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92%
of journalists 
research online 
while writing 
a story (Vocus)

90%
of Congressional 
offices use blogs to 
help determine 
constituent opinion 
(National Journal)

60%
of consumers have 

changed their opinion 
of a brand based on 

what they read online 
(Pew)

WHY SHOULD WE CARE?

The Trifecta
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SATISFACTION GUARANTEED
Customer care and PR are blending as consumers use social media to demand service

MEDIA REFORESTATION
The media is in a constant state of reinvention as it transitions from atoms to bits

LESS IS THE NEW MORE
Overload takes its toll. Gorging on media is out. Selective ignorance and friends as filters are in

CORPORATE ALL -STARS
Workers flock to social media to build their personal brands,  yet offer employers an effective and credible way to market inthe downturn

THE POWER OF PULL
²ƘŜǊŜ ǇǳǎƘ ƻƴŎŜ ǊǳƭŜŘΣ ƛǘΩǎ ƴƻǿ Ŝǉǳŀƭƭȅ ƛƳǇƻǊǘŀƴǘ ǘƻ ŎǊŜŀǘŜ ŘƛƎƛǘŀƭ ŎƻƴǘŜƴǘ ǘƘŀǘ ǇŜƻǇƭŜ ŘƛǎŎƻǾŜǊ ǘƘǊƻǳƎƘ ǎŜŀǊŎƘ

5 KEY TRENDS SHAPING THE DIGITAL SPACE
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A HUGE SENSE OF 
URGENCY REQUIRED

Three major US dailies have folded; 10 more on the brink

Number of nightly news viewers in US down from 60 million to 20 million in last 
ŘŜŎŀŘŜΧ ŀǾŜǊŀƎŜ ǾƛŜǿŜǊ ŀƎŜ ƻŦ /.{ 9ǾŜƴƛƴƎ bŜǿǎ ƛǎ ср

55.8% anticipated decline in US magazine print circulation over the next three years

Radio listenership is at a 27-year low

Michael tƘŜƭǇǎΩ CŀŎŜōƻƻƪ ǇŀƎŜ Ƙŀǎ ƘƛƎƘŜǊ ŎƛǊŎǳƭŀǘƛƻƴ ǘƘŀƴ ŀƭƭ ǇŀǇŜǊǎ ƛƴ ƛƴ ¦{

4 of 5 top books in Japan delivered on mobile



FOR DIGITAL ENGAGEMENT
A STRATEGIC FRAMEWORK

Raise your game: Use social media to lead perceptual change

Get human: People connect better with people than brands

Think and talk like your audience, and master Google accordingly

Strive for authentic unavoidability: everywhere; all the time

LŘŜƴǘƛŦȅΣ ŀŎǘƛǾŀǘŜ ŀƴŘ ƳŀƪŜ ƘŜǊƻŜǎ ƻŦ ŦŀƴǎΧ ƛƴǎƛŘŜ ŀƴŘ ƻǳǘǎƛŘŜ

Keep it fresh (and the competition guessing)



Proposed AB Social Media Model

Brand & Company Generated Content

The Brandôs ñOfficialò Faces 

& Voices in Social Media

Industry Digerati & Media 

Via Social Media Newsroom

Forums
Social

Networks

Photo & 

Video Sites

Brand Advocate-Generated Content & Their ñFindsò of the Day

Media
Search

Engines
Twitter Blogs
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ONLINE COMMUNITY AT LARGE

9ŘŜƭƳŀƴΩǎ 9ƴƎŀƎŜƳŜƴǘ aƻŘŜƭ



¢Ƙƛƴƪ ά!ƭǿŀȅǎ hƴέ 
Conversations Outlive Campaigns 
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Marketing and Promotional Campaigns are Scripted, and Have Defined Start & Stop Points. 
Each Should Create A Spike, Attract New Advocates and Raise the Aggregate Level of Conversation   

.ǊŀƴŘΩǎ hǇǇƻǊǘǳƴƛǘȅ ƛǎ ǘƻ 9ƴƎŀƎŜΧ !ǳǘƘŜƴǘƛŎŀƭƭȅΦ 
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Obama 
Wrote the 
Book

Community Organizing + Web 2.0 + Brilliant Execution
EQUATION FOR ONLINE ADVOCACY SUCCESS

Yes, We Can: 
Engage millions while 
retaining focus AND 
control throughout 
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http://www.newseum.org/todaysfrontpages/hr.asp?fpVname=NY_NYT&ref_pge=gal&b_pge=3
http://www.newseum.org/todaysfrontpages/hr.asp?fpVname=WSJ&ref_pge=gal&b_pge=1
http://www.newseum.org/todaysfrontpages/hr.asp?fpVname=DC_WP&ref_pge=gal&b_pge=1

