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AUDIENCE QUIZ



Question #1

How many countries 

are larger than 

Facebookôsglobal 

users?



Question #2

With 650 Million 

users, only China 

and India have 

larger populations.



Question #2

The amount of footage 

uploaded to YouTube 

each minute:

a. 10 minutes

b. 10 hours

c. 24 hours WINNING!



Question #3
How long did 

it take 

Lebron to 

amass his 

first 150,000 

Twitter 

followers?

7 hours

It took Bill 

Gates 8 

hours to 

amass 

100,000.



WHY SOCIAL MEDIA



Why Social Media?

SM is a massive 
and ever-growing 
communication 
channel, 
representing  a 
cultural shift 
across all 
industries and 
demographics.



Why Social Media?

ÅItôs where people spend their time online



Why Social Media?

ÅItôs the opportunity to move from monologue to dialogue



Why Social Media?

ñSocial media has become mass mediaò - P&G



Why Social Media?

Starbucks.com has 1M monthly visitors                                                   

vs. 12M on Facebook



Why Social Media?

ÅFacebookôs650M+ audience dwarfs                                                
the 106.5M from 2011 Super Bowl



Å700 Billion minutes are 

spent on Facebook each 

month.

Å50% of Facebookôsusers 

log on daily.

ÅThe average Facebook

user has 130 friends.

Why Social Media?
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STRATEGIC APPROACHES



Strategies that Work

ÅClear objectives

ÅProvide value to the audience

ÅEngage in dialogue

ÅAuthentic, timely and proactive communications



Strategies that Work

ÅAlign with positioning and targeting

ÅIntegrate with existing communications and 
initiatives

ÅSenior level support/advocacy



Strategies that Work

ÅHigh integrity, customer-centric, ósocialô voice of 
organization

ÅPlanned and ongoing support for the effort



Strategies that Work

Objective:

Engage core consumers, deepen brand 

connection to brand by forming a tribe to 

support Womenôs Ski Jumping as a 2014 

Olympic Sport

Tactics:

Inspirational video appearing on TV/ YouTube 

with call to action to visit Facebook page to 

sign petition

ÅVideo viewed 700k times

Å600k  Facebook fans; double core

competitors combined

Å85% who viewed video said Secret 

makes them feel more confident

Å11% increase in purchase intent

ÅClinical sales increased 8% despite 

cutting TV support by 70%



Strategies That Work



Foundation for Getting Started
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ÅBusiness Goals

ÅTarget Audience 

ÅProgram Definition

ÅGovernance

ÅProcess/Policies

ÅMeasurement Plan

Strategy 
and Process

ÅExternal 
Communicators/voice

ÅStrategist

ÅCreative/Tech. Support

ÅLegal/Compliance

ÅOperations (e.g. Call 
Center)

People
ÅChannel Configuration

ÅListening Platform

ÅCollaboration Platform(s)

ÅMeasurement Platform

Technology



Rule #1 : Listen


