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What is Social Media?
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1. Personal

2. Valuable

3. Reciprocal

4. Ongoing

Successful Social Media



Value

Tribe

Social Proof

Influence



Shared values 

and common 

experience



Marketplace

Social media is 
an approach, 
not simply tools 
and campaigns



Web 2.0, SM & New Marketing

Enabling 
Technologies

AjaxXML

FlashMicroformats

Web services

Core Applications

Blogs

Wikis

Tags

RSS

Podcasts

Social Bookmarks

Widgets

Social Networks

Microblogs

Video

Forrester Research

Branded

Community

Word-of-Mouth

User-

Generated 

Content 

(UGC)

Mobile 

Campaigns

Contests / 

Microsites

Twitter, Facebook

Campaigns

Venture Essentials



What Social Media Can Do

ü Get leads, prospects to notice you

ü Create loyalty and repeat donations

ü Get your donors to spread the word

ü Influence the marketplace or community

ü Build credibility and trust (human face)

ü Give you insight and learning

ü Create competitive advantage



ñYour brand is what 
Google says it is, not what 
you say your brand is.ò
- Chris Anderson, Wired Magazine



www.google.com/alerts

www.backtype.com

www.search.twitter.com

Monitor Social Media



Gather Your 

Tribe



ü Collect people not business cards

ü Build your reputation online

ü Volunteer network

ü Referral network (inform, request, offer)

ü Recruiting network

ü Business people as donors



Groups

LinkedIn Groups



üA communications platform (ñmicrobloggingò)

üBroadcasting, social, word-of-mouth

ü Tribe builder 

ü Real-time human search

ü 20 million users monthly

ü Portable: blog, Facebook page






