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The future

‘Social media channels 
pose significant risks to our 
company’s reputation’ 

Twitter Facebook LinkedIn YouTube Twitter Facebook LinkedIn YouTube

Twitter Facebook LinkedIn YouTube

‘Social media has potential as a 
tool to help our business grow’ 

Lack of budget

Time to properly 
manage these 
channels

Inability to measure

Lack of technology

Lack of management 
understanding

Level of change in 
digital

Skills of marketing/ 
brand teams

Quality of agency  
partners

Not applicable

No problem

Some complications

Significant barrier 
to progress

In which other social 
media tools are 
marketers planning 
on investing in 2012?

Mobile apps

Proprietary online communities

Social media analytics

Google+ for business

Hiring social media agency

Blog(s)

40% 23% 40% 11% 23% 36%

We have no plans at present

Hire in experts in this area from 
outside our sector

Invest in training our current people

Hire in experts in this area from 
within our sector

Use specialist social media agencies

Hire a social media consultant

‘We are getting as 
much value from social 
media as we can’ 

Do businesses 
have the right 
skills in place 
to leverage and 
manage social 
media effectively 
in 2012?

Our skills and 
competencies  
are optimal

We are average for 
our sector

We are improving 
but below industry 
average

We are fundamentally  
ill-equipped

Don’t know

6% 

32%

31%

19%

12%

How do businesses plan to improve social 
media skills and competencies in 2012?

What are the barriers preventing marketers from 
getting more value out of social media?

Strongly agree

No strong view 
either way

Strongly 
disagree

No strong view

Strongly disagree

Strongly agree

63

12
optimal

37

15
AVERAGE

15

47
IMPROVING

01

85
ILL EQUIPPED

Not at all effective

Extremely effective

Yes!

Does having 
the right 
skills in place 
impact the 
effectiveness 
of social media 
activities?

‘Our senior management 
fully understand why we 
use social media’

Who’s doing what?

How many businesses are 
using social media platforms?

56% 53% 41%
How does this vary 
by industry or size?

How are marketers using social media?

We have a 
dedicated social 
media manager

We have a social 
media ‘champion’

Undefined/inconsistent 
from campaign to 

campaign

Distributed across 
marketing team

Sits within digital 
media manager/team

Social media 
resides outside 

of marketing

Outsource to 
agency/third 

party

How is responsibility for 
social media resourced?

Who’s managing a 
business’s official account?

29% 28% 23%

10%
5% 5% 4%

Value and investment
Why are marketers 
using social media?

Other

Don’t know

Just experimenting
It’s expected

Our competitors do

Customers use it
Core part of 
campaign

71%

Most used of all platforms – B2C somewhat 
ahead of B2B but little variance by size of 
company 

Significantly stronger amongst B2C 
audiences, but only slight variation 
between national and global/multinational 
companies 

Significantly stronger among B2B audiences  
and smaller businesses

Least used but significantly more used 
among B2C audiences and by global/ 
multinational companies

12%
28%
27%
18%

3%
5%
2%

How did companies invest 
in social media in 2011?

INCREASEd

SAME

dECREASEd

NOT USING LAST YEAR

INCREASE

SAME

dECREASE

NOT USING NEXT YEAR

How do they anticipate 
investing in 2012?

Metrics, skills, understanding

Advanced

Basic

We don’t use

LinkedIn

Number of group 
members

Number of 
customer group 
members

Posts Mentions/ 
comments

Sentiment 
analysis

CTRs Enquiries via 
LinkedIn

Revenue via 
LinkedIn

Facebook

Number of fans Number of 
customer fans

Posts Mentions/ 
comments

Sentiment 
analysis

CTRs Enquiries via 
Facebook

Revenue via 
Facebook

YouTube

Number of views Average length 
of view

Number of 
subscribers

Number of 
customer 
subscribers

Comments Likes

Number of 
followers

Number of 
customer 
followers

Re-tweets Mentions/ 
comments

Sentiment  
analysis

CTRs Enquiries via 
Twitter

Revenue via 
Twitter

Twitter

How are marketers measuring social media?

29% 28% 23%

How do marketers rate the 
effectiveness of their social 
media activities?

Once a day or more
Once a week to several times a week
Once a month to several times a month

Very irregular
Not been used for a month  
or more

Twitter Facebook LinkedIn

How often is new 
content posted?

Marketing team
Individuals

PR team
Third party

Sales team
Other

51% 61% 52%


