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| To help you collect the most useful data for your mar-
| keting plan, develop a three-column table:

| 1 Incolumn L, list the information you would ideally
i like to have to fill holes in your marketing plan-

| 2 In column 2, identify the source for each bit of in-
| formation in column 1, such as doing an Internet

| “What makes social media ‘social’ is its give and
take,” says Jeff Gerst of Bolin Marketing, who man-
— ages the Carmex® social media
;2 properties. By “give” Gerst is
Carmex (A) referring to the feedback con-
Video Case sumers send on social media;
kerintv/13e/v84 | «izke” js what they receive—
such as news and coupons.
«For Carmex, Facebook isn’t just a way to share cou-
pons or the latest product news, but it is also a market-
ing research resource. We have instantaneous access
to the opinions of our consumers.”

“While some people think of social media as “free,’
that is not true. However, almost everything in social

3 Incolumn 3,

Carmex® (A): Leveraging Fa

search talking to prospective customers, logy;
at internal data, and O _forth. ) .
set a priority ont information yoy i

d collecting by ranking )
ortant; 2 = NEXt Most imp,,

"y

have time 10 spen
jitem: 1 = most imp
tant, and SO forth.

cebook for Marketing Research

media can be faster and cheaper than in the offlip,
world,” adds Dane Hartzell, general manager of Bl
Digital. “Many platforms have been prebuilt and e
marketers only need to modify them slightly.”

CARMEX AND ITS PRODUCT LINE

Although Carmex has been making lip balm since
1937, only in the last five years has it made serious
efforts to stress growth and become more competitive,
For example, Carmex has:

« Extended its lip balm products into new flavors

and varieties.
« Expanded into nearly 30 international markets.
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veloped the Carmex Moisture

) .
, D?um jip balms for women, Plus line of pre. ——
m S hed a fine of skin care producs. m‘*tf)kellng research on this, One is to use Facebook
> X teide of lip care. ucts, its first ven. "‘twf:l'; us dci:crnlinc which two flavors we should
orward with. The sccond goal is to drive our
armex has used social media t0ols in devel, Facehook metrics.”
? cvelo

{hese initiatives, but the focus cveloping . The two key Facebook metrics the Ce -
all "me_ mex might use Faceb()(,;f,r: l:)f this case is I8 team has chosen to hu!pbnalrtr:)w Thcdfrlr‘;/eoxr r:‘;’i(r:cc;
st balm varictics in the Uficung research f""fn three 1o two are “likes” and "cngagemem‘;’
10" nited States, '}-lktﬁ" are the number of new “likers™ to the brand’s

Facehook Page. This metric measures the size of the
’ FACEBOOK MARKETING RESEARCH: brand’s Facchook audience. In contrast, “engage-
| 7REND SPOTTING )

‘;ic‘f}“("cmeasurcs how active its Facebook audience is

‘ oy armex. Anytime a liker posts a comment on
| prands can leveragi;f Facebook and all social media the Carmex Wall, likes its slatu: or replies to one of

plalf"""s to0 test what l()pl'CS and themes its audience its posts, the engagement level increases.

ges with the most as well as validate concepts ~ « The easiest way for Carmex to grow the number of

| and ideas. In 2012 Carn}ex identified the growiné likes” on its Facebook Page is through contests and
| yrend of consumers seeking product customization promotions, If it gives away prizes, people will be
| carmex combined research with Facebook engage: drawn to its site and its likes will increase. However,
| ment data, which helped to validate consumer interest these people may not actually be fans of the Carmex
‘ d led it 10 develop two new lines of limited-e diti(;n product so at the end of the promotion, they may “un-

| fipbalm products that Jaunched in 2013, like” Carmex or they may remain fans but not engage
)‘ The first line was a set of three different Carmex wiilve Capmex Rageatall.

{4 ity Sti oks” featuring New York, Chicago, and Las “One (')f the biggest challenges facing Facebook
| Vegas versions of the Carmex lip balm stick with rec- Qommqnny Managers for brands is how to grow your
S ognizable Jandmarks from each city on them. The likes without hun'mg the level of gngagement{’ says

brand partnered with Walgreens to exclusively sell the gglllll)‘/ m;:}:;:; director of experience planning at
“City Sticks” in each of the three cities. During this “Dependin gg‘;n how we go about conducting the
| time Carmex leveraged its social media channels on  regearch,” Gerst adds, “we can drive engagement with
{ Facebook and Instagram to solicit photos of fans  our existing Facebook community, we can use this as
| holding up their favorite style of Carmex in front ofa  an opportunity to grow our Facebook community of,
| fandmark in their own city. Carmex then used these

1 g 5 5 potentially, we could do both.” The benefits of this
| Ph""‘;z.‘:dhelp "-Cdec‘sde 10(" ew locations for future  Carmex Facebook strategy are twofold: (1) narrowing
| Timi ition “City Sticks.”

the number of flavors to be researched from three to
1 Carmex’s second line of new products was four  two and (2) enhancing the connections with the Car-
i fashion-forward “glamorous” designs of Carmex  mex Facebook community.

?‘ Moisture Plus. Carmex researched current design

| trends in the women’s fashion industry to come up

| with the four different styles, and it had seen gooden-  HOW THE METRICS MIGHT BE USED

% gagement from its Facebook community on “fashion

|
|
|
|

A 5 Carmex’s Facebook activity can benefit (1) by using a
| themed” posts, which helped validate the concep’ poll to increase engagement, (2) by launching a con-

1 hedtooeijles SEte: “.C hic,”' g Btk la nd:\:{l;:: {est to increase the number of likers, and (3) by trying
| Ezgcd”:""‘m ,:‘Fa:),,, w‘(;hp:;:tgh;ngl{f&gi;lﬁ cal »  toincrease ﬁolh ;:‘ngage:r\e:\t and likers through com-
[ enturous,” a leopar : £ it ining a poll with a contest.

; with blue, orange, grgen, and pink imc?’twmed rib- bining 2 p
| bons, Carmex first announced the fine (© 18 Facebook o uEngagement” Strategy: Use a Poll
| fans to generate interest and they Wer brought to
| market in the summer of 2013.

CHAPTER 8 Marketing Research: From Customer Insights to Actions

Let’s look at two ways to use the engagement strategy
showing actual Facebook screens. First, ‘Carmex can
: . post a somewhat open-ended que§lion on its Facebook
: FACEBOOK MARKETlNG RESEARCH' Wall, such as, wwhich Carmex lip balm flavor would
LT ou most like to see next: Watermelon, Green Apple,
‘ i METRICS Z;r Peach Mango?” (Figure 1). However, consumers
ors and e T are less likely t0 respond to 3 question if they have to

| “We have thre ential new flav
| e putu\tld N ains Jeff ) 1 i it
| only put two into quantitative testing, exlil;l‘ doing  tyPe in a response and have their name attached to it.

Gerst 1o his team, “So we have W0 god

B g— ‘,W\Wﬂtw«$lrw:‘"
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In this scenario,

‘ Potential Results from Three Possible Facebook Strategies

vole, Where more e ok |
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the end of # business hall DECISION
duy, Carmex can very Figure 3 shows the o,

tential results from the
three Facebook strae.
gies being consid

book Page, and it

gains results that are very helpful in deciding which
flavors to put into testing. This scenario gets an an-
swer quickly and drives fan engagement with exist-
ing fans but does not drive new likers to the Carmex
Facebook Page.

The “Likes” Strategy: Use a Contest

If Carmex wants to grow the size of its Facebook
community, which means the number of its brand
page “likes,” it can adopt a different strategy. Carmex
can announce a contest where, if consumers “like”
Carmex on Facebook and share a comment, they will
be entered to win three limited-edition flavors. The
chance to win limited-edition flavors is exciting to
Carmex enthusiasts, and a contest like this will draw
new consumers to the page. Carmex can ask the win-
ners to review the limited-edition flavors and see if
there is a consensus on which flavors should move on
to quantitative testing. Setting up a contest, develop-
ing official rules, promoting the contest through Face-
book ads, and fulfilling a contest can be costly and
time-consuming.
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Questions

1 What are the advantages and disadvantages for the
Carmex marketing team in collecting data to nar-
row the flavor choices from three to two using (@)
an online survey of a cross section of Intemet
households or (b) an online survey of Carmes
Facebook likers?

2 () On a Facebook brand page, what are “engage-
ment” and “likes” really measuring? (b) For Carmet.
which is more important and why?

3 (a) What evokes consumers’ “engagement” 003
brand page on Facebook? (b) What attracts co%
sumers to “like” a brand page on Facebook?

4 (a) What are the advantages of using a fixed
alternative poll question on Facebook? (b) WiK?

do you think it
would be b an ol
ended question? etter 10 use s

5 (@) If you had a
decide which tw
testing,

limited budget and two weeks

o flavors 1o put into que iia™®
quan

fstng, v’v,o.ulfl You choose a “poll only” or a "«

badget o ACEY? Why? (b) IF you had a5t

which sc" WO months to make the same decisi™

A €nario would you choose? Why?





