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SOCIAL MEDIA’S PRIMARY USE: MARKETING The S 7%7;
42 AUR /S,

About six out of seven (86%) US companies surveyed have used social technologies The Social Media Guide
in support of one or more areas of their business, found a recent study conducted by
Mzinga in collaboration with Babson Executive Education. Twitter: a free social networking service

) ) . that allows users to send “updates” via SMS,
More than 60% reported using some form of social technology as an ongoing P

component of their business. instant messaging, email, the Twitter website,

or an application such as Twitterific.
Of those respondents who said their organizations employed social media, 57%

reported its use in marketing, 39% cited internal collaboration and learning, and Facebook.com: was initially intended for

29% reported social-media use in customer service and support. college students - it branched out, and now

Other key findings: allows everyone membership. 150 million
members

* Some 55% of respondents say their business devotes employee resources (part-

time or fulltime) to manage and drive social media initiatives, yet only 40% have LinkedIn: has over 46 million members in

allocated budget to those efforts. over 200 countries and territories around the

- . . L world. LinkedIn includes executives from all
* Common challenges organizations face include senior leadership’s acceptance,

definition of program strategies and goals, resource constraints, and lack of
measurement and RO tracking.

Fortune 500 companies as members.

Del.icio.us: Delicious is a social

*The top social application and technologies being used at respondents’ bookmarking service that allows users to tag,
organizations are blogs, LinkedIn, Facebook, virtual meetings, microblogs (e.g., save, manage and share web pages from
Twitter), YouTube, chat, standalone community sites that incorporate multiple social

! ) ! . a centralized source. With emphasis on the
tools into one environment, and discussion forums:

power of the community, Delicious greatly

* Respondents are generally satisfied with the social technologies available to them, improves how people discover, remember
yet 79% of their companies do not measure ROI. (This finding suggests opportunities and share on the Internet.
exist for vendors that can make RO easily accessible, according to Mzinga.)

Woofertime.com: This is simply a novelty
*41% of respondents do not know whether their current social tools can

website where they thought it would be funny
measure ROL.

to have a minimum character requirement for

*55% of respondents report that their current solutions do not lack features or public posts and see what people did with it.
functions they wish were available.
What can you accomplish with the extra
* Of the respondents reporting that their companies use social media, 39% use 1260 characters?
vendor-provided solutions, 26% have implemented proprietary solutions, and 20%

use free or trial downloads.
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