Social media is made of analog people. Not robots.

Social Media has always been in existenced using different mediums 8 and it has always been analog.
Whether word-of-mouth, pamphlets, telegraph, letters to the editor, telephone, or snail mail, humans
have always been social, and they have used the technology of the era to accomplish this. This
communication now exists online, which means it has a larger presence thanks to the global and fast
nature of the medium, but that has not changed the nature of the message.

The message is created and read by analog people.

The Nature of Analog

Anal og cané6t be controlled |ike digital. It travels th
foll ow. I't doesndt obey 0bldnsnohbg pragrarsning,tbe byeeadhingan 't s ol v e
equilibrium with its environment. It is susceptible to outside noise, which has an effect on the final result.

Soci al Media i sné6t made of circuits, itdéds made of peopl

People think quickly, and make choices based on an internal efficiency. They go with what is easiest,

what keeps the flow going. They are not always control |
try to force them to use. They learn, adapt, and mimic outside of t he defined parameters of digital. They

donét always do what we want or think they should do.
as stick around to read it. It all depends upon the mo
trying to reach right then.

The Nature of Digital

Digital is something we program. Ités more reliable, m
specific set of questions and a set number of ways to answer the questions. We determine a limited

numer of solutions to a problem. We create flow charts and know that while we might not control how

the answer is reached, the eventual answer reached will be within our parameters. Digital seems self -

aware in that it mimics our own problem -solving abilities. We programmed it that way.

Traditional marketing is digital. Marketing wants a reliable, controllable customer. They want a customer
that is easy to configure, and immune to noise and outside influence. They want a market that is simple
to design, with limited way s to resolve the questions. Creating this very controlled marketing is very
expensive and takes a serious investment to find the optimal programming.

Going Analog In A Digital World

Traditional marketing doesndt r ea bdykasacwallkencoeaggueci al |y |
that analog path of least resistance. When there were fewer paths, we could at least herd people towards

a certain outcome. Now, there are too many paths, too many ways for people to find a different way, a

different message, and a better equilibrium. Traditional marketing is a digital answer to analog people

who have endless paths in front of them.

Can people be made digital? Not really. We dondt real

Can marketing be made analog? Definitely, by using Social Media.



Think about how viral marketing is analog; the message is sent out into the unknown and the people are

allowed to incorporate it, use it, and share it according to the needs of their personal equilibrium. Social

Media, evenwhenithasnét gone viral, is the same. We can provid
encourage them to see our message, our brand, as the path of least resistance. We make our path the

easiest and people will naturally flow into it.

Tap into both. Embrace the analog nature of people and marketing while using the great Social Media
technol ogy avail abl e. Ansdlingt@robbth. Rabdts might be elasiet to seleto, ar e n 6 t
but theyére really rough on humanity when they invade.
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ITV considers £90m move for Borgen producer

BSkyB unveils 6ésupertaxis6 with Rapport to promote Sky Fibr
LV= appoints Victoria Wentworth as brand & life marketing director

Andy Murray beats Novak Djokovic on Twitter, with 120,000 tweets being sent at the peak of the game

Worl dés richest man, Carlos Slim, splashes $40m on Shazam

A new study conducted by the Internet Advertising Bureau has found that 90 per cent of consumers would
recommend a brand to others after interacting with them on social media.

The study focused on FMCG brands Heinz, Kettle and Twinings and found that social media candrive ROI by driving
brand sentiment, encouraging consumer engagement and increasing brand loyalty.

More than 4,500 survey responses were collected from each brands social media pages over a two month period and
supplemented by 800 interviews to inform the findings.

This showed that four out of five consumers would be more inclined to buy a brand more after being exposed to their
social media, with 83 per cent happy to trial the product in such circumstances.

The uplift in sentiment for each brand was measured as Heinz 22%, Kettle 17% and Twinings 19 per cent, allowing the
IAB to estimate that for every £1 spent on social media as much as £3.34 could be generated.

Kristin Brewe, the | ABd6s director of mar ket iwhgntrfingtoommuni cat i
create deeper emotional connections with consumer s, soci al m
surprising since social media is the only channel where ités
two-wayconvee sati ons, making the strength of connections that much
lan Ralph, the director at marketing sciences who conducted
emotional connection brands really need to provide clear, timely and, most important of all, relevant content that

devel op a conversation. Interestingly, we also found that br

on show and of linking up their social media activities to their business objectives. Social media has the potential to
turn brand customers into brand fans.

AiBy making people Il ove, not just |ike your brand, youdre mor
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Social media driving repeat views but fails to draw More stories
new audiences

Social TV behaviour still a niche

activity

Champions Trophy gets mobile
with 5tar Sports and Reliance

Editor | 26-06-2013

An intriguing new survey by the Council for Research Excellence
(CRE) has cast doubt on social media's ability to draw new or _ _
infrequent viewers even though it is one of the most effective Viewers watch more mobile, tablet

ways to encourage ongoing engagement. video

. . . Gracenote aims for second-screen
The Council for Research Excellence (CRE) is an independent with new video AP program

research group created in 2005 and funded by Nielsen. Iis : )
members include ABC, AMC MNetworks, CBS, Comcast, Cox, — SDC'.E"W
) . . ) i start-up focused on emerging
Discovery, Disney, Grouph, Horizon Media, Hulu LLC, Kimberly- markets

Clark, LIN Media, Magna Global, MAB, NBC Universal, MNews
Corp, Scripps MNetworks, Time Warner, Tribune Co, Twitter,
Univision and Viacom.

The Talking Social TV study revealed that infrequent viewers are mainly influenced by off-line word-of-
mouth, which can be five to ten times as effective as social media in reaching these potential viewers.
Conversely, TV show promos were found potentially to be a distraction for regular viewers, repeaters
in the nomenclature.

Fundamentally the CRE believed that demographics play a more important role than programme
genre in explaining the role of social media on TV viewing. By genre, social media was found to play a
stronger role for genres such as reality, sports and talk shows.

The survey also showed that for repeaters, the first encounters with offline word-of-mouth, or a one-to
-one electronic communication such as an email or text, or a social-media communication, are related
to higher viewing, while subsequent communications can have diminishing returns. For repeaters,
those receiving an initial social media message were found more likely to watch a show by one
percentage point, with diminishing returns after each additional exposure to a social media message.

For infrequent viewers, social media and show promos were found to be less related to high viewing
than offline word-of-mouth, which in the survey peaked at a four-percentage-point increase in the
likelihood of sampling the show. More than five social media exposures are needed to obtain the same
one-percentage-point lift as one offline word-of-mouth exposure for these infrequent viewers. This, the
CRE inferred, suggested social media plays a role in encouraging sampling, but a smaller one.

"Our 'Talking Social TV study found social media incrementally influential in drawing viewers to new

shows as opposed to existing shows." noted Beth Rockwood, senior vice president, market resources,

Discovery Communications, who chairs the CRE's Social Media Commitiee. "These latest findings

suggest social media may have a stronger role in building relationships with a show for existing

viewers than in drawing newer viewers to that show. If programmers already have a regular viewer
Mg their show, they can engage them further."

Social Media can influence repeat viewing

By cmarcuccion Jun, 25 2013 wit@omments 0
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Social media shows influence on regular viewers of igl@v shows but has little impact on

drawing new or infrequent viewers to a show, according to new findings by the Council for

Research Excellence (CRE he effect of social media on regular viewesr , Ar é¢@eat er s
a television show is much higheslative to the impact on people who infrequently sample a

show, according to the findingsfrequent viewers are mainly influenced by-tiffe word-of-

mouth, which can be five to 10 times as effective as social media in reaching these potential
viewers.Conversely, TV show promos were found potentially to be a distraction for repeaters of

that show.

The findings are from the recently completed academic analysis of data from the extensive,

multicpr onged study, fATal ki ng S o 8ocia Medid @ommittee.p e ar h e
The academic review was conducted by a team including Peterdfades Wharton School of

the University of Pennsylvania, Mitchell Lovett of the Simon School of Business at the

University of Rochester, and Renana Peres of The Melreversity of JerusalenThe team

integrated complex, extensive data sets and applied statistical modeling to the primary research
conducted on behalf of the CRE, in an effort to determine a causative effect of social media

usage on TV viewing. Those dts were announced on 6/11 at the Advertising Research
Foundationés (ARF) Audience Measurement 8.0 ¢

A second study into the relationship of social media and TV viewing, encompassing a lengthier
survey of respondents using mobile apps as djaiss has been approved by the CRE, and is
expected to launch later this year.

AThis academic review has helped us in numero

president, market resources, of Discoviary Com

Committee. Altdéds helped us fiophedénepégt e wspdda
t

6infrequent so; o understand the relative rol
the impact of social media; and to observe the effects fefelift forms of communication on
viewers.

AWhil e our 6Tal king Social TVd6 study found so
viewers to new shows as opposed to existing s
suggest social media may havstronger role in building relationships with a show for existing
viewers than in drawing newer viewers to that show. If programmers already have a regular
vi ewer watching their show, they can engage t

Among the findings of the academic rewie

i For repeaters, the first encounters with offline wofgnouth, or a on¢o-one electronic
communication such as an email or text, or a seuedia communication, are related to higher
viewingd while subsequent communications can have diminishingn®t This suggests social
media is one of the most effective ways to encouraggoarg engagement with a show;



T For repeaters, those receiving an initial social media message were found more likely to watch a
show by one percentage point, with diminighimeturns after each additional exposure to a social
media message;

T For infrequent viewers, social media and show promos were found to be less related to high
viewing than offline worebf-mouth, which peaks at a fopercentageoint increase in the

likelihood of sampling the show. More than five social media exposures are needed to obtain the
same ongercentaggoint lift as one offline woraf-mouth exposure for these infrequent

viewers. This suggests social media plays a role in encouraging samptiagsrballer one

T Demographics play a more important role than program genre in explaining the role of social
media on TV viewing. Social media plays a stronger role for repeaters who are 55+ and white,
and for infrequent viewers who are Hispanic, Afriganerican and male;

T Social media plays a stronger role for genres such as reality (a heaspefoantaggoint
increase in likelihood of watching), sports (more than agex@entaggoint increase) and talk
shows (approximately a ofpercentaggointincrease).

Soci al medi abdbs influence on TV viewing

By cmarcuccion Jun, 10 2013 wit€@omments 0

Cnsumerso6é interaction with soci
television viewing is relatively modest compared to other forms of communication and lags
behind other online media, TV promotions and, especially, offine communication, according to
a new studyOnly 12% of respondents use social media one or more times per day concerning
TV.

However, the number jumps to 37% using social media one or more times pér suggjesting
growth potential for social media as an influence on TV viewing. Half of thepemdents
report viewing TV concurrently with using social media.
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The research also identified several groups who are highly connected to social media and
television, and who represent an important opportunity for marketers.

These are among numerduglings from an extensive, muir onged st udy, ent.i

t

Social TV,0 to help determine how soci al me d i

The research was spearheaded by the Social Media Committee of the Council for Research
Excellence (CRE and included a quantitative study by the Keller Fay Group, an ethnographic
study by Nielsen Life360, and social media analyses by NM Incite and Bluefin Labs. An
academic team including Peter Fader of The Wharton School of the University of Pennsylvania,
Mitch Lovett of the Simon School of Business at the University of Rochester, and Renana Peres
of The Hebrew University of Jerusalem, was engaged to undertake statistical modeling.

A formal presentation of the findings, by a group led by Beth Rockwoomhrsace president,

mar ket resources of Discovery Communications

Commi ttee, is scheduled for the Advertising
Measurement 8.0 conference, Jun€l102013. A subsequent event will béchen June 25

offering a fuller presentation of findings, featuring some insights uncovered by advanced
analytics performed by the academic team.

Among the studyds many findings:

- In terms of sociamedia influence, only 1.5% of study respondents repngodrawn to
existing TV shows by social medigbut that number increases to 6% when asked about new
shows;

- Social media use varies by genre:-BciSports and Talk/News show strong interaction overall,
both while people are watching and whiletheyarn ot wat chi ng. Real ity
interaction is much stronger while people are watching, less so before or after the program.
Comedy follows an opposite pattern, with less interaction during the program and more
interaction in reaction to the program;

A fiSuper Connectors, o0 defined as those most
TV viewing, are 12% of the public, and tend to be younger and are more likely female. Other
groups also are active, although Super Connectors are not welleetg@ among adults over 45
years of age;

- Super Connectors are far more likely to be involved with all means of communication about
television (online, marketing and word of mouth). They werettwihree times as likely to
interact with social media ratied to television as the general population;

- Hispanics are more involved with social media than the general population, especially while
watching television. However, they did not approach the level of interaction of the Super
Connectors. While watchingdispanics are 50% more likely to interact with social media related
to television, and to interact with most television genres, led by sports programming;
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- Mobile device ownership (smartphones and tablets) increases social media interaction; in on

demamnl and online watching occasions, social media played a role twice as often;

- People use social media to discuss TV shows even when others are watching with them.

AThere has been a | ot of bu-mediaadageartd TY h e

r el

consunpt i on, but wuntil now there has not been

was our objective, this study has helped us gain insights about the increased role of social media

in television viewing and the impact that has on consumer behalvialso has given us a better
understanding of how measurement of consumer behaviors can be improved, as well as the
characteristics of the O6Super Connecters, 0

Pandora May Get Played by iTunes

® Article

Here's an overview of some major players in the mobile advertising ecosystem:

e Social media advertising offers a potentially unique advertising opportunity massive: As
brands look across a fractured media landscape, social networks offer them an interesting
proposition. Social networks have scale - enormous user bases and deep databases. And they
have high engagement and desirable demographics - Americans were spending an average of 12
hours per month on social networks as of July 2012, with 18-24 year olds averaging 20 hours.

e Even conservative estimates predict huge growth: BIA/Kelsey recently came out with a study
that offers one view- forecasting $11 billion of social ad spend in 2017, up from $4.7 billion last
year. Social media advertising is a young and growing market and, so far, it only represents 1%
to 10% of ad budgets for a wide majority of advertisers. There's significant opportunity for that
share to grow.

¢ Increased mobile usage will be a huge growth driver: Both Twitter and Facebook have
passed the 50% mobile usage mark and, given the continued growth of mobile devices, it will only
rise. Mobile accounted for 11% of Facebook's ad revenue last year even though it didn't release
mobile ads until the tail end of the second quarter. By the fourth quarter, it was up to 23%. And
now, Twitter is reporting that its mobile ad revenue now regularly outpaces its desktop ad
revenue.

As in-stream advertising, easily transferable across devices, drive the change: According to social ad
optimization platform TBG |, Facebook's mobile ads have the highest click _ -through rates by a
substantial margin. _Furthermore, nativ e in-stream ads are perfectly transferable across devices,
whereas display ads can have issues on a smaller screen. The BIA/Kelsey prediction calls for

mobile to account for only $2.2 billion of that in 2017 - a 20% market share. It seems highly
unlikely that mobile will account for only 20% of the social ad market come 2017, especially as
usage habits continue to change.

The Whole Story - How Social Media Is Used
by Mike Bloxham Yesterday, 8:06 AM
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Social Networking has long since ceased to be the preserve of college students and teenagers.
Now that the 50+markes truly engaged with Facebook and Pinterest, entire subset of the media
and marketing business has effectively sprout

This USA TouchPointanalysis looks at how diffent age cohorts use social media of all kinds
on a daily and weekly basis, drawing on a sample that interacts with social media at least once in
the average week.

e The only activity that delivers greater reach of every cohort frord4l® 5564 is the
mostsimple and basic function of social mediareading or viewing the content posted
by othersd whether in a Facebook Newsfeed, the Twitter stream, a Pinterest home feed
or anything else. This is not entirely surprising. Even if going to a network with the
express intent of sharing content, a user is probably going to read other content while
doing so.

e From here, the cohorts are split. Younger age groups are more likely to Post or Share
content than to Like or Comment, whereas the reverse is true for olu@tsd on the
basis of both daily and weekly reach.

o Directionally, the trend that emerges from this analysis is not only that younger cohorts
0 as expected use the different social media functions more than older groups, but the
difference appears teelgreatest with activities that could be thought of as more pro
active: Posting/Sharing, Chatting/Messaging, as opposed to those that are perhaps more
passive, such as Reading/Viewing.

e The most obvious exception to this is Playing Games on social netwdrése average
daily and weekly reach effectively shows a reversal of that trend. That's a reflection of the
success of casual gaming operations like Zynga and others to provide games that act as
relatively undemanding, socially structured boredom bustassers at work, home and
on the move.

e Itis also interesting to note that the narrowest part of the éharhere the daily and
weekly reach is smalla$t illustrates interaction with Brands and Fan Pages. Although
the numbers here are small, in both sg&®34year olds and 384 yearolds appear to
be interacting more

Inevitably, such an analysis prompts further questions relating to devices used, times of day that
different groups exhibit different behaviors and so on. These and other questions will be
addressed in future analyses.
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Social Media Behaviors: What Do People Do?

Average Daily and Weekly Reach of Behaviors by Age
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MediaVest Database Charts Brand Experience, Social Media
Impact
by Steve McClellanYesterday, 12:11 PM

Shiffman _§ W Afterayeal ong research effort, Publ i ¢
has created a massive database designed to help clients better understand, communicate with and
market toconsumer communities

The database has been dubbed the Community Explorer, andegheehdsehind it covered 150
community groups and over 180 brands, including MediaVest clients, potential clients and client
competitorsThe core study was designed to identify the interaction and relationships between a
Acommunityo andwaylsr amdcamratto bfiamdliexperienc
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consumers within communities

According to David Shiffmar- senior vice president, research director at MediaVest, who
oversaw the project the shop got to that core issue by posingasefies@ br and af fi nit
guestionso to a group of 8,000 consumers and

Respondents were asked questions regarding use and preference for specific brands, whether
they recommend brands and other questions. Their media usage was also explodaay inc

their interactions with brands on Facebook and other social media and to what extent they visited
brand Web sites, joined rewards programs, entered contests and watcheelataedd/ideos

and other activities.

A key issue for marketers that thedy explored is how well communities can scale impressions
by sharing information with other community membditse study found that blogger/social
networks/message board communities was theaoked group for scale potential.

Profession/industry assiations ranked second, and fraternities/sororities placed third. Rounding
out the top five were religious cultural communities and gay/lesbiaptial/transgender
communities. Each of those groups indexed 186% or higlamptification/scale potential
compared to the average communitiie average number of contacts that an individual connects
with on a regular basis is 15, per the study.

The study also measured the type and strength of connection for each member/community.

AThi s was ans paerneta awhgerreeatwed e a l of time, 0 said
for the consumer survethe agency worked with sociologists, academics and reviewed the

academic body of literature on the elements of communith e adde d. AWhat we f
therea e generally four pill ar sincudingasenseadr i a t hat

membership, a sense of being influenced by and/or having influence over others in the group
Also key are feelings of fulfillment that come from participation and an osteireg emotional
connection with the topic and other members.

ADriven by technology, media proliferation, t
changes in consumer behavipeople are forming powerful social networks across an array of
subjectar e 8 b | 6 f maWwe balieve that braimds that help foster, facilitate and motivate
communities will also exhibit strong brand he

Shiffman said the plan is to refresh the Community Explorer database annually and to expand the
listofcommuni ties Aso that we can continue to | ea

The Social Media world has been scratching its head about Return on Investment for almost as
long a social media has existed as an entity. Not only have influencers in the space been unsure



as to how theaual platforms were going to make any money, it has remained an enigma as to
how any business person could possibly make money, trackable sales, or any ethdfynon
stuff using social media platforms.

This puzzle has puzzl eYbusheuld make sure yoa arsnpakingd i n g
money. ltés not a soci al media problem, itds
making that much money on the other side of
thanks to the conversation oretpost | wrote here abocbmmunities and cliqgudghink | have

finally understood why ROI in the world of social media is so tricky. Are you ready?

m

t

|l tds bemaayspevsple in the online world dondt b
The Myth of Social Media Serendipity

Here is how | understood social media when | first started tweeting. You go online, you mention

in your Twitter bio that you work for xyz company. After you geit settled, you start talking to
EVERYONE. You accrue followers, you get subscribers to your blog, you do people favors, you
support people, and you create an eyr@wing community. You post pictures of kitties, write

poems about unicorns, anddootheni ngs t o keep these people hap
wor king, but then one day, one of those peopl
know, | happen to need a car, and | know you

Because youbov eispersoe for sach a léng trmg, ydu &now dxactly what kind of

car they REALLY want. They trust you because
car. Youobve made money for your business. Whi
things about beipa car salesman, you never actually promoted your business, mentioned
specifically what kinds of cars you sell, and you never said anything directly tied to your job.

You just wafted the idea out there, acat, st uck
they thought of, well, you.

Your Investment is What?

oK, |l should not have used the word AMyth. o T
the problem. If you use that kind of approach to social media, your investment will far, far, far

exeedyourretumYou mi ght get an opportunity | ike tha
or once a week, thatos still a |l ot of nurturi
networkingThe ti me can really add up, and though w
business world, time is money. This of course
electricity youbre using to keep inpanbthec o mput e
stuff. You get the point. lt6s no wonder that
can you track your investment when youbre sen
return on a regular basis if you never remind peoplewhat i s youdre trying to

Dondét go to the other end of the spectrum


http://www.senseimarketing.com/customer-acquisition-community-versus-clique/

Some companies realize that the fuzzy version
they go too far the other way. They do nothing but sell. Their Facebook pagesharg hat
pictures of their products (yawn). Their
are just shares of their Facebook and bl
because people will run for the hills.

Aibl o
og po

The Dance

How canROI seem less confusing and more achievable? You need to do a special social media
dance. You need to learn how to work in mentions of your company while also conversing

genuinely with people. You need to be willing to talk about your company but alsothings

that have nothing to do with your company. You need to jump on opportunities to offer your
service or product without being pushy. You n
media from the start. And you need to respect the people ayound hat means not sending

out a sniper shot direct message with a sudde

|l tds not surprising that so many are having a
efforts if you think about the kind of advice that getssts e d ar ot mrda.n sfaBd i nnom |
ASupport other peoplesd business ventures fir

time. This is the real world, sadly. Youdre n
selling. You need to get it othere without being pushy or offensive. Once you learn that dance,
youod6ll have a far easier time cracking the RO

A newly released study by GSI Commerce and Forrester Research
concludes that social media has almost no influence on online purchasing
behavior.

The study found that less thaB%of online orders were the result of shoppers coming
from a social network.

iQa o06SSy | yvYeadSNe G2 YS gKe
S LISNELSOGAOGSET AG asSSvya

Fiona Dias
EVP of Strategy and Marketing
GSI Commerce

Forrester Research and GSI Commerce Study released April 30, 2011 analyzed data captured from online
retailers between November 12 and December 20, 20t0://mashable.com/2011/04/27/sociamedia
retail-purchases

Starcom MediaVest Group, ShareThis Expand Metrics Partnership
by Steve McClellan, 7 hours ago



Starcom MediaVest Group and ShareThis are expanding their engagement
metrics alliance. The companies said Wednesday that SMG would integrate a
ShareThis engagement measurement known as SQI (Social Quality Index) into
its comScore Media Metrix online ratings softwae for media planning purposes.

According to Kurt Abrahamson, CEO ShareThis, the move is designed in part to

spur publishers to do as much as they possibly can to ensure that their content is
engaging audiences. fAWedr e wanderstamdy wi t h
soci al media optimization, 0 said Abraham
an industry standard for engagement measurement.

Lisa Weinstein, president, global digital and data & analytics for SMG, said:
AWe encour age [ puQ giversith maven merit noeasarichgp pt S
mar keting effectiveness. oo

ShareThis, the social media sharing service, now reaches 2.4 million publisher
sites and more than 120 social media channels. Its SQI metric calculates
engagement levels of audiences by evaluag data such as outbound shares,
inbound click-back traffic and page views of sites.

SMG and ShareThis started their collaboration two years ago with select SMG
clients and ShareThis engagement data. Weinstein said the SQI data has been an
Ai nval udabal eplmenni ng and buying metrico fo

The companies havenodét disclosed a | ot of
earlier some results from two campaigns
campaigns both delivered 30 million impressions, buttwo different sets of

sites, one of which scored higher on the SQI Index. The campaign with the

higher scoring SQI sites also delivered higher clickhrough rates, page views,

locator inquiries and email signups at lower cost, according to the companies

Weinstein said that integrating the SQI
the intelligence we need all in one place and makes our planning more efficient



Social Media Is Just Getting Started
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Last year Facebook hit one hilli users. It is reported that the average Facebook user sfiends
minutes per day using Facebo@obally smartphongrowth yeatonryear was at 42 percent in
2012 with 17 percent global penetration, but more significantly with most developed economies
expecting 7680 percent smartphone penetration within a couple of years. This has led to
massive increases in social media use over mobile. WeiXin, a new Social Mobile Network
powered by TenCent in China, took 14 months to reach 100 million usefsisastk more

months to reach 200 milliorsnapchat, based in the United States is sending 60 million mobile
initiated photos per day, @re billion snaps in little over a year

As social media continues to embed itself in modern society, we have many traditional
businesses and brands still scratching their heads trying to make serae Wfhere's the ROI?
What's the business case for investing in social media? Apart from the likes of Facebook, is
anyone actually going to be able to make money out of this? Isn't it ironic that it wasn't that long
ago that we were asking the samedbsiabout the Internet. Believe it or not, the Internet wasn't
the first medium to be received with skepticism.

When radio first became popular in the early 1900's there were fears from many that it would be
extremely destructive to society. These fearkinhed the likes of the fear that families would sit
around listening to entertainment programs, wasting hours upon hours, when they could be
sitting around the table studying scripture, having-siloggs around the piano or simply

talking. The success a@dio hinged on news, stotglling, the ability to create dramas and
comedies that would capture the imagination of listeners, along with some facttathap

minute news delivered as it happened, instead of having to wait for the morning's broadsheet
report. There was the occasional sporting event thrown in also. The first organizations to make
money off this new medium were the owners of the radio stations and the content producers. The
second were those that produced advertising and conduct imgr&etivities via the 'wireless,’

and finally, the third were businesses who tapped into this new phenomenon to create market
reach.
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Radio broadcasting is spectacular and amusing but virtually useless. It is difficult to make out a
convincing case for thvalue of listening to the material now served out by the American
broadcasters...Is the whole radio excitement to result, then, in nothing but a further debauching
[morally corrupting] of the American mind in the direction of still lazier cravings for
sensationalism?

E. E. Free [science editor], "Radio’'s Real Uses", The Forum, March 1926

Radio was perceived as a threat to society in the early days

When TV appeared emasse in the late '50s, the same concerns surfaced again. TV would be a
great time waer, would produce a decline in morals, and would disrupt families from the
wholesome activity of sitting around listening to the wireless. Radio certainly didn't disappear as
a result of TV, but certainly the kaleidoscope of content and sharing, adweersd marketing,
programming and story telling became richer and more complex. On top of this new technology
were first the 'networks* the emerging giants of TV programming: ABC, CNN, NBC, BBC and
the like-- and advertising firms who knew just howtton the emotion of a 38econd story into

a product endorsement or sales pitch. For decades businesses who could afford to advertise on
this medium, were able to generate significant results and revenue through brand awareness.

Internet proved the patteomce again, but the difference in the web was it alloweéevwayp

interaction, something not possible via earlier mediums. This allowed the web to move from a
story-telling and advertising medium, to a business platform where transactionstime=al

could take place. The first players on this new layer of technology believed that owning the
network and content distribution over that network was where real value lay. The ISPs (Internet
Service Providers) players like AOL and Yahoe were the advertiseronce again, but were

also now the equivalents of the NBCs and the CNNs. The web was a technology that allowed not
only advertising and brochureware, but alsmenmerce. The Internet's most disruptive
characteristic was the challenge to existing distitloumechanisms and businesses. It would



eventually result in the demise of leegtablished brands in publishing, music and retail, the
disintermediation of travel agents, brokers and dealers, and the creation of new giants like
Amazon.

Social Media is fhowing the same pattern. The initial 'land grab' was all about the network.

Then advertisers flocked to shove more messages down the new pipe to consumers. However,
the really interesting developments are the new ways of doing business that will emiqge on

of this layer. New businesses that will be disruptive to traditional businesses based on
physical/geographical communities instead of the better aligned virtual communities centered on
interests and behaviors. New businesses that will eliminateagbssarket segmentation and
demographics, by generating rapid affinity within social groups that don't fit traditional

marketing classification.

On top of Social Media has come a plethora of "Apps," marketing initiatives, communities and
the like. Instagna, Foursquare, Pinterest, Vine, Cinemagram and many others have been
designed on top of Facebook's capability to provide a common user platform, allowing for rapid
sharing and adoption through the social network in the form of posts, links back to tretdpp,

If a friend posts an Instagram Photo, it shows up on Instagram, but it also invariably show up on
Facebook as someone shares their pics. And when your friend clicks on your pic, they are then
invited to try Instagram for themselves. Instagram, Faasgiand others maintain their own
'network," but you always tend to find new friends from Facebook or Twitter to build your
network within the App's ecosystem.

The biggest challenge for these businesses is finding revenue models as they evolve. Many of th
same challenges occurred for businesses starting out on top of the Internet layer. Business like
"Pets.com” and "Webvan.com" found this out as revenue didn't come quickly enough to save
their businesses. We'll have a few fits and starts on the sociaébsigayer also, but those that
emerge triumphant will not necessarily be the network owners (Facebook, G+, Twitter), but
businesses that marry community, collaboration and the reach of social in entirely new ways. As
before with the web, these businessékdisrupt traditional players massively, and emerge as
some of the new giants of the next decade.

Some interesting examples of entirely new businesses that are emerging on top of the social layer
are business like Kickstarter, PderPeer lending, ABNB, Yelp, Uber and others. Business

that thrive on community and work by using social as the glue to commerce, creating value
through the community, but monetizing it in unique ways also.

Not sure where the ROI is coming on social? By the time you waédamthers find it, it may
already be too late for your business. Social is here to stay, and it's just getting started



Advertisers Approach Social Media Buys With Branding Goals in
Mind

January 31, 2013 by MarketingCharts staff

Paid Social Media Advertising Objectives
. i g )
January 2013
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e e == Asked the objectives béend their social media

advertising45% of advertisersurveyed by VizUidownload page] said their primary purpose
was brandingelated, compared to just 14% who said their primary goal was digspbnse
related.That aligns with research released in July 2012 by Ad Age, which founchéinléters
using Facebook adsere doing so primarily for awareness, with far fewer listing site traffic as a
primary goal.

Still, many advertisers have a mix of both goals in mind.-Queeter said their paid social media
advertisingobjectives were a mix of branding and diregsponse, with more than half branding
related. By comparison, 14% cited a mix of objectives with more than half related te direct
response.

Given this focus on branding, 42% of advertisers said they woultblikse the exact same

metrics as offline, but with some additional metrics specific to the online medium. The problem
for these advertisers is that just 11% of publishers surveyed said they could provide such metrics.
Instead, a plurality 49% of publishesaid they could provide metrics specific to the online

medium, which just 17% share of advertisers indicated was their preferred type of metric.

Advertisers and publishers also differed when discussing successful campaigns. While almost all

(98%) advertiser s sai d 1 td6s I mportant to define a cam
it starts, just 32% of publishers said that actually happens for each cangmdarly, 96% of
advertisers believe itds | mpedtdneasureduaese st abl i

prior to the campaign starting, while just 19% of publishers reported this to be the case for every
campaign.

Finally, with ROI concerns continuing to plague advertisgrst 29% of publishers reported that
ROl is calculated for each social media athpaign, versus about 9 in 10 advertisers stressing
the importance of calculating that ROI

About the DataThe Vizu survey was conducted in October 2012 by Digiday among more than
500 US digital marketing and media professionals.
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For Super Bowl Advertisers, the Biggest Buzz Comes via the Water Cooler,
Not Twitter. - Ed Keller

By

The teams for the Super Bowl are now set. Callers to sports radio shows and pundits on cable TV
will debate who has the better chance to win and why.

At the same time, the marketing pundits are gearing up to assess who will get the most bang for
the $4 million being invested for each 30 second spot. It used to be the winnerld&oday

Ad Meterwas the arbiter they used to assess who "won" and who "lost" the advextissig

Now, however, conventional wisdom is that we can judge success via monitoring twitter and
other online social media.

Consider thesdata and commenfsom last year's postmortem, as an example. "The numbers
are in and this year's Super Bowl generated rebordking numbers in social media comments."
The same article talked about a "firestorm of Twitter and Facebook activity" basedpmortad
600% growth in social media comments over the year prior.

When | hear about 600% growth, | immediately assume whatever is being measured must be
starting from a low base, because it's much easier to grow small numbers six fold than big
numbers. Ad indeed that is the case with social media and the Super Bowl. What was the total
number of comments on social media last y&&& Super Bowl as a whole drew 12.2 million
social media comments, of which fewer than 1 million commer@&85,000 to be exa-- were

about the commercials.

So that's "the firestorni” a total of 985,000 comments about Super Bowl advertisers, a minute
fraction of the estimated 111 million actual viewers. The big winner in social mediad for

H&M featuring a barechested @vid Beckhani drew a total of 109,000 comments. The

"Halftime in America" ad from Chrysler placed second, followed by a promo for NBC's "The
Voice", a Doritos ad, and in fifth place was Pepsi, with its "King's Court" ad featuring Elton John
and XFactor wnner Melanie Amaro which garnered 45,000 social media comments.

Contrast those numbers with these. When we consider all word of inoattversations at

Super Bowl parties, at the water cooler the next day and the days after that, as well as social
mediai the number of word of mouth impressions about Super Bowl advertisers increased by
236 million over the level of conversation these same advertisers enjoyed in the one month
period prior to the Super BowT his comes from the annual Super Bowl TalkTrack®ly

conducted byny firm, and represents about two conversations about the advertisers per viewer.

The big winner in terms of total word of mouth was Pepsi, which saw its word ohrspilkke by
more than 41 million. 41 incremental million WOM impressions vs. 45 thousand social media
postsi you tell me which is the firestorm!

Here is a list of the other high performing advertisers:
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Top Performing Super Bow!| Advertisers of 2012

Increase of Weekly WOM Impressions, In Millions

41 39
24
20
TEREER

Pepsi Coca-Cola Samsung Chevrolet BudLight Doritos Hyundai Budweiser ME&M  Star Wars
(214) (214}

Source: Keller Fay's Super Bowl TalkTrack® 2012

H&M, which captured more social media posts thana@hgr advertiser, was one of the worst
performing advertisers of any we measured with word of mouth levels actually lower in the week
after the Super Bowl than in the month prior. Did H&M win the social media battle but lose the
much bigger word of moutiwar? Was the online conversation more about David Beckham's
tattoos and pecs than about the advertised brand, H&M?

Last year's Super Bowl comes on the heels of a highly successful Super Bowl XLVI, both in
terms of the outcome (yes, I'm a Giants fan) aedvtilume of conversation about the ads. Here
are a few additional statistics:

¢ Intotal, the advertisers saw their word of mouth rise a collective 26%, higher than in any of the
previous five Super Bowls we have measured.

e These conversations don't just happen the day of, or even the Monday after. They remain at
elevated levels for the three days following the game.

e Word of mouth rose at a similar rate for both men and women, which is one of the keys to why
this game, with its huge, dual audience is such a bonanza for word of mouth.

e Most of the talk about advertised brands was positive.

¢ Nearly half of consumers listening to a conversation about a Super Bow! advertiser (47%) said
they were highly likely to buy the brand. This very high level of intent to purchase is consistent
with what we see for word of mouth generally, and the reason word of mouth is so highly prized.

Engaging brands are like engaging pedplee naturally want to invite them into our

conversations and into pliving rooms. Getting a hundred thousand people to post comments
about your brand in social media is nice, but the real winners at Super Bowl LVXII will be those
advertisers that ignite and sustain the much bigger prize of real world conversationstAmel le
forget, getting invited into consumer conversation should not be a goal just once a year for Super
Bowl advertisers, but for all advertisers, all year long.

May the best tearh and the best advertisdrsvin.

« Ed Keller, CEO of th&eller Fay Group, has been called "one of the most recognized
names in word of mouth." His new bodkie Faceo-Face BookWhy Real



http://www.kellerfay.com/
http://www.amazon.com/Face---Face-Book-Relationships-Marketplace/dp/1451640064/ref=sr_1_1?s=books&ie=UTF8&qid=1330444394&sr=1-1

Relationships Rule in a Digital Marketplace, was recently published by Free Press/Simon
& Schuster. You can follow Ed Keller drwitter, FacebookandGoogle+ or contact him
directly atekeller@kellerfay.com

Social media can boost the bottom line

"Our results show that when customers engage with a business through social media they
contribute about 5.6 percent more to the firm's bottom line than customers who do not," says
marketing expeg Ram Bezawada. (Creditockphotd

U.BUFFALO (US)0 Cust omer s who pa
about 5 percentmofer equentl y than t

And those socially savvy customers mean more money for the company, says Ram Bezawada,
assistant professor of marketing in the School of Management at the University at Buffalo.

AThere have been wressbftsecialmmbda ot budinbse beeatisé theclinki

bet ween a firmbébs efforts and the return on i
Bezawada, who is eauthor of a study scheduled for publicationnformation Systems

Research

i Our r e sthalt when custbners engage with a business through social media they
contribute about 5.6 percent more to the fir

The study used data related to individual <cu
combinedt with their actual purchases at a large specialty firm in the Northeastern United
States.

Bezawada says there are a number of ways businesses should engage customers to achieve the
best results.

ASoci al medi a acti viti e sthelustonger asdthe édnand doesin t h e
financi al performance, 0 says Bezawada. A Wh e n
personalized messages, encourage member contribution, integrate knowledge about customers
from both online and offline interactis, and create specialized stdmmunities for customers

| ooking for premium and uniqgue products. o

Researchers at Aalto University and Texas A&M University also contributed to the study.

Source:University of Buffalo
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Pinterest - Pinning Down Its Value For Retail
by Ron AdamsBen T. Smith IV Yesterday, 8:15 AM

Pinterest is one of the fastegbwing social networks, but can it deliver customers for retailers?

Soci al media is part of everyday | ife. Webve
forms ofcommunication. Because of the cultural and social shifts involved, retailers are paying
close attention to social media and its potential.

Il tdés viral and sticky because the soci al net w
networks have sigficant influence on opinion; and influence is a valuable commodity for
businesses and brands.

According to the Sociable Labs Social Impact Consumer SE¥®,of shoppers are more likely

to buy after receiving opinions from their friends, proving thatdtherc an be a finet wor |
shopping decisiong.he same study found that 62% of all online shoppers read predated
comments from friends on Facebook, with 75% o

The Pinterest Effect

By January 2012;omScore reported that Pinterest had 11.7 million unique visitors, making it
the fastest site in history to break through the 10 million unique visitor mark.

Pinterest set out to Aconnect everyone in the
lofty goal, but at its core, Pinterest promotes the social experiemitgcoering and sharing

ideasPi nt erest was not the first to offer O6pinni
simple, fun and social, with a consistent experience acrossawkimobile The model has been
successful in building a large commuriitgstimates are now at more than 20 million unique

users each month.

Among online shoppers using Pinterest, 70% say they use it to get inspiration on what to buy
that compares witjust 17% of Facebook users, according to a BizRate Insights survey
conducted in August 2012. If a greater number of consumers are influenced to make purchases
on Pinterest over Facebook, it becomes even more interesting to retailers.

Retailers are watchingi nt er est 6s growth with interest, n o
growth, but also its relationship to consumer apparel and goods. But is its influence something
retail can capture and capitalize on? Is it strong enough to drive shoppers into stores?

There have been some early success with brands on Piiitbreghe most successful
(measured in terms of followers) are taking more than a traditionak@ang A br andi ngo af
to encourage rpinning.


http://www.mediapost.com/publications/author/4129/ron-adams/
http://www.mediapost.com/publications/author/4128/ben-t-smith-iv/

Whil e thereods val ue aremoremtarestedimatheanfleemethasdrives et a i
consumers into stores, a value directly proportionate to sales and revenues. Because the data
around ROI for retail 1snd6t yet proven, many
Pinterest.

Retailers Look Beyond Pinterest

Pinterest has proven it can build a large audience that wields a strong social influence, however,
for retailers specifically, it was not built with the consusredail relationship in mind, lacking a
few important things:

1.Pinte est i s an online playground and wasnodét co
can spark imagination, inspiration, word of m
marketplace.

2. Pinterest doesndt mgagementweth lecal communitiesofe at e me
consumers or drive shopping traffic into the local retail store.

3. Pinterestds focus is on Adiscoveryo and no
allow you to make shopping lists or interact with yougrfds about shopping in a meaningful

way. Nor was it designed to follow the customer throughout the shopping jaurescovery,

decision and execution.

|l tds i mportant for retailers to explore strat
socid networks.

. Trendrr dataeveals thatotal social activity surrounding the Super Bowl
was 3 times higher than last yearwith that activity skewingnale (56%)
and on mobiles rather than the web (88% vs. 12%).

Dondét Throw Money Away on Soci al M

Do you feel |l eft out because your business do
people to follow you on Twitter?

Get over it, experts safdocial media is great for socializing, but as a way to increase a bottom
|l ine 1tés only a great way to waste money.


http://blog.trendrr.com/2013/02/04/super-bowl-xlvii-is-the-most-social-tv-telecast-ever/

—

f you think growing a following on Twitter
[ Kk

n agai n, 0 s ay s indgpartner of Xanthus C@menanécations.o, manag
Most businesses with high social media nhumbers actually buy those numbers, Vaccarino

expl ains. Mo s t of t heir nfoll owerso live in |
knowledge about or interest in thasiness they supposedly like or follow. They are merely

names delivered by software robots for a price

AOne-ssgled SEO guru offered to get me 87,000
Vaccarino says. fAHavi ng 8gding@odaild dnyokee budsinesss on F
What is the point to having lots of followers if no one is really listening to what you have to

say?o0

Vaccarinobs skepticism about Twitter and Face
currently lists 89 productsranghg f rom domain names their selle
to your Twitter feed to offers to tweet to 1200 people on your behalf for a mere 99¢.

eBay sellers are active with Facebook products as well: You can buy the computer code for a
Faceb&aek bttt ono for 99A as wel |l

Tweet for business intelligence, not for sales

Vaccarino says she has had only one client who appeared to increase sales through social media.
When the client, who owned an ice cream truck in New York City, began tweeting tbektrd s

arrival a few minutes in advance, sales went up & bé.same result might have been

accomplished by installing a louder bell on the truck.

Though Vaccarino considers getting followers on Twitter a waste of time when it comes to

increasing saleshe believes that monitoring what the competition is doing there an excellent

way to gather business intelligence. #fAYou can
cannot get anywhere el se, 0 says Vaccarino. i

Sccial media is free, but to use it effectively you have to pay a steep price, according to

VaccarinoA Many of the top brands such as Disney ar
social media, but they have people dedicated to doing nothing but tgvaatimposting who are

getting paid over $100k for thisfedl i me sdieg, s@ays. fAThey are actuall
chatter out there to see if there is any real

No way to correlate results

Thatthereisgpr esent no way to correlate soci al me d i
bottom |Iine is Athe big, dirty secret nobody
AThough companies pay huge amount opTovitter money t
feeds and Facebook pages, at the end of the d
increase from it because these guys donét kno
of tangible business metric. o



The problem is, Frankel expli n s , that companies donod6t know hc
real revenues. fAAs a news and gossip pipeline
can one fan the flames so that millions of viewers can sit before their devices mesmerized by

some stupid cat video?0 he asks. -fasBanedipaty medi a
line of the Not So New Millennium, where everyone simultaneously jumps on the phone to
spread the news about everyone el se. 0

That dos all fi m&kednd |Igodd,0ss aeynd eRFrtaai nment you
fact, if raising awareness for your cause is your thing, social media might be the right tool for
you.

But the minute you let marketing people into the party, things start to spoiltfeestethreeday

old flounders And by the time theydre done with it,
as so many other digital hukeops.

Social mediais just thatd social

AWhil e thereds no question s calyamlydoasaettbi a | i nks
social reasons, 0 Frankel says. fAKeeping up wi
20060 whateved i s perfect for sites |ike Facebook, Vi
However, when marketing people try to leverage social media for bssinest he r esul t s a
guite sSargqgod.oufdre going to hear a | ot of adv
virtues of soci al media, but I f you |l ook real

called social media and not businessime &rankel says.

Il tds a major mistake to assume that connectin
according to Frankel Al dm a branding guy, an
good thing, o0 he sayg. ain@nl thenopkbepl bantlj kkav
page doesnbo add anything to the bottom | ine
AThe truth is that marketing has devolved int

probl ems that have no r e dtankalci ogmtiifn uceasn.c el H mg a ghe
Really? Have we drifted so far from the purpose of busthesaking mone§ that entire
campaigns can revolve around efforts, which have no direct relationship to revenue géhération

Als 6éan uptické in Hdbhegpubbitoabaveudpyobeaur
sales? | think not 0

Frankel says he has nothing against social media. In fact, when used for the right jobs, he thinks
itdés terrific for communicating about soci al

AWhen | hear ma ptikgtd leverage sp@abnpetiafor businessmpurposes,
t hough, I al ways ask the same question: 60 Wh a't
from this?6o0



ATo this day, | havendét heard an answer. o

Mobile Ads More Disruptive Than TV Spots

ConsumersEspecially Dislike Ads That Interrupt The App Experience
By: John McDermotPublished:December 12, 2012

26 Ishare this page
:;: all | mrint L] =1}

The common perception among advertisers is that mobile ads lack the disruptive quality that
make print and TV impressions so valualdat new research suggesitat users find mobile ads
far more interruptive- and annoying- than those on TV.

A study released today from markesearch firm Forrester shows that a majority of mobile
users (70%) surveyed said that automatically serveghjnads were interrtipe. Additionally,

two-thirds of respondents found them annoying, higher than the percentage of respondents who

said they are annoyed by TV and wedised advertising.

"People are very finicky about how they want to be advertised to," said Peter Dillef(@MO
Tapjoy, the apgecommendation company that commissioned the regantifieir mobile
device, that's become heightened because it's such a highly personal experience. Being
interrupted while checking email and using apps is not desirable."”

In generalthe report provides a dismal picture of the current state of mobile ads. Only 12% find
them engaging, 14% think they're relevant and 17% think they're interesting, for example. The
respondents seem to agree with the late Steve Jobs, who famously ontedaild advertising
really sucks" (and then launched iAd in hopes of fixing that.)
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http://adage.com/print/238730
http://adage.com/rss-feed?section_id=32

Despite having a decidedly negative view of mobile advertising, a significant portion of mobile
users were open to mobile ad targeting based upon their personal irfE&estand current
location (43%).

But Mr. Dille said that mobile advertising remains valuable as long as brands take advantage of

mobile users' unique advertising preferences. Specifically, that means affording mobile users the

opportunity to shape howely're advertised to and offering them incentives for doing so.

Users' mostrequent (68% of respondents) request regarding mobile ads is that they don't
interrupt app usage. A majority (59%) of respondents said they want to be rewarded for
interacting withan inapp ad, while nearly 40% said they prefer to choose which ad they want to
see from a host of options.

"From an agency perspective, people should take a fresh look at this," Mr. Dille said. "Let the
user opt in and get a reward for their engagenidrat way, the brand has an opportunity to be
the hero.

Mobile Ad Rates Inch Up, Slowly
Black Friday drove pricing surge, per MoBybTim Peterson

e December 11 2012
e Technology

The desktop Web wa seedidplaytati gcemandchdng ratesimereagee | t o
Black Friday and Cyber Monday. Mobile banners also received a boost that has yet to ebb.

On Bl ack Fri day moepedthbusanemgpresdions Hit76ecents, up feom 68 s t
cents the week prior, according to mobile ad exchange MoPub. Ra@@sckents the following

day before settling at 71 cents on Cyber Monday then inching up again to 74 cents last week.
Thatds compared with the 68 cent effective

CP


http://www.adweek.com/contributor/tim-peterson
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http://www.adweek.com/news/technology/black-friday-drives-rtb-funnel-145532

Black Friday and 63 cents averaged during tloatim of October.
Trends in holiday spend: Overall ad prices mOpUb

Pre and Post-Holiday eCPMs
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MoPubbés head of strategy Paul-off@eedrdsultefthpbdai ned
run from Thursday through Sundayomeslpngiat i ng ma
fewer buyers and lower prices. Spending bounced laaekthat week when the December

budgets kicked in, and Gelb expects prices to trend upward over the next month because
advertisers this year fAdhave a | ot more knowl e
performing best 0 a rfalthoseheghenvalueemprgssionk.innhg pasto p ay
fewer brands had a thorough understanding of the mobile media they were buying and resigned

to identifying the lowest priced placements, he said.

It might look like the holidays had no impact on bid voldntae average number of bids per

impression has hovered aroundbut t hat 6 s bec auaceominadatiegnhe or vy e
higher demand. MoPub saw a 72 percent increase in available inventory from Black Friday
compared to the month of October. And demargiduentinued to increase as the holidays have
approached. On Cyber Monday, bid density bottomed out atBlack Friday 4.3 bids per

impression on average but shot to 4.7 bids per impression last week.



Trends in holiday spend: Ad prices by device mopub
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However not all bids are created equal. Book aygpaered the highest between Black Friday
and Cyber Monday at nearly $1.20 eCPM but fell to 85 cents after the weekend shopping
bonanza. Gaming apps have emerged the most valuable media buys since Cyber Monday at
around $1.06, followed by business appoaghly $1.05.

In keeping with the stereotype that Android users are more frugal iOS users, ad rates for the

Googler un devices have generally | agged behind A
an advertiser could reach a thousand Android useiSfeents whereas iOS users cost 86 cents.

Prices have remained in that range since Cyber Monday, with Android at a 58 cent eCPM last

week and iOS at 81 cents.

Price gaps abound even across devices running the same operating systems. The iPad has fetched
more money per impression than either of its smaller siblings, the iPod Touch or iPhone,

according to the report. Surprisingly, though, the iPod Touch has outearned the iPhone. The
Internetenabled mp3 player has hovered around 95 cents eCPM since BakWwhereas the

iPhone has failed to cross the 90 cents mark, peaking at 84 cents the weekend following Black
Friday and sticking at 76 cents last week.



ADVERTISING ON SOCIAL MEDIA

ACTIONS TAKEN
AFTER SEEING
SOCIAL ADS

/\. MADE A PURCHASE
XY AFTER SEEING
SOCIAL ADS

% % % % % Made a purchase over the Internet for
10 a product that was advertised
3 % % % Made a purchase at a store for
a product that was advertised
% % % 9% Purchased or obtained a coupon
19%| 16 (i.e. through a daily deal site, retailer, etc)

Source: Nielsen I‘liClSCl]

---------

Gel b was fAvery surprisedo that i Pod Touches
theformer may index higher for specific behaviors or characteristics advertisers were looking to
target. Other possible reasons include that more iPod Touch owners may use the device on Wi
Fi, which is a more valuable behavior to target, or iPod Toucheseeay lswer amount of
impressions, therefore each impression is more valuable, he said.


http://blog.nielsen.com/nielsenwire/wp-content/uploads/2012/12/SMAD570.jpg

Consumers Most Annoyed by Ads on Social Networking
Sites

James DohnettDecenber 13, 2012 Comments

A new study from NM Incite and Nielsen has found that 33 percent of consumers find ads on
social netvorks more annoying than an average online ad.

While consumers tend to not enjoy ads on social mg@igercent of those surveyed reported to
be more open to advertisements recommended by a social networking friend. Another 26 percent
said they were OK wh being ID'd based on their social media profiles

Nearly 17 percent of those surveyed also reported that they feel connected to brands seen on
social networking platforms.

The statistics come from a new study that delved into growing trends in thersedialrealm.
Nielsen and NM Incite's 2012 Social Media Report looked into theeaxadving social
networking industry to discover how 2012 was different from years' past.

When it came to ads the study found that ways of interacting with social adsbsagtthicity.
The study found that AsiaAmericans were the most likely demographic to engage with social
media ads.

Almost 41 percent of AsiaAmericans surveyed were reported as most likely to "like" a social
media ad. Another 31 percent of AsiAmericans surveyed were reported to have bought an
item after seeing a social media ad.

According to thestudy 22 percent of Hisparidmericans were found to have made purchases
after seeing a social ad. Nearly 21 percent of Hispamericans surveyed also reported to have
shared ads after seeing them.

The study found that 29 percent of AfrieAmerican consumers surveyed were saidike™
ads after viewing them. Another 18 percent of Afridanerican consumers surveyed were
found to purchase items after seeing a social advertisement.

Nielsen and NM Incite reported that White consumers were the least likely to engage with social
netwoking ads. The study found 13 percent of White consumers shared ads, while another 12
percent made a purchase after seeing an ad on their social network.

The study found that the most common form of interaction across all demographics was to either
purchasen item or obtain a coupon after seeing an ad, while makingstorm purchase was
the least likely mode of engagement after seeing a social media ad.
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Submitted bysocial Media Influencen December 13, 20129:32 aniNo Comment

Social media analytgesoftware provideCrimson Hexagolhas integrated Klout influence scores
into its ForSight platformallowing its customers to make better, mo®rmed decisions about
key individuals in the social sphere.

Al ntegrating KIlout with our soci al medi a anal
industry segments, including media and entertainment, global consumer brands and digital
marketing agencies, a walbktalished method for influencer scoring and the ability to better
understand the impact of marketing and business programmes with key online influencers
Customers can then make meaningf ul deci si ons
President, Curt Blom.

The component is available as standard to all Crimson Hexagon customers.

The increasing value of Klout has been wiElcumented this year, with stories ofiitgportant

role played across all facets of life, both in front of, and behind, the computer screen. Crimson
Hexagon arenodot the first to integovathe t he tec
summer Genesys incorporated Klout into its Social Engagement Selytimmpting Forbes to
considerthe wider implications of consumer worth being judged on a magic number.

Isit fairthatthoe wi t h hi gher K|l out scores get better,
but it makes social senseTwitter user with a large number of followers stands to do more

damage to a brand than an infrequently tweeting social lUkeilarly, whatvalue can you put

on a popular Tweeter singing the praises of a brand to their thousands of followers?

ltdéds not fair, but it iIis smart, and Klout sco
standard feature in analytics software as marketersféwolew ways to engage the right crowd.

What Nielsen Social Media Report Really Means
Posted oecember 12, 201@&/ritten byChris Warder23 Comments

Chris Warden

22tweetsretweet

| f you grew up watching television in the 806
school who was a fiNielson family. o WhrdVvV t his

viewing habits to the Nielson company, which was then compiled and averaged for ratings
information across the country. In this new era of media consumption, the Nielson company has
followed suit, and announced the release of their arBw@hl Media Reporarlier this week.

The report is titled, fASocial Media Comes of
social mediausersagés8 and ol der between July 19 and Auc
survey involved more than 28,000 people in 51 countries and was taken between March 23 and
April 12, 2011. Herebs some of the key findin
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The Numbers

The report sagthat Facebook is still the top social network, though its tally of unique visitors
has fallen 4 percent from the same time last year. Blogger, the sgle@edhetwork, also saw a
slight decline while thireplace Twitter saw a gain of 13 percent. WordBrdikewise, saw a 10
percent jump. The breabut social media star of the past year Ibesn Pinterest, which jumped

1,047

2011 debut, growing at about 80 percent.

percent

from

t he

sSsame

ti me

ast

year .

Key Takeawayi Your audience is out there on the web. You will need to experiment with
social networks to discover the one where your brand and message will connect the best.

FACEBOOK

BLOCGER

IWITTER

WORDPRESS

LINKEDIN

PINTEREST

GCOOGLE+

TUMBLR

MYSPACE

WIKIA

Apps and Mobile

88%
134%
118%
86%
1,698%

85%
140%
100%
4,225%
96%
14%
162%
nla
153%
57%

nelsen

Nielsen discovered the rapid proliferation of mobile devices@nnectivity is playing a major

role in the continued growth of social me@iansumers now spend around 20 percent of their
total time online using social networks via their personal computers, and 30 percent of their time
online visiting social netwoscon mobile devices. The total number of minutes spent on social

media sites via mobile apps climbed 120 percent year over year, with mobile web usage rising 22

percent and PC usage dipping 4 percent, the report found.


http://social-media-optimization.com/wp-content/uploads/2012/12/Nielsen.jpg

Forty-six percent of social media usenow say they use thamartphoneto access social

media, with 16 percent saying they use social media on a tablet device. Nielsen found that the
U.S. mobile web audience rose 82 maitcfrom July 2011 to July 201®/hile the mobile app
audience grew 85 percent. By comparison, the U.S. PC audience fell 4 percent during that time.

Key Takeawayi Your site, content, and route to discovery should be optimized for mobile
browsers. Many blgging platforms offer automatic mobile conversion, but look into site
analytics to see how often your site is visited by mobile viewers. A dedicated mobile app might
be a powerful strategy for your brand.

The Second Screen Experience

The Nielsen report slws that one in three people using Twitter in June sent messages at some
point about the content of television shoas increase of 27 percent from only five months
earlier.An estimated 41 percent of tablet owners and 38 percent of smartphone owndngiused
device while also watching television at least once a N&fsen said.

2012 was a banner year for connected television events, tent poled by the Summer Olympics and

Presidential Election. ATwitter hasobgocosmei th
Deirdre Bannon, vice president of soci al me d i
i mplications, Il think both television network

Key Takeaway- Social media can provide networks with réale feedback on hat they are
doing and what fans think instantly. Brands can take advantage of this raw feedback to perfect
their product, message, and transform critics into advocates.

Your Brand Can See

Comment now
Follow CommentsFollowing CommentsUnfollow Comme' s

Metrics are all the rage these days. But one emerging data stream that has left brands flying blind

is that of the usegenerated photd:acebook s | ams ds ang example, has topped 7 million
usersinlessthanayear (souMdBted) . That 6s seven mill i ena peopl ¢
day. Pictures of their lives. Pictures of their friends. Pictures of their activities. And, yes, along

the way, pictures of the brands they use.

That last one tends to be more incidental, for sure. But msllaj brands are accidentally
captured every day in the context of being used, loved, or, pray tell, being hated. Still, logos are
being captured on cups, on shirts, on location. On and on, logos abound.
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But pictures are not blog posts with text that careasily crawled by search engines. No, the
pixels behind photos are too unstructured to crawl

Until now.

A startup has emerged that is allowing brands to literally find themselves within the photo
frenzy. gdzéeMetsix andaslin aeaft rolbut right now working out the kinks. But the

word on the street is that gazeMetrix had figured out a way to scour the images in social media,
Al ooko f or ¢ omp aortypack whgtd fingds toats abrparate eustonmers p

| contacted one of gazeMetrixdéds founders, Deo

Credit: ianamalo, Instagram

Credit: hi_itsrudje, Instagram

Credit: 66lies, Instagram

| was curioushowgnd t he technol ogy was at actually rec
recognition system is pretty good. It can recognize partial logos, logos in bad lighting conditions,
under different shades etc. 0 To telogoskri ght ar e
Singh claims his software could successfully recognize.

Not bad. Particularly the origami Coke can.

So what does this mean for marketers? A lot. Here are just a few applications of tsmchesg
image searcher, from obvious to less so.

Measure brand proliferation. An easy one, but a braiméw way to measure pagakng
impressions of your brand. All free impressions, | might add, the comparative value of which
you can now measure.

Assess brand engagemeievels.Just the sheer number ofjos that are showing up in the
universe of digital pictures on any given day will be an important measure of brand engagement,
advertising effectiveness, new product adoption, etc.

Assess brand relationshipsThis is where it gets really interesting. Ferdocus groups and

surveys. This will be live research. An ethnography on steroids. Think about it. You do a search
and pull a random selection of 100 photos that have your logo. You plaster the photos up on the
wall, and see not only THAT the logos aherte, but in what context they appear. You witness


http://www.gazemetrix.com/

trends happening around your brand as they happen. You witness your brand being used as
intended, in some. You witness your brand being used NOT as intended in others, which leads to
new applications of yar product to include in your communications.-Agency brand planners,

the ultimate fibrand witnesses, 0 wondét be abl e

Brand interventions. | asked Mr. Singh whether his customers will be able to contact the

posters of the picturesfo any reason, and he said this, 0iWe
the individual pictures on I nstagrambdés websit
with users while at the same time making sure it does not end being a source of spam for t

usePPkaypy, I f thatodés the case, brands can fmake

great PR mechanism to stem an ugly tide before it grows too big. Or encourage the positive
brand ambassadors to take even more pics.

Mr. Singh said they angow working on an algorithm to scour video as well as pictures.

eMetr.i

But what excites me right now about gaz
t he mar ke

wall 0 as our brands are consumed in

Unmetric Lets Agencies Identify Social Media Gaps

Susan KuchinskagsDecember 17, 2012 |

Unmetric has unveiled its new Agency Platform, a way to let agencies seedrg Btack up
against the competition on social media. Unmetric, which calls itself a social media
benchmarking company, has <clients including S

Unmetric gathers data from Facebook, Twitter, YouTube and Pintehesbriginal product,
released in April 2012, was created with brands in mind. It has been restructured as Unmetric
Agency Platform to better match agencies' needs and work flow. It lets multiple users monitor
the brands and easily add or subtract them tfe@ymonitoring.

Agency users can chart the number of posts made on a topic by various brands and the resulting
engagement, or find the most engaging post on a topic. They can access unlimited historical data
for any of the brands they choose to monitonfrthe date it was added to the database.

Using the SaaS application, they can, for example, chart the number of posts made on a topic by
various brands and the resulting engagement, or find the most engaging post on a topic. They can
also see the averagesponse time on Twitter, information that can be used to gauge the
effectiveness of a company's use of Twitter for customer service.


http://www.clickz.com/author/profile/1051/susan-kuchinskas

"You can learn best practices not only from brands in your competitive set, but also brands from
outside your sector," saylay Rampuria, head of sales and marketing for Unmetric.

For example, many brands are still learning how best to use Pinterest, Rampuria says. By looking
at the leaders on Pinterest, they can see how Whole Foods or Lowes succeeds on the platform.

In addition to monitoring existing clients, Rampuria says, agencies are using Unmetric for new
business development. The service can uncover gaps in a company's social media profile, for
example, if it's a leader on Facebook but a laggard on Twitter, ahdipigrospect on

improving the Twitter presence.

Digital marketing agency Zocalo Group has been an Unmetric customer and made the switch to
the Agency Platform. "Our whole business is making sure that our brands are not just the most
talked about but alsithe most recommended,"” says Paul Rand, president and CEO of Zocalo
Group. "Brands are now expected to find ways of having ongoing and open engagements with
not only consumers but other people who matter to them. Social media is just some of the tools
thatallow us to do that.”

According to Rand, Unmetric and other social media measurement tools are an indication of the
evolution of social media measurement, following the initial rush to simply accumulate as many
fans or followers as possible.

These toolshe says, let agencies and marketers find out whether people are actually talking
about a brand, recommending it and giving it feedback."”

In the case of Zocalo Group, which aims to increase recommendations for its clients, Rand says,
"If we can find out whysomeone recommended a brand and get more of that happening, tools
like Unmetric can play a centralized role in your marketing and even in how you go to market."

He says that Unmetric lets him understand what clients' fans like and engage with, so teey can
more of it. It offers the same insights into clients' competitors. He adds, "l see it as a way that
something we spent time doing manually, we have the ability to do more efficiently and
effectively. It gives us another set of data to make sure thatevMéstening well and

understanding what's working."

Social Ad Spending Trending to Local Markets
by Jack LoechnerYesterday, 6:15 AM

According to the recent BIA/Kelsdgrecast, U.S. social media ad revenues will reach $9.2
billion in 2016, up from $4.6 billion in 2012, representing a compound annual growth rate of
19.2 percent. According to the U.S. Local Media Forecast, the local segment of U.S. social
media advertisig revenues will grow from $1.1 billion in 2012 to $3 billion in 2016 (CAGR: 28
percent).


http://www.mediapost.com/publications/author/1354/jack-loechner/

US Social Media Ad Spend, Local vs. NationgdUS$ Billions]

Ad Spend
Year Total Local National
2012 $4.6E $1.10E $3.47E
2013 5.7 1.4¢ 4.2~
2014 6.€ 1.9C 4.8¢
2015 8.2 2.3¢ 5.5¢
2016 9.2 2.9F 6.2¢€

Source: BIA/Kelsey, November 2012

While roughly threequarters of social media spend this year is estimated to be national, that
share is predicted to drop to about 68% by 2016.

Jed Williams, program directosg o c i a | Local Medi a, Bl A/ Kel sey,
devel opment of native ads... Facebookodés Spons
the acceleration of mobile monetization will be the primary drivers of social advertising growth
through2 01 6. . . 0O

BlA/Kelsey defines social media advertising as money spent on advertising formats across social
networks Social display advertising will continue to account for a higher percentage of
revenues, due in | arge parvwo utTou bFeabcse bnouol ktdisp | Mea rd
(video, traditional banners).

Spending on social display advertising will increase from $3 billion in 2012 to $5.4 billion in
2016 (a CAGR of 15.2%), according to the forecast, accounting for a higher percentage of
revenuehrough 2016 than native social ads (e.g., branded content in newsfeeds and content
streams).

The forecast expects robust growth during the forecast period from native social ad formats,
which are emerging as viable display alternatives. The report defwige social advertising as
branded content integrated within a social network experience (e.g., the newsfeed or content
stream). Spending on native social advertising will grow from $1.5 billion in 2012 to $3.9 billion
in 2016 (CAGR: 26%). Growth willddriven by the higher premiums native social ad units
command.

The forecast also identifies mobile as a key growth area for social media. The report estimates
sociatmobile ad revenues will increase from $500 million in 2012 to $1.5 billion in 2016
(CAGR: 28.5 percent). A variety of forces will influence this growth, including rapid social
mobile consumer usage growth, active experimentation by vendors and deep integration of
native ad units on the platform.

Desktop ad spending will grow at a slower r&i@nt social mobile ads through 2016 (CAGR of
17.7% vs. 28.5%), but will continue to account for most of the spending, finishing at $7.7 billion
in 2016 versus $1.47 billion for mobile spend.



US Social Media Ad Spend, Desktop Mobile (US$ Billions)

Ad Spend
Year Total Mobile Desktop
2012 $4.5E $0.54E $4.0E
2013 5.7 0.7¢ 5.C
2014 6.€ 0.9t 5.8
2015 8.3 1.2C 6.8
2016 9.2 1.47 7.7

Source: BIA/Kelsey, November 2012

On this recent 2012 Black Friday, Online Sales grew 20.7% from last year. Online
Sales on Cyber Monday grew by 30.3%. Those numbers represents HUGE growth

in the Online space. Within those numbers however, Social Media overall was
responsible for 0.34% of Online sales on Black Friday. Allow me rephrase this in
case your glasses fogged over? Social Media was responsible for one third of 1%
of Online sales on Black Friday. Do not despair however, because on the following
Cyber Monday, Social Media represented a whopping 0.41% of Online sales, or
less than half of 1% of overall Online sales

Commercial Intent does not exist on Social Media , because the overwhelming
percentage of its users is not there for shopping. They are there for the purpose of
conversation and interaction with others. Bradley Horowitz, the Google VP in charge of
Google+ recently likened an advertisement on Facebook to a man wearing a Sandwich
sign walking up to a couple of people having a conversation on a sidewalk. The
advertisement is an unwelcome interruption.

Social Media is for Branding, not Selling

What the IBM report suggests, is what many of the so-called Social Media Experts claim
(as opposed to actual Sales and Marketing professionals) about the efficacy for driving
sales via Social Media is at best a misnomer, and at worst an excursion through a field
of Bovine Excrement.

The true value of Social Media is in that it provides a very effective forum for both
Corporate (business) and Personal Branding. Through a presence on forums like
Facebook, Google+, Twitter and others, the opportunity exists to build trust, subject
authority and a reputation for problem solving . This trusted reputation is the
essence of a Brand. A positive review of a business posted on Social Media is more


http://plus.google.com/u/0/+BradleyHorowitz/about
http://news.cnet.com/8301-1023_3-57555996-93/googles-horowitz-facebook-is-social-network-of-the-past
http://news.cnet.com/8301-1023_3-57555996-93/googles-horowitz-facebook-is-social-network-of-the-past
http://news.cnet.com/8301-1023_3-57555996-93/googles-horowitz-facebook-is-social-network-of-the-past

valuable than 100 advertisements. A posted endorsement from other trusted authorities
is near priceless, for it cannot be purchased, but only earned.

One of the things we remind our clients at TekPersona, is that nobody buys anything of

true value from a stranger, except for gasoline and gummi bears. Social Media serves

the invaluable purpose of turning strangers into acquaintances, acquaintances into an

audience and only THEN, an audience into potential customers. It takes time, it weeds

out the phonies, and the fly by night hucksters, because audiences are perceptive

enough over time to understand who are true S
who are not.

Facebook, be very afraid...

Almost every day, | hear from my own audiences on Social Media, of their growing
frustration with maintaining a profitable presence on Facebook. Their audiences are
unable to hear from them, unless they pay for what they used to be able to do at no
cost. Not only that, the CTR from Facebook paid advertisements are dismal.

A WordStream Report published on Business Insider in May of 2012 reported that
advertisements on Google have proven to be almost eight times more likely to result in
a click-through than an advertisement on Facebook. The numbers do not lie. This year,
the CRT for an advertisement on Facebook in Q1 _averaged 0.051% . Did | stutter? Is
there a planet in the universe where that number does NOT suck?

The first question to ask any so-called Social Media Expert advising a business to
advertise on Facebook, is whether they are aware of the current CTR, and what benefit
to their business is to be gained for paying for that level of performance. Make no
mistake; we believe that most businesses can benefit from a presence on Facebook,
but not for the purpose of conversion to sale advertisements. We believe that Facebook
ads are a colossal waste of time and money, which would be better spent on a well-
thought-out Google Adwords campaign.


http://articles.businessinsider.com/2012-05-15/news/31704866_1_mark-zuckerberg-image-ads-advertising-platform

Mar keters view consumersodé proactiv
more engaging then consumers do . The inflation of
Afengagement o in this case has been
soc ial media use and equating online followers with

successful marketing

At any rate, the 10.4 million figure seems to be at least
marginally good news for Foursquare, which, according to
one investor capital source, is having to work harder for
funding these days than in years past.

Let 6s Face it: Mo s t Soci al Medi a M

November 28, @12 byTodd Wassermal
LikeTweett1Shar®in ItShare

This post reflects the opinions of the author and not
Ma Shable C:) P_ E D receszarily those of Mashable as a publication.

Thesocial media marketingacklash has begun. Blame the unlikely tearfred Oniorand

IBM. The formerdropped apitcip er f ect t akedown rightbefer@ c medi a f e
Thanksgiving.Then Big Blue released data that showed Facebook had almost zero effect on

Black Friday sales, and Twittactually hadzera

Social media impact on retailers' sales uncertain
Hadley Malcolm, USA TODAShare

2 Comment

Story Highlights

e 40% increase in sockahedia campaigns over Black Friday
e Social media drove less than 1% of total online sales and traffic on Black Friday
e Retailers using it more for awareness than getting direct purchases

6:40PM EST November 28. 201 Retailers may have hit record sales over the shopping
weekend from Thanksghng through Cyber Monday, but the impact of social media campaigns
many of them invested in is less certain.
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Offerpop, which helps retailers including Amazon, Sears and Walmart run-swuiatting
campaigns, says it saw a 40% increase in saoglia carpaigns by its clients for the Black
Friday shopping weekend compared with last year.

Yet social media made up less than 1% of online traffic and sales on Black Friday, according to
IBM Smarter Commerce, which tracks sales for 500 of the top retail Aitdshat's down from
last year.

average Facebook users has 130 friends . (source: AllTwitter
43 percent of Facebook users are male, while 57 percent of Feaed®me are female. (source:

Uberly)
In August 2012, Instagram had an average of 7.3 million daily active (seunsceAll Things
D)

45.The average Instagram user spent 257 minutes accessing theipdng site via mobile
device in August, while the average Twitter user over the same period spentriLites
viewing. (sourceAll Things D)

80 percent of Pinterest users are women

American users of Pinterest spend arrage of 1 hour and 17 minutes on the siteuise:

Search Engine Journal
The average Pinterest user spends 98 minutes per month e therapared to 2.5 hours on

Tumblr, and 7 hours on Felsook. (sourceArik Hanson)
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Smart Device Owners' Attitudes Towards Ads, by Medium
(% of global smartphone and tablet owners reparting a very or somewhat favorable attitude)

November 2012
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Research shows radio ads still top social media marketing. Getting

someone to Afriendod a brand of pqtato c
but ités traditional mediuxttshatThatmer a c
to research from the consultancy Deloitte. Fewer than one-in-ten (9%)

Americans say they visit a website after being exposed to a social media

message. Exposure to a television ad generated more than twice that rate

(20%).

Social, of course, is no place for campaigns. It is no place to drive brand
messages, or to excessively dangle brand offers or to in any way be
nakedly transactional. Itis a place to cultivate relationships with people
who, for whatever reason, have an affinity for your brand. Social is a place
for sharing, helping and seeking common cause with individuals who relate
to you. Mounting campaigns there is like handing our business cards at the
neighborhood picnic.




Research: Social Media No Substitute for Offline Ads
Published on January 10, 2012

Share
Offline channels still hold the reins in brand and product awareness , reports
eMarketer , despite the talk of Aviral marketingo
A1 nf | ueeaMarketerswas quoting market research by AYTM , which fou nd
that 57.8% of US Facebook users had not any brand in a status updates as
of October 2011. Similarly, 61.3% of Twitter users ha d never Atweetedo
about a brand. O fthose consumers who claimed to hear frequently about
new brands, only 6.5% did so frequently, and 26% reported they never
heard of new brands through social media.
Where they did hear about new brands, products and servi ces: TV,
radi o, and offline print outlets. Sixteen per
frequently., o 34.9% did so often, 31.8% somet.

4.2% never.

Three years later, it is clear that social advertising is not a race to win the
most likes, fans or followers, but a steady climb to build a quality social
communityd one that goes on to engage with and become customers of a
brand.

Only 14% of senior marketers whose companies use social network
marketing say they are tying their efforts to financial metrics such as
market share, revenue, profits, or lifetime customer value, while only
17% of those whose companies are using mobile advertising say they are
doing so, according to [download page] a survey released in March 2012
byCol umbi a Uni v e rosGldabal Brand l@€adership and the
New York American Marketing Association (NYAMA

Forrester Research  has released a report recently that concludes...

"Social tactics are not meaningful sales drivers . While the hype around social networks
as a driver of influence in eCommerce continues to capture the attention of online
executives, the truth is that social continues to struggle and registers as a barely
negligible source of sales for either new or repeat buyers. In fact, fewer than 1% of


http://www.addthis.com/bookmark.php?v=250&pub=mediabuyerplanner
http://www.emarketer.com/Article.aspx?R=1008773
http://www.emarketer.com/Article.aspx?R=1008773
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transactions for both new and repeat shoppers could be traced back to trackable social

links." The study goes on to say...

AThe reality is that ev e nsharihgesitesnbke Pintepest)p ul ar s o
have failed to move the needle with respect

Among marketers that do measure the ROI of social media, soft
metrics appear to be the focus. According to survey results released in
January by Wildfire, the top metric used by social media marketers for ROI
is increased fans, likes, comments, and interactions (38%). Similarly, an
Awareness survey released in December 2011 found that few marketers
are tying social media marketing initiatives to lead generation (38%) and
sales (26%), with a far greater proportion using soft metrics such as social
presence (76%), measured by number of followers and fans, and website
traffic (67%) to determine the success of their campaigns.

In a recent consumer satisfaction report by ForeSee, Twitter and Facebook scored well
below what you would expect, averaging 62.5 out of 100 (that's well below the average of
74.2).

In comparison, Google+ scored 78, Google Search scored 82, Bing Scored 81, Yahoo
scored 78, Wikipedia 78, and the average score for newspapers was 73.

More to the point, Facebook represents the largest drop of all the digital brands measured.
And while this report only measured consumer satisfaction, we see the same trend in
business satisfaction.
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Media Source that Internet Users in North America
Trust Most for News and Information, by Gender, June
2012

% of tofal

49.9%

lE

IB.4A%

A45.2%
MNewspapers
19.5%
21.9%
20.4%
Radio
16,3%
19.8%
17.7%
Internet-only news sources
10.2%
—
12.5%
Social media updates
4.1%
4.0
4.1%
M Female H Male Total

Note: n=24,041; mamibers may not a0d up to 100% dug to reunding
Sotrce: Tritan Digital, "Medis influence insights, ' fuly 10, 2012

In a new study of 24,000 Americans, Triton Digital's Application &
Services division found that consumers trust traditional media more than
digital. Specifically, television was rated the most trusted medium by
respondents (45 percent, followed by newspapers 20 percent, and radio 18
percent. The Immediate Insights survey found that digital 13 percent and
social media four percent were the least trusted media sources.

The study also suggests that this trust may have a direct impact on
the success of advertisements in each medium. For example, more
than 64 percent of consumers acknowledged that they have made a
purchase after seeing it advertised on television, radio or in a
newspaper. Conversely, consumers were more apt to trust their own
internet research 61 percent over television commercials 28 percent#,
radio commercials 21 percent, or newspaper ads 16 percent).



Recommendation engines also scored low, with 17 percent of
respondents noting that they influence buying decisions

Traditional Media Outperform Digital Channels

*Americans engaged in a variety of traditional media are also more likely to
take note of ads than those engaged in digital media channels. For
example, among users of these media, 82% always or sometimes notice
ads in direct mail, with outdoor ads (80%), radio (79%), paid daily
newspapers (74%) not far behind. By contrast, just 71% of search engine
users notice ads on that channel.

About the Data: The BrandSpark study surveyed close to 130,000
shoppers in North America. The sample size for the select questions about
ads in various media was 3,057.

Marketers Still Can't Tie Social to Bottom Line
SEPTEMBER 12, 2012

Soft metrics still the most popular

Nearly nine in 10 companies in the US will market on social media this year, according to
eMarketerjndicating that the channel has become almost a requitdoremost brands. But
measuring success beyond soft metrics | ike e
to research.

While roughly threequarters of companies agree that measuring the impact of social media
activity is very importantmore han 7 in 10 also agree that measuring the impasnoal

media marketing is very difficult. Indeed, just over onthird of companies report having clear
objectives for their social media activity, and only a minority measure performance against social
media objectivesaccording tddownload page] a September 2012 report from Econsultancy,
produced in partnership with Adobe.

Although larger companies (annual revenue more than $150 million) are more likely than
smaller companiesdvenue of less than $150 million) to measure performance against social
media objectives (42% vs. 28%), they are not much more likely to have clear objectives for their
social media activity (38% v. 35%).


http://econsultancy.com/us/reports/quarterly-digital-intelligence-briefing-managing-and-measuring-social

Traffic, Engagement Most Favored KPIs

The majorityof companies measure volume of traffic from social media channels (79% of client
side respondents, 78% of agency respondents) and engagement with social networks (68% of
clients; 71% of agencies), but they are far less likely to measure hard metriosrgase in
sales/leads (26% clients; 38% agencies) or reduction in customer service calls (7% clients; 17%
agencies).

ROI Measurement Still A Challenge

Top Challenges in Measuring Social Media ROI
Sq:um;;r 2\012

- In the Awareness survey, 62% of marketers

reported measuring revenue generation by the number of new customers, followed by leads
(60%) and sales (59%till, measuring ROI was the top social media marketing challenge, cited
by 57% respondent3he leadig difficulties in measuring social media ROI are that: it is hard to
tie social media to actual business results (54%); it is hard to analyze unstructured social media
data (also 54%); and it is hard to integrate disparate social media data resources (50%)

Just 60% of marketers actively measure social &06érding taa July 2012 report from the
Association of National Advertisers (ANA

EconsultancyandAdobefound inAugust that 57% of companies around the world said the

deepest level at which they could track the effectiveness of social madiating was in terms

of engagement, such as the number of followers, comments and time spent on social pages. Even
more agencies said this was the deepest metric their clients couldReasplondents were most

likely to tell Econsultancy and Adobe ththey were using social medd@ a brand awareness

channel
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The Numbers Nobody wants to talk about

On this recent 2012 Black Friday, Online Sales grew 20.7% from last year. Online Sales on Cyber Monday grew by 30.3%. Those numbers represents
HUGE growth in the Online space. Within those numbers however, Social Media overall was responsible for 0.34% of Online sales on Black Friday.
Allow me rephrase this in case your glasses fogged over? Social Media was responsible for one third of 1% of Online sales on Black Friday. Do not
despair however, because on the following Cyber Monday, Social Media represented a whopping 0.41% of Online sales, or less than half of 1% of

overall Online sales.

Okay, so you say Social Media has not been around for a while and it will take time for Social Media to grow into a viable selling platform. Well, guess
what, Bunkie? Those numbers | quoted above? For Black Friday, they represent a more than 35% DECREASE from last year. For Cyber Monday, the
news is not as bad, but those numbers represent a more than 26% DECREASE from last year as well. It is an undeniable conclusion that sales via

Social Media are in decline from already infinitesimal numbers, compared to other Online sales options.

Commercial Intent almost never exists on Social
Media

In 2011, Google, through its AdWords advertising service represented 9% of all Online ads on the Internet. CTR (Click Through Rates) on ads on
Google resulted in sales revenue to the tune of 36.4 Billion Dollars. In 2011, Facebook represented 17.1% of Online Advertising. Facebook Ad revenue
in 2011 returned 3.7 Billion dollars. Again, allow me to summarize. Facebook advertisements almost doubled those of Google in 2011. Facebook

revenue from advertisements was barely one tenth that of Google.

So, why did Google make 10 times as much as Facebook last year on just over half as many advertisements? The answerisi Co mmer ci al I ntento.
When people are shopping, they have what is called Commercial Intent, which means they are looking for something they want to purchase. It is no
different from back in the days of searching through the Yellow Pages for a business that is selling what you are interested in buying. Your Commercial

Intent is to find those who provide what you are looking for.

Commercial Intent does n ot exist on Social Media , because the overwhelming percentage of its users is not there for shopping. They are there for

the purpose of conversation and interaction with others. Bradley Horowitz, the Google VP in charge of Google+ recently likened an advertisement on
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Facebook to a man wearing a Sandwich sign walking up to a couple of people having a conversation on a sidewalk. The advertisement is an

unwelcome interruption.

Only on rare occasions will someone welcome something that interrupts him or her to the point of interest. It is usually an accidental reminder of
Commercial Intent, not initiated by the potential buyer. Facebook and its advertisements have the burden of convincing, or reminding a viewer to the
point of interest. When someone performs a search for an item on Google, the commercial intent already exists. Hence, ads placed next to high

ranking sites which offer what the searcher is looking for have a much higher likelihood of influencing conversion of the searcher into a customer.

Facebook claims 500M active users per month out of a total user base of over 1 Billion people. These numbers are the reason that so many
businesses are attracted to place ads on Facebook. The potential for reaching this size of an audience rarely exists. By comparison, in 2011 Google
averaged 4.7 Billion search queries é P E R D finéth is hard)

The largest potential audience for persons with Commercial Intent is obviously resident at Google. So, why are more ads purchased on Facebook, than

on Google? One reason:theso-c al | ed | A Medi a Experto.

There are very few of these persons willing to discuss the efficacy of an ad placed on Facebook, and the likelihood of a customer conversion resulting
from same. Make no mistake, there are many businesses making money from their Facebook presence, through a systematic approach of advertising

to a curated audience of relevant Facebook friends.

The drawback to this approach, is that Facebook is now charging (some say penalizing) businesses to communicate with the very audiences they
worked hard to build. Unless a business is willing to pay a fee based upon the number of followers, it is limited to communicating with between only 5
to 15% of their curated audience. Not only that, the members of that limited group are selected not by the business, but by Facebook. The algorithm for

this determination is called fAEdge Ranko. Thatoés right, bdefnethemsavess cannot r el

I'n my opinion, this practice preghteSodahNesia, m additon ta & corifliBt afiinterest. M tusiSessi oh Fatebooka p
is no longer working only for their interests,themorethdyaasepay dacébsoktoi n t hat t he mo

communicate with that audience in full.

y for driving sales.

Social Media is for Branding, not Selling

What the IBM report suggests, is what many of the so-called Social Media Experts claim (as opposed to actual Sales and Marketing professionals)

about the efficacy for driving sales via Social Media is at best a misnomer, and at worst an excursion through a field of Bovine Excrement.

The true value of Social Media is in that it provides a very effective forum for both Corporate (business) and Personal Branding. Through a presence on
forums like Facebook, Google+, Twitter and others, the opportunity exists to build trust, subject authority and a reputation for problem solving

This trusted reputation is the essence of a Brand. A positive review of a business posted on Social Media is more valuable than 100 advertisements. A


http://www.statisticbrain.com/google-searches

posted endorsement from other trusted authorities is near priceless, for it cannot be purchased, but only earned.

One of the things we remind our clients at TekPersona, is that nobody buys anything of true value from a stranger, except for gasoline and gummi
bears. Social Media serves the invaluable purpose of turning strangers into acquaintances, acquaintances into an audience and only THEN, an
audience into potential customers. It takes time, it weeds out the phonies, and the fly by night hucksters, because audiences are perceptive enough

over time to understand who are true SMEOds (subject matter experts)

Facebook, be very afraid...

Almost every day, | hear from my own audiences on Social Media, of their growing frustration with maintaining a profitable presence on Facebook.
Their audiences are unable to hear from them, unless they pay for what they used to be able to do at no cost. Not only that, the CTR from Facebook
paid advertisements are dismal.

A WordStream Report published on Business Insider in May of 2012 reported that advertisements on Google have proven to be almost eight times
more likely to result in a click-through than an advertisement on Facebook. The numbers do not lie. This year, the CRT for an advertisement on

Facebook in Q1 _averaged 0.051% . Did | stutter? Is there a planet in the universe where that number does NOT suck?

The first question to ask any so-called Social Media Expert advising a business to advertise on Facebook, is whether they are aware of the current
CTR, and what benefit to their business is to be gained for paying for that level of performance. Make no mistake; we believe that most businesses can
benefit from a presence on Facebook, but not for the purpose of conversion to sale advertisements. We believe that Facebook ads are a colossal

waste of time and money, which would be better spent on a well-thought-out Google Adwords campaign.

Googl e+: Soci adetMse diitao tfhaoart

At TekPersona, we believe that Google+ represents the best Branding opportunity for both businesses and individuals within the Social Media space.
This is because every potential Branding benefit resident on Facebook is also on Google+, but Google+ provides value add for Branding that Facebook
could never match. The #1 value proposition is that every public thread is indexed for the Google search engine in about 30 seconds. This provides an
opportunity to provide valuable and relevant content to a potential audience inside and outside the forum. With the exception of limited Brand Page

functionality, we love Google+.

Google+ is structured around an idea called ACircl esod whrsubjectnpatteo.p!| e
Businesses are not allowed to circle individuals from their Brand Pages, unless an individual or another business has circled them first. This provides a
form of built-in screening and analytics of persons who through a circling, provide tacit permission to a business to communicate with them. Marketers,
while Facebook makes it near impossible to direct customized messages to target segments, Google+ circles are not only a powerful means of defining
and developing target segments but Google+ capability to engage with individual circles separately provides complete freedom to customize

interactions with each group.

Googl e+ provides another advantage through AAuthor shi po, candeate ntemtihath or s

Biu s i

and

busi nes

of

connects back to their unique identity, with the author 0sutSpageg).l e+ avatar

i nfc

ma g €


http://articles.businessinsider.com/2012-05-15/news/31704866_1_mark-zuckerberg-image-ads-advertising-platform

How often have you read an article that you might have already seen elsewhere under a different name? Google+ is taking steps to prevent plagiarists
and screen scraper websites from taking credit for the work of others. The SEO (Search Engine Optimization) benefits to a Google+ user are too

extensive to detail in this article, except to point out that they do not exist on Facebook.

When combined with the Social Media Killer App called Hangouts, where up to 15 people can hold an Online video conference from their desktops,
laptops or wireless phone, from most anywhere in the world, for business meetings, presentations, training classes, or town hall meetings, you have a
box of branding tools unmatched anywhere else on the Internet. Note: you can also include telephone-only participants with others who have video

access.

In an interview conducted a couple of days ago, Bradley Horowitz of Google stopped just short of saying that advertisements would never exist upon

the pages of Google+, pretty much for the reasons stated in this article.

Summary

If you are an advertiser of products or services from your business, it is my professional opinion that to place advertisements on Facebook, rather than
Google Adwords is a waste of both time and money. Social Media Consultants are making a killing advising businesses to do just that. Some
businesses make money, even enough for the fees attached to reaching their audiences are figured in. We believe this to be an unnecessary burden,

when Google has proved to be more effective to a larger audience through search conducted from within a state of Commercial Intent.

Because it is 100% free for business to build and communicate with their audiences on Google+, while using tools better able to help a business
establish and communicate information to a targeted audience under their own control, we believe that Facebook advertisements are a practice of the

past, while the future of Google Adwords appears unlimited.

The Engagement Marketing Disconnect Between Consumers and Brands Rages On

2

Posted November 30, 2012

"After surveying 250 marketing executives and over 2,000 consumers,i t 6 s c¢l ear t ha
what marketers consider to be high-value engagement is not always thought of in the
same way by consumers."

~

The above line is from a recent report put out by Forbes Insights and Turnc a | [Tled
New Rules of engagement: Measuring the Power of Social Currency" and unfortunately
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continues a trend - a trend | myself have written about as far back as last December.

Last December | wrote of The Major Disconnect Between Brands and Consumers
When It Comes to Social Media. About a month later | followed that up with Even More
Proof of the Major Disconnect Between Brands and Consumers When It Comes to
Social Media. Each article touched on a different survey/study which showed a huge
divide between why marketers think a consumer likes/follows a brand on social media
vs. why a consumer actually does so.

Well according to the aforementioned Forbes Insights study the disconnect is alive and
well and may even be widening.

From the Key Findings of the report:

e Marketers view consumerso6 proactivity via
consumersdo. The inflation of fAengaguwedbéynt 0 i n t
the ease of social media use and equating online followers with successful
marketing. Measurement of social media engagement is an area where CMOs
often dondét knokmwwhat they donoét

e Fundamental disconnects in how marketers and consumers understand and
value engagement tactics may cost marketers great opportunities. The biggest
schisms are found in approach to redemption rates, discount codes and loyalty
programs. Additionally, mar ket er s6 attempts at personal.
engage fewconsumers. Thi s finding may stem from con
expectations of what true customization and personalization stands for.

o Consumers identify strongly with brands, particularly younger consumers, who
view their relationship with brands as a reflection of self. And they approach and
interact with them in a variety of ways, from social media to traditional
advertising. They dondét necessarily view t
their view of how they interact with and relate to brands is much more holistic.
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Just take a look at the chart below and spot all the disconnects between what marketers
value compared to what consumers value.

CONSUMERS MARKETING EXECUTIVES

When do you feel engaged with or invested in a brand? How strongly does each of the following influence your
When .. engagement measurement?

Share an ad Forwards or shares of ads or other content online
Discuss an ad Discussions/mentions on social media sites

Reach out to someone connected with the brand Proactive effort to connect with brand

7%

Sign up for special deals Subscribers to email alerts, newsletters or other loyalty
or email updates program communications

Convince others to use the brand Proactive effort to recommend brand

Discuss the brand with friends, family or other fans Proactive effort to demonstrate positive opinion of brand
Seek out the brand proactively Proactive effort to learn more about brand
T

Perhaps the most glaring example of a disconnect from the above chart lies in the fact
that 49% of marketers rate forwards or shares of ads or other content online as a strong
influence on their engagement measures, but just 15% of consumers say they feel
engaged or invested in a brand when they share an ad.

So the next time all you marketers out there break into a happy dance because 100
people shared your ad you may want to temper your enthusiasm just a tad as it is not
indicative of a consumer who is necessarily engaged with your brand per se.

And you also may want to not take out your dancing shoes just because you grew your
Twitter followers by X%.

CONSUMERS MARKETING EXECUTIVES
When do you feel engaged with or invested in a brand? Which of the following metrics do you use to track and/or
When I... measure social engagement?
“Like" it on Facebook Murnber of “Like"s on Facebook
Join its fan club on Facebook Mumber of friends or fan page memibers on Facebook
Follow it on Twitter Murmber of Twitter followers

Different Strokes

From the report:
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"The two groups (consumers and marketers) differ fundamentally in how they define the
state of engagement with a brand; what companies consider engaging is not considered
anywhere near so by consumers. But this also cuts both ways: some activities that
consumers consider highly engaging are seen as less important by marketers. This may
be costing companies great opportunities to engage consumers.”

Study: People Always Shopping, Even If Unaware
by Aaron Baay Yesterday, 5:06 PM

N
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Thesecal | ed Apurchase funnel 0 f
longer linear, and ino longer stops, thanks to social media.

According to a new study from the Advertising Research Foundation, neasthichhef
shoppers said social media influenced their brand preference, either by introducing those
consumers to brands they were unfenwith or changing their opinion of a brand during the
shopping process.

The study also determined that, thanks in part to social media, the purchase process never ends.
With constant updates from social networks (including from friends and colleatoesre

talking about their own recent purchases in social networks), consumers are constantly shopping,
even if they are doing it in a passive manner.

APeople have a [predetermined] mental i mage o
youd not a snowboarder, you probably have an |
Powers, executive vice president, primary research, the Advertising Research Foundation, tells
MarketingDailly A By the time you start hewhewbdbfthect i ve se¢
marketplaceThe ol d I mage we had was using the funne
linear anymo e . 0O

Whil e the sSodyaiDMgdi al i & the Purchase Deci s
was no single path to purchase for modern consumers, social media plays a role on every point of
the journeyMore than a fifth of consumers (22%) agreed with the notion that social media

played an important role in their purchase decision.


http://www.mediapost.com/publications/author/22/aaron-baar/

The study also found that emotion is a very important part of the purchase process, both before

and after making a purchase. The study found that posting on social sites, particularly positive
commentsexpessing fAjoyo doubled after a purchase
a smart buy, Powers says.

AThe digital resource of soci al media provide
And social media is one of those things that do¢stbo of t hese things. o

At the same time, the wealth of information available to consumers can sometimes lead to
analysis paralysis, where they canodot pull the
much information as possible. Social media, adogrtb the study, is expanding the range of

trust for consumers, with the influencers of a decision growing beyond the family, friends and
colleagues on Facebook, Twitter and other social media outlets, to blogs, online forums, and

other digital sources.

iin  todayoés world with the ready access to advi
they need, 0 Powers says. fATherebs so much inf
it. O

The study, conducted with partners such as GM, Google, KradtFlilqua School of Business at
Duke University, Motorola, Firefly/Millward Brow, comScore, Converseon, Communispace and
Y&R, combined surveys with Wdlstening and social media content analysis, as well-as in
depth interviews, ethnography and informati@thgring from online communities.

Should you add Pinterest to your Internet marketing plan?
December 5, 201By Kent Wakely0 Comments and 7 Reactions

Sourceuupmeme.convia Tor on Pinterest

After a solid year in business, Pinterest has
being a key par onlinemarke@natglkitc o mpani es o

Her e 6 s wh yresultsdrigen marketerso $tastitaking a good hard look at Pinterest.

What is Pinterest?
First, some quick background.

Pinterest is the social netvking site that allows you to share, collect and discover interests by
postingi i pi nni ngo Tiph ottlnes jaamrdgaon deos to your own (
permi ssion) Apinboardso. You can upload your
find on the Web.
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People use Pinterest to visually organize gift ideas, home decor ideas, fashion ideas, visual
memes, design ideas, architecture ideas, you name it.

Why Pinterest matters for Internet marketing?
So why does that matter to you as a markéteouple of reasons.

First, i s Pint erAed lbsdluly, thasieshad28 mildon chontlyunigue
visitors. And those who like it, like it a Iofhose visitors viewed over 1.7 billion pages a month.

Next is their ability to drive trai€ to your site When you, or other people, pin content from your
site to Pinterest, that content automatically links back to your\@ay businesses are finding
that Pinterest is now driving more traffic to their sites than Twitter and other higle@odial
media sites.

Built in sharing capability so people can share images not just with other Pinterest users, but on
Facebook, Twitter and via blogsneans your message and links back to your site, can reach
even more people.

And, last but not ledasPinterest is well optimized for search. So content posted to Pinterest can
easily be more findable on search engines than content on your oiviit sié® be a key
pathway for people to discover you online.

Who should be using Pinterest for Internet marketing?

Of course, some businesses are better positioned to have marketing success with Pinterest than
others.

Businesses that sell to women, or whose purchases are highly influenced by women, can often do
well on PinterestPi nt er est 0 s aily temaenvatle sormekestimates Buggesting
women make up 80% of the siteds user base.

Businesses targeting young families have a huge opportunity. A huge segment of Pinterest users
are young families, who find Pinterest to be useful in helping them jjmuge fun and
parenting.

Businesses that have highly visual products or services, or who can come up with creative ways
to make their products or services visual, wi
about images after all.

Productsor services that hit the big Pinterest categdritshion, food, family, home and design
1 are also well positioned.

So thatés the Awhat, fAwhyo and Awlaydtomakee xt t i
your Internet marketing with Pinterest more effective.



NAd Buyers Get Down to Brass Tacks on Mobileo andd i
Chin

Nielsen says 42% of those who downloaded app use it at least omwattBy Christopher
Heine

e December 05 2012
e Technology

Lost in the midst of Nielsen's layered "Social Media Report 28d@jrtearlier this week was
the nugget that Foursquare had 10.4 million Android/iPhone users in July, representitéd2ab
percent of th5 million peoplevho the New York firm says have downloaded its app. To be
fair, BlackBerry users were not in thiedy. (Though it also stands to reason that only a small
share of Foursquare users are on BlackBerry.)

At any rate, the 10.4 million figure seems to be at least marginally good news for Foursquare,
which, according to one investor capital source, is hawnvgork harder for funding these days
than in years pastomScore earlier this year reported Foursquare drew just between 5 million
and 6 million users monthly from March to June.

The Nielsen number is likely informative for brands still in the conatider stage about

cultivating their Foursquare presence through organic features on the app or via the platform's
nascent ads offerinVhether or ot it's a good number for threada-half-yearold Foursquare

is probably a matter of opinion.

And it's worth noting that Nielsen ranks the ggwial company only behind Facebook (78
million) and Twitter (23 million) in terms of July mobile app usersef@li, Foursquare usage,
per Nielsen, was up 118 percent during the month-gearyear.

Speaking with Adweek last month, FoursquaiO Dennis Cravley addressed how retailers

think about his firm' s users number: "1 woul d
reach more folks than they are currently reac
itéd be e asihisoneneawspapenifeveryonesiretheiwarld treads this one

newspaper."

a, Social Networkers Embrace Brands

FORECAST:MASSIVE JUMPIN SOCIAL SPENDING
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Oneof the manyrevenuechallengesadio stationsaretrying to masteris leveragindistenerswho follow themon
SocialMediaandconvertingthatloyalty into revenue As if multiple stationspromotionsNTR eventswebsites,
textingandsoonweren'tenoughto sell, alongcomesanewproducttheir listenersabsolutelylove. But while digital
revenueshowsignsof life for radio,socialmediais not muchmorethananextensiorof a radio stationbrand.ls
thereanyway to getour handsinto that big pot of money?A pot, accordingio BIA/Kelsey, that'saboutto explode.

BIA/Kelseyis forecastingJ.S. socialmediaad revenuewill growfrom $4.6billion this yearto $9.2billion in 2016.
And, thelocal segmenbdf U.S. socialmediaadrevenueswill grow from $1.1billion in 2012to $3 billion in 2016.

Sowhat'sdriving thatrevenueBIA's JedWilliams says,fiThe continueddevelopmenbf nativeads,suchas
F a c e b $ponsdyesbtoriesandT wi t Premot@d weets andthe acceleratiorof mobile mondizationwill be

the primarydriversof socialadvertisinggrowththrough2 0 1 6 . 0

BIA sayssocialdisplayadvertisingwill continueto accountfor a higherpercentagef revenuesduein largepartto
F a c e b MaketplaceAdsandY o u T uraudtiledisplay units (video,traditionalbanners)BIA/Kelsey expects
growthto alsocomefrom nativesocialadformats,"which areemergingasviable displayalternatives.'Native
socialadvertisings definedasbrandedcontentintegratedwithin a socialnetworkexpeience(e.g.,the newsfeedr
contentstream)."Spendingon nativesocialadvertisingwill grow from $1.5billion in 2012to $3.9billion in 2016.
Growthwill bedrivenby the higherpremiumsnativesocialad unitscommand."

Let 6s Face it: Mo s t Soci al Me di a

)
H.November 28, 2012 byjoddWassermar1
LikeTweetr1Shard®in ItShare

This post reflects the opinicons of the author and not
Ma Shable C:) P_ E D receszarily those of Mashable as a publication.

Thesocial media marketingacklash has begun. Blame the unlikely tearred Oniorand

IBM. The formerdropped a pitciperfect takedoan o f s o c merightleeforee x per t s o
ThanksgivingThen Big Blue released data that showed Facebook had almost zero effect on
Black Friday sales, and Twitter actually heata
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The onetwo punch confirmed my deep suspicion that a lot of the buzzeakeh blather around

social media marketing the past few years was itself a form of marketing fooeé&fred

experts looking to make a buck off scaredltub i p compani est. héelrheatarse matt
bright, honest people plying their trade. I t 6
Jerry Maguiremoment.

For those not familiar with the movie, Jerry Maguire (Tom Cruise) was a sports agent who gets

tired of the dishonesty in his industry and pens a mission statement, paper copies of which he
distributes to everyone else in the firm. (Hey, thes1996.) Thngs don 6t wor k out
but at | east he gets Renee Zell weger . -ishf youbo
lately, here are some talking points:

No more buying Likes.It was forgivable in 2009 to try to rack up as many Facebook fans a
humanly possible, but now that i1ités al most 20
That s especially true i f a consumer has to L
Sure, you get exposure when a friend of that consumertseésgke, but the truth is, your target
doesndét necessarily |like you. He or she just
exposure that comes from that Ldewh et her it 6s a Sponsored St or )
Facebook Ticked isfraudulentJ ust | i ke in real l'ife or in sct

someone into |iking you. Theyol !l always figur

Salvaging a customer interactionWehvdwaltlt esedai
and heard stories of incensed customers whine about their experience on Twitter and then

get set right by a competent customer service
Over the summer, | had a horrible experience with United Airlines. | went on Twitter to
complain and Unitedemv er responded. The nerve! Now, here
flight and Uniteddés price was even $10 cheape
That s not because 1 6m a forgivingtymerson. |t
booking a flight.On the other hand, | had a wonderful interaction on Twitter this summer with

Best Buy, but again, 106d drop them in a heart
lower price. The moral: Customer service via social msdigeat, but often irrelevant.

One final example: Back in 2005, Dell became a whipping boy for ignoringwitiaer Jeff

Jarvis, whose Dell Hel | bl og became a pri me ex
have a social media strategy. So, Dell g®dunch of social media experts to turn things around.

Now the company is a model for any brand looking to set up a dialogue with customers in social
media. And so how is this working out for Dell? Not so well TAg Guardiarrecently wrote,

ADel | is looking |ike the sick man of the PC

Youbre not Ba amuls!| asleedt padbettisessPublishersareBr ands ar
publishers. For instance, Co€2ola has 55 million Facebook fans and does a great job providing

them with a stream of conte@ut, ifPa g e L e v e r i8 t® berbelisvedaokecwhill be lucky

to reach 6% of those fans with its status updates. If it wants to reach the other 94% or so, then it

has to payNow | ask you: What sort of publisher has to pay money to another media company

to reach its own readers? In another exampl®! claims some32,000individual blogs and a

wealth of other professiongrade content. Yet one does not simply go to IBM.com and expect
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to see editorial content. No matter how good, ithe reader will always suspect the goal is not
truths eeki ng, but the promotion of I BM. Thatos

The secret to good social media marketing: Make good products and offer good servicés.

you cano6pleriokopé@dLi kingodo your brand, maybe
know, like your brand. How? Undesromise and ovedeliver. Make products and offer services
that are really, really good. Thatdas not to
marketing communication. Every once in a while if you have something interesting to say, then
by all means use Twitter or Facebook to say it. But stop posting cute pictures of puppies to win
cheap Likes.

And i f youdre ever aouldderrydoss, ask yourself:

Social media impact on retailers' sales uncertain
Hadley Malcolm, USA TODAYShare
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Story Highlights

e 40% increase in sockhedia campaigns over Black Friday
e Social media drove less than 1% of total online sales and traffic on Bialzky
» Retailers using it more for awareness than getting direct purchases

6:40PM EST November 28. 201 Retailers may have hit record sales over the shopping
weekend from Thanksgiving through Cyber Monday, but the impact of social media campaigns
manyof them invested in is less certain.

Offerpop, which helps retailers including Amazon, Sears and Walmart run-swuiating
campaigns, says it saw a 40% increase in saogglia campaigns by its clients for the Black
Friday shopping weekend compared Wikt year.

Yet social media made up less than 1% of online traffic and sales on Black Friday, according to
IBM Smarter Commerce, which tracks sales for 500 of the top retail sites. And that's down from
last year.

DISCOUNTERS: Small business not keen on Groupon for holidays

HOLIDAY SHOPP ING: Get the latest news, videos, qift guides

That's based on cust@rs who were referred to a retailer's site through social media and made a
purchase right then.

It may not necessarily be a bad thing though, given retailers were using social media more to
raise brand awareness than to push sales this year, says dayddanstrategy director for IBM
Smarter Commerce.
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Target rewarded a number of customers that were tweeting about the company with electronic

gift cards over the weekend, spokesman Joe Curry says. It also used an interactive Facebook app
to reveal its Bhck Friday deals by pitting a series of items against each other and asking users to
pick which product they thought would go on sale for Black Friday. The game had almost 1

million users in a fouday span, Curry says.

Twitter mentions for retailers algomped. Mentions of the @DisneyStore handle increased 42%
over the weekend, the company reports. And tweets with the hashtag #FairyGodmother, which
customers included when they had a question or needed help with a product, were up 40% from
last year.

While it may be hard to track how much this kind of senialdia activity benefits retailers in

terms of sales, "most of the retailers we've worked with have all agreed that people talking about
their particular store or brand is always going to be betterrbg" says Erin Robbins O'Brien,

head of business intelligence at Viralheat, a data analytics company whose software helps
companies track soctahedia sentiment.

And social media's influence on purchases is stronger than the IBM numbers let on, .she says
"Social media in some way, shape or form is oftentimes one of the first ways someone will hear
about something," O'Brien says. "It contributes to not just awareness but actual product

decisions."

That was the case for Alan Cavanna, who bought a Detipagfter seeing a tweet sent out by
Best Buy on Cyber Monday.

"Mostly people are using social to discover products and to discover deals," says Mark Cooper,
chief marketing officer for Offerpop. "That's how it's driving transactions."”



Facebook is like
advertising at a party.
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average Facebook users has 130 friends . (source: AllTwitter
43 percent of Facebook users are male, while 57 pav€&mcebook users are female. (source:

Uberly)
In August 2012, Instagram had an average of 7.3 million daily active (seusce:All Things
D)



