1VAUL L LLIALL 1V yLaAlOo agu, a
group of business thinkers en-
visaged how online conversa-
tions — in the form of reviews

-and ratings — would change the
marketplace. They published
their theses online and called it
the Cluetrain Manifesto, which.
eventually led to a bestselling
book (cluetrain.com). They pre-
dicted how people would share'
knowledge online and make
markets smarter than most
companies. Their manifesto as-
serted that markets are conver-
sations and that the only way-
to win them is to participate in
those conversations.

Back then, a handful of com-

CLITI BTLILTC allu LTUCLILT UL DU
cial media as we know it today.
Fast-forward 10 years. So-
cial media has become a new
wing of public relations depart-
ments, and some have even
started hiring social media PR

‘specialists. Marketing and ad-

vertising departments are now
eyeing social media as a prima-
ry vehicle for product place-
ment. According to a Forrest-
er Research study, social media
marketing in the United States
is growing annually by 34 per-

cent and is expected to reach -

$3.1billion by 2014.-
Some businesses have ‘
opened up social media par-
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blogging and tweeting.

Online conversations are also
taking place outside of compa-
ny-managed social media sites.
Ordinary customers are emerg-
ing as online analysts and pro-
claiming themselves as experts
of their chosen products and
services. They are blogging and

' tweeting. They are posting re-

views and ratings at various
online shopping websites like
amazon.com, walmart.com,
kudzu.com and vitals.com. -
They are recording video re- .
views for youtube.com.
Customer reviews are bless-
ings to those companies that

LIKe MdyTtdg, Many compa-
nies are now viewing social me-
dia as a threat as much asan -
opportunity. According to a re-
cent survey conducted by We-
ber Shandwick, a PR firm, 34
percent of companies surveyed
in 2010 had experienced a so-
cial media-based threat in the
preceding 12 months.

So, how can companies take
advantage of social media and
ward off threats arising from
it? The answer lies in the sim-
ple philosophy proposed by the
Cluetrain Manifesto — “markets
are conversations” and how
companies get engaged in those
conversations matters.



