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Things	  we	  seem	  to	  know	  

The	  day	  we	  enter	  the	  social	  media	  arena:	  

•  People	  will	  start	  criMcising	  us	  openly	  
•  We	  will	  have	  to	  react	  

•  We	  will	  need	  resources	  to	  manage	  the	  channel	  

Things	  we	  seem	  to	  ignore	  

•  Whom	  would	  we	  like	  to	  talk	  to?	  
•  Whom	  is	  he	  talking	  to?	  

•  What	  are	  they	  talking	  about?	  

•  Why	  are	  they	  talking	  to	  each	  other?	  

•  What	  dynamics	  can	  I	  observe?	  
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Things	  we	  seem	  to	  ignore	  

•  Are	  we	  eligible?	  
•  What	  could	  we	  say	  –	  who	  would	  listen?	  

•  What	  added	  value	  could	  we	  contribute?	  

•  Why	  would	  they	  answer?	  

•  Why	  would	  they	  engage?	  

•  How	  should	  we	  manage	  the	  conversaMon?	  

•  What	  long	  term	  perspecMves?	  

What	  it	  takes	  to	  make	  it	  

REPUTATION	  

TRUST	  
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What	  it	  takes	  to	  make	  it	  
The Brand Wheel 

Social	  business	  
The 4 « C »’s of Engagement 

Consumption 

Curation 

Creation 

Collaboration 
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Social	  business	  
Social loop 

Social	  business	  
The social customer and his brand experience 
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Social	  business	  
The importance of brand advocates 

•  A brand should create relations with 
« social » clients encouraging them to 
become a brand advocate, 

•  Advocates talk about the brand even 
when the brand is not listening, 

•  Advocates’ point of view is respected 
by their friends and within their micro 
community, 

•  Advocates help and influence other 
people along the conversion channel , 

•  Although the impact of one single 
advocate’s point of view might be 
reduced, his capacity to aggregate 
and to create economical impact are 
enormous. 

Social	  business	  
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Stake Holder engagement 
It is vital to listen 

Stake Holder engagement 
Who does what? 
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Stake Holder engagement 
Audit conversations 

Stake Holder engagement 
Audit conversations 
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Stake Holder engagement 
Real time analysis 

Stake Holder engagement 
When should you communicate? 
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Stake Holder engagement 
Content strategy 

Stake Holder engagement 
Community Management 
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Stake Holder engagement 
From Chaos to Governance 

Stake Holder engagement 
Activate employees to create engagement 
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Thank	  you	  

Daniel	  Eischen	  
CEO	  

Interact	  s.a.	  

Wednesday	  25	  April	  2012	  

deischen@interact.lu	  
Skype:	  @danieleischen	  


