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Social Media Marketing and its 
relationship with Society  

	
  4	
  drivers	
  of	
  post-­‐modernity	
  

Iden>ty	
  at	
  the	
  core	
  

Virtual	
  Revolu>on	
  Diversity	
  

Globaliza>on	
  



The social network figures 



Social Media Marketing and its 
relation with Businesses 

•  From	
  brand-­‐DNA	
   to	
   viral-­‐DNA:	
  projec>ng	
  
the	
   viral	
   nature	
   of	
   your	
   brand	
   into	
  
everything	
  

•  From	
   targets	
   to	
   people:	
   there	
   are	
   no	
  
targets	
   to	
  hit,	
   but	
  people	
  with	
  whom	
  you	
  
can	
  build	
  a	
  rela>onship	
  

•  From	
  life	
  styles	
  to	
  life	
  moments:	
  leave	
  the	
  
office	
   and	
   enter	
   the	
   tribes	
   and	
   their	
   “life	
  
moments”	
  

•  From	
   brand	
   awarness	
   to	
   brand	
   affinity:	
  
you	
   cannot	
   be	
   liked	
   by	
   everyone,	
   choose	
  
and	
  augment	
  your	
  affinity	
  

•  From	
   brand	
   image	
   to	
   brand	
   reputa:on:	
  
don’t	
   build	
   an	
   image,	
   but,	
   earn	
   a	
   good	
  
reputa>on	
  

From	
  Tradi:onal	
  to	
  Non-­‐conven:onal	
  Marke:ng	
  	
  

•  From	
   adver:sing	
   to	
   advertainment:	
  
don’t	
  try	
  to	
  persuade,	
  but	
  entertain	
  and	
  
s>mulate	
  the	
  conversa>on	
  

•  From	
  media	
  planning	
  to	
  media	
  hun:ng:	
  
change	
   your	
   media	
   planner	
   with	
   a	
  
“Communica>on	
  Hunter”	
  

•  From	
   broadcas:ng	
   to	
   narrowcas:ng:	
  
There	
   aren’t	
   just	
   the	
  methods	
   of	
   mass:	
  
think	
  of	
  how	
  long	
  the	
  queue	
  is	
  

•  F r om	
   c omu n i c a : n g	
   t o	
   b e i n g	
  
communica:on:	
   loose	
   control	
   and	
   be	
  
part	
  of	
  the	
  co-­‐crea>ve	
  flow	
  

•  From	
   market	
   posi:on	
   to	
   sense	
  
providing:	
  don’t	
   look	
   for	
  posi>on	
   in	
   the	
  
market	
  ,	
  but	
  your	
  sense	
  in	
  society	
  

Source: Badot, Bucci, Cova (2007) 



Social Media Marketing and 
its relationship with People 

A human mind bettered, 
broadened, refined and 
amplified by technology 
towards the search for 
digital wisdom 

Digital natives: people brought up with digital technology, from 1985(USA) and the start of 
the 90’s(EU), definition coined in 2011 by Mark Prensky 

Digital immigrants: people brought up before  technologies, that have subsequently  
adopted them  



Social Media Marketing and 
its relationship with People 



Social Media Marketing and 
its relationship with People 



We Are Prosumers 

Cit. Alvin Toffler (1980) 	
  



Strategic evolution 

From the marketing of a product to the marketing of condivision	
  



Strategic evolution 

Everything started with file sharing and Napster 



Strategic evolution 
We have gone from sharing files to sharing our emotions 



Companies and people 
choose their objectives 

	
  
1.  Increase	
  qualified	
  traffic	
  and	
  aSract	
  interested	
  par:es	
  to	
  products/services	
  
2.  Encourage	
  posi>ve	
  word	
  of	
  mouth	
  between	
  old	
  and	
  new	
  clients/friends	
  (Social	
  

engagement)	
  	
  
3.  Reply	
  quickly	
  and	
  offer	
  support	
  via	
  social	
  networks,	
  microblogging,	
  the	
  crea>on	
  

of	
  forums	
  and	
  support	
  communi>es	
  (Social	
  CRM	
  -­‐	
  Customer	
  Rela-onship	
  
Management)	
  	
  

4.  Increase	
  and	
  strengthen	
  the	
  notoriety	
  of	
  the	
  company/products/services	
  (Brand	
  
awareness)	
  	
  

5.  Increase	
  and	
  strengthen	
  the	
  reputa>on	
  of	
  the	
  company/products/services	
  
(Brand	
  reputa-on)	
  	
  

6.  Reduce	
  the	
  Time	
  to	
  market,	
  thanks	
  to	
  the	
  constant	
  interac>on	
  with	
  Clients	
  and	
  
constantly	
  listening	
  to	
  related	
  online	
  conversa>ons	
  

7.  Generate	
  income	
  via	
  the	
  internet	
  (Sale)	
  	
  



Only content makes the 
difference 

1.   Out	
   standing	
   story:	
   the	
   story	
   has	
   to	
   be	
   entertaining,	
   provoca>ve,	
  	
  
irreverent,	
  subversive,	
  "freaked	
  out“	
  in	
  order	
  to	
  get	
  aben>on	
  

2.   S:ckiness:	
  The	
  content	
  has	
   to	
  be	
   fresh,	
   something	
   that	
   the	
  user	
  hasn’t	
  
already	
  seen	
  or	
  beber	
  than	
  that	
  which	
  they	
  have	
  already	
  seen	
  

3.   Relevance:	
  The	
  integra>on	
  with	
  the	
  persona/”brand”	
  has	
  to	
  be	
  subtle,	
  it	
  
has	
  to	
  entertain	
  lightly	
  without	
  references	
  that	
  are	
  too	
  direct	
  

4.   Portability:	
   The	
   necessity	
   of	
   a	
   format	
   that	
   can	
   be	
   shared	
   on	
   line	
   with	
  
their	
  social	
  networks	
  

5.   Shareability:	
   people	
   share	
   and	
   create	
   conversa>ons	
  when	
   the	
  material	
  
offers	
  all	
  the	
  right	
  cues	
  

6.   Timing/Actuality:	
  references	
  must	
  be	
  relevant	
  to	
  current	
  events	
  
7.   Seeding	
  book:	
  the	
  payoff	
  has	
  to	
  happen	
  quickly	
  

Source: Viral score by GoViral, www.goviral.com (check list for assessing the 
quality of a viral content) 



We must map comunication to 
monitor its efficiency 

•  Brand Activity – How much does my 
brand communicate(number of 
posts per week) 

•  Response rate – How much does 
my brand respond to my fans’ 
questions 

•  Sentiment Index  - How much do my 
users like my communications 




