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Social
networks
round out the
most popular
category of
social media
tools, with
Facebook
being the
elephant in
the room,
boasting an
ever-growing
membership
of over 500
million people
in over 180
countries. But
Facebook is
not the only
social network

Media that is social

ROI of Social Media:
How to Improve the Return on Your

Social Marketing Investment.

By Guy Powell, Steven Groves, Jerry
Dimos. Wiley; 320 pages; $29.95
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AVE you ever thought of
marketing by Facebook?
Before you start, read at
least one book: The ROI
of Social Media. The book meanders
through a whole range of social media
tools and their applications that prom-
ise to drive revenue for companies.

Social media is exploding as a new
media channel. It differs from other
advertising channels because mes-
sages are multi-directional and gener-
ated by many parties: marketers,
influencers, individuals and consum-
ers. Social media is not a one-way
broadcast of messages to the masses,
but a conversation taking place
between many individuals. Unlike the
real world, the conversation can have
many others observing and consum-
ing the content, not just during the
conversation, but practically forever
into the future. Social media market-
ing has an easily accessible and long
memory.

With 15 case studies in its folds, the
book uncovers the tactics and tools
used by the largest and most success-
ful corporations and agencies to moni-
tor and measure the return on their
investments in social media. Guy R
Powell, Steven W Groves and Jerry
Dimos have done the hard work to
uncover and reveal the secrets the big
boys use so you do not have to. It
includes an eight-step process for
marketers to set up their social media
metrics and calculate ROI (return on
investment) and a readily referenced
'‘media engagement framework’ that
encompasses traditional and social

marketing in a holistic approach.

The case studies cover large and
small consumer marketers, large and
small business-to-business market-
ers, and social media tools developers
in the US, Europe and Asia. The stud-
ies include companies from Asia,
Europe and North America and mar-
kets as diverse as fast moving con-
sumer goods, consumer packaged
goods, media, technology and
ecomimerce.

One significant case study was
about the Unilever Dove Campaign
for Real Beauty
(campaignforrealbeauty.com), which
was successful in driving in initial
awareness and participation. The
company used traditional channels
such as magazines, television and
billboards to drive awareness for the
programme. Young teen girls were
invited to log on to the campaign
website. They could download mate-

rials, participate in online workshops, n I a

take online self-esteem quiz and

become a member. The site now links
to a Facebook page with more than
70,000 fans.
The authors say social media has
quickly become a new arrow in the
marketing communications quiver.
Because of this, marketers are begin-
ning to scrutinise their knowledge of -

the consumer decision-making.
Social media is not just one big mono-
lithic channel. It is made up of many

different types of channels, each with HOW TO IMPROVE THE RETURN ON YOUR

its own nuances. Just as newspaper

advertising is different from trade SOCIAL MARKETING INVESTMENT

publication advertisement, which is
different from TV advertising, which is
also different from outdoor advertis-
ing, so too is Twitter different from

Guy R. Powell | Steven W. Groves ‘ Jerry Dimo:

Originally, blogging was the first
significant social media tool avail-
able to marketers. CEOs were
encouraged to write posts about
their thoughts and brands. Key
influencers were writing their own
thoughts and the blogosphere was
born. Since 2002, the blogging search

engine Technorati has indexed
133,000,000 blogs and 77 percent of
internet users read them.

The opportunity to provide a
smaller, more easily consumed post
was taken up by Evan Williams, Jack
Dorsey and Biz Stone. They devel-
oped a service that constrained the
writer to 140 characters, not words.

L

What could you possibly say in 140
characters that would be even
remotely engaging? Apparently a lot,
because the service is called Twitter
and as of December 2009, they raised
$155 million in capital, without mak-
ing a dime of revenue. They had
more than 75,000,000 users in the
last report.

Social networks round out the most
popular category of social media
tools, with Facebook being the ele-
phant in the room, boasting an ever-
growing membership of over 500
million people in over 180 countries.
Facebook is not the only social net-
work. MySpace,
FastPitchNetwork.com, Orkut,
Cyworld (Korea) and Qzone (China)
are all social networks.

The book presents a comprehen-
sive framework to develop metrics
and calculate ROI for social marketing
activities. It describes how to measure
the value of a single social marketing
channel, such as Twitter, an inte-
grated social marketing campaign

Facebook and MySpace. Traditional The book was written for a number not only understand how messages combining Facebook, Twitter and
media is not just a silo of messages of groups and individuals in an from any source impinge on their YouTube, and an integrated marketing
being broadcast out to the nameless ~ organisation. Certainly, anyone in consumers, but how messages must campaign combining TV advertising,
masses. It can be shaped by the give marketing is a primary target audi- now be targeted to individuals in price changes and a branded social
and take of social media. ence for this book. Marketers must general. media community.

Story behind China's

30-year reform mania a

Red Capitalism: The Fragile Financial
Foundation of China's Extraordinary Rise.

By Carl E Walter and Fraser JT Howie. John Wiley

& Sons; 248 pages; $29.95

With Wall Street and Europe in crisis and China
strongly positioned as America's largest creditor,
the question on the tip of everyone's tongue is:
“Will China surpass US as the world's premier
global economy?” While China has ostensibly
cornered the market in US currency, treasury and
agency bonds and pushes full steam ahead in a
seemingly unstoppable rise on the global stage,
what undergirds its financial edifice is a fragile
banking system that threatens to undermine its

sustainability and success.

This forms the main vein of the timely new
book, “Red Capitalism: The Fragile Financial
Foundation of China's Extraordinary Rise”.
Throwing light on China's financial labyrinth, the
book traces how the Chinese government
reformed and modeled its financial system in the
30 years since it began engaging with the west.

Looking forward, Red Capitalism makes a
penetrating analysis of how the government's
response to the global financial crisis has created a
banking system the stability of which can be main-
tained only behind the walls of a non-convertible
currency, a myriad of off-balance sheet arrange-

ments with non-public state entities and the

strong support of its best borrowers -- the politi-
cally potent National Champions who are the
greatest beneficiaries of the financial status quo.
China's financial system, as such, is not a model
for the west and indeed not a sustainable arrange-
ment for China itself as it seeks increasingly to
assert its influence internationally.
“Understanding how China has built its own
version of capitalism is fundamental to under-
standing the role China will play in the global
economy in the next few years,” said the authors.

Mean Markets and Lizard Brains:
How to Profit from the New
Science of Irrationality.

By Terry Burnham. Wiley; 324
pages; $16.95

Everyone from journalists to market
pros are turning to behavioral
finance to explain, analyze, and
predict market direction. In con-
trast to old-school assumptions of
cool-headed rationality, the new
behavioral school embraces hot-
blooded human irrationality as a
core feature of both individuals and
financial markets. The 2002 Nobel
Prize in Economics was awarded to
scholars of this new scientific
approach to irrationality.

In Mean Markets and Lizard
Brains, Terry Burnham, an econo-
mist who has a proven ability to
translate complex topics into every-
day language, reveals the biological
causes of irrationality. The human
brain contains ancient structures
that exert powerful and often
unconscious influences on behav-
iour. This "lizard brain" may have
helped our ancestors eat and repro-

affect economic choices and development path, depth look at why manias, panics, and
and what this means for the rest of the world

eagerly watching China." -- Star Business

Na panic

Should be required reading for aiyoie

Mean Markets
and Lizard Brains
HE.‘I'-';‘;-..E.'[! .u‘:[! U.L-,;I.a'.r.-[:

P‘I’*‘l"ﬂhlllﬂm‘lﬂl are down You can make money when it get

J '™
»
Aurnham

lerry |

“While the overall economics of China's current duce, but it wreaks havoc with our

predicament is well understood by international finances. Going far beyond cata- at irrationally low prices.

economists, the institutional arrangements loguing our financial foibles, Dr Burnham Most importantly, by incorporating the
underlying its politics and economics and their applies this novel approach to all of today's new science of irrationality, readers can posi-
implications are far less understood. This book is most important financial topics: the stock tion themselves to profit from financial mar-
about how institutions in China's financial sector market, the economy, real estate, bonds, kets that often seem downright mean. Mean
its banks, local-government “financing plat- mortgages, inflation, and savings. This broad = Markets and Lizard Brains skillfully identifies
forms,” securities companies and corporations -- and scholarly investigation provides an in- the craziness that is part of human nature,

helps us see it in ourselves, and then shows

crashes happen, and why people are builtto  us how to profit from a world that doesn't
want to buy at irrationally high prices and sell always make sense. -- Star Business
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The human
brain contains
ancient
structures that
exert powerful
and often
UNCONSCIOUS
influences on
behaviour.
This "lizard
brain" may
have helped
our ancestors
eat and
reproduce, but
it wreaks
havoc with
our finances



