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Web 2.0
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The Shift of Online Behavior due to 
Web 2.0

•
 

Users are now creators
•

 
Information spreads virally online

•
 

Brand messages are competing with 
consumer opinion

•
 

Online marketing is becoming a dialogue 
instead of a loud speaker
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Gen Y Dominates 2.0 Behavior, but Other Groups are 
Large and Growing

51%

23%
14% 13% 9%

43%

24%
14% 10% 8%

24% 22%

8% 10%
4%

14%
21%

5% 9% 4%5%
17%

3% 7% 2%
0%

20%

40%

60%

80%

100%

Created or
updated a

personal page
on a social

network

Read comments
posted on a
mainstream

media website or
portal

Created or
updated a blog

Posted
comments on a

mainstream
media website or

portal

Add a new online
application to my

home portal or
social

networking site 

18-24
25-34
35-44
45-54
55+

JupiterResearch/NPD Group Individual User Survey (6/08), n =  3,730 (US only)

Thinking about your use of the Internet over the last year, which of the following activities did you conduct online monthly or more frequently? (Select all that apply)
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Public and Personal UGC will mature 
with Gen Y
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Online Social Media Use – Passive 
trumps Active
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Influentials vs. Social Initiators
•

 

Most popular form of social marketing two years running is to 
target a select group of influentials

•

 

A wide range of the online user base is influential over friends 
decisions for different subjects. When all subjects are listed, 
nearly everyone is influential for something.

•

 

Influentials are not the same as “social initiators” i.e. people who 
forward information to friends or try to influence others using 
social media or blogs.

•

 

Influentials are only slightly more likely to be active with social 
media, whereas initiators are very heavy users.
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Social Marketing Done Right

•
 

Tactics
•

 
Case Studies

•
 

Best Practices
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Social Marketing Definition

•
 

JupiterResearch defines social 
marketing as the practice of marketing to 
encourage user engagement or viral 
communication, particularly by 
leveraging social media such as social 
networks, blogs, and other communities.
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Viral Marketing Definition

•
 

Jupiter Research defines viral marketing 
as marketing for the specific purpose of 
encouraging consumers who receive the 
original marketing message to pass the 
message along, in this case online 
through email, video, social networking 
sites and widgets.
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User Generated Content Definition

•
 

User Generated Content (UGC) includes 
all text, image, video and audio content 
that is created by individual online users 
and subsequently available for public 
consumption in the form of blogs, social 
networking profiles, message-boards, 
and media sites like YouTube.
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Engagement

•
 

A new set of consumer behaviors have arisen online 
as a result of the increase in popularity of social 
media which are being loosely defined as 
“engagement.” Engagement within social media can 
occur when online users interact with games, social 
networking sites, blogs, video, and other rich online 
platforms. 

•
 

For marketers, such high levels of interactivity and 
communication present new opportunities to create 
ongoing dialogues with users that create more 
personal brand experiences.
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McDonald’s Fake Blog – It takes little 
time for online users to uncover the 
truth
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“If You Build It, They Will Come” Does 
Not Apply To Social Marketing
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Facebook Example – NBA for Utility and Entertainment
Social Network

Widgets and 
downloads

Links to 
important 
fantasy tools

Video
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Li’l Green Patch on Facebook
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HEAL Viral Video on YouTube
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Nike Desktop Widget
•

 

Pros:
–

 

Customized for a niche 
group of customers

–

 

Encourages long term 
engagement

–

 

Promotes brand loyalty
•

 

Cons
–

 

Not nearly as social as it 
could be

–

 

Does not enable maps 
technologies to make it 
more custom

–

 

Doesn’t incorporate 
anything about shoes or 
purchasing
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Takeaways

•
 

Accept shift in consumer control and work 
with the tide

•
 

Integrate traditional channels like search to 
create a seamless experience

•
 

Identify niche groups and create opportunities 
to engage with special audiences

•
 

Use free tools and harness people power
•

 
Measurement can only be done when goals 
are aligned with tactics
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Thank You

Emily Riley
Senior Analyst – Jupiter Research
eriley@jupiterresearch.com
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Beth Kanter

 

Beth’s Blog

 
http://beth.typepad.com
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Beth Kanter

 

Beth’s Blog

 
From E-Metrics Conference Presentation
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What are Convio clients doing?
■

 
General Social Networking
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What are Convio clients doing?
■

 
Specialty Social Networks
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■
 

Specialty Social Networks
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Specialty Social Networks
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What are Convio clients doing?
■

 
Portable Content Widgets
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■
 

Portable Content Widgets
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Thank You
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