
Chapter 18

Social Media and 

Marketing



Describe social media, how they are used, 
and their relation to integrated marketing 
communications

Explain how to create a social media 
campaign

Evaluate the various methods of 
measurement for social media

Explain consumer behavior on social 
media
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Describe the social media tools in a 
marketer’s toolbox and how they are 
useful

Describe the impact of mobile technology 
on social media

Understand the aspects of developing a 
social media plan
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What is Social Media?
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Any tool or service that uses 

the Internet to facilitate 

conversations.



How Consumers Use Social Media

• In the US, 90% of American adults own a cell phone, with 

50% owning a smart phone.

– Instagram grew by 50 percent to more than 300 million 
users

– Millennials spent more than two hours per day on their 
smartphones

– Facebook had more video views (12.3 billion) than YouTube 
(11.3 billion)

– Snapchat grew by 56 percent

– Tablet usage has hit critical mass among mobile 

surfers 

– one in four smartphone users owns a tablet as well.



How we are using Social Media

350 million photos are uploaded on Facebook daily

400 million tweets are written

5 million photos and 86 million comments are 
uploaded on Instagram

500,000 + hours of video are uploaded on YouTube

Tablets and smartphones further contributed to usage

90% of American adults own a phone (US)

55% are accessing the internet on a mobile phone





Social Media and Consumers

At the basic level, social media 

consumers want to:

• exchange information

• collaborate with others

• have conversations

It is up to the marketer to DECIDE if ENGAGING in 

those conversations will be PROFITABLE and to find 

the most effective method of ENTERING the 

conversation.



Social Media – Implications for Marketers

1. Marketers do not control the content –

sharing with customers all around the world

2. The ability to share experiences at lightening 

speed with such large numbers can effect a 

company’s bottom line

3. Allows marketers to listen (and react)

4. More sophisticated measurement of 

consumer interaction

5. Allows for much more direct meaningful 

conversations with customers. 

Flo has 3.5MM FB followers



Social Commerce

 A subset of e-commerce that involves the interaction and 

user contribution aspects of social online media to assist 

online buying and selling of products and services.

Sites designed to 

help customers 

make more informed 

decisions



Social Media and Integrated Marketing Communications

Allows marketers to: Allows consumers to:

• Have 

conversations with 

consumers 

• Forge deeper 

relationships

• Build brand loyalty

• Connect with each 

other

• Share opinions

• Collaborate on new 

ideas according to 

interests



Lays Crowdsourcing



Owned Media

Earned Media

Categorizing Media Types

Paid Media

Owned media is online content that 

an organization creates and 

controls.

Earned media is a public 

relations term bringing free 

media such as mainstream 

media coverage.

Paid media is content 

paid for by a company 

to be placed online
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Social Media Comparison Chart



The Social Media Plan

1.Listen to customers

2.Set social media objectives

3.Define strategies

4. Identify the target audience

5.Select the tools and platforms

6. Implement and monitor the strategy



1. The Listening/Monitoring System

1.Monitor what is being said about a 

company, individual, product or brand. 

2.Text mining specific key words on 

networking sites, blogs, discussion forums, 

and other social media.

3.Once listening, develop a more formalized 

approach to respond or engage in the 

conversation
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The first action a marketing 

team should take when 

initiating a social media 

campaign is simple:

LISTEN!
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2. Social Media Objectives

Listen and 
Learn

Build 
relationships and 

awareness

Promote 
products and 

services

Manage your 
reputation

Improve 
customer 
service

Open dialogues with stakeholders. Answer 

customer questions candidly. 

Get customers talking about products and  

services.

Respond to comments and criticisms. Participate 

in forums and discussions.

Seek out displeased customers and engage them 

directly to solve issues.

Monitor what is being said about the brand. 

Develop a listening strategy.



Social Networks

Marketing Goals for Social Networking Sites

• Increasing awareness

• Targeting audiences

• Promoting products

• Forging relationships

• Highlighting expertise and leadership

• Attracting event participants

• Performing research

• Generating new business



3.  Define your social media strategy

• What is your elevator pitch?

• Gather best testimonials

• What makes you unique

• Craft a compelling story?

What 
differentiates 

you?

• What do you need to learn?

• What tools are necessary?

• Who is responsible?

• How will you measure

How will you 
execute?

• Age

• Gender

• Location

• Education

Who is your 
customer?

• Establish you brand

• Increase awareness

• Generate traffic to website

• Sales/Revenue

What are your 
brand goals

• What social networks

• How often will you post

• Blog

• Use video

When will you 
communicate?



3. Define Strategies
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http://blog.360i.com/social-marketing/quarterly-social-media-cheat-sheet
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Burberry Kisses 
http://kisses.burberry.com

Introducing Burberry Kisses.mp4


Social Media Campaign Best Practices

•Invite them to ask questions, take polls, provide reviews, enter contests and join mailing 
lists.

Action-gate - ask users to 
interact with social media posts. 

•give them a reason to provide information about themselves. 

•Offer prizes, discounts and exclusive content in exchange for their attention and information

•Make prizes relevant to the business if using a contest.  
Provide incentives –

•answer and address critique quickly and reinforce positive interactions with personal 
attention.

Proactively engage throughout 
the campaign –

•even if the campaign is focused on one platform (e.g. Facebook).
Promote across all social media 

accounts 

•Include campaign branding and language on headers, landing and home pages.

Adapt the look and messaging 
of your entire online presence 

to reinforce the campaign. 

Carefully monitor performance 
and adjust strategy if needed.



4: Have a clear understanding of who your target audience is. 

Both demographic and psychographic (attitudes, 

interests and behaviors), 

Helps to develop key messages and to identify 

the best communication channels to reach them.  

Pay attention to how your target participates on 

social media



5: Pick your channels  

Not everyone needs to be on Facebook, or in 

a magazine

Ask, which channels do my customers use?

What are the channels’ strengths and weaknesses?

How will being on these channels help reach my 

business objectives

Concentrate on most effective channels vs. being 

everywhere
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Have a consistent look and feel
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Ensure that your messaging is integrated. 

Make sure each element of your 

marketing campaign is set up to drive 

traffic to your ultimate target

If you have multiple members of a team 

working on disparate projects within the 

same integrated marketing campaign, 

facilitate team meetings to ensure all 

members are on the same page, the 

message behind the campaign is 

consistent and to manage company 

brand standards across the campaign



6. Implement and monitor the strategy

• Volume of customers based on posts and impressions, by 
social media channel

• By stage in the purchase channel, by season, and by day
Buzz

• Number of likes, fans, followers, and friends

• Growth rates, rate of pass alongInterest

• Number of comments, ratings, bookmarks, subscriptions, 
page views, uploads, downloads, embeds, retweets, FB 
posts, pins, and time spent with platform

Participation and 
Engagement

• Increase and decrease in searches

• Changes in key words
Search Engine Ranks 

and Results

• Positive, negative, neutral,  volume

Sentiment analysis

• Clicks, click-through rates, and percentage of traffic

Website Metrics



New Media Landscape

 The average attention span is 8 seconds, dropping from 12 

seconds in 2000.

 17% of page views last less than 4 seconds

 4% of page visits last more than 10 minutes

 60% of consumers do not remember the last display ad 

they saw

Mobile banner ads are far more insidious and harder to 

ignore. 
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