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Integration of Social Media Activity with Other
Business Functions, Sep 2010
% of compamies* worldwide**

Marketing
33% 52% 16%
PR and communications

7% 5% 205

Customer service
[

Sales
CRM/customer data

Product development/innovation

Human resources
- 4%

W Well integrated W Some integration B No integration

Mate: n=338, numbers may nof sid o te T00% due (2 rounding, *clent-side;
*SLIK (F2%), other Eurape (T0%), North America (8%) and otfier (10%)
Source; Econsultancy “Social Media and Online BR Report 20707
spansored by bigmouthmedia, provided to eMarketer, Sep 29, 2010

120276 wanwelarketer.com




Attitude Toward Companies Monitoring Microblogs.
Jan 010
(% of inferned users in select countries)
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B Be glad they were listening W Feal they werae taking ro action
and réesponding to my issue and it was just for show
I Feel like they were spying
on me and violating my privacy
hicher i=d, 241
Sowrce! Feunc-Hl o s Mo s atsracive 0
Uritarstanding the rale of the vrberret in the lves of consomers, " ne 13,
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®iile consumerpulse

Are youmore likely to buy since
becoming a fan/ follower?

W Facebook

W Tuwvitter
B60%

Areyou more likely to recommend
since becoming a fan/ follower?

9%

100%
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45%
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Which of the following best describes how your
organization is using social media?

44 4%,

26.3%

349 4.1%

<1month 1-3 months 4-6 months 7-12 mormths 13-18 18-24 2dyears = 3years
months months

=#=—%ocial madia is fully integrated ino our business model

——We are using multiple secial-media channels in 2 coordinated effart
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Product Features



Showcase Initiatives & Educate



Selling



Customer Service
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Promotion and Brand Engagement



Demonstrating Quality



Building Social Proof



Brand Humanization






The Politics of ROI



Consider Other Business Benefits
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