
 

 

Social Media in Des Moines 
A report on Business Record/Hanser & Associates Des Moines Social Media 2010 Survey 

 

 

EXECUTIVE SUMMARY 

In January 2010, Hanser & Associates partnered with Des Moines Business Record to create a 

baseline understanding of social media practices among central Iowa organizations. The online 

survey of Business Record readers yielded 905 responses and asked questions about the goals, 

resources and outcomes for their social media programs.  

 

Specifically, the survey covered social media: 

1. Planning ï strategy, goals and measurement 

2. Resources ï tools, budget, time 

3. Outcomes ï expectations, results and forecasts 

 

Key findings of the survey include: 

Á Nearly 3 in 4 organizations are using social media, and about half started in the last twelve 

months 

Á Creating awareness is the leading goal of social media participation; lead generation and 

customer service are also a majority activity 

Á Strategy and measurement are lacking ï 54% have no defined strategy and 67% have no 

established way to measure social media success 

Á Social networks are the most popular tools, used by 85% of responding organizations. 

Blogging, microblogging and online video are also popular. Just 8% are using monitoring 

tools. 

Á Organizations are not committing many resources to social media ï most have fewer than 

five part-time employees with social media responsibilities and spent less than $10,000 in 

2009. Nearly 80% do not plan to increase their budget in 2010. 

Á Just 37% say their social media activity meets their expectations and more than 40% say they 

donôt know if their activity meets expectations. Yet, 82% say social media is worth the 

investment 

http://www.hanser.com/
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RESEARCH HIGHLIGHTS  

 

Hanser & Associates conducted this research because: 

Á There is explosive adoption of social media by individuals and organizations. Data suggests 

adoption doubled in 2009 across all types of organizations in a range from 24 to 92 percent. 

Á Organizations are hungry for óbest practicesô and ways to get started. Many businesses are 

not measuring their effectiveness and have expressed disappointment with their early efforts.  

Á No market data existed to demonstrate the state of social media practices in central Iowa. In 

fact, we havenôt seen another market-specific survey anywhere. 

 

  

http://online.wsj.com/article/SB10001424052748703909804575123691040422082.html?mod=rss_Today%27s_Most_Popular
http://www.business.com/info/business-social-media-benchmark-study
http://www.emarketer.com/Article.aspx?R=1007286
http://in.reuters.com/article/technologyNews/idINIndia-43022720091008?pageNumber=1&virtualBrandChannel=0
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Everybodyôs doing it? 

Social media adoption is expanding quickly. Nearly three in four organizations surveyed are 

using social media and almost half began using the tools in the past 12 months. Most do not have 

strategy or measurement in place to realize their goals. Moreover, most organizations surveyed 

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

conversation. 

Á 55% have no strategy 

Á 96% say óawarenessô is their goal; 62% also say ógenerating leadsô is a goal 

Á 66% have not established ways to measure social media 

Á 56% donôt have a policy or guidelines for employees using social media 

Á 50% have a process for responding to relevant online conversation 
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No money down 

Organizations in central Iowa are primarily assigning marketing departments to pursue low-

budget social networking and blogging.  

Á 65% say their marketing/sales department is engaged in social media; 14% say customer 

service is directly involved 

Á 85% are using social networking; 55% are microblogging (i.e. using Twitter); just 8% are 

using monitoring tools 

Á 35% have staff responsible full time for social media; 31% have one person part-time  

Á 84% allocated less than $10,000 to social media in 2009; 22% will increase their budget in 

2010 
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Whatôs happening? 

Most organizations are optimistic about their return on social media investment even though just 

31% are measuring results. The data shows a positive correlation between strategy, measurement 

and success.  

 

Á 37% say their use of social media meets their expectations; 41% donôt know if results meet 

their expectations 

Á 56% say social media has improved relationships with their customers 

Á 82% say social media is worth their investment 

Á 88% say social mediaôs utility and value will increase in 2010 
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RESULTS 
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