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 Introduction.
 I founded BuzzNumbers back in 2007, when social media was first taking shape as a powerful corporate tool. A lot has changed in five years and luckily we’ve been there every step of the way. Over the past five years we’ve worked with Australia’s top companies to explore the social media space, and it is through these partnerships that we have gained an unprecedented level of insight and exposure as to how corporate Australia applies internal and external resource in leveraging the power of social media. We all understand that the world has forever been changed by the advent of social media. Consumers are no longer content to just sit and listen; they want to participate in and even dictate the conversation. Companies that have embraced this new world ethos beyond just its use as a marketing are gaining ground. Those who are resistant to the revolution are starting to realise that there are serious financial implications in doing so. This state of play report will look at hard statistics and draw some top-level conclusions about how social media is shaping the Australian corporate space. While this document will provide a general view, we encourage you to contact us for a bespoke report on your business or for one of our industry reports. Both will provide you with specific information that can drive strategic social media related decisions for your business.
 Nick Holmes à Court Founder & Executive Director BuzzNumbers
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 About Our Survey Participants & Data. Our survey was conducted over a six-month period with all respondents providing business data anonymously. In excess of 300 individuals within Australia participated in our inaugural State of Play Report, allowing us to gain a view of social media across a range of business types and company sizes.
 Methodology.
 BONUS: As B2B and B2C business often approach social media differently, we have split data out, where possible, in order to provide further insight. PLUS: Working with our international clients, we have also included selected comparisons between the Australian and US markets.
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 Staff focused on social Social media is clearly quite a lonely task in Australia with one person (76%) taking charge of social media related activities within the majority of workplaces. As social media tools become more powerful, this sort of statistic is less daunting, but it is a clear indication that social media has yet to hit full stride in Australia.
 Social Media Teams.
 76%
 9%
 7% 5%
 3% 1 person (76%)2 people (9%)3-5 people (7%)6-10 people (5%)over 10 people (3%)
 As compared to the US The US market showcases that while a single person is still responsible for the majority of social media (47%), those organisations who spread the activity amongst a larger group are the combined majority. 53% of US organisations surveyed employ two or more people to handle social vs. 24% in Australia.
 47%
 27%
 12%
 9% 5%
 1 person (47%)
 2 people (27%)
 3-5 people (12%)
 6-10 people (9%)
 over 10 people (5%)
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 B2B vs. B2C Australia While a single person is the caretaker for social media in both B2B and B2C organisations, it is clear that companies with a customer support focus require more people to handle the task.
 Social Media Teams.
 40%
 25%
 15%
 12%
 8%
 1 person (40%)
 2 people (25%)
 3-5 people (15%)
 6-10 people (12%)
 over 10 people (8%)
 69%
 15%
 8% 5%
 3%
 1 person (69%)
 2 people (15%)
 3-5 people (8%)
 6-10 people (5%)
 over 10 people (3%)
 53% 29%
 8% 7%
 3%
 1 person (53%)
 2 people (29%)
 3-5 people (8%)
 6-10 people (7%)
 over 10 people (3%)
 82%
 9%
 4% 3% 2%
 1 person (82%)
 2 people (9%)
 3-5 people (4%)
 6-10 people (3%)
 over 10 people (2%)
 B2B vs. B2C USA As a direct comparison to the Australian B2B/B2C split – it is very interesting to note that B2B organisations in the US place quite a bit more human resource behind their social media programs.
 B2B
 B2C
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 Client or Agency? Clients (65%) clearly see social media as an internal task with well over half taking it on internally, without the aid of an agency. Clients clearly see the value of taking on the majority of work them-selves, many turn to third party providers to supply the tools that facilitate this efffort. (See third party suppliers section for more detail.)
 Social Media Teams.
 65%
 35%
 Client (65%)
 Agency (35%)
 Target. Social media is consumer driven, clearly displayed by the companies focusing on B2C (45%) taking out top spot. While B2B and multi-focus organisations don’t represent the majority, they are well represented, no doubt due to the advent of more corporate focused social media platforms, allowing for more appropriate interactions.
 33%
 45%
 22%
 B2B (33%)
 B2C (45%)
 B2B & B2C (22%)
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 Department Australia. Marketing (52%) holds the majority of Australia’s corporate social media brains trust. If you consider that the majority of companies will group their internal and external communications team under the marketing and advertising function, this number grows substantially, to nearly ¾ all respondents (73%).
 Social Media Roles.
 52%
 21%
 18%
 5%
 2% 1% 1% Marketing (52%)
 Communications (21%)
 Customer Service (18%)
 Human Resources (5%)
 Agency (2%)
 Sales (1%)
 Social Media Dpt. (1%)
 Department USA. We can see that the spread of social media across all noted departments is far more even, with Marketing (39%) & Comms (18%) combining to be just over half vs. three quarters of respondents. Social media isn’t only for marketing and clearly there is a case to be made based on the US experience.
 39%
 18%
 15%
 11%
 8%
 5%
 4%
 Marketing (39%)
 Communications (18%)
 Customer Service (15%)
 Human Resources (11%)
 Agency (8%)
 Sales (5%)
 Social Media Dpt. (4%)
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 Position. Marketing (32%) was identified as the primary job title held by those with a social media remit. Interestingly, Human Resources (1%) and Customer Service (8%) were identified by respondents – showcasing that social media is no longer just the responsibility of the marketing department.
 Social Media Roles.
 1%
 4% 6%
 8%
 9%
 10%
 32%
 30%
 HR (1%)
 Brand (4%)
 Web (6%)
 Customer Service (8%)
 Agency (9%)
 Social (10%)
 Marketing (32%)
 Other (32%)
 Seniority. Combining Directors, Senior Executives, and Managers together (38%) suggests that social media in Australia is still fighting for space in the minds of decision makers. Coordinators (31%) were the outright winners, suggesting that, while some companies see social as important, those left to do the tasks might be on the younger side.
 4%
 12%
 22%
 31%
 10%
 21%
 Director (4%)
 Snr Exec (12%)
 Manager (22%)
 Coordinator (31%)
 Casual (10%)
 Other (21%)
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 Social Media Responsibilities.
 Who do you report to? Managers (44%) are responsible to keep tabs on social media teams in Australia. Interestingly, as many respondents indicated that they report to nobody as often as they reported to a Director (18%). Drilling further into this data reveals that many noted that they reported to ‘nobody’ also suggested that social media was only a small part of their overall role and was not a significant reporting line-item as it was used primarily for research and analysis.
 3% 2%
 18%
 44%
 17%
 16%
 Board (3%)
 Investors (2%)
 Director (18%)
 Manager (44%)
 Nobody (17%)
 Other (16%)
 1%
 12%
 56%
 14%
 17%
 Board (1%)Investors (0%)Director (12%)Manager (56%)Nobody (14%)Other (17%)
 5% 3%
 25%
 31%
 21%
 15%
 Board (5%)
 Investors (3%)
 Director (25%)
 Manager (31%)
 Nobody (21%)
 Other (15%)
 B2C Reporting. Managers (56%) come out on top again for B2C, suggesting a larger number of more junior staff are taking care of day-to-day social activity.
 B2B Reporting. Managers (31%) are focused on managing their social media teams in B2B organizations, with Directors coming a close second (25%)
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 Social Media Responsibilities.
 What Social Media Delivers in Australia. Marketing Analysis (30%) was identified as the outcome for social media, suggesting that organisations use the information gained from social media interactions to improve their offering. This idea is furthered by the use of social media for tracking competitors (22%) and assisting with strategy (21%).
 30%
 22% 21%
 10%
 7% 5%
 5%
 Marketing Analysis (30%)
 Competitor Analysis (22%)
 Corporate Strategy (21%)
 Sales Leads (10%)
 Customer Service (7%)
 HR/Recruitment (5%)
 Other (5%)
 What Social Media Delivers in the USA. Marketing Analysis (21%), Competitor Analysis (20%), and Corporate Strategy (22%) are all noted as the core uses of social media for US respondents. Clearly, the use of social media in the US is not significantly different that what we use it for here in Australia.
 21%
 20%
 22%
 12%
 10%
 8% 7%
 Marketing Analysis (21%)
 Competitor Analysis (20%)
 Corporate Strategy (22%)
 Sales Leads (12%)
 Customer Service (10%)
 HR/Recruitment )8%)
 Other (7%)
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 Premium Account Service. Collaborate, Empower and Deliver Social Media. If you are time poor and still responsible for hitting your company’s social media targets, BuzzNumbers offers the ideal solution that is sure to make your life much easier. We will be your social media gurus, tracking, reporting and even engaging across all social media platforms on your behalf. Today is the day you get your business up speed with social! • Save the time and cost of hiring.
 Finding, interviewing and on-boarding a social media expert for your business will be time-consuming, expensive and there is no guarantee that you’ll be satisfied with the results. Within a day, BuzzNumbers can up-skill your business and deliver an expert in social media who is ready and willing to deliver social media results.
 • Hand over tasks so you can deliver results!
 Social media can be intensively time-consuming and once you start you can’t stop! A moment can easily turn into an entire day, do you have that kind of time? Time to think about what is urgent and what is important. If you don’t have time for tasks but have a need to get things done, we can help. Spend your time coming up with the actions that will deliver results and let us spend the time turning those ideas into reality.
 • Instant gratification!
 Social media experts are hard to find and command a premium because they are in very short supply. You need someone to step into your business, understand what needs to get done, and deliver the results. You need that person tomorrow! BuzzNumbers instantly delivers your team a social media expert.
 Simply visit www.buzznumbershq.com/services to learn more about our social media account service options OR give us a call on +612 9008 1114 and we can work with you to create the ideal social media solution.
 http://www.buzznumbershq.com/services
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 Social Media Budgets.
 Australian Social Media Budgets. Social Media budgets (excluding internal staff wages) sit comfortably between $10,000 and $50,000/annum (56%)with budgets of over $50,000 (34%) clearly taking second place. Costs likely include tools as well as research and use of third parties to assist with the understanding, delivery and implementation of social media.
 2%
 8%
 25%
 31%
 15%
 11%
 6%
 2%
 $0 - $5,000 (2%)
 $5,000 - $10,000 (8%)
 $10,000 - $20,000 (25%)
 $20,000 - $50,000 (31%)
 $50,000 - $100,000 (15%)
 $100,000 - $200,000 (11%)
 $200,000 - $500,000 (6%)
 $500,000 (2%)
 US Social Media Budgets. Social Media budgets in the US (again, excluding internal staff wages) are higher on average than those in Australia with budgets over $50,000 (68%) being the majority. With social media sitting across more departments in the US, these higher budgets may be due to higher volumes of activity to manage.
 1%
 3% 9%
 19%
 22%
 30%
 8%
 8%
 $0 - $5,000 (1%)
 $5,000 - $10,000 (3%)
 $10,000 - $20,000 (9%)
 $20,000 - $50,000 (19%)
 $50,000 - $100,000 (22%)
 $100,000 - $200,000 (30%)
 $200,000 - $500,000 (8%)
 $500,000 (8%)
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 Social Media Budgets.
 Spending Australian Social Media Budgets. Social Media budgets follow quite a traditional marketing spending cycle. It is clear that social media spending happens year-round with a focus on major holidays and annual events. Note particular focus on spending around Christmas, and school holiday periods.
 Spending US Social Media Budgets. While social media budgets in the US are higher, the spending is far more focused. Christmas, New Years, Easter, Memorial Day, Independence Day, Labor Day, Halloween, and Thanksgiving are the likely events denoted by the data trends, suggesting a far more strategic spending pattern.
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 Metrics & Measurements.
 Can you attribute social media to increased revenue? (Australia). B2C. 40% of respondents indicate that they are able to attribute their social media activity to an increase in revenue, likely because they are managing brand reputation and customer service as a priority with social sales harder to measure. B2B. 55% of respondents indicate that they are able to attribute their social media activity to an increase in revenue, likely because they are able to conduct very focused social activities with specific goals (and less traffic).
 55% 45%
 YesNo
 40%
 60% YesNo
 B2B
 B2C
 Can you attribute social media to increased revenue? (USA). B2C. 48% of respondents indicate that they are able to attribute their social media activity to an increase in revenue. Similar to the Australian experience, this is likely due to managing brand reputation and customer service. B2B. Interestingly, fewer (41% vs. 55%) US B2B respondents indicated that they are able to connect social activities to revenue growth; this could be due to the increased market size and resulting traffic increase.
 41%
 59% YesNo
 48% 52%
 YesNo
 B2B
 B2C
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 Primary Social Media Network in Australia. The majority of respondents in Australia indicate that they are using a blog as their primary social media outlet. While Facebook and Twitter come in second and third respectively, many will be linked to a company’s blog so may be considered secondary.
 Metrics & Measurements.
 Primary Social Media Network in the US. Interestingly, US respondents indicate that Facebook and Twitter serve as their primary social media platforms. It is quite possible that organisations are pushing their Facebook/Twitter posts to their blog, allowing a more interactive customer experience.
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 KPIs for Social Media in Australia. With the majority of respondents in Australia indicating that they are using a blog as their primary social media (see previous page)it is unsurprising that traffic is a clear winner as a KPI. Traffic still needs to drive larger business goals, which is not a popular choice.
 Metrics & Measurements.
 KPIs for Social Media in the US. Again, unsurprisingly with Twitter/Facebook being primary social networks, likes/comments/fans come out on top for the US respondents. A slight increase in satisfaction (sentiment) and sales/leads suggests a slightly more ROI-based focus.
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 Social Media Monitoring. Listen, Understand and Engage in Social Media. There are 10 billion mentions across over 100 million news sites, blogs, forums, Twitter, Google and Facebook every day! You could visit every site and read every mention or you could just use BuzzNumbers to track and engage in those most relevant to you. • Know the who what and where - NOW!
 The world of social media is very, very big and there is a lot going on all the time. BuzzNumbers social media monitoring is an easy-to-use tool that allows you to understand who is talking about you, what they are saying as well as where they are. Quickly understand what is going on in relation to your brand, products, services and even competition while there is still time to make a difference!
 • Real time insights driving powerful strategy.
 The days of inaccurate surveys, painful roundtables and expensive focus groups are over. Social media monitoring delivers you a feed of conversations that uncover your customers’ true feelings about your brand, people, products and services. You don’t need to ask another question because the answer is already in social media – you just need to look!
 • Share knowledge instantly.
 Social media is a black box for most and while you might understand the true power of unlocking this critical business tool, other key stakeholders might not. BuzzNumbers allows you to quickly and easily share social media insights using easy to consume data, presented in graph, table, PowerPoint and RSS feeds. Keen to automate? Send emails out with your findings automatically from the system. Job done!
 Simply visit www.buzznumbershq.com/monitoring to explore our social media monitoring packages OR give us a call on +612 9008 1114 and we can work with you to create the ideal social media solution.
 http://www.buzznumbershq.com/monitoring

Page 19
                        

State Of Play Report 2012 | Corporate Social Media Australia
 Third Party Providers.
 Do you outsource your day-to-day social media activity? (Australia). B2C. 60% of B2C respondents indicate that they do not outsource their day-to-day social media activity. This could either be a result of budget constraints or an attempt to stay closely connected to customer interactions. B2B. With smaller traffic volumes and typically a higher customer value, it is not surprising that 75% of B2B respondents indicate that they do not outsource their day-to-day social media activity.
 25%
 75% YesNo
 40%
 60% YesNo
 B2B
 B2C
 Do you outsource your day-to-day social media activity? (USA). B2C. 65% of US based B2C respondents indicate that they do not outsource their day-to-day social media activity; again, this could be related to budget or a desire to stay close to the customer base. B2B. 80% of US-based B2B respondents indicate that they do not outsource their day-to-day social media activity. Similarly to Australia, volumes would be lower with values being higher – suggesting that greater focus on fewer is at play.
 20%
 80% YesNo
 35%
 65% YesNo
 B2B
 B2C
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 Primary social media tool used in Australia. With blogs proving to be very popular in Australia, content creation tools such at WordPress dominates the social media toolbox. Listening and research tools such as social media monitoring come second; clearly showcasing the power of understanding your market.
 Listening Creation Engagement Analytics
 Primary social media tool used in the US. With Twitter/Facebook being primary social networks, content creation and engagement tools come up trumps in the US social space. Listening again comes up as a strong tool in the social media arsenal and with more departments involved in social media.
 Third Party Providers.
 Listening Creation Engagement Analytics
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 2013 will be the year that Australian businesses look to deliver real world social media ROI across a range of business units. In the next 12 months, new players will join the power pair (Facebook/Twitter) and still more will join the mediocre middle, but what is inescapable is the need for all platforms to deliver businesses hard returns because failure to do so will see them made obsolete almost instantly. The mystery of social media is gradually being revealed with traditional business measures starting to be applied to the exercise. “We spent X, what did we get in return?” will be asked over and over again in 2013: If a social media activity can’t generate an answer or produce a number, metric or measure – time to look to a platform that can. We have seen an explosion of interest in social media monitoring with a focus on real-time insights to drive critical business strategy. With our Australian expertise, this has been paying dividends for our clients for the past five years and we see this becoming more important to other Australian businesses over the coming months. Keen to explore social media more? Let’s join forces and make 2013 the year you deliver social media ROI for your business.
 What to expect in 2013?
 Andy Gent CEO BuzzNumbers
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 Web: www.buzznumbershq.com Phone: +612 9008 1114 Email: [email protected] Tweet: @BuzzNumbers
 Let’s connect.
 http://www.buzznumbershq.com/
 mailto:[email protected]
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