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I Will Tell You The Truth

Today’s Truth



We’re All Teachers

We’re All Students
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Social Media is Pervasive

83%

17%

Active Inactive



The World According to Social Media
China

India

United States



The People 
Will Be Heard

20 Hours of Video 
Uploaded to YouTube

Every Minute



3 Billion Photos 
Uploaded to Facebook

Every Month



2 Million Tweets
Per Hour



      
Social Media 

Gives 
Consumers 

Power



      

In Their Personal 
Relationships, 
Weakened by Time 
Pressure

“My relationships are 
no longer dictated by 
geography or 
circumstance.”
  
-- Amber Naslund



      

And in Relationships with Brands



      

Social Media is 
Word of Mouth on 

Steroids



      

Social Media Isn’t a Conversation

It’s Where the Conversation Takes Place



Worry About the Tools Last, Not First

www.theconversationprism.com



      

Tools Change. Always. 
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Share of Search 1999



      

7 Step Process

Build Your Team

Listen

What’s the Point?

Analyze Audience

Find Your One Thing

Select Outposts

Pick Metrics



      

1. Build an Ark



      

Get on Board
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Do Not 

Use Force

Passion 
Trumps 
Position



      
Set 

Timelines



      

Gather 
Data



      

Data to Seek

Customer Characteristics

Current Social Metrics (if any)

Web Metrics

Business Metrics



      

2. Listen



      

Free Listening



      

Advanced Listening



      

Listening Queries

What’s Being Said About Us?

What’s Being Said About Competitors?

What’s Our Sentiment & Share of Voice?

Who’s Saying It?

Where Are They Saying It?



      

Lots of Chatter - socialmention.com



      

Free Listening Worksheet



      

3. What’s the Point?

Awareness? Sales? 
Loyalty?



      
Pick One



      

4. Analyze Audiences



Who Are They?

Age
Gender

Geography



What Relationship Do They Have 
With Your Brand?
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Pick Up to Two, Adjacent



How Do They Use Social Media?





Map Demographics to Social 
Technographics
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We’re Not All Spielberg



1,961 Entries

300 Entries





5. What’s Your One Thing?



What’s Your One Thing? Your carefully cra,ed
 brochure copy
 filled with
 bullet points
 about 
 product
 features and
 benefits

 Does NOT Make This Happen…



Passion is the Gasoline of               
Social Media. Find Your One Thing 

and Make People Feel It.



It’s Not About Ketchup
It’s About Where Ketchup Comes From



It’s Not About Clothes
It’s About the People That Wear Them



Finding the One 
Thing Isn’t Easy



Brand 
Anthropology

Don’t Think - Listen & Watch

Ask Your Customers

Ask Your Agency



Social Media is About People,          
Not Logos

How Will You Be Human?



Sometimes an Employee is the Star



Maybe Everyone Takes a Turn



Maybe Your Customers are the Star



A Star is Born



Being Human Works



6. Select Outposts
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Hit ‘em Where They Are, Not Where 
They Ain’t



All Companies Are Using the Big 4



Social Graph Anthropology via Email



7. Measure 
Impact



      

Match Metrics to the Goal

Awareness? Sales? 
Loyalty?



      

Possible Metrics for Awareness

Web Tra!c From Outposts

Social Mentions

Share of Voice

Followers, Fans, Friends

Search Volume Trends

Visits From Search

Email Subscriptions



      

Possible Metrics for Sales

Social Connectivity Among Customers

Social Connectivity Among Leads

Redemption of Social-Only O"ers

Sales Funnel Actions by Referrers From Outposts

Repeat Visits by Referrers From Outposts



      

Possible Metrics for Loyalty

Social Connectivity Among Repeat Buyers

Net Promoter Score, or Similar

Increase in Positive Social Mentions

Increase in Positive Ratings/Reviews

Reduction in Customer Service Touches



Social Media is an 
Ingredient First, an 

Entree Second



Integrate Email with Social



Promoting Social Presence in Email



Enable Social Sharing in Email



Social and Email Content Integration



Email List Growth via Social



Integrate Advertising with Social



Social and Banner Ads



Social and Outdoor



Social and Print



Social Content in Ads



Integrate the Real World with Social



Integrate the Real World with SocialSocial and Events



Virtual + Live Events



Social in the Wild



5 Ways to Use Social Media
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Prospective                        
Customers

Prospective                        
& Current 
Customers

Current 
Customers



PR & Influencer Outreach

Photo: roland



Death of the Intermediary

Company

Message

Media

Consumers



The Good News

Photo: jack.mclintock

Every Customer is a Reporter

Gate-Keepers Are Less 
Relevant



Crowd-Sourced Journalism



4 Di"erences Between Bloggers & 
Reporters

Bloggers Are Self-Made

Bloggers Are Time Starved

Bloggers Want to Co-Create Content

Bloggers Need Tra!c & Influence



Use Your Social 
Graph to Build 

Theirs



Go Beyond the Words



Campaigns & Apps



It’s Not Viral Until It Is



Don’t Reinvent the Wheel, Modernize 



Socialize Contests



Geo-Based Apps



Inbound Marketing &                        
Thought Leadership



Inbound Marketing Success

Acknowledgement: Hubspot



Atomize 
Social 

Content



Blogging Works



Micro-Blogging



Content = Tra!c

Acknowledgement: Hubspot



Stu!ng the Search Engine Results
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Searches Commencing on Social 
Destinations



Video - The New Word of Mouth
137 million Americans 

watched online video in 
December, 2009

10.7 billion videos 
watched



Content Isn’t King. Optimized 
Content is King.



Annotation



Video Syndication & Reporting



Video Cross-Pollination



Micro/Mobile Video



Think Helpful



Podcasting



Flickr (photos)



Yahoo! Answers



Think Like Your Customer, Tell 
Stories



Brand Communities



Is Facebook Your Home Base?



Create a Rationale

Consumers 
“Fan” Only 2 
New Pages/

Month on 
Facebook



Ask for Feedback



It’s About Them, Not You



Facebook Success Tips

Get a URL

Have a Plan

Map Conversions (set landing page)

Create Consistent Content (3x/day)

Targeted Content

Ask Questions (4/1000 in news feed)

Mix Content Types (wall posts not very 
important)



Smart Landing Pages



Use Metrics



Facebook Ads



Facebook E-commerce



Use Fanbox



Twitter & Social CRM



Customer Service Evolves



The New Help Line



6 Keys to Social CRM Success

Listening Protocol 

Response Matrix (who, when, what)

8x1 Rule

Setting Expectations

Crisis Plan (who, how)

Organizing the Fire Hose



Listening & Reacting



Pro Twitter Clients

hootsuite.com

tweetdeck.com



Find Followers/Influencers

topsy.com

twellow.com



And, Being Personal



Your Real 
Life is More 
Interesting 
Than Your 

Job. 

Period. 



6 Dangerous Fallacies



It’s Inexpensive

It’s Fast

It’s Viral

You Can’t Measure

It’s Optional

It’s Hard
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