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2013 SOCIAL MARKETING SURVEY

CHier MARKETER'S annual social media survey shows that social
marketing has gone mainstream By BetH Necus VIVEIROS

WHAT ARE YOUR TOP REASONS FOR

INTEGRATING SOCIAL INTO CAMPAIGNS?

CHANCE TO REACH MULTIPLE TOUCH POINTS

REACH CUSTOMERS WHERE THEY ARE SPENDING TIME ONLINE

ACHIEVE VIRAL SPREAD OF MARKETING MESSAGE

REACH CUSTOMERS UNREACHABLE
THROUGH OTHER MEDIA

SUPPLEMENT PAID MEDIA
WITH EARNED MEDIA

MORE COST EFFICIENT THAN
TRADITIONAL MEDIA

CUSTOMERS EXPECT US TO BE IN SOCIAL MEDIA

CORPORATE LEADERSHIP EXPECTS 2 60/
US TO BE IN SOCIAL MEDIA (1]

START CONVERSATION WITH CUSTOMERS/PROSPECTS

VALUE FEEDBACK FROM CUSTOMERS/BRAND ADVOCATES

49%
46%

87%
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Birds doit, bees doiit, even educated fleas
do it. Just about everyone is using social
media to communicate with their audiences.

(Think we'e kidding? Tell that to the
13,000-plus fans of the Bees page on Face-
book, the nearly 600,000 Angry Birds follow-
ers on Twitter and the seemingly endless
parade of flea market find pins on Pinterest.)

According to Chief Marketer’s 2013 Annu-
al Social Marketing survey, more than 77%
of respondents are integrating social into
their own or their clients’ campaigns, up a
percentage point from last year, showing that
socialis indeed now the norm for the major-
ity of marketers.

Respondents are using or plan to use a
wide variety of social tools, including cou-
pons or discounts that are exclusive to social
followers, easily sharable or targeted to geo-
social networks like Foursquare. Unique con-
tent as a reward for engaging with a brand
socially is being offered by close to half of
respondents, and over half are using social
media buttons either on Web pages or in
email. More than half are including Face-
book, Twitter or Pinterest links in all mar-
keting messages, while just a third are using
display ads in social networks.

WHICHTOOLS ARE YOU USING OR PLANTO USE THIS YEAR FOR SOCIAL MARKETING?

COUPONS/DISCOUNTS/OFFERS
EXCLUSIVE TO SOCIAL FOLLOWERS

COUPONS/DISCOUNTS/
OFFERS THAT ARE SHARABLE

COUPONS/DISCOUNTS/OFFERS 9%

TARGETED TO GEO-SOCIAL NETWORKS

UNIQUE CONTENT AS REWARD FOR ENGAGING WITH BRAND

SOCIAL MEDIA BUTTONS ON BRAND’S WEB CONTENT

SOCIAL MEDIA BUTTONS IN EMAIL

FACEBOOK/TWITTER/PINTEREST LINKS IN ALL MARKETING MESSAGES

DISPLAY ADS IN SOCIAL NETWORKS

26%

33%

62%
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SOCIAL HANGOUTS

Why are marketers using the social networks
that they are? Respondents cited Twitter’s
potential for drawing new business, but said
the constant demand for new content was
a drain (47%). Eighteen percent said they
“loved” Twitter and its ability to engage
with new customers. As for the remainder of
respondents, many cited an uncertainty as to
just how their brands should utilize Twitter.
“It's weird—Twitter reminds me of the old
AOL chat rooms,” wrote one, while another
cited scale as a major challenge in making
it work for their brand. “The biggest players
draw the most traffic. Whether brands can
interact in a strategic way is TBD.

Those who are using LinkedIn cited cus-
tom groups or subgroups (29%) and InMail
messaging (22%) as the top way they use
the network, followed by text or display ads
(13%), sponsored updates (9%) or a premi-
um company page (13%). Over a quarter of
respondents are not using LinkedIn at all
for marketing. When asked to describe their
opinion of LinkedIn as a marketing vehicle,
44% said most LinkedIn users are there to
further their own career development, rather

than engage in business conversations.
Use of Google+ for marketing purposes
trailed other networks—58% said they don't
use the network, while only 26% said they
had a corporate page and 13% said they had
alocal page on the network. Only 10% main-
tain a Google+ community, while only 6%
host Google hangouts or use Google Events.

SOCIALTECHNOLOGY

Social media management software
is currently being used by only 34% of
respondents; 16% said they have plans
to implement something like Wildfire,
HootSuite or Crowd Factory this year. Over
a third (39%) have no plans to do so.

The numbers were similar for social mon-
itoring platforms to track social mentions,
like Radian 6 or SocialSprout: 24% are cur-
rently using them, 16% plan to implement
such as system by the end 0f 2013, and 47%
have no plans to do so this year.

Social infrastructure solutions to inte-
grate social content like off-site reviews, tweet
rolls or activity feeds are only being used by
23%. Sixteen percent plan to begin using
them this year, while another 46% do not.

METHODOLOGY

The CHiEr MARKeTER 2013 Social
Media Survey was conducted
by email in August. The 1,020
respondents were from a variety of
industries, including advertising/
sales/promotion or direct marketing
agency (29%), manufacturing
or CPG (10%), retail/catalog/
distributor (10%), publishing/media
(6%), financial (7%) and others,
including nonprofits, health care,
travel and entertainment. Forty-five
percent identified themselves as
B2B marketers, 21% said they were
B2C and 35% said they marketed
to both. A little over a quarter of
recipients reported revenues of
under $250,000, 13% were under
$1 million, 20% were under $10
million, 14% were under $50 million,
16% were under $500 million and
12% were over $500 million.

HOW DOES YOUR COMPANY OR YOUR AGENCY'S CLIENTS ASSIGN RESPONSIBILITY
FOR CREATING AND CURATING SOCIAL MEDIA?

4%

Don’t know

8%

Primary responsibility
outsourced

13%
Spread across several
departments

9%
PR/corp. comm. has
primary responsibility

8%
Other

22%

Social media

specialist on staff

38%

Marketing dept. has

primary responsibility
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HOW DOES YOUR BRAND/CLIENTS/OUTSOURCED Over 60% of respondents reported that
SOCIAL MANAGER HANDLE THE SCHEDULING OR thfl’” brand or their briﬁds ﬁf“ﬁs operate

t t on rporat . T n
ADDITION OF NEW OR CURATED SOCIAL CONTENT? 2&?;;;,2;51‘; el 3;;33;{

to weekly (36%), several times per month
(20%), monthly (12%) or less often (19%).

MULTIPLE STAKEHOLDERS CREATE CALENDAR

AT LEAST ONE MONTH AHEAD 16% MEASUREMENT

When asked to cite the single most valuable
metric for measuring social marketing

20% impact for their brand, several respondents

admitted that they hadn't yet figured this
out. “Likes and impressions—that’s all we've

2 5% got now; wrote one. “Friends and followers
are a waste of time, but it's what our clients
believe in,” added another.

29% Others are searching for something more
concrete. “The bottom line is sales at the end
ofthe month,” wrote a respondent. “We use
surveys to ask clients directly where they
heard about us,” said another, while others
cited sign-up rates for things like enewslet-
ters solicited through social.

The lack of hard social metrics is clear-
| | | | J ly frustrating for many marketers. “There’s

0 5 10 15 20 25 30 engagement and growth of community.

Quite honestly, there should be better met-

A FEW KEY INDIVIDUALS CREATE CALENDAR AT LEAST ONE MONTH AHEAD

A FEW INDIVIDUALS CREATE/POST CONTENT WITH ONLY A FEW DAYS PLANNING

POSTING HAPPENS IRREGULARLY WITHOUT PLANNING

DON'T KNOW

WHAT PERCENTAGE OF TOTAL MONTHLY TRAFFIC
COMESTO YOUR WEBSITE VIA SOCIAL MEDIA?

Now Last Year

50%
0-4%
of monthly traffic

30%
0-4%
of monthly traffic

7% 3%

over 50% over 50%

22%

20-49%
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rics for determining social mediavalue,but  WHAT PERCENTAGE OF YOUR TOTAL MARKETING SPENDING
this seems to be the industry benchmarks WILL GO TOWARD SOCIAL MARKETING IN 20137

most often spoken about. As if getting high-
fives in public was some sort of currency”’
Anotherlamented that it would be great
just to know if their target audience truly was
active on a specific social network. “We deal
with alot of CIOs and CFOs. Are theyreally
. . L 0,
on any social networks, or is social just a 54 %o
waste of our time?” 0-9%
One marketer suggested that it would of marketing budget
be valuable to have “likes” qualified to show
that the person was truly engaged with the
brand. “At the moment, likes’ work really as 1 %
a stand-alone metric to simply show that
people are talking about something”
Likewise, another said it would be help- 5% |
ful to know how a consumer felt about being 50-79%
“affiliated” with a brand. “This would include
qualitative and quantitative measure on 6%
engagement, loyalty and other indicators
of preference. It would be like measuring a
baseball fan's interest or degree of affiliation 13%
with their favorite team.” ¥ 20-29%

B

80-100% \

2013 SOCIAL MARKETING SURVEY

30-49%

WHAT ARE YOUR BRAND'S OR AGENCY’S CLIENTS ' TOP THREE
STRATEGIC SOCIAL MEDIA GOALS? (CHOOSE UPTO 3.)

IDENTIFY BRAND FANS AND SPEAK DIRECTLY TO THEM 3 5%

MONITOR SOCIAL CONVERSATIONS ABOUT BRAND 29 %
AMASS LIKES, FOLLOWERS OR FANS 2 6%

GENERATE DIRECT SALES IN SOCIAL 19%

KEEP PACE WITH COMPETITION 1 7%
GENERATE LEADS 3 7 %
PROMOTE CONTENT MARKETING EFFORTS 2 5%

INCREASE BRAND AWARENESS 6 1 %

46%
P 14%
T 15%

STREAMLINE CRM EFFORTS 2%

REDUCE MARKETING COSTS 0
WITH EARNED MEDIA 1 1 /0

DON'T KNOW 3 %
OTHER 2 % | | | | |
1
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_900/ WHAT SOCIAL CHANNELS DO YOUR COMPANY OR
0 AGENCY’S CLIENTS USETO CONDUCT CAMPAIGNS?

11% 12%

6% 4%

FACEBOOK TWITTER LINKEDIN  PINTEREST ~ MYSPACE GOOGLE+  INSTAGRAM VINE LOCATION-  RATING/ BOOK- VIDEO PHOTO
BASED REVIEW MARKING AGGREGATION  SHARING
NETWORKS ~ SERVICES =~ NETWORKS SITES SITES

IFYOU (ORYOUR AGENCY'’S CLIENTS) DON'T MARKET VIA SOCIAL MEDIA, WHY NOT?

CUSTOMER/PROSPECTS NOT ENGAGED IN SOCIAL MEDIA

UNCERTAIN WHICH NETWORKS PROVIDE BEST OPPORTUNITY 2 1%

TOO HARD TO MEASURE ROI 2 1%

TOO HARD TO ATTRIBUTE SALES TO SOCIAL 19%

LACK OF BUSINESS 20%

LACK OF IN-HOUSE EXPERTISE 26%
MANAGING SOCIAL CAMPAIGNS TOO TIME CONSUMING 2 4%
CAN'T GENERATE ENOUGH CONTENT 2 0%

CUSTOMERS DON'T WANT TO 7 O/
BE MARKETED TO IN SOCIAL (1]

TOO DIFFICULT TO INTEGRATE 70/
WITH TRADITIONAL CHANNELS (1]

DON'T KNOW HOW 6(‘y
TO GET STARTED (1]

CORPORATE SEES NO VALUE IN SOCIAL MEDIA 24%

DON'T KNOW

4%

OTHER

40%
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WHICH FACEBOOKTACTICS ARE YOU USING OR CONSIDERING USING THIS YEAR?

PROMOTED PAGE POSTS 4 1%
SUGGESTED POSTS 29%

oisLAY ADS 33%

Yove un acesook open cmaen - 1.3 %0

LET WEB VISITORS LOG INTO FACEBOOK FROM YOUR SITE 3 1 %

LET WEB SHOPPERS LOG INTO 80/
FACEBOOK FROM CHECKOUT PAGE (1]

RUN AN APP WITHIN FACEBOOK 2 1%

OFFER BRANDED VIRTUAL 60/
CONTENT FOR APPS/GAMES (1]

CONDUCT PRODUCT 0,
SAMPLING/CROWDSOURCING 12 /0

SELL PRODUCTS WITH 60/
FACEBOOK COMMERCE 0

PROMOTE EVENTS 6 1 %

TARGET POSTS TO SPECIFIC DEMOGRAPHIC GROUPS 3 6%

OTHER 6%
|

0 10 20 30 40 50 60 70 80

WHICHTOOLS ARE YOU ORYOUR AGENCY CLIENTS
CURRENTLY USING TO MARKET IN TWITTER?

— 47%

PROMOTED PROMOTED PROMOTED LIVE VINE TWITTER TWITTER TWITTER HASHTAGS HASHTAGS NONE OF OTHER
TWEETS TRENDS ACCOUNTS TWITTER AMPLIFY CARDS EXCLUSIVE LINKED TO NOT LINKED THE ABOVE
SESSIONS CONTENTS/ CAMPAIGNS TO SPECIFIC

GIVEAWAYS CAMPAIGNS
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HOW MUCH WILLYOUR BRAND SPEND ON SOCIAL MARKETING IN 20137

50 47%

40

30

20

2013 SOCIAL MARKETING SURVEY

10

1% 1%

0.5%

UNDER $5,000- $10,000- $25,000- $100,000- $500,000- $1.0-$2.49 $2.5-$2.49 $10-$49.9 $50-$100

$5,000 $9,999 $24,999 $99,999 $499,999 $999,999 MILLION MILLION MILLION MILLION

WHAT ARE YOUR BIGGEST FRUSTRATIONS OR CHALLENGES IN SOCIAL MEDIA MARKETING?

CURATING SOCIAL CONTENT TOO TIME CONSUMING 3 7 %

DIFFICULT TO ATTRIBUTE SALES TO SOCIAL 53 %
HARD TO DETERMINE ROI 58%
NOT ENOUGH BUDGET

NOT ENOUGH STAFF

HARD TO MANAGE ACCOUNTS ON MULTIPLE PLATFORMS

NOT ENOUGH FRESH CONTENT

DON'T KNOW WHAT CONTENT TO CREATE 13%

NOT ENOUGH FOLLOWERS TO JUSTIFY EFFORT 1 7 %

CONFUSED WHICH CHANNELS 0,
CUSTOMERS USE 1 1 A)

EXPOSES BRAND TO 80/
UNMODERATED RISK/ CRITICISM 0

HARD TO SET RULES FOR 0
CONTENT CREATION 1 1 /o
CORPORATE LEADERS UNCONVINCED OF VALUE 15%

0,
- 5% | | | | | |
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