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What is Social Media?

Social media is a communication channel focused on
people, both public and private, and aims to deliver
success-based outcomes that result from meaningful
participation within a network or community. Social media
marketing focused on establishing relationships between
companies and current and/or potential customers, and
taps into the power of peer-to-peer influence.

© Gino Cosme Page 3 of 12 An introductory guide to Social Media



How is Social Media Marketing different to

traditional marketing?

Thanks to information overload many consumers
are sceptical about listening to traditional marketing
messages. No longer is traditional advertising the
best strategy for attracting a new business
prospect. However, recommendations are taking
place in the marketplace and hype is being
cultivated by communities that can and does have
a positive effect on their purchase decisions.

Social media introduces a unique aspect to your
company’s marketing strategy. Where once
companies dictated what was said about their
brands to a passive audience, consumers are now
becoming the creators and distributors of these
messages.

Aside from increasing your brand’s touch points,
social media marketing provides your company with
an opportunity to build valuable relationships with
these consumers and improve brand loyalty
amongst them (and their communities) by
engaging in meaningful dialogue. By integrating
social media into your marketing and
communications strategy, you can facilitate
reaching your consumers in both their off- and
online environments, which equates to targeted
(and measurable) branding.
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OA powerful global
conversation has begun.
Through the Internet people

As a result of social media being primarily
controlled by its users, a huge mind shift is
required. Unlike traditional media, social media
should not be entirely controlled by a company
with a narrow agenda or by hard selling

are discovering and inventi nqchniques. Any company trying to control it will fail

new ways to share relevant
knowledge with blinding
speed... As a direct result,
markets are getting smarter,

iserably. This means that being an active
participant is key.

It must be said that social media is not about to
take over traditional media, at least not in the
immediate future. However, identifying new media
activities that complement your traditional
marketing activities in an integrated manner, in

and smarter faSter th an MoOSturn targeting your audience in both their off- and

compan ies. ae Cluetrain Manifesto

Social media also helps you build a community
centred on your brand, in turn providing you with
another targeted mechanic to communicate to
and extract valuable information from. As a form
of market research, social media participation lets
you monitor conversations about your brand and
interest trends within social media communities.
Monitoring social media sites is an important part
of brand management. This is because it helps
you understand how supporters of your brand are
talking about your business.
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online environments, is definitely a step towards
building valuable relationships.

Imagine a campaign that starts off using traditional
media and extends online where true conversations
and measurement can take place — that’s what I'm

talking about!
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Are social media
platforms the domain of
the youth?

A lot of the social media content reported in the
media is the result of emerging creative talent,
many of whom do fall into the youth sector.
However this is because anyone with a bit of talent,
creativity and access to widely available
technologies can build a media property out of
sheer personal interest.

Having said this, there are many examples on the
Internet that focus on an adult demographic too -
even a business audience. 70% of MySpace and
Friendster’s user base, two of the world’s most
popular social networking sites, are people aged
between 25 and older. The Luxury Institute, as
another example, reported that in America, 76% of
wealthy Americans are reading blogs with 24% of
them blogging themselves (comScore).

A Universal McCann study found that reviewing
products online — a form of social media - is the
second-most popular activity on the Internet. Social
media then is aiding prospective customers in
researching their purchases.
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Since social media content and participation is not
limited to the creative expressions of some amateur
creatives, wikis, blogs, social bookmarks, podcasts
and webcasts are all excellent tools that can be
used by corporate society. Some may be better
suited for internal communications whereas others
better suited to engage with external customers.

Social communities exist on almost any topic
imaginable. From sport lovers and movie
enthusiasts to executive management and business
entrepreneurs, online environments that foster a
sense of community and interaction do exist. Just
go to Google and search for them. And if one
doesn't exist, forming one is a relatively simple and
cost effective exercise.

Social media rises above age boundaries and is an
activity that is being adopted throughout society.
Members of social media communities are also
typically of a higher income group and are inclined
to pay less attention to traditional media. This
equates to a large group of potential customers
that, with the aid of Social Media Marketing, you
can tap into.
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Examples of
social media sites

Facebook: social networking site
http://www.facebook.com

Del.icio.us: social bookmarking site
http://del.icio.us

Digg: social news site
http://www.digg.com

YouTube : video sharing community
http://www.youtube.com

Flickr: photo sharing site
http://www.flickr.com

LinkedIn: professional networking
http://www.linkedin.com

Wikipedia: web-based encyclopaedia
http://en.wikipedia.org

Second Life: virtual reality community
http://secondlife.com

Yahoo! Answers: community answer site
http://answers.yahoo.com

MyBlogLog: blog networking community
http://www.mybloglog.com
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Social media is not
about the technology.
It’s about people.

If social media is a communication channel focused
on people and aims to deliver success-based
outcomes that result from meaningful participation,
why then is it seen and positioned so frequently as
a technically-focused mechanic?

I have a suggestion that might bare the answer.
During a period of what some would call “social
media fatigue”, opportunists worldwide have placed
too much focus on Web 2.0 and the latest Web 2.0
tools that companies should be looking at adopting
to reach their target communities. However the
realist is that the most important characteristic of
any community is its people.

Much like any other online marketing channel,
social media is a communication tool between
companies and current and potential customers,
and that these customers are powerful in terms of
peer-to-peer influence. For this very reason,
companies who have successfully adopted social
media realise that success in this ever changing
space is about relationships, also the bedrock of
most successful businesses.

Success in today’s market landscape is about

recognising that the old way of doing things don't
apply in a new marketplace. Social media requires
a collaborative, interactive, value-based approach.
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We need to listen to what people are talking about,
read what they’re consuming, and participate in
their environment so that we can make smart
decisions that can result in creating loyalty and,
most importantly, give a brand a voice.

Technology enables these outcome requirements.
No matter what the requirement is, there is no
shortage of Web 2.0 tools in the market. Where
there is a need, tools will follow. But here’s the
crux; needs must be identified first. Customer
service needs. Marketing needs. PR needs. All of
these centre around communication not technology.

The reality is that people, including marketers and
communicators, should not have to adjust the way
they do things because of technology. In fact, the
opposite is true; technology should observe and
shape according to the way people do things and
the requirements companies have. This is because
we have to understand people and what they're
doing before we can assess whether we should join
the conversation and if so what technology to use.

Businesses across the globe are setting time to
identify what part of all the social media hype is of
meaning to their business, what their customers are
doing, what the best ways to reach them are, how
to integrate “new marketing” into current and new
strategies, to name some. These critical steps
should not be a function of the IT department,
especially in a traditional corporate landscape.

Social media is not about the technology. It's about
people and customers.
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More examples of
social media sites

Twitter:  social messaging/microblogging utility
http://www.twitter.com

Blogger: blog publishing service
http://www.blogger.com

Stumbleupon:  social web content discovery
http://www.stumbleupon.com

Technorati: social media search
http://www.technorati.com

Upcoming: social event calendar
http://upcoming.yahoo.com

Some South African
examples

Amatomu: social media aggregator
http://www.amatomu.com

Muti: social bookmarking service
http://www.muti.co.za

Afrigator:  social media aggregator
http://www.afrigator.com

Zoopy: social media sharing
http://www.zoopy.com
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Social media growth

In September 2007 comScore reported that 50% of
the 8 most visited websites were of a social media
nature (MySpace, Facebook, Orkut and YouTube).
The other four websites were search engines.
Hitwise also reported in March 2007 that Internet
visits to the top 20 social networking websites grew
by 11.5 percent from January 2007 to February
2007.

Universal McCann's research project highlighted last
year that out of 400 million active Internet users in

21 countries (featured in research), 170 million are

bloggers and 340 million are blog readers.

In January 2008 MySpace had over 110 million
monthly active users around the globe with 85% of
being 18 or older. On average 300,000 new people
sign up to MySpace every day.

At time of writing this, Facebook has over 70
million active users and is the 5th most-trafficked
website and 2nd most-trafficked social media site in
the world (comScore). According to Facebook,
outside of the USA, the U.K. has the most active
users (over 8 million). This is followed by Canada,
Turkey, Australia, France, Sweden, Norway,
Colombia, and South Africa.

Twitter reported in February 2008 that in January
2008 the total number of Twitter users trebled in
about eight months with over 700 000 users.
Today, TwitDir, as directory of some of Twiiter’s
users, says there are over 960 000 twitterers on
their database.
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LinkedIn issued a press release in April 2007
announcing that they had topped the 10 million
member mark. According to the release the
LinkedIn network was growing at a rate of over
130,000 members a week, with 14 new members
joining each minute.

According to Edison Media Research the popularity
of podcasting has grown by 18% year over year.
eMarketer reported in February 2007 that podcast
advertising spending rose to $80 million in 2006,
and forecasts that it will grow fivefold in the next
five years. In April 2008, a search for the term
‘podcast’ turns around 112 M results in Google

User-generated videos on US-based websites - such
as those found on YouTube - drew 22 billion views
from users worldwide (eMarketer).

Other interesting platform-specific statistics include
Flickr hosting over 2 billion images on their
database and Wikipedia having over 2.3 M English
articles, 730 000 German articles, 648 000 French
articles, 431 000 Dutch articles, and 372 000
Portuguese articles, to name some.

Worldwide, the expected number of user generated
content consumers in 2011 is said to hit 254 million.
eMarketer estimates that user generated content
will generate $4.3 billion in ad revenue in the US by
2011, which is up from this year’s expected ad
revenue of $1 billion.
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And what about social media in corporate
society? Well, according to a survey of 827
employees in organisations of 1,000 people and
up by content security firm Clearswift, 43% of
office workers access social media sites from
their work computers several times a day and
46% have discussed work-related issues on social
media sites.

Forrester Research reported that 89% of CIOs
surveyed said they had adopted at least one of
six prominent Web 2.0 tools - blogs, wikis,
podcasts, RSS, social networking, and content
tagging - and 35% said they were already using
all six of the tools. McKinsey also reported the
following percentages of companies surveyed
that planned to invest in social media tools: social
networking (37%), RSS (35%), podcasts (35%),
wikis (33%), blogs (32%), and mashups (21%).

Last year's Google’s annual Zeitgeist, which
reflected on the billions of search queries of 2007
and lists those topics that captivated Internet
users, unveiled that in the fastest rising global
list, social media and Web 2.0-related topics
dominate.

These statistics - and there are many, many more
- suggest one thing: social media is more than
just a hype. It's creating a massive shift in the
way we do things.
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Social Media Optimisation and Marketing

Social media marketing is an extension of
ordinary eMarketing. Like search engine
marketing, the aim is to deliver targeted results
and a positive return, which is measured by
predetermined business goals. What makes social
media marketing different is that it focuses on
social media content and communities.

It's important to realise at this point that social
media marketing is not a competing tactic to
traditional advertising. Instead, it's about getting
the message across to the right people and
harnessing the impact that these people and their
influence creates. By doing this, social media
marketing (dubbed relations) helps companies
develop interest and trust amongst communities,
improve brand support and loyalty, and most
importantly, communicate clearly, regularly and
honestly.

Having a presence in the very online
environments that your target audience populates
is priceless. The power of peer-to-peer referrals
should be the topic of more boardroom meetings.
This is because word of mouth or viral marketing
is one of the most effective advertising methods
available to your brand.

Social media marketing focuses on creating
opportunities that let your customers associate
themselves with you and your brand.
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It is also a proactive activity that monitors -
using online tools that help manage reputation —
customer dialogues, both good and bad, about
your brand, which in turn leads to being
proactive in engaging with these conversations.
Once you're in their space, social media
marketing gives you the opportunity to discover
your target market’s feelings and experiences
about your product, which again gives you a
competitive advantage.

Social media optimisation helps by optimising
your online real estates (websites, microsites,
social networking profiles, etc.) so that its
compelling content can be easily spread on the
Internet by users to off-site social and online
communities — basically making it “socially
friendly”. The most common example is adding
social bookmarks and trackbacks to your
website’s pages, such as “add to delicious” links,
which in turn creates a direct distribution
channel. But it doesn't stop there.

Social media optimisation and marketing leads to
the one most important marketing activity:
customer relationships. It is through building
relationships with your customers that you'll be
able to speak with your target base, learn from
them, become their “friends”, and ultimately
have long term relationships with them! As any
PR expert.
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By measuring all your social media activity,
gathering as much research, analysing it, and
then incorporating it into your overall
campaign plans, Social Media Marketing is an
excellent addition to almost any business
where relationships and buzz play a pivotal
role.

Wikipedia
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Why you should integrate social media

Social media is a constantly growing communication
channel that attracts a very large audience (your
consumers) who are engaging in meaningful
dialogue through content with people and brands.
For this reason alone, you should be prioritising its
importance.

Consumers themselves are becoming a far more
integral part of brand communication strategies and
processes. In fact, it would be accurate to say that
internationally, most media has gone social. This is
because users are constantly looking for new,
exciting ways to engage with their communities.

Traditional media has started to embrace social
media strategies and Web 2.0 technologies. They've
needed to. You see, people like you and I are the
new media - they're writing, taking pictures,
shooting video and recording audio, and they’re
sharing this together with their viewpoints with their
networks. And they're doing it online. In today’s
world, to survive you need to recognise this change.

The Internet has evolved to a platform that
harnesses collective dialogues. A lot of these
conversations are around trends, brands, and
experiences, which influence today's consumers
more so than traditional media. Never has being
able to tap into pee-to-peer influence been as
important than today!
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Social media can result in strong brand loyalty
within your target market and facilitate consumer
research and communications. If engaging with
your market is a priority, and you're looking for a
competitive advantage, then social media is
something you should be discussing in your next

marketing meeting!

OThe future of marketing is
about having conversations
with customers!@he ciuetrain

Manifesto

Some types of social media content

Blogs: the word blog comes from the word
Weblog and is often compared to a journal that
is available online. Blogs are typically updated
regularly using software that allows people with
little or no technical background to update and
maintain the blog. As such, it is a very simple
means of publishing and sharing content on the
Web and has in turn become the most popular
social media content type.

Social networks:  social network sites are
online social communities made up of people
who create profiles, and use these to connect
with friends, colleagues, classmates, or people
with common interests.

Podcasts: podcasts are audio content files that
are broadcasted over the Internet using RSS
(Really Simple Syndication) that users can
subscribe to.
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Wikis: a wiki is a type of shared website that
allows users to create and/or edit the content
thereon. Users manage all changes and ensure
accuracy.

Video sharing: video sharing refers to the
uploading, viewing, sharing, and rating of video
content on video sharing sites.

Social bookmark communities: social
bookmarking refers to users on the Web saving
web pages of interest to them as bookmarks to a
website or community and then tagging these
bookmarks with keywords. Depending on whether
they are saved for public or private use, bookmarks
can be shared with other users.

Other social media examples include vlogs (video
blogging), photo sharing, microblogging, message
boards (forums), and even virtual reality, to name
just some.
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8 Questions to ask
before starting a social
media campaign

1: Why do you want to use social media? While, I
think that many companies should exploit the
numerous benefits that social media marketing
(dubbed relations) affords them, there are equally
as many companies who should stay clear from the
medium. Determine what the underlying goal is
and why social media should be used to achieve
same before you continue.

2. Which department will social media become a
vertical to? Often it's the technical department that
gets the thumbs up. But think carefully. The
Marketing and PR departments are generally the
creative, content-driven folk who hold the key to
any company's target market. This is at the soul of
any social media strategy! Also, well executed
social media is a result of an integrated approach.

3: Is the company ready for social media
engagement? Often, so much blue tape exists
within corporate society that we forget that it's not
conducive to the pace-of-lightning speed that social
media is. Determine beforehand what processes
need to be in place for your engagement to be real
and timely.
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4: Similar to point 3, is your company ready for
the brutally honest feedback that exists on the
Internet about your company or brand and if so,
is the business ready to make positive changes to
the business? This includes having access to
senior management - even Exco level - so that
they're aware of what's happening in the space.

5: What part of the bottom line are you hoping to
improve on with social media? This is a biggie.
You see, I'm all for brand positioning. It's
important. But it generally costs a lot of money
and on its own does very little to a business’ profit
margins. Social media, like any other online
marketing channel, needs to be used for the
purpose of generating leads. Sure, the approach
may be different but there needs to be a financial
target. It's that simple. Anything less is fluff.

6: Have you got access to target social media
communities that you can rely on to launch a
blogger or social networker seed campaign? Being
able to reach out to influential online networkers
with a large following is important to accelerating
the campaign and its message into the social
media community.
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7: Speaking of bloggers, are you aware that social
media goes beyond bloggers and blogging? Often a
company will jump on the blog bandwagon not
realising that other social media channels do exist
that could offer far more value to both your
business and customers. Do the research. Call
someone in. Make informed decisions.

8. Have you experimented and ideally succeeded
with a SEO campaign? Because Search is the
lifeblood of online traffic, it is important to
understand the fundamentals of Search and
Optimisation to reap the benefits across online
marketing disciplines. Similarly, it's important to be
able to make sense of quantitative and qualitative
metrics.
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Where to from here?

As with most things online, educating yourself on
the potential of social media is key. Understanding
the differences between social media and
traditional media - the obvious being control and
influence — and how they can and should work
together will prepare you for future participation.

You should also consider partnering with someone
who understands online communications and the
different eMarketing mechanics available, and how
they can and should co-exist with other on- and
offline components. Sadly, many advertising
agencies don't have this experience. The focus
must be on integrating agency talent with ROI
(return on investment) thinking.

Once you have done this, start tracking and
engaging with your target audience on the Internet
and use tools like Technorati to measure public
opinion. Setting automated tracking is a relatively
easy thing to do.

Of course, as with everything you do online,
develop a rounded strategy that outlines the
desired objectives your social media activity must
meet. Social Media Marketing has the potential of
many outcomes and it's important to focus on
those that are relevant to your business or
campaign.
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Try to assess how the Internet can be of value for
future product launches, in turn complementing
your traditional marketing activities. These initial
activities could change the way you market future
products. Your ultimate goal though should be to
build long-term relationships with your target
audience.

When you're ready to fire off your social media
campaign, I'd recommend keeping the following
in the forefront of everything you do:

be relevant to your target audience by
researching where they hang out online, what
they’re doing, who they are engaging with,
and how your brand can fit into the equation
speak with your audience and not to them as
you would in a normal social environment —
many of the laws of everyday social
engagement are similar in social media

make it simple for your users to feed your
content onto their own online communities
and don't try to control this

monitor your brand’s talk on the Internet and
be proactive in your responses.
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As with everything, it starts with experimentation.
However, the thing that makes online campaigns so
awesome is their measurability. Measure your
success against predetermined benchmarks by
tracking what is working and what isn't, and use
this valuable information to constantly optimise
your campaigns accordingly.

This campaign optimisation is what will ultimately
result in acquiring the most important piece of
marketing data: information about your consumers.
No other advertising medium can obtain this
information with similar success.

Good luck!

P.S. If you want advice or need someone to help
you navigate this world of social media, feel free to
contact me. I'm available to talk to your company,
consult with you and your key communication
partners, and provide ongoing support.

Email me at gino@ginocosme.com or visit
ginocosme.com and click on contact.
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LinkedIn: www.linkedin.com/in/ginocosme

While he is deeply South African at heart (albeit an EU citizen), he
considers himself locally based with global appeal. For this reason
To receive free notifications of when this he engages with both the local and European (and beyond) markets and will work and share
guide is updated, find out about upcoming his passion anywhere a plane ticket takes him. And where good coffee is served.

ebooks, or to receive free updates to my

regularly updated website, please subscribe

at: http://www.ginocosme.com/subscribe
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