Social Media in Des Moines

A report on Business Record/Hanser & Associates Des Moines Social Rddi&urvey

EXECUTIVE SUMMARY

In January 2010, Hanser & Associates partnered RetiMoines Business Recotal create a
baseline understanding of social media practiossng central lowa organizationgheonline
surveyof Business Reconetaders yielded 905 responses askled questions about the goals,
resources and outcomes for thacial media programs.

Specifically, the survey coveretcial media

1. Planningi strategy, goals and measurement
2. Resources tools, budget, time

3. Outcomes expectations, results and forecasts

Key findings of the survey include:

A Nearly 3 in 4organizations are using social mediadabouthalf started in the last twelve
months

A Creating awareness is the leading goal of social media participation; lead generation and
customer service are also a majority activity

A Strategy and measurement are lackirsfi% have no defined strategynd67%haveno
established way to msae social media success

A Social networks arthemost popular tools, used by®of responding organizations.
Blogging, microblogging and online videwe also popular. Just 8% are using monitoring
tools.

A Organizations are not committing many resources to social fmeagst have fewer than
five parttime employees with social media responsibilities and spent less than $10,000 in
2009. Nearly 8% do notplan to increase their budget in 2010.

A Just 37% say their social media activity meets their expectatiwraore than 40% say they
donodt tkeir activityimeets expectatianget,82% say social media is worth the
investment

HANSER &
ASSOCIATES


http://www.hanser.com/

RESEARCH HIGHLIGHTS

Hanser & Associates conducted this research because:

A There is explosive adoption of social media by individuals and organizations. Data suggests
adoption doubled in 2009 across all types of organizations in a rang@4rtmd2 percent

A Organizations are hungry f or Manpbusnessesar@act i ce s
not measuringheir effectiveness and haegpressedisappointmentvith their early efforts.

A No market data existed to demonstrate the state of social media practices in central lowa. In
fact, we havenoO-bpecfiestrmey anpwherdd er mar ket

Does your organization use social media?

/
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Everybodyd® doing it

Social media adoption expanding quickly. Barly three in four organizatiossirveyecdare

using social mediand almost halbegan using the tools in the past 12 monthsst do not have
strategyor measuremernih place to realize their goal8loreover, most organizations sureely

have not given formal direction to employees and have not established ways to respond to online
conversation.

A 55% have no strategy

A 96% say G6awareB2%sal se shgiodggnatating |l eads
A 66% havenat establisheavays tomeasuresocial media

A56% dondét have a policy or guidelines for en
A 50% have a process for responding to relevant online conversation

What are your goals for social media (select all that apply)?

100% -
90% -
80% -
70% -
60% -
50% -
40% -
30% -
20% -
10% -

0% -

Building awareness/exposure
Collaborating internally
Supporting customers
Creating new business
partner ships
Generating leads
Reducing expenses
Closing sales
Developing better
products/services
Other (please specify)
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No money down

Organizations in central lowa apeimarily assigning marketing departments to puisue

budget social netwonkg and blogging.

A 65% say their marketing/sales department is engaged in social media; 14% say customer
service is directly involved

A 85% are using social networking; 55% are microblogging (i.e. using Twitist3% are
using manitoring tools

A 35% have staff responsible full time for social media; 31% have one persdimgart

A 84% allocated less than $10,000 to social media in;2ZZ@% will increase their budget in
2010

What budget did your organization allocate for
social media in 2009?

Under $10,000 $11,000 to $51,000 to $100,000 to More than
$50,000 $100,000 $500,000 $500,000
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What 6s happening?

Most organizationare optimistic about their return on social media investment even though just
31% are measuring results. The data shop@sétivecorrelation between strategy, measurement
and success.

37% say their use of social media meets their expectadd@psdod®t know i f r esul
their expectations

56% say social media has improved tielaships with their customers

82% saysocial media isvorth theirinvestment

88% says o c i a | utiheard valde svill increase in 2010

> >

Does your organization have a defined strategy for using social media?

The results of my
organization's social
media activity meet
our expectations.

™ Yes
¥ No

¥ Don't
know
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RESULTS

Does your organization use social media?

/

Why is your organization not using social media?
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How long has your organization been using social media?

» Started in the last 12 months
™ Morethan ayear

/ W More than two years

® More than three years

Does your organization have a defined strategy
for using social media?

V| X

™,
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Has your organization established ways to measure
social media success?

Does your organization have a policy or guidelines
for employees using social media?
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Does your organization have a process for
responding to relevant discussion discovered
through social media?
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