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What is Social Media? 

  Social Media is a quite simply “conversations between people over 
the Internet” 

   Don’t be intimidated, it’s just relationship building, information sharing 

   You’ve all heard of and probably use many of these new technologies: 
Facebook, LinkedIn, Twitter, MySpace, Blogs, Forums, Wikipedia, 
Delicious, Digg, Flickr, YouTube, SecondLife, … 

  The trick isn’t the technology, it’s deciding how to use it 

  Brian Solis says it’s putting the “public” back in public relations 



“The right message at the right time can start a movement that 
changes the world, in both big and small ways. And social media 
has the ability to spread that message and organize that movement 
in ways not possible in the recent past.” 

-Brian Clark 

Nov 6, 2008: http://www.copyblogger.com/social-media-change/ 



“The thing about social media that seems to escape many people, is that it works 
best as a lead generator or a way to get links only when it’s used first and 
foremost for true social purposes. If you are using it because you think you have 
to, or as a duty, you’ll never discover its full impact. You really need to love it and 
be a real part of the conversation to get the most out of it.”  

- Jill Whalen 

Aug 5, 2008 -  http://nickwilsdon.com/google-ethics-and-the-myths-of-social-media-an-interview-with-jill-whalen/ 



Discuss�
What fears do you think exist 

for companies to not use Social 
Media? What Myths? 



List of Fears 

  It’s still too new. It’s just a fad, right? 

  Misunderstood. Execs don’t get it 

  Overwhelming, confusing, too many options 

  Fear of transparency, loss of control 

  Distraction for employees to participate in social media 

  Not right fit for our company 

  Not ready for a new strategy 

  Don’t see ROI. Not worth the investment 



List of Myths 

  It’s inexpensive 

  You’re giving it away for free 

  It wont work for us 

  Viral can be calculated 

  YouTube is only for funny cat 
videos 

  All you need is a Facebook page 

  Deleting negative comments 
will control your brand 

  Social media is just for kids 

  Results can't be measured 

  Must have a strategic approach 
before starting 

  Social media is easy 

Credit: Tactica: “The Conversation: An Introduction to Social Media” 



“What you really need to know is social media is an extension of offline word of 
mouth, with three key differences:1. Online, people can take immediate action 
on recommendations. A purchase is one click away, not a drive to the local 
store.2. Online, an individual is louder, has a larger network, and making a 
recommendation is less costly. You don’t have to go see your friends to make 
the recommendation, and you can tell them all at once.3. Online, data can be 
aggregated across various separate groups of individuals to generate 
recommendations from the masses. You don’t need to know someone to get 
their recommendation.” 

-Josh Klein 

June 17, 2008 - http://www.joshklein.net/debunking-the-social-media-myth-a-framework-for-social-media-strategies 



It’s Just a Fad, Right? 

  It’s more than teens talking about video games and college kids flirting? 

  No, it’s entered the mainstream and into everyday business 

  35% of Fortune 100 companies are on Twitter, more than half using 
some form of Social Media (Chevron, GE, Ford, Dell, Intel, Comcast) 

  Local companies and strong brands, great stories in Social Media: 

   Scotts, Time Warner, Obama Campaign, Zappos, Comcast, Dell, H&R Block, 
Southwest, Whole Foods, Jet Blue, Woot, Fujifilm, Starbucks, Nike, HP, 
Jeep, Visa, Wells Fargo 



Misunderstood? FUD! 

  Social Media isn’t magic or even revolutionary 

  Social Media should simply be another channel 

  Social Media extends the reach of the existing marketing program 

   Builds deeper relationships between customers and employees 

   Connects people in a way that builds trust in the company brand 

   People are more prone to buy something based on the recommendation 
from a friend on a social network than they are from standard 
advertising (78% vs. 14% -Nielson “trust in advertising”) 



Overwhelming 

  Create a Social Media Strategy and keep it simple 

  What do you want to accomplish? 

  Try listening first, see where your brand is being discussed 

   Free: Twitter Search, Technorati, Google Reader, Blogsearch, Google; 
Paid: Radian6, BuzzLogic 

  Select a small manageable number of sites, maybe just one 

   LinkedIn, Facebook, Twitter 



Transparency/
Control 

  You have already lost control. Employees are using social media today. 
Conversations are happening - why not be a part of them?  

  This is the toughest mindshift. This is organic.  Let go.   

   Think of it as encouraging people to talk to the people next to them on the 
plane while traveling.  Be social and friendly first, make a great impression, 
mention your business and leave a business card.   

  Social Media conversations are not to be catalogued in SalesForce.com 

  You’re opening the funnel wider and operating *above* the funnel 



Distracting to 
Employees? 

  If you let them: Return on Influence.  Proliferation of Brand. 

   Social Media broadens your reach, helps to spread the brand.  Create 
simple guidelines and encourage employees to build relationships. 

   Companies blocking social media sites today will look like those 
companies that blocked the Internet altogether 10 years ago. People 
multi-task well, and Gen-Y thrives on it. 

   If everyone in your company were told to meet 10 people and socialize 
with them and talk about your business would it help anything? How 
about 100 people? 1000? (See Return on Influence) 



Not Right For Us 

  Government, Fortune 100, Education and Small Business Startups 

   There are success stories in every industry, any company size 

  Brown Fishing Lures - eBook from Duct Tape Marketing 

  “Social Media” is just a name.  It’s about conversation and 
engagement and that’s for absolutely everyone. 



Not Ready for 
Change in Strategy? 
  Social Media shouldn’t require a change in strategy 

  As you embrace social media, you may decide to alter your strategy 
later, but for now treat it as just another channel 

  Championed by anyone, but sponsored by executives is key 

   Don’t be Bob from Chris Brogan’s blog 
http://www.chrisbrogan.com/shut-up-youre-helping-the-customer/ and 
http://www.chrisbrogan.com/bob-the-next-chapter/ 



“…I strongly believe in the need to put strategy first. The tools are immaterial. 
What’s hot today may not be hot tomorrow. And for a large brand, we need to 
look at mainstream adoption anyway. So today’s shiny object is less interesting 
to me than the why and the how behind our communications efforts.” 

“Companies that don’t trust their employees will engender a culture of fear, 
which further leads to individuals shutting down rather than engaging.” 

-Scott Monty 

Nov 19, 2008: http://altitudebranding.com/2008/11/case-study-fords-approach-to-social-media/ 



“It’s strategic, focused work that requires research, preparation, internal 
education and training, careful selection of tools and tactics, a holistic 
business approach, and careful testing and analysis to figure out what’s 
appropriate for your business. There are challenges and risks. It takes 
time, resources, and commitment as well as a willingness to fail on 
occasion. It takes work, folks.” 

-Amber Naslund 

Nov 17, 2008: http://altitudebranding.com/archives/262 



What’s the ROI? 

  Well, it’s tricky.  ROI in marketing is often challenging. 

   Putting a price on the value of conversations is impossible 

   But time invested and metrics related to Social Media are very trackable 

  Risk of Ignoring?  Return on Relationships? Return on Influence! 

  Decide what’s important and determine which metrics to track: 

   Understand the impact: Number of interactions, relationships created, 
conversations started, page views, referral links, etc. 

   Can you then put dollars on referrals, page views and number of leads? 



“The problem with trying to determine ROI for social media is you are 
trying to put numeric quantities around human interactions and 
conversations, which are not quantifiable.” 

-Jason Falls 

Oct 28, 2008: http://www.socialmediaexplorer.com/2008/10/28/what-is-the-roi-for-social-media/ 
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