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What we’ll cover

e The 2020 Sprout Social Index™: let’s dive into the data
e Our panelists react + give advice

e Extended Q&A: Ask us anything

#SproutSessions



About the Index

e Sprout Social surveyed more than 1,000
social marketers and more than 1,000
consumers for the latest Sprout Social
Index.

e The goal was to understand how
marketers can turn social media into a
business growth driver. We examined
marketers' goals and challenges, and

I ndex consumers' interests and brand

preferences.

sproutsocial
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https://media.sproutsocial.com/uploads/Sprout-Social-Index-2019.pdf
https://media.sproutsocial.com/uploads/Sprout-Social-Index-2019.pdf

Marketers’ primary goals for Bra nd awareness
Forialmeds remains a top priority

Increase brand awareness 69% ‘

Increase web traffic 52% ‘
46%

Grow their brand’s audience

44%

Promote content

. 43%
Increase community """
engagement

40%

Drive sales
. of social marketers focus on
30% Connect with their audience
o = . e increasing brand awareness
rovide customer service & support
‘ 27% Track & understand competitors a n d to p_Of_fu n n el
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Skills marketers need to achieve
their social goals

Communication
e 62%
Content creation

D 50%
Photography

40%
Developing social strategy

38%
People management
./ 36%
Videography
. 35%
Knowledge of other marketing disciplines
C— 34%
Reporting

33%
Project management

30%
Developing marketing strategy
L 29%
sproutsocial . Sprout Social Index™ sproutsocial.com/index
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Communication
is still key

62%

of marketers list communication
as the #1 skill they need to
achieve their goals on social



Marketers aren’t How marketers use social data
using social data to

Understand Develop Assess Foster Support
) Y their target creative campaign connection with other
Its fu I I est pote n tl a I audience content performance consumers departments
31% 30% 23% 16%
Report results Trend Measure Competitive
to manager analysis ROI insights
and team { { L

of marketers are not using
social data to measure ROI
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The platforms marketers and
consumers plan to use more of

R

68%
68%
v |
34%
o
59%
45%
39% @D Marketers
18% @ Consumers
O S
29%
£ s
29%
14%
17%
0% 100%

sproutsocial . Sprout Social Index™

Visual social platforms
are popular with
younger consumers

of consumers plan to use
YouTube more next year
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The types of content consumers
want to engage with

o [
—J T [E—
— - [
68% 50% 30% 26% 26%
Images Video Text-based Stories Polls
posts
00 z o
e v =3 a
= D
22% 17% 16% 1% 10%
Live video GIFs URLs/links to Q&As or UGC

brand content AMAs

sproutsocial . Sprout Social Index™
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If time or resources weren’t
a factor, what platform
would you look to spend

more time in as a marketer? ’

#SproutSessions



routSessions

Are there any brands that you
see leveraging visual platforms
particularly well?



the Aldi
vewwaldi.co.uk//

cipes

szec esgram jenshaimes 1366

#KevinThe. Christmas Taste Kitchen Home & DIY Our partners
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aldivk o I K8 -

1290posts 54tk fol 183 following

Aldi UK

™ tagram account for Aldi UK. For our Priva

< bathandbodyworks &

4954 57M 1175
Posts Followers  Following

Bath & Body Works

Beauty, Cosmetic & Personal Care

Official Instagram of Bath & Body Works @
likeshop.me/bathandbodyworks

m Message Call v
- =

~1/COULD NOT LOVE PERFECT PEONY
MORE! IT SMELLS SO BEAUTIFUL &
PERFECT FOR ALL AGES - MY DAUGHTER.
MY M LovE It

Perfect Peo...  Activities Wallpapers NEW Stickers Media Buzz

< nike &

769 109M 54

Posts Followers Following

nike

Sportswear Store

If you have a body, you are an athlete. #justdoit
go.nike.com/YCSU

One Bowerman Dr, Beaverton, Oregon

Followed by pams_grams, sweataddicts and 129 others

Following v Message

e 39

Wake Up Call Gabby Blake Rafa Ibtihaj

EH &

IF YOU EVER
DREAMED OF
PLAYING FOR
MILLIONS AROUND
THE WORLD,

NOw IS
YOUR CHANCE.

Play inside, play for the world.




When people are most likely to Pe rsonal m ileStOneS
be on social media
send consumers

O] ’ @ B straight to social

50% 45%
Personal Sporting Natural Holidays
milestones events disasters /
39% 38% 30% of consumers turn to
Political Pop culture Award
S S WS social to celebrate personal
sproutsocial . Sprout Social Index™ sproutsocial.com/index m i | eSto n es ’ b i g O r S m a | |
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Trends for 2020 Live Video &) I1C|

@® What marketers plan on trying

it e Insta gram Sto ries

Live video Employee advocacy

— continue their rise

40% D 20%

8
2

Stories Stickers, widgets, Q&As, filters, etc.

G  33%

as% pr——— o
Influencer marketing Viral challenges o
42% G  31%

§

[
D  19% D  10%
User-generated content AMA sessions Of Consumers Want to See
G  41% G  24% H
Ay —i more Instagram Stories
sproutsocial - Sprout Social Index™ sproutsocial.com/index
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Actions consumers take when
they follow brands on social

Visit the brand’s website or application

Buy from that brand

Recommend that brand to a family or friend

Choose that brand over a competitor

Visit the brand’s physical retail store

Increase their spending with that brand

Reach out for customer service or support

Read that brand’s blog or site content

Engage with that brand on social media

91%
89%
—— 85%
—— 84%
84%
——— 75%
————— 74%
74%

71%

sproutsocial . Sprout Social Index™
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Social media fuels
bottomline growth

9%

of consumers buy from
a brand that they follow
on social




e trekbikes © trekbikes © @ trekbikes &
» Trek Bicycle \ Trek Bicycle

©QY | R oaQy R oaQv N

@L® Liked by thebikesbr and 15,243 others

5,478 likes Q” Liked by rodrigobonaparte and 12,165 others
trekbikes We've sliced buying a bike online into 5 simple trekbikes Meet the all-new Verve+3?;": The electric bike trekbikes Big Battery
steps! That way you can get back to the other important for evervone£3 linked in bio £ Big Speed
things in your life! 4§ ¢ See the online order steps here(gd @ Big Fun
linked in bio

Shop Domane+ HP now: trek.bike/domanehp
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Regent Street Cinema @RegentStCinema - 16 Apr 7
We're challenging YOU to recreate your favourite film poster with objects (&
people) in your home!

3 s o-flow -+
e ’ Van der Valk S
P 16 April at 20:28 - @
@ Lot

e

o downloa:

f?:“‘%‘;fig,mm ol Prepare to be enthralled as detective Van Der Valk and his team take on @ Pick a poster
e By LNKINSY : S Skt - e
Hopey Cter weitard 1 compelling new crime mysteries in the beautiful city of Amsterdam. Don't 4 Find items around your house
miss this brilliant new series coming soon to ITV. # Regreate thejposter
€38 sunnybunnicsofficial © & Share via #Re
@ -

&IV by Sunday 26th April 2 8pm i Have fun & tag friends!

Thanks to

@GettyMuseum for the inspiration!

oav A U W

. salies

The Runaways - Feature film
Published by Sprout Socia 24 April at 18:20 - @

Go on an adventure with Angie, Ben, and Polly in #TheRunawaysFilm
Beautifully shot in the North York Moors, this incredibly touching family
film will bring a breath of fresh air into your home

The Runaways is available to own on DVD NOW!

Purchase your copy from our website today: https://therunaways film/?
page_id=432

SO, HOW LONG

SLAVE YOU

N DOING THIS?

Out Now on DVD | The Runaways SIORNOW 053 Q N & I‘))

THERUNAWAYS FILM
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@ nflpa @
MM

WILL BLACKMON
78 #ATHLETE
Wite Grtbusinst

N
View Insights

Qv N

£ /% Liked by kevinkoskiphoto and 405 others

nflpa @willblackmon worked part-time at a vineyard during
the off-season one year and found his passion for the wine
industry. Now, with his WSET Level 2 certification, he's
planning to share this passion in the form of a wine club
launching this year @ .

We're more than just athletes. #AthleteAnd

#SproutSessions

® NFLPA @
@NFLPA

We asked players 3 weeks ago if they
knew what #TikTok was... @bcope5T

has #SocialDistancing changed your

mind yet?

(ft. @RSherman_25, Malik Reed,
@cassojr_, @mattkaskey78, Isaiah
Johnson, @DDawkins66)

2,356 views

ESNFLPA

We are the union that
represents the players of the
National Football League.



Social marketers’ greatest

challenges

Identifying & reaching
our target audience

e Measuring ROI

Supporting overall
business goals

Publishing content

Monitoring our
competition

sproutsocial - Sprout Soclal Index™
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Securing budget &
resources for social

Aligning social strategy
with other parts of the
business

Demonstrating social’s
impact to other
departments

Creating engaging
& innovative content

Team bandwidth
&time

sproutsocial.com/index

What gets in
the way?

Identifying and reaching
our target audience



Resources social marketers need to More b“dget, time,
make a greater business impact .
and buy-in, please

QOOC

Budget/financial Time/ Buy-in from Resources
resources bandwidth leadership for analytics

C C of social marketers

need more budget to
Resogrces Support from Resogrces for Re§ources fgr . .
for video other teams graphic design social execution m a ke b | g g e r |m pa Ct

sproutsocial . Sprout Social Index™ sproutsocial.com/ findex
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NZ

Build a
product-specific

report

To support and share with
other departments like
product marketing and
field marketing

#SproutSessions

#SproutTips

A

Monitor with
social listening

4

Use optimal send
times
Use Sprout’s optimal send

times feature to uplift your
engagement

Limit your content to no
more than five to six lines
at most for the optimal
visual and presentation
results in your slides

Measure social
video impact

Measure the ROl on
video-focused content
across social networks,
including Twitter,
Facebook, and Instagram




Q&A:
Ask us anything




