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Web 2.0 and Social Media – Why?



Why This Matters - Trends
Peer to Peer or User Generated is the number 

one source for “trusted” information –
Traditional sources continue to decline

“Emerging Vehicles” - blogs, online games, 
social networks, virtual worlds, widgets and 
wiki’s are “on the map” as marketing tactics 
– They are also considered mainstream by 
the user audience

Digital ad spending continues to increase & scale



Why This Matters - Trends : Search has created a major 
shift in B2B decision-making and B2B marketing

B2B Decision-makers findings:
Search engines are the first place they turn 
when doing research for vendors and solutions.
Search engines are used in all phases of their 
evaluation process - awareness, research, 
negotiation and purchase.
Search and the content they find is considered 
to be as influential as offline sources (ex: 
Peers, trade pubs, events).

B2B Marketer findings:
Search is used for both advertising and direct 
response.
Paid and Organic Search are considered the 
top tactics for ROI value.



Word of Mouth is a Key Influencer in 
Business Purchasing Behavior

Users cluster around topics and 
recombine each other’s ideas in 

new ways.

http://www.emarketer.com/Chart.aspx?083961&xsrc=chart_articlex


eMarketer and Other Sources: Social 
Commerce Report, Aug. 1st, 2007



Three Big Plays as Strategic Umbrella
1. Listening as a disciplined marketing practice

2. Advocacy as a deliberate marketing channel

3. Unlock and unleash content for wide distribution

1. About Listening

2. About
Affecting & Activating

Minds & Hearts

3. About Sharing



Three Big Plays
1. Listening as a Marketing Practice

• Passive Listening (who, what when where and to whom – why?)
• Active Listening = Engagement (transparency, commitment, 

context/value proposition)

2. Advocacy as a Marketing Channel
• Measure, impact and activate audience’s propensity to recommend 

the brand

3. Unlock and Unleash Content
• Earned Media to Accompany Paid Plans – Enable and encourage 

audience to share content



What New Plan Might Look Like for an 
Integrated Campaign

Current
DM/Media
Email
Landing Page
Content Syndication
Search

Future State
Listening Post
Search/Content Syndication
Influencer Engagement
Advocacy Activation
DM/Media
Email
Dynamic Landing Page

(multivariate) Rich Media
Earned Media
Other Emerging Channels
Listening Post



Balancing Risk and Control

Movement

The Human
Network

What the Brand Says and Does
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What the World Says and Does

CHANNELS

TV
Print/OOH
Websites - Email 
Sitelets and Partner Sites 
Mobile
Desktop Apps/Widgets
Distributed Content
Online Advertising

Brand Community

Content Aggregation

Widgets – Social Platforms

User Review Sites

Collaboration - Wikis

Social Networks

Blog Networks

Individual Blogs



Engaged 14 “most influential bloggers across 
multiple categories – asking them transparently, 
“Cisco would like you to introduce the concept of 

the Human Network”.
We’d love for you to help us to define it”

Cross advertised the 14 definitions to each 
audience and invited audience to vote on what they 
felt was the best definition. Engage in conversation 

– Debate and open discussion



Outcomes of Cisco example: “the human network”
Increase in volume of conversation in marketplace

Organic posts on media sites

Domination in Organic Search Rankings 



My Cell Phone



Payoffs
• Dominate the three areas people trust most for information
• Dominate Natural Search
• Optimize Paid Search
• Increase brand metrics
• Bonding with customers and prospects
• New ways of on-boarding suspects and prospects into sales process
• Optimize “buying environment”
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