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The Evolution of B2B Social Media Channels 2

From 2008 to 2013... NUMBER OF ACTIVE SOCIAL MEDIA USERS

1,730,000,000

NUMBER OF ACTIVE USERS PER SOCIAL NETWORK

2008 2013

QO 130M
‘ O 115M
@ 30M

oM

Copyright 2014 - All Rights Reserved



The Evolution of B2B Social Media Channels 3

A Corporate View

Moving beyond just listening and
reacting

Moving beyond basic analysis, to...

Deeper analytics with i?sights,
cautious engagement o
“Influencers” and proactive MONITORING
Community outreach via Blogging,
to...

Campaign Development for Social
Media as part of broader 360
Campaigns, to...

Digital/Social Content Curation,
Content Strategy, Targeted
Influencer Engagement, Social Media
Management Systems for Content
Distribution

A
CONVERSATION CAMPAIGNS PLATFORMS

> —> S
LONG TERM
SOCIAL PLATFORMS
v v
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The Evolution of B2B Social Media Channels

A Social Media User View

Becoming much more
visual - images, video,
infographics, data
visualizations, etc.

The 30 page PDF
Whitepaper is all but
dead.

More Visual Storytelling
than in recent memory

Newest Platforms reflect
this

The evolution of social media
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The Evolution of B2B Social Media Channels

Broad Categorization of How We Look at Social Media Today

* Paid
« Earned
e Owned

All 3 types are
needed to drive
truly immersive
and relevant
engagement

Paid Media

Traditional Ads

Owned Media
Corporate Content

Brands that
ask for shared
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The Evolution of B2B Social Media Channels 6

Percentage of B2B Marketers
Who Use Various Social Media Sites
to Distribute Content

91%
| 85%
181%
73%
1 55%
B 40%
|34%
s 22%
122%
16%
' 15% StumbleUpon
© 14% Foursquare
. 14% Tumblr
1 14% Vine

40 ($10) S0
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Social Media Advertising and its Implications
on other forms of Digital Marketing

In 2009... $60,000

Mobile marketing

$50,000 Emall merkatig
Interactive  $40,000 Display advertising
. marketing
Mobile and spend  $30,000
SOCial CAG R* (US $ millions)
$20,000
th rough 2014 — Search marketing
projected at '
27% and 34%, $0
respectively. 2008 2009 2010 2011 2012 2013 2014

Mobile marketing $232 $391 $561 $748 $950 $1.131  $1,274

Social media $455 $716 $935 $1,217 $1649  $2254  $3,113

Email marketing $1,170 $1,248 $1,355 $1,504 $1676 $1,867  $2,081
Display advertising $7,699 $7,829 $8,395 $9,846 $11,732 $14,339 $16,900

Search marketing $13,516 $15393 $17,765 $20,763 $24,299 $27,786 $31,588

Total $23,073 $25,577 $29,012 $34,077 $40,306 $47,378 $54,956
Percent of all ad spend 9% 10% 1% 13% 15% 17% 19%

* Compound Annual Growth Rate Copyright 2014 - All Rights Reserved

Source: Forrester Research Interactive Advertising Forecast, 4/09 (US Only)



Social Media Advertising and its Implications
on other forms of Digital Marketing

In 2011...

Figure 1 Forecast: US Interactive Marketing Spend, 2011 To 2016

$80,000 Soclal media
$70,000 | Emall marketing
$60,000| Mobile marketing
. Interactive s %
Mobile and marketing  $50,000 Display
spend |, advertising
Soci a[ CAGR* (USS millions)  $40,000 |
through 2016 o
$20,000

projected at
38% and 26%,

respect]vely. SgOI'I 2012 2013 2014 2015 2016 CAGR
Social media $1,590 $2,119 $2,760 $3,453 $4,217 §$4,995 26%
Email marketing $1,510 $1,694 $1,875 $2,066 $2,262 $2,468 10%
Mobile marketing $1,652 $2,777 $4,238 $5,697 §7,057 $8,237 38%
Display advertising  $10,949 $12,860 $16,085 $19,783 $23,919 $27,600 20%
Search marketing  $18,756 $21,553 $24613 $27,515 $30,433 $33,319 12%
Total $34,457 $41,003 $49,571 $58,514 $67,888 $76,619 17%

Percent of all 19% 21% 25% 29% 32% 35%
ad spend

$10,000 Search marketing

* Compound Annual Growth Rate Source: Forrester Research Interactive Marketing Forecasts, 2011 To 2016 (US) Copyright 2014 - All Rights Reserved



Evolving Technologies that help with Social Media

Analytics, Content Curation
and Targeting Influencers

» Device growth

» Conversations vs.
Interactions

» Sharing platforms
continue to grow in
number
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Future Trends for Social Media in the

Enterprise including Content Curation
and Influencer Engagement

Initially, most service

providers were focused .
on only one or two of _ _
these circles (light blue) Social Media "ul
Enterprise
Solution ||

Now, full cycle |
engagement is required Ecosystem .
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The Evolution of B2B Social Media Channels

Constantly Evolving

Categories Include

» Listening/Analysis

» Social Media
Management
Platforms

 Content Curation,
Development
Optimization

* Influencer
Engagement

Consolidation is
inevitable...

'he Vocus Marketing Suit.

Alterian is now SDL.

SDL blends the
marketing analytics,
campaign
management and
social media
capabilities from the
Alterian product suite
with that of SDL’s
leading global Web
and Structured
Content
Management,
eCommerce and
Language
Management
capabilities

L4

on bu

® ® O

ATTRALT & EN

GE  NURTURE 6 CONVERT  MEASURE & IMPROVE

Percolate

Crimson Hexagon

+ Salesforce Marketing Cloud +  Topsy Simple Measured
- @ ALTERIAN

SM2 radian’ (K |

V CUS CISION” N . e
sprinkir

sysomos Hubsasﬁt

@seoures puzziosc  [EPPINIONS

! socialimention The First Enterprise-Class
converseon Influence Marketing Platform

\ M i Very few people hold opinions that shape markets
UBER 4@) OneRiot

When you know who they are, you gain the ability
to engage them directly and drive the conversation

TOPSY beeVOlve It can transform your marketing results.
Start enjoying a clear view.

trackur 1 E4KLOUT

ﬁ'b SPROUTSOCIAL iive

Everything you need to succeed in influencer marketing.

From finding influencers to reporting on resuits, Traackr has all the features you need to discover the
right people, get social insights and figure out how to best connect with your influencers.
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Summary & Key Take-aways

o
i

In Summary...

Explosive growth in Social Media users continues (Global growth and new channel growth via Pinterest,
Instagram, Vine, WhatsApp, Slideshare, etc.)

Evolution from simple monitoring and reactive responses, to sophisticated monitoring & analysis as well
as proactive, targeted influencer engagement

New solutions continue to emerge- Percolate, Appinions, Traackr, Spredfast, Hearsay Social, etc.
LinkedIn and Twitter stilled the preferred Channels for B2B.

LinkedIn ad pricing needs to come down

Social & Mobile Marketing spend exploding at the expense of email, traditional search and display

Too many fragmented Social Media Solutions for Enterprises to deal with - Consolidation warranted and
inevitable

Other Notable Trends Impacting Social Media Marketing...

HTML5 / Responsive Design - works on all devices / create once, publish to many

Mobile enhancements to the Social Media User Experience will drive even more engagement via Mobile
Location-based Services still underutilized

Clients finally spending more time and effort on Content Curation and Content Strategy
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Thank You 13

Copertino Digital

From strategy through execution & program management

Steven Copertino
Founder

201.819.6788
, steve@copertinodigital.com
| @scopertino
‘copertinodigital.com linkedin.com/in/copertino
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