"= DIGITAL DIVIDE

Consumers Brands
Are Social. Aren’t There Yet.

of consumers are more use social media Less than Y of brands o A —
8 0 o likely to try friends’ 720/0 to stay engaged use social media to . word of mouth>ils
suggestions because of with brands. drive awareness. a top priority.

social media.

0, Ssay great service online 0/ want more
33% keeps them loyal. 40% engagement from ° lél/osgfcgiziigdas

r 07 7/100ths of brands give
brands online. top 3 priority.

their social business an A+

0/ use social media to 0y share product
74 /oencourage friends to 51 /oadvice on Facebook.

try new products. 0
How Come? 42%

no
competency
connect with brands on
32 /0 Facebook to say some-

A thing nice about a brand 500/0
67% P -t

measure
no time /

resources

Gamify the
social experience

67%

of consumers expect special
treatment when they like a
brand on Facebook.

Ideate with
Enable peer-to- social customers

peer interactions  Get serious about
social support

9%,  63%
QAGARARRD

of social customers expect 70/
1 9 o/o to share product ideas on 0
of brands think their Facebook Facebook. of brands reward their most

fans want to connect with each _ active contributors.

other.
63% of consumers search online

o for others with similar problems
when they need help—19% of
0 brands think that's the case.

L L 47%
of consumers say they like 0

brands on Facebook in order to
connect with other brand fans.

46%

of consumers expect incentives
and rewards when they
connect with brands online.

of brands ask consumers
to help them innovate on
3 0 o/ Facebook.
0
- With few brands actively
asking fans for feedback and

Your customers want to talk to
each other. Make it easy for

them— open a forum, put Q&A ideas, smart marketers can

on your Facebook page, launch 47% of consumers expect a leap ahead in 2012 by running

a customer community. response to an online service idea exchanges—and you'll get
request in 1 hr— 30% of brands a real-time, always on focus
use social media to improve group that will drive better,
service and responsiveness. faster innovation for the brand.

Case in point 70/0

50%
of brands offer social customer
S E P H O RA o Case in point incentives and rewards.
Customer Spending _ ,
o ‘YNATIONAL Give soplalcustomers
Average Customer 1 0 /o ’ INSTRUMENTS' something to work for, a
Community User reason to level up. Reward

them for their contributions,
give them rank and reputation,
let them take it with them as
they move about the social web.

Superfan

50% of consumers expect to find
service and support on Facebook—
10% of brands provide it.

Customers want to help and get
help from other customers and
they do a bang up job of it. It costs

between $6 and $75 to resolve n eW Case in p0|nt
customer issues over the phone. T e = affm
It costs as little as $.05 to help per release. g.l-ffg
customers find answers online.
Social support is a no-brainer for 2012.

The LabVIEW ideas community
has given National Instruments

Giffgaff community members
are rewarded for managing
parts of the business, like
answering community
questions, recruiting new
members, and promoting

Case in pOint the company.

b
= at&t 0
of questions are answered by
Inone year community members seconds
the AT&T Customer in an average time of
Care Social Media team
resolved
21 ,000 Based on a September 2011 survey of 120 senior
customer issues. marketers and 1,000 consumers

16%

improvement in
call deflections
month over month

CMO %
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