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Social Media Examples

• Online Forums

• Blogs• Blogs

• Online Business Networks

• Facebook

T itt• Twitter



Why Social Media?

• Listen and learnListen and learn
• Interact

Invite• Invite



Social Media

==
YOU ARE
Th M diThe Media



Don’t Press “Post” Yet
Before you blog, tweet, post, or otherwise 

share your message with the world… 
• What is your objective?
• Does your action support yourDoes your action support your 

organizational goals?
• What are the risks?What are the risks?



Strategic Communication

• Meet audiences where they are
R h i ht l• Reach right people

with right messages
via right means

at right timeat right time



Online Forum (sample)
06/03/09, 1:49 PM Quote
The Facebook debate rages on! The health care organization I work for has 
recently created a Facebook page  We are now debating whether or not to open 

Online Forum (sample)

recently created a Facebook page. We are now debating whether or not to open 
up Facebook access to all employees (only the PR folks currently have access to 
Facebook). We are receiving lot of pushback that Facebook is a time waster, 
addictive, and nonproductive use of time. Of course we see it as another great 
tool to interact and communicate what is going on within our company  tool to interact and communicate what is going on within our company. 

So I’m look for the “business case” for opening up Facebook to all employees. Has 
anyone been successful with making the case to open up Facebook to all 
employees? If so  can you share examples? If not  what happened?employees? If so, can you share examples? If not, what happened?
Report

06/04/09, 9:34 AM #2
Re: The case for FacebookRe: The case for Facebook
Quote
The funny thing is that they said the same thing about allowing employees to use 
phones and then the Internet and now...one of the IT managers I know even 
claims we can't allow FB at work because it was addicting …. so in essence, we are claims we can t allow FB at work because it was addicting …. so in essence, we are 
doing out employees a favor by banning it. 





Blog (sample)Blog (sample)



B ild B tt BlBuild a Better Blog

• Read other people’s blogs
• Write about what people search forp p
• Invite participation
• Engage those who comment• Engage those who comment
• Leverage your message through 

li klinks

Ragan.com: 5 Tips For Starting, Optimizing and Promoting a Blog. Jantsch 9/22/09



Bl D ’Blog Do’s

• Blog regularly
• Invite conversationInvite conversation

Mashable.com: Top 5 Business Blogging Mistakes and How to Avoid Them. Catone 9/21/09



Bl D ’tBlog Don’ts

• Don’t treat blog as a press center
• Don’t bury contentDon t bury content 
• Don’t expect instant satisfaction

Mashable.com: Top 5 Business Blogging Mistakes and How to Avoid Them. Catone 9/21/09



Online Business Network 
(sample)



Facebook Page (sample)Facebook Page (sample)



Facebook

• Who’s using it?
• Why are people are using it?y p p g
• What about privacy?

Infotoday.com: Facebook 101, Krivak



Using Facebook for BusinessUsing Facebook for Business

• Manage your profile
• Connect and share with others
• Use network, group, and fan pages

webworkerdaily.com: 32 Ways to Use Facebook for Business



TwitterTwitter



Twitter
• How does Twitter work?

Wh l 140 h t ?• Why only 140 characters?
• How do businesses use it?

Twitter.com, Twitter 101



Twitter Do’s

• Consider why you’re tweeting
Thi k t i b t t ti• Think twice about tweeting a 
controversial message

Ragan.com: Twitter’s 10 Commandments. Saddington 9/18/09



Twitter Don’ts
• Don’t tweet too much information
• Don’t forget who’s following youg g y
• Don’t share what’s not yours to tell
• Don’t argue• Don t argue

Ragan.com: Twitter’s 10 Commandments. Saddington 9/18/09



Twitter Challenges forTwitter Challenges for 
Companies

• It’s not a strategy; it’s a tool
• Who’s listening?
• It could hurt credibility if used poorlyIt could hurt credibility if used poorly

Top 10 Reasons Your Company Probably Shouldn’t Tweet. B.L. Ochman



Strategic Communication

• Meet audiences where they are
• Reach right people

with right messageswith right messages
via right means

at right time


