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Social network marketing
succeeds with

communication — not
advertising.
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Age Is also a major driver of adoption

Percent of each generation in each Social Technographics® category

e T T I I N B

Base: US online consumers

Source: NACTAS Q2 2007 North American Social Technographics online survey
NACTAS Q4 2006 Youth online survey
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Youth use social networks for communication
and self-expression

See what my friends are up to:

Sent a message to someone:

Posted/updated my profile:

Looked at profiles of people | didn’t know:

Searched for someone that | used to know:

Send a friend/connection request:

Listened to music:

Read a blog or journal:

Wrote on someone’s profile page (e.g., wrote on a wall, posted a
testimonial):

Watched a video:

Source: North American Technographics® Retail And Marketing Online Youth Survey, Q4 2007
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Objectives: define deployment

Direct customer insight Groups — leading or

Listening New product ideas listening
Beta testing Profile research

Create an emotional

attachment. Facebook pages

Talking
Advertising based on Advertisements

network

_ _ Victoria’s Secret PINK
- Excite your biggest fans. -
Energizing Applications
Word of mouth
Facebook pages

Supporting Peer-to-peer support Customer-created groups

Members become Groups or Facebook Fan

SEE contributors. Pages
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What Is an expert review?

Also known as heuristic review or scenario review

(7=

.\\y

Trained ... attempt to ... and evaluate
experts achieve the experience
user goals based on criteria.
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Forrester’s Social Network Marketing Review
methodology

Questions drawn from social media studies and
Forrester’s research

As well as from online discussions on the Web Strategy
Blog

Eight heuristics graded on a modified pass/fail scale
2,1,-1,or-2

Analysts trying to complete relevant user goals
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Social Network Marketing Review criterion

example
“Does the marketing effort encourage
member-to-member participation?”

(-2) The campaign does not provide any user participation; content is read-
only.
(-1) The campaign only allows members to view each others’ profiles or
preferences; they cannot directly interact beyond the basic social
networking features provided.
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Process for evaluating firms

Selected 16 large firms across four industries
Auto, media, tech, consumer goods
Tried to accomplish relevant user goals

Goal 1: content and experience

Goal 2: socialization, self-expression, and sharing.
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Scorecard: attributes for success

Does the campaign provide valuable content that supports the
community members’ goals?

Are key elements of the campaign available where needed?
Is the campaign self-fueling?

Does the marketing effort encourage member-to-member
participation?

Does the marketing effort encourage member-to-Web site
interaction?

Does the company participate in the campaign on an ongoing
basis?

Does the marketing effort allow the members to share the
elements to other locations?

Is there an appropriate call to action?
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July 2008 “Best And Worst Of Social Network Marketing, 2008”

Results from media industry
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July 2008 “Best And Worst Of Social Network Marketing, 2008”

Results from tech industry
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July 2008 “Best And Worst Of Social Network Marketing, 2008”

Results from consumer product industry
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July 2008 “Best And Worst Of Social Network Marketing, 2008”

Results from auto industry
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July 2008 “Best And Worst Of Social Network Marketing, 2008”
Top three most frequently failed criteria

© 2008, Forrester Research, Inc. Reproduction Prohibited




Marketing programs were not self-fueling

Most brands failed to offer elements such as
member-created quizzes, social games, or other
“limitless” ways for members to self-express.

As a result, most of these marketing efforts require
constant attention by firms.
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Marketing efforts do not encourage members
to participate among themselves

Member-to-member discussions are a hallmark of
social networks, but most brands failed to capitalize
on this dynamic.

In some cases, brands removed comment features
or discussion boards.

Brands created “static networks” rather than “social
networks.”
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Companies failed to participate in their own
communities

Community members enter these online virtual
‘stores.”

Many brands failed to communicate with them.

Would a brand do this Iin a real-life store?
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July 2008 “Best And Worst Of Social Network Marketing, 2008”
Top problems identified in Forrester’'s Social Netwo rk Marketing Review

© 2008, Forrester Research, Inc. Reproduction Prohibited



Agenda

Social Networks: a brand opportunity

Recap: Forrester’'s Social Network Marketing Review
methodology

Examining the current state of marketing experiences
2008 Social Network Marketing Review scores
Best and worst practices across 16 reviews

Improving your social network marketing experience

FORRESTER

24 Entire contents © 2008 Forrester Research, Inc. All rights reserved.




FORRESTER

Case Studies




July 2008 “Best And Worst Of Social Network Marketing, 2008”
Top three most frequently passed criteria
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Ford reaches to students

Limited interaction

Content doesn’t spread

A surprisingly ironic call to action
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A “surprising” call to action
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Ford scores -4 (fall)
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Mazda

Bare-bones Facebook layout
Didn’t contribute community-based content

Little company interaction

Misses the boat on community involvement
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Community interaction limited and not
spurred
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Mazda scores -1 (fail)
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Nike

Clean-looking interactive layout

Easy-to-use features make it easy to share.

Embeddable media

Misses the mark to interact with fans
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Rich media encouraged consumers to share
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Community discussions, yet no brand
Interaction
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Nike scores +1 (fall)

FORRESTER
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GM reaches for green

Sponsors “OurPlanet” (currently not sponsoring)
Let content spread through a widget
Used multimedia

Weak call to action: Cobalt
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Chevy reaches to be green
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A widget let content spread
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Videos tell the story
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Call to action hidden at bottom of page
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GM scores +3 (fail)
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Microsoft/Dell provide great content

Sponsored a climbing team

Showcased “Red Gear”

The team provided fresh multimedia content.
Responded to questions and comments

Let the community “participate” in the climb
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Community “joined” the climb
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How Red Works purchasing demo
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Microsoft/Dell [RED] scores +6 (fail)
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Sony BMG's Alicia Keys

Created unique content just for the community
Allowed community member interaction

Encouraged members to “talk back” to Alicia by
leaving voice messages to her

A true “fan site” for the fans to self-express
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Personalized media for community by Alicia
herself
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Behind-the-scenes videos
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Alicia Keys scores +7 (fall)
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Kraft’'s DiGiornio

Created unigue interactive experiences

Encouraged members to share with each other

Didn’t participate with the community
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“Dial a Prank” viral application crosses
mediums
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Encouraged members to recruit their friends
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Yet sadly encouraged little member
Interaction
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DiGiornio scores +5 (fall)
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BMW lets members take charge

Used “Graffiti,” a self-expression paint tool
Found an existing community

Let community members create ads
Community voted for winners

Recognized contributors

Let go to gain more
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BMW lets members take charge
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“Time Lapse” Animations of art work available

Related:
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BMW scores +9 (pass)
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Use the scorecard as a benchmark

68 Entire con

1) Provide content that the community wants
— not just to meet your brand objectives.

2) To the best of your ability, ensure the
experience Is user friendly — not just the
default layout.

3) For long-term success, make the effort self-
fueling, which makes your resources efficient.
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Use the scorecard as a benchmark
4) Get social — encourage member-to-
member participation.

5) Provide unique experiences that allow
members to interact with the site.

6) Don’t ignore your customers; be staffed and
prepared to talk back.
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Use the scorecard as a benchmark

7) Let it go. Allow members to share and
spread the information to their trusted
network.

8) After building trust, have a strong call to
action and make it “social.”
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Recommendations

Have an objective.
Utilize the “social” behaviors.
Let content go to further brand.

Turn to the crowd to create, spread, and own
content.

Don’t treat soclal networks as microsites or
corporate Web sites.

Do not apply traditional marketing.

Don’t holding too tight, as doing this reduces
chances for success.
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Obtain the Scorecard

Read the full report:

73 FORRESTER

Entire contents © 2008 Forrester Research, Inc. All rights reserved.




Selected Forrester research

July 5, 2007, “Marketing On Social Networking
Sites”

June 21, 2007, “How Consumers Use Social
Networks”

February 28, 2008, “Online Communities: Build Or
Join?”

February 12, 2008, “Online Community Best
Practices”
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Thank you

Jeremiah Owyang

+1 650.581.3844
jowyang@forrester.com
twitter: @jowyang

Blog: web-strategist.com

www.forrester.com
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