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Social Media Maturity

>

Connect & Listen Content & Learn Collaborate & Innovate

UK, US con

Mass market

Australian consumers
[]

Majority of Australian
hl u\'n
|9

Australian business laggards

/.

lower Overall Business Impact of Social Media higher

Businesses aquire a brand presence on
social media sites and customers adopt
the use of social media platfoms

Business and consumers collaberate to

Business and consumers begin to provide provide tangible benefits to both

and share user generated content
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Three Phases of Social Media

3. Innovate

* Relatively few businesses
would be at this stage

1. Listen * 1st stage of SM activity today.

* Typically encompasses
research, early outbound
engagement through fairly

passive SM site presence.

* It is a far deeper, more
immersive relationship with
key stakeholders e.g.. for
group sourcing of R&D,
making major changes to
cost allocations or
processes through
immersive use of SM.

* Typifies most businesses
today.

» They have either done
nothing or are only in the
early stages of listening.

* May include SM as a
growing part of marketing
campaigns so skews to
B2C. Rate of learning
accelerates quickly.

* Some are deliberately
ignoring SM but more
recognise that they may
need to do something but
are unsure what and have,
reasonable concerns e.g..
cost, reputation

» A key example is a shift in
cost away from call centres
as CRM is done via SM

* Period of testing and
development

—

Resourcing requirements
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From a ‘Social Brand’ to a ‘Social Business/Organisation’

CUSTOMER INDUSTRY SPECIFIC INFORMATION
INTELLIGENCE APPLIED FOR A NUMBER OF BUSINESS USES / ACTIONABLE INTELLIGENCE
/ STANDARDISED MEASUREMENT / KPI MANAGEMENT

CUSTOMER INTELLIGEMCE INTERGRATIOMN
SOCIAL WEBSITE REVIEW DATA, CUSTOMER PROFILE INTEGRATION ETC.
LHANGE HUMAN ANALYSIS
HUMAM SENTIMENT /INSICHT F 98%: ACCURALCY
SOCIAL DATA RETRIEVAL
MONITORING TOOLS SCRAPE SOCIAL MEDIA VIA KEYWORD BASED SEARCH REQUESTS

MATA CAN BE SORTED AND FILTERED # GED LOCATION f DEMOLHAPHILS f INFLUENLERS
BASELINE COLLECTION OF DATA VIA TOOLS
VOLUME, SOURCE, SUB|ECT, REALH
DATA RETRIEVAL
RETRIEVALOCCURS VIA A SET OF KEYWORD SEARCHES REMOVES SPAM
AND IRRELEVANT CONTENT
DATA
BLOGS, FORUMS, SOCIAL MEDIA PLATFORMS
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How to get the ‘Board’ on-board

SR7’s Social Media Risk and Opportunity pathway

MONITORING

EARLY WARNING,
INTELLIGENCE

soI‘I:IISAk rﬁnﬂlh GATHERING :ﬁms:mn
OPPORTUNITY EVDENCEDBASEDSTRATEIES

ANALYSIS
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Case Study: QANTAS

Social media does have a material impact on revenue.

“Our investor relations people, with me at the time, said our share price was collapsing.

Some of the shareholders had picked up from social media that it was being reported that a Qantas

aircraft had crashed in Indonesia.”
- Alan Joyce
CEO QANTAS

Hange 2.86-2.89 Mkt cap 6498 Shares 2.27B

2.87 -0.03 (-0.87%) 52 week212-302 PIE 57.89 Beta

Open 2.87 Dwfyield
Delayed: 12:18PM AEDT :
ASX data delayed by 20 mins - Disclaimer Val 1.01M EPS 0.0
Currency in AUD

Compare: |Enterticker here Add

[F] S&P/ASX 200 [F]UTARY [[]GIA [[]AB1 [[]REX [[]VBA [F]LHA [7]0293 [7601111

Zoom: 1d 5d Im 3m sm ¥TD iy Sy 10v All . . . "
Now 032, 2010 - Now 05, 2010 +0.04 (1,249 Commencement of social media activity
— M
IJI H'HL_I WLLDLMLVWLA 2.935
|I i Y
W W o™ .
: | r'u'l' L 2.90
,"m . Wk ———————————————————
; N |..|” W | TR PIU"J‘U""“"'I'“ W
_.'_JI'I, s - [LAMIW ¥ e '|| e b 2.85
— A llfL'J_'l_, ,_.'l"” W _ h N |p:
LE) ! €] o A
h f | T | f | | f '
Wed Now 3 12 pm 2pm Thu MNow 4 12 pm 2 pm Fri Now 5 12 pm Zpm

SR7 Social Media

QANTAS

THE SPIRIT OF AUSTRALIA



Case Study: Social Business

facebook = |

Welcome to {

You can see who's freg
Our team of banking spd

Simply click on the 'chat'

' See who’s avg

$123

ial Branch Tenm;

million
savings

Tier 1 Support = $2.6 millionL——
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Typical Issues by phase

Overall Business Impact of Social
Media

Social
media
centric

Connect & Listen

A

Legal
compliance

Loss of
control
Governance

No strategy

Reputational
damage

Content & Learn

Customer
Acquisition

Multi Channel
Marketing

IT
infrastructure

Customer
Service

Cost to Serve

Collaborate & Innovate

Innovation
Culture

Cultural Change

Customer
Acquisition

Customer

retention

Speed to
Market

New Revenue
Models

Product
Innovation
R&D

Organisational
transformation

War for Talent
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What is your digital value proposition?

» Understanding the value of social media output can be difficult. Are fans customers? What is the value of
each online interaction? Is awareness the only real measurable activity?

» Each business will have a different digital value proposition. Identify or creating your own will be the key to
long term success online.

— Some factors to determine:

* Who is your target audience and where are the congregating online?

» Are they organized? Are their ‘field leaders’ shaping discussions?

* How do you plan on penetrating and converting these fans on to your own assets.
— Your digital value can be measured in several ways:

* Fan and followers — easiest and simplest form of measurement.

« But digging deeper you need to begin to measure;

¢+ Frequency of interactions.

A
v

2
+

matarvial

How often material is being shared amongst users
+ Ratio of users generated content.
¢+ Direct sales output via social media.
— Set goals, reevaluate goals, change the goals, understand the goals:
* Minimum amount of fans/followers
* Return on in store traffic
» Exposure on third party platforms.

= FINALLY —WHEN YOU KNOW YOUR VALUE PROPOSITION YOU CAN ALLOCATE RESOURCES
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Social media campaigns the key to spreading ideas quickly

= A campaign is significantly different from a strategy. It should represent a peak in activity amongst your
broader online activities.

» There is no formula for creating something that will go viral. However, some must haves;

Content calendar

» If you are only taking your first steps online this is best done on a weekly basis. But for advanced
large scale campaigns it should be a daily calendar of posts.

Connect with field leaders. You need other users to carry your message forward.

* |deally relationships should be built and nurtured over time that will allow you to connect with these
leaders for the purposes of spreading ideas quickly.

Ensure your assets are talking to each other.

* Too often campaigns fail to get off the ground because all communications arms aren't properly
talking to each other. This must include website, email and hard copy distribution channels.

Road test your ideas.

» Pointless to begin a large scale Twitter campaign if it is your first foray on the medium. Conduct a
pilot, test content, connect with users, trial different mediums.

Get creative...

* Think about how you can put an edge on your message? How can it be communicated in such a
way to grab the attention of the audience?

Get ready for some bumps along the way...

* How will you handle dissent or criticism? Do you have contingency plans in place to change your
strategy or campaign?
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Understanding how online insights can inform and change campaigns

Applying social media intelligence to your business...

“Please determine what conversations are being had through social media in relation to gambling, how each of
the target groups is engaging and how we could authentically engage with this issue.”

“Provide an evidence based understanding of what social media conversations are occurring about interest free
finance — including Credit Card reform, responsible lending / consumer indebtedness and how we can engage
in these conversations.”

“identify any potential risks as well as key audiences, influencers, platforms and online communities. Identify
risks to our supply chain management and potential activism against our business units via social media”

“provide qualitative and quantitative independent social media evidence of the success, impact, reach and
reception to our ”

“include advice on what social media communities to observe and how to engage (including with Culturally and
Linguistically Diverse and Indigenous communities).”

“is there backlash against an increase in College fees and parents considering the withholding of payment of
these payments”. .
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Sample Client Calendar FY12

Brand Steercomm

A

Standard guidelines developed
Business Unit Training / Modules --
Internal Awareness Program

Crisis Communications review /
update

Development of social media
announcement and
communication calendars

Measurement and evaluation
protocols developed

Corporate Facebook page -
Corporate Twitter Account -
YouTube -

Business unit support, advice and -

escalation.

Ongoing moderation.
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Next steps

Linked [T}}

Determine the required
organisational structure
(including during a crisis)

Ensure that social media
Lay the foundations intelligence is shared

“In social media, you do not have a monopoly of
commentary about your brand.”

foursquare

Invest in research and
planning to ensure an
evidence based approach
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