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Understanding the Understanding the 
Social Space
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Social Media Definitions

• Formal – Online applications, platforms and media 
that aim to facilitate interaction, collaboration and the 
sharing of content.

Universal McCann Social Media Tracker - Wave 3Universal McCann Social Media Tracker - Wave 3

• Informal – Technology platforms that enable people 
to talk with each other and share things that are 
important to them.
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How Big Is It?

• Hundreds of millions of U.S. consumers embrace 
social media

– 57 percent have joined a social network

– 55 percent have uploaded photos– 55 percent have uploaded photos

• Adults use social networks for more than leisure

– 43 percent organize for an event, issue or cause

– 28 percent make business/professional contacts

– 28 percent promote themselves or their work
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Trended Online Activities Show Continued Growth
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The Implication

Your audience controls where, when and 
how it will connect with your brand and 
what it will experience.what it will experience.
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What Will Your Audience Do Online?

• Form impressions of brand

• Judge strength, reliability of products/services

• Make purchase decisions• Make purchase decisions

• Influence others’ purchase decisions

• Buy
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Why Embrace Social Marketing?

• Learn about your:

– Brand

– Customers

– Trends

– Competition – Competition 

• Identify vulnerabilities

• Enhance customer service

• Address/correct misinformation

• Increase speed of movement/WOM

• Build relationships
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Understanding the Social Technographics Ladder

Total US

18%

16%

9%

33%

Source: Forrester’s North American Technographics® Benchmark Survey, 2009 

Base: 37,877 US online adults* 
*Adults participating in at least one of the activities at least monthly or more

33%

48%

41%
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B2B Social Media/ B2B Social Media/ 
Marketing
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The Case for B2B Social Media

• Top reasons for placing B2B content on social 
networking sites (Source: Keller Fay Group, 2007):

– Drive traffic (51%)

– Brand awareness (32%)– Brand awareness (32%)

– Direct selling (25%)

– Influence purchase decisions (15%)
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The Case for B2B Social Media

• 85.3 percent of B2B buyers surveyed would go online 
to research purchases (Source: Enquiro Business to 
Business Survey 2007).

• WOM is the #1 influence on business purchase 
decisions.

– Business decision makers most value communication 
channels that provide two-way dialogue. (Source: 
Keller Fay Group, 2007)
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B2B Interest in Social Networking Growing 

15



B2B Seeing Results with Social Media Marketing
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Blogging Universe: 
200 million blogs

120,000 new 
blogs created 

daily

73% of active online 
adults have read a 

Blogs

200 million blogs adults have read a 
blog

45% have 
started their 
own blog
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Of that group, 
24% read blogs 
regularly 



B2B Interest in Blogs Growing

• Blogs big in tech sector

– Forrester study found 57 
percent of business and 
IT professionals rated 
blogs as equal to or 
better in credibility than better in credibility than 
conventional sources
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Pioneers in B2B Blogging

• Corporate bloggers continue 
to grow

– Boeing

– Hewlett-Packard– Hewlett-Packard

– Sun Microsystems –
About 10 percent of the 
company’s workforce 
blogs

– Xerox

– General Motors
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B2B Blogging – Dow Chemical

• “Access Andrew,” internal blog by chairman and CEO 
Andrew Liveris.

• Outcomes:

– 27,000 employees visited first week– 27,000 employees visited first week

– 11,000+ employees visit site weekly

– Average of 50 comments for each post
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B2B Blogging – Emerson

• Authored by marcom 
manager

• Best practices in 
manufacturing automation
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• Connects reader with 
company experts



Blogger Outreach

• Key elements of blogger relations:

– Monitoring the conversation and participating where 
appropriate

– Utilizing social media to further customer service

– Ongoing interaction with bloggers, including offering 
product, keeping them aware of changes/news
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Social Media Relations
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Collateral Sharing

• New community-based application

• Enables creation, publishing, sharing 
of e-book content

• Upload collaterals and share with 
social networksocial network

• Embed links to videos, audio, 
documents, images, Flash files

• www.myebook.com
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Virtual Events

• Live, virtual conferences, trade shows, seminars, 
training opportunities, recruiting events

• Online; replicates aspects of physical events

• Can include: 

– Live Q&A sessions– Live Q&A sessions

– Collateral

– Exhibit hall

– Interaction with sales reps, experts

– Networking opportunities

• www.unisfair.com
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Social Media Applications 

Applications Dominate

• 57,586 applications on 
Facebook

• 200,000+ developers 
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• 200,000+ developers 
evaluating the platform 

• Used 34,000,000+ times 
in the past 24 hours

http://adonomics.com/ 

http://adonomics.com/
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ACUVUE® Application

• VISTAKON® (ACUVUE contact lenses) created a 
Facebook “wink” application 

– Users could send “sexy” winks, birthday winks, 
holiday winks, etc. 

– If you sent a wink, you got a coupon for the 
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– If you sent a wink, you got a coupon for the 
one-day lenses

• 165,000 winks sent

• 17 percent increase 
in sales

eMarketer, “Social Media at J&J: Missteps and Successes,” Dec. 24, 2008



• Microblogging platform; connects users in real time

• Average user followed by 69 others

• 140 characters answer, “What are you doing?”

• Marketing applications: 

– Improve customer service

– Monitor conversation – and competitors

– Put a face to the brand

– Consumers opt-in for communication
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The Twittosphere

This represents unique site visitors, NOT total 
platform users. Australia, for example, doesn’t 
even pop up in the Twitter.com stats, BUT there 
are a significant number of people utilizing the 
platform through other tools such as mobile.

http://blog.twitter.com/search/label/stats/ 
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Internal Microblogging

• Yammer is the “Twitter” of internal communications

– “What are you working on?”

– Internal discussion of ideas, posting of news, additional – Internal discussion of ideas, posting of news, additional 
questions, link sharing, more

– Free, closed network
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B2B Podcasts and Video Sharing

Qualcomm Incorporated, 
posts podcasts of 
executives discussing 
the company’s views on 
technology, industry technology, industry 
trends and business 
strategy. 
www.qualcomm.com
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B2B Podcasts and Video Sharing

Bendix Commercial 
Vehicle Systems LLC 
maintains a video 
library of its product 
demo and competitive 
comparison videos on 
YouTube. YouTube. 
www.bendix.com
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A Peek at the A Peek at the 
Conversation
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Listening to the Conversation

• Millions of blog posts

• Viral videos

• Reviews, replies and comments in forums

• Sharing of photos/images

• Micromedia

• Mainstream news
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Listening to the Conversation

Topic cloud: Words most commonly associated with th e commercial vehicle 
industry during the past 30 days. 

36



Listening to the Conversation

Conversations that included NHTSA during the past 3 0 days.
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Listening to the Conversation

This screenshot captures some real-time conversatio ns about 
commercial vehicles during the previous 30 days. A total of 
6,177 commercial trucking-related posts were recove red.
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Listening to the Conversation
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Listening to the Conversation
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Listening to the Conversation
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Listening to the Conversation
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Listening to the Conversation
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How Journalists Use Social Media

• Tweeting news, accepting 
pitches via Twitter

• Authoring blogs on behalf of 
publications

• Writing personal blogs

• Researching for stories, • Researching for stories, 
interviewing subjects
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Planning Planning 
Considerations
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Shifting Corporate Perspective

• Many companies are unable to:

– Let go of control

– Remain transparent

– See value of social media (many view it as a fad)

– Know where to start– Know where to start

• Many companies also:

– Think it’s too time consuming

– Think it’s just B2C, not B2B

– Don’t think anyone is really talking
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Integrating Social Media

• Shouldn’t be a foregone conclusion

• Should be a consideration during marcom 
planning planning 

• Should enable achievement of marcom 
objectives
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Integrating Social Media

• Key steps to integrate social media into your marketing 
communications plan:

1. Listen
2. Set goals

3. Choose the tools3. Choose the tools

4. Create a content strategy

5. Deliver content

6. Engage

7. Facilitate

8. Measure
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SILOS

Why Companies Are Struggling with Social Media

ROI

CONTROL

RESOURCES
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The Social Impact
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Social marketing 
should be 
considered within 
the context of 
overall business, 

Where to Start

listen

set 
objectives

track and 
evaluate

overall business, 
marketing and 
communications 
goals.

develop 
strategy/ 
content

identify 
influencers 
and tools

engage

facilitate 
and 

amplify
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Where to Start – Measure 
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Discussion
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