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Objectives 

¥! Discover what makes social media unique, and how 
people really interact with them 

¥! Gain a functional business process understanding of 
social media by establishing meaningful categories 

¥! Work through and critique actual and simulated 
social media campaigns 



Traditional vs. Social Media 

Characteristic Traditional Media Social Media 
Conversation 
Direction 

One way Multi-Directional 

Response Time / 
Feedback Loop 

Slow response Real Time (or near) 

Authenticity in 
consumer data  

Suspicious Authentic (sort of) 

A spectrum of 
relationships 

Company-
Customer 

Multiple Interactions 

Interactivity Limited The whole pointÉ 



Why focus on traditional media at all? 
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Why donÕt I have comments?! 
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20% of Twitter users produce 95% of the content 

[More strikingly, about 5% produce 80% of the content!] 
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25/80 rule for social media (generally) 



Blogger Behavior 

¥! 94.1 million US blog readers in 2007 (50% of internet users) 
¥! 22.6 million US bloggers in 2007 (12% of internet users) 
¥! Only 76,000 have authority 50+ (0.04% of internet users) 

Only 1 in every 10,000 bloggers has 
been referenced by more than 50 other 
blogs or websites. 
Source: Technorati 



So what is my goal? 
Remember Kevin Bacon & the Rule of 250. 

¥! Statistically speaking, we accumulate a circle of 
250 people throughout our lives that are relatively 
close to us. Close enough to be informed of our 
wedding and of our journey to the next world.  

¥! Every single person we interact with is a 
megaphone. Keep that in mind the next time you 
talk to someone. You are, in fact, speaking into a 
megaphone that can reach 250 people. 

¥! You donÕt need 7 degrees: 2502=62,500, 
2503=15,625,000, 2504=3.9 billion 



What do we really want? 

¥! More deeply engage current and prospective leads 
¥! Promote existing events, products, and services 
¥! Expose those assets to the "right" people through 

second and third tier interactions 
¥! Maintain relationships with existing customers to 

reduce churn and boost satisfaction 
¥! Build a personal brand / relationship marketing 



Why might that be difÞcult? 



To succeed, categorize. 

Multimedia Blog Link Sharing Peer Micro-Blog Collaboration 



Multimedia Networks 

Campaign Example 
Promote a new commercial real estate property to the widest group of potential renters; 
engage them with the property to enhance interest and screen appointments. 

Channel Media Characteristics Decision and Rationale 

Worldwide video sharing; mostly Òhome 
grownÓ and under 5 minutes in length; 
easy embedding and sharing. 

Yes: Using your own digital video 
camera, provide a short walk-through of 
the property. 

Worldwide photo sharing; mostly 
personal photos; categorized by album; 
easy sharing. 

Yes: You are shooting photos anyway, 
simply organize and upload. 

Mainstream television and network 
productions; streaming on demand. 

No: This doesnÕt make sense for Òhome 
grownÓ or micro-audience promotion. 

Online document sharing of public 
materials; easily searched and indexed 
by search engines. 

Yes: Upload PDF documents of the ßoor 
plan and pertinent details. 



Blog 

Campaign Example 
Manage the fallout from a core group of your software clients when your 
software does not work on a new operating system. 

Channel Media Characteristics Decision and Rationale 

Easy setup and maintenance at 
Wordpress.com or Blogger.com.  
Moderation and sharing functions built in; 
cheap or free technology. 

Yes: Be prepared to respond quickly, 
accurately, and empathetically.  Do not 
fall into the Òget ÔemÓ trap. 

http://blog.mindjet.com/2009/08/mindmanager-7-mac-snow-leopard-update !



Link Sharing 

Campaign Example 
Learn what people Þnd interesting about a particular topic Ð i.e. speciÞc topics 
within the healthcare policy debate. 

Channel Media Characteristics Decision and Rationale 

Free and ßexible search engine; sorted 
by relevance, popularity, or recency. 

Yes: You can explore the speciÞc article, 
photos (if attached), and comments to 
glean information about what people 
might have in mind (expectations). 

http://digg.com/search?s=healthcare&sort=digg !



Peer Network 

Campaign Example 
Drive support and build a donor/volunteer base for a not-for-proÞt cause. 

Channel Media Characteristics Decision and Rationale 

Peer to peer network built on 
interconnections between individual 
people, not ÒcompaniesÓ or ÒgroupsÓ. 

Yes: The JDRF has a base of over 
171,000 fans and has raised over 
$20,000 from Facebook alone. 

http://apps.facebook.com/causes/265?m=5e8b17e0 !



Micro-Blogging Network 

Campaign Example 
Promote an upcoming event; develop a Òßash crowdÓ. 

Channel Media Characteristics Decision and Rationale 

Similar to a peer-to-peer network 
combined with a blog, in IM-style 
messaging.  Fast, open, and ubiquitous. 

Yes: The JDRF has a base of over 
171,000 fans and has raised over 
$20,000 from Facebook alone. 

http://www.huffingtonpost.com/2009/07/15/secret-chappelle-show-dra_0_n_234116.html !



Collaboration 

Campaign Example 
Control the image and perception of your brand; boost search engine ranking. 

Channel Media Characteristics Decision and Rationale 

Yes, you can be a Wikipedia author Ð in 
fact, it relies on the crowd-sourced 
intelligence to increase the overall quality. 

Yes: Movado risks being seen as 
ÒcreatingÓ an image.  Transparency and 
neutrality are key.  Allow others in. 

http://en.wikipedia.org/wiki/Movado !
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