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Marketing has not fundamentally
changed since the creation of

the marketing concept and our
branching out as a child of modern
economic theory. What has changed
is how we, as marketers, talk with
our custor'ners and tools, techniques Dana VanDen Heuvel
and especially the technologies that The MarketingSavant Group
we employ in those conversations. www.marketingsavant.com
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his guide is meant to serve as an overview of the marketing

technologies available to you, the seasoned marketer, in the

upcoming year 2008. While not impossible, it would be dif-
ficult to chronicle every single piece of new marketing technology
that you can use. We’ve provided you with the most accessible and
actionable tools in this guide.

Marketech 08 includes a definition for each of the concepts and technologies
listed. For the purpose of this booklet, we’ve chosen to source these defini-
tions from Wikipedia, technology pioneers, industry associations, technology-
fathering organizations and other resources that move a bit faster than the
hard copy dictionary collecting dust in your cubicle. In fact, only__of these
definitions exist an__edition of the__that we have here at the office. Times
have changed, and marketing technology moves fast!
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FAQ’S
As with anything new, such as this guide, there are likely to be a few

questions. Here are a few that we’ve anticipated, and I'm sure that there
are likely to be more. Let us know what you think!

Q: How did you decide which technologies to put into this
guide?

A: This guide is the compilation of several months of surveying the
marketing technology landscape and choosing those technolo-
gies that we feel can make an impact for marketers in 2008.

Q: You seem to oscillate between general tools such as blogs
and specific platforms like Facebook, why is that?

A: The primary purpose of this guide is to address marketing tech-
nology at the category level, such as blogs, or social networks
or widgets. In some cases, the ubiquity of a tool or platform lent
itself to a dedicated page as its impact can be almost as profound
as the category within which it fits.

Q: Are the technologies listed in the order of importance?
A: No. Everything is listed alphabetically, if for no other reason than
the ease of organization.

©Copyright 2008 VanDen Heuvel Executives, LLC. All rights reserved.




SOCIAL MEDIA MINING,
BUZZ MONITORING,
CUSTOMER LISTENING

This guide is about what leading marketers will be doing with technology in 2008. There are
opportunities abound for the savvy marketer, but none is more important than listening to
the customer by tuning into their frequency in newsgroups, blogs, podcasts, and social me-
dia sites. In fact, as the marketing mix moved from a ‘monologue’ model to one of dialogue
and conversation, success with marketing technology will be predicated on a successful
buzz monitoring and customer listening strategy.

WHAT IS BUZZ MONITORING?

B Technorati : . Buzz monitoring is a phrase used in Online Public Relations and
j—-u — o social media marketing to track relevant conversations on the In-

- — ternet. It can be accomplished by paying for the service through
a major provider of online conversation monitor methodology, or
can be done in house through a variety of free services that are

available to all marketers.

IT ALL STARTS WITH SOCIAL MEDIA
MONITORING

In order to fully engage in a customer community, develop a
widget, or produce a worthwhile video that goes viral, you need to be in touch
with the buzz about your business. Consumers want to talk to consumers, they
don't trust marketers; they trust each other. Social media is a linkable, findable
conversation medium and your customers are talking about you, right now, and
you likely don’t know what they’re saying (Yet!).

Social media or buzz monitoring can be done professionally. Firms like Cym-
phony, Umbria, Factiva, Buzzlogic and dozens of other companies have sprung
up to go beyond the blogs. They're monitoring and tracking ALL mediums that
are used by social media enabled consumers. It's more than just listening; it's
about applying benchmarks, heuristics and intelligence around social media,
not just one-dimensional DIY tools.
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WHY SOCIAL MEDIA MONITORING FOR 2008?

While there are a good number of large organizations engaging one of the afore-
mentioned firms to understand the marketing conversation, there are countless
other companies, from small local businesses to Fortune 1000 enterprises that
have yet to get a preview of what the buzz is all about. For them, there are a
series of tools that are available that will make 2008 the year that they all start
listening in. Understanding that you no longer own your brand and that your
brand is a conversation is the first step.

HOW DO MARKETERS FIND OUT WHO’S

TALKING AND WHAT DO THEY MEASURE? What to Monitor
¢ Blogs

o Newsgroups

e Social networks

There are different parts of the conversation—enterprise, mainstream
media, and consumer generated content. Unless you're monitoring

the buzz, you won’t know what’s there. In every social media monitor- o Podcasts

ing program, there are a few fairly obvious things that every marketer o Q&A venues (i.e., Yahoo

should track. If you need more reasons to track social media, think of Answers)

the new product ideas, keyword research for SEO, warnings of possible e Search engine results

scandals and customer reactions that you'll be able to amass. o Wikipedia

Buzz Monitoring Tools

BEST PRACTICES FOR MONITORING THE o Google Alerts
CONVERSATION o Technorati

o Flickr (photos)
¢ YouTube (videos)

Getting started monitoring the online conversation can be pretty
straightforward, but there are a few guidelines that can help you get a
jumpstart, maybe even before 2008. What to Track?
Look for evangelists and help the spread the good word. ¢ Company name
Engage with ‘middle ground’ consumers to influence them. ¢ Products/Brands
Look for “incidental detractors” and engage with them to fix prob- ° [BEalliE
lems. o Key Customers
4. Seek out and minimize “determined detractors”—the people who ° Patents

. o Press releases
just can’t seem to be happy. o Competitors

o Stocks
o Services
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