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My Presentation

History and Landscape of Social Network & Social Media V 2.0

Marketing 2.0 - Marketers at Tipping Point
— Social Media in perspective for business, brands and organizations.

— Why It matters to you and your business!

— Choices in Perspective

A Plan To Start a Social Media ProjectA Plan To Start a Social Media Project

About Orbius
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Social Network & Social Media V 2.0

Marketers at Tipping Point
Social Media in perspective for business, brands and organizations.

Why It matters to you and your business!

A Plan To Start a Social Media Project
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A Plan To Start a Social Media Project



About C.H.Low, CEO Orbius Inc.

Background

— Startup/Early Stage history

Founded Orbius Inc – May 1st 2007

CTO StarCite (Merged with OnVantage)

EVP Product Management, eMoneyAdvisor(Acquired by Commerce Bank),

CTO VerticalNet “B2B Marketplaces”(IPO)

VP Development, Reality Technologies (Acquired by Reuters)

— University of Pennsylvania (Management and Technology— University of Pennsylvania (Management and Technology

Full Disclosure

Orbius provides social media platform for brands and users that have outgrown or are
not a fit for personal social sites like Facebook, mySpace, etc…

— Designed to meet the business goals of organizations, businesses and brands to deploy social
media tools to engage their customers, partners and employees.

Key Value Propositions

— Social Media Community that is safe for brands and trusted by people

— Orbius enables People to Share Knowledge

— Fraction of the cost of a custom built community with a

Safe for Brands. Trusted by People

About C.H.Low, CEO Orbius Inc.

EVP Product Management, eMoneyAdvisor(Acquired by Commerce Bank),

VP Development, Reality Technologies (Acquired by Reuters)

University of Pennsylvania (Management and Technology)
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University of Pennsylvania (Management and Technology)

Full Disclosure

Orbius provides social media platform for brands and users that have outgrown or are
not a fit for personal social sites like Facebook, mySpace, etc…

goals of organizations, businesses and brands to deploy social
media tools to engage their customers, partners and employees.

Social Media Community that is safe for brands and trusted by people

Fraction of the cost of a custom built community with a SaaS model



History of Digital Social Technology
And Buzzwords

Origin: Use Groups, Bulletin Boards, Compuserve

Web 1.x & B2B (1995…)

— Corporate Websites + Discussions/Rating added (1999…)

Web 2.0 / Social Media (2001/2003…)

— Web 2.0 Technology

Ajax, Flash, Silverlight…

Mashups, Interoperability of Widgets, Open Social API, Open ID

Blogs, Wiki, Photos, Video, Podcasts, Reviews, Comments

MobileMobile

— Personal Social / Topical – Fun, Keep Up to Date, Share

LinkedIn, Facebook, mySpace, Twitter, Flickr, YouTube, Second Life

Dogster/Catster, Boomj … A new one every day.

— Wisdom of the Crowd – Wikinomics – Generate Information/Knowledge

Wikipedia, Wikia, Business 2.0 ( Sermo (Doctors), Innocentive

Digg, StumbleUpon, Tumblr, Del.i.cio.us

— Marketing 2.0 – Paradigm shift from interruption to interaction

Business-to-Customers, Customers-to-Customers, Brand

Web 3.0 (2008/9…)

— Semantic Web…
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History of Digital Social Technology

Compuserve, Prodigy, AOL

Corporate Websites + Discussions/Rating added (1999…)

, Interoperability of Widgets, Open Social API, Open ID

Blogs, Wiki, Photos, Video, Podcasts, Reviews, Comments

Interactivity
Self-Expression, Share,
Democratized Participation
Citizen Publishers (Prosumers)
Collaborative
Mashups
Interoperable APIs
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Fun, Keep Up to Date, Share

LinkedIn, Facebook, mySpace, Twitter, Flickr, YouTube, Second Life

Generate Information/Knowledge

Innocentive, IBM Smart SOA)

Paradigm shift from interruption to interaction.

Customers, Brand-to-Partners, Internal Associates

Interoperable APIs



Social Networking and Social Media
History and Landscape

Network Size

1 M

10 M

100 M

2003-4 20062005

The Beginning
• Its about FUN!

One Foot Crosses Chasm
• SUCCESSFUL Adoption

• Value to advertisers undefined

• Businesses apprehensive

but cannot ignore

Number of Networks

Safe for Brands. Trusted by People

Social Networking and Social Media

Mega Horizontal Networks – YouTube,
mySpace, Facebook

Large-Medium Vertical Networks – Fashion,
Health

Small-Medium Verticals, Private Groups,
Common Interest Groups, Company Sponsored
Themes – THE LONG TAIL!
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2007 2008

The Re-Launch
• Business-driven experiments

• Focus on Utilitarian Value

• Broader Social Media

framework emerge

Sustainable Model
• One shoe does not fit all

• Micro-theme portals provide

targeted value to users and

advertisers

• Business and users have

symbiotic relationship!

Number of Networks



Business meets Social Media

Social Media (User Generated Content) is Permanent Phenomenon

First Generation

Personal(P2P) Social Networking Driven

Fun, Photo Sharing, Self-Expression Driven

Severe Challenges for Marketing

• Horizontals not well profiled for marketing

– Age and gender insufficient

– Group = Unnatural presence for Brand– Group = Unnatural presence for Brand

– Ads interrupts user interaction vector

• Unresolved problems:

– Privacy

– Minor-protection

– Copyright

– Vulnerabilities: vulgarity, libel

Why they work!

• Fun, Hang Out,

• Find People

• Hunting/Meeting ground

• Utility

• Photos

• Update about you

• Messages

Safe for Brands. Trusted by PeopleBusiness meets Social Media

Social Media (User Generated Content) is Permanent Phenomenon

Second Generation

Social Theme Centric

Business Participation Driven

Utility/Information (Tagged) Driven

Consumer Goods

• www.Bennettontalk.com (Social Cause - Bennetton)

• www.Capessa.com (Women - P&G, Yahoo)

• mystarbucksidea.force.com ( Starbucks Idea Storm)
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• mystarbucksidea.force.com ( Starbucks Idea Storm)

Disease State

• www.mammosite.com ( BreastCancer - Cytyc)

• www.changingDiatebetes-us.com (NovoNordisk)

Industrial

• www.ecotreadsetters.com (Green- Yokohama Tire)

Travel/Airlines

• clubchina.klm.com ( Doing Business in China-KLM)

• www.yattit.com (Hyatt Hotels)

• www.flyopenskies.com (BA’s new discount airline)

Technology

• www.dellideastorm.com (Dell Computers)

• www.regeneration.org (Green Innovations – Dell)

• www.ibm.com/developerworks



Rapid Growth Forecasted
Marketers should go to where people are going

Source: Strategy Analytics (December 2007)

Safe for Brands. Trusted by People
Marketers should go to where people are going
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Why they do it…
Driven by powerful human emotions

Safe for Brands. Trusted by People
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Marketers Need to Change Job Description
Provider of Information and Context

Advertisements
Create

Awareness

Customers Decision Making
Process

(Black Box- Non Linear Path)

Safe for Brands. Trusted by People

Marketers Need to Change Job Description
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Customers Decision Making
Process

Non Linear Path)

Conversion
$$$$



Brand Marketers At Tipping Point
Emerging opportunity for social media for brands and businesses

Social media is becoming a core business marketing tool

Uses: brand-building, lead generation, research, product launch, customer retention

The traditional corporate website is irrelevant

Credible fact and opinion will be authored by the corporation

Customers to submit, define, and vote for next
with product teams

Brands also must learn to give up some control

Let consumers tell each other the best stories

Mind-set shift needed to make us (marketers) relevant to today’s consumer

Shift from “telling and selling” to building relationships

Stay in touch, get out there and talk to real people about real issues

Viral loops are the "most advanced direct
in the world right now5

1 Larry Weber, CEO W2 Group (2/2007)
2 Jeremiah Owyang, www.web-strategist.com (5/2007)
3 Sarah Fay, President of Isobar US, onlinemedia.com (9/2007)
4 Jim Stengle, EVP Sales and Marketing, Proctor & Gamble (4/2008)
5 Unknown eMarketer (2008)
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Brand Marketers At Tipping Point
Emerging opportunity for social media for brands and businesses

Social media is becoming a core business marketing tool1

building, lead generation, research, product launch, customer retention

The traditional corporate website is irrelevant2

Credible fact and opinion will be authored by the corporation and the community

Customers to submit, define, and vote for next-generation products in collaboration

Brands also must learn to give up some control3
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Let consumers tell each other the best stories – good and bad

set shift needed to make us (marketers) relevant to today’s consumer4

from “telling and selling” to building relationships

Stay in touch, get out there and talk to real people about real issues

Viral loops are the "most advanced direct-marketing strategy being developed

Jim Stengle, EVP Sales and Marketing, Proctor & Gamble (4/2008)



You should care !
The Cheese Has Moved…

Your detractors more vocal and visible

— You cannot control or avoid them – So just embrace them

— Could be worse… They become your competitors’ friends and you don’t know!

— Free focus group feedback!

You have fans – Are you leveraging or engaging them

— They’ll come to your defense IF they feel detractors are unfair

— Help them tell their friends about you

You have partners and associates – Can they help you if they want to?

Diminishing traditional advertising effectiveness

— Reduced reach in traditional media

Tivo, DVRs, Reduced newspaper & magazine readership

Broadcast audience steady but more micro-segments via cable/satellite

Radio also steady – car is the main captive audience

Consumers moving to the Internet for content and entertainment

— Very hard to connect the journey between ads and conversion

— You audience is going to the Net. Where are you?

Safe for Brands. Trusted by People

So just embrace them

Could be worse… They become your competitors’ friends and you don’t know!

Are you leveraging or engaging them

They’ll come to your defense IF they feel detractors are unfair
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Can they help you if they want to?

Diminishing traditional advertising effectiveness

segments via cable/satellite

Consumers moving to the Internet for content and entertainment

Very hard to connect the journey between ads and conversion

You audience is going to the Net. Where are you?



Types of Communities

Topical or Common Demographic

 Automotive/Audience segments

 House goods/Cleaning

 Health, Wellness and Well Being

 Entertainment/Amusements/Hobbies

All have a “cause / reason / passion” and “value” to members

 Entertainment/Amusements/Hobbies

 Insurance and Life Oriented Products

 High Net Worth individuals - Inheritance

 Disease State

 Social Cause (Politics, Environmental, etc)

 Physicians’ and their business issues

 Sports Fans (High School, College, etc)

Safe for Brands. Trusted by People

Organizational

 Golf Club’s

 Customer Support- crowd sourcing

 “Peer network” Groups

 PTA/School’s/Chamber of Commerce

All have a “cause / reason / passion” and “value” to members
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 PTA/School’s/Chamber of Commerce

 Software/Technology Company User Groups

 Internal Company Communications

 Business Supply and Distribution Partners

 Idea storming with Customers

 Professional Associations/Philanthropic

Member Groups/Not-for-Profit

 Alumni groups, User/Professional Groups



Brand Engagement Paradigms
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Value to Brand Marketing

Corporate Website

Corporate Website
with Discussions

TALKING AT
CUSTOMERS

TALKING WITH
CUSTOMERS

Brand Engagement Paradigms

TALKING AMONGST
CUSTOMERS

Company Centric
Social Communities
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Value to Brand Marketing
February 2008

Source: Orbius



Brands Already Have Members with Common Interests
They may be customers of more than one of your brands

Safe for Brands. Trusted by People

Brands Already Have Members with Common Interests
They may be customers of more than one of your brands
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Emotional Value and Involvement
Safe for Brands. Trusted by People

Emotional Value and Involvement
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Brand a Theme Important to Customers
Does not have to relate to your product – Just to your customers

Brand a Theme Important to Customers
Just to your customers
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Wisdom of the Crowd
Product development ideas from customers

Coffee

Discount
Airline by

BA

Product development ideas from customers

17

Tech



Marketing 2.0
Engage EMOTIONALLY at Touch Points

Engagement and Relationships

— Participate and Influence – Not Control

Afraid of negative comments

— They are already out there. You just may not know about it.

— Their dispersed segregated locations do not let your fans come to your support

— How about your competitor mining those to understand your weaknesses!

Don’t be afraid of losing controlDon’t be afraid of losing control

— You don’t really have it anyway! The sooner you realize the better of you’ll be.

— But you can influence the context by your participation

Join their “party”, follow the rules and make it a good “party” with them

— “Cause, Reason or Passion”

— Provide value (Information, beneficial interaction, etc)

— Use the new tools to be more effective or FUN!

— And they will make you successful

It is about what they want or feel

Safe for Brands. Trusted by People

They are already out there. You just may not know about it.

Their dispersed segregated locations do not let your fans come to your support

How about your competitor mining those to understand your weaknesses!
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You don’t really have it anyway! The sooner you realize the better of you’ll be.

But you can influence the context by your participation

Join their “party”, follow the rules and make it a good “party” with them

Provide value (Information, beneficial interaction, etc)

Use the new tools to be more effective or FUN!

It is about what they want or feel



Balanced Influence/Control
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Professional Blogger

Corporate Website
(Brand Messaging)

Corporate Website
With Discussions 1.0

Full Control

Corporate Website
Informational

Comments Edited

Company
Blogger

2.0
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Users Freedom of Speech
(Users Trust Information)

Comments Disallowed

Independent Positive
Blogger

Independent
Negative Blogger

No control

Note: How brands respond can affect position

Source: Orbius
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Range for sponsored
communities

Balanced Influence/Control Creates Mutual Trust

Legend

- Full User Control

- Influencers

- Full Brand Control

Dell’s IdeaStorm

Benetton Talk

IBM Developers

Brand Participate
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Users Freedom of Speech
(Users Trust Information)

Brand can only respond

Professional Journalist
Prominent Blogger

Brand Sucks
Website

GetSatisfaction.com

- Full Brand Control

Fan Website

User Reviews Website

-Examples of
Balanced Communities

Wikipedia

February 2008

Source: Orbius



Level of Social Interaction Enablement
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Active Social Graph

Balanced Intersection of Community and Personal Social Interaction
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Community/Group Interaction
Group Functions

(LinkedIn, Viadeo)

Yahoo/Flickr

Microsoft Live

Minimal Social Graph

Low Cost
(SaaS)
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Level of Social Interaction Enablement

Orbius

Robust Communities
on Social Graph

Platform

Balanced Intersection of Community and Personal Social Interaction

Custom / Private
Communities

Personal Social
Networks

Custom
Communities
Implementing

Open Social API
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Community/Group Interaction
Full suite of Community Tools

Orbius

Medium Cost (SaaS) High Cost (Custom)

Networks

February 2008

Source: Orbius



Join vs. Build

Join an Existing Network

Access a large new audience

— View existing social networks as a reach
mechanism

Short Life-cycle campaign

Thematic oriented engagement

— Broad, horizontal and shallow

No/Limited plans to reuse audience

— Themes may not transfer well

— Legally, you don’t own the members

No concern for privacy of business
information

All participants are equal

More peer sharing oriented

Safe for Brands. Trusted by People

Build Your Own

Access your own existing customer
list, partners, associates

Longer term or permanent
relationship based engagement

— Customers are NOT friends of the brand

21

Brand / Company Engagement

— Narrow, vertical, deep

Members recycled to future
campaigns/engagement

Need privacy of business information

Not all participants are equal

More collaborative oriented



Engagement Influences Decision Process
Leading to Conversation / Transaction

Branding, Influencing,
Relationships, Context

Advertising, SEM

Join and Participate
in Social Networks

Sponsor or Build

Customer Forum

Sponsor or Build
Social Communities

Corporate Blogs

CUSTOMER
SERVICE

EXPERIENCE

Safe for Brands. Trusted by People

Engagement Influences Decision Process

Online( E-Commerce )
& Offline Points of Sale

Information, Conversion,
Transaction

Advertising, SEM
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& Offline Points of Sale

Customer Forum

Corporate Blogs

Corporate Website
Product Support



Case Study: Dell
Transformation from Dell “Customer Service” Hell Days

Regeneration Poster Contest
on Facebook

Dellideastorm.com

Regeneration.org

Affinity by Product Categories

Safe for Brands. Trusted by People
Transformation from Dell “Customer Service” Hell Days

Dell.com

Google AdWords

Support

Associative Effect of Micro Theme
Communities to the brand
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Dellideastorm.com

Dell Community
Affinity by Product Categories

CUSTOMER
SERVICE

EXPERIENCE

Support



Handling Negative Comments
Be happy you are getting them. Don’t fear them.

Don’t censor unless it is abusive.

Designate a Responder (Usually Communications or PR)

— Non-combative or defensive but empathetic

— Agreeable and sociable personality

— Not easily offended by criticism (emotionally intelligent)

Understand the Issue in its ENTIRETY before responding

— Acknowledge their feelings (as human beings)— Acknowledge their feelings (as human beings)

— You may NOT have to respond if the conversation amongst customers is satisfactory

Responses must be conversational and human
corporate statement

Monitor reaction, acknowledge or re-engage until RESOLVED!

— The interaction defines YOUR BRAND!

Appreciate these as “FREE” valuable & unvarnished feedback from marketplace.

— Socialize the INTELLIGENCE with your organization and improve your product/services.

Safe for Brands. Trusted by People

Handling Negative Comments
Be happy you are getting them. Don’t fear them.

Designate a Responder (Usually Communications or PR)

combative or defensive but empathetic

Not easily offended by criticism (emotionally intelligent)

Understand the Issue in its ENTIRETY before responding

(as human beings)
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(as human beings)

You may NOT have to respond if the conversation amongst customers is satisfactory

conversational and human , not feel like an unemotional

engage until RESOLVED!

Appreciate these as “FREE” valuable & unvarnished feedback from marketplace.

Socialize the INTELLIGENCE with your organization and improve your product/services.



The ROI ?
Traditional Analytics Insufficient

Don’t over thinking the ROI for now

— Hard to be Christopher Columbus but this time there are many ships sailing that way…

— What’s the ROI for Billboards, coupons, TV Ads?

— So choose an experimental project with small “I”

4 “I”s of User Engagement Model (*)

— Involvement ( Presence ), Interaction ( Action ), Intimacy (Sentiment and Affinity)

— Influence (Tell a Friend)

Qualitative Vs Quantitative Measures

— How to measure a RELATIONSHIP, trust, fondness, their happiness when they use your product?

— Buzz Monitoring (e.g Google Alerts, Andiamo,

— New Engagement Measurements Tools- Microsoft Engagement Mapping , Nielson,

NEW intelligence about your customers, products, competitors

— What do they like / hate about your competitors? Why do they buy?

— New product innovation ideas

Net Promoter Score

— Would they recommend your product/services to their friends?

(*) Forrester Research

Safe for Brands. Trusted by People

Hard to be Christopher Columbus but this time there are many ships sailing that way…

What’s the ROI for Billboards, coupons, TV Ads?

So choose an experimental project with small “I”

Involvement ( Presence ), Interaction ( Action ), Intimacy (Sentiment and Affinity)
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How to measure a RELATIONSHIP, trust, fondness, their happiness when they use your product?

, BuzzMetrics, Twitter)

Microsoft Engagement Mapping , Nielson, Doubleclick

NEW intelligence about your customers, products, competitors

What do they like / hate about your competitors? Why do they buy?

Would they recommend your product/services to their friends?



What still has room for improvement..
According to a few experts

Tim O’Reilly’s wish list (See http://gsp2007.com/slides/

—Reflects my real social relationships

—Help me manage those contacts(How to reach them and updates status)

—Manage Groups of People

—Recognize Asymmetry of Relationships

—Fine Grained Control of what I see or Ignore

—Discover Interesting People—Discover Interesting People

Advertising on Social Networks so far are largely ineffective

—Message at the point of interaction is orthogonal with user’s mindset.

Generally interrupts the user’s interaction vector

—Join with an engaging application to draw users to your final location

—Effective for short thematic campaigns

Open Social API – Allows mini apps to be plugged into existing audience

—Promising but many bugs and standards improvement to be worked out
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What still has room for improvement..

http://gsp2007.com/slides/)(Q4-2007)

Reflects my real social relationships – phone or mail

Help me manage those contacts(How to reach them and updates status)

Recognize Asymmetry of Relationships

Fine Grained Control of what I see or Ignore
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Advertising on Social Networks so far are largely ineffective

Message at the point of interaction is orthogonal with user’s mindset.

Generally interrupts the user’s interaction vector

Join with an engaging application to draw users to your final location

Effective for short thematic campaigns

Allows mini apps to be plugged into existing audience

Promising but many bugs and standards improvement to be worked out



To Get Started…

Have an HONEST, AUTHENTIC, TRANSPARENT

— Don’t fear negative comments

— Must be the corporate DNA for successful implementation

Start small - Minimal disruption and impact on existing stakeholders

— This is still unfamiliar to most people!

New paradigm, disruptive technology. Traditional paradigm being assaulted.

Defensive/Self Preservation tendencies to overcome

— Overcome fear of unknown by SHOWING them

— Avoid the Big Bang! - Feels too scary and risky— Avoid the Big Bang! - Feels too scary and risky

— You may also be learning yourself…

Enlist experts in external communications as comrade in arms.

— They know more of what is going on outside the company (E.g. PR Dept, Customer Service)

Have a defined business objective

— If it works, it means…

Get support from a Senior Business Sponsor

— Lowest risk of time and cost to experiment with a hope for innovation

Have a plan for larger scope when it shows success

— Intermediate milestones and measurements/evaluations

Safe for Brands. Trusted by People

HONEST, AUTHENTIC, TRANSPARENT mentality interacting with customers.

Must be the corporate DNA for successful implementation

Minimal disruption and impact on existing stakeholders

New paradigm, disruptive technology. Traditional paradigm being assaulted.

Overcome fear of unknown by SHOWING them

Feels too scary and risky
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Feels too scary and risky

Enlist experts in external communications as comrade in arms.

They know more of what is going on outside the company (E.g. PR Dept, Customer Service)

Lowest risk of time and cost to experiment with a hope for innovation

Have a plan for larger scope when it shows success

Intermediate milestones and measurements/evaluations



Structure a Solution Around YOUR Community

What is the “cause or reason” for the community?

What is the emotional attachment to your product?

What type of relationship are you looking to create?

—Direct to members or member to member

What value will members obtain from participation?What value will members obtain from participation?

—What’s in it for them?

—What is your “stickiness factor”?

What is the psychographic of the targeted members?

—Fun, unconventional, independent thinker, tree hugger, etc.

What are the demographics of the targeted members?

—Age group, educational level, etc.

Safe for Brands. Trusted by People
Structure a Solution Around YOUR Community

“cause or reason” for the community?

What is the emotional attachment to your product?

What type of relationship are you looking to create?

Direct to members or member to member

What value will members obtain from participation?
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What value will members obtain from participation?

What is the psychographic of the targeted members?

Fun, unconventional, independent thinker, tree hugger, etc.

What are the demographics of the targeted members?



Expand to All Supply and Distribution Partners

A Sample Path for Social Media Champion
Start small, safely and show value along the way

S
c
o

p
e

Company Wide and Trusted Users Pilot

Internal Community is a
safe way to start

Company Wide and Trusted Users Pilot

Launch: Limited Pilot

Workshops & Pilot to
Develop Objectives &

Strategies of Social Media
Project

Product Development

Intranet Community

Scope: Audience Size/Segment, Content, Features/Engagement Widgets

Safe for Brands. Trusted by People

Customer
Communities

Engage
customers with a

theme Community

A Sample Path for Social Media Champion
Start small, safely and show value along the way

29

Time
Product Development

Customer Community

Audience Size/Segment, Content, Features/Engagement Widgets



Community Building Plan

Process is the most important but often overlooked

Strategy &
Innovation

Business Goals

Funding

Platform

Define and
Configure
Community

Theme

Features

Seed Content

Audience
Psychographics

Metrics

Process

Safe for Brands. Trusted by People

Campaign
Management

Recruitment

Process is the most important but often overlooked
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Define and
Configure
Community

Seed Content

Audience
Psychographics

Recruitment

Content
Participation

Content Refreshing

Nurturing

Content Monitoring

Continuous
Recruitment

Measure



Strategy for Success

Understand the
Cause or Need

Types of
Relationship

• Definable COMMON cause or need makes
successful Communities.

•Define Rules of Engagement that is mutually
beneficial and balanced

Establish Value
to Members

Understand
Psychographic

Define Business
Objectives

Appropriately

• Provide value for their time/effort, they come back

• Offer content that engages and emotionally connects
• Demographic is secondary

• Quantitative
• Qualitative
• ROI Definition remains very nascent

Safe for Brands. Trusted by People

Definable COMMON cause or need makes
successful Communities.

Define Rules of Engagement that is mutually
beneficial and balanced
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Provide value for their time/effort, they come back

Offer content that engages and emotionally connects
Demographic is secondary

Quantitative – Number, Reach, Frequency
Qualitative – Information, Sentiment, Intelligence
ROI Definition remains very nascent



Configure Community

Review Strategy
and Rational

Define Content
Theme

• Define Success Strategy Elements

• Define Content that will serve your community
(What they want, not what the Brand want)

Design and Organize
Community

Define and Establish
Governance Model

Train Your
Community Manager

• Creative and Interactivity design

• Establish level of control for Brand to Feel safe
and Customers to feel free

• Your team or Agency should be self
• Preferably no IT needed

Safe for Brands. Trusted by People

Define Success Strategy Elements

Define Content that will serve your community
(What they want, not what the Brand want)
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Creative and Interactivity design

Establish level of control for Brand to Feel safe
and Customers to feel free

Your team or Agency should be self-sufficient
Preferably no IT needed – SaaS is best



Community Management

Initial Recruitment

Content Creation

• Start with your customer list
• Traditional Marketing and SEM
• Access existing Social Networks if appropriate

• Seed Initial Content (Your team or Agency)
• New or reuse existing

• Contribute, Respond, Guide
Nurture &
Participate

Content Monitoring

Continuous
Recruitment

• Contribute, Respond, Guide
• Process and tone to participate and respond
• REMEMBER: IT’S FOR THEM!

• Monitor for Abuse without Censorship
• Respond UNEMOTIONALLY but HUMANLY
•Trust your fans to come to support you

• Keep Marketing
• Enable Members to leverage their social graph
and multiply your investment when they share

Safe for Brands. Trusted by People

Start with your customer list
Traditional Marketing and SEM
Access existing Social Networks if appropriate

Seed Initial Content (Your team or Agency)
New or reuse existing (including external) content

Contribute, Respond, Guide
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Contribute, Respond, Guide
Process and tone to participate and respond
REMEMBER: IT’S FOR THEM!

Monitor for Abuse without Censorship
Respond UNEMOTIONALLY but HUMANLY
Trust your fans to come to support you

Keep Marketing
Enable Members to leverage their social graph
and multiply your investment when they share



Staffing Roles and Responsibilities
For a Typical Social Media project

Internal Team Marketing / PR Agency

Business Sponsor($$$)
Project Lead (Strategic Vision)

Social Media

Community Manager(Recruiting, Monitoring , Participating )
PR, Marketing, Customer Service, Product Development, Management, Brand
Managers

Content- Initial and Refresh
(Internally generated or via partnerships)

Content- Initial and Refresh
(Internally generated or via partnerships)

Measure, Collect Intelligence, Refine Strategy
(Marketing, Product Development)

Community theme and functional design and setup

Safe for Brands. Trusted by People

Staffing Roles and Responsibilities

Marketing / PR Agency Technology Provider

Social Media Best Practices and Strategy Services

Recruiting, Monitoring , Participating )
PR, Marketing, Customer Service, Product Development, Management, Brand

Some offer monitoring
services
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Collect Intelligence, Refine Strategy

Community theme and functional design and setup

Technology
Customization
Hosting



Other Obstacles to Overcome

Cultural barriers to authenticity1

—Inability to ask for “negative” feedback, and respond and acknowledge
appropriately

—Inability to say positive things about competitors

—Inability to admit when you were wrong to your customers

Change is hard!

—Fear of unknown and mistakes – Minimize COST of failure. Show them—Fear of unknown and mistakes – Minimize COST of failure. Show them

—Personal fear– Career threat or otherwise

Complacency

—Discuss penalty for failing to innovate

—Implications that competitors know more of your weaknesses than you do

Project Unbudgeted

—All “C” levels have $ to experiment-

1 Jeremiah Owyang, Forrester Research

Safe for Brands. Trusted by People

Other Obstacles to Overcome
1

Inability to ask for “negative” feedback, and respond and acknowledge

Inability to say positive things about competitors

Inability to admit when you were wrong to your customers

Minimize COST of failure. Show them
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Minimize COST of failure. Show them

Career threat or otherwise – Include them

Discuss penalty for failing to innovate

Implications that competitors know more of your weaknesses than you do

Don’t forget other soft(people) costs.



A Full-Featured, Low-Cost, Community Building Platform
that is Trusted by Members and Safe for Brands…

and Operational in about Two Weeks

Safe for Brands. Trusted by People
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Cost, Community Building Platform
that is Trusted by Members and Safe for Brands…

and Operational in about Two Weeks



Our Points of Difference

All the capabilities of a custom-built online community

—Available today at a fraction of the cost

Enterprise level governance to protect members and brands

Targeting post Facebook/MySpace Generation
— Social interaction for more than just fun

— Personal concern for their individual privacy— Personal concern for their individual privacy

— Share in multiple asymmetrical relationships

Operational within two weeks

— No development or IT resources required

— Quality testing team

Brand Safe. People Trusted.

Safe for Brands. Trusted by People

built online community

at a fraction of the cost

Enterprise level governance to protect members and brands

Targeting post Facebook/MySpace Generation
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Our Technology

Built day one as a full-featured community building solution

Seamless functionality integration

Software as a Service (SaaS) platform

No hardware, No Development and No IT resources required

Scalable platform to meet growth needs and peak demands

— Scale to 20 million members...— Scale to 20 million members...

Provides all critical community tools for knowledge collaboration, information
exchange and nurturing relationships –

— Blogs, Fan Clubs, Discussion Boards, Ask the Expert, Calendars, Videos, Pictures and
Comparison Voting, etc.

Enterprise-level governance access controls for safer brands

Information can be kept private from Search Engines(*)

(*) Requires Private Label License with Orbius

Safe for Brands. Trusted by People

featured community building solution

No hardware, No Development and No IT resources required

Scalable platform to meet growth needs and peak demands
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Provides all critical community tools for knowledge collaboration, information
Change anytime with a click!

Blogs, Fan Clubs, Discussion Boards, Ask the Expert, Calendars, Videos, Pictures and

level governance access controls for safer brands

Information can be kept private from Search Engines(*)



Play “Nice” with Existing WebsitePlay “Nice” with Existing Website

Community
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Sample Orbius Community
Out of the box

Sample Orbius Community

40



Private Discussion Groups
Leverage Community for Product Development / Innovation

Safe for Brands. Trusted by People

Private Discussion Groups
Leverage Community for Product Development / Innovation CONFIDENTIALLY
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Safer for Brands in Three Ways

You set the tone
and the context

You determine
content prominence

Drive the conversation and
provide context

Enable passionate members to
voice their thoughts

Leverage passionate customers
in private focus groups

Control the “most viewed” topical
content

Respond with transparency and
drive direction more positively.

Isolate controversial discussions to
“private” groups

Influence the Conservation. Assert that members are in control.

Safe for Brands. Trusted by People

Safer for Brands in Three Ways

You determine
content prominence

You can minimize
“impact” of negative UGC
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Control the “most viewed” topical

Respond with transparency and
drive direction more positively.

Isolate controversial discussions to

Negative user comments does not
become dominant theme for
conversations

Provide an outlet to let customers
vent

“Keep your teen and their friends in
your basement” – So that you know
what is going on.

Better to know about the opinions

Influence the Conservation. Assert that members are in control.



Which is the real you?

Is your Life “Flat”?

A single profile describes you to this community

For Your Life’s Many Sides
tm
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Professional
Personal
Friends
Family
Work
Men’s Golf League
Etc.

For Life’s Many Sides

Multiple Persona’s
with “context” on Orbius



Multi-Persona User Social Graph
Public Persona

Persona User Social Graph
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Multi-Persona User Social Graph
Professional Persona

Persona User Social Graph

45



Control Your Privacy
Share only what you want with whom you want…

Safe for Brands. Trusted by People
Share only what you want with whom you want…
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Connect with your boss on Orbius
without fear!



Summary

Social Media is not a fad…

— It is a very efficient business collaboration tool

— Lower product innovation cost, Builds relationships internally and externally.

— Just needs some adaptation and refinement to reach its full potential.

Customers are in control, not you!

— People trusts other people – more from people they know

— But brands can influence by its participation. Make them your “partner”.

— Shift focus from content that you publish to— Shift focus from content that you publish to

Accept it, learn it and champion it

— Start Small – but just get started even if experimental

— Start with an internal social project for lower risk to “teach/show” others

— Use Free tools if necessary – Ask for forgiveness later

Risk of doing nothing can be very high

— Your customers will easily find each other and talk WITHOUT you.

— Risk complete loss of influence over your brand. Really expensive to get back or in.

— YOUR BRAND IS HIJACKED BY YOUR CUSTOMERS!

— COMPETITORS KNOW MORE ABOUT YOU THAN YOU DO!

Safe for Brands. Trusted by People

It is a very efficient business collaboration tool

Lower product innovation cost, Builds relationships internally and externally.

Just needs some adaptation and refinement to reach its full potential.

more from people they know

But brands can influence by its participation. Make them your “partner”.

that you publish to context of what you say or do.
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that you publish to context of what you say or do.

even if experimental

Start with an internal social project for lower risk to “teach/show” others

Ask for forgiveness later

Your customers will easily find each other and talk WITHOUT you.

Risk complete loss of influence over your brand. Really expensive to get back or in.

YOUR BRAND IS HIJACKED BY YOUR CUSTOMERS!

COMPETITORS KNOW MORE ABOUT YOU THAN YOU DO!



Suggested Readings

Groundswell (*)– Josh Bernoff, Charlene Li

— Groundswell is a social trend in which people use technology to get the things they need from
each other instead of from the companies." Companies can try to get in the mix and influence
their prospects and customers to either buy or continue to buy their products and/or services.

The New Influencers – Paul Gillin

— Marketing 2.0 - Rules, Tone, Process (Blogs)

The Age of Engage(*) – Denise Schiffman

— The savvy marketer no longer just listens to the consumer but engages her in new ways to gain
attention, preference, and actionattention, preference, and action

Creating Customer Evangelists – Ben McConnell & Paul

— Emotional themes and value delivered to customers for them to be your evangelists

Wikinomics – Don Tapscott

— Wisdom of the Crowd for knowledge development or collection

Waiting for the Cat to Bark – Barry and Jerry Eisenberg

— Psychographic Analysis, Persuasion Architecture for website design

Satisfied Customers Tell Three Friends; Angry Customers Tell Three Thousand(*)
Blackshaw (July 2008)

Questions?

Safe for Brands. Trusted by People

Groundswell is a social trend in which people use technology to get the things they need from
each other instead of from the companies." Companies can try to get in the mix and influence
their prospects and customers to either buy or continue to buy their products and/or services.

The savvy marketer no longer just listens to the consumer but engages her in new ways to gain
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Ben McConnell & Paul Hubba

Emotional themes and value delivered to customers for them to be your evangelists

Wisdom of the Crowd for knowledge development or collection

Barry and Jerry Eisenberg

Psychographic Analysis, Persuasion Architecture for website design

Satisfied Customers Tell Three Friends; Angry Customers Tell Three Thousand(*) – Pete

Questions?


