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Objectives & Methodology

L
r

" A Explore the opportunites for brands to communicate
within the context of on-line social networks (Twitter,

Facebook , HI5)

A Explore u s er pefceptions towards different social networks
(Twitter, Facebook , HI5)

A Explore motivations of using different on-line social networks

A Identify expectations with regard to the content and behavior
displayed within a particular social network

A Explore the perceptions and expectations of online net wo des o
towards b r a n @gresénce and communication within the context of

social networks

I ldentify tips and tricks for b r a n ¢gresence within different
social networks
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Objectives & Methodology (cont.)

A3 phases :
blogs with users* of different social networks , aimed to

collect information regarding perceptions and usage of the social networks
A6 blogs have been set up, involving separately the users of the three

WHOM? social networks (selected by the social network they most frequently
X use and by gender)
- Athe blogs have been active for 5 days, during which participants

expressed their opinions on different topics posted by the moderator
asking e x p er opmion about current status and trends of social
networks in Romania
A 6 representatives from the social media field
3 focus groups with users of the three social networks
A Mixed groups by gender and separated by the social network they
frequently**  use

* Users of social networks : men and women, aged between 18 T 30 y.o0., using actively
at least one of the three social networks (Twitter, Facebook , HI5)
**  Frequency of usage : check their account and post comments at least twice a week

R
"
"8 ABucharest
G
‘/
"R Abeginning of September 2009
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Why should a brand be on a social network?

Expertsao

€ because you need to go where vyour consumer is!

A

A

Within the context of social networks people are more open and transparent, so
there are higher chances to show their real feelings towards your brands

Moreover, fithere you get in touch with things that are dynamically evolving, with
people that tomorrow will change T and you need to be there, to feel the
vibrations, to learn the r ul e s 0

And now is a favorable moment for experimenting, as social media is still at
the beginning in Romania, but with high potential in the near future

Few tips and tricks from the experts é

A

Within the social networks it is important to understand users as individuals
because when you force someone to join your network you might get the side
effect of rejection : At hamly thing that works is to show him your friendship,
answering his questions, giving the sensation that behind that account is a
person not ascri pto

Interactivity IS a must to generate involvement, and therefore attachment
towards the brand 7 At hiaf kvays to invite users to get involved in your
marketing str at egyo

Consistency, defined by the content archive, is the secret tool of success in
communication on social networks . The archive (namely the content posted along
the presence within the network) reveals b r a n ¢dnsstency in communication
and brand a d v o c adredilsilify!
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5 key tips on how to capitalize on social network

A Social networks per se are not the panacea for cheap and efficient
advertising . Social networks represent a very complex and heterogeneous
community (in terms of u s e rpfde, needs, motivations and expectations)
Therefore, differentiated approaches and strategies are needed in order to
make the most of your presence within that context .

A Different social networks have distinct key values associated . They should
be considered in relation to the values included in the brand identity, in
order to use the respective social network to endorse the key values
of your brand image

T Twitter is associated with self-development, achievement, innovation,
leadership

I Facebook is associated with stability, belonging, caring

T HI 5 is associated with self-orientation, self-indulgence

Please note that the conclusions are drawn based on a qualitative study which describes the
main tendencies . To extend these conclusions, a quantitative validation should be considered .
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5 key tips on how to capitalize on social networking (

A The iwheeaflval ueneddl helps in visualizing the core values of each social networ
that should be considered also from the perspective of the brand identity :

DEVELOPMENT

Accomplishment Inspiration

Adventure Tolerance

Independence _
Virtue

ORIENTED TOWARDS THE
SELF-ORIENTED OTHERS

Self-indulgence Conformism

Power Caution

Belonging Dependency

STABILITY

* Note : The Awheeflval uassa model which helps create typologies . It implies putting social behaviour,
personality, values, and emotions of the users on a 2-axis system built on the basis of universally -valid values :
STABILITY i DEVELOPMENT vs. SELF-ORIENTED 17 ORIENTED TOWARDS THE OTHERS/ ALTER - ORIENTED.
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5 key tips on how to capitalize on social netwofki‘ng (cont.)

) o

T I it
' [

Dewar e 0) t e oprnit on eader so In ue

A The main asset of social networks are f r i e n desodmendations . And
brands should capitalize on this. Opinion leaders are especially on Twitter, but
also on Facebook . But be also aware of the risk of association as the opinion
leaders are able to either advocate for or detract from the brand image .

consumer behavior

A Brand communication on social networks acts mostly at affective level (on
a decisional model : Cognitive -Affective -Behavior) which is the area of brand
image, familiarity, trust, choice validation . Therefore, we s h o u | dvaldéate the
communi c at ikeficiercys within this context based on the sales figures!
We should rather consider the indicators of trust, leadership and
emotional  affinity in relation to the brand .

. On soclial networks, be one of them!

A Regardless of the social networks, users have the tendency to reject, within
this context, b r a n c¢@mdnunications that are obviously aimed at immediate
sales (especially in case of big brands) C the focus should be, firstly, on
creating relationship, on 6bei ang of t h e nod part of the community!
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Twitter users: otherso perception vs.

How do the experts see them? How do the  Facebook users see
them? _______

- Early adopters, opinion leaders
-Blog owners (have a point of
view to share)

-Focused on networking

How do the HI5 users see them? How do they see themselves?

?1

(no overlap)

* Collages made by the participants in the focus groups
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Twi tter user s:

For Facebook users they are the

opinion leaders, aspirational
models, but, at the same time,
self -absorbed and too much

focused on self -development

A Twitter is like a fitrophic ¢ h ai bud ,
of information

A fdIndividuals with an active life
and about what they
doo

A fiPeoplweo have something
intelligent to say inreal t i me! O

HI 5 users do not know too much about Twitter users . There is no overlap between
these two social networks .
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Twitter users: self perception

A Twitter means efficiency
knowledge , opportunities A at
present, Twitter is the best tool in
spreading the A h ot theesms 0

A Twitter is perceived as an useful
tool in self -development and
achieving recognition/ social power
(be the first who spread the news)

i Icheck all the time Twitter . It is the
fastest way to spread the novel t i SO

Therefore,
- on Twitter are the  individuals  always connected and  up -to -date,

- for whom information is their reason to be,

- and who are oriented towards achievement and self -development.
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Twitter users: network usage motivations

Twitter Is for them an efficient tool f ore

é problem solving A They make the most of their connections
and mainly use Twitter to keep in touch and make sure that they
have to whom to turn to in case they need an expert opinion

é offine  socialization by organizing ad-hoc events and offline
meetings

€ promoting 0 n e 0opinions and ideas A opinion leaders use
Twitter to send links with updates of own blogs

=

i llike the idea that you can solve a problem very fast, find a solution or interacting with
people from different d o mai ns o
A T wi theélps ryou save time because the information is coming to y o u 0O

Expect to find on Twitter straightforward communication, ANbreaknewso
and practical information! Within this context they find annoying excessive self-
promotion

~

Ifind abusive to just promote vyourself and not fair for those who invested you with t r u s|t 0
| 6sem unfollow to those who just promote themselves and who do not bring anything
spicy in their t wi t s 0
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What do they share on Twitter?

Twitter

Is perceived

might interest you! 0

From this perspective,

as becoming,
socialization . It has been also noticed the shift from a community
one. That is why some users associated

the focus is on practical

p
AShare content
pages, blog

posts or
online/offline
resources
useful for their
activity, leisure
time, self -
development

\

-

AUpdates on
what their are
doing only if it
IS an activity
interesting for
others

~

more and more,

to RSS feeds

a space for

I iy omay find fast anything

services
tool to an instant messaging

use it on ad
hoc purposes

information
( N (G
ABoth job ACampaigns
seekers and which offer
job providers attractive

prizes will be
forwarded (RT)
by users if
others can
benefit too

Interesting

resources &
news

News about
themselves
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Prizes,
promotions,
special
offers

together  with

that

ALook for expert
advice on a
specific issue,
solution which
can be asked
for and
provided as a
6friend’

S

written

Look at what

IS being
on Twitter!

read,

not at what
One good indicator
are the messages which are being forwarded (RT).

Is being
in this respect
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Brands on Twitter: few tips and tricks

A On Twitter are the influencers/ opinion leaders . This means that

i being on Twitter makes the brand to be perceived as up-to-date and keeping up
with innovation (positive word of mouth),

I but also bear in mind that it can be easily transformed in negative word of
mouth if the presence or communication there becomes annoying!

A Following Twitter u s e rreadtions, we could extract several aspects that are
worth  considering when a brand chooses to be present and communicate on
Twitter . Therefore, tips and tricks are emphasized at the following levels :

\ General SPECHIC [+

approach IS
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Brands on Twitter: few tips and tricks

Cairnnt Su=LITIC
approach y T anlions

V Be focused on building credibility for offering true, accurate
information  (joining forces with credible people on Twitter can be of
help) . In this respect, indirect marketing Is more efficient as the
brand can benefit of the influential power of opinion leaders .

V Allow people to discover you progressively , let them choose to
“follow" you based on your content, rather than "following" people
just to get them to notice you

V If you "follow"  your customers , prove to them that you are doing
so by reacting to their posts from time to time

V Give prompt answers to those mentioning your brand (Twitter
applications allow you to easily monitor brand mentions)

A Note : answers should be as prompt as possible (hours or even minutes)

V In terms of tone of voice, be personal , but up to the point where the
information you share is relevant for those following you

A Adapt the tone of voice and address people directly, but not arrogantly
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Brands on Twitter: few tips and tricks (cont.)

SULITIC
achons

Gay:2:'al \
avprazich

V Focus on bringing constantly new, relevant or expert
information

V If you use Twitter to draw people to a specific website, make sure
that users find there relevant or useful information

V Follow key words representing the products and services
you offer and answer demands and questions about them A
selling opportunity for those who tweet about products they want

V Show willingness to help by using your expertise to provide
answers on Twitter A take into account a kind of online technical
assistance (if and when requested by users) ( A isdmeone is
satisfied with a brand, he/ she wo u |l dgay too much about that,
but if he/ she has a problem solved, for sure, he will make buzz on

t hat 0)
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Brands on Twitter: few tips and tricks (cont.)

G 21423 L Speciic
) J_":{'_‘_al Comignt :,)'I'L,-,Lu"c
avoprazich ACUONS |-

V Think of encouraging Twitter users to promote your news/ updates
by offering them special rewards ( i p r ioz aiscounts for Twitter
user so)

1) V Be careful when choosing the ways in which you ask consumers to
L ¥y promote you: avoid forced or intrusive associations (e.g.
‘ﬁ] displaying your logo on their profile picture) . Rather ask them to RT an
* interesting announcement and offer them a relevant reward for that .
|‘ V Use Twitter to...
¢ T ...announce events you organise
| Y4 ...Start ad-hoc events sponsored by the brand which have as

purposes socialization, entertainment, information sharing

fj;-rfﬁ\ :
R é share funny ‘'virals O(really funny ones)
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Facebook user s: otherso percepthiwon vs. sef

How do the experts see them? How do the Twitter users see
them?

- Educated, decent people (young

professionals)

-Bl og readers (foll ow o
points of view)

- Focused on belonging and

sharing

How do the HI5 users see them? How do they see themselves?
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For Twitter users, they are people who are ok, but
rather focused on virtual socialization and
entertainment

A i On Facebook you may find o n e Oiustrated
personal history 0

HI 5 users are aware that i i tnd ool anymore
to be in the same flock and Facebook is the new
temptation! o

nFacebook Is for polished people ! It is
elitist o ,but é

€ your  presence there requires certain
standards that makes you behave in a stiff
manner!
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Facebook users: self perception

On Facebook is nt h metwork that
matters 0

Al is my area that | am

by

0
As harcomn interests O

Moments of relaxation

Facebook i s f or them a t ool used foré
é s e-Imhge management

évirtual entertai nment

€ promoting good causes
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Twitter users: network usage motivations

: o : : N\
4 Facebook is the place for socialization and entertainment in / \\
fi O nFacebook, | talk

the moments of spare time and relaxation A they usually check to people

f . datés - d d ol diff _ from different corners of the world,
out rt e I’U[.‘] gtes ; post upaates an play Iferent  quizzes or people who are very dear to me

games and who | c an &de very often
Shared / common interests  represent the main criterion of | Pecause of the distance or spare
. hlmellmltatlons()
\expandmg network

7
On Facebook , users have the network that matters to

them and privacy is important A quality time spent with dear ones
within the virtual space A sense of belonging

i On Facebook | am very
selective with the people |
This ensures also an openness towards promoting social | accept in my net wor &b
Lcauses Riev:ds ”::m:;n leonf:t\/\rlo:)k’f egs0 Osd r

h -
7 \ H
Within this context, the content shared is very attentively

selected so that does not annoy the others. They share

information/ novelties about the interest they have in

common, amusing content or new/ hot information that

proves their intellectual concerns

\ y.
Expect to find on Facebook information from private and entertainment

area related to their interests!
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Brands on Facebook : few tips and tricks

T>

Facebook is usually visited in moments of relaxation (evenings, weekends) .

T>

Facebook users are open to b r a n d®@munication within this context, as long as it
brings something relevant to them ( Ac o mmomt er ead s @t obviously meant for
immediate sales.

A Based on u s e rfeedback, several tips can be emphasized with regard to b r a n dpseéence
on Facebook

Caitnnt SUELITIC
approach y R actions

V If deciding to have a Facebook company page, keep in mind that
you need to have constant and interesting updates to share ,
otherwise the risk is high for it to become obsolete and,
consequently ignored

V Use your profile to communicate on more personal level |,
inside -information from social events and company news rather
than information which is too professional

V Create campaigns that involve users
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