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Social	Media

• Powerful	

• Dangerous	

• Uncontrollable
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Social	Media

More	difficult	today	than	ever	before.
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Why	do	organizaAons	use	social	media?

• To	become	part	of	“the	conversaAon”	

• To	bypass	the	media	to	get	to	the	public	

• To	engage	clients	(and	make	sales)	

• To	engage	community	(and	create	advocates)	

• To	deliver	customer	service	(during	outages,	crises,	etc.)	

• To	get	rapid	feedback	on	performance	

• “Because	the	CEO	told	us	to	do	it.”
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A	Social	Media	Timeline	
2002	-	2016



2002-3

Live Journal, Blogger, Friendster, and MySpace 

Business reaction: This is for self-centered geeks 
and indie rock bands



2004

Facebook, LinkedIn, and WordPress 

Business reaction: Perhaps we should add a blog to 
our website. We’ll run each post through legal.



2006

Twitter, Flickr and Yelp appear 

Business reaction: Utter confusion. Now it looks 
like anybody can say anything — they don’t even 
need a blog! 



2008

Facebook, LinkedIn, and WordPress gain traction. 

Business reaction: Whoa. This is getting serious. 
And our blog is getting some really weird 
comments.



2009

Search Engine Optimization  

Business reaction: Whew! If we just paste the right 
buzzwords in the code to our website, we’ll make 
millions.



2010

Kickstarter emerges 

Business reaction: What do you mean you backed 
a some geek’s robotic toaster on Kickstarter instead 
of buying our brand-name product?



2011

GoFundMe  

Nonprofit reaction: People are short-cutting 
around slow moving non-profits and social-
services systems to address community and 
individual crises and needs such as tuition.



2012

Pinterest appears 

Business reaction: That’s just for the Martha 
Stewart types, right? Meanwhile, everyone join 
LinkedIn and get into those LinkedIn groups for 
networking.



2013	-	a	Apping	point?

The year of the (usually snarky) review 

Business reaction: We are living and dying by what 
people say on amazon.com, Trip Advisor, and 
Yelp. Let’s designate a mid-level person to 
diplomatically handle those comments and, ugh, 
let’s finally do something about our lousy 
customer service.

http://amazon.com


2014

Google continues to refine search algorithms, 
defeating SEO “keyword stuffing” and shifting the 
focus to genuine organic content 

Business reaction: You mean we have to hire 
writers and social media managers instead of SEO 
analysts? But that would mean knowing what we 
want to say! Legal won’t like this.



2015

Jaded audiences. People are online, but watching 
streaming video, read mainstream news sites, and 
catching up with their friends via Facebook, Twitter, 
Tumblr and Snapchat. 

Business reaction: Hmm. Guess we’d better get one 
of those new mobile-friendly website designs and 
invest in Facebook’s targeted advertising.



2016

The fight for control of the story: Politicians, 
propagandists, liars, and the big business of fake 
news. Who do we believe? 

Business reaction: Are we going to get into this or 
stay out of it). If no one believes us, why take the 
risk of saying anything?



Social	Media

Again:	

More	difficult	today	than	ever	before.
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*	What	do	we	know?	*

1. There	is	a	dizzying	array	of	social	media	tools	and	pla[orms	

2. The	most	effecAve	of	them	involve	audience	interacAon,	which	means	
none	of	them	are	easy	to	use	—	you	need	skilled	social	media	
professionals	represenAng	you	online.		

3. Audience	expectaAons	for	entertainment	are	high,	for	credibility,	low.	

4. What	has	impact	today	will	not	have	impact	tomorrow.	(Example:	
Twi_er).	Doing	social	media	well	means	planning	for	conAnual	change	
and	staying	in	the	game.	
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Tools,	Skills	&	Planning

(with	a	focus	on	planning)



1.	Your	Tools
❖ Twi_er	and	Snapchat	

❖ CommuniAes:	Facebook,	Google+,	organizaAon-specific	forums,	
including	gaming	

❖ Professional	networks:	LinkedIn	

❖ Blogging	tools:	WordPress	and	Squarespace*	

❖ Apps:	FourSquare,	game	centers,	etc.	

❖ RaAngs	sites:	Yelp,	Amazon.com,Trip	Advisor,	etc.	

❖ CuraAon	sites:	Tumblr,	Storify,	Pinterest,	Instagram	

❖ -CasAng	content:	podcast,	videocast,	webinar	equipment	and	faciliAes
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2.	Your	Skills

• Technology	chops	(desktop,	tablet,	mobile,	and	watch)	

• WriAng	skills	(especially	for	blogging	and	websites)	

• Networking	savvy	and	enthusiasm	

• OrganizaAonal	skills	(tracking	mulAple	audiences;	use	of	dashboards)	

• AnalyAc	skills	(user	interface,	audience	surveys)	

• Team	capacity	for	24/7	responses		

• MulA-media	skills:	podcasAng,	videocasAng,	webinars
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3.	Your	Ability	to	Plan
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Four	Planning	Essen/als

1. Figure	out	your	audiences	for	social	media.	

2. Survey	the	social	media	tools	and	figure	out	their	costs/
benefits	(including	Ame	and	training).	

3. Assess	your	resources	(people)	and	those	costs.	

4. Set	firm,	reasonable	communicaAons	goals	and	objecAves.	
You	cannot	be	everything	to	everyone.



1.	Find	Real	Audiences

1. Know	the	audiences	you	want	and	the	ones	you	have,	and	
focus	on	them.	How	many	of	you	have	analyzed	compe3tors	
to	see	which	audiences	they	target?	

2. Find	out	what	social	media	channels	they	enjoy	using.	Don’t	
guess.	Have	you	surveyed	your	audiences?	

3. Know	the	difference	between	what	your	organiza/on		
wants	to	say	and	what	your	audiences	want	to	know.	
EffecAve	social	media	communicaAons	builds	a	bridge	by	
addressing	the	audiences’	desires	first.





2.	Choose	a	Few	Good	Tools

1. Start	by	looking	at	the	pla[orms	your	audiences	already	
use.	(Including	your	own	website).	

2. Involve	everyone	on	your	team	who	will	have	to	use	the	
social	media.	Beware	of	outside	website	developers	pushing	
obscure	tools	they	love	for	design	work	but	which	you’ll	
hate	using.	

3. Focus	efforts	two	(at	most,	three)	social	media	channels.	It	is	
be_er	to	have	two	robust	social	media	presences	than	five	
lame	ones.



3.	Assess	Resources

1. Assess	your	exisAng	staffing,	both	in	terms	of	their	Ame	and	
their	enthusiasm	for	social	media.	

2. Figure	out	if	you	have	the	technology	and	tech	support	to	
do	effecAve	blogging	or	other	web	programs.	If	you	don’t,	
you’d	be_er	off	using	Twi_er,	Facebook,	Tumblr,	or	other	
short-form	pla[orms.	

3. Get	(or	give)	social	media	training	and	coaching.	



4.	State	Goals	&	ObjecAves

1. Scope.	Do	you	want	to	improve	use	of	your	current	social	
media	channels,	or	open	ambiAous	new	ones	(such	as	
YouTube)?	

2. Message.	Is	your	goal	to	highlight	success	stories,	
communicate	brand,	or	simply	to	build	an	audience	for	
future	messages?	

3. Social	media	ci/zenship.	Are	you	responding	and	
interacAng	appropriately?	(ReacAon	is	where	most	social	
media	programs	fall	flat.)



Master	the	Basics



Survival	Basics
• Don’t	spread	yourself	too	thin.	You	will	need	to	keep	every	

pla[orm	you	are	on	up	to	date	and	accessible.	

• Make	sure	your	online	materials	are	easily	readable	on	the	
latest	desktop	browsars,	tablets	and	mobile	pla[orms.	

• Do	a	frequent,	regular	review	of	your	online	informaAon,	
including	blog	posts,	and	annotate	outdated	informaAon.	

• Monitor	online	menAons	as	well	as	comments	on	your	own	
pages	and	sites.	Respond	quickly	and	officially	when	
appropriate.
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Success	Basics
• Use	well-chosen	pla[orms	to	leverage	your	organizaAon’s	

brand.	

• Embrace	what’s	popular	for	your	audiences:	keep	up	with	
compeAtors,	whether	this	means	downloadable	assets,	
amusing	videos,	or	contests.	

• Work	closely	with	markeAng	and	adverAsing	programs	that	
will	involve	social	media.		

• Firmly	control	branding	and	corporate	image;	distribute	
clear,	simple	social	media	guidelines	for	employees	and	
conduct	trainings.
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Wait!	Two	more	Aps

• Avoid	jargon	and	abbreviaAons.	They	save	you	Ame	but	
lose	you	readers.		

• Learn	to	handle	the	disrupAve	minority	of	naysayers	in	
your	audiences	and	your	organizaAon.
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