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  extract	
  value	
  from	
  social	
  media.	
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WHY	
  SOCIAL	
  MEDIA?	
  



1.	
  Be	
  where	
  your	
  customers	
  are	
  

People	
  are	
  social	
  and	
  engaged	
  in	
  conversa'ons.	
  	
  
	
  

•  Customers,	
  staff,	
  prospects,	
  investors	
  today	
  use	
  social	
  media.	
  
•  Digital	
  conversa'ons	
  are	
  going	
  on	
  and	
  we	
  are	
  not	
  a	
  part	
  of	
  them	
  

	
  
Some	
  US	
  stats:	
  
•  60%	
  of	
  financial	
  advisors	
  use	
  social	
  networks	
  for	
  business	
  purposes	
  

Source:	
  Socialware’s	
  June	
  2010	
  Advisor	
  Survey.	
  

•  36%	
  of	
  customers	
  preferred	
  to	
  do	
  their	
  banking	
  over	
  the	
  Internet,	
  
compared	
  with	
  only	
  25%	
  preferred	
  branches,	
  and	
  15%	
  using	
  ATMs.	
  	
  
Source:	
  American	
  Bankers	
  Associa<on,	
  Aug	
  2010	
  



TNS	
  showcases	
  data	
  from	
  largest	
  online	
  
survey	
  covering	
  46	
  countries	
  and	
  90%	
  of	
  
world’s	
  online	
  popula'on.	
  	
  

Digital	
  Life	
  
www.discoverdigitallife.com	
  



Mouse	
  over	
  country	
  to	
  reveal	
  relevant	
  data	
  Digital	
  Life	
  



Compare	
  countries	
  Digital	
  Life	
  



Digital	
  Life	
   Importance	
  of	
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Digital	
  Life	
   Consumers	
  changing	
  their	
  behaviour	
  

How	
  many	
  friends	
  online	
  



Digital	
  Life:	
  KEY	
  FINDINGS	
  
Key	
  online	
  a^tudes	
  and	
  behaviour	
  trends:	
  
	
  

•  Online	
  is	
  now	
  the	
  media	
  of	
  choice.	
  	
  	
   	
   	
   	
   	
   	
   	
  	
  	
  	
  	
  
61%	
  use	
  Internet	
  daily	
  rather	
  than	
  TV	
  54%,	
  radio	
  36%	
  &	
  newspapers	
  32%.	
  

•  Mature	
  markets	
  being	
  le]	
  behind	
  online	
  as	
  emerging	
  markets	
  
become	
  more	
  ac^ve.	
  	
  
China	
  (54%)	
  has	
  much	
  higher	
  digital	
  engagement	
  than	
  mature	
  markets	
  like	
  Japan	
  
(20%),	
  Denmark	
  (25%)	
  or	
  Finland	
  (26%)	
  despite	
  their	
  advanced	
  Internet	
  infrastructure.	
  

•  Ac^vi^es	
  such	
  as	
  blogging	
  and	
  social	
  networking	
  have	
  huge	
  
momentum	
  in	
  emerging	
  Asian	
  markets.	
  	
  
88%	
  of	
  Chinese	
  online	
  users	
  have	
  their	
  own	
  blog	
  /	
  forum	
  (32%	
  in	
  US).	
  	
  

•  Increase	
  in	
  mobile	
  use	
  as	
  consumers	
  seek	
  greater	
  access	
  to	
  social	
  
networking	
  on	
  the	
  go	
  
Mobile	
  users	
  spend	
  on	
  average	
  3.1	
  hours	
  per	
  week	
  on	
  social	
  networking	
  sites	
  
compared	
  to	
  just	
  2.2	
  hours	
  on	
  email.	
  	
  



The	
  Online	
  Growth	
  of	
  Social	
  Media	
  in	
  China	
  
Online	
  Ac'vity	
  Trends	
  in	
  China	
  (Source	
  DCCI)	
  



2.	
  Reputa^on	
  and	
  people	
  ma_er	
  more	
  

Social	
  media	
  is	
  being	
  
used	
  by	
  financial	
  
services	
  to	
  effec'vely	
  
build	
  rela'onships,	
  
communicate	
  and	
  
inform	
  audiences.	
  	
  



3.	
  Compe^tors	
  are	
  already	
  digging	
  in	
  
If	
  you	
  aren’t	
  online	
  and	
  social,	
  you’re	
  already	
  losing	
  share	
  of	
  voice	
  to	
  companies	
  
that	
  are	
  ahead	
  of	
  the	
  game.	
  
	
  
Blogs,	
  Twi7er,	
  Facebook,	
  Linkedin	
  

iShares’	
  investor	
  blog 	
   	
   	
  Ci'’s	
  Twi7er	
  account 	
  	
  	
  	
  	
  	
  	
  	
  	
  Morningstar’s	
  re'rement	
  blog	
  



4.	
  Smartphones	
  &	
  tablets	
  accelera^ng	
  change	
  

In	
  US	
  financial	
  services	
  
are	
  the	
  first	
  industries	
  
to	
  design	
  apps	
  for	
  
these	
  devices.	
  
	
  
Customers	
  and	
  staff	
  
applica'ons	
  



5.	
  Regulators	
  and	
  IT	
  are	
  catching	
  up	
  

As	
  more	
  companies	
  are	
  
jumping	
  online,	
  
regulators	
  and	
  
informa'on	
  technology	
  
companies	
  are	
  ramping	
  
up	
  their	
  own	
  efforts.	
  	
  



6.	
  People	
  are	
  influenced	
  by	
  social	
  media	
  

People	
  are	
  today	
  influence	
  
more	
  by	
  their	
  friends	
  than	
  
by	
  adver'sing	
  	
  

People trust their banks less 
today, especially after the Global 
Financial Crisis 
 
 
Digital conversations are going on 
and we are not a part of them 



HOW	
  TO	
  EXTRACT	
  REAL	
  BUSINESS	
  
VALUE	
  FROM	
  SOCIAL	
  MEDIA	
  



Step	
  1.	
  WHY	
  you	
  want	
  to	
  use	
  social	
  media	
  

What	
  are	
  your	
  goals,	
  what	
  are	
  you	
  trying	
  to	
  accomplish	
  by	
  using	
  social	
  
media?	
  	
  	
  
	
  
•  Brand	
  awareness?	
  
•  Increased	
  sales?	
  	
  	
  
•  Customer	
  or	
  client	
  leads?	
  	
  	
  
•  Customer	
  and	
  product	
  insights?	
  
•  Customer	
  service?	
  
•  Deliver	
  specific	
  news	
  and	
  informa'on?	
  	
  



Twi_er	
  for	
  marke^ng	
  

	
  	
  
	
  
	
  

The	
  viral	
  nature	
  of	
  social	
  communica^on.	
  



Step	
  2.	
  WHO	
  are	
  your	
  trying	
  to	
  reach.	
  

•  Current	
  customers	
  
•  Poten'al	
  customers	
  	
  
•  Shareholders	
  
•  Journalists	
  
•  People	
  who	
  follow	
  the	
  industry	
  	
  
•  Company	
  CEOs	
  
•  Expats	
  



Reach	
  &	
  engage	
  them	
  with	
  great	
  content.	
  

Because	
  once	
  you’ve	
  figured	
  out	
  who	
  you	
  are	
  trying	
  to	
  reach,	
  then	
  you	
  
can	
  get	
  a	
  sense	
  of	
  :	
  
•  where	
  they	
  spend	
  their	
  'me	
  online	
  	
  
•  what	
  social	
  media	
  tools	
  they	
  use	
  	
  
•  what	
  informa'on,	
  content,	
  tools	
  and	
  offers	
  they	
  want	
  



Step	
  3.	
  MEASURE	
  metrics	
  that	
  ^e	
  back	
  to	
  
your	
  Social	
  Media	
  goals	
  

	
  This	
  is	
  cri'cal	
  and	
  where	
  many	
  companies	
  don’t	
  invest	
  enough	
  effort.	
  
	
  
I.  Measure	
  the	
  ‘right’	
  metrics.	
  	
  

•  Don’t	
  simply	
  measure	
  traffic	
  or	
  ‘Likes’	
  or	
  Twi7er	
  followers	
  –	
  think	
  ac'ons	
  
that	
  you	
  want	
  people	
  to	
  take	
  (email	
  newsle7er	
  signups,	
  calls/emails	
  
about	
  products,	
  or	
  actual	
  sales	
  from	
  the	
  blog	
  or	
  product	
  referrals	
  from	
  
your	
  Facebook	
  page.	
  	
  

•  If	
  you	
  want	
  sales,	
  traffic	
  isn’t	
  necessarily	
  the	
  best	
  indicator	
  of	
  success	
  

II.  Make	
  sure	
  that	
  you	
  baseline	
  -­‐	
  before	
  and	
  aker	
  



Create	
  a	
  sales	
  funnel	
  through	
  social	
  media	
  

	
  	
  
	
  
	
  	
  
Connect	
  and	
  build	
  rela^onships	
  right	
  through	
  to	
  sales	
  



3	
  Ways	
  to	
  measure	
  social	
  media	
  ROI	
  

i.  Conversions.	
  	
  

ii.  Ranked	
  pages	
  	
  -­‐	
  Top	
  10	
  (brand	
  and	
  non-­‐branded)	
  –	
  Twi7er	
  and	
  
Facebook	
  pages	
  get	
  crawled	
  and	
  ranked	
  just	
  like	
  any	
  other	
  pages	
  on	
  
the	
  Internet.	
  Top	
  10	
  ranks	
  on	
  Google	
  are	
  equivalent	
  to	
  having	
  “high	
  
street”	
  branches	
  on	
  the	
  Internet.	
  

iii.  Links	
  –	
  social	
  media	
  and	
  SEO	
  are	
  in	
  separable.	
  	
  	
  
	
  
When	
  people	
  visit	
  you	
  fan	
  pages	
  or	
  see	
  your	
  tweets	
  –	
  you	
  acquire	
  
links.	
  Each	
  link	
  gets	
  you	
  one	
  step	
  closer	
  to	
  a	
  #1	
  ranking.	
  



BEST	
  PRACTICE:	
  
First	
  Direct:	
  A	
  leading	
  social	
  bank	
  



First	
  Direct	
  

•  First	
  Direct,	
  a	
  UK	
  Bank	
  built	
  on	
  phone	
  banking,	
  today	
  it’s	
  a	
  truly	
  digital	
  
with	
  no	
  branches.	
  	
  

•  Part	
  of	
  HSBC	
  and	
  21	
  years	
  old	
  
•  Targets	
  the	
  UK	
  middle	
  market	
  	
  
•  Posi'oned	
  as	
  innova've	
  and	
  customer	
  service	
  orientated	
  
	
  
Today,	
  
•  84%	
  ac've	
  digital	
  banking	
  users	
  	
  
•  89%	
  of	
  customer	
  contact	
  is	
  digital	
  
•  53%	
  of	
  sales	
  are	
  now	
  online	
  
•  UK’s	
  most	
  loved	
  brand!	
  

	
  
	
   Social	
  the	
  rule,	
  not	
  the	
  excep^on.	
  



Social	
  is	
  changing	
  behaviour	
  

“75%	
  say	
  friends	
  influence	
  brand	
  
decisions	
  versus	
  	
  

16%	
  for	
  adver'sing”	
  
	
  

Source:	
  BMRB	
  2009	
  
	
  



The	
  Social	
  State	
  that	
  we’re	
  in.	
  

“66%	
  of	
  people	
  trust	
  banks	
  less	
  that	
  
they	
  did	
  5	
  years	
  ago”	
  

	
  

Source:	
  ICM	
  poll	
  of	
  752	
  UK	
  Adults,	
  January	
  2010	
  



	
  
Firstdirect.com	
  
Digital	
  and	
  Socially	
  Ac<ve	
  Bank	
  

	
  
Building	
  brand,	
  reputa'on,	
  and	
  customers	
  
through	
  honest	
  dialogue	
  on	
  social	
  sites	
  
	
  

Social:	
  the	
  rule,	
  not	
  the	
  excep'on	
  



Social	
  to	
  listen	
  	
  



Social	
  for	
  insight	
  and	
  conversa'on	
  



Social	
  to	
  amplify	
  news	
  



Social	
  to	
  inspire	
  advocates	
  



Social	
  for	
  more	
  engaging	
  ads	
  



Social	
  for	
  brand	
  engagement	
  



Social	
  for	
  trust,	
  respect,	
  and	
  results	
  



Social	
  for	
  product	
  feedback,	
  sugges'ons	
  and	
  test	
  ideas	
  



BEST	
  PRACTICE:	
  
American	
  Express:	
  Driving	
  community	
  and	
  
business	
  



Amex	
  OPEN	
  Forum:	
  A	
  community	
  for	
  US	
  small	
  businesses	
  

•  Over	
  7	
  Million	
  registered	
  businesses	
  

•  Provides	
  knowledge,	
  tools,	
  exper'se	
  
and	
  networking	
  resources	
  to	
  grow	
  

•  Hungry	
  to	
  talk	
  to	
  their	
  peers	
  about	
  
shared	
  needs,	
  topics,	
  solu'ons	
  and	
  
business	
  opportuni'es	
  

•  Celebrity	
  experts	
  provide	
  advice	
  and	
  
discussion.	
  

	
  
	
  



Small	
  Business	
  Saturday	
  

•  An	
  innova've	
  campaign	
  to	
  
promote	
  US	
  small	
  businesses	
  

•  Held	
  on	
  the	
  Saturday	
  between	
  
thanksgiving	
  and	
  Cyber	
  Monday.	
  

•  41	
  officials	
  from	
  27	
  states	
  
declared	
  it	
  a	
  holiday.	
  

•  28%	
  boost	
  in	
  sales	
  in	
  stores	
  
accep'ng	
  Amex	
  

•  Built	
  the	
  largest	
  small	
  business	
  
community	
  on	
  Facebook,	
  ever.	
  

	
  
Small	
  Business	
  Saturday	
  Video	
  
	
  
	
  

	
  
Created	
  a	
  grassroots	
  
movement.	
  



American	
  Express	
  ^es	
  up	
  with	
  Foursquare:	
  
“Check	
  in	
  and	
  save”	
  	
  

•  	
  Offer	
  foursquare	
  users	
  
"coupon	
  less,	
  hassle-­‐free	
  
savings	
  within	
  the	
  
foursquare	
  app.”	
  

•  AmEx	
  card	
  holders	
  simply	
  
link	
  their	
  credit	
  cards	
  to	
  
foursquare	
  and	
  deals	
  and	
  
discounts	
  are	
  automa'cally	
  
applied.	
  

•  Ini'al	
  offers	
  @	
  popular	
  
stores	
  (H&M)	
  and	
  some	
  
restaurants	
  in	
  NYC	
  



One	
  final	
  thought	
  



ABS	
  has	
  launched	
  a	
  Facebook	
  branch	
  



Thank	
  you	
  

Ma7	
  Dooley	
  
Director,	
  Connected	
  Thinking	
  Ltd.	
  
	
  
Email: 	
   	
  ma7@connectedthinking.asia	
  
linkedIn:	
   	
  ma7hew	
  dooley	
  
Twi7er: 	
   	
  ma7ldooley	
  
	
  


