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Trend in the Marketing Mix
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Marketers still place HIGH VALUE MEASUREMENT and TARGETING
On social media are top area

ROI?
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social media marketing A LOT OF TIME
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MARKETERS' SOCIAL MEDIA CONCERNS

How much of a concern is each of the following when it comes to social media and your organization?

AMolclol2 (Scale of 1 to 10, where 1 = Not at all a concern and 10 = A very big concern)
£20|C{0} 5 Summary of Means

o=l
=gs=
OFAIE{ 2] — —
_T|_|E|_| Maintaining high levels of engagement with social audience  n— — —— 7.5

Effective measurement of social initiatives e — s s s ss————— 7

Brand CONSISTENCy e ] T
Strategic social vision  E  — ]
Positive ROI for social media investments e — ————————— 7 )
Integration of social metnics with other media/advertising metrics e — — |
Sufficient resources to keep up with/manage social initiatives S  ————— ] |
Creating the sufficient volume of content that social requires  —— —————————— ] |
Direct ability to drive revenue S .—“-——s g
Senior management understanding the value of social media = o
Road map for future social initiatives S G ——— [ £
Management and coordination of people in the organization involved e ———— 5. 7
Social media content guidelings - —— —  — G
Finding the right technology to make social marketing more effective  EC—-— .5
Damage to my brand from negative postings  ————— F.4

6 62 64 66 68 7 72 74 76 78 B8

Total, n=514

< Source : Social Strategies For 2014(2013.10) / Wildfire >
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In 2013, Nearly Half of Social Strategists Planned to Increase Spending on Social Media Management Systems
Social media management systems _ A7
(Hootsuite, Spredfast, Sprinkir) o
contersheos, webinare) NN %
{workshop, conferences, webinars) o
oetoer data ntegration sevices TN 5
or data integration services 9

Social app a

deveiopment_ N~ %

Listening/monitoring platforms _ 435:.'.-’

(Radian6, Scout Labs, Crimson Hexagon, NetBase) 0
External agency to support engagement

(69, moderats Facebook page) NN 5%

s I
Analytics platforms

(Webtrends, Omniture. Goremetrics) D 33%
Community platforms

(Lithium, Jive, Got Satistaction; D 25%

Blogger/Influencer networks 039

(Federated Media, NetShelter, BlogHer) _ o
Enterprise social network

(Yammer, Chatter) _ 22%

< Source : The State of Social Business 2013: The Maturing of Social Media into Social Business (2013.10) / Altimeter Group’s > M
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. Track your competition

2. Time management

3. Brand management
4. Schedule and Auto respond
5. Find new customer

6. See How effective each post is

7. Collaboration

8. Track more than just social site

9. Find out if your traffic is coming from social source

10. It makes you look smart
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Fan, Engagement, Content, People, Like, Reach, Post,
Influencer, Competitors Visit, Competitors
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- time management, collaboration
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How to use ENPICK in social media marketing?
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How to use ENPICK in social media marketing?
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How to use ENPICK in social media marketing?

mo| A% U ESIE HG0|E £ U Mt 24

& Total Performance Page by Day of the Week [}

oot
Jo
=
I
=
0l

1,000

fuiok
oM
|.r|
0x
i}
M
1z

| |

||

1

cr=2 g Monday
st=c 5HAM = EI-E I&ll B Reach B Engagement B Activiey [ Click
=0 L |
328 24
500
2HelZ 229 43} 24 . e [ o ° ® -
Monday

& Average Page Reach [

100
Total 15
Average 017 0
7. Jul 14, Jul 21 Jul 28 Jul 4. Aug 11. Aug 18. Aug 25. Aug 1.5ep B8.5ep 15 Sep 22.Sep 29.5ep
- Reach
& Average Post Reach by Type [}
200
100
Monday, Sep 1, 2013
Photo - 0
o 1 ' L vl 1 Video . 0
7. Jul 14, Jul 21 Jul 28 Jul 4. Aug 1. Aug 18. Aug Lisk: 8 Sep 5. 5ep 15 Sep 22 Sep 29 5ep
Status : 181

enpick




How to use ENPICK in social media marketing?
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How to use ENPICK in social media marketing?
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How to use ENPICK in social media marketing?
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