We then looked at which tools were used by those who said they reduced marketing expenses with
social media. Again, Facebook was the clear leader, but here e-mail marketing came in second.
Clearly, e-mail marketing is one of the most popular tools for reducing marketing expenses.
However, recall that only half of all respondents who obtained qualified leads with social media
used e-mail. Marketers who used Facebook were more likely to report the combined benefits of
new business leads and lower marketing expenses, but those who relied on e-mail marketing
alone were less likely to see a bump in new business leads.
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Which social media tools tend to be associated with
helping to close new business?

Facebook

YouTube or other video

Twitter

E-mail marketing

Blogs

Linked In

Forums/Chat Rooms

Digg, Reddit, StumbleUpon,
Del.icio.us or similar

When asked about the use of social media in being able to close new business, all respondents said
they used Facebook. However, YouTube and other video-sharing sites were seen as the second-
most effective tool for closing business, followed by Twitter and e-mail marketing. Remember that
LinkedIn was ranked second with helping to generate new leads. Here, we see that video becomes
critical in converting leads into sales.

In addition, 89% of marketers who said social media helped them close new business used Twitter.
This supports the idea that relationship-building is an essential component for any marketer who
expects to close new business with social media.

West Hawaii Social Media Survey laura-kinoshita.com Page 15 of 19
© Kinoshita Communications, LLC



Marketers who are not using Facebook to better understand their customers, or video to make
emotional connections with them, may instead be using Twitter to directly interact with people in
real time. Together, these tools provide a greater sense of familiarity, access to customer service
and control over a brand. Customers may be more likely to see a brand that uses social media as
one that "belongs" to them on a personal level. The willingness to receive honest feedback from
customers also provides them with a sense of control. It gives customers the ability to influence how
a brand will be perceived by their friends and social network. Being vulnerable and transparent
through social media also conveys a sincere desire to put customers first.

Organizations that have the most success in social media tend to be those who have cultures of
openness, sharing and trust. Those accustomed to having tight control over information, or worse—
a history of withholding information—can be expected to have failures in social media at first.
Before launching a social media campaign, marketers must assess whether his or her company's
culture will be compatible with social media.
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How West Hawaii Uses Social Media to Market Business

We asked companies how they use social media to market their businesses. Nearly half of all
respondents said his or her company has a page on a social networking site like Facebook or
Twitter, and one in four "Tweets" about their area of expertise. Many explained that while they
may follow Twitter for new business leads and scan what the social network sites say about their
companies, often this responsibility is tasked to someone else, such as a corporate communications
specialist at the corporate office. Several respondents said they only used social media for personal
use. Others said they used it to sell things online and as a source for news and information.

Have a company page on a
social mediasite like Facebook, 16%
Linked In or Twitter

Use social media networks
as a customer service channel

Monitor positive/negative
feedback about my 3%
organization,...

Tweet about my area of
expertise

Have ablog on my area of
expertise

West Hawaii Social Media Survey laura-kinoshita.com Page 17 of 19
© Kinoshita Communications, LLC



Survey Participant Demographics

The West Hawaii Social Media survey was conducted over a period of 28 days in the spring of 2010.
The survey was sent directly to members of the Kona-Kohala Chamber of Commerce through e-mail
and was promoted heavily at the Chamber's Kona Biz Expo. In addition, the survey was distributed
via social media, with several links appearing on Twitter and on popular blog sites including
Hawaii247.com, The Kona Blog and Damon Tucker's Blog. Of the 108 responses received, 63 were
provided by members of the Kona-Kohala Chamber of Commerce. The remaining 40 responses were
anonymous.

To identify geographic location, we asked respondents to enter a zip code of their place of business.
Sixty-eight people responded. Of those, 77% were based in Kona or Waimea. The remaining
responses were mostly from rural communities in West Hawaii. Three responses were received from
Hilo, and one response was from the mainland.

We also asked people to tell us how many people worked in their place of business. Nearly
half (48%) said five or fewer, and 17% worked at companies that had between 6 and 25
employees.

Where Do You Work?

How many employees do you have?

Kona: 57%
Waimea: 20%

Other: 23%

More than 300
3%

50-300 \

0% i

West Hawaii Social Media Survey laura-kinoshita.com Page 18 of 19
© Kinoshita Communications, LLC



About Laura Kinoshita

Laura Kinoshita is a senior public relations and
marketing strategist at Kinoshita Communications, LLC.
Her work has earned her the Creativity in Public
Relations Award for Best Product Launch,

the Edward L. Bernay award for Best Initial Public
Offering and a Silver Telly award for Best Educational
Video.

Before coming to Hawaii in 2001, Laura served as managing supervisor at

Fleishman-Hillard, one of the world’s largest multinational public relations firms. Laura's
responsibilities included managing U.S. and European campaigns for clients including Excite,
Hewlett-Packard, IBM, Seagate, Vicinity Corporation, Websense, Yahoo! and others. She was also
responsible for profitably managing each account to within strict guidelines and developing more
than S1 million of new business annually.

Laura earned her bachelor’s degree in public relations from the College of Communications at
California State University, Fullerton--one of the largest and most top-performing public relations
programs in the nation. She is a published author and writer, whose work has appeared in several
national newspapers, trade magazines and Web sites.

Laura has recently produced results for Bilinsky Inc., Hafner Creative Communications, the State of
Hawaii Early Learning Council, Ka Haka ‘Ula O Ke‘elikolani at the University of Hawaii,
Kamehameha Schools, Kamuela Holistic Resort and other Hawaii-based organizations.

Write Your Questions on Laura's Facebook Wall:
http://facebook.laura-kinoshita.com

Follow Laura on Twitter:
http://twitter.com/lkinoshita

Retweet This:
http://bit.ly/westhawaii
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