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Social Media Marketing in 2016: Incorporating Real-Time Moments

Despite the agreed need for improvements, there are some areas marketers are seeing high returns. Just over a third of 
real-time marketers are seeing a revenue return on investment of over 50 percent, with most indicating that they’re seeing 
somewhere between 25 and 50 percent. Furthermore, most say they are able to tie their eff orts to overall business goals, 
and just over 40 percent said their ability to do so was excellent. 

Almost all marketers see revenue ROI from real-time marketing and 
the ability to connect social media to overall marketing goals

How would you rate your company’s 
ability to connect its social media strategy 
to overall marketing goals?

26-50%  (43%)

51-75%  (25%)

0-25%  (21%)

76-100%  (7%)

Over 100%  (4%)

No increase  (1%)

Unknown  (1%)

Source: Wayin Real-Time Marketing Report,  June 2015.  Due to rounding, percentages may add up to more than 100.

What revenue ROI 

are you seeing 

from real-time 

marketing?

Source: Wayin Real-Time Marketing Report,  June 2015.  Due to rounding, percentages may 
add up to more than 100.

Measuring the Impact and Return from 
Real-Time Marketing

47% Good

42% Excellent

10% Fair

2% Poor

47%

42%

10%
2%

For the most part, marketers believe they’re putting 
forth the best eff ort when executing real-time marketing 
tactics and are able to tie it to specifi c metrics, but some 
are still not seeing the return they’re hoping for. While 
the way marketers are measuring data varies, 89 percent 
are able to tie return on investment to specifi c business 
fl ows.

43%

25%

21%

7%

4%

1%

1%
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When comparing the marketers seeing a high return on investment with their marketing peers who are not, there are 
notable diff erences in tactics and spending priority. Leaders in ROI (those seeing higher than 50 percent return) allocate a 
larger percentage of their overall marketing budgets to real-time marketing. In fact, 40 percent more of these leaders say 
that more of than 60 percent of their marketing budget is connected to real-time marketing. 

Additionally, ROI leaders employ twice as many marketers to focus on real-time marketing and over half of the leaders feel 
that their teams are well prepared to respond to breaking news and timely events compared to about one in three of the 
laggards. 

ROI leaders are investing more

ROI leaders employ diff erent tactics
Leaders make far greater use of planned big events (80 percent vs. 58 percent) and unplanned breaking news (78 percent 
vs. 57 percent) on social media. Alternatively, laggards make greater use of social engagement (61 percent vs. 52 percent) 
and location-based deals (40 percent vs. 31 percent). 

The goals of ROI leaders compared to laggards also vary. Leaders are 10 percent more likely to use real-time more to 
complement e-commerce and SEO strategy, while laggards are using it more for promoting events, creating customer 
relationships and increasing social engagement and reach.

ROI leaders also indicate that they have more advanced technology in place to execute real-time marketing tactics and are 
30 percent more likely to say that they strongly feel they have the right technology to carry out their real-time marketing 
strategies.  Leaders are also almost 30 percent more likely to have an excellent ability to search, analyze and act on social 
media content in real time.

While there are some notable diff erences in practices among the ROI leaders and laggards, real-time marketing has 
become a priority for brands with social media increasingly powering these eff orts. Brands practicing real-time marketing 
successfully are using a variety of tactics and tying these strategies to overall business goals. They’re using more technology 
and manpower to execute these tactics and are willing to invest even more in the years ahead. 

10%
more likely to use real-time to 

complement ecommerce 
and SEO strategy 

(compared to laggards)

Leaders are Leaders are nearly

30%
more likely to have an excellent 

ability to search, analyze and act on 
social media content in real time 

(compared to laggards)
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Real-time marketing is a priority for large brands 
The use of real-time moments to power brand marketing is not a fad or a trend. It’s a growing practice that marketers have 
prioritized. While companies indicated they want to be able to respond to breaking news and customers faster, most are able 
to execute real-time tasks in a timely and eff ective manner. Leveraging planned events like the Super Bowl and unanticipated 
breaking news, most are able to respond within 30 minutes. Real-time marketers are also investing a signifi cant amount of 
budget and resources into social media eff orts to power real-time strategies. Over half of respondents believe a social media 
monitoring tool to be the most important factor in executing real-time eff orts and about a third of respondents employ at 
least fi ve people to monitor social media conversations and respond in real time.

Real-time marketing is driving measurable business returns
Real-time marketing is impacting the bottom line for businesses. Ninety-eight percent of companies report a positive impact 
on revenue from real-time marketing with more than one third reporting a revenue return of more than 50 percent. What’s 
more, companies are able to tie these eff orts back to overall business goals. Almost 90 percent of real-time marketers say 
their ability to do so is good or excellent. Most are able to pinpoint impact to specifi c business fl ows and measure return on 
investment with web traffi  c data, followed by revenue and sales then social media engagement.

Better internal capabilities drive stronger, faster success
While real-time marketers are seeing results, most admit they still lack resources to execute tactics as eff ectively as possible. 
Those who have invested more are seeing higher returns. Marketers seeing a higher ROI have hired more staff  to handle 
real-time social media eff orts and invested a higher percentage of their overall marketing budgets to power these strategies. 
ROI leaders also rate their ability to discover, understand and act on social media content higher and prioritize diff erent 
tactics.  All real-time marketers, regardless of ROI, report technology tools as the most important element for eff ective 
real-time social — more so than quick creative abilities or organizational culture. Most marketers report needing improved 
technology to do their jobs better, with the majority indicating a lack of technology as their top challenge.

The missing piece: contextual analysis
Real-time marketers believe they’re using existing resources with success, but many feel they can still do more. Most have 
responded to timely news or planned events at least once in the past year, but rarely are they doing so regularly. Most 
marketers are using traditional listening tools, but they lack the ability to search and analyze customer-generated content in 
real time. While they’ve invested a signifi cant budget portion for real-time eff orts, the majority feel the need to invest even 
more. 

The gap is context, as indicated by report data.  Marketers lack an organized strategy required for higher levels of success. 
They do not have an ability to sort through important content, analyze its context and determine the best way to react and 
take action to reach key audiences. Most are still using one-off  tactics rather than planning concerted eff orts at certain times. 
To drive results, marketers need to choose real-time moments wisely and make those moments matter. More signifi cant 
investments and the right technology can make this happen. To close the gap from intent and desire to strategy and results, 
marketers must equip themselves with the ability to search, understand and act on real-time moments.

Takeaways and Implications
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In March of 2015, Wayin surveyed 200 marketers who are currently practicing real-time marketing at companies with 
$100 million or more in revenue. Data from the Wayin Real-Time Marketing report were released in June of 2015. Due to 
rounding, percentages may add up to more than 100.

Methodology

Job level breakdown by title of the 
marketers surveyed:

Marketers from the following industries 
were surveyed:

79% Brands

21% Agencies & Consulting

4% Media & Punlishing

30% VP Level

26% C-Level Executive

25% Director Level

20% Manager Level

Source: Wayin Real-Time Marketing Report,  June 2015.  Due to rounding, percentages may add up to more than 100.

3% Other

1% Sports

1% Non-Profi t

79%

21% 4%

3%
1%

1%

26%

25%

20%

30%
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Wayin is a social media intelligence and marketing software company that offers solutions to surface the best social trends 
and content to persuade audience action and drive marketing results. Wayin gives brands control over their social data to 
create real-time experiences for consumers that foster trust and drive action.

Co-founded by Scott McNealy, the former Sun Microsystems CEO and co-founder, Wayin is led by key Sun Microsystems 
alumni, as well as top digital and media industry veterans, and is focused on creating ways to use social media to power 
business knowledge and growth. Wayin is based in Denver with offices in New York, San Francisco, Los Angeles, Atlanta, 
Japan, Argentina, Brazil and Hong Kong. www.wayin.com, @wayin

About Wayin


