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Background and Methodology

Background fnéa community efforto

~.0OEqQuationb6s annual Mar keting I ndustry Tr
- the world of Marketing is evolving with the changing consumer/media landscape.

The 2009 study is unique in that we opened up survey development to the
Marketing Communityd and did so by leveraging a Web 2.0 strategy of
Acrowdsourci ngo t directlysfromm magkgtersy Ghassina Keolay s
(ACKO) engaged the marketing community
what they wanted to know through posts on the leading industry marketing blog
MarketingProfs Daily Fixand her own Marketing Blog.

To the best of our knowledge, i1itds the
AN has been constructed by and for the con
Marketing
Industry . S . .
Trends Our original invitation via a post by CK on the MarketingProfs blog produced

Equation outstanding feedback , spurring diverse and thoughtful questions covering social

Research media and emerging marketing tactics. The focus of this report will be to help
answer these questions, bring together common threads of insight and develop
some useful and actionable implications for the community.

Methodology

Email invitations were sent to over 50,000 marketing professionals to take part in a
ten minute online survey. Respondents were targeted from marketing industry
contact lists provided by Equation Research, AdWeekMedia Group and Authentic
Response. See page 40 for more information about these companies.

A total of 1,469 respondents representing advertising/marketing agencies, brands,
non-profits, consulting firms and research suppliers took the survey. Responses
were collected from June 3rd-July 24, 2009.

This analysis focuses on marketers working for brands directly (18% of total

sample) and advertising/marketing agencies (33% of total sample). A full sample
profile can be found on pg. 38-3 9 . I n several sections
examined differences in response by company size and although the sample sizes

can get rather small in these cases and should be used with caution, the results

are quite interesting from a 6direction
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Community Questions

Foll owing is the I|ist of questions deyv
Use the links below to go directly to the results for each question.

How do you define Social Media?

Is vour company currently using or planning to use Social
Media? If planning, how lonqg before implementation?

What are the greatest barriers to Social Media in your
company?

You mentioned Social Media is part of your Marketing activity,
what specific tools and services are you currently using?

How are you measuring the effectiveness of your Social Media
efforts?

What percentage of your Marketing dollars are you allocating
to different tactics this year?

How do vou see this allocation chanqging in the next year?

In the future, which one of these tactics/strategies do you
see having the most promise for your business?

Where does Mobile Marketing fit in your current Marketing
Plan?

Which of these types of corporate responsibility initiatives
does your organization currently implement, or plan to
implement, in the coming year?
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Key Findings and Implications

If we could sum up the results of this study in two words as it pertains to New

Medi a, and Soci al Media in particul ar,
060Boundless6 in the dual sense of wunres
6ent husiasmbéb in its simple, purest for

Marketers and Agencies in large and small, B2C and B2B spaces, are all
embracing the world of Social Media. Not only are many companies either
currently executing on strategy, many are planning and most are serious in
allocating substantial time and resources to this space.

If you are a Marketer looking to start a Social Media program or a
Agency/Consultant trying to help, navigating the waters can be difficult. Some
of the things we discovered in this research that might be useful navigational
aids are:

1. The need for a framework©é
In the Social Media space there is a clear opportunity to provide
Marketers with ways to connect ideas/themes together. This
I sndt nec e-sentance desgript@n od So@al Media, but
rather a map of consumer interaction, technology and tactics
that provides a better framework for understanding the
Mar keterds position in this comp

2. The need for a proper business pr
To implement a successful Social Media strategy, issues of
knowledge, resource/time and measurement must be addressed
first. Just Ol earning the tool s
business loop is closed with proper resource allocation and
measurement feedback.

3. You mi ght have to herd catsé
For many companies, building a Social Media strategy will be
more about harnessing and coordinating disparate efforts than
beginning from a clean slate.

4. You need to balance your [ eft and
With different tools and tactics in wide use, measurement is
understandably dispersed. Yet there is an acceptance that both
hard and soft measures need to come to bear in order to assess

Success. Equat On
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Key Findings and Implications

5. Be prepared to scal eé
Online channels, at nearly a third of all spend, are a significant
proportion of the Marketing budget and growing. Given the
interest and momentum behind Social Media efforts, we would
expect to see its allocation rise. As efforts begin to bear fruit,
current plans need to scale well, and should be built with this in

mind.

6. Soci al Media I s not a channel é
Even though we have used that term throughout this report to
describe Soci al Medi a in the con

channel. There is no easy translation of a traditional Print,

2009 TV, or even Online campaigns to the world of Social Media.

Marketing

Industry . . . .
Trends To round out the discussion on New Media, the community also asked about

Equation the current state of Mobile Marketing. We discovered that:
Research
7. Mobil e Marketing s Iin early adop
While many companies currently lack plans for Mobile Marketing,
this is not a sign of lack of interest. Like consumers, companies
also follow adoption curves. If early Mobile campaigns show
promise, those on the side-lines are likely to move into the
space with, at the very least, experimental efforts.

Equat on

research g
Info@equationresearch.com



mailto:cburke@equationresearch.com?subject=Re:%20Marketing%20Trends%20Study

How do you define Social
Media?



How do you define Social Media?

Mar keters werené6t afraid to offer up t
Media from very different angles. Some emphasized the interaction among

" consumers, for others it was the technology, and for still others the specific

o/ tactics employed by brands.

Social networks (Facebook, MySpace, Twitter, YouTube, etc),
Interactive media (blogs, etc); widgets, on -
demanad/customizable media and marketing tools, for use

with viral marketing.

An interactive online medium that connects users to
Share information and experiences.

2009 Dynamic, casual or informal relationships developed and nurtured
Marketing between two connected parties of mutual interest. There is a hub,
Industéy source or portal for the connection that delivers value through
ETéigtiz N Information, products or services that motivate the parties.
Research People talking to each other, it just happens to be
online.

Medlia that is outside of the marketer's direct control. As marketers
we may influence the conversation, but we do not control it. Social
media encompasses all media where consumers control the dialogue.

While it was clear the common t heme wa
sheer diversity of responses indicated a difficulty to articulate what this meant.

It was as if Marketers were searching for the definition by piecing together

common catch phrases, struggling to actually articulate the idea they had in

their head.

Implication

For consultants and specialists in this field, there is a clear opportunity

here to provide Marketers with ways to connect these ideas/themes
together. Thi s i-senténte des@igtiensokSadial | v a
Media, but rather a map of consumer interaction, technology and tactics
that provides a better framework fo
position in this complex social net.

Equatlon
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How do you define Social Media?

'~ Social networks (Facebook, MySpace, Twitter ~ Engaging/facilitating peer-to-peer
YouTube, etc); interactive media (blogs, etc); =~ communication/sharing online. peer-
widgets; on-demand/customizable media and  generated content, ratings, and
marketing tools; for use with viral marketing. interactions.

) o It's the peer2peer marketing/branding arm of

Peopletalking to each other, it just a campaign. It's believable, current and
happens to be online. instantaneous. It's fast and fleeting... it's a big
component in all future marketing endeavors.

Social Media are tactics

ct(r)]r?\t/s:g:i;?]rbaémge-xv;ye An interactive online medium In.tern.et-baseql _
company and it's _that con_nects users to_ share  communications applications
2009 information and experiences. that connect pgople based on
_ prospects and users. common interests
Marketing :
Industry
Trends . . ) .
Equation Dynamic, casual or informal relationships For Business: An Online Conversation
Research developed and nurtured between two between consumer and product. For
connected parties of mutual interest. everybody else: An Online conversation.

There is a hub, source or portal for the
connection that delivers value through
information, products or services that

motivate the parties. A set of technologies, tools and platforms

facilitating the discovery, participation and
sharing of content, supporting the

Media that is outside of the marketer's development of large and small communities.

direct control. As marketers we may
mfluetn(‘ie_ztthse cprl\versdgtlon, but we do noltl Social media is an umbrella term for
an rohl - Soclal media enc:)rrllp;ﬁssisla applications used to connect people
media Where consumers controt tne dialog. horizontally, instead of the top -down

method of traditional media.

Tools that connect people through An interactive means of maintaining
shared values or some other communications with like minded
shared affinity. individuals with similar interests
providing them meaningful information
Entities, programs or other online to do their work and stay current.
media where the purpose of belonging
is to interact with others, whether it Online technologies and practices that people 2
be purely social, a mix of social and use to share opinions, insights, experiences, and O
business, or business oriented. perspectives with each other.

Equatlon
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How do you define Social Media?
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How do you define Social Media?

Definition of Social Media - Unaided
u Response Brand Agency

Media 43% 45%
Types of media (digital, electronic, online etc) 20% 26%
Specific media channels 10% 10%

Blogs 8% 9%

Internet Based/Online 7% 8%

Specific Social Media Sites 24% 22%
Mafggt?ng Facebook  19% 20%
Industry Twitter 17% 15%

Trends

Equation MySpace 10% 8%
Research Linkedin 2% 5%
YouTube 2% 1%

Interactive/Interaction 19% 26%

A ALBIEC

Community/Connections 19% 19%

Communicating 14% 20%

Information Sharing/Finding 11% 14%

Content 7% 12%

Connecting People Online 7% 6%

Sharing Content Online 6% 9%

Network/Networking 4% 4%

Conversations/Discussion 3% 5%

Online Groups 3% 4%

Person -to - Person/Peer -to -Peer 3% 3%

Q1. How do you define social media?

Equatlon

research 1,
Basei Brand (n=236); Agency (n=381) Info@equationresearch.com
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IS your company currently
using or planning to use
soclial media? If planning,
how long before
Implementation?



Current and Intended Social Media Use

Social Media adoption as a Marketing Tactic has permeated nearly two
thirds of all companies. Another third are actively planning to roll out
OO strategies; with a common time horizon of three to six months.

Usage of Social Media by Brands

Yes, it's currently part of

0,
our marketing activity 59%

2009

We're planning to In the nex 3 months 13%
Mg implemeng socialgmedia 2ggp " N4 -0 montie 7
Industry (NET) In the next 7 -12 months 3%
Trends 12 months or longer 5%
Equaton ~  TTTTTToToTomomoooomomoooooooooooooo
Research

No, we're not using or
planning to use social
media

13%

When you break this down by company size, there seems to be a schism
between Social Media use among small brands (less than 50 employees;
data on next page). Half (56%) of these smaller companies are currently
pursuing Social Media tactics, yet almost a third (29%) are not planning

any move into the Social Media spacei small B2B in particular seem
reluctant.

Implication

The adoption of Social Media is well past critical massi multiple
published studies support this finding. While the quality of the
implementations is difficult to asses, Social Media is now table-
stakes. No business professional should be without a solid
understanding of how this new world affects them.

MC2. Is your company currently using or planning to use social media? If planning, how E uatvon
long before implementation? ®

research 13
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Current and Intended Social Media Use

Usage of Social Media by Company Size (Brands)

Less than 5C 50 to 500
500 or more
employees employees
No,_were n_ot using or planning to use 29% 13% 9%
social media
Yes_, '|ts currently part of our marketing 56% 54% 62%
activity
We are planning tamplement social
YSRALF Ay GKSX
next3 months 12% 9% 16%
next4-6 months 0% 15% 6%
next7-12 months 3% 7% 2%
12 months or longer 0% 2% 6%
Sample size 34 40 137

Usage of Social Media by Company Type (Brands)

I?:usiness to Businessto  Both B2Gind
(zrészucr?er Business (B2B) B2B
No,'were npt using or planning to use 9% 210 13%
social media
Yes_, _|ts currently part of our marketing 71% 38% 59%
activity
We are planning tamplement social
YSRAI Ay GKSX
next3 months 12% 18% 13%
next4-6 months 5% 10% 8%
next7-12 months 1% 5% 3%
12 months or longer 3% 8% 4%
Sample size 78 39 92

q research
Info@equationresearch.com
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What are the greatest
barriers to social media in
your company?



Barriers to Social Media Use/Adoption

We asked brands and agencies to tell us some of the barriers they have
encountered - knowledge, measurement, and funding/time -resource were

the biggest. Agencies, asked about barriers they saw clients experience,

gave significant weight to édnot prove

o/
Barriers to Social Media Use/Adoption
We don't know enough about social media to know where 37%
to begin
There's no established way to measure the effectiveness 37%
of social media
There is no funding for social media in our budget
2009 We just don't have the time to invest in starting a social
Marketing media program right now
Industry
Trends Social media is not a proven/tested strategy
Equation
Research | dondot feel the
We have legal constraints and/or corporate policies that
prevent us from these types of marketing activities 9%
. m Brand
Other 90/0
9% Agency
Social media is not seen as a good use of employee time 7%
10%
I n truth, &éknowledged and O6ti med are
of understanding of Social Media makes the task seem daunting and the
learning curve seem steep. Smaller companies are especially concerned
with the ramp -up in resources required to move into this space. Lack of
established measures adds another layer of risk when investing valuable
timeandresource-61's the return there?d6 i s ¢t}

Implication

To implement a successful Social Media strategy, issues of

knowledge, resource/time and measurement must be addressed
first. Just Ol earning the tool sé
business loop is closed with proper resource allocation and

measurement feedback.

MC3. What are the greatest barriers to social media in your company? Equat On

research 16
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Barriers to Social Media Use/Adoption

Barriers to Social Media by Company Size (Brands)

Less than 50

50 to 500

500 or more
employees employees
WeR 2 ykbw enough about_ social 339 43% 350
media to know where to begin
We have legal constraints and/or
corporate policies that prevent us frc 13% 5% 21%
these types of marketing activities
There is no funding for social media 20% 24% 29%
our budget
We justR 2 yh&vé the time to invest
in starting a social media program rif 47% 19% 21%
now
Social media is not seen as a good | 13% 504 6%
of employee time
Social media is not a proven/tested 20% 0% 2704
strategy
¢ KS INd_Sthabllshed way to measu 40% 19% 44%
the effectiveness of social media
Other 20% 10% 6%
IR 2 yfe@liihere are any barriers 7% 19% 19%
Sample 32 30 100

MC3. What are the greatest barriers to social media in your company?

Eq

uation
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You mentioned Social
Media Is part of your
Marketing activity. What
specific tools and services
are you currently using?

18



Social Media Tools Used

Facebook, Twitter, online video and blogs are the four most popular Social
Media tools. Yet none of these are being used in isolation T there are on
average 5 to 7 other Social Media tools being either actively used or
dabbled with by Marketers at the same time.

Types of Social Media Used

84%
80%,
76%

69 - m Brand
63%: 101 ool
Agency
2009
Marketing 34% 6% 34%  33%4, 33% 50
Industry 5% - 3% 4% 1525%
Trends
Equation
Research

s\ O‘Q

vo°°
&

g
'\ .&?J X 'z?’ o g
& & gﬂ @ PO
N &
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In short, there is substantial experimentation going on among Marketers
who use Social Media. Large and small companies, B2B and B2C are all
jumping into and experimenting with multiple tools.

Implication
Experimentation is good and will partly fill the knowledge gap over
ti me. Yet our feeling is that as

barriers, a good portion of this experimentation is probably
undirected. For these companies, building Social Media strategy will
be more about harnessing and coordinating disparate efforts than
beginning from a clean slate.

MC4a. You mentioned Social Media is part of your Marketing activity. What specific tools E at On
and services are you currently using?

) research 19
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Social Media Tools Used

Social Media Tools Used by Company Size (Brands)

O Less than 50 5010500 o0 o
employees employees
Facebook Page 89% 60% 67%
Online videos 68% 52% 65%
Facebook Group 58% 44% 56%
Twitter 53% 56% 73%
Mafggt?ng Blogs 53% 36% 65%
v MySpace Page 37% 24% 28%
S o Widgets 26% 16% 37%
User forums 21% 16% 42%
Other 21% 16% 13%
Podcasts 16% 16% 44%
Webcasts 16% 16% 43%
MySpace Group 11% 8% 19%
Wikis 5% 16% 32%
Sample 48 56 146

Equatlon
research g
Info@equationresearch.com

MC4a. You mentioned Social Media is part of your Marketing activity. What specific tools
and services are you currently using?



mailto:cburke@equationresearch.com?subject=Re:%20Marketing%20Trends%20Study

How are you measuring
the effectiveness of your
soclal media efforts?

21



Social Media Measurement

Most companies we surveyed were using 2 to 3 different ways to track their
Social Media efforts. Brands and Agencies reported very similar resultsi
Agencies reporting for their clients.

Social Media Measurement

64%

Tracking website hits 62%

Monitoring qualitative feedback/sentiment
from those involved with the program

Tracking links on sites

2009 Tracking mentions on sites
Marketing
Industry Tracking sales/new business leads
Trends
Equation .
Research Measuring buzz ®m Brand

Using a third party tracking service or

research supplier Agency

Not measuring it

Other

While 6website hitsd reveals a still
feedback and internal senti ment wer e
business | eads and o6buzz©6 are all e X ¢
measures.

Implication

With different tools and tactics in wide use, measurement is
understandably dispersed. Yet there is an acceptance that both hard
and soft measures need to come to bear in order to assess success.

MC4b. How are you measuring the effectiveness of your social media efforts? Equat On

i research 22
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