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Viral View: Social Technographics: Are
you keeping up with your online
audience?

by GoViral, campaignlive.co.uk, 06 November 2009, 00:06am

LONDON - In a recent report, Forrester Research argues that
companies often approach online social media as a list of
technologies to be used on an ad-hoc basis to achieve their
marketing goals
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This approach generally leads to mediocre results. Instead, a better
way to go about it is starting out with your target audience in mind.
Companies should find out what online activities their target audience
engages in and how this can be brought in sync with their online
marketing activities. For the past three years, Forrester has been
investigating consumers’ participation in social technologies around the
world. The research places people into six categories based on their
participation in different online behaviours. Forrester started to use the
term Social Technographics to describe this segmentation.
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According to the research, Europeans continue to adopt online
technologies more slowly than in the US, with about 40% never

Best of Droga5 engaging with any online social media. Another interesting finding is
that there is hardly any difference between men and women in online
social media usage. On a global scale, consumers are becoming more
involved and engage in a wider variety of social technologies. More than
60% of online European consumers now engage with social media on
a regular basis.

Forrester considers the heaviest users of social media to be
influencers. These are generally the Creators (i.e. those who publish
blogs, upload user-generated videos, etc.) and the Critics (i.e. those
Digital Britain who post ratings and reviews, comment on blogs, etc). These are the
people that drive social content — they are the most heavily engaged in
online social activities. They are also the most attractive people to get
exposed to your marketing messages. The good news is that the
group of Creators and Influencers is growing in all the markets covered
in the research. In European markets, these two groups now comprise
one third of all consumers, whereas in the US the same group
represents 61%. You can use Forrester's consumer profile tool to map
the Social Technographics profile of your own customers.

Tony Davidson and So what does this mean for your company and your brand? It means
Kim Papworth that the potential platform to expose yourself is becoming larger,

= making online advertising much more attractive. Since online video now
account for 13% of the total European Internet time, viral marketing and
video advertising are valuable elements of this platform. Figures from
comScore indicate that the average online video viewer watched 582
minutes of video per month, or about 9.7 hours worth. The average
length of an online video is 3.7 minutes. YouTube has recently
announced that it has reached the milestone of 1 billion views per day.
This means that the world is watching 3.7 billion minutes of YouTube
videos per day.

These numbers are truly mind boggling. A less positive result of this
staggering increase in online video consumption is that individual
videos are likely to receive less and less attention. In fact, less than
1% of videos get more than 5,000 views in the first 12 months. This
means that strategic distribution of relevant branded content is now
more essential than ever in order to reach the right target audience.
The brands that are most successful in viral marketing and video
advertising are the ones that frequently and consistently publish
refreshing content that has fundamental value for their online target
audiences. Let's consider two brands that have done their homework
very well: Nike and The Home Depot.
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Nike

Few companies can even dream of having the advertising resources
that a big global brand like Nike has at its disposal. This big marketing
budget has given the brand the opportunity to pay sports celebrities
like Cristiano Ronaldo and Wayne Rooney to endorse its products. But
Nike has gone above and beyond what money can buy in online
advertising. Viral success is not necessarily only about hiring big
names — it is about being in concord with the brand.

Nike has made fame by associating itself with big sports stars. The
brand consistently produces high-quality viral content and reaches a
huge audience. It would not work for Nike to return to low-budget.
simple content videos just because the videos live on the Internet. Nike
has developed a talent and reputation for creating cool videos using
fantastic content and experimental film making techniques.

Nike uses a large number of channels and a variety of content to
appeal to a broad audience. This means that the brand can
communicate to the different audiences for each of their product lines
in a tailored way, as opposed to creating general content for its entire
target audience. This makes it much easier for consumers to find
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