
                                           Social Media and Business?

In the last several months of my SCORE counseling, I have been asked a recurring question. 
So, I guess it is time to try to deal with an answer to:  Is there a place for “social media” for 
businesses?

A number of major retailers have established a presence on social media platforms. Internet 
Retailer’s “Top 500 Guide” reports the following retailer presence as of last April: Facebook 
284, YouTube 207, MySpace 143, Twitter 102, Kaboodle 52, Stylehive 27, and ThisNext 19. 
However, the literature seems to indicate that for now, retailers are intent to learn from these 
experiments and are not too concerned with driving e-commerce sales. Building brand 
awareness and a solid fan base and generating leads have been deemed sufficient. But in 
2010, the predictions seem to be that retailers will become more serious about trying to 
measure social media’s impact on sales. One question retailers will grapple with is how much 
a large fan base translates into sales or brand loyalty. 
As marketers become more comfortable and more experienced using social media, they 
move from the trial phase of their marketing efforts toward strategic use of the channel. While 
the largest group of marketers is still somewhere in between, according to the “2010 Social 
Media Marketing Benchmark Report” from MarketingSherpa, about one-quarter of social 
media marketers have made it to the strategic phase of their efforts.

It seems that usage is maturing by improving the ability to tie objectives to specific metrics. 
Marketers in the strategic phase are significantly more likely than those in earlier phases of 
the process to measure their success across all objectives. An increase in Website traffic was 
the # 1 goal followed by increased lead generation, increased sales revenue, improve search 
engine rankings, and improve brand and product awareness and reputation.

“As more marketers incorporate social networks in their business, they will no longer look at 
them as siloed destinations. Instead, they will look to increase the impact of their social 
network presence by linking it to other marketing initiatives, both online and offline,” said 
Debra Aho Williamson, eMarketer senior analyst and author of the new report, “Social 
Network Ad Spending: 2010 Outlook.” 

Williamson states that “Facebook is the go-to destination for marketers” at this time.  She 
predicts that 2009 will end with major shifts in social network advertising spending. Facebook, 
at 350 million users worldwide, is the premier destination for marketers in the US and many 
worldwide markets. It will surpass its former rival, MySpace, in ad revenues in 2010, when 
marketers worldwide will spend $605 million on Facebook versus $385 million on MySpace. 

Earned media will be a key theme of social network marketing. Combining social with mobile 
as well as with local will also yield more advertising opportunities. eMarketer also expects 
social ad networks to increase in importance. 



Overall, eMarketer predicts US online social network ad spending will reach more than $1.21 
billion in 2009, an increase of 3.9% over last year. 2010 will see stronger growth of 7.1%. 

With total US online ad spending falling this year, the increase in social network spending also 
means the sites will account for a greater share of the total, at 5.4%. 
However, those figures only include paid advertising efforts, which represent just a fraction of 
all spending. 

To learn more about accessing help for your small business, contact SCORE "Counselors to 
America's Small Business."  These volunteer counselors provide free, confidential business 
counseling as well as training workshops to small business owners.  
__________
Dean L. Swanson
South East Minnesota SCORE
c/o Rochester Area Chamber of Commerce
220 South Broadway, Suite 100
Rochester, MN 55904
*Dean is a volunteer SCORE Counselor.
__________


	                                           Social Media and Business?

