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Social Marketing 101

Andy Kim / Global Electronics Industry Lead
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The world is now are in a nhew era of an empowered
customer that expects a seamless customer experience
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Consumers have
unlimited access to
information &
instantly share it.

500 million

Tweets/day and 1 Billion unique

-

Social networking and
mobile commerce
changed the dynamic
between buyer &

seller.

1 Billion

smart phones shipped in 2013
(+140% vs. 2012)

86%

of consumers use multiple

visits/month to YouTube

channels

95%

of CXO believe customer
experience is the next competitive

...and causing to lift
up customer
expectations further.

battleground

...changing the entire
way products are
conceived, sourced,
manufactured, and
distributed

$93 billion

in sales missed due to out
of stock inventory
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Consumers are getting socially smarter, vocal and more
connected.

90%

of consumers shared their

dissatisfaction with others;

59% of those will leave comments in
blogs or social media.
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of consumers 6 R b of consumers trust
research online . friends and family for
L e R Customer @ .
before advice on purchase
a purchase decision

However, many product recommendation tools are based on transaction history
and browsing behaviors, rather than by sentiment analysis and social
connections of the prospect users.

92%

»

*SOURCES: IBM Institute for Business Value,; ChiefMarketer.com
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New capabilities to face the socially empowered customer

challenges.

e Customer Focused Strategy

e Customer Experience
Design

¢ Social Business

¢ Mobile and Cross Channel
Strategy

¢ Voice of the Customer

Customer
Centricity

¢ Master Data Management
e Customer Master Solutions
¢ Data Governance

Single View of
the Customer

[

c e Digital Channel Transformation
Omnl-Chann.eI * Mobile Application
Transformation | Development

* Field/Store/Branch
Transformation

e Business Process Management

¢ Enterprise Content
Management

¢ Collaboration Tools
¢ CTI/IVR Solutions

Analytics &
Customer Insights

¢ Predictive Analytics &
Modeling

e Sales, Service & Marketing
Analytics

¢ Business, Web, and Social
Analytics

e Customer Segmentation



How much are you ready in the social era?

“It seems to happen from nowhere. However once it
happens, it can go easily out of control.”



How and how fast can you detect issues?

1 16:30 - Video uploaded onto Youtube
' 16:45 - Company detects issues
. 22:00 - Company found that employee

-------------------------------------------------------------- Total 43hrs
10:00 - Press release and delete the video from YouTube 15min 11

(already +1 million viewership)
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How do you respond to social issues?

1,398,077

Samsung Galaxy S4 Caught Fire Proof for Samsung PEEERTEE
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How do you respond to social issues?

richard wygand @aghostlyrich 128 062
guys/girls please share this around so0 any one buying ar has bought a

samsung s4 knows the risks youtu.bef20Hd-_gnckEU #samsung #galaxy
#54

Nokia USA & wa=ze
@Mokials

.@ghostlyrich we want to help you out. Let me send you a
Nokia Lumia so you can experience how customer service
should *really” work. -Jason

717 AM - 20134 12& 10&

229 RETWEETS 220 FAVORITES + 3 %
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IBM face-face interviewed 4,183 CxOs of the global leading
companies in 70 countries across 20 industries regarding their
preparedness & challenges of digital marketing.

[ North
America o o
Western Central and

605

9% 5%

South Europe Eastern Europe
ou

America 1,349 304 O
: : ) . ! -, Japan

0 4,183

4 interviews

Communications sectar

JNNNEENZEEN

Qliddle East and 475 v ,
frica usia

) acific
Source: 2014 IBM Global CXO Study

3%
16%

LM LR
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In the past 3 years, CMOs have made surprisingly little progress
towards implementing key digital marketing strategy components

Activation of digital strategy components

Customer collaboration using
social networks

20%

Integrated customer touchpoints across

%
physical and digital channels 16

Networked workforce with skills aligned to
business opportunities

13%

Advanced analytics to capture
customer insight across all touchpoints

Digitally enabled supply chain
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. Large extent Somewhat :

Source: Question CMO1-To what extent have you activated the following digital strategy components within your enterprise?



CMGOs feel as underprepared for the 2 big technology shifts as
before; the rate of change seems faster than many can cope with

Preparedness for the Data Explosion Preparedness for Social Media

. Underprepared

. Prepared

71% 68% 66%

82%

32% 34%

29%
18%

2011 2013 2011 2013

Source: Question CMO4—How prepared are you to address the following market factors (data explosion and social media)?
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ClOs shift priority toward supporting the customer-activated
enterprise, and away from more traditional IT-related
activities

Areas of personal involvement

Customer Experience
Management

New Biz Development

Marketing Communication

Risk and security
Supplier, vendor and
partner management

IT systems and
operations

Source: Question B3-What are the top five areas that you are personally involved in at an expertise level, today and in 3-5 years?



Strategic Enablers for Successful
Social Marketing Deployment

Social
Collaboration

Social

. Responding —
Early Warning
. System
Social
Listening I
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Purpose of the

Social data

Customer service data
Operational data
Demo/Social capital data
Transactional data
Organisational data
Environmental data
Customer satisfaction data

Warning SysteTn

Y0249 ©
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Engagement Centre

* Data: Real-time actionable insight

e Dashboard: Feel the pulse of the business
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Engagement Centre

Crisis management
Customer support
Market research
Measurement/Data
integration
Monitoring/Outreach
Knowledge management
Influence

Internal

* Operational: In-flight campaign, Operations
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@p) Social Responding

5 Minutes, the response time

users expect from a company once
they have contacted them via social
media.

“One small mishandling can spoil the whole
relationship.”
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Why Social-driven marketing transformation?

Global Penetration of Social Platform - Account Ownership, % of

internet users globally, Q2 2013

> +70% of internet user in social
networks

Facebook
Google+

YouTube (Since GWIL.8)
Twitter
Sina Weibo

v

Tencent Weibo

Qzone (China Only)

Tencent (China Only; Since GWI1.8)
LinkedIn

RenRen (China Only)

Youku (China Only; Since GWI.8)

+30% of social users can be
listened and responded

Myspace (Since GWI.8)
Tudou {China Only; Since GWI.8)
Instagram (Since GWI.10)

v

Pinterest

Kaixin {China Only)
Orkut {Since GWI1.8)
Tumbir

350+ friends per social user V

Badoo
51.com (China Only)
Viadeo

v

Mone of the Above
Reddit (Since GWI.9)
Bebo (Since GWI.8)
Quora (Since GWI.8)
Yammer (Since GWI.8)
vkontakte (Russia Only)

12%+ to read your social friend

Odnoklassniki (Russia Only)
Mixi (Japan Only)
Mig33 (Indonesia Only)

postings 2

Koprol {Indonesia Only)

Masza-Klasa (Poland Only, Since GWI.8)
MeZ2Day (South Korea Only)

Copains d'Avant (France Only)

Tuenti (Spain Only)

Sonico (Mexico Only)

“Huge Social Ripple Effect”
70% x 30% x 350 x 12% =
8.8 times of internet user

10% 20% 30% 40% 50% 60% T0% Cove rag e

""””'””””HHH”
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1) http://www.statista.com/statistics/232499/americans-who-use-social-networking-sites-several-times-per-day/
2) http://techcrunch.com/2012/02/29/facebook-post-reach-16-friends/
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Customers spend 20 - 40% more with company providing proactive

care thru the social channels.

83% of them loved/liked receiving a
response

[e———————

How did you feel when the company contacted
you as a result of your Tweet?

Tloved it o ——— 32.0%

Tliked it EE 5 5%
Ttdidn't matter eitherway =~ 12.5%
Ididn't lkeit =13.2%
I hated it pO.S%

M

Source : Maritz Research Company, 2011, Buffer Social App Company, 2014
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| Customers spend 20% - 40% more with the !
: company who respond to customer service |
: requests over social media :
L
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POOr service

Customer

Engagement revenue

Accenture McKinsey

-yl

Y
MORE
PROFIT

HAPPY CUSTOMERS Marketing Customer
from a

TELL Service
%
decrease in
defections

Bain

other
people UNHAPPY
CUSTOMERS
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IBM Social Marketing E2E Process

Ann Smith
WP of Digital at Bridgesuite Tech

Lives in Poiland, OR
g

SOCIAL MEDIA Build Social Profiling

1 ol rfi

e R entify users an

ﬁ_ digoutunmet gy il - FAMASE

Collect data from i needs - M.MW~ ‘
Social Log-in & L S ’ K Dislike

Sign in using your account with

Social DB Edracebook  Google *
twitker PayPal” » Customer DB
YaHOO! |~ OpenlD

‘m

Create and trigger
marketing
campaigns

al ael)l7
= 0 55
L

Result Tracking



y Social Collaboration
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The rule of competition is changing rapidly, driven by 3
key disruption drivers.

(0)
Company Social P2P Reputation +7 1 A) more likely to make a
Generated purchase by social referrals in US.
. . (0)
Geo/time e Anytime Anywhere + 2 O A) of online sales come
Bounded Always-on from m-Commerce in Korea.

+ 24% of customers

S contacted more than 3 channels
ynergy before making purchase.

Multi-channel Omni-channel

Conflict Mgmt

Source : IBM Global Research, Forces 2013
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Xiaomi, “the Apple of China” with disruptive fanboyism
connections.

China Smartphone Shipments Market Share
Q12014

Bl INTELLIGENCE

f Source: Canalys, B! Intelligence Estimates
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Xiaomi, the winning mix DNA of cross-industry best practices

Maximize
installbase by
selling hardware
at BOM

Social marketing - Built to order
WOM/ time (online direct
bounded sales with  >70% and ~2

intentional OOS  month preorder)

P2P via
community

EMS

Crowd Sourcing

Platform Play

‘BE
BOY,

amazon.com

and you're dane.

Xiaomi Value Chain

Prodgct Use_r b_ase Production Marketing Sales Service onetization
Planning building
Financial Impact vs. handset industry average
e aYad aYa aYa aYa aYa aYa ™)
3~5% of Offer Xiaomi 2~5% of 5~15% 30-45% channel 3-5% service similar spec vs.
accurate tweaked OS for production and marketing cost saving cost saving with galaxy device,
forecasting and competitor inventory cost spending saving +60% response always 45~53%
inventory cost devices, saving for FAQs lower offering
saving with resulting in price still with
faster demand +130% user 10% operating
ramp-up base vs. device margin
\ \_shipment J\ J\ \ J\ y y




Connected consumers set a new level of expectation on
building brand and customer loyalty.

o Affiliates

Channel
Collaboration

Location

Suppliers
Aware

Agencies &

Data
Everywhere

Customer
Centric

Buy anywhere, C _ _
anytime Social Connections

Always
Connected

...and there is now an increased urgency to be prepared for these challenges

L



“Let’s keep in touch!!!”

Andy Kim

Global Electronics Lead
Global Business Services

0937525873

kdowung@kr.ibm.com
m dowungkim

@ dowungkim
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http://www.linkedin.com/groups/IBM-Institute-Business-Value-2597995

