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Social	
  Media	
  –	
  you	
  
	
  are	
  already	
  so	
  good!	
  



We	
  will	
  talk	
  about…	
  

1.  About	
  Social	
  media	
  –	
  its	
  role/relevance	
  
2.  Social	
  Media	
  and	
  Brand	
  Building	
  
•  Importance	
  of	
  Consumer	
  

3.  Resources	
  



1.	
  About	
  Social	
  Media	
  

	
  
	
  
Social	
  Media	
  Marke7ng	
  is	
  a	
  component	
  of	
  digital	
  
marke7ng.	
  	
  It	
  is	
  the	
  online	
  means	
  of	
  
communica7on,	
  collabora7on,	
  and	
  cul7va7on	
  of	
  
interconnected	
  communi7es	
  of	
  people,	
  
communi7es	
  and	
  organiza7ons	
  enhanced	
  through	
  
technological	
  capabili7es	
  and	
  mobility	
  
	
  

…..requires	
  $$	
  +	
  strategy…….	
  
	
  	
  	
  



1.	
  Essen7al	
  	
  
PlaRorms	
  



1.	
  Relevance	
  -­‐	
  Why	
  is	
  this	
  
Important?	
  

“social	
  media	
  has	
  the	
  power	
  to	
  significantly	
  
impact	
  a	
  firm's	
  reputa6on,	
  sales,	
  and	
  even	
  
survival”	
  





Brands	
  need	
  to	
  be	
  
seen	
  as	
  a	
  trusted	
  
source	
  of	
  
informa6on	
  on	
  all	
  
pla<orms	
  and	
  
they	
  need	
  to	
  use	
  
social	
  media	
  to	
  
connect.	
  



2.	
  Building	
  	
  
your	
  Brand	
  
RelaConship	
  

	
  
Response	
  

	
  
Meaning	
  

	
  
IdenCty	
  



Iden7ty	
  
Consistency	
  of	
  all:	
  	
  
•  plaRorms	
  +	
  	
  
•  consumer	
  touch	
  

points	
  



Meaning	
  

How	
  well	
  does	
  this	
  brand	
  
provide	
  basic	
  funcCons	
  of	
  the	
  
product	
  or	
  service	
  category?	
  

Also	
  Canadian	
  
Running	
  Magazine	
  
Top	
  Tweet	
  



Response	
  
	
  All	
  types	
  of	
  

consumer	
  
responses	
  are	
  
possible,	
  
ul6mately	
  what	
  
ma?ers	
  is	
  how	
  
posi6ve	
  they	
  are	
  
	
  



RelaConship	
  
May	
  15,	
  2015	
  

May	
  1,	
  2015	
  



Implica7ons	
  
•  Customers	
  own	
  brands	
  –	
  Build	
  
resonance	
  

•  Don’t	
  take	
  shortcuts	
  –	
  5	
  years?	
  
•  Provides	
  important	
  focus	
  -­‐	
  
strategy	
  



Summary	
  

The	
  customer	
  is	
  not	
  
an	
  idiot,	
  she	
  is	
  your	
  

boss	
  
David	
  Ogilvy	
  



Thank	
  you	
  

Ques7ons?	
  
www.Linkdin.com	
  
@Andreaeby1	
  
andrea@runvan.org	
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Web	
  
Interbrand.com	
  
Comscore.com	
  
Bmovanmarathon.ca	
  
Facebook	
  
twi]er	
  
	
  
Agencies	
  
•  Tribal	
  Worldwide,	
  Vancouver	
  
	
  



Resources	
  
Digital	
  Pla_orms	
  
•  h]ps://www.facebook.com	
  
•  h]ps://twi]er.com	
  
•  h]p://instagram.com	
  	
  
•  h]ps://plus.google.com	
  

Listening	
  and	
  Monitoring	
  
•  Hootsuite	
  –	
  Social	
  media	
  management/scheduling	
  
•  Google	
  alerts	
  –	
  email	
  updates	
  on	
  queries	
  
•  SproutSocial	
  –	
  monitor	
  social	
  profiles	
  
•  Twi]er/Facebook	
  search	
  

ProducCvity	
  Tools	
  
•  Dropbox	
  –	
  cloud	
  data	
  storage	
  
•  Google	
  docs	
  –	
  document	
  sharing	
  (careful	
  edits	
  not	
  recorded)	
  
	
  
Eblasts	
  
•  Mailchimp	
  

	
  


