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Social Media in B2B: Who Needs It?

Dan McGrath, DHL Express
AEB PR & Communications Committee, October 5, 2011




WE ALL DO.
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Stating the Obvious: Social Media is the Future

* Russia has over 47 min internet users (second only to Germany in Europe)
— 60 miIn users, according to ITU

» Over half (52%) of all Russian internet users are registered in social
networks, and the average user spends 24 hours per month online

* Russians are the heaviest social networkers worldwide, with an average of
9.8 hours per month spent in social networks (~2x world average)

* In 2010, Vkontakte recorded 25 million users per month

* Digital is predicted to be the No. 2 media in Russia for advertising in 2012

Sources: comScore, May 2011; ITU; Russian Association of Communications Agencies
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Why We Love Social Media

» Social media offer a unique opportunity for engagement
* Your customers and employees can become ambassadors for your brand

» The cost-per-contact is significantly lower than most other media (lower still if
your message goes viral)

* A marketing manager’s dreams have come true — you can measure the impact!

» Messaging can be easily targeted to specific audiences
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Why We’'re Cautious About Social Media
I ———————————

» Not everyone is interested in engaging with brands online

 Your customers and employees can attack your brand (anonymously)
* Is it really as cheap as it looks?

« Statistics can be (and are) “pumped”

 Fast-changing, fragmented environment

» Slow take-up with our (non-IT) B2B customer base — how much resource
do we need to devote to this area?
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Our Priorities
e

Priorities Key considerations

> Identify new trends and preferences
Market Trends
Track news on DHL & competition
Protect company reputation
Credibility
Ensure transparency online

g4 Leverage social media in sales campaigns
Promotion & Engagement

Use engagement to support brand
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Market Trends
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. Feeding of relevant news . —————

[oeeani 3a Tpu 4HA w3 Cunranypa (DHL. Ho BecnnatHol)

fIOW into Weekly report to 1 okrafipa 2011, 12:14 - gothicsquash - gothicsquash _livejournal com
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* Immediate escalation of
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Credibility

http://elena-dhl.livejournal.com/

Customer-focused

* Livejournal page: Official
named person from DHL
Customer Service trained to
deal with customer
complaints online

* Never respond
anonymously or via “agents
of influence”

» Use less formal language
(where appropriate)

« If invading personal space,
back off

* No drawn-out dialogue
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Credibility

Employee-focused

* Influence employee activity
through social media
guidelines

* Recommendations on
behaviour in social media

* New employees sign online
confidentiality statement

MoHUTOpUET MH
NonNe3I0EaTENEH

L..'I}r]-;ﬂ{'l-:Tﬁr M OCHOBH®IX KOH
Company
FeamnmpoEaHne |
PEMyTIUMOHHEIE
HETATHEDM.
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COUMANBHBIE MEOWA
B DEUTSCHE POST DHL
PYKOBOACTEO MNONLIOBATENA

Deutsche Post DHL

B 2008 rogy DHL Express cTana Nepacd KoMN3=UER B HILSH OTP3CNA, KOTSPAEA HIUaAna
OTCTERVEETE W PEWETE NPETEHINA M #En0o0s! K KSUECTEY CEPEMCE, PE3MELLIEHHLE

KNHUEHTINME B FHTE'FHETE"

Wit CuEHE LIEHAM E3LUE WEMNHWE BCTET HA 3ALUMTY DEMyTALMM KOMNEHWA B IME3an
HEODEOMEHON WE-TO USNOESKE WKW 0OLUBCTESHHOCTH B COLMANEHLD METNE, 0OH3KD
YOROWTEMEHD NEOCHM BAC HE JENATs STOM CAMOCTOATENEHD. ECMd bl B0 ME PRLUWT
NOCTYTTE MO-CECEMY, MDEXDE, WSl OTTIPSEMT: OTBET H3 HEraTHE. NOCTapaRTE:

OTESTHTE H3 CNEOy-ILME BONDIOCE!
- He oDocTpH MW A KoeshinWKT CEOMM OTESTM?

- He MpMENSUST M MOA OTBET elue SonsWwe esmnesnn K npobiness?
. He GyneT N MoK OTEST BeIMADETL, K3K MOSLMA KOMTIHMM 7

- Yero A oy 0obvmscA, MySmeyR CEOM OTEET?
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Promotion & Engagement

Support of promotions

» One dedicated project to
date (NY card project)
generated over 15 000
unique hits

* Allow sharing from promo-
sites (i.e. F1.DHL.RU)

» Facebook page designed to
support promos

» Mainly non-business
content to date (built around
sponsorship themes)
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Promotion & Engagement

Integrated Media Campaign

» Starts October 7 in
Vkontakte

» Global campaign

* Please tune your radios to
Europa Plus!
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Lessons We've Learned
e

» Transparency is everything — online and offline

* You don’t always have to respond

» Social media are becoming VERY influential with traditional media
» Social media are becoming influential to employees

» Social media MIGHT BE becoming influential with customers (but we are
seeing impact mainly only with cash segment)

* Engaging customers online is becoming harder and harder

» To work effectively online, you need resource and patience
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