MEDIA

INFUGRAPRILS

EVERY

NEEDD Zo-0EE



3 T;ﬁql Method
4& ECLIANCE | WWW.ELLIANCE.COM

'&NWW.EROI.COM and FLOWTOWN

6 SOCIALCAST WWW.SOCIALNOTICS.NET | WWW.SNCR.ORG | WWW.UBERCEO.COM
7 WWW.THECONVERSATIONPRISM.COM | BRIAN SOLIS & JESS3

8 WWW.GO-GLOBE.COM

9 Social Reflexion | WWW.COMPLETE.COM

10 NG Online | WWW.NGONLINENEWS.COM

11 ELLIANCE | WWW.ELLIANCE.COM

12 FLOWTOWN | Google Ad Planer (United States demographics data)

13 BRIAN SOLIS & JESS3
NationalArts V\

AMERICANS

MarketingProject ““ARTS



o 1970s

History of i

Marketing a—

CRM and IMC gain dominance

Channels TR

.., AltaVista search launches
S Yahoo search launches

Google 1998
1905 =) Google launched

The University of Pennsylvania offers MSN Search launched

="' a course in “The Marketing of Products”
2001

ﬁj social bookmarking site
= stumbleupon is established
—— 1922
[ G 1 1
ii‘:*i radio advertising .e0 2003

b 2 MySpace founded

m 1941 vimeo 2005
3N first recorded use 108%) Vimeo and YouTube launched

* of television advertising

_ The Future

~. Marketing opportunities in new
A areas such as Second Life
2006 and video games
M 1880s Twitter Founded
early examples of o
acebook 00 i

trademarks as branding |
digg Facebook launched
unuz 1908 Digg launched
o d Busi: AT

1864 NG i oo & 2002
earliest recorded use of photo sharing site SmugMug
the telegraph for mass sets the stage for sites like Flickr
unsolicited spam and Photobucket

€i66‘91999

opinion site epinions is established

£% 1996
identification of viral marketing
Ask  ask com founded
1991

"¢ Integrated marketing communications
gains academic siatus

Q 1985
lesktop publishing d ratizes

| Vi the pro::iucton of print-advertising

@ 1980s

-] development of database marketing
emergence of relationship marketing
emergence of computer-oriented spam
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© Emotions/Sentiment
Channels

o Platform
= Players

ACDMPASS IS A DEVICE FOR DISCOVERING ORIENTATION
AMD SERVES AS A TRUE INDICATOR OF PHYSICAL
DIRECTION. THE SOCIAL MARKETING COMPASS POINTS
ABRAND IN A PHYSICAL AND EXPERIENTIAL DIRECTION
TO GENUINELY AMD EFFECTIVELY CONMELT WITH
CUSTOMERS, PEERS, AND INFLUERCERS, WHERE

THEY INTERACT AND SEEK GLIDANCE OMLINE.

COMPASS

\

“g’f. i A1 ”K@

Mobile " Recognition

Micro Social
\ communitie ' dashhaard -
.‘Ld. ocates -
[Stake hnlders E

| Events | { Tai't ﬁ:aitﬂs Traditional :
) anline/ middle media ’ "{23;2‘ = _ )
Value offline BRAN D L

Believable

proposition T ? - Core Values
New
. ' Blog el influencers
E ar et fMrust
‘makers agents S
Content Champions ﬁ Forums 3
creation *\p ‘ & groups E .
Social
4 networks . Blogs

| Resolution

i I N

onesty

Nmrfm;//

SINOS NVIYg

=55l
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SOCIAL MEDIA
for BUSINESS

Keep your message on
target and stick to
your brand.

Stick with business
messages only.

Build a STEQNg NetWOoEK

| ol
Communicate regularly b~ =1~ b— mm your
with your network. c L"LI_ Ll:_ is telling you.

www.TheSteelMethod.com
Relwuarrane 3e PUSH
dgRplication People will not respond well . . . 1

remember, everyone
connected to you

@ can see
what you .
Each application has write.
its, own LG and

Besides diluting your e

network, you could be - When people promote

banned from the site. you to their network
be averly polite.

Use
generfymanrKeting
Allow your network to

discover what you do. icthnicece
Make it personal.

SALE! ~ oo T O

does not
fit all. The SU001 Meched ArtsMarketing.org | ebook | 3




Building a Company with Social Media

D place our
content, and
therefore
build traffic. 99

SOLUTIONS:
Digg.

Reddit.
Newsvine.
StumbleUpon.
YouTube.

11 I want
networking
tools to create
new business

and locate new
employees. 99

SOLUTIONS:
LinkedIN.
Facebook.

a opinion leader

ith a robust knowledge
base, | want to raise
awareness. b}

SOLUTIONS:
Create a Blog.

Twitter.

now and respond

the public is saying
our products and

es. ,,

SOLUTIONS:
Technorati.
Amazon.

Comments on
Digg, Reddit,
Newsvine, YouTube,
StumbleUpon.

woo souel|[e MMM | paAIasay siybry (I "8duel||3 800Z ®

FONVITT13
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HOW EXECUTIVES
ARE USING SOCIAL MEDIA

D
>

D
>

THE MOST POPULAR SOCIAL MEDIA SITES
AMONG EXECUTIVES:

FACEBOOK: 51% _
TWITTER: 41% _
PLAXO: 13% -
XING: 7% l
NING: 5% .

BLOGS: 5% I
YAHOO GROUPS: A%I

INTERNAL NETWORK: 3%'
0

EXECUTIVES AND SOCIAL MEDIA SITE
USE FREQUENCY:

40%: MANY TIMES PER DAY
' 36%: ONCE PER DAY

19%: WEEKLY

3%: MONTHLY

[l 2 occesionauy

INFLUENCE SOCIAL NETWORKS HAVE ON
EXECUTIVES WHEN MAKING IMPORTANT
BUSINESS DECISIONS::

’— 4%: NOT AT ALL

23%: LITTLE
£8%: LIGHTLY

25%: HEAVILY

EXECUTIVES AND THE NUMBER OF SOCIAL
MEDIA SITES THEY REGULARLY USE:

HOW EXECUTIVES SEE THEIR COMPANY'S
USE OF INTERNAL SOCIAL MEDIA TOOLS
INCREASING OVER THE NEXT 1-2 YEARS:

MORE CONTENT SHARING: 457%
INCREASED USE FOR COMPANY, 535
INCREASE IN FORUM USE: 475
BETTER USE OF 5I05:41%
GREATER COMPETITIVE INTELLIGENCE: 40%
INCREASED BEST PRACTICES SHOWCASE: 375
MORE PEOPLE LISTED N MEWBER DIRECTORT: 19%
aepLacement ror e-wail 154 [
o
womcaerse. 74 [l

0 2w

HOW EXECUTIVES SEE THEIR COMPANY'S USE
OF EXTERNAL SOCIAL MEDIA TOOLS
INCREASING OVER THE NEXT 1-2 YEARS:

e e o, N
content DisTeuTion: 57 I

A5 A sALES CHANNEL/BUSINESS peveLopmenT: 5% [N

ResearcH Jos apeLicants: 37 [N
creare supposT communy: 35 [

USING PROFESSIONAL NETWORKS FOR SALEs contacts: 13 [N

woRe vRAL wou prooaaws: 15

crows-souRcing pRopucTrskrvice ioeas: 26% [N
CREATE COMMUNITY FoR clienTRELATIoNsHIPs: 262 [N

procurement nerwork: 10 I
no cHange: 5% [l
WE DO NOT USE sociAL Mepia: 1%
WERE CLOSING ONLINE comMuNT: 1%

21%: 6-10

HOW EXECUTIVES' TRUST HAS CHANGED
IN THE LAST 3 YEARS TOWARDS SOCIAL
MEDIA SITES:

P 2%

STRONGLY
DISTRUST

14%

STRONGLY

TRUST

15%
DISTRUST
SOMEWHAT 9%
TRUST
SOMEWHAT

HOW EXECUTIVES TRUST THE INFORMATION
THEY RECEIVE FROM SOCIAL MEDIA SITES:

13%
INCREASED
SIGNIFICANTLY

17%

DECREASED

SOMEWHAT
70%
INCREASED
SOMEWHAT

PERCENTAGE OF FORTUNE’S 2009 TOP 100
COMPANIES THAT HAVE THE FOLLOWING
SOCIAL NETWORK ACCOUNTS:

TWITTER I%I

LINKEDIN 13% .

OF THE 19%...
1 HAD NO FRIENDS
FACEBOOK 19% 4HAD LESS THAN 10 FRIENDS
2 HAD MORE THAN TEN FRIENDS
12 HAD VERY LIMITED IRFORMATION
7 WERE FAN/GROUP PAGES
OF THE 76%...
WIKIPEDIA 76% 28% HAD INADEGUATE OR OUT OF
DATE BIFORMATION
XING: 7% l
BLOGS 0 OF THE TOP 100 CEOS HAD THEIR OWN BLOG.

o % som  e0%  BO%  100%

REASONS WHY EXECUTIVES
VISIT ONLINE NETWORKS

TOP 5

GREAT WAY TO KEEP TRACK OF PEERS AND COLLEAGUES

EASY ACCESS TO THOUGHT LEADERSHIP OR INFORMATION

THAT CAN'T BE FOUND ELSEWHERE

GOOD WAY TO SHOWCASE THEMSELVES OR THEIR COMPANIES
EASY ACCESS TO LEARNING AND PROFESSIONAL DEVELOPMENT
THEY WISH TO FIND OUT WHAT OTHERS THINK OF PRODUCTS,

VENDORS OR APPROACHES

SOCIALCAST

©2010 SOCIALCAST INC., ALL OTHER TRADEMARKS HEREIN ARE

RECOGNIZED TO BE THE PROPERTY OF THEIR RESPECTIVE OWNERS.

SOURCES: SOCIALNOMICS.NET | SNCR.ORG | UBERCE0.COM

EXECUTIVES MAY BE HESITANT TOWARDS SOCIAL MEDIA BECAUSE:

1. THEY WANT CONTROL

THE BEAUTY OF SOCIAL MEDIA LIES IN THE FACT THAT IT'S AN INHERENTLY OPEN AND
TRANSPARENT MEDIUM OF COMMUNICATION. YOU NEVER KNOW WHO WILL BE REACHED

AND HOW PEOPLE WILL RESPOND

2. LACK OF UNDERSTANDING

TECHNOLOGY AND DIGITAL INNOVATION IS RAPIDLY CHANGING AND CEOS FEEL VULNERABLE
WHEN THEY DON'T KNOW EXACTLY HOW SOMETHING WORKS - SO MANY OF THEM THEY STAY

AWAY ALTOGETHER.

3. THEY FEAR IT WILL BE JUST A FAD

WITHOUT A CLEAR VISION OF THE FUTURE DIRECTION OF SOCIAL MEDIA AND HOW IT CAN BE
STRATEGICALLY AND SUSTAINABLY UTILIZED TO BENEFIT THE COMPANY, CEOS OPT NOT TO PUT

ENERGY INTO SUCH UNCHARTED WATERS.
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THE
CONVERSATION
PRISM

Braught 18 you by Brian Sels & JESSS

Documents ¢

Content

'.-':\I'H.'.Iﬂ_:uﬂ B

05

EMIOMLEN |

ﬂul‘:uiq,—r

ang Rg,

Blogs '

ConyeE

Socigy

raalklons

Curation

[Fer mors information
Chsck out HheLonversstion prismoom
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THE SOCIAL MEDIA EFFECT

CONTENT CREATED

STORY/CONTENT
HITS DIGG'S

\ TWITTER USER POSTS

S
STORY/CONTENT ' i )

FRONT PAGE ‘

Elal ELuf | Elaf| Slad | Sl

MAJOR BLOG SEES
STORY ON DIGG'S

TOTHEIR FOLLOWERS
(& Did you see..

A1 A S A
128,000,000 UNIGUE VISITORS

Sl Elu| Bl Sl | Bl 4[] 4(}0' ﬂﬂﬂ E C(E €
il Ly 0 24 550 UNIQUE VISTORS
TOPOST ABOUTIT oot e

ELf| ZLf | ZLS| Bl | EL ) k = L=t e

/22,400,000 UNIQUE VISITORS

fiLf LB LE LA LE

vV

DIFFERENT FRIENDS
SHARE ITWITH THEIR
FRIEMDS

DIGG USER SUBMITS
+ STORY TO REDDIT,
MAKES FRONT PAGE
SMALLER BLOGS (_ e e e ot
SEE STORY ON L Wl oIk LER WS

SERVERAL FOLLOWERS
RETWEET TO THEIR

FOLLOWERS ‘

LARGER BLOGS,
THEY POST
ABOUTIT

4,800,000 UNIQUE VISITORS

g O

STORY GETS RETWEETED
ALLOVERTWITTER

STUMBLEUPON USERS VOTE
UP STORY FROM THEIR STUMELE
TOOLBAR, MAKES FRONT PAGE
- OF STUMBLEUPON.COM

PP 3,900,000
UNIQUE VISITORS

% GOOGLE SEARCH ENGINE RESULT FOR STORY/TOPIC

1.YOUR SITE (DUE TO ALL THE INBOUND LINKS)
2. MAJOR BLOG #1 (W/LINK TO YOUR SITE)
1. DIGG STORY (LINKING TOYQUR SITE)
4. BLOG #2 (W/LINK TO YOUR SITE)
5. TWEET (LINKING TC YOUR SITE)

AND 50 ON...

IF CONTENT IS GREAT,
CAN END UP FEATURED
ON SITES LIKE: 4—-

AOL® o
52 MIL UNIQUE

YaHoOo!
134 MIL UNIQUE

Social RefleXion

Sounce: wenacomiplete.com
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the Jjourney of a Eweek

' post to twitter ‘

Share your ment

Appears on .
v\holcz ©am .

.l.é.....’ cscsscssscssse E : :
post: to ;acebook § : & g bl:gs:*‘;:w i blogger

friend : : ! : ‘ i @

. wordpress :

[ EZ ISR NY)
L)

ooo-.tooo o
..l.'.......

(TP XX RE N

mqspuce bebo

BN e SR

: . submitted to social
.ll.l..l......lll..it used in of;l'lce email bookmark sites

L]

L

L] : Email from 'the office joker’ Kevin, : : Goes frant page on Reddit and Digg
® ad - : R e
-

(and Mixx ti ra
due to levels of traffic.

[ ]
v
forwarded on
around the web

Reaches the masses

NG Online
www.ngonlinenews.com [
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<> A aaasssssss B

You [T - )

iTunes

Your Website iﬁ

— PR Newswire

I Unded Business Medsa
I

Cwikker

flickr

N
1'-! Picasa.




KEY
=1%

5100-145K

“Be civil to all;
sociable to many;
familiar with few;
friend to one;
enemy to none”

By Income Level

Social Media
Demographics:

Who’s Using Which Sites?

« H.5 diploma
high school
some college
bachelors degree
graduate degree

DIGG the latest news headlines, videos
and images

STUMBLEUPON personalized recommen-

dations to help you discover the best of the web
REDDIT what's new online!
FACEBOOK connect and share with the

people in your life
LINKEDIN relationships matter

TWITTER share and discover what's
happening right now, anywhere in the world

MYSPACE aplace for friends

By Education Level

+. NING create and discover Ning social
2 networks for your interests and passions
Source: Google Ad Planner Data
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Behaviorgraphics:
who is the “Me”

It's avatars that
capture your
attention, but
personality which
captures your
hEeart and mind.

INn SocCial Media?

Social media tests the filter that divides inner monologue
fram disclosure, As our thoughts become words online,
they color our avatars and profiles with a glimpse of our
persanality = who we are anling and in the real world.
Ower time, it is how we put our words into action that
establishes our character, And, it is our character, through
the marriage of our words and actions, that paves the way
for relationships and opportunities,




WANT MORE ARTS MARKETING RESOURCES?

WWW.ARTSMARKETING.ORG
INFO@ARTSMARKETING.ORG
National Arts Marketing Project
#nampc

NationalArts
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