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d Social Media is really a conversation
s At . .
that is enabled by social tools
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MSON Why social media matters

“Indicate your overall level of trust in the following forms of advertising.”

Recommendations from consumers
Brand Web sitas

Email | signed upfor

Consumar opinions posted onling
MNewspapar

Magazinge

=

Radio
rand sponsorships

search angine ads

Ads before movies
Product placemants
Online bannar ads

Text ads on mobile phonas

. Trust "somewhat” . Trust "completely”

2

40% 60% 80% 100%

Baze: 470 responses recruited from PlanetFesedback.com members,
Source: Forrester Research, Inc. and Intellisesk.

Source: http://www.nielsenbuzzmetrics.com/cgm.asp
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CRIMSO ’LSociaI media trends driving massive
cha

ge in e-commerce

= [ransparency

= End of Command/ Control

= The Customer is the expert
= Participation — not publishing
= Enabling the long tall
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What does social media
mean to marketers?

CRIMSON
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We have to re-think the basics...

Web 1.0 Web 2.0
Acquisition — >  Attract
) —
Retention Engage
—
Growth Extend

Attract customers with compelling content
Engage customers in an ongoing dialog

Extend content beyond the site

Source: Crimson Consulting, 2007
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CrivsoN| Contact Us

Karen O’Brien, Partner, Crimson Consulting Group

Website: http://www.crimson-consulting.com

Email: kobrien@crimson-consulting.com

Blog: Achieve Market Leadership
www.achievemarketleadership.com
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