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Social media will continue to have a real impact on business.

Please rate each of the following social media resources or opportunities
on their future potential to impact your business?

Total average of USA, Canada, UK & France
Social networks, such as MySpace and Facebook

Creating a brand or corporate blog

Engaging with relevant influential bloggers 10 encourage
themn to write about your brand or company

Reading and analyzing relevant socid media to
understand genuine and unfiltered consumer perceptions

Using sodal media sites as new advertising channels to
complement traditional advertising

Posting videos on sites such as YouTube and Revver

Creating word of mouth marketing campaigns = known as
‘vird campaigns' - that encourage consumers 10 tel friends
and relatives about your company, product or service
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Is Your Business Using Social Media?

Six-step social media delivery process

(2) ENGAGE

{1) LISTEN

(2) UNDERSTAND

%XVLQHVV
PRGHOV KDYH
VKLIWHG RYHU

WLPH (DFK WLPH
Data Data Data Insight Solution

; SUDFWLFH RI
slevelop : *Tag data with | =Aggregate data | *Present sldemtify sldentify social PD Q DJHPH Q W
keyword list | content & into usaful insights to stremgths, media tools
based on SOUFC information. clignts in the wiralinesses, bast suited for KDV WR VKLIW DV
industry | identifiers. form of decks & | opportunities & | clients® social ZHOO
drivers. sidentify periadic th_rea'r.i for | media strategy.

| identify tone & | trends, ::f"m"‘:*’ cliwits.
sSet up crawler | context by | associations, y wDevelop B
to pull data ' Bayesian shares, Develop social | deploy social &XUUH Q W
from relevant | filtering, benchmarks, sEnable clients | media strategy | media tools,
SOUrCEs, | maching linkage: and to monitor real- | for clients EXVLQHVV PRGHOV
geographiss & I learning & | momentum. thme based on SWOT. | Parfonm IROORZ D OL Q HDU
languages. | natural infiormation via community

| language wab-based manager role, if SDWK RI
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FRQQHFWHG
EXVLQHVV SURFHVVHV LV WKH FXVWRPHU WKH PDUNHWV DQG WKH
WUDQVDFWLRQ ,Q WKLV PRGHO WKH FXVWRsystem? DVHFEWLWK®JHQ G
SURGXFWV VHUYLFHV PHGLD DQG SULFH

3ULFH ZDV LQIOXHQFHG E\ WKH PDUNHWY DQG WKH HIILFLHQF\ RI V
RI WRGD\fV EXVLQHVYV PLQGY DUH YLHZLQJ WKH VRFLDO ZHE LQ W
VI\VWHPLF GHVLJQ RI D EXVLQHVV ZLWK WHoweéevey WHersdciabW WKH H
web does not lend itself very well to old business models rather it is an

inverted systemic flow which starts with the customer and flows

backwards “UPplier ~4-4-4-€4-4€- customer

7KLV G\QDPLF LV MXVW QRZ VWDUWLQJ WR FUHDWH ULSSOLQJ HIIH
PDUNHWY DQG EXVLQHVYV PRGHOV 7KH GRPLQDQW UHVSRQVH KDV
DGYHUWLVHUV WU\LQJ WR UHDFK FRQVXPHUV LQ D PRUH GLUHFW Z
DINLQLW\ WR WKHLU EUDQG

7KH HPHUJLQJ VKLIW LQ EXVLQHVV IORZ ZLOO UHTXLUH EXVLQHVV!
WKLQNLQJ LQ RUGHU WR ERWK PDLQWDLQ DQG JDLQ QHZ FXVWRPH

6KLIWY DUH KDSSHQLQJ LQ WKH IROORZLQJ EXVLQHVYV FDWHJRULH’
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Advertisers DUH ORRNLQJ IRU QHZ PHWKRGVY DQG PRGHOV WKDW

DXGLHQFHYV

Marketing %UDQGV DUH ORRNLQJ IRU DQG DGRSWLQJ QHZ FKDC

PDUNHWLQJ

Technology: 7HFKQRORJLFDO HQKDQFHPHQWY DUH DFFHOHUDWLC

DYHUDJH XVHU FDQ NHHS XS

Communications: 1HZ PHGLXPVaD QGFUHDVHV LQ FRPPXQLFDWLRQ\

IORXULVKLQJ

Industry specific initiatives 0DQ\ EUDQGYV DQG HQWLUH LQGXVWULH\

UXQQLQJ WR WKH VRFLDO QHWZRUNLQJ PHGLXPV WR LPSURYH

EUDQG DZDUHQHVYV

Media 0DQ\ PHGLD FRPSDQLHV DUH MXVW QRZ UHFRJQL]JLQJ W|

VRFLDO QHWZRUNLQJ RQ WUDGLWLRQDO PHGLD PHWKRGYV

Financial: 1HZ PHWKRGY DQG PRGHOV DUH EHLQJ GHYHORSHG WF

HFRQRPLFV RXW RI QHZ VHUYLFHV DQG SURGXFWYV RIIHUHG

Telecommunications 6RFLDO QHWZRUNLQJ PRELOH DSSOLFDWLRQ\

SUROLIHUDWLQJ WKH GHFNV Rl PRELOH KDQGVHWY JOREDOO\
9. Your World ORUH DGXOWYV DUH MXPSLQJ LQWR DQG OHDUQLQJ V

RI VRFLDO QHWZRUNLQJ

Are Business Leaders Embracing Social Media?

$00 Rl WKHVH G\QDPLFV FROOHFWLYHO\ DUH SRLQWLQJ WR WKH S|
GLVUXSWLRQ IRU WKRVH XQSUHSDUHG RU XQDZDUH 7KH LPSDFW R
FUHDWH VWUDWHJILF VKLIWV IRU DOO EXVLQHVV PRGHOV DQG PHD(
ORQJHU UHOHYDQW WKH QHZ VWUDWHJILHY DUH G\QDPLF DQG HPH
+RZHYHU WKHUH LV D PDFUR ODQGVFDSH Rl VWUDWHJILF LVVXHV W
WKLQNLQJ RU UHWKLQNLQJ DERXW EXVLQHVV PRGHOV 7KH ELJ ZI
ELIQHVV

Extent that Companies Should Have a Presence in $FFRUGLQJ WR HODUNHWHU 1HDUO\

Social Media* According to US Adult Social Media

Users, by Gender, September 2008 (% of respondents R $PHULFDQV ZKR XVH VRFLDO P

in each group) LOQWHUDFW ZLWK FRPSDQLHV RQ VR
: . Male Female Total pyGLD :HEVLWHV DFFRUGLQJ WR D

o B rg ' I i % 4% 3%

W conetmpre reguiogy o edeandneract SR S8 HE e HSWHPEHU VWXG\ FRQGXFWHG

Should have a presencs in social redia but anly qow,  EME B1% 2SLOLRO 5 HVHDUFK &IRRWSRUDWLR Q

imteract with consumers 65 needed or by request

Can have & presence In socis media but should not 6% ¥ E% M H
Imteract with cansumears

Should not have a presence in sodal media 0% 5% 7% 7KH UHVHDUEKHUYV |RXQG Rl VRE
%:DFE‘“E"”%;ﬁr’iﬁﬁ:‘ag.iﬂiTﬁh‘r"f{iﬁﬂ,;i‘i:?"’ﬁﬁ;:nnr;ur:m; PHGLD XVHUV WKRXJKW FRPSDQLHYV
Dpirion Rosearch Corparation, Ociober 2008 o Lo VKRXOG LQWHUDFW ZLWK WKHLU FR
Ssus wnwemarketeron \W K URXJK VRFLDO PHGLD DW

OHDVW ZKHQ QHHGHG 3*$PHULFDQV DUH HDJHU WR GHHSHQ WKHLU
WKURXJK VRFLDO PHGLD ~ VDLG OLNH +ROO\ZRRG GLUHFWRU RI QF
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VWDWHPHQW 3, W LVQIW DQ LOQWUXVLRQ LQWR WKHLU OLYHV EXW
GLVFXVVLRQ ~

social Networking Sites on Which US Online Retailers &RQH LV D EUDQG PDUNHWHU WKDW

Maintain a Page, August 2008 (% of respondents) VRFLDO QHWZRUNLQJ DPRQJ LWV
FDSDELOLWLHYV VR LWV HQWKXVLD
= XQGHUVWDQGDEOH %XW D JURZLQ.
B s QXPEHU RI UHWDLO H FRPPHUFH
5 FRPSDQLHYVY DJUHH MXGJLQJ E\ DQ
Dther ! 0% $XIXVW VWXG\ FRQGXFWHG E\
Sauce; intarnet Retaller, "Emerging Technology ™ conducted by Vowgl SRYLFL &RUS FRRJU]DN\LHRL@ HW
Carporation, September 2008

SHWDLOHU

97EE wiant efarketer. conl

1HDUO\ IRXU RXW RI RQOLQH PHUFKDQWY VXUYH\HG XVHG VRFLD
QHDUO\ RQH WKLUG VDLG WKH\ KDG D SDJH RQ )DFHERRN DQG PRL
WKH\ XVHG HDFK Rl 0\6SDFH DQG <RX7XEH

The dynamics cut across all dimensions of business as we’ve known it and
new dimensions and a new reality is forming before our eyes. To ignore
these dynamics could mean peril to those unprepared...... sooner than later.

Learning the Art of Social Media

ODQ\ SHRSOH DVN KRZ XVLQJ VRFLDO PH(

The Art of Social Media DGG YDOXH WR WKHLU EXVLQHVV 0DQ\ L
VSHQG ORWV Rl WLPH ZULWLQJ EORJV W
ESntion VRFLDO PHGLD 7KH PHGLD UHSRUWYV RQ
LQFUHDVHG DGRSWLRQ RI VRFLDO PHGLD

SRR PSSR

EXVLQHVVHYV DUH QRZ PLJUDWLQJ WRZDL
Attraction PHGLXP DV D PHDQV WR PDUNHW WKHLU
SURSRVLWLRQV

—
Affinity 7TKHUH LV J)ULHQGIHHG 7ZLWWHU /LQNHC
J)DFHERRN DQG D KRVW RI RWKHU SODWIF
s WRROV IRU VRFLDO FRQYHUVDWLRQV DQ¢
Audience JHQHUDWHG FRQWHQW 7R VD\ WKH OHD\

LV YHU\ FRQIXVLQJ DQG FURZGHG LI QRW
RYHUZKHOPLQJ IRU WKRVH MXVW HQWHU
WU\LQJ WR ILIXUH RXW ZKDW WR GR DQG
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LW :KLOH DOO WKHVH FRQYHUVDWLRQV VWLU LQWHUHVW I[HZ
HOHPHQWY UHTXLUHG WR HIITHFWLYHO\ OHYHUDJH WKH DUW LC
IRU VSHFLILF JDLQV

%»DVHG RQ DQ DQDO\VLV RI WKH PRVW SRSXODU EORJV DQG F
LGHQWLILHG IRXU GULYLQJ IDFWRUV WR WKHLU VXFFHVV 6XF
JURZLQJ DWWUDFWLRQ RI WKH FRQWHQW DXWKRU WKH QXPE
UDWLR RI SRVW WR FRPPHQWY DQG WKH YLUDO GLVWULEXWL
EORJV FRQWHQW WKURXJKR The foudtdrivdmg factorsiare:

Attention % XVLQHVVHV DQG LQGLYLGXDOV DUH XVLQJ WKH
ZHE WR JDUQHU DWWHQWLRQ IURP VSHFLILF FRQVXPHU P
WKH DXGLHQFH DQG WKH EXVLQHVV $WWHQWLRQ GRHV C
DGYHUWLVLQJ UDWKHU UHOHYDQW FRQWHQW DQG FRPPH
DXGLHQFH

Attraction: 7R NHHS SHRSOHYJV DWWHQWLRQ D IRFXV RQ GH
XWLOLW\ DUH WKH HOHPHQWYV ZKLFK FUHDWH VWLFNLQH\
DWWUDFWLYHQHVV 7KH DUW RI FRPELQLQJ GHVLJQ FRQ
VRPHWKLQJ DYDLODEOH LQ D SOD\ERRN UDWKHU PXFK LV
HUURU OHGLD LQ WKH IRUP RI WH[W LPDJHV YLGHR DQ
XVHG WR FUHDWH DWWUDFWLRQ FRPELQHG ZLWK XQLTXH
Affinity 8RQWHQW GHVLJQ DQG FRPPXQLW\ DUH WKH DWW
DIILQLW\ WR WKH SURSRVLWLRQ DQG WKH XVHUV RI WKH
8QOHVV WKH FRQYHUVDWLRQV UHODWHG WR WKH XVHUTV
DWWUDFWLRQ LV ORVW EHFDXVH WKH XVHUV ILQG OLW W/
FRQYHUVDWLRQV

Audience 2QFH DUH DFFRPSOLVKHG WKHQ \RX KDYH
WR SURYLGH FRQWLQXRXV YDOXH SURSRVLWLRQV LQ RUC
7KH F\FOH LV GHPDQGLQJ DQG WKH DUW DQG VFLHQFH LV
8QOHVV \RXU DFWLYHO\ LQYROYHG H[SHULPHQWLQJ DQG
DXGLHQFH \RX FDQQRW OHDUQ ZKDW JHWV WKHLU DWWH (
DWWUDFWLRQ GHYHORSV WKH DIILQLW\ DQG WKXV FUHD

7TKHUH LV DQ DEXQGDQFH RI VRFLDO WHFKQRORJ\ DYDLODEO
THFKQRORJ\ LV WKH VFLHQFH RI GLVWULEXWHG FRQYHUVDWL
7KH DUW RI XVLQJ WKH WHFKQRORJ\ LV WKH FULWLFDO HOHP
QDWXUDOO\ "HYHORSLQJ WKH :DUW”™ RI VRFLDO PHGLD FRPH\
IRFXVHVY RQ WKH EDVLFV RI KXPDQ LOQWHUDFWLRQ FHQWULF V
UHOHYDQW WR VSHFLILF VXEMHFW PDWWHUYVY ZKLFK GUDZV St
Plenty to learn and more to understand 2QH ODVW WKLQJ ,W LVQTW J
DzD\ LW LVQIYW D IDG UDWKHU LW LV WKH HYROXWLRQ RI KXI

Copyright 2008 Social Media Connection Page 6



Business Planning for Social Media

$V WKH ODQGVFDSH RI

The four-step approach to the social strategy WKH VRFLDO ZHE
' ' HISORGHV ZLWK
People GHYHORSPHQWYV QHZ
Assess your customers’ social activities HQWUDQWYV DQG

LQFUHDVHG XWLOLW\

EXVLQHVYV OHDGHUYV

Objectives
O Decide what you want to accomplish ZRQGHU KRZ WR

FDSWXUH WKH

DWWUDFWLRQ RI DOO V

S glta:zt:)rhowrelationshi s with customers will change *VRFLDO VWXI1® WR PH!
P S EXVLQHVV REMHFWLYH

/HYHUDJLQJ VRFLDO
T Technology WHFKQRORJLHV LV

Decide which social technologies to use EHFRPIDQY LPSRUWDQW
DVSHFW RI DQ\ VWUDW
SODQQLQJ SURFHVYV DV
PRUH DQG PRUH PDUNHWY PRYH WR WKH PHGLXP «

FORRESTER

7KH 3267 OHWKRG $ VI\VWHPDWLF DSSURDFK WR VRFLELC

“RVK %HUQRII RI )RUUHG WY RWKMHVEXVLQHVV HQGHDYRU ZH
ILIJIXULQJ RXW ZKDW ZH ZDQW WR DFFRPSOLVK 6RFLDO WHFK
7KH\ DFFRPSOLVK WKLQJV WRR ,WfV WLPH WR VWRS GRLQJ
WIV WLPH WR VWDUW GRLQJ LW EHFDXVH LWYV HIIHFWLYH

7R KHOS FOLHQWYV ZLWK WKLVZHKQGPREQYWG ® LlGEHDWOH DFURC(
FDOOHG 32V EHHQ RQH RI WKH PRVW SRSXODU LGHDV ZHTYY
HYHQ WKRXJK LWV VR VLPSOH DQG FRPPRQVHQVLFDO ,I \RX
FRQVXPHU IRUXP LQ 2FWREHU \RX VDZ LW DQG PDQ\ RI \RX Z
FRQWDFWHG XV DIWHUZDUGV IRU KHOS ZLWK \RXU VWUDWHJL
RXU ERRRXQGWE{OIRZ ,P VKDULQJ LW ZLWK DOO RI \RX

PLVY 3HRSOH 'RQYW VWDUW D VRFLDO VWUDWHJI\ XQWLO \RX 1|
\RXU DXGLHQFH ,I \RXYfUH WDUJHWLQJ FROOHJH VWXGHQWYV

\RXTUH UHDFKLQJ RXW EXVLQHVV WUDYHOHUV FRQVLGHU UD
JRUUHVWHU KDV JUHDW GDWD WR KHOS ZLWK WKLV EXW \RX
RQ \RXU RZQ -XVW GRQYIYW VWDUW ZLWKRXW WKLQNLQJ DERX

OLV REMHFWLYHV 3LFN RQH $UH \RX VWDUWLQJ DQ DSSOLFL
FXVWRPHUV RU WR WDON ZLWK WKHP" 7R VXSSRUW WKHP RL
FXVWRPHUV WR HYDQJHOL]H RWKHUV" 2U DUH \RX WU\LQJ WR
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'"HFLGH RQ \RXU REMIHRFRMRXY BHFLGH RQ D WHFKQRORJ\ 7KHQ |
RXW KRZ \RX ZLOO PHDVXUH LW

SLV6WUDWHIJ\ 6WUDWHJ\ KHUH PHDQV ILIJXULQJ RXW ZKDW
\RXfUH GRQH 'R \RX ZDQW D FORVHU WZR ZD\ UHODWLRQVKIL
FXVWRPHUV" 'R \RX ZDQW WR JHW SHRSOH WDONLQJ DERXW \
ZDQW D SHUPDQHQW IRFXV JURXS IRU WHVWLQJ SURGXFW LG
RQHV" ,PDJLQH \RX VXFFHHG +RZ ZLOO WKLQJV EH GLIITHUHQ"
,PDIJLQH WKH HQGSRLQW DQG \RXYOO NQRZ ZKHUH WR EHJLQ

T LV 7THFKQRORJ\ $ FRPPXQLW\ $ ZLNL $ EORJ RU D KXQGUH
NQRZ \RXU SHRSOH REMHFWLYHV DQG VWUDWHJI\ WKHQ \RX
FRQILGHQFH

Apply Strategic Processes to Post

$Q ROGHU VWUDWHILF PHWKRG FDOOHG 6:27 DQDO\VLYVY DOOR
LOWR WKHLU VWUHQJWKY DQG ZHDNQHVVHY DQG DOVR WKH F
PDUNHW ZLWKLQ ZKLFK WKH\ RSHUDWH 7KH ROGHU PHWKRG

FRQWH[W DQDO\VLV RI VRFLDO PHGLD EHFDXVH XQOHVV \RX )
FDQ \RX H[SHFW WR VWUDWHJLFDO DGGUHVV WKH ULJKW QHH

7KH 6 : 2 7 SURFHVV UHTXLUHV UF

T Ane 1 T PR DQG DQDO\VLV RI FXUUHQW DQG IX
S IDFWRUV RI VRFLDO PHGLD DQG LV

EXVLQHVV VWUDWHJILHV :KHQ HYD
| - TR e IDFWRUV WKH XVH RI DQ LQWHUUE

\ | P DIILQLW\ GLDJUDP HQDEOHV XV WF

- . WKH FROOHFWLYH PHDQLQJ RI WKHI
ks P o WKHQ FDWHJRUL]H WKHP2PHDQLQJ
mmmmmm GHWHUPLQLQJ WKH UDQN DQG KRZ

B B e FDWHJRULHY UHODWH WR RU LQIO.

7TKH TXHVWLRQ RI UHODWLRQVKLS
FDWHIJRULHVAKLRROKRLYHY WKH RWKHRUWIR WX BNV R TOHDBRMWW °
RXWFRPHV EHLQJ RXW LQ DUURZV 7KH FDWHJRU\ ZLWK WKH |
KDYLQJ WKH JUHDWHVW LQIOXHQFH RQ WKH FROOHFWLYH IDF
SURGXFH GLITHUHQW RXWFRPHV E\ LQGLYLGXDO RUJDQL]DWL
RSSRUWXQLWLHV WR OHYHUDJH WKHLU VRFLDO PHGLD REMHEF

(DFK EXVLQHVV IDFWRU PD\ SURGXFH GLIIHUHQWDWHMXDWYV E
ZH GR WR OHYHUDJH VRFLDO PHGILRDWRTRXY \BIGR'@® W W DHE"O L V
GLUHFWLRQ RI WKH DERYH H[DPSOH E\ VKDSLQJ WKH FRQWH[
RXWFRPHV Rl WKH H[HUFLVHV SURYLGH WKH URDGPDS IRU SU
LOQYHVWPHQWY DLPHG DW DFFRPSOLVKLQJ WKH GHILQHG REM
EXVLQHVV DWQ RWIPRL]IHG ERG\ RI SHRSOH ZKR KDYH DQ LQWF
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RU SXUSRVH LQ FRPPRQ 7KH ERG\ Rl SHRSOH LQ \RXU EXVLQ
PDUNHWLQJ DQG XQOHVV DOO SDUWLHV DUH *FRQQHFWHG W
FRXOG KXUW \RXU EXVLQHVYV

2QH WKLQJ LV FHUWDLQ 8QOHVV \RX KDYH D SODQ RI VWUDW
NQRZOHGJH WKHQ WKH HQG UHVXOW PD\ QRW EH ZKDW \RX ZI

:KDW VD\ \RX"

-D\ '"THUDJRQ

6RFLDO OHGLD 6WUDWHJLVW

7KH SHODWLRQVKASZZ(BRORPA\LROVKLS HFRQRP\ FRP
6RFLDOXAYZRMMONWRVRELDOXWLRQV FRP

O\ SBURILOMWS ZZZ OLQNHGLQ FRP LQ MD\GHUDJRQ
JROORZ PH RKXWIANSVWWHALWWHU FRP -'"HUDJRQ
ORELOH
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Social Media Tools

;.CE; : TYPaE)

LR A

kyte

.Li'l"ﬂl'lln

The Conversation
Tha Art of Listening

e romaedia
Ak r-!-vl--h-r- m-'r_:
. - r J" = rl
omge. oot Bom  FiNg Lifestreams
Documents
Specific to Twitter

Applies to Everything

Diagram produced by Brian Solis.
/[KH &ROYHUVDWLRQ 3ULVP
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’ Objectives:
= Listening

= Talking
= Energizing
= Supporting
i, w Embracing
%
Establish
feedback
| loops

THE SOCIAL MEDIA STRATEGIC PROCESS

plans
rd set targets

Manitorng

@' ol ot o
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