
“We fee l  certain that soc ial  marketing is  going to become much more

l ike  emai l  marketing in 2017.  That means  marketers  wi l l  have  to plan

series  of content,  l ike  they do emai l  series ,  instead of just publ ishing

one-off posts .  You post content,  and whomever engages  with i t gets

inc luded in the  targeting group for the  second piece ,  and so on.  The

data you get from this  progress ion wi l l  be  richer and more  essential

than soc ial  has  ever offered.”

–  Ph i l l i p  Ro ss Pri n ci p al  So ci al  Med i a An al yst ,  So ci al b akers

 
“Audiences  wi l l  need to be  segmented and targeted based on metrics

that measure  and take  into account the i r engagement – such as

length of view and soc ial  shares .  These  metrics  need to be  layered on

top of tradi tional  demographic  data sets ,  al lowing advertisers  to truly

reach the  right person at the  right time .”

–  Ro d g er Wel l s,  CEO,  Dash Bi d

 
“In times  of major upheaval ,  i t ’ s  al l  the  more  important for brands ,

bus inesses  and organisations ,  and perhaps  even whole  soc ie ties ,  to

recognise  what is  happening so that we  can respond wise ly.  One

thing most people  aren’ t doing is  responding calmly. "

–  Mari an  Sal zman ,  CEO o f  H avas PR

 
“Influencers  offer an al te rnative  way to get the  word out,  and

influencer platforms be ing able  to dig into local  and more  re latable

influencers  at scale  wi l l  be  key to unlocking the  potential  of this

market in 2017.”

–  H o l b erg  Au d u n sso n  Co - Fo u n d er,  T aku mi
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“I think that we ’ l l  also see  a lot more  personal isation

and one-to-one  communications  across  soc ial

channe ls .  It ’ s  al ready s tarting to happen across

Snapchat and other messaging apps ,  but I think the

smal l  groups  doing this  wi l l  s tart to influence  the  rest

of population next year.”

–  Co l l een  Led d y,  

H ead  o f  Co mmu n i cat i o n s St rat eg y,  Dro g a5

 

“Watch in 2017 as  the  l ines  between digi tal  ad buys

and offl ine  re tai l  traffic  begin to blur even more .

Retai le rs  wi l l  be  looking to integrate  fi rs t-party data

with onl ine  and offl ine  customer behaviours  to

identi fy new customers  and drive  sales  at re tai l

locations .  As  we move into the  new year,  the  abi l i ty to

use  cross-platform analytics  to identi fy the

di ffe rences  and s imi lari ties  between s tore  vis i tors  and

those  of a competi tor’ s  wi l l  also become a key

strategic  imperative  for re tai le rs .”

–  T o b ey Van  San t vo o rd ,  RVP,  Sal es West


