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2012 Predictions from 
Marketing Strategists

Harnessing real time,” says David Meerman Scott.

“Recognizing that they are part of the problem. By default, they have created 
a marketing silo in their organizations. Marketers need to connect the entire 
organization and put everyone to work for marketing,” says Brian Solis.

“Integrating it all. Whether it’s integrating traditional marketing with digital and 
social, mobile marketing, or the various functions of digital marketing into a 
uniform workflow, the next year will see a lot of progress in streamlining what we 
do internally and externally as marketers,” says Jason Falls.

“The same challenge it’s been for the last three years: Stop talking and start 
listening,” says Paul Gillin. “That’s a big task. Marketers are trained to deliver 
messages, not to iterate and respond. But that’s what they’ve got to do in the 
future. There’s no other choice.”

“Resources. Who in the company is supposed to be handling this stuff? How 
many people do you need? How are they trained? Where do they come from? 
2012 is the year of social media labor questions,” says Jay Baer.

“Remaining disciplined and focused on ROI amidst the static of a thousand cool 
technologies,” says Mark Lazen.

“Being clear that social media channels are just that. While each has multi-
threaded, user-generated social elements, bi-directional digital and linear 
broadcast facets also exist in most of them. We need to be careful to parse the 
functionality and potential of each channel, as well as be aware of how these 
channels are used interactively by consumers,” says Neil Glassman.

“Standing above the noise. Everybody is going to be marketing in social next 
year,” says Dave Peck.

“

Top Challenges for 
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Keeping track of the conversation online; getting better at parsing what 
matters and what doesn’t; keeping track of all the various social initiatives we 
undertake. Not only will more and more people in the enterprise be involved in 
social interactions on the company’s behalf, but social programs will generate 
data in new and interesting ways. Connecting the dots -- demonstrating  
ROI -- will become increasingly critical and immensely challenging,”  
says Matthew t. Grant.

“Going beyond the broadcast mode to the focused delivery of targeted content 
based on user preferences and buy-in. This will lead to greater and more valuable 
engagement,” says Bill Ives.

“Integration of data. Tying data together from multiple sources will be a huge 
challenge for companies in 2012,” says Mike Lewis.

“
2012 Predictions from 
Marketing Strategists

Top Challenges for (Social) MarketersPart 5
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Enablement. If every one of your employees, let alone managers, is not 
‘sold’ on why social matters, you still have work to do. You can be as ahead of 
the curve, but if your management, key stakeholders, business units, and global 
markets are not right there with you, you need to go back to educate and enable,” 
says Ekaterina Walter.

“ROI or ROO (return on objectives). Senior VPs & VP levels are going to want to 
understand more of what they are getting out of social,” says Michael Pace.

“Cutting through the noise and connecting with the right people, who need you, 
your product or your service right now. It’s incredibly challenging to get discovered 
online in a meaningful way. Reaching people when they need you and providing a 
positive interaction always remains the paramount challenge and opportunity for 
marketers,” says Pamela Johnston.

“Focus. There are a lot of platforms and opportunities out there and we need to 
continue to pick out battles for maximum return,” says Andrew Patterson.

“Tracing what becomes of all the traffic that comes to your sites from social 
platforms. Unless you are working on and improving the middle of your funnel 
(MoFu), all that effort put into the top of your funnel (ToFu) will be fruitless,” says 
Laura Fitton.

“Figuring out how to leverage 800+ million users on Facebook to create  
an engaging Facebook page that moves the commerce needle,” 
says Marc Meyer.

“
2012 Predictions from  

Brand Marketers

Part 5 Top Challenges for (Social) Marketers
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To measure ROI. It’s still elusive,” says Steve Rubel.

“ROI. If Cuba Gooding Jr. was playing a brand manager today, he’d be shouting, 
‘Show me the value!’ Or, to quote another favorite character, Dwight Schrute from 
The Office, ‘Playtime is over!’ Marketers will need real answers to justify more 
significant expenditures of time and budget in social,” says David Berkowitz.

“Creating the right metrics, proving ROI, and getting executives to buy in and 
allocate larger budgets for social,” says Jonas Klit Nielsen.

“Fatigue. As more and more people participate in social networks and become 
mobile content creators, the noise is going to reach the breaking point. 
Consumers will fatigue of social marketing and begin relying on trusted sources 
(peers). Niche networks will take off,” says Jim Storer.

“Focusing on what works and not being distracted by shiny new objects, while 
making sure they don’t miss the shiny thing that actually becomes the next  
‘what works.’ Measuring programs and linking them to business goals will become 
more important and more recognized,”  
says Doug Haslam.

“Getting noticed. Delivering products worth talking about,”  
says Michael Troiano.

“Engagement. Tapping into communities of interest in context; marketing products 
and services to them in authentic ways,” says Errol Apostolopoulos.

“Scaling content. Brands have never had to deal with content development and 
real time engagement on this scale, and almost all of them will need the help,” 
says Taulbee Jackson.

“Value. Social marketers will need to demonstrate value and success for the 
tactics and budgets at stake. Much of what is “possible” still falls short of the 
proven tactics that work. Those marketers who fail to practice the integration of 
social with traditional media and sales channels will die in 2012…their time has 
run out, and the experiment is over,” says Tim Hayden.

“Privacy concerns. It will be game changing for social networks and marketers 
alike. It will make our job much more difficult,” says Stephen Murphy.

“Listening. Today’s changing marketplace demands that brands listen to 
consumers, implement strategically, and not rely on past practices,” says Stacy 
DeBroff.

“Integration - Integration – Integration,” says Robert Collins.

Predictions from  
Consultants & Agencies

“

Part 5 Top Challenges for (Social) Marketers
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Conferences,” says David Meerman Scott, “…talking to the people 
who are implementing innovative ideas, CMOs and CEOs, public relations and 
marketing agency leaders.”

“My own mission control – newsfeeds, alerts, and sources,” says Brian 
Solis. “I rely on the collective wisdom of my peers to find out trends and future 
developments.

“I primarily follow three resources -- ConvinceandConvert.com, MarketingProfs.
com and ReadWriteWeb.com,” says Jason Falls.

“I make it a habit to keep up with TheNextWeb.com, AllThingsDigital.com and 
Mashable.com,” says C.C. Chapman.

“MediaPost’s Around the Net and Around the Net in Online Media get all the 
important stories I miss,” says Paul Gillin. “Editor & Publisher’s daily newsletter 
is a great compendium of what’s happening in mainstream media; Bulldog 
Reporter’s Daily Dog is an unholy mess to look at, but is full of timely insight; 
Marketing Charts scoops up all the latest research on media and marketing and 
delivers it in a handy newsletter.”

“BoingBoing; Brain Picking and Big Think are indispensable resources,”  
says Neil Glassman.

“I simply cannot live without Twitter,” admits Debi Kleiman.

“I rely on VentureBeat, because it’s less pop culture,” says Dave Peck.

“I regularly refer to MarketingProfs.com, and I get most of the news about 
marketing and social from link recommendations on Twitter.com.”  
says Matthew t. Grant.

Top Trusted News Resources

“

6Part
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I look at three main sources,” says Bill Ives, “The Smart Brief series, 
especially Smart Brief on Social Media, Twitter and Darwin Ecosystems, as well as 
its Social Media on the Web blog.”

“I always learn a lot from my peers,” says Mike Lewis, “But I also follow 
Mashable.com and listen to the social grapevine by staying plugged into Twitter, 
Facebook.com and so forth.”

“The essential respires for me are Mashable.com, the Word of Mouth Marketing 
Association (WOMMA), AdAge, SmartBrief, and MediaPost,”  
says Ekaterina Walter.

“TechCrunch.com and Mashable.com are important,” says Michael Pace, “As 
are the people I follow on Twitter whose content curation I trust.”

“TechCrunch.com, Mashable.com, Bulldog Reporter’s Daily Dog and my Twitter 
feed are essential to staying in-the-know,” says Pamela Johnston.

“That’s easy.. Mashable.com, TechCrunch.com, and AllThingsDigital.com,” says 
Andrew Patterson.

“The HubSpot blog, of course,” says Laura Fitton, “But I also follow Chris 
Brogan’s blog, Bulldog Reporter.  My number-one source of social marketing 
news, however, is my friends and contacts on Twitter and Facebook.”

“I vote for FastCompany and Harvard Business Review,” says Marc Meyer.

“In my role, I sit at the intersection of technology and media,” observes 
Steve Rubel. “Two sources I can’t live without are curators MediaGazer and 
TechMeme.”

“I can’t live without Summify,” says David Berkowitz. “It aggregates all the top 
links shared by my Twitter.com and Facebook friends, so I can stay much better 
informed and not get drowned by information overload.”

“I really rely on my Twitter feed,” says Jonas Klit Nielsen.

“Mashable.com is my go-to source for social media and marketing news and 
developments,” says Jim Storer.

“The grapevine, wherever it may grow,” says Doug Haslam. “Currently it’s some 
combination of Twitter, Facebook and Google+ from peers in the industry.”

“These days I read what bubbles up through Twitter and Google+,” says 
Michael Troiano. “I spend less and less time in Google Reader and find 
increasingly that the news I need finds me instead.”

Google alerts, my Pulse reader, Mashable.com, TechCrunch.com, Social 
Commerce Today, Altimeter, Dachis Group, Business Insider and the Wall Street 
Journal are all important,” says Errol Apostolopoulos.

Top Trusted News Sources

“

Part 6

http://www.smartbrief.com/index.jsp
http://twitter.com/billives
http://www.darwineco.com/
http://www.darwineco.com/blog/bid/53539/Darwin-Awareness-Engine-Edition-Social-Media-Web
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https://twitter.com/DougH
http://facebook.com
https://plus.google.com/up/?continue=https://plus.google.com/&type=st
https://twitter.com/miketrap
https://plus.google.com/up/?continue=https://plus.google.com/&type=st
http://www.google.com/reader/view/#overview-page
https://www.google.com/
http://www.pulse.me/
http://Mashable.com
http://TechCrunch.com
http://socialcommercetoday.com/
http://socialcommercetoday.com/
http://www.altimetergroup.com/
http://www.dachisgroup.com/
http://www.businessinsider.com/
http://online.wsj.com/home-page
http://online.wsj.com/home-page
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We can’t live without the Awareness Hub,” says Taulbee Jackson. 
“We have all of our specific monitoring streams set up there for our brand and 
our clients. It makes it super easy. We are also huge fans of Mashable.com, 
TechCrunch.com, and Lifehacker. We actually keep CNN, Bloomberg and CNBC 
up on our monitoring wall for breaking news. We have also been using Newsmap 
and Trendsmap for geo-targeted monitoring.”

“I find Social Media Examiner and Exploring Social Media most helpful,”  
says Tim Hayden.

“I like LinkedIn because I’m connected with like-minded people,” observes 
Stephen Murphy, “And I like getting updates from companies’ Facebook 
pages in my news feed. Also, Mashable.com always has news whether it’s 2pm or 
2am.”

“I follow Social Media & Marketing Daily at Media Post, Brian Solis’s Blog, 
mediabistro.com, AgencySpy, Social Media Today and SmartBrief on Social 
Media,” says Stacy DeBroff.

“

Top Trusted News SourcesPart 6

http://www.awarenessnetworks.com/
http://Mashable.com
http://TechCrunch.com
http://lifehacker.com
http://CNN.com
http://Bloomberg.com
http://CNBC.com
http://newsmap.jp/
http://trendsmap.com/
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http://exploringsocialmedia.com/
http://LinkedIn.com
http://Facebook.com
http://Mashable.com
http://www.mediapost.com/publications/social-media-marketing-daily/edition/2011/10/19/
http://MediaPost.com
http://www.briansolis.com
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http://socialmediatoday.com/
https://www.smartbrief.com/socialmedia/index.jsp
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Errol Apostolopoulos (@errol33), Innovation Strategist, Social and Mobile 
at Optaros, Inc.

Jay Baer (@jaybaer), Social Media Strategist, Coach and Speaker.  Author of the 
blog, Convince & Convert, and the book The NOW Revolution.  

David Berkowitz (@dberkowitz), Vice President of Emerging Media for 360i.

C.C. Chapman (@cc_chapman), Founder & Editor at Digital Dads, Co-author of 
the book, Content Rules with Ann Handley (@MarketingProfs). 

Robert Collins (@RobertCollins), Founder and Host of Social Media 
Breakfast. 

Stacy DeBroff (@MomCentral), Founder and Chief Executive Officer of Mom 
Central Consulting.

Jason Falls (@JasonFalls), Founder and Chief Executive Officer at Social Media 
Explorer, Co-author of No Bullsh** Social Media with Erik Deckers  
(@edeckers).  

Laura Fitton (@Pistachio), Inbound Marketing Evangelist at HubSpot and Co-
author of Twitter for Dummies.

Paul Gillin (@PGillin), Social Media Adviser and co-author of Social Marketing 
to the Business Customer.

Neil Glassman (@neilglassman), Principal Marketing Strategist at 
WhizBangPowWow.

Matthew T. Grant (@MattTGrant), Managing Editor at MarketingProfs.

Doug Haslam (@DougH), Client Services Supervisor, Voce Connect at Voce 
Communications.

Tim Hayden (@TheTimHayden), Chief Marketing Officer at 44Doors.

Bill Ives (@BillIves), Senior Vice President of Marketing for Darwin Ecosystems, 
LLC and blogger at Portals and KM. 

Taulbee Jackson (@taulbee), President and Chief Executive Officer at 
Raidious.

Pamela Johnston (@PamJohnston), Director of New Media at Lahey Clinic.

Debi Kleiman (@drkleiman), President of the Massachusetts Innovation & 
Technology Exchange.
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Lora Kratchounova (@ScratchMM), Principal of Scratch Marketing + Media 

Mark Lazen (@marklazen), Chief Technology Officer at Social Media Today, LLC.

Mike Lewis (@bostonmike), Vice President of Marketing at Awareness, Inc.

Marc Meyer (@Marc_Meyer), Social Media Strategist for Ernst and Young. 

Steve Murphy (@SBCMarketing), Co-Founder and Chief Executive Officer at 
Get Busy Media.

Jonas Klit Nielsen (@Klit_Nielsen), Founder and Chief Executive Officer at 
Mindjumpers.

Michael Pace (@mpace101), Director of Customer Support & Community 
Management at Constant Contact.

Andrew Patterson Director of New Media at MLB Advanced Media. 

Dave Peck (@davepeck), Partner and Social Media Strategist at Bullfrog Media, 
author of Think Before you Engage.

Erik Qualman (@equalman), Global Vice President of Digital Marketing at EF 
Education, Founder at Socialnomics, and Author of Socialnomics.

Steve Rubel (@steverubel), Executive Vice President Global Strategy and 
Insights for Edelman.

David Meerman Scott (@dmscott), globally recognized Marketing Strategist, 
Author of The New Rules of Marketing and PR and Real-Time Marketing & PR. 

Samuel J. Scott (@samueljscott), Manager of Digital Marketing & 
Communications at The Cline Group, Owner of My SEO Software.

Brian Solis (@briansolis), Principal at Altimeter Group, Author of Engage! and 
The End of Business as Usual. 

Jim Storer (@jimstorer), Co-founder and Social Media Strategist for  
The Community Roundtable.

Michael Troiano (@miketrap), Principal at Holland-Mark.

Ekaterina Walter (@Ekaterina), Social Media Strategist for Intel.
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