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Social Media



What is social media?

 Social media are media designed to be disseminated 
through social interaction, created using highly 
accessible and scalable publishing techniques. Social 
media supports the human need for social interaction, 
using Internet- and web-based technologies to transform 
broadcast media monologues (one to many) into social 
media dialogues (many to many). 

 It supports the democratization of knowledge and 
information, transforming people from content 
consumers into content producers. Businesses also refer 
to social media as user generated content (UGC) or 
consumer generated content (CGM)

http://en.wikipedia.org/wiki/Social_media



How social media changes

traditional marketing

 Dialogue vs.  broadcast,

 Many to many vs. one to many

 Interaction vs. passivity

 Context and utility vs. interruption

 Openness vs. ownership

 Ubiquity vs. your website, your brand

 Real-time vs. campaigns that build over time

 Continuity vs. discrete campaign

 Persistent vs. transient



Who is this ‘social media user’?



UK Women 18-24 (the future)



UK Women 35-44 (reviewers)



UK Women 45-54 (readers)



UK Women 55+ (readers)



Brand

stores

phone

email
web

TV

print

radio

mail Brand

stores

phone

email
web

TV

print

radio

mail

blogs forums

facebook youtube

twitter

Traditional touchpoints

Greater brand control/Less 
engagement

New touchpoints

Less brand control/Greater 
engagement

Our brand touchpoints have changed



Benefits: 40% of sales now influenced by social media

Autograph shoe boots – 19 customer reviews, mainly 5 star, influencing online 

purchase and choice of size

Chocolate Praline Butterflies in seed wrapper. 20 minutes effort, over 400 actions on 

FB, over 100 retweets on twitter – massive network effect



Benefits: Real time response and insight

Simply Cheese & Marmite Sandwich – 20 minutes to  create, 600 engaged 

customers in 24 hours, over 160,000 ‘eyeballs’, no other media support for 

launch – word of mouth alone

Ruched v-neck jumper - Problems with quality differences between suppliers –

actionable insight, and helpful to other customers



Benefits: Open dialogue creates trust & advocacy

 Trust: M&S can be visibly in dialogue 



Benefits: Innovation and product development

Plea on Facebook leads to Lingerie product dev team sending customer pre-release

samples for review – win win!



Benefits: Traffic and Search

Facebook is driving more visits to news and media and is taking over market share of 

visits from Google (yet we spend a lot of money making sure we stay visible in 

Google), in the UK, visits to social networks have overtaken search engines 

Over 60 million impressions on Facebook in the first quarter alone

Weekly revenue & metrics reported to the business



Data: Demographics of engagement



Data: Impressions and feedback



17© comScore, Inc.  Proprietary and Confidential. 

Facebook Users More Engaged on Mobile than PC in the UK

 Although there are far more people using Facebook on the PC internet (75% of PC Internet users go to 

facebook vs 33% of mobile internet ), the mobile users visit more often. The average mobile visitor goes 

to facebook 43.3 times per month, compared to 34.7 for PC Internet.

 Mobile users are also browsing the site longer (just over 8 hours per month (486mins) verses just under 

7 hours (419mins) for the PC version) and going to more pages.

Product: MMM (Mobile) + Media Metrics (PC)

Data: January 2010 

Country: UK
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 The conversation is already happening, our 
customers are highly engaged, we need to 
take part

 The investment we have made is paying back 
on both soft and hard measures

 We will continue to engage with existing 
communities whilst looking to identify and 
harness emerging trends

In summary



Any questions?

Thank you

sienne.veit@marksandspencer.com


