





Lets look at today’s marketing landscape ....
eInternet access and bandwidth are cheap
*Publishing tools are easier to access and use (no code required):

*They are also mobile .. You can publish from whereever you are!
sInstantaneous .. No waiting.

*Search on the web has made it super easy to find what you’re looking for

*General distrust of corporations, marketing, “The Man”; consumers trust people like
them!



What is social media? How is it different than oth er “static” media?

*Power is equally distributed; no longer a top-down model
*Created by consumers rather than “experts” (aka agencies)
Distributed via evolving communities rather than monolithic networks

*Promotes dialogue rather than monologue .. Engaging in a conversation (Markets
are Conversations .. See “The Cluetrain Manifesto”

sLines between production & distribution blur

*Building on one another’s work is encouraged; copyright takes on new meaning &
new dimension. This idea is very much counter to the approach of protecting
copyright and trademark at all costs. See “Creative Commons Licensing”



Why does it matter to me?
*Unprecedented GROWTH!

*More than 50 million blogs being tracked by Technorati, a specialist blog search
engine. According to the same company, the number of blogs it tracks have
doubled at least every six months for the past few years

+100 million videos a day are being downloaded from video sharing website,
YouTube

*There are 107 million members of social network website MySpace (Data from
SpannerWorks e-book .. See end slides for URL.)

*In Canada ... sites like MySpace and Blogger are experiencing triple digit growth
where most other sites are experiencing only 4% to 6%

(Data from ComScore Media Metrix)



Social Media Rocks Niche Markets

Niche markets are what we’re talking about here.
*Findable

sTarget-able

*Motivated

*Engaged

We’'re not marketing to every person everywhere. We have niches, we have
specific customers. It's not about mass; it's all about niche!

Also, | love this photo
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Social Media infuses the Long Tail.

Long Tail ... Chris Anderson
First used to describe online book and record sales.
See last slides for reference URLs



In order of increasing technical commitment

*Social Networks
*Blogs

*Podcasts & Videocasts
*Mashups

See Wikipedia for more extensive list.



Social Networks
eCommunities that allow
*a) you to create and share content ... and

*B) find like members who share something in common: interests, goals,
concerns, people

*Finding people in common is really the important bit .. b/c you can create content
on your own

*You're building your network (professional, hobby, etc)
*Accomplished by tagging



Buzz word
Folksonomies
Metadata
Categories

Label you apply to content

Similar content is then grouped
Del.icio.us and ma.gnolia.com

... tools that will help you get a handle on tagging?
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There is a social network for Everything & Everyone .. Want to show you a
few examples.

*Business Network — LinkedIn

Community Network — Change Everything (interesting b/c this is sponsored by a
local company, VanCity)

Cricket Network
*Sneaker Network
*Fashion Advice
*Shared Goals Network
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LinkedIn

*Social network for business people.

*Combination of a contact manger and the six degrees of Kevin Bacon game
*You can find former colleagues and classmates

*You build connections to people and you are able to see their network of
connections

*I've used it to find employees, to find clients, to get references for potential hires
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SIXER
Social netowrk for cricket fans
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Change Everything

*Regional social network targeted at Vancouver, Victoria and the Lower Mainland.
*Complement to VanCity’'s marketing campaign “Change Everything”

*You can go here to contribute an idea for something you want to change.

*Can be personal (watch less TV), professional (change careers), community
oriented (get a stopsign put on our block)

*You find support or collaborators here .. People who may not have normally
connected with each other.

Side note: social media used like this bears a strong relationship to a more
traditional/familiar practice: cause marketing.
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SneakerPlay

*Social network for the gloabal sneaker community
*Upload pics of their pimped-out sneakers

*They have battles

*Compare fashions

*Show off

*If | were a business that cared about fashion trends for teenagers, wanted to
decide what lines to sell .. This is a community that | would be participating in
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StyleHive

Stylehive is another fashion-forward community
| write about chic laptop bags, so | go here to see what'’s cool.

| can save them, tag them, connect with other people who have my same taste,
get recommendations from them

Also promote my own writing

Sites like this are really good for your customers because they can see what
others are saying about particular products. The more votes or bookmarks a
product has, the more confidence a buyer has that their investment will be well
made.

As a business owner, you can get trend information here, and product feedback.

You can also use it to launch a new product line .. Build some buzz around your
products
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Designs to Love

Social network of crafters

Good example of strong community participation and tagging.
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Second type of Social Media: BLOG

*Simply put, an online journal consisting of posts in reverse chronological order
*Can be personal, professional, political, topical ... anything you want to write about
*From a business POV they are often a good complement to a static website.
*Opportunity to create the *go to* place for information

*Easy to create

*The more you give away, the more business you will create

Lawyer

Parenting Expert
Restaurant

Tour Service Operator
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Allyson Schafer

*Parenting and child-rearing consultant

*Uses her blog to answer questions, share tips, references, post articles, post
information about her classes

*She gives away her expertise to build her expertise.
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Toronto lawyer ... another great professional example of use of a blog to establish
expertise and fill the sales funnel.
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LK Dining Lounge
*Vancouver Restaurant
*Blog is a complement to their static website
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Quoddy Link Marine — Whale Watching Tour in New Bruns  wick

*Another example of blog used to complement static website
*Whale watching tour outfit in New Brunswick

*Has a blog that posts photos from their daily trips ..

*Builds huge credibility in a crowded market
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Podcasts & Video Casts
*Delivering audio or video content online using RSS

*Requires more tech savvy to set up and create one, but there are a lot of “how to’s”
out there

*Good for an interview format (e.g. if you wanted to run an interview show) or if your
customers are commuters or in their vehicles

*Can also be used as a sales training tool for your mobile sales force

*You don't need an ipod ... any mp3 player, or even just your computer will work to
listen or view; over 50% of podcasts listeners do so on their laptops

*You do need software (mainly free, e.g. iTunes) to listen
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Starbucks Coffee Conversations ...

*Starbucks has a lot of pent-up expertise — in coffee.

*How to choose, how to brew, is shade-grown really more environmentally friendly.
*They took this content and turned it into a podcast

*What pent-up expertise does your business have?
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HarperCollins Canada’s “Prosecast” ..
eInterviews with authors and book excerpts.

*Promotes their products with value-added content and teaser (reading of a book
excerpt)

*What product or service do you have that you could offer as a “teaser”
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National Gallery .. Has their chef demo’ing different recipes.

*Video examples ... comedians or musicians posting samples of their work on
YouTube

*Audio walking tours of cities
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GoFishin ... a freelance writer and photographer has st  arted a podcast about
issues that affect hunters and anglers —

the goal is to be seen as *the* expert.
*He uses an interview style show that pulls experts in that area.
*This way, he continues to build his network as well.

Other examples ...

*Video examples ... comedians or musicians posting samples of their work on
YouTube — could you post samples of your services on YouTube .. Not stricly a
videocast, but still using social media to build your business

*Audio walking tours of cities

27



Mashups

Content from two or more sources online to create something entirely new
Sometimes done with the blessing of the content creators and sometimes not
Classic “sanctioned” examples .. Often maps plus data, often government data
Any business that has geographically relevant data

Good for travel and travel-related businesses

Real estate
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Housing.com ... combines places for rent & sale on Craigslist (an online classified
site) with google maps .. So you can see at a glance where places are.
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Lake Ontario Ports

Combines maps with government marine data .. You can see where ports are and
drill down for more specific information
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1001 Secret Fishing Holes
*Someone has combined maps with data they have gleaned from different sources
to create a mashup of fishing holes.

*Additional business model .. If you click down one more layer .. That's advertising
that's embedded in the map!!
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Social Media & Your Business

So, how can your business take advantage of social media as a sales funnel,
market research tool, networking tool, etc?

3 easy steps ..
*Find
*Participate
*Create

First .. You need to find your community. And the easiest way to do that is search
for them!

Search for your communities and your influencers
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Google Blog search is just one example.

Let's say | run a garden supply business and | want to connect with gardeners.
So, | search for blogs on gardening.

| get a variety of results. And you just start to explore.
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Participate
Next, participate .

| have two strong caveats to participate:

1. Always begin by listening. A lot of these communities are closely knit and
they will reject outsiders that haven't taken the time to first get acquainted
with their community.

2. Second, always be transparent. Don’t try to pretend that you're some
regular person (though you really own Joe’s Bait and Tackle) and you
make a bunch of comments saying how great Joe’s Bait and Tackle shop
is. You will always be found out.

That being said, how do you participate?
Easy ..
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How to participate ...

*Most obvious and easy way to participate is to comment on what other people are
saying.

*This is one of those gardening blogs | searched on before.

*Read a couple of the recent posts, find something that speaks to you, or that you

can extend the conversation about. Extending the conversation adds value to the
community! You always want to add value.

sLeave a comment with your real name and real email address. And website if you
have it.

*You can also participate by joining a social network that relates to your business.
And just start participating there. Recommend products (your own and others), tag
products, ask questions, ask for feedback .. People love to share their expertise ..
Start to engage your community.
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Roll your own .. Create!

*Finally, after you're comfortable in the social media space .. It may be time for you
to create your own.

*How to create a podcast or a mashup are a little beyond the scope of my talk
today; I've listed some resources in the last couple of slides that will give you
pointers to resources ..

*But starting a blog is dead easy.
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Sites Referenced or Used
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. Quoody Marine -- http://www.townsearch.com/quoddylink/index.html and http://quoddylinkmarine.blogspot.com/

. LK Dining Lounge -- http://www.lkdininglounge.com/ and http://Ikdiningloungeblog.blogspot.com/

. Starbucks Coffee Conversations -- http://www.starbucks.com/ourcoffees/coffeeconversations.asp
. Canada Podcasts — top Canadian podcast directory — http://www.canadapodcasts.ca

. HarperCollinsCanada Prosecasts -- http://www.foursevens.com/prosecast/

. Alyson Schafer -- http://www.alyson.ca/

. Housing Maps - http://www.housingmaps.com/
. Programmable Web -- http://www.programmableweb.com/
. 1001 Fishing Holes -- http://www.1001seafoods.com/fishing/fishing-maps.php

Social Media Resources

«  SpannerWorks collection of whitepapers on search & social media -
http://www.spannerworks.com/seotoolkit/ebooks-white-papers-and-articles/

. Podmonics.ca — using podcasts to build your sales funnel -- http://podonomics.com/
. What's Next Blog - http://www.whatsnextblog.com/

. The Long Tail: http://en.wikipedia.org/wiki/The long_tail and http://www.changethis.com/10.LongTail

«  Wikipedia Entry on Social Media -- http://en.wikipedia.org/wiki/Social_media
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Long Tail Graphics: http://www.flickr.com/photos/missrogue/
Sharing Photo: http:/flickr.com/photos/tjt195/33144950/

Any Questions: http:/flickr.com/photos/calavera/65098350/

What is Social Media: http://flickr.com/photos/st3f4n/143623934/
Growth: http://flickr.com/photos/clearlyambiguous/43124966/
Rock: http://flickr.com/photos/tonifrancois/9634574/

Social Medias: http:/flickr.com/photos/earth2marsh/56270619/
Social Networks: http://flickr.com/photos/chinmaypatil/215141480/
Tagging: http://flickr.com/photos/gliderking/71695530/

Blogs: http://flickr.com/photos/paulwatson/5070827/

PodCasts: http:/flickr.com/photos/rswday/152069962/

Mashups: http://flickr.com/photos/idiolector/143739009/

Find: http://flickr.com/photos/bunchofpants/23602866/

Join: http://flickr.com/photos/charliegentle/94736507/

Create: http:/flickr.com/photos/dizzyqirl/125328389/in/photostream
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