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Social Media 2010

"Social media has permanently transformed the
way people connect and share information."
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What you walk away with...

A What we are going to talk about:
T Overview¢ what is social media?
I Strategic Intent
1 Digital Strategy Applications
T Use of social media internally
A Terminology
i We will unpack the common social media tools.

A Objectives

T Once the terminology is there, how can you apply those
tools to a business environment, if at all?

A Global trends
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Where are we at?

A Everyone is on Twitter

A Everyone is offacebook

A Sustainability is the in thing
A So what?

A These are trends, not megatrends. They are there.
£t GFrf1 Foz2dzi GKSY® 2K
tectonic shifts to surge a brand strategy forward?
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Linked global megatrends

A Constant connectivity in an onlemand world(we are
always online and connected to our worlds)

A Globalisation: technology is an unstoppable force
reshaping our societywhere are all everywhere)

A Pervasive distrust in big corporatior(brand loyalty
issues and lack of promise delivery)

A A global sense of urgency to fix the problems of a
modernworldo a dza G+ Ayl oAf Ade |
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We listen
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A Social media describes a setwb-based toolsthat allow one
to share community experiences, both online and in person.

A It makes it easier to share and distribute content.

A 1t allows for an integration of technology. Words, pictures, vide
and audio all come together.

A Social medigools include: blogs, pictursharing,vlogs walk
postings, email, instant messaging, mesi@aring, and others.

A Social mediapplicationsinclude Google Groups, Wikipedia,
MySpace, Facebook, Last.fm (personal music), YouTube, Secc
Life (virtual reality)Flickr(images), Twitter (micrblogging) and
others.
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Social Mediascape
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wVolP¢ Skype, Google Talk

winstant Messaging MSN,
Yahoo! Messenger

wWikipedia
wDigg(citizen journalism)
wBlogs

wVideo sharing YouTube
wimage sharing Flickr

wSlide sharing SlideShar
wlink sharing del.icio.us

Publishing /=8

wMySpace wSecond Life wlwitter
wFacebook wBarbie Girls wFriendfeed
alinkedIn wClub Penguin

AT Virtual
Networking *» Worlds

Social

Microblogs g“fﬁé
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Publishing

A Blogsg communicate with staff; create own CGC
environment

Ada.dzi 82dz OFyy2G FFF2NR G2
because they're simply the most explosive outbreak in tr
AYTF2NNEGAZ2Y 62NIR @aAyOS
Businessweek.com
1 Does this mean you MUST have one?

T And what if you do? What are the implications?

A Oops:According to a Pew Research Centre Survey, only
27% of Internet users in the US bother to read them.

A Wikisg create info sharing forums.
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Sharing

A Legal issues of reusing content (what if you dance t
copyrighted music? Can you use it?)

A Create additional sales platform to drive people to a
website

A Call to action
A Share in a Gen X/Y environment

A Use existing infrastructure and bandwidth for hostini

¢ less upload speeds from your systetngs SQt ¢ O
that later!)
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Discussing

A VolIP is becoming a popular way to chat online
A Skype is a costffective way of chatting online

— L ERT T LR Google Wave is
e a;'f_” i - 1 revoluﬂonlsmg
~_ . communication
you can chat, senc
el «d = g emails and use

——— multimedia in one
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Social Networks

A2 KlId INB GKS NBFf ydzyo$s
million South Africans; 12% on the net (6.5 million);
and 1.8 milliorpplon FB, or 26% of internet users, o
3.6% of the population!

A Create a free environment within which to
communicate

A Communicate to a specific audience... Maybe those
million are 100% your target!

A What is your purpose? Your end goal? What are yol
trying to achieve?
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Increased use of social media

Top 20 Social Metwork Sites, December 2008

Feb-0o Feb-na WO Girowth
Unique  Time per| Unigee  Time per|

Audence Person| Audience Person{  Unique Time per

Sita (000 (hh:mm:ss) {000) {hh:mm:ss)| Audienca  Person|

=3 |Facebook 65,704 TR 20,043 1:06:43 228% 170
Myspace,com 54,164 13531 56313 2:16:06 A4, 30

Classmates Online 15.545 00812 12855 o021 20 2%
— Linkadin 13418 012295 7392 D023 B2% 1B
Reunlon.com 11,220 00412 4,323 0:04:34 160% -B)
=——>|Twilter.com 7038 0:0B07] 475 0:06:46)  1382% 20%|
Club Penguin 6,073 04007 4727 0:0%:04] 28% 3429

Hing 3,944 0:1355) 1,464 D:04:43 168% 185%|

ADL Community 3,637 11029 3337 0:36:58 G T
Taggad.com 3488 121633 1,316 0:11:51 165% BB

Bebo 3,165 011217 2,255 1242 40% -11%|

I 2,665 DEST] 2187 0:05:28) 22% 27 %)

Flixster 2520 0:12:30| 2,619 0:07:28) A% Gty

kultiphy 2,304 :0E:34] az1 0:05:59 192% 0%

Last.fm 2,262 [aE iRy | 1,980 D:06:35) 14% -5

Wy earbook 2,248 1:01:1 7] 1,738 1:00:02 29% 2%

Weelup.com 2,216 0:07:33 1,840 01216 T4, 3B

CareZ.com 2020 (0355 1,765 i34 209 -l

CarDiomain Metwork 1,627 0:03:00| 1,322 D05:04 23% 413

Gaia Dnling 1.544 40610 1,222 2:20:08) 26% 7B

Nielsen Online dFeb 08 to Feb 09
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Virtual Worlds

listen

A Slightly removed from our daily loves...

A Avatars are created that enable people to live in an
alternate reality

A Companies have jumped on the bandwagoq, crqatir
WHAANI dzZ € O2YLI ye& LladBaSy
that later)

A Could be a good marketing tool to specific markets,
but bandwidth is prohibitive!
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Micro-blogging

A Twitter has created a new generation that
O2YYdzy AOF 1Sa Wg Klfram dinnér L
G6SSia wLQY 0221Ay3a Y
¢CSKSN}YYy NROla GKS OAGeT
finds its way to CNN)

A Companies can get people to follow them and share
new products, invites to launches and more.

A Engage with staff who use it.

A Costc minimal
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But remember

A Companies add social media and expect overnight
change

ATwogroupg i K24S 6K2 (y26 Iyl
therefore, training is required

A¢SOKy2f 238 R2SayQi OKIlYy

A Detailed forecast strategies need to be in place
scenario planning and deciskinaking processes
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Popularity of Online Media in "US e
South Africa

Q4 Local (SA Only) Unique Browser Average

BQ4UB AVE

2008 2009

Source: OPA
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Does social media work in
business?

Building your Brand EVIGIRTY

A A new study fromWetpaint and the Altimeter Group
confirms that deep engagement with consumers
through social media channels correlates to better
financial performance.

A TheENGAGEMENTddy shows that, on average,
companies with the greatest breadth and depth of
social media engagement grew company revenues

T 18% over the last 12 months (June 08 to June 09).

I The least engaged companies saw revenues sink 6% on
average over the same period.

www.engagementdb.com
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Maturation of social media for "

business

A Building better filters (Aggregation of contentye
are inundated with information daily... content
filtering is now paramount.

A Going mobile. The mobile Web will be an area to ga
acceptance in 2010. The re@he, ondemand world
requires that we stay connected with every market
something that can only be done through mobile
comms

A Building matrix for analytics (measuring our work).
Keener understanding of how social media supports
business objectives. Better knowledge of
measurement criteria for business.
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We listen
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Trends that have emerged...

What can we expect in 2010 and
beyond?
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Volume to Value

We listen
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A Getting value out of our networks

As networks expands, almost to unmanageable proportion
S oAttt asSS LIS2LX S WKARAYSZ
selective about the groups, fan pages and tools they join a
use.

A Using social media to scale

Relatively speaking, few big companies use social media
beyond a oneoff marketing or communication activity.
Companies are looking at cost saving exercises and ways
serving customers more effectively. Social technology can
assist greatly.

A Business Imperative
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A Social business becomes serious

Companies need to move away from eof activities
towards the implementation of lonterm strategies that will
deliver bottomline benefits to the business

Media policy are being put in place with specific rules of
engagement across multiple networks. Documents to this
effect must be formalised soon.

A Sharing is no longer limited to email

While sharing buttons have been around for a while, we ar
likely to use consumers changing their behaviour patterns
and making more use of them.
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Global Social Media Checkup "US

2010

A PR firmBursonrMarstellerstudied the 100 largest
companiesn the Fortune 500 list.

A 79% of them us@witter, FacebookYouTubeor
corporate blogs to communicate with customers anc
other stakeholders.

A Twitter is the most popular platform that the
companies use 66% of the Fortune 100 have at leas
one Twitter account.

A 54% have at least orfeacebookan page; 50% have
at least one YouTube channel; and 33% have at lea
one corporate blog.

A 20% of companies use all four social media platforn

BursonMarsteller
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A Coordinated Approach

A Many companies are enthralled by the opportunity t
use social technologies to connect with customers.

A Few have strategic and documented plans linked to
coordinated effort.

A The levels of complexity is constantly increasing.

A 1t is easy to get caught up on the specific new
technologies that are emergingbut companies need
to step back and view the strategic benefits.

A9FFSOGADS a20AFf YSRAL
dzy RSNRGFYRAY3 2F (GKSANJ
holistic experience to them.
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How is this achieved?

A Most companies cannot afford to employ enough people
to monitor everything all the time; in a world where real
GAYS A& y2iG Frald Sy2dAK
dzy LI AR FNX¥AS&aQr gK2 F2NY

A Understand customers, focus on objectives, and do not
develop strategies based on evelnanging tools. Choose
what works, and make it work!

A Get the your company or client ready. 80% of success is
getting the right organisational model (hence many one
off exercises do not show lorigrm results). Only 20% of
activities should be focused on technology.

A Social media is becoming part of new CRM systems.
Customers are not interested in who can and cannot sol
their problemsg they just want them fixed. Social media
creates an opportunity for every department to be client
facing.
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To deliver on this dunderstand
the audience...

A Traditional
i Demographics
1 Geographics
T Psychographics
T Behavioural

A Digitalscape
i Socialgraphics

Where are your customers online?

2 KFdG +FNB &2dz2NJ Odzad 2 YSNEQ
What social information do customers rely on?

2 KFdG A& 82dzN) Odzai2YSNREQ ¢
How do your customers use social technology in relatio
to YOUR PRODUCTS?

AR

Web-strategist.com Building your Brand - Building your Business
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Changing communication trends

A Marketers are beginning to skip the journalist as a
middleman to produce their message and are instead
producing it themselves.

i Mike Sprousechief marketing officer aEpic Advertising,
started a 28page monthly (printed) magazine callé¢inning
the Web. The magazine includes commentary and content on
emerging trends in online marketing, and is produced by just
two people working fultime.

i LGQa RAAGNAROdzGSR (2 Fo2dzi o:

A Sprousesays more marketers and other professionals in
general are moving into the direction of producing conter
themselves.

A He said most companies have a blog or a Facebook pac
and going into the coming year, more companies will shi
2 LINRPRdzOS O2yiaSyid dGkKSyas
approach.

Mike Sprouse.com
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Strategic Intent

Social Media needs strategic insight
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The process
Goals and}] Audiencesl] Messagesf§ Tools and Resource
Objectives Application

Internal

What Customis U

people, Quantifiable]
are you me?sage Ch::gels Framework tools, measures of

H success
trying audience processe P d?%’::ip_ based on
to demo- being use ’

U predefined
achieve graphic design, outcomes
External

channels
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Applying digital to strategy

Aa{GNI G838 Aa Iy
ONBIGS + &dzadl A

A Digital communication techniques are becoming pat
of the marketing strategy, as the use and accessibili
of online media increases.

A 1t also includes mobile marketing and its various
subsets.

Building your Brand - Building your Business
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Digital Marketing Strategy

A Market analysis- understand the environment within
which one is operating, your competition and your
company; as well as global changes and PEST fgct
i.e. The bigger picture.

A Target market- understand what motivates them,
what causes them pain, and why they would be
interested in considering your products or services.
How does the public access information about your
productc think digital as one potential outlet.

Building your Brand - Building your Business

T[AILIKPU S

Building your Brand EVIGIRERTINETELE

Digital Marketing Strategy

A Marketing goals- set the direction you want to take
with your marketing activities.
i Do you want to create visibility for your company?
i Do you want to establish yourself as the expert in your field?
i Do you want to manage a perception
T How can online be added to your plan to achieve these goal:
A Even with online tools your goals need to be SMART:
specific, measurable, achievable, relevant and time
based.

Building your Brand - Building your Business
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Digital Marketing Strategy

A Positioning, differentiation, messagesHow do you
want to position yourself to your target? Can you
highlight why you are different so that it makes
people want to do business with you?

A The medium is as important as the message in the
positioning process. Consider where digital fits in tc
your plan based on your audience

Building your Brand - Building your Business
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Digital Marketing Strategy

A Marketing strategy- Identifies the ideal mix of
marketing activities that generate quality leads and
build awareness of your products and services in yc
target market.

A Digital media is best used when the relevant target
market is websavvy and acts as complimentary to
other media.

Building your Brand - Building your Business
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Digital Marketing Strategy

A Brand- Develop a brand that gets noticed while ensuring
fits your business personality and is used consistently
across all of your marketing effor¢gsmatch the perceptual
mapping of your brand with the positioning of the digital
tools.

A Sales tools These tools can include business cards,
brochures, a web site or blog, white papers, testimonials,
or promotional items.

T The digital mix is becoming increasingly important and various
creative elements must be included.

Building your Brand - Building your Business
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Internal Communications

Intranet 2.0

Building your Brand - Building your Business
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Using CGC in Internal Communication

A Particularly in business, there is great support for the idea tha
timing is everything. The same is true about building your
brand. And perhaps the best time to focus on your brand is in
challenging economy

A Using a corporate community social network to both extend th
visibility of your brand, and to really listen to the voice of your
customer to improve your products and services is actually ea
and cost effective. Start small. Then think big.
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Finding the balance

A Progressive companies are engaging consumers through blog
video submissions, product reviews and consumer forums. B
sites can get bogged down in unfiltered contributions. What's
more, poorly written, irrelevant, false or incorrect submissions
drive away higkguality consumers, and all reflect badly on youi
company.

I Get comfortable with contradiction and relinquish control

I Invite bloggers and other consumers to pen content,

T Publish selectively; it's why people still seek out The New York Times
I Listen for dissenting voices. Then comment on them.

I Generate company content based on what customers want.

Building your Brand - Building your Business
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6 Reasons Why you ShOUId get Involved Building your Brand ZIGIRFRVANE-ISEER

1. Transparency! Social media allow companies to havetireal, authentic
conversations with employees.

2. Social media does not distinguish between corporate ranks. Communications flow
from top to bottom, bottom to top and laterally. It also knows no physical boundaries
giving you a global/nation voice .

3. Leadership who use social media to converse with employees are generally well like
and well read by employees. Employees like to know that leadership isropeted
and creates venues to converse with them.

4. Demographics Gen Y and younger Grsare used to tweway communications.
For many, this is all they listen to. They give the most credit to the friends they text fc
information.

5.  Viable and robust social media at a company is a fantastic recruiting bmih to
search for staff and as a tool to retain staff.

6. . @& lalAy3d F2NINBIA&AGNIGAZ2Yy&as &2dz (Y26
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Intranet 2.0 global applications

Intranet 2.0, 2009 Building your Brand - Building your Business
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