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FOR INTERACTIVE MARKETING PROFESSIONALS

WHY USE THIS PLAYBOOK

For the interactive marketer, social is both a huge opportunity and daunting challenge. You know you 
can reach your customers on social channels, but the environment is foreign— it’s highly personal, 
resource-intensive, and hard to measure. !e result: While most marketers now use social media, too few 
have found the keys to unlocking its potential. !is playbook provides you with a strategic approach for 
building a viable social media presence. Learn to weave social media throughout your brand ecosystem; 
build a business case for investment and change; hire the right people and partners; execute the right 
tactics; and measure to gain insight and improve over time.
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YOUR SOCIAL MEDIA PRESENCE IS AN ISLAND 

!e majority of online adults in North America, Europe, metropolitan Asia, and Latin America use social 
media regularly. As social media adoption becomes more and more mainstream , marketers race to keep 
up — creating blogs, communities, and Facebook pages, all too o"en without a clear road map in mind. 
Today, that’s le" many marketers at a crossroads. While consumers might engage with a few branded 
social programs, the vast majority of social media marketing e#orts are half-baked, poorly tended, and 
disconnected from the rest of the online brand presence. !is causes several problems:

! Social media doesn’t support the rest of your marketing program. Most interactive marketers cite 
“engagement” as their key objective for social media — but fail to specify how engagement supports 
their overall marketing e#orts. Too o"en engagement doesn’t bring customers closer to conversion. 
What’s more: siloed engagement e#orts o"en contain marketing messages vastly di#erent to what 
you’re promoting in other channels.

! Social media isn’t driving enough value. Sure, you can cite a few famous examples of social success — 
but have you experienced demonstrable success at your own company? Five years into paid search and 
email marketing, these channels were likely driving clear value for your business. Too few marketers 
can say the same about social media today.

! It’s hard to put the right resources into social media. If social isn’t embedded in the larger 
marketing mix, it’s hard to justify dedicating enough budget, sta#, or technology — creating a cycle of 
underperformance.

http://www.forrester.com/go?objectid=BIO2307
http://www.forrester.com/go?objectid=BIO2310
http://www.forrester.com/go?objectid=BIO1820
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Social Media Should Be A Solution Rather Than A Problem

Your goal is to stitch together isolated social media experiences and resources, integrating them with 
your other marketing channels to form a cohesive brand ecosystem that guides people through the 
customer life cycle. Speci$cally, this allows you to:

! Help people discover your brand by reaching out to them. Very few people will download 
your coupon, $nd your mobile app, or read your white paper if you don’t market to them. 
Weaving social media into your ecosystem allows you to increase the reach of these programs. 
For example, Nokia partnered with iProspect and Twitter to create a combined social and paid 
search program across Europe during the 2011 holiday season to do just that.1

! Let people explore your o"ering and generate more sales. Social media o#ers ample 
opportunities for marketers to drive leads through exploration and into the “buy” stage of the 
customer life cycle. For instance, IBM trains its sales force to “listen for leads” based on social 
media activity and then engage with them as they get close to purchase decisions.2 

! Engage customers to achieve long-term loyalty. Social media is o"en an e#ective and 
inexpensive way to boost long-term customer loyalty. In fact, CVS Pharmacies, which runs 
the US’s largest consumer loyalty program, uses social media like Facebook and Twitter to 
encourage members to spend their unredeemed points.3

THE ECOSYSTEM APPROACH KEEPS CUSTOMERS ENGAGED

!is playbook is designed to help you turn social media from a problem into a solution. By 
approaching your social presence as part of a complete ecosystem, you will be able to become more 
responsive to your customers — driving more sales, deeper trust, and richer engagement no matter 
what stage of social maturity you are at. In this playbook, you will (see Figure 1)4:

1. Discover your social opportunities and how to integrate social into your marketing 
plan. We give you what you need to discover the bene$ts of weaving social media into your 
interactive brand ecosystem and help you build the business case to do it right. Use our rich 
Social Technographics® and our social media balanced scorecard to build a business case for 
investment.

2. Plan how to create a social strategy. We help guide you as you set your social strategy. 
Compare your strategy with other companies using our maturity self assessment; it will help 
you determine what steps to prioritize. Advance your strategy quickly with research on how to 
organize, and what responsibilities to give to whom.

3. Act using tools that ensure success in the #eld. As your team begins to execute your strategy, 
equip them with best practices that show not only the mechanics of how programs work, but 
also how successful they have been for marketers like you. Also, determine what vendors to 
partner with using our customizable Forrester Wave tools.
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4. Optimize by benchmarking your success and improving over time. Use our “Social Media 
Metrics !at Matter” framework to measure the value of social media — not just at the 
channel level, but as it relates to sales and long-term customer value. Determine through rich 
benchmark data what to do next to continue adding value to your social ecosystem.

Figure 1 !e Social Marketing Playbook 

Source: Forrester Research, Inc.73703
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ENDNOTES
1 Nokia used sponsored tweets to promote its Lumia smartphones. Source: iProspect (http://www.iprospect.

co.uk/blog/featured/iprospect-launches-the-$rst-pan-european-promoted-products-campaign-on-twitter.
html).

2 Both B2B and B2C companies are gathering evidence that social media is more than just an engagement 
channel, but that it actually drives sales. “In an interview, the senior marketing manager at IBM, Ed Linde 
II, claims that they’ve raised millions of dollars through using social media. !is is achieved, he explains, by 
simply ‘listening for leads.’ !is may sound simple enough, but as the interview shows, it’s not as simple as 
you think. While many companies now have a permanent social media presence, the person in charge o"en 
sits in the marketing department, or customer service team. As Ed explains, IBM have a careful process 
of using the conversation maker to identify the potential lead and manage the social media part of the 
process, before the sales team start to drive the conversion.” Source: !e Next Web (http://thenextweb.com/
socialmedia/2010/09/21/evidence-that-social-media-really-does-drive-sales/).
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3 “!is additional avenue for savings, communication and fun aligns with our fundamental belief in giving 
our customers the choice in how they want to engage with us,” says CVS spokeswoman Erin Pensa. Source: 

“Social Media Drives CVS Loyalty,” Supermarket News, March 16, 2012 (http://supermarketnews.com/
community-amp-social-networking/social-media-drives-cvs-loyalty).

4 Please refer back to the online document to see the associated reports in the playbook. See the June xx, 
2012, “Master The Next Wave Of Social” report.

http://www.forrester.com/go?objectid=RES73703

