vs. Digital

Traditional
Customer 
Journey

Discover

Explore

Buy

Engage

Digital
Customer 
Journey 

Ads

Social 
Likes

E-Commerce

Comparing

App

Youtube 
Ad

VideosReviews

Blog

Optimising the DCJ keeps a customer loyal to a brand, even 
after they perform their initial purchase
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Digital Customer Journey

PR Radio, TV, 
Print

Word of 
Mouth

Online 
Ads

Email PPC

ReviewsSocial 
Ads

BlogMediaDirect 
Email

E-Commerce Store Website

Community 
Forum

FAQ Knowledge 
Base

Promotions NewsletterSocial 
Networks

Blog

Evaluation

Retention

Purchase

Awareness

Loyalty
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Why it Matters

For 
Brands

For 
Consumers

• Data driven approach 
to improve efficiency 
and track ROI

• Rise of Social 
commerce

• Multifaceted ways of 
getting to a consumer

• More tech savvy and 
require higher quality of 
experience

COVID’s 
acceleration 

of 
digitisation

• More and more digital 
channels emerging

• Change in consumer 
behaviour



Awareness: Brand
Impressions

Media 
Volume

Owned
Media

Paid Media

Earned
Media
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Example: All-in-one awareness metrics across 
(Paid/Owned/Earned)

XYZ



Evaluation
Engagement 

Rates
Social 

Sentiment

Social Echo Influencer 
Campaigns



Evaluating your audience's feedback about your 
brand/campaigns 

17-Oct-22 14
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Purchase
Conversion Rate:

How often do leads 
convert to sales? 
(CPC, CPM, CPE)

Campaign Budget:
Social ROI of budget spent 

on campaign

Measure Sales:
Integrate your eCommerce 
to measure sales driven by 

your influencers 
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Example: Influencer Campaigns Sales Tracking



Retention
Ecommerce 

Ratings
Product 

Feedback

Customer
Experience

Net Sentiment
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How are my customers rating their post purchase experience?



19

Product Feedback for Retention

Understand 
feedback on 
your products to 
understand 
what products 
to push to 
market



Loyalty

Optimization aims straightforwardly to keep 

a customer loyal to a brand, even after they perform 

their initial purchase

Building the right profiles/influencers for your brand

Better understanding of who you are targeting by 
understanding their behaviors and analyzing the 
channels they use



Followers
(5M+)

Engagement %
(High)

KOL
High Interest/Conversions

KOC/Micro KOL
High Relevancy

Celebrities
Brand awareness

Power Users
Brand Loyalty

Engagement %
(Low)

Followers
(Less than 1K)

Gen Z Celebrity KOL

KOL

Key Opinion 
Consumers (KOCs)

Celebrity

Power User

Types of Influencers
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Tribes

They form tribes, a group of
like-minded individuals who
actively interact with each other
based on shared interests and
values shaped by the roles they
play in a social world.

Consumers want to be 
addressed authentically 
by their peers.

Change 
Makers

Urbanized Tech 
Savvy
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Example: The future of E-Mobility

Top Hashtags, Emojis and Posts of each Tribe
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Conclusion

Understanding 
objectives and 
goals for each 
stage of the 

digital customer 
journey

How to slice 
your data based 

on the 
objectives of 
each stage in 
the journey

Finding the right 
tools and tech to 

help you 
optimize the 

Digital Customer 
Journey



AI is our Secret Sauce!

AI is more than just a marketing buzzword - it lets us do:

• Topic Modeling: categorizing and organizing data by 

topic, quickly, accurately, and at scale

• Computer Vision: automatically describes the content 

of images and videos, making it easier to analyze them 

• Data Cleansing: removes spam and junk content from 

social data

• Custom Index feature, each project has its own copy 

of our dataset, which the AI can refine and structure in 

a way that is optimized for your own objectives. What do you see in this image? 
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Customers request for more context for actionable insights:

Computer-Vision based Enrichment

People 
identification

Scene 
recognition

Emotion 
detection

Age detection in 
image

Occupation 
detection

Gender detection 
from names

Age detection 
from bio or 

inferred

In relationship, 
has children's 

statuses

Logo recognition

Object 
recognition

Face 
Detection

Gender detection 
in image

Customer 
Journey 

Detection

Named entities 
recognition

Topic categories

Geolocation 
inference

Sentiment 
analysis

Reach 
Calculation

● Ability to filter content by 
Age, Gender, 
Occupation

● Tracking by visual markets 
like Logo, Face, Color, 
Style, Scene

● Make projections based 
on historical baselines

● Use SNS profile 
markers for Social Ad 
Targeting 
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Q&A
melvin.chng@meltwater.com

www.linkedin.com/in/melvin-chng

Connect with Me!

Scan the QR code to get a

FREE social maturity model assessment

for your team


