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Social Media Marketing and its
relationship with Society

4 drivers of post-modernity

Virtual Revolution

Diversity



The social network figures

Number of Users on Popular Social Networking Sites
901 Million
users




Social Media Marketing and its
relation with Businesses

From Traditional to Non-conventional Marketing

From brand-DNA to viral-DNA: projecting
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 relationship

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 reputation:
don’t build an image, but, earn a good
reputation

Source: Badot, Bucci, Cova (2007)

From advertising to advertainment:
don’t try to persuade, but entertain and
stimulate the conversation

From media planning to media hunting:
change your media planner with a
“Communication Hunter”

From broadcasting to narrowcasting:
There aren’t just the methods of mass:
think of how long the queue is

From comunicating to being
communication: loose control and be
part of the co-creative flow

From market position to sense
providing: don’t look for position in the
market , but your sense in society



Social Media Marketing and
its relationship with People

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

La saggezza digitale non @
un attributo, ma una ricerca.
Gli uvomini non nascono
digitaimente sagglima
possono diventario,
Occorre considerare
seriamente lopportuniths &
diventare digitalmente saggl,
per non incorrere nel rischi
derivati da un uso poco
attento e ponderato della
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la saggezza
digitale.

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

adopted them



Social Media Marketing and
its relationship with People

UL
If you're reading this, there’'s a |l in 3
chance you're a Millennial - someone, @

according to research, who is between
the ages of I8 and 29, socially liberal,
tech savvy, educated, and excited for
the future. Sound like you? That’s not
surprising: there are 50 million mil-
lennials in the US today, and we pretty ARARA
much rule. l

AGE 18-29




Social Media Marketing and

its relationship with People
A generational view: by 2015

New!
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Generation |, Seniors...,|Boomers ., GenXers, GenYers , Gen Zers |
Born 1922 - 1945 | 1946 - 1964 | 1960 ~ 1980 | 1975 ~2000 | 1995 ~2009
Training The hard way Toc;m:gc eand t ? :gggerge Cor:)i(r;:%tt:: dand Playing Life
Learning style Classroom Facilitated Independent COIE::\):/?:IZ: dand :: ?::%?:223
Communication Top-down Guarded Hub and spoke | Collaborative hgﬁ;tg::it d
Problem-solving Hierarchical Horizontal Independent | Collaborative ?::gte)g;:\zz?\t/
Decision-making Seeks approval | Teaminformed | Teamincluded | Teamdecided | df/%nuaz:li/stic
Leadership style Con;rcr;itr:gland Qet (:,J;: he Coach Partner RSS Protagonist
Feedback is ggorée:\?w ¢ | Onceperyear | Weekly/Daily On Demand g)%?;:nslfnu;
Technology use Uncomfortable Unsure Una?tlﬁot&"i\;om Uzgtz:’mbelz d Lifelong use
Job changing Unwise Sets me back Necessary dz‘i':ll;t r%:}?:e

IBM Elaboration from Lancaster, L.C. and Stilman, D. When Generations Collide: Who They Are
Why They Clash. How to Solve the Generational Puzze at Work. Wheaton, IL.
Harper Business, 2003,
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We Are Prosumers

Producer Community

Participant

Cit. Alvin Toffler (1980)



Strategic evolution

PRODUCT SALES CUSTOMER SHARING
MARKETING MARKETING MARKETING MARKETING

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

1V

FACEBOOK



Companies and people
choose their objectives

Increase qualified traffic and attract interested parties to products/services
Encourage positive word of mouth between old and new clients/friends (Social
engagement)

Reply quickly and offer support via social networks, microblogging, the creation
of forums and support communities (Social CRM - Customer Relationship
Management)

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

Increase and strengthen the reputation of the company/products/services
(Brand reputation)

Reduce the Time to market, thanks to the constant interaction with Clients and
constantly listening to related online conversations

Generate income via the internet (Sale)



Only content makes the
difference

1. Out standing story: the story has to be entertaining, provocative,
irreverent, subversive, "freaked out” in order to get attention

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

3. Relevance: The integration 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 conversations 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)



* Brand Activity - How much does my

* Response rate - How much does

« Sentiment Index - How much do my

We must map comunication to
monitor its efficiency

brand communicate(number of
posts per week)

my brand respond to my fans’
questions

users like my communications




Questions??
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