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What the F* is Social Media?!  



FUNDAMENTALS 



 SOCIAL MEDIA IS FORMS OF 
ELECTRIONIC COMMUNICATION 
THROUGH WHICH USERS CREATE 
ONLINE COMMUNICATIONS TO 
SHARE INFORMATION, IDEAS, 
PERSONAL MESSAGES, AND OTHER 
CONTENT.  

 
 

http://www.merriam-webster.com/dictionary 



 SOCIAL MEDIA IS AN UMBRELLA 
TERM THAT DEFINES THE VARIOUS 
ACTIVITIES THAT INTEGRATE 
TECHNOLOGY, SOCIAL 
INTERACTION, AND THE 
CONSTRUCTION OF WORDS, 
PICTURES, VIDEOS, AND AUDIO.  

 
 

http://www.wikipedia.org 



IT IS SIMPLY …  

“Social Media  

is people having 
conversations online.”  



FACILITATION 





  



1,000,000,000 
 

The number of people registered on 
Facebook.  

 







3,000,000  

 
 The average number of Tweets per day on 

Twitter.com  
 







101,000,000  

 
The number of LinkedIn members 

worldwide.  
 





>200,000,000  

 
The number of blogs.  

 



Why the F* should I care?  



FIGURES 



 3 OUT OF 4 AMERICANS USE 
SOCIAL TECHNOLOGY  

 
Forresters, The Growth of Social Technology Adoption, 2008 



 2/3 OF THE GLOBAL INTERNET 
POPULATION VISIT SOCIAL 
NETWORKS  

 
Nielsen, Global Faces & Networking Places, 2009  

 



 VISITING SOCIAL SITES IS NOW 
THE 4TH MOST POPULAR ONLINE 
ACTIVITY – AHEAD OF PERSONAL 
EMAIL.  

 
Nielsen, Global Faces & Networking Places, 2009  

 



 TIME SPENT ON SOCIAL 
NETWORKS IS GROWING AT 3X 
THE OVERALL INTERNET RATE, 
ACCOUNTING FOR ~10% OF ALL 
INTERNET TIME.  

 
Nielsen, Global Faces & Networking Places, 2009  

 



 93% OF MARKETERS USE  

 SOCIAL MEDIA FOR  

 BUSINESS.  

   Cone, Business in Social Media Study, September 2008 

 



Let’s Play Jeopardy!  



A BUSINESS-
ORIENTED SOCIAL 
NETWORKING SITE 



AN ONLINE 
JOURNAL, WITH NEW 
ENTRIES APPEARING 

IN SEQUENCE AS 
THEY ARE WRITTEN 



FREE, WEB-BASED, 
COLLABORATIVE, 
MULTI-LINGUAL 
ENCYCLOPEDIA 



FUNCTIONS 



CUSTOMER SERVICE  

 

• Interact with customers like never 
before  

• Used to increase overall customer 
satisfaction  

• Real time support  

• Improve products or services 

 
 



   
LEARNING AND EDUCATION  

 

• Increase in student engagement 
and passion in learning 

• Distant learning, forums, and 
support groups  

• “How to” and “DIY” videos  



   
COLLABORATION  

 

• Encourages dialogue  

• Encourages team dynamic  

• Real time updates  

• Sharing capabilities  

• Expert advice  

 



NETWORKING  

 

• Staying in touch  

• Access to Experts 

• Be an Expert!  

• Employer/Employee relationship   

• Groups 

• News and Media   

 

 



TRUST AND LOYALTY 

 

 Humanizing the Brand 

 Ability to Connect   

 Public and Available  

 

 



FACTORS 



AUTHENTICITY  

 

 ìAuthentic is to be worthy of 
acceptance; not false or imitation; 
real, actual.î   
 



ìPeople read particular magazines because of the 
life stages and events which currently involve 
them: from teenager to golfer, from having a baby 
to coping with retirement.î   
 

RELEVANCY   



ìEngagement is all about making it relevant to 
the consumerî 
 

ENGAGEMENT  



So How Do we Monitor and Track these factors as 
metrics?  
 Key Employees and Public Facing Figures  

 Google Analytics  

 Networks  

 Micro-blogging Sites  

 Company Name 

 Hot Industry Sites 

 Company URL (s) 

 Product/Service Names 

 Product/Service URL (s)  

 Track your competitors  

 Employee Activity  

 Newsgroups  

 Blog Comments  

 



So How Do we Monitor and Track these factors as 
metrics?  

 Number of people who filled in “get more info” form  

 Reduction in support costs 

 Number of new customers/sales  

 Number of influential people who tweet something about us  

 Number of influential blogs that linked to us  

 Number of repeating, unique visitors  

 Number of new things we discovered about customers that 
we never knew before  

 



FAD? 



It’s not a FAD 

  IT’S A FUNDAMENTAL 
SHIFT IN THE WAY   
WE COMMUNICATE. 



It’s not a FAD 

http://www.ted.com/talks/lang/eng/deb_roy_the_birth_of_a_word.html


FUTURE 



The Future is NOW  

  KINDERGARDEN KIDS 
ARE LEARNING ON 

IPADS, NOT 
CHALKBOARDS 



 COMPANIES WILL HIRE 
FROM ONLINE 
RESUMES AND 

PROFILES. 

The Future is NOW  



The Future is NOW  

 RAPA WILL BE USING 
LINKEDIN TO 

COMMUNICATE WITH 
YOU.  



FANK YOU!   



SOCIALIZE with me (please!)  
Don’t forget to …  

Natalie Ho, AVP 
Marketing and Brand Management 
LOGiQ3 Corp 
 
Email: natalie.ho@logiq3.com  
Twitter: http://www.twitter.com/ho_natalie 
Facebook: http://www.facebook.com/#!/profile.php?id=749839100  
LinkedIn: http://ca.linkedin.com/pub/natalie-ho/3/617/813  
 
LOGiQ3 Corp 
Website: http://www.logiq3.com  
Blog: http://www.logiq3.wordpress.com  
Twitter: http://www.twitter.com/logiq3  
Facebook: http://www.facebook.com/#!/pages/LOGiQ3-Corp/221087034601971  
LinkedIn: http://www.linkedin.com/company/logiq3-corp-  
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