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MYTH #1:

Social media is the latest fad





MYTH #2:

Social media is for the ñkidsò



Social Networking: Not Just for Kids

Facebook is the 4th most trafficked website in the world

Å200+ million users

Å100 million visitors login each day

Å2/3 of users are outside of college, and 35+ age is the fastest growing 
demographic

LinkedIn usage increased 187% in the last year

ÅAll Fortune 500 companies have director-level profiles and higher on LinkedIn

Å42 million users in 200 countries



Myth #3:

You canôt make money with social media





Myth #4:

No one will listen to you





Social Networking: 

What should we be doing?



Social Media

Online technologies that people use to share opinions, insights, experiences, and 

perspectives with each other. 

http://www.flickr.com/photos/fredcavazza/2564571564/sizes/o/


Three Phases of the Web

BROWSING
To surf the web users typed in 

the address of the destination 

they wanted to find, say, 

ESPN.com. Or they went to 

portals with links classified by 

subject, such as finance or 

travel. Companies spent big 

money on banner ads and 

branding campaigns to lure 

people to their sites.

SEARCHING
As the web exploded, it got 

harder to find what you 

wanted via any single Web 

site. Keywords ruled, as 

surfers clicked through lists of 

Web results dished up by 

search engines. Google, with 

its simple look and super 

smart algorithms, redefined 

surfing and online ads.

SHARING
Increasingly, people are 

customizing personal 

websites, blogs, and social 

network pages with little 

programs known as widgets. 

The real power of these 

simple services created by 

individuals or large 

companies is that theyôre 

shareable and can be 

distributed widely.

PHASE I: PHASE II: PHASE III:

Business Week, July 23, 2007

Most Firms Social Media



The Good Old Daysé

The stage

The broadcast

The audience

The expert

Adapted from David Cushman, FasterFuture.blogspot.com



NOW the audience is NOT looking at stage...

The stage

The broadcast

The audience

The expert

Adapted from David Cushman, FasterFuture.blogspot.com



Technology is the Last Consideration

P

ÅStart by examining the behavior of your audience or the People 
you want to reach and understand how they currently leverage 
social media

O
ÅNext, determine what your Objectives are and what you want to 

accomplish with this effort

S
ÅTake the time to understand your Strategy and how it will impact 

your relationship with your audience

T
ÅEnd with the selection of appropriate Technology to reach your 

audience and accomplish your objectives

Source:  Forrester



Traditional Marketing Objectives Still Apply

Increase Reach & Frequency 

Understand Your Customers

Engage Your Audience

Source:  Forrester
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Marketing Reach and Frequency: Offline



Marketing Reach and Frequency: Online

Create a means for users to bookmark or share the content



Marketing Reach and Frequency: Online



Marketing Reach and Frequency: Online


