THE EVOLUTION OF SOCIAL: WHY YOU
SHOULD DIVERSIFY YOUR SOCIAL
STRATEGY BEYOND FACEBOOK

THE HISTORY OF SOCIAL

Facebook’s big - we get it

In just over a decade, Facebook has transformed itself from an online
college directory into a dominant global content and ad network. In
that time, it’s also changed how businesses, including automotive
dealerships, engage their customers online. With 864 million daily
active users (703 million of which engage on mobile), Facebook
can’t be ignored. However, new contenders in the realm of social are
emerging to challenge Facebook’s dominance.

Now there’s more competition – internally and externally

Recent data suggests that users want more from their social networks
– more privacy, more relevant content, and more control – and
they’re willing to look outside of Facebook to get it. 30 million local
businesses have created Facebook pages as of June 20141, which
means that your Facebook page competes not just with other social
networks, but competes intensely within Facebook for your fans’
attention.

And there are more ways for customers to
communicate – with or without your knowledge

Getting in front of your customers on the networks they frequent
isn’t enough. With automobile shoppers visiting only around 1.4
dealerships prior to purchase, you can’t afford to ignore automotive
review sites. When customers want to share their experience at your
dealership, they probably won’t do so on your social pages. But share
they will: 41% of customers are likely to communicate a bad vehicle
or brand experience2 using their own social media pages or 3rd party
review sites, and if you’re not paying attention and responding, their
negative remarks might take your dealership out of consideration
with future buyers.
Are you effectively monitoring your customers and prospects on the
social networks and review sites they use?

1 http://techcrunch.com/2014/06/03/facebook-30m-small-businesses/
2 http://www.dealer.com/assets/APC-Study-21.pdf

SOCIAL MEDIA LANDSCAPE EVOLUTION

What’s different

While we’re likely all familiar with the massive social media
landscape diagrams, Forbes has broken down the current state of
the industry into “specialties”3 to reflect the rise of distinctive photo
and link-sharing apps, review sites, news sources, micro-blogs, and
geolocation check-ins. Forbes believes that the growth of these
specialized sites will continue, and along with it will come Facebook’s
loss of members.

How we know it’s different

A recent Pew Research Center study4 highlighted that nearly half of
surveyed Facebook users said they’d previously considered quitting
the site, and another 61 percent say they’ve taken several weeks or
longer away from Facebook.

Why it’s different (now)

The truth behind this exodus might be attributed to two things: a
recent turn towards customers’ desire for more privacy, and the rise
of mobile. Chris Hoffman from MakeUseOf believes that people “are
moving away from social networks like Facebook that are linked to
their real identity and towards other networks where they use aliases
that aren’t their real names and avatars that aren’t their real faces.”

With Facebook’s recent embarrassments around selling customer
information5, aggravating users by (temporarily) requiring the user of
customers’ legal names6, and running behind-the-scenes testing on
users without their consent7, concern over privacy on the dominant
social website is at an all-time high.

3 http://www.forbes.com/sites/quickerbettertech/2013/08/19/why-facebook-is-in-decline/
4 http://www.pewinternet.org/files/old-media/Files/Reports/2013/PIP_TeensandTechnology2013.pdf
5 http://www.makeuseof.com/tag/facebook-selling-data-mean-privacy/
6 http://mashable.com/2014/10/01/facebook-real-name-apology/
7 http://www.mercurynews.com/business/ci_26064438/facebook-runs-into-uproar-over-experiment-that-tested

NEW CONSUMER DEMANDS

User Privacy

Potentially due to these concerns, Jason Mander, head of trends at
GlobalWebIndex, has seen increased usage on other social networks,
listing the rationale that users find these apps “simple, largely ad-free
and are seen as being much more private.” Only 11% of surveyed
consumers said they trust Facebook “a lot” – lower rates even than
the 33% of respondents who indicated that they trust the IRS and the
37% who trust the NSA “a lot”8.
On the flip side, 79% of consumers say they trust online reviews
as much as personal recommendations9, and 90% of surveyed
consumers say that their buying decisions are influenced by positive
reviews10. But consumers read fewer reviews now prior to deciding
which businesses to patronize – so paying attention, and responding
quickly, to new reviews should represent a central tenet of your social
strategy.

Organic reach

According to TechCrunch11, Facebook users fanned, on average, 50%
more brand Pages over the course of 2012-2014 – which means more
content wrestling for your customers’ attention and ultimately a
decline in organic reach. Average Facebook organic reach went from
16% in February of 2012 to 6.5% in March of 2014. To stay in front of
customers, brands are forced to serve more ads – this means more
spend for businesses and a more ad-centric experience for consumers
on Facebook.

8 http://www.washingtonpost.com/blogs/the-switch/wp/2013/12/31/facebook-wants-to-knowif-you-trust-it-but-its-keeping-all-the-answers-to-itself/ - http://www.cnet.com/news/peopletrust-nsa-more-than-google-survey-says/
9 http://searchengineland.com/2013-study-79-of-consumers-trust-online-reviews-as-muchas-personal-recommendations-164565
10 http://marketingland.com/survey-customers-more-frustrated-by-how-long-it-takes-to-resolve-a-customer-service-issue-than-the-resolution-38756
11 http://techcrunch.com/2014/04/03/the-filtered-feed-problem/

Content Specialization

Pew Internet Research revealed that there are “more Facebook users
this year who also use Twitter, Instagram, Pinterest, and LinkedIn”
than in 201312. These other networks assist users to curate and
browse content feeds that are highly relevant to their interests. By
joining LinkedIn Groups, creating Pinterest boards, and following
lifestyle Instagrammers, consumers can ensure that they control the
content they’re shown rather being at the mercy of an ad targeting
algorithm.

Restaurant industry

Automotive retailers might think about taking cues from another
highly customer service-focused industry – the restaurant industry.
In the second quarter of 2013, the Restaurant Social Media Index
(RSMI) noticed Facebook’s lagging performance among the 52
million tracked restaurant customers13, with upticks in apps such as
Vine, Google+ and YouTube. This is due in part to the rise of mobile
engagement, which has increased over 300 percent in the past year;
almost 39 percent of RSMI diners’ activity occurred on a mobile
device.

RAMIFICATIONS OF SINGLE-THREADED
SOCIAL

What you’re giving up now

Focusing solely on Facebook may jeopardize your ability to connect
with customers both now and down the road – especially among new
drivers, where 95% of the population is online14 and 9 out of 10 use
social media15.
12 http://www.pewinternet.org/2013/12/30/social-media-update-2013/
13 http://nrn.com/social-media/restaurant-customers-look-beyond-facebook-social-engagement
14 http://www.pewinternet.org/files/old-media/Files/Reports/2013/PIP_TeensandTechnology2013.pdf
15 http://www.cbsnews.com/news/kids-social-media-survey-instagram-twitter-facebook/

What you could be giving up in the future

These individuals may not be your customers just yet, but establishing
brand presence and awareness can generate engagement now and
sales for your dealership later. It’s critical to remember that social
networks have the ability to make or break a shopper’s decision
to visit your dealership. While you may be continuing to post on
Facebook, remember that due to the loss of organic reach, your
customers may not be seeing your messages unless you’re paying for
promotion.
Ignoring online reviews can also jeopardize your ability to connect
with prospects and existing customers. With “word of mouth” now
online, customers can easily share negative experiences across a
variety of rating sites that could cause others to turn away from your
dealership.

DIVERSIFYING SOCIAL STRATEGY

Conclusion

Now that you understand that your customers might be migrating
away from Facebook, it’s time to consider ways to diversify your
social presence. To create an effective social strategy, your business
needs to diversify its social media portfolio by developing a content
and engagement strategy for a variety of industry avenues – places
like Twitter, Cars.com, DealerRater, Instagram, Yelp!, and YouTube.
But you don’t have to do it all alone – with automotive-tailored
software solutions that support multi-network engagement, you
can spend your time focusing on quick review responses and the
analytics behind your content rather than the mechanics of gathering,
authoring, posting and monitoring. These tools make it easy for you
to target and distribute content, generate engagement, respond to
reviews and measure results, then seamlessly test new concepts
based on your learnings.
How does your social strategy help you take advantage of the
changing social landscape?

