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The way consumers send and receive information is changing rapidly. In
today’s branded digital world, consumers no longer want to be part of a oneway relationship in which they are delivered information about a company or
product. They expect to have direct access to the companies that make the
products they purchase, and they want to have a two-way relationship based
on conversation.

Social media is an umbrella term
defining the various electronic
channels that integrate technology,
social interaction and the construction
of words, pictures, videos and audio.

As consumers’ needs continue to evolve, it’s no longer
effective enough to simply have company and brand
information available on a website. Company websites used
to be a one-stop source of information, with the website’s
“contact us” page as the conduit for the consumer to reach
management with comments or questions. While this
approach is still prevalent among business-to-consumer
(B2C) websites, many companies are taking advantage of
other channels to communicate with their consumers. These companies
continue to use their websites as a vehicle to provide information to their
target audience, but they are also adding other vehicles to their repertoire.
Social media vehicles give companies direct access to consumers, allowing
them to get feedback and reviews on their products while generating
excitement, all through the power of two-way conversation.
What is Social Media?
Social media is an umbrella term defining the various electronic channels
that integrate technology, social interaction and the construction of
words, pictures, videos and audio. Social media differs from traditional
media (newspapers, television, radio, etc.) in that it is more of a two-way
communication, and content is generated by users. Social media has the
potential to allow messages to travel virally and spread very quickly. Thanks to
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technology, people can have instant interaction with others, across time zones
and languages. The interaction is typically in the form of brief bursts that get
lumped together into a running discussion thread. There are several social
media vehicles currently in existence, and new social networks are being
launched regularly. Some of the larger networks include message boards,
blogs, live chat, Facebook®, Twitter®, YouTube®, LinkedIn®, Foursquare® and
Flickr®.1

Top 5 social networks
(based on unique
visitors): 2
1. Facebook
2. MySpace®
3. Twitter
4. LinkedIn
5. Classmates®

What demographics are the heaviest users of social media?
Teens, moms and boomers are currently the major target groups for social
media.3 While each group is active in social media, they use it in different
ways.
Teens are the most active users of social media. We have all seen them
walking around with their heads down as they text their friends. They’re also
known to spend hours in conversation on Facebook and Twitter.
Moms and Gen X-ers (people born between 1961 and 1981) are also active
users. They are actively involved on photo sharing and social networking
websites. They also text, send e-mails from their mobile devices, leave
messages on friends’ Facebook walls and seek out and write reviews on
products.
Boomers use cell phones, Facebook and e-mail to communicate. Facebook
and e-mail keep them connected to family and friends, while also informing
them of new products and updating them on relevant topics, such as
healthcare.
Where should you start with social media?
Companies starting a social media program should start by listening. Become
an active reader across the various social media channels so you can gain an
understanding of how your target audience uses social media and what kind
of conversations they have with each other.
If your company sells anything from cell phones to snacks to diapers (any
product targeted to teens, moms or boomers), integrating a social media
program into your marketing and communications plan will allow you to
reach your consumers directly and grow the excitement around your brand.
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The number of moms using social media has increased from only 11 percent
in 2006 to an overwhelming 63 percent in 2009. “The 21st Century Mom™
Report” revealed how motherhood causes a woman to make many lifestyle
changes including changing her purchasing habits (85 percent) and changing
the brands she purchases (62 percent).4
Moms are using social media to find recommendations on brands and
products through online communities focused on their interests. Forty-four
percent use social media for word of mouth recommendations on brands and
products; 73 percent feel they find trustworthy information through online
communities focused on their interests. For moms of young children, naptime
is the new primetime.4 While their babies are sleeping, moms are logged
on, looking for dinner recipes, opinions about immunizations and the best
formula brands.
Isn’t a website enough?
No! As social media has emerged, more consumers visit a brand’s Facebook
page (57 percent) than a brand’s website (50 percent) to give opinions and
feedback.5 Today’s consumers see a brand website as a place to go to get
brand information, but consider Facebook or other social media sites as the
place to give information. Developing a presence in social media will get you
started in establishing that two way dialogue and building relationships with
your consumers.

Where does the retail meat industry fall?
Midan Marketing, the meat industry experts, conducted research to see if
social media is ready for harvest within the meat industry. Results from the
research indicate the meat industry seems to be a bit behind the wave of
social media hitting other industries, but their own wave is starting to form.
The 11-question online survey conducted in November 2009 had 75
respondents made up of retailers, wholesalers, packers and processors. The
survey questioned respondents about their use of social media networks,
including LinkedIn, Facebook, Twitter and yelp®. Key findings include:
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• LinkedIn is the most widely used social media site among retail meat
industry executives. 53 percent of those surveyed have a profile on
LinkedIn, and 19 percent of those say they use it to interact with others
and promote their business.
• 27 percent of respondents are using Facebook to receive industry news.
• 24 percent of respondents are using Twitter to promote their businesses.
While the participants are not typically in charge of B2C communications
at their organizations, the above numbers suggest more emphasis is being
put in the area of social media. We expect these numbers to grow quickly
as social media becomes more widespread across more people and more
industries.

What are the best practices?
Have you decided to engage in social media? Here are a few tips to get you
started:
• Follow the 10 percent rule. Keep marketing messages to only 10 percent
of what you post within social media channels. Consumers are already
bombarded with marketing message points. Work on creating the
relationship first. Once that is established, brand loyalty can be built.
• Content has to be worth reading! The non-brand message content you
share though social media channels should be fun, useful and engaging
content. You have to capture your audience’s attention, give them
something that matters (tip, recipe, coupon, etc.) and post items that
encourage feedback.
• Update frequently. If people do not get something out of their social media
interaction, they will lose interest and stop following. Same goes if the
social media channel is not updated frequently.
• Measure your impact. In every marketing element, it is important to measure
your return on investment (ROI). There are a variety of measurement
tools. The one you choose will depend entirely on your objectives. You
can look at the number of followers you have and set goals to increase
followers by a certain date. Or, you can measure the number of times
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your messages have been re-posted or re-tweeted. You also want to
evaluate the quality of conversations between consumers and determine
which of those conversations effect your brand positively or negatively.
Remember to not just measure your impact in the number of followers
you have. The number of quality conversations is more important.
Interested in what we can do for your company in social media?
Give us a call at 704-872-6562. We would love to talk with you!
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