
1Marketing Rebooted .co.nz

MarketingRebooted .co.nz



2Marketing Rebooted .co.nz

MARKETERS’ FEARS
ABOUT SOCIAL MEDIA

(and how to overcome them)

Michael carney

This eBook is prov ided to you free of charge.
It may be shared freely with others prov ided that the complete
document is shared, without alter ation, addition or deletion of
any pages. This publication is copyrighted - all rights reserved.



3Marketing Rebooted .co.nz

FIRST EDITION

Marketers’ Fears About Social Media / Michael Carney.

This ebook is copyright. Except for the purposes of fair reviewing, no part of this publication may be
reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopy-
ing, recording, or any information storage and retrieval system, without permission in writing from the
publisher. Infringers of copyright render themselves liable to prosecution.

© 2010 Michael Carney
The author asserts his moral rights in the work.

Published by Netmarketing Services Limited, Auckland, New Zealand

This ebook is based on elements of the Social Media Marketing eCourse.

Course details are available from http://MarketingRebooted.co.nz

First published 2010

IMAGE CREDITS

Front Cover & Contents Page: Adventures Into The Unknown imagery and logotype
Copyright © 1948 B & I Publications Inc.

Other illustrations from publications by Ace Comics, Ajax-Farrell Publications, American Comics Group

DISCLAIMER
The author and publisher of Marketers’ Fears About Social Media have made every effort to provide
helpful and informative advice on marketing through social media through the publication of this book.
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      HY IS IT THAT SO MANY
MARKETERS ARE AFRAID OF
SOCIAL MEDIA? WHAT IS IT
ABOUT THE MEDIUM THAT
MAKES OTHERWISE COMPETENT
BUSINESS OPERATORS COME
OVER ALL NERVOUS?
A SEPTEMBER 2009 SURVEY
OF GLOBAL MARKETERS BY
MARKETING SHERP A
REVEALED THREE BASIC
SOCIAL MEDIA FEARS THAT
MAKE MARKETERS GO WEAK AT
THE KNEES (AND THE WALLETS).

THIS IS IT?
KEEP DRIVING.

IT’S OUR NEW SOCIAL MEDIA HOME.
IT MAY SEEM SCARY AT FIRST, BUT I’M
SURE THAT ONCE WE SETTLE IN WE’LL
FEEL REALLY COMFORTABLE THERE.

chapter onechapter onechapter onechapter onechapter one
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WELCOME T O THE FEARFUL WORLD OF SOCIAL MEDIA
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FEAR OF THE UNKNOWN
We’ll get to the research shortly , but first let's talk a little
about fear -- specifically , fear of the unknown.

Renowned horror writer H. P. Lovecr aft  summed it up thus:

“The oldest and strongest emotion of mankind is
fear, and the oldest and strongest kind of fear is fear
of the unknown.”

The late John Lennon  had his own take on the subject:

“It's fear of the unknown. The unknown is what it is.
And to be frightened of it is what sends everybody
scurrying around chasing dreams, illusions, wars,
peace, love, hate, all that--it's all illusion. Unknown
is what it is. Accept that it's unknown and it's plain
sailing. Everything is unknown--then you're ahead of
the game. That's what it is. Right?”

THE PROBLEM FOR ALL MARKETERS
There was a time when marketers understood all the elements of a complete market-
ing communication plan. Today however, traditionally-trained marketers find them-
selves actively having to consider communications tools that (or at least so it seems)
have the lifespan of a mayfly yet have instantly become insanely popular with con-
sumers all over the world.

Marketers have a comfortable familiarity with:

l  Brochures and printed matter
l  Print advertising
l  TV commercials
l  Radio advertising
l  Point of Sale materials

And they’ve learned to use (or at least live with):

l  Corporate websites (typically with limited functionality)
l  Database-driven direct marketing
l  Search engine marketing campaigns
l  Sporadic email marketing efforts
l  The occasional online banner advertisement

But social networks scare them silly .
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The vast majority of today’ s marketers are not “digital natives”. They grew up (and,
by and large, went through the bulk of their professional training) before the internet
changed everything.

In June 2006 the American Advertising Federation  released its latest Survey of
Industry Leaders on Digital Media T rends, confirming that many Fortune 500
companies have only limited ability to capitalize on online advertising.

Sixty-three percent on US industry leaders believed that Fortune 500 compa-
nies are “generally behind the curve when it comes to online ad strategy .”
There is also a wariness of advertising executives regarding their own ability
to keep pace with the changing digital environment.

Fifty-eight percent said that they personally are “struggling simply to manage
existing online efforts, let alone stay ahead of the curve”.

That’s the challenge.

For many of today’ s marketers,
social networks are the place where
anarchy reigns (in the form of uncon-
trolled consumer activity and com-
ment).

Some worry that the Facebooks and
MySpaces of this frightening new
world will be marketers’ graveyards –
the place where brands are most at
threat.

And there is a risk of that happening
– at least for those brands and or-
ganisations that don’t play fair with
the consumer.

For most organisations and marketers, however, social networks can become
simply another communications tool – if they can overcome their most basic
and heartfelt concerns. Which brings us back to that research.

WHERE BRANDS GO TO DIE?
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These are perfectly reasonable concerns. Let's deal with them one at a time (and
we'll add in one more issue not canvassed by the E-Tailing Group but nevertheless of
concern to marketers).

WHAT ARE MARKETERS
SO CONCERNED ABOUT?
These are the three fears most commonly cited in the Marketing Sherpa survey:

Brand degradation fear
“people can trash my products in front of large
audiences”

COMPETENCE fear
“I am using outdated marketing/merchandising
techniques”

COMPETITIVE fear
“customers’ inclination to leave their site
to find a more socially-engaging site”

High-Flier Under LOCAL A tt ack In Social Media
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1. BRAND DEGRADATION FEAR

“people can trash m y products
in front of large audiences”

Yes, they can. And yes, it does happen -- just ask Cadbury or JetStar or Kraft (in
their capacity as makers of the briefly-infamous iSnack 2.0).

But social media simply accelerates the scuttlebut that’ s happening out there any-
way. So if consumers are talking negatively about your brand on Facebook, it’ s simply
a symptom of a bigger problem.

Ayelet Noff , founder and CEO of Blonde 2.0, recently discussed the issue in a very
effective blog entry:

When you open a business and start marketing your services and exposing your
brand to others, people will start talking about your brand. And this is why you
exposed them to your brand in the first place.

People are going to be talking about your brand no matter what. The question
is: Do you want to be a part of the dialogue or do you want to just play ostrich
and ignore what people are saying? If a person is dissatisfied with your serv-
ices, do you prefer he opens up this discussion in a “I hate <your brand>”
group opened up by another hater or do you prefer that he come to your page
and post the complaint there, allowing you to respond appropriately and even
perhaps win him back as a client?

Social media didn’t create the dissatisfied customer — it only allowed him a
platform to express his frustration. If you don’t give him the stage to speak,
he will do it elsewhere and it will cause a great deal more damage to your
brand if you’re not there to respond and open to criticism.

VIRTUAL LYNCH MOBS GATHER ON FACEBOOK TO
TALK ABOUT WHAT MUST BE DONE TO SAVE DAIRY
MILK CHOCOLATE

PALM OIL?  IT’S A
TRAVESTY! NO WONDER
WE DON’T SEE THE
GORILLA AROUND ANY
MORE. SOMETHING
HAS TO BE DONE.
    AND F AST.

WHAT
ABOUT A

BOYCOTT?

BAN
THEM
ALL!

TWEET
FIRST &

ASK
QUES-
TIONS
LATER
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When we speak of social media, we speak of conversational marketing — lis-
tening before selling, opening a dialogue with the user and not just throwing a
blinking banner in his face. Brands need to make that switch in their heads
and understand that social media is SOCIAL.

Many conversations will be positive and you will have these nice messages
recorded for everyone to see publicly — your bosses, your investors, your
customers and potential customers:

Some conversations may be negative but these conversations should be seen
as welcomed opportunities to gain back customers. If you utilize social media
effectively and are alert to what people are saying about you online, then you
can also respond in a timely and intelligent manner .

When you’re dazed and confused and too afraid to see what people may be
saying about you, that’ s when the conversation can get out of control and your
branding and positioning can go out the window . Companies who understand
social media know that by using social media they are increasing the number
of positive responses to their brand and making sure to control and decrease
the negative responses by showing people that they actually care about what
they have to say.

  T TURNED INTO A REALLY FIERY MANAGEMENT
MEETING WHEN THE SUBJECT OF TWITTER WAS
RAISED BY THE C.E.O.

WHAT ARE WE DOING ABOUT THESE TWEETS I
KEEP SEEING? WHY ARE WE BEING TRASHED
BY THESE PEOPLE? GEOFF, YOU’RE SUPPOSED
TO BE OUR MARKETING
GURU -- WHY CAN’T
  WE GET SOME
   ACTIO N?

I’M O NTO IT NOW, CHIEF. WE HAD
SOME NEGATIVE PRESS BECAUSE OF
THE WAY WE MISHANDLED THE FACTORY
CLOSURE, BUT I’M TALKING TO SOME
BLOGGERS ABOUT OUR NEW-LOOK
  WID GET - THEY LIKE IT.
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2. COMPETENCE FEAR

“I am using outd ated
marketing/merchandising techniques”

There are three basic solutions to this issue:

1. Upskill yourself. R ead a book, Google the topic or take a course on Social
Media Marketing (ahem! we know one -- details at MarketingRebooted.co.nz )
and then start putting what you learn into practice yourself;

2. Hire someone with the necessary skills to handle your Social Media market-
ing requirements and leave them to it; or

3. Take a course, and then identify which Social Media elements you really
must handle yourself. Outsource the rest.

Our intention is that you'll learn enough from our course to opt for either Solution 1
or Solution 3, depending on your needs and available resources.

GRANGER
WAS SO
DESPERATE
TO LEARN
MORE ABOUT
SOCIAL
MEDIA THAT
VENABLE
AGREED TO
SEARCH IN
ANCIENT
TEXTS FOR
SOLUTIONS.
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3. COMPETITIVE FEAR

“cust omers’ inclina tion t o lea ve their site
t o find a more sociall y-engaging site”

It's a jungle out there, and has been for some little while now . Social Media has little
to do with the reality of competition. There'll always be some other bright shiny
bauble for customers to chase after . As always, the trick is to be yourself, put on your
finest gameface and be ready to grab your share.

FEAR OF THE FUTURE -- quoted by Scott Monty
“A friend sent me a PDF of an article from a business journal in which a com-
pany expressed reservations about this new technology over which everyone
seemed to be abuzz. They decided that they would restrict employees’  use of
it, because of the fear of corporate secrets getting out, of insider information
making its way to Wall Street, and of employees wasting their time on it. For
that reason, they set up the hardware on a single station in the middle of
everyone’s desks so that everyone could see how people were using it.

“That PDF was an article from a 1930s business journal and the technology
was the telephone.”

    UR WORST
FEARS WERE
REALISED WHEN
WE SAW OUR
BEST CUST OMERS
BEING CARRIED
OFF BY THE
OPPOSITION.
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4. MARKETERS NOT WELCOME HERE?
Another common concern of marketers contemplating entering the social sphere is
simply this: “How will consumers react if my organisation enters their online world?
Will I be welcomed or shunned? If they’re talking amongst themselves, do they even
want to hear from me?”

Frankly, it’ s all about how you behave in their space. A real-world example should
serve to illustrate the point:

You're at a party . The music is great – just your vintage – and you’re catching
up with friends you haven’t seen for ages. All in all, you’re having a great
time.

A group of you are chattering away (in the kitchen, naturally) when someone
you don’t know sidles over. He interrupts a fascinating line of discussion to
introduce himself – Tom – and within 30 seconds you know that Tom works in
real estate. Or maybe he sells used cars or insurance. Thirty seconds more and
he’s telling everyone his personal views on the best deals he can get, just for
you. You move away quickly, scarcely bothering to remain polite. “Who invited
that jerk?” you mutter to anyone who will listen.

Sorry to be the bearer of bad tidings, but when users are talking amongst
themselves, they don’t particularly want to hear from you (or from any other
marketers). Unfortunately , wherever people gather , the Toms of this world
aren’t far behind, shamelessly flogging their wares and looking to make a
quick buck. Such blatant opportunism – and appalling manners – has queered
the pitch for all of us.

Consumers don’t often want to dialogue with marketers, except on their own
terms, at times of their own choosing. And they really, really don’t want to be
interrupted or ambushed by intrusive advertising. Save it for the old media.

   T W AS AN UNFORTUNATE EXAMPLE OF
INAPPROPRIATE PRODUCT PLACEMENT WHEN
GLORIA BEGAN SINGING THE NEW BRAND X
JINGLE... DO WE HAVE

TO LISTEN TO
THIS STUFF
AT A PARTY?

COME ON,
FELLAS, LET’S GO
TO THE KITCHEN.

WE DON’T
NEED THIS.

REALLY,
GLORIA,

MUST YOU?
FOOLISH.
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So how should marketers behave in social environments such as Facebook or its com-
petitors?

Same party, different attitude. Tom joins your little group, but this time he
listens to the war stories being told. He may venture a comment or two based
on what's just been said, but he stays on topic and doesn't try to hijack the
conversation or flog his particular hobby horse. Eventually someone will ask
Tom what he does. Says he's in real estate, doesn't go overboard. Those of you
who could use some specialist knowledge toss a few questions at Tom, to
which he responds graciously, giving out free advice that’ s useful and not self-
serving. You ask Tom for his card. Whatever business may arise out of the
chitchat can be transacted later , in a much more appropriate environment.

Translating that behaviour into the online space: on sites such as Facebook: you might
start by interacting with people with whom you already have a relationship, such as
past or present customers (or invite those future customers who have made bookings
to keep in touch with you before they arrive).Follow-up chats will arise naturally .

The required behavior for marketers in social media is both straightforward and time-
less, regardless of the fancy new technologies involved. In fact, it's difficult to go
past the advice offered by the legendary newspaper columnist Emily Post (the Oprah
Winfrey of her day) in her classic 1922 “Etiquette” guidebook:

“If you ‘stop’ you can’t chatter or expound or flounder
ceaselessly, and if you ‘think’, you will find a topic and
a manner of presenting your topic so that your neighbour
will be interested rather than long-suffering.”

IDEAL CONVERSATION SHOULD
BE A MATTER OF EQUAL GIVE
AND TAKE, BUT TOO OFTEN IT IS
ALL ‘TAKE’. ABOVE ALL, STOP
AND THINK WHAT YOU ARE
SAYING! THIS IS REALLY THE
FIRST, LAST AND ONLY RULE.

OH, EMILY, IS IT
REALLY THAT
SIMPLE? IS THAT
TRULY THE SECRET
OF SUCCESS IN
SOCIAL MEDIA?
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Dateline: London England, Friday 18 December 2009

It was The Nightmare Before Christmas for Eurostar, operator of the trains that nor-
mally zip at high speeds through the Channel Tunnel between France and England. A
week before Christmas 2009 more than 2,000 people became trapped after five trains
broke down in the tunnels due to “temperature variations” and “fluffy snow”.

A subsequent review of the incident [1]  described what happened:

On the night of 18/19 December 2009, snow fell in the UK, with even heavier
snowfall in France. The M20 motorway was closed, as were a number of roads
and motorways in the north of France. In these conditions, five Eurostar trains
travelling to the UK from Brussels, P aris and Marne-la-Vallée (Disneyland Paris)
broke down in the Channel Tunnel.

The first train to fail was recovered relatively quickly . The subsequent four
trains then broke down in rapid succession and passengers from two of them
had to be evacuated onto Eurotunnel passenger shuttles within the Tunnel.

chapter twochapter twochapter twochapter twochapter two

THE THE THE THE THE NIGHTMARENIGHTMARENIGHTMARENIGHTMARENIGHTMARE
BEFORE BEFORE BEFORE BEFORE BEFORE CHRISTMASCHRISTMASCHRISTMASCHRISTMASCHRISTMAS

1 Eurostar Independent Review, February 12, 2010

WHY SOCIAL MEDIA
SILENCE IS DEADL Y
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In other words, close to 100,000 travellers were impacted by the Eurostar breakdowns
and subsequent cancellation of services. In times past, consumers on the move would
have turned to their radios for the latest information. By Christmas 2009 however ,
more and more of those affected turned to Twitter for updates.

WHY TWITTER?
Because it's an ideal tool to use with mobile phones. W ith its
140-character limit on message sizes, Twitter has been set up by
design to integrate with mobile phone text limits. You don't need
a fancy smartphone -- Twitter works just fine with plain old SMS
text messaging.

Unfortunately Eurostar wasn’t active on Twitter at that time, and didn’t even own
the obvious Twitter accounts “eurostar” or “eurostar_uk”. The company did have one
Twitter presence, “little_break” (part of the company's marketing campaign “Little
break, big difference”). But even that account (managed by an outside supplier , ‘We
Are Social’) wasn't saying anything. In fact, there was no information coming out of
the company through any social media outlets between Friday evening and Saturday
midday.

Eurostar may not have been talking but its customers certainly were. There’s no
cellular service within the Channel Tunnel, but a number of passengers used Twitter
to describe their experiences once they emerged from the murky depths of the Eng-
lish Channel. Those comments were not encouraging.

Meanwhile those waiting in the train stations in both England and France to meet
passengers, as well as some of the 31,000 people due to travel on Saturday, also
started tweeting (largely negatively) about the situation using the hashtag [2]  Eurostar.
2. The hashtag (#), combined with a relevant identifying label, has emerged on T witter as a means of grouping tweets about a
particular topic -- as a result making the service easier to search.

Whilst the rescue operation was carried out
safely, passengers on all trains were delayed
for a very considerable period before they
arrived at their destination.

Following the train failures on the Friday
night, Eurostar services were suspended for
three days, causing severe disruption to
thousands of passengers. Over the days that
followed, before Eurostar resumed a limited
service on Tuesday 22nd December, over
30,000 passengers were due to travel to and
from the UK by Eurostar each day.

THE GHOST OF SP ARKY
TRIED T O W ARN UPCOMING
EUROST AR TRAINS THA T THE
CHUNNEL W AS BLOCKED
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THE CONSUMER CHIRPS
In #eurostar  coach, feeling part of a “P oseidon" catastrophe movie ... tweet
from ymotte

#eurostar  moving. Whether we make it depends on snow melting rates on a
train passing through an undersea tunnel at 100kph. Love modern life!
tweeted by ymotte a few minutes later

Eurostar clearly had a problem. And it's one that's facing businesses all around the
world. The old communications solutions simply aren't enough anymore. Yes, consum-
ers still watch TV, listen to the radio and read newspapers and magazines -- but not
as much, not as often, and certainly not with their full attention on the advertising
messages that populate those spaces.

Today's consumers are spending more and more time in the digital space -- although
in fairness it must be noted that they still spend large amounts of time with tradi-
tional media as well. According to 2008 data from the W orld Advertising Research
Center (WARC), onsumers around the world spent:

l  23.8 hours a week watching television
l  15.1 hours per week listening to the radio
l  3 hours per week on the Internet
l  read 3.8 newspapers a week and approximately 0.77 magazines

Source: WARC/TGI global data across 49 markets

That's a global average. In New Zealand in 2008, according to Nielsen Media Research,
Kiwis spent twice as much time online: 364 minutes (6 hours 4 minutes) per week on
the internet, on average.

EUROSTAR CREWS HARD AT WORK
MAKING REPAIRS FORTY FATHOMS
BELOW THE ENGLISH CHANNEL
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In fact, by July 2009 K iwi internet usage had increased so much that Nielsen was
forced to reclassify its definition of light, medium and heavy internet usage:

    l  Light:  was up to 50 minutes per week, now up to two hours
    l  Medium: was 50-150 minutes per week, now two to seven hours a week
    l  Heavy: was 151+ minutes per week, now more than seven hours a week

In other words, the definition of Heavy usage has nearly tripled, going from just over
20 minutes a day to now a full hour a day .

THE EUROSTAR EXPERIENCE

That February 2010 independent review we mentioned earlier revealed the need for a
far more co-ordinated and robust process for communicating with customers across
all channels, including the call centre, website and other media.

At the time of the crisis, Eurostar also came in for a lot of flack (from social media
users and the ever-opinionated bloggers) for not participating in the social sphere, at
least not on the Friday night.

By the Saturday morning, things started to change. In his blog post [3]  timed at
11.37pm on Saturday Dec 19 (after a very long day), Robin Grant (Managing Director
of the rail operator's new social media advisors ‘We Are Social’) blogged about what
happened.

“I was awoken this morning [Saturday Dec. 19th] by a call from our Account
Manager with news of the crisis. Despite not having a formal (or paid for)
arrangement in place, we’re pretty good at keeping an eye out for our clients,
even at weekends. Since then, [our team and I] have been working flat out to
help Eurostar deal with the situation.

AS YOU’VE PROBABLY GATHERED, WHEN THIS
PUBLIC RELATIONS NIGHTMARE TOOK PLACE
EUROSTAR WAS STILL IN TRADITIONAL CRISIS
MANAGEMENT MODE, RELYING ON ITS CALL
CENTER AND THE MASS MEDIA TO GET THE
MESSAGE OUT.

UNFORTUNATELY,
THE DIFFICULTY
THAT PASSENGERS
FACED IN GETTING
ACCESS TO CLEAR,
CONSISTENT &
TIMELY NEWS IS
ONE OF THE MAJOR
CRITICISMS TO BE
LEVELLED AT THE
ORGANISATION’S
HANDLING OF
THE DISRUPTION.

3 http://wearesocial.net/blog/2009/12/note-todays-eurostar -crisis/
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“This is an unprecedented situation for them so it’ s been challenging, to say
the least. Eurostar ’s Chief Executive and the rest of the team at Eurostar have
been working through the night and today , with their priority to get those
people that were stranded on trains overnight home and then to minimise the
disruption for everyone else.

“Since lunchtime, we’ve been sat in Eurostar ’s offices. As things were chang-
ing so fast, we had be very careful not to communicate incorrect information,
which restricted how much we could say , but we did pass on via Facebook and
Twitter any news we could the minute we received it.

“Most importantly , we’d been feeding back into Eurostar ’s crisis team the
questions that people had been asking in social media throughout the day , and
once confirmation of the answers came through we were able to get an F AQ
post live and spread the word about it via Facebook and Twitter .”

Why wasn’t a major oper ator such as Eurostar prepared with a social media crisis
control progr am?

In his blog Robin Grant also explained the background to his organization’ s dealings
with the company . It may sound familiar .

“When we first met with Eurostar , as we do with all of our clients, we talked
to them about the need to put a real-time social media monitoring and re-
sponding programme and crisis plan in place, and proposed a conversation
audit and consultancy project to help them implement such a programme.

“As is common with any business at the early stages of coming to terms with
social media, they could see the long term benefits of such a strategy . How-
ever as adapting their existing processes had wider implications across the
business, they decided to start small by moving forward with the Little break,
Big difference  campaign, to learn from the experience of engaging in conver-
sations in social media.”

NOW HEAR THIS! NOW HEAR
THIS! st and by for THE

  LA TEST UPDA TES ON
THE EUROST AR

SITUA TION!
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Perhaps the most significant lesson to come out of the Eurostar experience is simply
this:

Consumers now expect major br ands to be
present and active on the popular social media
platforms –- and are at first surprised, then
disappointed and ultimately angry about any
lack of real-time response to their significant
issues of the moment.

It’ s an unfair and unreasonable expectation – but it’ s today’s reality and companies
need to get with the program. Facebook and Twitter and the other social sites have
become deeply entrenched in peoples’ lives. Where they might once have turned to
the radio or TV, now they swipe at their iP hones or tap on their keyboards, expecting
companies to deliver the goods.

chapter threechapter threechapter threechapter threechapter three

THE NEW WORLD ORDERTHE NEW WORLD ORDERTHE NEW WORLD ORDERTHE NEW WORLD ORDERTHE NEW WORLD ORDER
oh no!!

THE CONSUMERS
-- THEY’RE

REVOL TING!
YES, THEY

CERTAINL Y ARE.
NOT ONL Y THAT

- THEY ALSO
EXPECT A LOT
MORE FROM

  BUSINESSES.
and if they

aren’t happy ,
they t alk.
     a lot .
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HOW IMPORTANT IS SOCIAL
MEDIA YET , ANYWAY? AREN’T
USER NUMBERS S TILL SMALL
(AT LEAS T FOR TWITTER)?
That's a valid question. Kiwi social media commentator Justin Flitter reports "the last
estimate I've read is about 50,000 Tweeters in NZ with probably a darn sight less if
you're just looking at active people".

"However," notes Justin, " take one look at WHO is using Twitter  and you'll find a
vocal, active community of industry leaders, media, public relations, marketers,
parents, entrepreneurs, all influences and early adopters who are social on and
offline, creating quite a buzz."

And that really is the point. Those most active on the social networks are Malcolm
Gladwell's Connectors , the people who "link us up with the world ... people with a
special gift for bringing the world together ."

Another key attribute of social networks: they're magnifiers. Whatever noise is out
there (for good or evil), they multiply its spread.

AND THEN
HE SAID,
AND THEN
SHE SAID,

RT @MOUTH: AND THEN
HE SAID, AND THEN
SHE SAID. #FAIL



22Marketing Rebooted .co.nz

SO WHAT DO WE KNOW ABOUT
KIWI FACEBOOK USERS?
There are currently 1,368,620 registered New Zealand Facebook users.
58% are Female.  And here's a breakdown of New Zealand Facebook users
by age group:

After dramatic growth in 2008 and 2009,
New Zealand Facebook website traffic has
flattened out thus far in 2010, according
to Google Trends.

NURSE, PLEASE
ROTATE ALL MY

FARMVILLE CROPS
ON FACEBOOK.
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YOU AND YOUR REPUTATION

"It takes 20 years to build a reputation and five minutes
to ruin it.If you think about that, you'll do things differ -
ently." -- WARREN BUFFETT

So -- are you the talk of the town online?

Let's look at some of the free monitoring tools out there and see what we can find
out about you -- or at least about the brands and companies.

SEARCHING THE BLOGS
Twitter and Facebook may be getting most of the press right now , but let's not forget
the good old blogs, still an outlet for many of us.

We started by searching on Google Blogsearch for "AA Rewards". NB Note the use of
the quotation marks around the phrase -- that helps to tell the search engine that
we're looking for an exact match to those words, not just listings that might carry
the words AA and rewards separately.

As you can see from the screenshot, Google found an estimated 194 blog posts or
comments about AA Rewards. Top of the pile, fittingly enough, Brad Heap, off on a
rant about AA Rewards offering discounts on tuition fees for the Open P olytechnic.
These are the sorts of issues that misguided individuals flame about online -- some
need to be addressed, others to be left well alone.
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The important thing, however , is to use the tools that are freely available online.
That way, you'll at least know what's being said about you online -- and can then
make a reasoned decision on whether or not to respond.

HOW SHOULD YOU RESPOND
TO ONLINE CRITICISM?
Anna Farmery at The Engaging Brand Blog has a great take on the subject,
describing Online Criticism as "Just Free Market Research":

"Something I get asked a lot about....

"Q. If somebody abuses my brand online I am not sure how do I handle it? Do
we have a so-called best practices book about how to handle online criticism?

"The important thing to realise is that criticism happens whether you are part
of the community or whether you decide not to engage. The only way to have
any degree of control, is to be part of that conversation so that you can turn
the negative perception into a positive awareness. Criticism is happening and
now is amplified to a global audience – so the question to me is why wouldn’t
you want to be part of that discussion about your brand?

"Couple of things to remember

   1. Monitor the conversations so that you are aware of what people are say-
ing.
   2. Respond to the conversations – however, remember it is important to have
coached people how to respond.
   3. Remember feedback whether positive or negative is great feedback.

"Be careful that you don’t read it as pure negativity . Instead see it as free
market research!"

JULIE DISCOVERS
THAT HER BRIEF

FLING WITH AD AM
IS THE TRENDING
TOPIC OF THE D AY

ON TWITTER
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TWITTER
For our next whistle-stop tour of the free monitoring tools, let's search on Twitter
for any information about another business operating in NZ: Bunnings.

These results illustrate one of the problems inherent in the worldwide web -- on
global websites such as Twitter or Facebook, we're at the mercy of good news or bad
news from anywhere. The most recent Bunnings tweet shown, from a disgruntled
installer in V ictoria Australia, colours the other entries (from more typical shoppers).

There's no easy solution -- consumers in New Zealand who use the social networks are
simply exposed to international news at a far faster pace than was ever the case in
the past. At least, with monitoring tools in place marketers can become aware of the
chatter in realtime -- and can fortify themselves accordingly .

 WELCOME TO
TWITTER. I’VE BEEN
WAITING FOR YOU TO
    A RRIVE.

 WHO ARE YOU? THE FAQs
SAID NOTHING ABOUT YOU.

 I’M THE TWITTER
CARETAKER. I --
HELP NEW USERS TO
  SETTLE IN HERE.

SO HOW DO WE STOP
USERS TALKING ABOUT US
AND TRASHING
OUR BRAND?

YOU’LL HAVE TO TALK
TO THE MASTER
ABOUT THAT. MY
ROLE IS TO FATTEN
YOU UP -- I MEAN,
     FEED YOU.
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FACEBOOK
On to Facebook. If you're a member, you'll find the Search box at the very top of your
screen. Just type in the topic you're searching for into the search box and hit the
Enter key.

For our search example, we took a look at the recent release “Alice In W onderland”,
just before the movie made its debut in K iwi cinemas. Here’ s what we found:

These are global results, of course. From this, we can determine that Facebook had
368 fan pages for "Alice In Wonderland" (not all of them necessarily for the Tim
Burton/Johnny Depp movie, of course) and around 1200 Groups affiliated with the
"Alice In Wonderland" phenomenon. The most popular fan page had 643,810 fans, the
most popular group 15,849 members -- a great fanbase for a movie release.

QUICK TIP
If you wanted to promote something to fans of a particular product that has a
fanbase on Facebook, fan pages and groups are great places to begin (though
with due tact and diplomacy and minimal commercialism, as we'll discuss
later).

By the way, it is possible to promote only to K iwi fans (through Facebook Ads,
which can be tightly targeted by country , demographic and interest).
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HOW SOCIABLE ARE YOU?
There are plenty of resources out there to help you monitor your brand (and your
competitors), in social media as well as the rest of the web.

We discuss those in more depth in the Social Media Marketing ecourse, but for now ,
we'll settle for demonstrating one particularly useful combination measurement tool,
HowSociable.com , which benchmarks your presence across 32 different metrics. W e
chose another local company, Turners Auctions, and came up with these results:

[NB The numbers are comparative scores, not raw numbers of mentions]

"How Sociable" is a great place to start the assessment of your Social Media presence,
because it allows you to drill down into any of the 32 metrics shown and view the
mentions of your brand in detail.

HERE COMES
JOHN ABBOTT, THE
NEW MARKETING
MANAGER

LET’S PLAY A
LITTLE TRICK
 ON HIM. HE
DOESN’T KNOW
MUCH YET
ABOUT SOCIAL
    MEDIA

HEY JOHN, THERE’S A
FLASHMOB MEETING DOWN
ON LAMBTON QUAY. THE
STARBUCKS MAYOR WILL
BE THERE. YOU SHOULD
TOO.

I’M O N MY WAY,
FELLAS. THIS
COULD BE OUR
WAY INTO THE
CITY COUNCIL!

WISH I
COULD SEE
HIS FACE
WHEN HE

GETS
THERE!

  ESPECIALLY
WHEN HE FINDS
 OUT THAT THE
 “MAYOR” IS A
FOURSQUARE.COM
AWARD, NOT A
  REAL TITLE!
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WHY SOCIAL MEDIA MATTERS

“The integration of community and social networking within e-commerce
has reached critical mass… failing to engage consumers via community
and social media will have brand and bottom-line implications…”
Laura Friedman, President, The E-Tailing Group, September 2009

WHAT’S AT STAKE IN THIS NEW SOCIAL MEDIA WORLD?

Perhaps most importantly , money. A 2005 analysis by the London School of
Economics and Political Science (LSE) and The Listening Company found that
both word of mouth advocacy and negative word of mouth were statistically
significant predictors of annual sales growth:

l  Companies enjoying higher levels of word of mouth advocacy , such as HSBC,
Asda, Honda and O2, grew faster than their competitors in the period 2003-04.
l  Companies suffering from low levels of word of mouth advocacy and high
levels of negative word of mouth, such as Lloyds-TSB, Sainsbury's, Fiat and T-
Mobile, grew more slowly than their competitors.

Overall, the LSE study concluded that companies with above average positive word of
mouth and below average negative word of mouth grow four times as fast as those
with below average positive word of mouth and above average negative word of
mouth.

   THOSE FOOLS
IN M ARKETING SAY YOU CAN’T
FORCE CONSUMERS TO SAY
NICE THINGS ABOUT YOU.
WAIT TILL THEY SEE WHAT

I’VE GOT PLANNED!

THE C.F.O. TRIES OUT
A NEW STRATEGY
AHEAD OF THE

FINANCIAL REP ORTING
SEASON
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SECONDLY, INFLUENCE
We live in a world that’ s steadily being transformed by social media. Consider the
role played by Twitter in June 2009, when those protesting the official outcome of
the Iranian election used the micro-blogging service to co-ordinate their actions and
spread the word to colleagues and supporters within and outside Iran.

As Time Magazine observed when discussing the events of mid-2009: “Twitter didn't
start the protests in Iran, nor did it make them possible. But there's no question that
it has emboldened the protesters, reinforced their conviction that they are not alone
and engaged populations outside Iran in an emotional, immediate way never possible
before.”

I KNOW THEY’VE ALL BEEN
CALLING IT IRAN’S GREEN
REVOLUTION BUT I NEVER
  EXPECTED THIS.

  SOMEHOW
THEY’VE TURNED
  EVERYONE
  GREEN. WOW!
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WHAT ELSE?
Social media isn’t only defined by crisis or revolution, of course. Much (indeed, most)
of what takes place on Facebook, Twitter , MySpace, Orkut or any of the social outlets
is far more prosaic. Friends chat, swap stories, give advice, gossip about celebs and
wannabes, play games and carry out a million other tasks, mundane or magnificient.

Sometimes, consumers even talk about topics near and dear to the hearts of market-
ers. According to the UK Social Media for Brands Report (June 2007) 80% of social
media users have either chatted about, commented on or reviewed a brand or prod-
uct on an online forum or social network.

Marketers in every business sector are waking up to the fact that consumers are turn-
ing for guidance to a whole new range of experts -- each other . Alas, you may have a
comprehensive training programme in place for your staff, agents, branches and
resellers -- but now there's a whole new constituency to inform, entertain, educate
or with whom you now need to interact. Again, the situation is totally unreasonable --
but that's life, 2010AD.

ONE SIZE DOESN’T NECESSARILY FIT ALL

A September 2009 study by The E-Tailing Group found that Facebook is consid-
ered by brands and merchants to be the single most effective tactic in mobi-
lizing br and advocates and influencers to spread the word about products/
services.”

However, when it comes to driv ing sales and customer engagement , cus-
tomer reviews came out on top by a wide margin, with 78% of those polled
listing customer reviews as the #1 social media tool for generating sales and
61% listing customer reviews #1 in driving customer engagement.

In other words, don't stop at Facebook or Twitter -- you need to master many
of the other social media tools out there as well.

Sall y discovers
another new social

network growing
in her backy ard .
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SOCIAL NETWORKS: BIG, BUT NOT
FOR EVERYONE (NOT YET ANYWA Y)
Sure, not everyone is equally immersed in the social soup. As the cyberpunk author
William Gibson famously noted, “The future is already here – it's just not evenly dis-
tributed.”

That’s particularly true of social media, where silver surfers do congregate alongside
the children of the millennium, in fast-growing but not yet mission-critical numbers.

Sites such as Facebook are still dominated by the young and restless – 60% of US
Facebook users are aged under 35 (according to iStrategy Labs, Jan 2010). And, as
we’ve already seen, New Zealand Facebookers show a similar skew.

But social networks are growing up (and growing older) fast. Globally , according to
The Nielsen Company, the time spent on social media sites was up 82% (year on year)
by the end of 2009. Much of that growth is coming from older demographics (fastest-
growing age group on Facebook: the Over 55s, who’ve just discovered The Joy Of
Social Networking).

YOU’RE LATE. THE ‘FACEBOOK
FOR OLD FOLKS’ SUPPORT
GROUP HAS BEEN
GOING HALF AN
     HOUR..

      NOT A
  VERY WARM
 GREETING.

       F ACEBOOK WAS
   OURS! OURS! HOW DARE
 THESE PENSIONERS COME
  ALONG? JUST YOU WAIT-
GEN Y WILL HAVE ITS
    REVENGE!

EVER BEEN TO ONE OF
THESE ‘FACEBOOKS

ANONYMOUS’ MEETINGS?

MORE OF A
TWITAHOLIC

MYSELF
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WATCH OUT,
HERE COME THE MARKETERS
By any measure, social media has gone legit. Naturally , the marketers are on their
way. But first, a little bit of upskilling is in order .

In a recent study (‘The Evolved CMO’, conducted amongst 132 chief and senior
marketers by Forrester Research and Heidrick & Struggles), the top tools CMOs
are interested in learning more about are Social Computing/W eb 2.0 applica-
tions such as blogs, social networking sites, wikis and other facilities that
enable consumers to comment on, and influence others about, brands or
products.

    T THE INSTITUTE OF
SOCIALL Y CHALLENGED

COMMUNICA TORS ...
OKAY, WINSTON,
TELL ME ABOUT
YOUR FEELINGS.

WHAT IS THE
FIRST THING TO
COME TO MIND
WHEN I SAY
 ‘FACEBOOK’?

IT’S HORRIBLE
DOCTOR. THERE ARE
CONSUMERS THERE.
AND THEY WON’T JUST
SIT & LISTEN.

WINSTON, IT’S
TIME TO FACE
 TODAY’S REALITY.
  CONSUMERS
     A RE IN
     CO NTROL, AND
    THERE’S
NOTHING
YOU CAN
DO BUT
ACCEPT
THE FACT.
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SO HOW DO YOU
UPSKILL YOURSELF?
There are plenty of places to find out more about Social Media Marketing, but we’d
be remiss if we didn’t encourage you to at least review our own Social Media Market-
ing eCourse.

You’ll find the full details at http://MarketingR ebooted.co.nz but here’ s a quick
rundown:

THE SOCIAL MEDIA MARKETING eCOURSE
This is a seven-week eCourse providing a comprehensive introduction to Social Media
Marketing, from the Basics to detailed instructions on how to build and run a Social
Media programme.

This eCourse is conducted on a web-based e-learning software platform, enabling
course participants to proceed at their own pace, accessing materials online. This
particular eCourse provides content in a variety of multimedia forms, including vid-
eos, slideshows, flash-based presentations and PDF files. No special software is re-
quired to participate.

Course lessons are released weekly, for participants to access in accordance with
their own timetables. Interaction with the course tutor is enabled through the plat-
form software tools (with telephone backup if required).
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WHO SHOULD ATTEND
Any Marketing, Advertising, PR or Communications
professionals (whether client-side or supplier-side)
who, while they may have a fair knowledge of what
social media options are out there, don’t know how
to use them effectively (and have a perfectly rea-
sonable fear of doing the wrong thing in a very
public arena).

WHAT YOU SHOULD LEARN
AS A RESUL T OF THE COURSE:

l  The principles of effective marketing in social media
l  Which social networks are strongest in New Zealand, who uses them
and how to sign up
l  What social media can do for your (or your clients’) business
l  How to build a social media programme (you’ll start constructing your
own during the course)
l  The best tools and techniques for monitoring social networks
l  How to really understand and engage with the consumer
l  How to create relevant, informative, killer content for your social media
programme
l  How to define and measure meaningful numbers to determine the success
(or otherwise) of your social media activities
l  Answering those questions that (if you’re not prepared) could kill your
career
l  How to watch for , and adapt to, the Next Big Thing in Social Media
(whatever that is)

EVEN THOUGH OUR HOUSE IS
BURNING TO THE GROUND, SARAH,
AND I LOST MY JOB LAST WEEK,
WE STILL HAVE EACH OTHER --
AND WE’LL ALWAYS HAVE THE
SOCIAL MEDIA MARKETING
  eCOURSE.

           OH, D AMIAN,
YOU’RE SO STRONG IN THIS
  MOMENT OF GRIEF AND
SORROW. ONLY YOU COULD
  STILL BE TWEETING AT
    A TIME LIKE THIS .
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Social Media Marketing

Feel The Fear
And Do It

Anyway
YES, VIRGINIA, THERE ARE
REAL THINGS T O BE SCARED
ABOUT IN SOCIAL MEDIA.
BUT WITH A LITTLE BIT OF
GARLIC, SOME SIL VER BULLETS
AND SOME DECENT TRAINING,
WE CAN FACE THE CHALLENGES
                      T OGETHER.


