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Writing a list of current social media trends is a bit like 
taking on Santa’s never-ending task of making a list 
and checking it twice. His job is never done. Once he’s 
delivered the presents to the people on the “nice” list, it’s on 
to the “naughty” list.  

Social media trends are ever changing. That’s why this 
paper is interesting to write, and hopefully, to read. It’s 
impossible to forecast what may be rocking social media 
two years from now. That being said, some trends have 
more longevity than others, and will, at the very least, prove 
“disruptive” across all social media channels.

A trend is proven by both data and action. Data states that 
mobile’s presence will continue to cause upheaval in the 
desktop world. The Pew Research Center has found that 
“nearly two-thirds (63 percent) of cell phone users now 
use their phone to go online,” a number that has doubled 
since 2009.  The trend actualizes itself in several ways from 
mobile friendly, visual content to geo-targeted marketing. 

Not by accident, visual media is a huge trend. Why? 
“Content with compelling visual content receives 94 
percent more total views,” said Ekaterina Walter, co-author 
of “The Power of Visual Storytelling,” at Social Media 
Marketing World 2014.

Visual media refers to photos, infographics and imagery 
found on social networks such as Pinterest and Instagram. 
It also includes interactive content and videos found on 
up-and-coming apps like Snapchat, Jelly and Vine, as well 
as the long-standing YouTube. Social network mainstays 
like Facebook, Google+ and Twitter are meeting the 
demand for visual media by integrating imagery into their 
news streams.

Mobile and visual media are two trends impacting 
marketers in 2014, but they aren’t the only ones. Let’s  
dive deeper.

Content goes interactive and 
immersive.
Two words started to pop up more frequently in 2013 
content conversations: interactive and immersive. 
They’ll continue to be key players in 2014 because of the  
emphasis placed on transmedia storytelling and cross-
channel marketing. 

For example, “The Walking Dead” used a transmedia 
experience to launch its 2013 season. While the main story 
occurred in the originating comic books and subsequent 
TV show, it was strategically complemented by its website 
and social media feeds.

Social TV is no longer the simplistic “use this hashtag” 
concept – even if that continues to be a strong tactic for 
generating conversations and interactions. Now, sporting 
events and even news coverage are accompanied by live 
discussions on Twitter.  

Event and content marketers are following suit by 
producing live events with social ties. Many marketers find 
inspiration in Red Bull’s incredible space jump because, 
as video marketer Paul Colligan noted at Social Media 
Marketing World, “The jump captured something everyone 
wanted to see, a crazy bucket list event.” 

Other brands are using platforms like 
YouTube and Google+ Hangouts 
to create live social video. These 
brands aren’t just sharing – they’re 
cashing in. Glamour Magazine 
recently made product placement 
social on a Google+ hangout. 
Glamour hired celebrities to promote 
the event with their communities and 
followers, as well as to use sponsored 
products while hanging out, and the brands 
paid insertion fees.

Other notable examples include Dell and Weight Watchers. 
Dell employees have individual Google+ accounts that 
they use to provide tech support, resulting in not only 
videos, but also a searchable record of the service issue and 
resolution. Weight Watchers turned to a different channel 
and hosted a Ustream chat with Charles Barkley to talk live 
about what he is eating to lose weight.

1. http://www.mediabistro.com/alltwitter/twitter-second-screen_b55954

Transmedia storytelling uses multiple media platforms 
to tell a narrative. Each media piece functions both as a 
standalone experience and as a part of the larger narrative. 
TV producers are integrating social with good reason. 
Ninety percent of Twitter users who see a TV-show-related 
tweet are likely to immediately watch the show, search for 
more information, or share tweet-based content about that 
show, according to the Advertising Research Foundation.1
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Reflecting on the trend of social TV, Colligan said, “Justin.
tv and Ustream paved the way for live social video, but 
YouTube changed the game and made it accessible. 
Thanks to YouTube, we can do HD on demand pretty 
easily. YouTube is safe, it is accessible, and you can live 
stream there for free. It’s the same price for everyone, 
regardless of audience.”

Words aren’t out, but visuals 
are definitely in.
To use an oft-quoted phrase: “A picture is worth a 1,000 
words.” In today’s age, strong visuals might be worth a 
million. Ekaterina Walter said, “Visuals and video done 
right are highly effective in cutting through the noise. It’s 
a snackable type of content that resonates with people 
globally and increases engagement within communities.” 
Social Media Examiner founder Michael Stelzner also noted 
in his Social Media Marketing World Keynote that people 
consume visual information 500 percent faster than text.

As a result, most social networks are changing their design 
and algorithms to highlight visuals. Facebook, for instance, 
has redesigned both the desktop and mobile versions of its 
site to highlight “visual storytelling.” 

Facebook stated, “Last year we experimented with a 
complete redesign of News Feed for desktop and mobile. 

People who tested it told us that they liked 
the bigger photos and images, but 

found it more difficult to navigate 
Facebook overall. The updated 

design has the best of both worlds: 
it keeps the layout and navigation 
people liked, but offers bigger 
images and photos.”

Twitter has followed suit with 
Twitter Cards. According to 

Twitter, they “help you richly 
represent your content within tweets 

across the web and on mobile devices. 
This gives users greater context and insight 

into the URLs shared on Twitter, which in turn allows 
Twitter to send more engaged traffic to your site or app.”
 
Make your tweets count by implementing Twitter Cards!
 
Other social networks, namely Pinterest, Instagram, 
Snapchat, and Jelly, all focus exclusively on visuals. The 
sites have seen growth in the past year because they are 
naturally engaging, visually oriented and mobile friendly.  

Tom Webster, vice president of strategy and marketing at 
Edison Research, said “the growth in mobile image-sharing 
services is due to people wanting to share experiences, 
not blog posts, when they are on the go.” According to the 
data, 53 percent of people ages 12-24 have an Instagram 
account; 46 percent have used Snapchat; and 30 percent 
have used Vine.

Take advantage of the visual trend by making your images 
and other content easy to share on all devices. 

Video to go!
Not so long ago, the recommended length for a video was 
approximately two minutes. Vine and Instagram have 
altered the playing field; they emphasize micro-video 
from six to 15 seconds in length. Vine co-founder Dom 
Hofmann says, “Posts on Vine are about abbreviation – the 
shortened form of something larger. They’re little windows 
into the people, settings, ideas, and objects that make up 
your life.”

Both Vine and Instagram have blossomed in the past 
year due to a couple of reasons. First, the videos are short 
and to-the-point. Second, they often feature memorable 
moments such as a person blowing out birthday candles 
or creative stop-motion.  Third, they’re easy to create and 
share on mobile.

Which social, micro-video site is right for your marketing?

The trend toward micro-videos doesn’t negate the role 
of longer videos; YouTube remains one of the most 
visited sites on the web. Social Strand Media finds that 
YouTube has approximately 1 billion unique visitors per  
month and reaches more U.S. adults ages 18-34 than any 
cable network. 

When it comes to video, let the content dictate the length, 
not the popularity of the format.

Native advertising goes native.
Social media’s early days clamored with cries of “free.” 
Most businesses quickly realized false prophets, 
under the guise of social media experts, ninjas, 
gurus and rock stars, were delivering the 
messages. Social networks like Facebook, 
Twitter, and LinkedIn, even if they didn’t 
require a membership fee, required time, 
strategy and know how, which meant 
either adding to an employee’s already full 
to-do list or hiring a new employee. 
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Social media has never been free. If you want to get noticed 
on social this year, you’re going to have to advertise.

Today, all three of those networks feature native advertising 
or other forms of paid advertisements.  Facebook has  
gone the route of almost 100% pure advertising for 
businesses. Even Google+ is testing an advertising 
platform. The networks are attempting to capitalize on a 
captive audience, and why shouldn’t they? They are for-
profit companies.

The difference between the two is that businesses 
can’t penalize their audiences for not buying a product  
or service. The social networks, though, can penalize 
businesses for not advertising because they control  
the algorithms. 

Paul Chaney at Practical Ecommerce says, “The big story 
is that, in 2014, effective social media engagement is no 
longer free. To guarantee visibility and reach, you’re going 
to have to pay to play.”

Facebook is (not) dead.
Pundits like to wax poetic about Facebook’s impending 
doom. Facebook is not dead nor is it dying. It’s simply that 
Facebook is reaching its saturation point. 

Edison Research Vice President Tom Webster said, 
“Facebook is currently used by nearly 80 percent of 
Americans 12-17 and 18-24 [… ] Articles that trumpet 
Facebook’s lack of growth with these demographics are 
missing the point – Facebook is nearing its practical limit 
with young Americans.” 

Social Media Examiner published a report 
stating that 6 million people view Facebook 

in any given minute. Compare that to 
1.3 million YouTube views, 480,000 
Instagram photos shared, or 100,000 
tweets sent, and it’s obvious that the 
network has a gargantuan user base that 
will not be easily toppled.

With Facebook limiting brand pages’ 
organic reach to one or two percent, 

companies need to approach Facebook 
with two core strategies: customer loyalty 

programs that create word of mouth (earned 
sharing), or native advertising to boost branded posts. 

Facebook isn’t dead, but don’t spend all your time or money 
here. Find the niche network where your audience is.

Despite algorithm and brand page issues, Facebook 
remains valuable because many people prefer to use their 
Facebook credentials to log into other sites. eMarketer 
reported, “When logging on to sites with a social network 
ID, users prefer to enter their Facebook login information. 
According to Q4 2013 data from Gigya, the majority of 
social networkers worldwide used their Facebook IDs  
when using social sign-in. Google+ ranked a distant 
second (28%), and no other network claimed more 
than 15% of the total.”

The appeal of using Facebook credentials 
has to do with password fatigue; people 
don’t want to have to remember yet 
another username and password. 
Patricia Redsicker at Social Media 
Examiner said, “92 percent of shoppers 
abandon a website rather than go 
through the process of recovering a lost 
or forgotten password. But if a website  
has a social login option, 65 percent of 
shoppers are more likely to return.” 

Content gets richer.
In the past, content was thought of in terms of blog posts, 
website copy, email copy, white papers, et cetera. It wasn’t 
an incorrect definition, but it wasn’t at all comprehensive. 

The new definition adds visuals, video, interactive, mobile 
and social. According to the Content Marketing Institute, 
B2B marketers deploy 13 types of content throughout 
the year. Adding those elements may be taxing for some 
companies, but all businesses need to understand that 
content, as a term, is changing. 

Social media grows up.
According to Doug Kessler, social has entered its second 
era. The first was filled with the usual groping and 
fumbling that occurs when something new is introduced 
and must be learned. It also saw a lot of popularity contests 
and influencer scoreboards, making social sometimes feel 
as though it were an exaggerated version of high school.

The second era promises to be more mature. It will attempt 
to move from likes, follows and pluses to measurement 
and listening, and proving how social correlates with the 
bottom line. 

Jason Falls, founder of Social Media Explorer, said, “Likes 
and followers and fans and comments and +1’s and all 
that good stuff mean absolutely nothing to your business 
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unless you can turn those eyeballs and persuade them to 
take some sort of action. We’ve got to stop focusing on how 
many followers and fans we have and start focusing on 
how many of those fans and followers we’re converting.”2

At Social Media Marketing World, Humana’s Digital 
Marketing Manager Lewis Bertolucci said, “It is necessary 
to speak C-Suite. Specifically, talk in the executives’ 
language, make it simple, and set expectations. It’s 
necessary to frame conversations in dollars and cents, not 
follower counts and engagement. That’s what executives 
care about.”

Want your social media marketing to grow up this year? 
Share data that counts. Tie your social numbers to 
actions taken, money raised, or products or services sold.

Some social networks already aim to help with quantifying 
social. Facebook, for example, has improved its analytics 
for both business pages and Facebook ads. Both Pinterest 
and Twitter offer measurement tools.

If social data is poised to enter its second era, so, too, 
is social listening. The first era of social listening was 

reactionary; that is, businesses started listening 
because they were told they needed to be 

on social in case an unhappy customer 
took their complaint public. 

Falls noted, “Social media can provide 
a lot in the way of making customers 
happy, of providing service, but it 
has to affect the bottom line, too. 
We’ve got to find ways as marketers 

and communication professionals to 
stop playing on social media and start 

working on social media.”3

Social can make your customers happy, but don’t forget 
to connect it to how you’re making and saving money.

While responding to complaints is one facet of social 
listening, it’s a minuscule one. Social listening or 
monitoring is meant for proactive measures, as evidenced 
by the case of Michael Fraietta. He used social monitoring 
tools to monitor competitor keywords and typical 
customer enquiries before it was “cool.” As a result, he was 
able to participate in online conversations and turn many 
of those conversations into conversions. 

Scott Gulbransen, vice president of global communications 
and digital marketing at DSI Mobile, offered a more recent 
example during his Social Media Marketing World session 

about his work with social response flow at tax company 
H&R Block. “We needed to understand how to intercept and 
help clients, and deliver service where people wanted it 
[Twitter],” said Scott. “By working with engaged customers, 
we were able to show a higher retention rate and showed 
direct ROI.” H&R Block also looked at Net Promoter Score as 
a measurement tactic.

Become a proactive listener by setting up search terms for 
competitors’ keywords and typical customer enquiries!

Hashtags increase and multiply.
If anything unites Facebook, Twitter, Google+, Instagram 
and Pinterest, it’s hashtags. The tags are sometimes used 
for humor, but they are meant for cataloguing news, 
events, topics and conversations. Marketers, in turn, 
use them to track and measure their earned 
social media mentions and reach. Anyone 
searching for a specific subject, product, 
community or event simply looks for 
the applicable hashtag. 

The challenge for businesses is 
finding a hashtag that resonates with 
their audience and is easy to use. If 
it fails on either point, their audience 
members will use any hashtag they 
come up with, which not only makes 
data harder to capture but also results in 
fragmented information and conversations. 

Businesses need to use discernment with their hashtags. 
They don’t want to go the way of McDonald’s or Wendy’s. 
Both fast-food chains learned that public response can 
go badly, quickly. McDonald’s hashtag “#McDStories” 
produced a swath of tweets that ranged from people 
saying they’d been high to saying they’d become 
horribly ill after eating at one of the fast-food restaurants.  
Wendy’s “#HeresTheBeef” hashtag produced equally 
unpleasant results.

Social media is mobile media.
Mobile is growing exponentially and shows no signs 
of slowing. According to a comScore study focused on 
online retail, more than half of the traffic in June 2013 was 
attributable to mobile devices. Today’s consumer is on the 
go, and he or she will access information whenever and 
wherever it’s convenient.

Google’s Chief Business Officer Nikesh Arora told the New 
York Times, “People aren’t distinguishing what they’re 

2. Social Data and Listening: Falls, J. (2014, March 20). Skype interview.
3. Social Data and Listening: Falls, J. (2014, March 20). Skype interview.
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doing on different screens, so advertisers should be more 
agnostic about where they reach the user. The fundamental 
tenet is not to speak about mobile, mobile, mobile. It’s really 
about living with the users. What device are you on? What’s 
your question? How can we assist you? That’s a much 
broader and richer set of activities for us.”

Want to attract new customers this year? Speak to them 
where and when they are. Don’t get stuck on what device 
they’re using.

Daniel Weisbeck, chief operations officer and chief 
marketing officer of Netbiscuits, added, “2013 saw many 
brands really shift focus and place mobility at the heart 
of their web strategy for the first time – but this really is 
just the beginning. We are now starting to understand 
the reliance consumers have on the mobile web, and the 
importance of both the device and the context it is used in 
when delivering mobile experiences.”

Flurry, a mobile measurement and advertising platform, 
found that overall app use in 2013 grew by 115 percent, 
with social and messaging apps showing the greatest 
growth. Businesses that are interested in growing should 
be building mobile into their strategies. Social apps and 
customers alike are dictating it.

Check the social media trend 
list (and check it twice).
Some trends are fleeting, but many are here to stay. 

Measurement and listening are a part of the future. 
Businesses will need to focus more on, as Jason Falls said, 
“working” on social media rather than playing on it. 

Visual and interactive media will continue to gain 
popularity, as evidenced by growing apps like Snapchat 
and Instagram. It’s easier to take and share a photo than to 
tap in a couple of sentences, so viva the visual revolution! 

Mobile will continue to gain ground, meaning businesses 
will need to think about how to make their content easier 
to share for customers who are receiving it on the go.
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