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Engaging “Socially” with Customers

Facebook, Instagram, Twitter, Snapchat, and other
social tools create myriad opportunities to engage
consumers, amplify product messages, discover
trends and influencers, build brand awareness, and
take action on customer requests and recommenda-
tions. Social media monitoring helps marketers and
business owners understand more about buyers’
likes, dislikes, and complaints concerning products,
additional products or product modifications custom-
ers want, and how people are talking about a brand
(positive or negative sentiment).

Instagram is one of the fastest-growing social
networking platforms, with more than one bilk

active monthly followers, and is especighygpopula
with younger Internet users. It is a pov tool for
business, enabling brands to ge ages and
photos to target audiences, engag them, and

build closer relationships. Userg can interact with
other Instagram users byAfollowing them, being fol-
lowed by them, com ~ “liking,” tagging, and

private messaging. Instagwsgm has about 25 million
registered businesnts and 1 million month,
active advertisers wHesefse sponsored ads to re
more people on %a tform. Instagram ge
$20 billion in ad revefiue in 2019.

With over 8%011 followers, Nike is oné of
the most popular Tfistagram business brands. Nike

posts a mix o nt, including celebrity-endorsed

and lifestyle-bas erformance shots using still
imagery, ani imagery, and video to define
“moments.” ny other companies, Nike has

learned that i llowers are not just buying their
products, themuying the lifestyle associated
with those pro Nike continually promotes
its products, b es so via lifestyle-related
storytelling.

Nike’s mission statement is “To bring inspiration
and innovation to every athlete in the world,” ama-
teur or professionalY 1 Nike brand reflects the
belief that people can @ eve more by believing in

to feel like full-fledged at
Many Nike Instagram posts i
make a jump shot or run on th
emotive motivation, earning the brén u
“likes” per post.

if they “Just do it.”
iging followers to
voke this
500,000
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Instagram is one of many social media tools used
by NBC Sports to engage with its viewers. NBC Sports
has 20 million primetime viewers nightly. Instead
of asking people to watch its games, as it had in the
past, NBC Sports urged them to engage in conversa-
tions about games at the moment they were happen-
ing live when it covered the PyeongChang Winter
Olympics in 2018. Rather than pushing news, NBC
Sports wants to know how people feel about the
news. When an ad or piece of news is released, NBC
Sports wants viewers to engage in spirited social de-

1 g 1t ms. Through social listen-
an anal IES is able to see in

1 time Wthh ads te wit stomers

NBC Sports uses Oracle’s Cu
Social Cloud, a cloud-based software
ables businesses to listen, track, analyze
decisions based on “consumer chatter.” If a toffic is
heavily discussed, NBC Sports includes it in moré€ o
the content it shares. If something doesn’t genera:
shies away from it

orms attract ces, and that a

nce, whereas
ing. To adapt
Sports uses
ries about what'’s
s over 50 channels
ially on Instagram,
pchat, and Pinterest.
ith customers via social
enefited many companies, not all have
e results they hoped for. Lush UK, noted
an and animal cruelty-free, all-natural
and body products, environmentally
kaging, and captivating Instagram posts,
the spring of 2019 to close its social media
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accounts. Lush claimed that social media was actu- Q

ally inhibiting its ability to engage with fans. Lush
had massive followings on Instagram (570,000
lowers), Twitter (200,000 followers), and Fa

(400,000 followers).
In an Instagram post, Lush stated i @ tired
of catering to constant social ?d m changes
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to keep in front of followers. The company did not
want to pay to appear in newsfeeds, nor did it want
to limit conversations to a few places. Instead it pre-
ferred to open up conversations with customers via
live chat on its website, email, and telephone. “Social
media is making it harder and harder for us to talk to
each other directly....We want social to be more about
passions and less about likes,” Lush stated.

Experts note that companies have recently had
to struggle more to get in front of audiences be-
cause many social media platforms have stopped
ordering news feeds chronologically in favor of al-
gorithms that order content by “relevancy.” Many
businesses have been frustrated with their posts not
being shown to users. They suspect the social media
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CASE STUDY QUESTICNS

. Assess the managemen
nology issues for using s
engage with customers,

. What are the adMantages and disadvantages of

using social advertising, brand building,

market researciizand customer service?

project to enlist the aid of custome
25. Kickstarter.com is arguably one of t
crowdfufiding sites where visitors invest in start-up
include gwﬂlar working with customers to desi
for designing_furniture, Lego Ideas for developin
Pepsico uper Bowl viewers to build an onlin
Market rough social media is still in its e

hicle fo

are experimenting in hopes of finding a winning formula. Social interactions

and customer sentiment are not always easy to ma

lenges for co ies eager to protect their brands.
Management prgmides specific examples of compani

using Facebook

Estagram.

platforms are making these changes to encourage
more brands to pay for ads as a way of increasing im-
pressions (number of times an ad is served).

Did Lush make the right decision? Will ignoring
social media work for Lush? How much value is so-
cial media really driving? Can Lush succeed in creat-
ing a meaningful community outside social media?
Many companies are watching closely for answers.

Sources: Brian Peters, “Nike’s Secret to Success on Instagram Building
an Engaged Community,” buffercom, accessed March 28, 2020;
www.nbcsports.com, accessed March 28, 2020; “Nike,” www.tracka-
lytics.com, accessed March 28, 2020; Iris Hearn, “Lush Is Quitting
Social Media Due to Frustrations over ‘Fighting with Algorithms,”
Impact, April 11, 2019; and Genna Lepore, “What You Can Learn
about Social Media Marketing from NBC Sports Unique Approach,”
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3. Give an example of a bu& in this
case study that was facilitated by «@ g sdcial
media to interact with customers.

4. Should all companies use social media“teChrioyogy

for customer service and marketing? Wh;
s#ads of companies are best suited
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2020 is estimated to be about $14.5 trillion, with B2B e-commerce (online B2B)



