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Consumers are still in hibernation

42%

40%

39%

25%

20%

34%

Delayed making non-
essential retail purchase

Bought more of
cheaper label brands

Tried to control fixed
monthly costs such as utilities

Trimmed back on leisure
travel/vacation plans

Cut down on the fuel
consumption of my car

I have not taken any 
action to conserve finance 

In the past 3 months, which of the following 
actions have you taken to conserve finances?

Source: European Technographics Benchmark Survey, June 2009

Base: EU8 adults (UK, France, Germany, Spain, Italy, Netherlands, Sweden, Poland)
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So are B2B customers
US and European IT purchases

€403 €396
€377 €390

€435

United States 6.6% -1.9% -4.8% 3.5% 11.7%

€298
€319 €317

€296 €309

Western and 
Central Europe 6.1% 7.0% -0.8% -6.3% 4.0%

2006 2007 2008 2009* 2010*

United States Western and Central Europe**

Source: Forrester Research *Forrester forecast
**Austria, Belgium, Cyprus, Czech Republic, Denmark, Estonia, Finland, France, Germany, Greece,
Hungary, Iceland, Ireland, Italy, Latvia, Lithuania, Luxembourg, Malta, Netherlands, Norway, Poland,
Portugal, Spain, Slovakia, Switzerland, Sweden, and the UK.

Euros
(billions)
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• Vision

• Risk

• Empathy

• Technology

. . . And some great selling!

What made Disney successful?
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Now is the time to do
retail differently.
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Agenda

• Why do consumers trust each other more than
companies?

• How do social tools change the game for marketing
and selling?

• What can you do to participate in the
conversation?
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Advertising is unpopular

Consumer opinions posted online

Brand websites

Brand sponsorship

Radio

Search engine ads

Mobile ads 

To what extent do you trust each of the following types of advertising?

Source: European Technographics Q3 2009 Media, Marketing, and Social Computing

Base: EU7 adults (UK, France, Germany, Spain, Italy, Netherlands, Sweden)

Email updates (opt-in)

Newspaper

Magazine ads

Banner ads

38%

28%

25%

TV 22%

17%

17%

7%

6% 

17%

16%

7%



16 Entire contents © 2009  Forrester Research, Inc. All rights reserved. 

Word of Mouth reigns again
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Word of mouth is the most trusted source

Opinions of family/friends/colleagues

Consumer reviews on retailer sites

Consumer reviews on product review sites

Consumer reviews on manufacturers sites

Discussion boards

Information in email newsletters 

How much do you trust these sources of 
information about products and services?

Source: European Technographics Q3 2009 Media, Marketing, and Social Computing

Base: EU7 adults (UK, France, Germany, Spain, Italy, Netherlands, Sweden)

Information on manufacturer sites

Information on a search engine

Information on retailers sites

Review by a blogger

64%

38%

37%

Review in newspapers, magazines, TV 35%

32%

31%

23%

16% 

32%

28%

20%
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Word of mouth drives commerce

Agree

Neutral

Consumer ratings and reviews help me decide 
whether or not to purchase a product/service

Source: European Technographics Q3 2009 Media, Marketing, and Social Computing

Base: EU7 adults (UK, France, Germany, Spain, Italy, Netherlands, Sweden)

Disagree

45%

29%

23%

Don’t know 3%
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People are talking about you
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Social media is NOT a fad

3 out of 5 online Europeans now
participate in social media regularly

Sources: Forrester European Technographics Benchmark Q2, 2009
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Social media is NOT a fad

30% of Europeans are visiting
social networks regularly

Sources: Forrester European Technographics Benchmark Q2, 2009



22 Entire contents © 2009  Forrester Research, Inc. All rights reserved. 

Social media is NOT a fad

Facebook has over 250 million
members worldwide and if it was a

country it would rank 4th in the world

Sources: Facebook
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Social media is NOT a fad

“In 2009 more data will be
published by individuals than in all of

history up through 2008”
- Andreas Weigend, former Chief Scientist, Amazon.com

Sources: Harvard Business Review
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Now it’s more transparent
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Agenda

• Why do consumers trust each other more than
companies?

• How do social tools change the game for
marketing and selling?

• What can you do to participate in the
conversation?
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The Groundswell

▶ Groundswell

A social trend in which
people use technologies to
get the things they need
from each other, rather
than from traditional
institutions like corporations
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Post Methodology

P
O
S
T

People 
Assess your customers’ social activities

Objectives 
Decide what you want to accomplish

Strategy 
Plan for how relationships with customers will change

Technology 
Decide which social technologies to use
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Creators

Critics

Collectors

Joiners

Spectators

Inactives

Publish a blog
Publish your own Web pages
Upload video you created
Upload audio/music you created
Write articles or stories and post them

Post ratings/reviews of products/services
Comment on someone else’s blog
Contribute to online forums
Contribute to/edit articles in a wiki

Use RSS  feeds
Add “tags” to Web pages or photos
“Vote” for Web sites online

Maintain profile on a social networking site
Visit social networking sites

Read blogs
Watch video from other users
Listen to podcasts
Read online forums
Read customer ratings/reviews

None of the above

The Social Technographics Ladder

Groups include people participating in at least
one of the activities monthly.

European online 
adults

15%

20%

6%

30%

50%

39%
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European consumer participation
continues to grow

Base: European online consumers (millions)
Source: European Technographics® Benchmark Survey, Q2 2008, and
European Technographics® Benchmark Survey, Q2 2009

0 20 40 60 80 100

Inactives

Spectators

Joiners

Collectors

Critics

Creators

2009 2008

Y-O-Y Increase

2,300,848

2,494,442

213,703

21,375,492

5,059,528

-2,085,768
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We expect to find Bertrand

• I manage my entire life
online, including finding
my car, apartment and
girlfriend!
• If a tech blogger really
knows what they’re
talking about, I’ll not only
read their blog, I’ll follow
them on twitter.
• I am learning how to
play poker from a new
iPhone application.
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But don’t forget Sarah

• I am on Facebook to keep in
touch with my daughters.

• I would love an online forum
where I can ask questions
about investing in real estate
near Savannah, but I haven’t
found one.

• I am a sucker for those
funny cat videos my friends
email me.
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European Baby Boomers engage in online social
activities

April 2009 “The Social Technographics® Profile Of European Baby Boomers”
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See more on Forrester’s Groundswell Blog
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Post Methodology

P
O
S
T

Objectives 
Decide what you want to accomplish

Strategy 
Plan for how relationships with customers will change
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Social computing can build a retail
business in 3 ways

D
rive direct sales

Uncover customer insight

B
ui

ld
 lo

ya
lty
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Social computing can build a business in
3 ways

D
rive direct sales

Uncover customer insight

B
ui

ld
 lo

ya
lty

•Communities
•Engagement of active customers
•Brand ambassadors
•Talking to customers
•Supporting customers
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Social computing can build a business in
3 ways

D
rive direct sales

Uncover customer insight

B
ui

ld
 lo

ya
lty

•Customer reviews
•Word-of-mouth marketing
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When it comes to reviews, we eat our own dog
food
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Word of mouth drives commerce

Agree

Neutral

Consumer ratings and reviews provide a 
heavily biased opinion of products/services

Source: European Technographics Q3 2009 Media, Marketing, and Social Computing

Base: EU7 adults (UK, France, Germany, Spain, Italy, Netherlands, Sweden)

Disagree

45%

29%

23%

Don’t know 3%
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Social computing can build a business in
3 ways

D
rive direct sales

Uncover customer insight

B
ui

ld
 lo

ya
lty

•Product development efforts
•Brand monitoring
•Customer reviews
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Starbucks solicits ideas (65k+ posts so far)
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And then posts on a “blog” to close the
loop
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Crafting a social computing strategy

Creators, critics,
spectators

• Customer reviews

Example goal: To drive sales

Collectors • RSS

Creators, critics,
spectators

• Wikis

Joiners, collectors • Mobile applications

1. Is this congruent with your brand/company?
2. Is it worth the effort? 

P
otential vehicles

Audience Needed
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Post Methodology

P
O
S
T Technology 

Decide which social technologies to use
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Different tools serve unique purposes

Driving direct sales Building brand loyalty
Uncovering customer

insight

Social networks √ √

Blogs √ √

User-review
portals/CSEs

√ √

Peer-to-peer commerce √ √

Podcasts/video sites √ √ √

RSS √ √

Wikis √ √

Tagging √ √

Mobile applications √ √
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Different tools are engaged by different
participants

Spectators Joiners Collectors Critics Creators

Social networks √ √ √ √

Blogs √ √ √

User-review
portals/CSEs √ √ √

Peer-to-peer commerce √ √ √

Podcasts/video sites √ √ √

RSS √

Wikis √ √ √

Tagging √ √ √ √

Mobile applications √ √
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Agenda

• Why do consumers trust each other more than
companies?

• How do social tools change the game for marketing
and selling?

• What can you do to participate in the
conversation?
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Guide the discussion
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New social innovations: Your best defense is
to build your own social site features



56 Entire contents © 2009  Forrester Research, Inc. All rights reserved. 

Evaluate metrics based on objectives

• Listening >>> Value of insights generated, equivalent
research costs, increased customer retention

• Talking >>> Share of voice, more leads, more trial,
search rankings

• Energizing >>> More brand advocates, referrals
(through tracking), reduced cost of sale

• Supporting >>> Reduced support costs, increased
customer satisfaction

•  Embracing  >>> Products faster to market, better
adoption of new products, fewer product failures
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Summary

• European consumers are more activity participating
in social media

– 3 in 5 use social tools on a regular basis

• POST increases the success of your efforts

– Key retail objectives are building loyalty, driving direct
sales, and uncovering customer insight

• Remember: while you don’t control the conversation,
you can guide it!
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Thank you

Christine Overby

+44 (0)20.732.37719

coverby@forrester.com

www.forrester.com


