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The business of social media
Summary
Social media sites such as Facebook, LinkedIn and Twitter have experienced exponential usage growth over the past few years. Although the task of navigating through difficult or changing circumstances such as these is difficult, this report discusses the many ways businesses are using social media sites to gain competitive advantage

Transcript

Ticky Fullerton, Presenter: The growth of social media like Facebook, LinkedIn and Twitter in the last few years has been exponential. Australians lead the world in usage of these sites and now the business community is waking up to the possibilities. Here's Andrew Robertson.

Andrew Robertson, Reporter: This may look like young men on skateboards with burning backs. In reality, it's a symbol of a massive change taking place in the world of business. It is an excerpt from a five-minute movie shot for Coca Cola to promote a caffeine drink called Burn which is sold in Europe and the Americas. 

Craig Davis, Chief Creative Officer, Mojo: It's aimed at 16 to 22-year-olds, mostly males. It's an audience that really don't watch television, rarely watch television at all anymore. And so the brief was how to get to that audience, engage and get involved in the things that they value.

Andrew Robertson: And with television not one of those things, the advertising campaign has been run entirely on social media websites, leaving the traditional television stations out in the cold.

Over the last 15 years, the internet has revolutionised the way the world does business. Social media is the latest stage of that revolution and the statistics reveal its phenomenal growth.

According to global digital monitor comScore, social networking sites are now the second most popular use of the internet in Australia, increasing 26 per cent in the last year. Facebook is by far the most popular social networking platform, with the average user spending five hours a month on the site. Despite its high profile, Twitter is used for just 16 minutes.

Mojo's Craig Davis is one the creators of the Burn movies. He says social media is forcing business to engage with its customers and other stakeholders in a totally different way.

Craig Davis: It's no longer about packaged messaging and transmitting or beaming that at an audience, it's now very much about being responsive, about being transparent, about being accountable and providing something into the conversation that has real value for people.

Andrew Robertson: And it's the conversation which is the key. The ability for companies to talk directly with their customers and for customers to talk to each other.

Johanna Blakley, Uni. of Sothern California: I think you see a lot of businesses that never considered themselves as media businesses moving into the social media sphere, because they realise that this is the best way to actually connect with current customers and to recruit new customers and new consumers to their brands.

Andrew Robertson: Dr Johanna Blakley is one of the world's leading social media commentators and she's in Australia raising awareness of its implications for business. She points to luxury car maker Jaguar as another company that's coming to grips with the new dynamic.

Johanna Blakley: Jaguar actually is very active on Twitter because they feel that it's a fairly small and intimate community of people who have Jaguars and they want to be able to have a conversation amongst themselves that's actually closed network. And that's precisely the opposite approach that Coca Cola would take, for instance.

Andrew Robertson: Australian online strategist Laurel Papworth believes the business community Down Under still largely sees social media as a forum for advertising and not much more.

Laurel Papworth, Online Community Strategist: Whether they're actually watching the comments and deciding on the next phase, moving it to the next level because of the reaction that they got at the first phase, I'm less convinced they're doing that. I think it's more of case of, "We'll give social media a try for six weeks and we'll put a funny video out there and see whether it takes off."

Andrew Robertson: But social media is doing much more than simply allowing companies to communicate more effectively with their customers. It's driving efficiencies and innovation from within where enlightened companies are better engaging with their staff and revolutionising processes such as recruitment.

Mike Gregoire, CEO, Taleo: I'd be able to go take a look at your LinkedIn page, I'd be able to go and take a look at your Facebook page, I'd be able to take a look at any of the other social media to find out if you really are who you are, if you really did what you did, compare your resume against your social aspects and be able to do a little bit of checking.

Andrew Robertson: Taleo is the world's biggest human resources software company with Australian clients including Qantas, Mirvac, Woolworths and Coca Cola Amatil. Mike Gregoire says the risks for businesses of not being tuned into social media are now huge.

Mike Gregoire: What would happen if you have - if you don't have a digital policy or someone monitoring your digital footprint and you're a consumer electronics company and someone is very unhappy with your product? I mean, that gets permeated through all the social media, it gets permeated through all the blogosphere, and if you don't have a way of dealing with that, your company's reputation could be, you know, irrefutably harmed.

Andrew Robertson: Social media is opening up a plethora of threats and opportunities for business and tomorrow will look at how one enlightened real estate company is deploying cyberspace's new tools of trade.
