
Social Media  
is a 

 Cocktail Party 



Social Media Assessment 

How Did We Get Here?  



Social Media Assessment Social Media Assessment 

1.  You’ve created a Facebook profile. 

2.  You’ve watched a YouTube video. 

3.  You have created a blog. 

4.  You’ve used Twitter in the last 60 days. 

5.  You’ve ever created or posted to a Wiki. 

6.  You’ve posted pictures to a photo sharing website (ex. Flickr) 

7.  You know what an RSS feed stands for. 

8.  You use an RSS feed reader to monitor your brand. 

9.  You have submitted a story to Digg or StumbleUpon. 

10. You have created or listened to a podcast.  



11 Cocktail Party Rules 



•  The party goes on with or without you. Your brand is already 
there, when are you joining? 

You’re invited. Come in. 



•  The best listeners make the best talkers.  

Listen First. Talk Later. 



•  Talk with people, not at people. 

Act Naturally. 



•  You wouldn’t wear a tuxedo to a pool party, would you? 

Different Places = Different Faces 



•  If you only talk about yourself, you’ll only be talking to yourself. 

It’s Not All About You. 



•  And it doesn’t smell good.   

People Can Smell Fake. 



•  Friends share information, even if it doesn’t help them directly.  

Play Nice. Share. 



•  Help people when they want to be helped.  Stop interrupting. 

Context is Key 



•  Friends don’t let friends suffer online.  

Build a Friend Base 



•  Be remembered. Be discussed. Be shared.     

Be Interesting 



•  The guy with the lampshade on his head is never the coolest 
person in the room. 

Lastly: Don’t Drink Too Much 



Benefits of Social Media 



Real Time Communication 



Crisis Communication 



Provides Human Experience 



Reputation Management 



Low‐cost Reach 



Search Engine Optimization 



Success (and Failure) with Social 
Media 



Case Study:  Allstate Community 
Forums 



All State Community Forums: Listen, Talk, Share 



Lack of focus and 
irrelevant posts 

Not listening to what 
users want to talk about 

Impersonal or no 
response to customer 
concerns 

What Went Wrong What Went Wrong? 



What Went Wrong Revamping Allstate’s Engagement 

1 2 3 

 Listen to  
Consumer 

     Use or support Allstate’s 
“Stand” mass media campaign 

Talk about topics  
that are on brand 



Case Study:  A Powerful Noise 



Case Study: A Powerful Noise 

Visual Petition Widget 

•  36,275 views  

• Over 500 signed the Visual 
Petition 

•  541 installs of the widget 
in just 3 weeks 



Visual Petition and Event Blog Coverage 

•  Coverage on multiple blogs helped drive readers 
to the visual petition and event page 

Case Study: A Powerful Noise 



Tweet-a-thon 

•  #APowerfulNoise ranked 
#2 as a hot topic on 
Twitter  

•  Over 2,800 tweets in 
just 4 days 

• Top Tweeters like Chris 
Brogan helped spread the 
word  

Case Study: A Powerful Noise 



Tweet-a-thon 

•   Fathom Events secured 4 of the 
top 10 rankings for Google search 
term “tweet-a-thon” in just 4 days 

•  A Powerful Noise was a hot topic 
on MSN.com 

Case Study: A Powerful Noise 



Trends in Social Media:  
2009 Predictions 



The Good….. 

Prediction 1:  Less Mass Infection, More Outbreaks 

Gatorade Video: 1.6m+ views 



and the 
ignored. 

Prediction 1:  Less Mass Infection, More Outbreaks 



Prediction 2:  Content Aggregation, With Filtering 



Prediction 3:  Mobile Social Emerges 



Prediction 4:  The Return of People 



Predictions 5:  Fewer Shiny Tools  



Q & A 


