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Foreword

If brands are ignoring opportunities, it would be a shame. With correct foresight and 
planning, social media can be a wonderfully effective and cost effi cient way of developing 
relationships with end users and achieving bottom line returns.

A missed opportunity?
To try and answer some of these questions and get a feel for how social media is currently 
being used in our own back yard – the technology sector - Wildfi re set out to uncover how 
some of the UK’s most successful technology brands are using it. 

This report presents our key fi ndings. It also draws on best practice to provide practical tips 
and advice to help ensure your social media strategy is really social.

About Wildfi re
Wildfi re is a PR and marketing agency that creates measurable success for technology 
brands. Our portfolio ranges from consumer brands like Pioneer, Nero and Humax to 
digital companies like dotMailer and Locker Room as well as hi-tech and enterprise 
software companies such as Rocela, Tealeaf and Kaseya.

We take an integrated approach to communications, helping our clients build 
mind-share and engage with their target audiences via the most appropriate channels, 
be it traditional print and broadcast media, online news sources, social networks, blogs 
and Twitter, or as search.

For more information, check us out at http://www.wildfi repr.co.uk, follow us on Twitter 
(http://twitter.com/wildfi repr) or read our blog (http://blog.wildfi repr.co.uk) 
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The phenomenal growth of social media cannot be ignored. Much has changed since 
October 2003 when a certain Mark Zuckerberg put the fi nishing touches to a website called 
Facemash in his Harvard college dormitory. Seven years later and Facemash – now better 
known as Facebook – has over 500 million users worldwide.

The popularity of social networks like Facebook, Twitter and YouTube, together with the 
growth of social technologies like blogs and wikis, presents a bewitching opportunity for 
marketers.

Social media marketing case studies from some of the biggest names in tech have 
increased its appeal; most famously Dell, which claims to have generated $6.5 million in 
sales through Twitter alone.

The social challenge
But, as many marketers have found, social media is beset with challenges. Unlike paid 
media, brands have less ‘control’ over messaging or content distribution. And unlike 
the ‘earned’ media strategies of the past, social media challenges brands to directly 
communicate with end users. A quick Google search reveals an array of examples that will 
strike fear into the heart of any marketing director or CEO. Just ask Habitat or Eurostar.

This may explain why many brands are taking a hesitant approach to social media. Words 
like ‘engagement’ and ‘interaction’ are frequently used, but too many companies still view 
social media as an extension of ‘push’ marketing strategies and are pumping out corporate 
content, not suited to two-way conversation.

At the other end of the scale, many have jumped into social media head-fi rst hoping to 
glean their share of the spoils. But few are demonstrating that they really understand what 
running a successful social media offering really involves.

It’s marketing, but not as we know it
Do the unfamiliar internal and external challenges of social media mean many brands 
are ignoring the opportunities and electing to bury their heads in the sand?  Or are they 
developing new marketing methods to match these new social media channels?



MethodologyIndex
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About the companies analysed
To get a clear picture of how technology companies are using social media, we examined 
the top 50 companies in the 2009 Deloitte Fast Tech; a list of the fastest growing 
technology companies in the UK. The list is a combination of small and large companies 
from all corners of the technology industry – both B2B and B2C - united by impressive 
growth fi gures in the last year. In theory, these are the businesses that should be leading 
the way in terms of marketing strategy (a list of the companies can be found in Appendix 
One).

Company analysis
Each company underwent the same process of analysis. Rather than just recording 
whether social networks were being used and which were the most popular among the 
brands, the study took an in-depth look at what the companies were saying and doing, 
as well as how frequently they engaged their audience. 

We assessed the following key areas:
1. Do the companies have a presence on social networks? 
2. What social media channels are they prioritising?
3. Are they integrating their social media activities?
3. How effectively are they using social media?

Each of the companies were analysed during the same week-long period in April 2010. 

The following report reveals the results of this research, pulling out examples – good and 
bad – to illustrate the fi ndings. Each section also features a range of best practice advice 
based on our experience working with Wildfi re’s clients.
 
The research in this report was carried out by social media, PR and marketing specialists 
at Wildfi re. Some of the content is subjective and was limited by the freely available content 
that was available to the research team at the time of analysis. For more information, 
contact socialmedia@wildfi repr.co.uk 
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1. Executive summary
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Social media has been widely adopted by consumers, who are increasingly using it to 
engage with brands. But, to be truly effective, social media requires a different mindset 
from the old ‘push marketing’ of the past. Brands need to demonstrate that they are not 
only talking, but are also willing to listen and respond to their audience. 

This study shows that, while technology companies are clearly taking steps forward in 
using social networks, the vast majority aren’t actually being social!  

Nearly all (90%) of the tech companies in our study had a presence on two or more social 
networks. Twitter was the most popular, being adopted by 74% of brands in our study, 
followed closely by LinkedIn (72%), with Facebook lagging far behind, with just 20% of tech 
companies having a Facebook page. Just under half of the companies in our study (48%) 
had a blog.

Old ‘push marketing’ techniques prevail
However, our study confi rmed that, with some notable exceptions, brands are largely using 
social media to push out marketing messages and corporate content: 60% of companies 
with a Facebook page used it purely as a distribution channel, 57% of companies with 
a Twitter account used it solely for one-way marketing activity and only 25% of blogs 
received comments on a regular basis.
 
66% of Facebook pages in our study received comments from users, with each comment 
presenting an opportunity to engage and to build brand advocates. However, 75% of 
technology companies with a Facebook account failed to recognise this opportunity and left 
comments unanswered. 

Technology companies are ignoring audience feedback across other channels too. Twitter 
provides an unprecedented opportunity to engage directly and build a community of 
followers united by common interests.
Yet, only 3% of the tweets in the study were retweets and just 12% were replies. 
Shockingly, 43% of brands with a Twitter account had never replied to a tweet. 

A missed opportunity to build community and infl uence
Blogs also offer companies an opportunity to build community and infl uence, but the 
content has to be compelling and relevant. Less than 25% of the blogs in our study 
received comments from visitors, demonstrating there is a big opportunity to put blogging 
at the heart of marketing activity.

The integration of social media with other marketing activity presented a challenge for 
many companies, with just one in three providing links to their social network accounts 
from their website homepage.

Finally, our study found that LinkedIn and YouTube were also under-used by technology 
companies, which is perhaps surprising given their popularity amongst business and 
consumer audiences. However, it merely illustrates the overall fi nding of our research: 
technology brands are dipping a toe in the water, but are missing opportunities to realise 
the full potential of social networks to engage, build community and amplify brand 
awareness. 



2.  Tech brands are missing an opportunity to 
build relationships with website visitors

Top tips for integrating social media 
into your website

What we were looking for
Evidence that brands have placed their website at the heart of an integrated 
social media strategy

1.  Provide prominent links – clearly advertise social network accounts on every page to 
encourage visitors to sign-up

2.  Explain what customers will be getting if they join your social network – for example, 
something like: “for regular service updates, follow us on Twitter”

3.  Keep social network links at the top of your webpage – or at least further up the 
page so they don’t get missed. By your telephone number is a good place; after all, it’s 
just another way to get in touch

4.  Use social network logos rather than text links – they are instantly recognisable and 
take up less space

5.  Add your blog to your site navigation bar – if you have a navigation bar on your 
website, add your blog as one of the tabs

6.  Put your latest blog post on your homepage – encourage visitors to visit your blog 
by pulling in your latest post on the homepage or even interspersing them through the 
site

7.  Feed in your latest tweet or status update on your homepage – this gives your 
website a real-time and dynamic appearance while demonstrating that you regularly 
update content and that it’s worth visiting again

8.  Include links to your social media profi les on your contact page – if you are 
advertising your phone number and email, why not your Twitter or Facebook details 
too?

9.  Add staff social media profi les – do you have a ‘staff’ page on your website? Add 
social media profi les alongside telephone numbers or email addresses

10.  Consider adding Facebook ‘like’ links or ‘tweet this’ links – adding these on 
webpages can help encourage visitors to share content with likeminded peers on 
social networks
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The homepage remains the focal point of online activity for most brands. So we wanted to 
fi nd out if the companies in our study were looking to increase marketing ROI by integrating 
social media activity with their homepage to provide a richer experience for visitors and 
pave the way for long-term, two-way relationships.

The answer was a resounding ‘no’. While 90% of the tech companies assessed had 
a presence on two or more social networks, only 38% featured links to these on their 
homepage. B2C brands fared no better than B2B companies in this respect.  

Only 25% include a Twitter homepage link
Companies were most likely to publish a blog link on their homepage (46%), followed by 
Twitter (25%), the most widely-used social network in our study.  

Of the 11 companies that had a YouTube account, not one of the companies featured a link 
to it on their homepage.  And just one of the 36 companies with LinkedIn accounts featured 
a homepage link.

It is diffi cult to make sense of these fi ndings. But the most obvious conclusion is that the 
tech brands we studied did not have a ‘joined up’ marketing strategy in place.  

Given the increasing and signifi cant proportion of total marketing budgets spent online, 
surely companies should be ensuring that their social media activity maximises the value of 
each and every online visit?
 



Getting it right

Bloxx, a web fi ltering company, kept the social networking links simple, but accessible. 
The logos are displayed clearly and prominently on the right toolbar. This enables visitors 
to easily identify the social networks that Bloxx uses, follow the brand and expand the 
company’s base of relevant and interested fans.
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3.  The majority of tech brands are blogging 
to themselves!

Top tips for running a 
corporate blog

1.  Set realistic frequency targets and stick to them – don’t pretend you’ll blog every day 
if you know that will be a challenge. Be realistic with content goals, making it easier to 
stick to them and setting expectations for website visitors

2.  Keep posts, paragraphs and sentences short – we read differently online so keep 
it short!  Around 300-500 words is ideal with sub-heads to break the text and help 
readers navigate through your post

3.  Make your content interesting and relevant – think about your audience. Who is it 
you are trying to appeal to? Make sure your content will be interesting and useful to 
them

4.  Convey personality – set the right tone, but don’t be afraid to give your bloggers the 
freedom to convey their own individuality 

5.  Demonstrate your expertise and knowledge – show your readers you know your 
industry and make them feel they can trust you to come up with the goods

6.  Always reply to comments on your blog – even if it is just a sentence or two. Make 
your readers feel valued and they’ll return again and again

7.  Add RSS and email sign-ups – RSS feeds allow your readers to subscribe to posts 
without having to visit regularly. Alternatively, you can let visitors subscribe by email

8.  Share your posts on social networks – ensure you remember to alert followers on 
Twitter, Facebook or LinkedIn about your latest blog posts

9.  Read and respond to other blogs – as a blogger, you need to participate in the 
community to really reap the benefi ts. Reply to posts on other blogs in your sector and 
they may start to return the favour

10.  Be controversial – make your blog stand out from the crowd by saying something 
different. This will help you attract and retain readers
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What we were looking for
•  Were brands putting their blog at the heart of their business?
•  Was blog content well-suited to the company’s target audience?
•  Were blogs updated regularly?
•  Were blogs attracting comments and engaging readers in dialogue?

Web Logs, or blogs, have long been at the forefront of the web 2.0 revolution. Blogging 
was one of the fi rst truly “social” mediums, enabling users to upload their own content, 
share it with others and invite comments from their readers.

Today there are over 130 million blogs in existence and some very high profi le bloggers out 
there, able to challenge the infl uence of traditional media. 

Blogs are arguably easier to control than other social media and offer a more informal 
medium to display thought leadership. Used well, blogs can drive traffi c, encourage 
engagement and help create community. But, if not updated regularly, they can quickly 
become stale and uninteresting.

Only one in fi ve blogs is updated weekly
Less than half (46%) of the technology companies in our study had some sort of blog, but 
only one in fi ve was updated weekly; just under a third were updated every fortnight; but 
the vast majority were updated monthly. In terms of content, 90% of companies blogged 
about industry news, 43% talked about company products and only 22% shared tips and 
advice with readers.

Two-way conversations are a rarity
However, for a blog to be ‘social’ it’s necessary to encourage and engage in dialogue with 
readers and other bloggers, and so we were looking for some evidence of this too.   

But only a tiny minority of tech companies entered into two-way conversations with their 
audience: just six of the blogs (26%) in our study received comments on a regular basis 
and only two of these had a response posted from the brand in question.

There is still a way to go before blogs can claim to be truly social; companies need 
to carefully weigh up the benefi ts of investing in a two-way blog strategy against the 
resources required to implement it.



Getting it right

Heart Internet – a website hosting and domain provider – uses its blog to provide its 
audience with relevant and engaging content. It’s fi lled with practical advice of interest to 
businesses looking to improve their online marketing and brand awareness.

Most importantly though, Heart Internet replies to blog comments, keeping the 
community involved.
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4.  Tech companies are talking via Twitter, 
but it’s a one-sided conversation

Top tips for using 
Twitter to engage 

1.  Don’t be cryptic – with only 140 characters at your disposal, it’s often tricky to get 
ideas across, but being clear and concise is crucial in keeping your followers engaged

2.  Give followers a reason to click your link – include a link in your tweets whenever 
possible and keep your tweets interesting to encourage click-throughs

3.  Convey your personality through your tweets – don’t be afraid to use a lighter tone on 
Twitter. The more approachable you are, the more likely you are to build relationships 
with your followers

4.  Create lists of key people in your industry or useful contacts – use Twitter Lists to 
put together useful groups of relevant people. This will help you build links with these 
infl uencers and will also act as a useful resource for your followers

5.  Respond to replies quickly – if someone directs a message at you on Twitter, do your 
best to respond as quickly as possible. Even you don’t know the answer or need to 
fi nd more information, you can still set expectations

6.  Link Twitter to your web analytics service – use web analytics to identify what drives 
traffi c and how effective or likely this traffi c is to convert

7.  Retweet interesting content – embrace your community and if one of your followers 
tweets something interesting, retweet it to your followers. Add a comment for extra 
points!

8.  Ask questions – one of the best ways to encourage engagement with your followers 
is by asking questions. Why not get feedback on your latest product or ask for content 
ideas for your blog? 

9.  Be fl exible; don’t just tweet about the same thing – the best brands on Twitter 
provide a good balance of different tweets – some serious and some promotional, but 
others that are lighter in tone and give a more human side to the company

10.  Pimp your profi le by using your company colours and putting together a bespoke 
background – keep your Twitter profi le consistent with your company branding to 
make it feel more credible
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What we were looking for
•  Were brands using Twitter to push out corporate press releases or actively 

build a community of followers?
•  Did they reply to followers, retweet and have meaningful discussions? 
•  Were they using Twitter for customer service and other corporate functions?

While not yet having the mass appeal of Facebook, with about 80 million worldwide users 
compared to Facebook’s 500m, Twitter has been the social media success story of recent 
years, helped by the enthusiastic endorsement of journalists and celebrities.  

Twitter’s success lies in its openness.  Whereas Facebook requires users to ‘friend’ 
someone before viewing their profi le, Twitter updates are (mainly) open for all to see, 
making it very appealing for brands looking to promote themselves.

So we weren’t surprised to fi nd that Twitter was the mostly widely-used social network in 
our study, with 64% of technology brands having a Twitter presence.  

It was encouraging to fi nd that 16% of companies used Twitter to recruit, making it the 
second most popular social network for recruitment in our study (after LinkedIn). One in 
four used Twitter as a customer service channel.

43% of brands on Twitter had never replied to a tweet
But technology brands were generally not using Twitter to be social. The majority were 
either tweeting company news (46%) or industry insights (51%).  Only 3% of the tweets 
were retweets, and replies represented just 12% of the total number of tweets. Underlining 
all of this, a shocking 43% of brands with a Twitter account had never replied to a tweet!

Tech companies are using Twitter to broadcast messages, but they are not engaging 
with their stakeholders and are therefore missing an opportunity to build community and 
infl uence.

Twitter itself makes no secret of its desire to help brands adopt the service, with the 
continued rumours of a Twitter Corporate service coming soon and the recent addition of 
the Sponsored Tweets advertising scheme. 



Getting it right

Of all the companies we assessed on Twitter, Glasses Direct deserve an honorable 
mention for the quality of its interaction. While it tweeted fi ve times a day, 82% of its 
tweets were replies either responding to customer enquiries or engaging in dialogue with 
followers.

7Digital, a music digital download service, seemed to really use Twitter to its fullest, with 
regular tweets about latest products and offers to keep users returning. It also stimulated 
the community by asking questions, providing direct links to its website and replying to 
questions and comments.
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5.  Facebook is a closed book for too 
many tech brands

Top tips for using Facebook 
to engage with fans

1.  Post regular status updates – as with all social networks, it is important to post useful 
and engaging content regularly. Don’t overdo it in terms of frequency but don’t leave it 
weeks between posts

2.  Utilise other content such as videos or images – Facebook is a very visual platform 
(just check out an average user’s profi le page) so use as much video or imagery as 
possible

3.  Run promotions or competitions – these can be a fantastic way to increase fans and 
also make your community feel valued

4.  Respond to comments on your posts – if someone responds to a post or asks a 
question, make sure you get back in touch and start developing a dialogue

5.  Experiment with different tabs or discussion groups – the Facebook wall is only one 
element that can be included on a page. Discussion groups can also be a great way to 
build up more interest within your community

6.  Reply to criticism, don’t just ignore it – if someone does post something negative, 
don’t just leave it unanswered

7.  Share latest blog posts on your Facebook page – if you have a blog, then make sure 
you share your latest posts on your Facebook fan page. You can even use tools to 
help you automate this process

8.  Consider running Facebook adverts to increase your fan base – there’s no shortcut to 
proper engagement, but targeted Facebook ads can be a useful way to initially help 
grow a relevant fan base

9.  Don’t be too commercial – your fans will likely know what you do and offer so you 
don’t need to be overly commercial. By all means share interesting product news or 
special offers, but not every post needs to be “me, me, me”

10.  Offer exclusive content to your fans – show your fans you care, by offering them 
something they cannot get elsewhere. This could be early access to a new product or 
a special discount code, for example
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What we were looking for
• Were tech companies building active communities via Facebook?
• Were brands engaging with fans or just pushing content at them?
•  How differently were B2C and B2B companies approaching Facebook?

Facebook offers direct access to a global audience of over 500m users, but – with one or 
two notable exceptions - the majority of companies in our study seemed blissfully ignorant 
of this opportunity to interact with the people who buy, recommend and use their products 
and services.

Just 24% had an active Facebook community
Only 40% of the tech companies in our study actually had a Facebook presence and on 
average they posted fi ve updates a week. However, just 24% had managed to build an 
active community, with the average Facebook fan page having a community of 164 fans.

Admittedly, Facebook is widely seen as a B2C channel, so it was no surprise to see that 
while all of the B2C companies in our study were on Facebook, only one in three B2B 
brands had a profi le. The two-thirds who are ignoring it may well be missing out on an 
opportunity to connect with their audience via this increasingly sophisticated medium.

The future’s bright for Facebook
In the last year, Facebook has taken steps to actively encourage brands to use the service, 
opening up the platform to brands through initiatives like Facebook adverts, fan pages and 
Open Graph. 

For many social media fans, the boundary between work and home is becoming 
increasingly blurred, with more and more B2B companies now fi nding success on 
Facebook too. With 500m users, it would be risky and foolish to blindly ignore this network 
in any strategy.



Getting it Right

LOVEFiLM uses its Facebook page to engage directly with its audience and it frequently 
updates the page with interesting, fresh content. It also stimulates debate and conversation 
by asking fans questions to trigger discussions, posting videos with exclusive content and 
letting customers know about latest offers. Furthermore, nearly every post has links back to 
the LOVEFiLM website, thereby helping to drive traffi c.
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UKFast stood out as the only B2B company we looked at that was on Facebook. It’s 
no surprise however that the company only has 28 fans as there is a general lack of 
interesting content on the page. 

The company also hasn’t bothered to remove tabs such as discussions, links and videos 
that are not in use. UKFast only updates its page every few months and this is simply not 
enough to engage an audience; without frequent updates, the fan is given no reason to 
return for content, let alone engage. 
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6. LinkedIn but missing out?

Top tips for businesses 
using LinkedIn

1.  Fill out your company profi le – your LinkedIn company (and personal) profi le is likely 
to rank quite high in web searches, so make sure it is as up to date as your website

2.  Use widgets to integrate other tools – LinkedIn makes it easy to feed in information 
to your personal profi le, like your latest blog posts or Slideshare presentation for 
example, using widgets

3.  Monitor and answer questions in LinkedIn Answers – keep an eye on relevant 
questions and submit answers to demonstrate your expertise. Give one person in your 
company responsibility for checking these on a regular basis

4.  Update your status regularly – many people ignore the status update potential on their 
LinkedIn personal account. You can even link your status updates with other social 
networking accounts to make it easier to manage all your social networks at the same 
time

5.  Start or help manage a group for your product, brand or industry – if there is already 
a popular group relating to your industry, then get involved and reply to questions and 
posts. If there isn’t one, consider starting one

6.  Share useful articles or resources – give your connections a reason to keep listening. 
Share useful information and they’ll come back for more

7.  Request recommendations from happy customers or clients – peer recommendation 
is proven to be much more effective than advertising or direct mail. If you have happy 
clients, make sure they write about their positive experience on your personal profi le

8.  Post job listings and tap into the wisdom of your community – once your community 
is a decent size, you can tap into this knowledge to fi nd the perfect recruit

9.  Include your LinkedIn URL on your signature and business card – make it easy for 
prospects, customers and acquaintances to add you on LinkedIn. Get a vanity URL – 
e.g. Facebook.com/wildfi repr - and add it to your email signature and business card

10.  Visit LinkedIn on a regular basis or integrate it into a third party app – you might not 
need to visit LinkedIn as often as other social networks, but by adding your LinkedIn 
account to a third party application like Tweetdeck, you can constantly stay on top of 
what’s going on
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What we were looking for
• Were companies using LinkedIn to communicate with stakeholders?
• Were they using it for customer service or other corporate functions?

LinkedIn is arguably the social network for professionals.  Research shows its members 
have more brand loyalty than any other network, including Facebook. Yet brands have not 
yet found a way to exploit its popularity. 

Like Facebook, over the last year or so, LinkedIn has taken steps to increase company 
involvement, by rolling out fuller business profi le pages, for example. But the more social 
aspects of the network, such as groups or LinkedIn Answers still require a more individual 
approach.

Only 16% embedded news and blogs
Our study refl ected this dilemma. While 72% of companies had a presence, only 16% of 
these embedded latest news and blogs. The majority of companies used LinkedIn as a 
recruitment tool.



 7.  YouTube is just not in the picture for the 
majority

Top tips on using YouTube to 
help build brand awareness

1.  Think about what video content your audience will fi nd useful and interesting – so 
many corporate videos end up being boring and dull, so think carefully about what will 
be most interesting and relevant for your audience

2.  Customers or prospects? – think about whether your video is aimed at providing 
value to your customers or if it is more of a sales tool for prospects. The video and its 
message will likely be very different for each audience 

3.  Uploading the video is only half the job – once your video is on YouTube, you need 
to think carefully about where to place it and how to seed it. Would it be something that 
would be of interest to bloggers or journalists? Can you post it on social networks?

4.  Don’t forget to reply to comments – if someone posts a comment on your video – 
good or bad – make sure you respond

5.  Track where your videos have been hosted online – keep an eye on whether 
your video has been embedded on other blogs or websites. There might be lots of 
conversation around the video that you aren’t even aware of!

6.  Add your logo and company branding to your YouTube channel – if someone views 
your video, chances are they might then click through to your channel to see what else 
you have to offer. Unifying your channel with your own branding will make it look more 
professional

7.  Share your videos on your other social network accounts – don’t forget to share 
videos you have uploaded on your other social network profi les

8.  Write clear titles and descriptions for your videos to increase search traffi c – video is 
playing an ever increasingly important role in search. So make sure Google can fi nd it 
easily by including lots of relevant keywords

9.  Keep them the right length – it is unlikely someone will sit through a 20 minute video 
– unless it’s REALLY useful – so keep the videos short and to the point. This will also 
encourage more people to share

10.  Keep your YouTube account active – if you’ve gone to the trouble of creating a 
YouTube page, then make sure you keep it engaging by adding new content at regular 
intervals
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What we were looking for
•  Were tech companies using YouTube for anything more than a convenient 

place to host videos?
• Were they using the social features offered by YouTube?
• Was content relevant and regularly updated?

Founded in 2005, YouTube quickly became the world’s most popular video hosting 
website, with 24 hours of video content uploaded every single minute. 

YouTube has a number of social features, including the ability to share and embed videos 
on websites, blogs or other social networks, rating content and, of course, the ability to 
comment on a video on the site. 

When leading technology companies like Salesforce put YouTube at the heart of their 
social media strategy, its potential is clear.

Only 24% of tech companies had a YouTube account
However, only 24% of tech companies had a YouTube account, making it the least-used 
social network in our study. Half of these used uploads to publicise new products; a third 
featured company profi le videos; and just 4% used YouTube to showcase ‘how to’ videos.

For companies with complicated technological concepts to convey, video really can speak 
a thousand words. Yet our study shows that tech companies have been slow to grasp this 
concept.  Only fi ve accounts had more than 10 video uploads, using them to showcase a 
portfolio of works or promote the range of services offered

None of the companies in our study replied to comments left on their videos. LOVEFiLM 
was the only company to consistently update its account, with three times more uploads 
than the nearest rival.



Getting it right

Amazingly, eCourier only had 116 views for a video explaining how their service worked, 
which had been online for nine months and must have taken considerable cost and effort 
to produce. This demonstrates that despite taking time and effort to create the video and 
put it on YouTube, there wasn’t enough emphasis on building awareness of the content.

BigMouthMedia used a simple method of creating content by running a series of tips 
videos that provided a voice of authority and encouraged viewers to return to catch the 
latest videos. 
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 8. Conclusion

What is the answer?
Technology companies need to step back and reassess how they are using social media. 
They need to look at their target audience and carefully consider the best channels to 
reach them.  

Not every social media network will be relevant – and it may be that social media is 
not right for a brand at all – but if they do want to embark on social media activity, clear 
objectives and strategy from the outset is critical. 

Here are ten questions that a technology brand should ask before embarking on social 
media:

1. What do you actually want that social media activity to achieve?

2. What is your target audience? 

3. What are the most appropriate social networks to reach this audience? (if any?)

4. What content is going to be of interest to your audience?

5. Who in your business is going to be in charge of social media activity?

6.  What is the tone and personality of your brand? How do you want this to be conveyed 
through social media?

7.  How does the real-time response required with social media affect your existing 
approval processes?

8. What should your corporate social media guidelines look like?

9. Who is going to develop and create content for these channels?

10.  What is the business goal for social media? How will you measure and evaluate 
whether social media activity is having a successful effect on your bottom line?

At the end of the day, this fi nal question is all important. Is social media marketing making 
a difference? If it isn’t, the only question companies should be asking is: why bother?
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There is enormous potential for technology brands to develop their social media strategies. 
But why should they? Social media offers brands an unprecedented opportunity to 
learn about their audiences, build a loyal following, create brand advocates, earn 
recommendations and ultimately infl uence sales.

Of course, as with all marketing activity, it is important to identify clear objectives and 
measure the progress towards these, in order to fully understand return on investment.

However, many tech companies shy away from this planned approach.  This is surprising; 
social media marketing is not a black art that requires vast experience or knowledge to get 
to grips with.

Indeed, it could be seen as one of the easiest forms of marketing to learn. After all, the vast 
majority of us already use social networks on a regular basis to chat with friends or network 
with colleagues.

Technology brands are failing to realise the full power, effect and impact of social media 
It is therefore surprising to fi nd that so many companies are using social media in a way 
that we just wouldn’t with a personal account. 

Of course, there is a need for corporate communications guidelines and buy-in from senior 
management. But, instead of sitting down and thinking carefully and strategically about 
how to approach and use these new channels, too many are simply using them as an 
extension of traditional ‘push’ marketing techniques.

The impact of social media upon these companies was clearly outside the scope of this 
research, but from the activities we have observed, it is reasonable to conclude that while 
many are investing signifi cant time and resource, they are unlikely to be receiving a return 
on investment.



Appendix 1 – the companies assessed Get in touch
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The following companies were assessed 
in this report:

7digital 
AI Digital Limited
ApaTech
Assima
Auros Limited
AVM
Bigmouthmedia Limited
Bloxx
Blue Gnome
Bluefi sh Communications Limited
Broadbean Technology
C4L
Critical Software
Distribution tech
EasyDate
eCourier
Endava Limited
Excelian Limited
Glasses Direct
Gradwell Dot Com
Greenlight
Heart Internet Ltd
Intamac
Jagex Limited
LOVEFiLM
Merit Merrell Technology Limited
murphx
Netbasic
O-bit Telecom Limited
OB10
ONELAN limited
Opti-cal Survey Equipment Limited
picoChip

Probability PLC
Redtray Limited
Retail Eyes
Rocela
Sensornet Limited
SkyScanner
SLA Mobile
TH NK 
The Book Depository 
Thunderhead Limited
Timico Limited
Traffi c Broker
Ubisense
UKFast
Valueworks 
we are:london
Widget UK Limited

Wildfi re PR

020 8339 4420

socialmedia@wildfi repr.co.uk

http://www.wildfi repr.co.uk

http://blog.wildfi repr.co.uk

http://www.twitter.com/wildfi repr


