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Things we seem to know

The day we enter the social media arena:

* People will start criticising us openly
* We will have to react
* We will need resources to manage the channel
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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 | 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 conversation?
* What long term perspectives?
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What it takes to make it

REPUTATION
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What it takes to make it
The Brand Wheel
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TO TO
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entreprise
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The 4 « C »’s of Engagement
Collaboration
Creation
Curation
Consumption
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MARKETER-GENERATED

Social business
Social loop

USER-GENERATED

AWARENESS CONSIDERATION
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Social business
The social customer and his brand experience
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Advocacy
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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.
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~ Social business

Governance Models
Training
Social media policies

Listening & engagement
workflows

Crisis Management
workflow & process

SOCIAL Global integration
BUSINESS

.

Internal collaboration tools
Social CRM
Database integration
Listening & metrics platforms
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Stake Holder engagement
It is vital to listen

-

Spend time
listening to the
conversation and
determine if you
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Stake Holder engagement
Who does what?

2011 GLOBAL SNAPSHOT OF SOCIAL MEDIA BEHAVIORS

ASIA PACIFIC
42% comment on blogs
43% comment in forums

65% watch a video online
37% actively blog

WWW.THESOCIALBUSINESSBOOK.COM
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Stake Holder engagement
Audit conversations

~ Twitter
16%
Media Mentions
Forum 1,300,000
180,05

...this tells you “where” the conversation is happening about the brand
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Stake Holder engagement
Audit conversations

Overall ‘phone service’ Conversation ‘phone service’ & brand Conversation

Twitter

News 1%

8%

... this tells you how relevant your brand is within certain online conversations
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Stake Holder engagement
Real time analysis
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Stake Holder engagement
When should you communicate?

f TIMING AND FACEBOOK

THE SCIENCE of
SOCIAL TIMING e

p

PARY ¢ Timing & Social Networks /,’ SATURDAY
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Content strategy

Internal Listening

Corporate C ations | Internal Cc

€ Bi-Weekly and Daily @ Relevant content
-
0 Content Calendars O Company News &

8- 6 Month Thematic Q events
Content Calendars O 30 Party Article &
Daily “Tips” And Blog Post Mentions
Product News Based
On Real Time
Listening and
Feedback From The
Community

@ Inform and educate
B0 the community

B0 @reply influencers
wJ Ask questions

Respond to
questions, comments
and concerns

Contests, Quotes,
Surveys & Other
Content That Spurs

Connect community
Engagement

mem bers with each
» other via @replies

Stake Holder engagement

ications | Product Organizations | Customer Support

Month to Month
Growth Community
Membership
Month to Month
Growth In
Engagement
External Benchmark
Metrics — Share Of
Voice/Engagement

External Listening
Existing Social Media Engagement | News Articles | Online Monitoring | Search
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Community Management

Customer
Experience

Corrective
Action

Feedback
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GOVERNANCE DOCUMENT

Social Media Policy
(Legal Document)

Social Media Guidelines

Moderation Guidelines
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Stake Holder engagement
From Chaos to Governance

BEHAVIORS/DETAILS

* Full disclosure within social media channels
What can and cannot be shared online i.e. anything confidential, financial or operational
results, forecast s, or personal information about others
Do not post anything thatis defa y. h ing, an i

of privacy or in violation of

any applicable law or enterprise policy, lncludmg the Company’s Code of Business Conduct
and Ethics
Employees are accountable for their actions. They are personally responsible for what they

share.

Guidelines include “rules of engagement” and “how to act”
Be professional, courteous, respectful to others, transparent
Only write/blog/tweet about what you know

Usually add the organization’s policy for ities and Facebook
Post moderation — content is approved immediately and checked later
Pre moderation — content has to get approved before going live

INtErACE
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Stake Holder engagement
Activate employees to create engagement

mm Employee Engagement Behaviors Tools/Technologies

Vimeo, YouTube, Twitvid, Qik, Livestream,

Video Record, upload video: live streaming, Hangouts Usrear) Googiat
Content Creators
I ic, Fl
o e e ol Tog EAagat :::::am Picplz, Hipstamatic, Flickr,
Blogs Write and publish blog content :V::mss, Tumblr, Posterous, Microsoft
Micro Share product related news, Twitter,
o Blogging within micro blogging platforms. L
Conversationalist
| dial 3
(e Social Engage in two way dialogue about products, et ORIt TG
Networks events and company news

"
9 """ Respond to comments in 3* party blogs NA

[T ey ee———

Send product related emails to friends, family

e members and colleagues NA
Sockl Follow @brand and corresponding product
Net:works Twitter handles , “Like” Brand Products on Facebook, Orkut, Quora, Google+

Facebook - RT, Like, Share posts
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Thank you

Daniel Eischen
CEO
Interact s.a.

Wednesday 25 April 2012

deischen@interact.lu
Skype: @danieleischen
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