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Market Benchmark 
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The Challenges and 
Limitations of 
Measuring Advocate 
Marketing Success 
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Why clicks and likes are insufficient for 
measuring marketing effectiveness. 
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Shallow
Engagement 

Quality vs. 
Quantity

Ad Fraud and 
Click Farms

Customer 
Sentiment 
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Clicks and Likes on YouTube
H igh YouTube view counts with low 
engagement may result from 
automated bot views or the impact 
of paid promotions, where the 
number of views may not align with 
genuine viewer interaction (likes or 
comments).

Despite amazing 4.4M views, this 15-second H PE 
video raises questions with only one like, and one 
comment.

Other examples : 

• Trinchero Estates (H PE):  338k views |  0 
likes, 0 comments

• European retailer K ingfisher (TC S): 
563k views | 15 likes, comments 
turned off 

https://www.youtube.com/watch?v=l2Q_ymmKFpk&list=PLtS6YX0YOX4eyTzLhdbzxzNKm9vMSx9tn&index=32
https://www.youtube.com/watch?v=l2Q_ymmKFpk&list=PLtS6YX0YOX4eyTzLhdbzxzNKm9vMSx9tn&index=32
https://www.youtube.com/watch?v=NV4L12vLw0Q&list=PLtS6YX0YOX4eyTzLhdbzxzNKm9vMSx9tn&index=33
https://www.youtube.com/watch?v=bQ2TRDdcQ1w&list=PLB4eLBMqRCnN9NR3k-o-F76rwAwn4a2MC&index=70
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Challenges of Measuring Advocate 
Marketing Success
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Subjectivity of
Advocacy :
C hallenge in 

quantifying the impact 

of subjective 

experiences and 

sentiments associated 

with advocacy..

Diverse Advocacy
Channels:

Tracking and measuring 

advocacy across various 

platforms and 

communication channels 

pose challenges for 

consistent evaluation.

Attribution 
Complexity : 

Difficulty in directly 

attributing advocate 

efforts to specific  

outcomes, given the 

multifaceted nature of 

customer journeys.

C hallenge # 1 C hallenge # 2 C hallenge # 3
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Key Metrics beyond 
Clicks and Likes  



15 ©  Fujitsu 2024FUJITSU-PUB LIC

Deeper Metrics

Customer Lifetime Value 
Measures the total value 
a business can expect 
from a single customer. 

Net Promoter Score (NPS) 

Measures customer loyalty 
and satisfaction. 

Attribution Models
Implement multi-touch 
attribution models to attribute 
conversions and sales to 
specific  marketing touchpoints.

Social Engagement and 
Sentiment Analysis 

Analyze the emotional tone 
and quality of customer 
feedback.
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Practical Examples
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https://www.youtube.com/watch?v=VTcRtIE6QY4
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 Fujitsu helped B anco C TT to 
manage rising customer 
numbers with the same 
level of service by 
automating and 
standardizing processes 
while preventing costs from 
escalating .  
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https://www.youtube.com/watch?v=Ekvn2L4wesE
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Camp 
Quality
 Fujitsu and C amp Q uality 

developed a more 
interactive Kids’ Guide to 
Cancer App  to better 
engage children facing 
cancer during the C O V ID-19 
pandemic. 

 W inner of Diversity Award at 
ISG  Paragon Awards AN Z 2023

 W inner for B est N ot-for-Profit 
Project in 2023 itN ews 
B enchmark Awards
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https://www.youtube.com/watch?v=RyX54cAPIEo
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 Fujitsu helped tex.tracer 
to bring transparency to 
the fashion supply chain 
by developing 
B lockchain deployments 
and managing services.

 Using Fujitsu’s C ase 
Study video, tex.tracer 
made it to the Finale  of 
the AFAS Young 
Business Award Show. 
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https://www.youtube.com/watch?v=zsfSyzwB_3Y
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Conclusion
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- Jan Stoetzel
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