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About Us
▫ StoneMass is a web marketing services firm; specializing in 

web strategy, web design, social media marketing, search 
engine marketing, and web analytics.  

▫ We help companies realize the full potential of their online 
presence, both from a visitor experience and a company ROI.



Today’s Objectives
• Learn to use SMM for online communities, customer loyalty, 

as well as boost the impact of your direct marketing.

• Steps to ensure the launch and management of your social 
media campaigns are successful from the start.

• How to the measure results of social media, and increase your 
return on investment.



Social Media – what is it really?
• Wikipedia:
▫ “Social media is an umbrella term that defines the various 

activities that integrate technology, social interaction, and the 
construction of words and pictures.”

• My definition:
▫ It is information that is published where anyone can add to that 

information



Impact of Social Media

• Facebook
▫ 200 million active users 
 ½ of these users log on to Facebook at least once 

each day
▫ It’s official: Facebook has officially passed 

MySpace in monthly traffic

• Twitter
▫ 1.9million - the average number of tweets per 

day



Impact of Social Media

• Who are the top 3 Search Engines?
▫ 1st

 Google
▫ Tied in 2nd place
 Yahoo 
 YouTube -
 5.5 billion streamed videos/month in the U.S.
 492.3 years – length in time it would take to view all 

content on YouTube



How did we arrive at Social Media?
• Talking about Web 2.0 became SOOOO passé

• Game changed - the value of large online memberships with 
segmentation skyrocketed with MySpace

• The advent of cheaper and faster computers/broadband
▫ more people online, spending more hours, doing more things



The Changing Marketing Landscape

• Changing new corporate priorities: 
▫ Authentic and transparent communication
 the era of consumer control

▫ Two-way conversation (& participation)
▫ A new marketing channel
 Impact to advertising, PR, research, product development, customer 

service

• …the conversations have already started



The mystique of Twitter
- ‘Blogging for dummies’
- It is the media darling

Growth constraints:
- Not open source; closed system
- Wanted to be purchased, but bad 
timing – economy
- Media is your friend for only so long



• The fastest growing social media tool
• Why the popularity?
▫ We adults wanted our own MySpace;
▫ Open source; new applications built every day

• Companies have begun investing in time and 
marketing $  
▫ Facebook fan pages (community)
▫ Paid advertisement opportunities provide new 

insight



• Enabled networking for business people online 
▫ We loved it because we didn’t have to do the 

“work” in “networking”
 But now what?

▫ FAILED:  “It is information that is published where anyone 
can add to that information”

• Where do they go from here?
▫ “We have no interest in doing it like Facebook 

with an open A.P.I. letting people do whatever 
they want,”  Dan Nye CEO, LinkedIn  Oct 2007



• Hard to ignore these stats
▫ #3 search worldwide (virtual tie with Yahoo)
▫ 5.5 billion videos streamed per month

• Marketers should consider YouTube in their 
campaigns
▫ YouTube Channel to create a video library and 

build your subscriber community
▫ Advertisement opportunities by video ad subject 

and user text searches



Creating a social media community

• Develop and communicate your strategy
• Create your editorial plan
• Build membership by ‘farming’:
▫ Invite the company
▫ Invite friends/colleagues
▫ Invite friends of members
▫ Join (then invite) influencers in your category
▫ Monitor social activity and conversation
▫ …repeat

• Monitor, measure, monitor, measure,…….



Success Stories - Twitter

• Dell   @delloutlet
▫ 600,ooo followers
▫ Promote clearance, refurbished, etc items
▫ $3 million from Twitter followers who clicked 

through its posts to its Web sites to make 
purchases

• National Geographic  @natgeosociety
▫ 11,000 followers
▫ Information, contests and promotions



Success Stories - Facebook

• VW – Meet the Volkswagens
▫ Nation-wide campaign utilizing television, radio 

and newspaper; call to action
 www.facebook.com/vw

▫ Promote fan unity and community via facebook
 Fan book page with 112,000 members
 Videos, facts, events information
 Posts are 100% fan members

http://www.facebook.com/vw�


VW Fan Page – 112,000 fans





Paid Advertising Opportunities 
~ think beyond Google paid ads

• Facebook  – serve 
ads by 
▫ Location – by 

state, city
▫ Age range
▫ Gender
▫ Education
▫ Company
▫ Relationship status 

– single, in a 
relationship, 
married

• LinkedIn Direct 
Ads – serve ads by 
▫ Company size
▫ Job function
▫ Industry
▫ Age
▫ Gender
▫ Location

• YouTube Self Service 
Ads – serve ads by 
▫ Keyword search
▫ Demographics
▫ Buzz Targeting

▫ Twitter
▫ no advertising (yet)



Facebook Ads Interface



Remember!

• For your communities, Do
▫ Make an investment - social media takes time
▫ Let your community post
▫ Define Key Performance Indicators (KPIs) to show 

measurable results
 beyond # of followers, tweets, posts
 E.g. 1 of 14 members visited the corporate site



Advanced Social Media resources

• ping.fm – update status all at once
▫ Facebook, linkedin, twitter

• Blog writers – automatic postings to social sites
▫ http://twitterfeed.com/

• Bit.ly
▫ Shortens urls, add comment, post to twitter

• Monitor all networks posts for your social sites
▫ http://tweetdeck.com

• …there are many more



So what is next?

• Historical reminder
▫ 1899 message to President, William McKinley
 "Everything that can be invented has been invented."  

-- Charles Duell, Commissioner of US Patent Office.

• One final note…..(funny, but innovative)
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