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About this presentation

A This presentation was give at the 2001
ReadWriteWel2-Way summit in NYC, NY.

A It has been modified from its original version
to exclude material not released for electronic
sharing.

A You are free to use this presentation, or any
portions of it, with afttribution to Ustrategy
LLCGvww.ustrategy.com

Enjoy!
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A 89% of US population is L“\l(n
using social technologiegisags
A 88% of companies use ik

social media channels

A 71% of US population is E —_—
on Facebook ;.

A Maturing ¢ vertical
Integrations, acquisitions
IPOs
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Companies are evolving
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New skills

New talent

Metrics

Budgets

Campaigns

Internal tools
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Inside and out, the all-new Fiesta
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ALL | TECHNOLOGY SHOPPING TOOLS

{ sma
More
Pricing Buzz & Build & Price -
107,079
people lie this
Likes See Al

As shown §19,090

$173/mo

01 Tube]

ai code 94101 _
Not your ZIP code? | L;F

FI

ESTA PROJECT &=

Search

[‘\ 25 nearyou o
The Fiesta Project ¢,

ForaFiesta’s Channel

Automatic 29/38
mpg™ SFEPkg. 29/40

Intelligent Access with  Available Voice
Push-Button Start* Activated SYNC®

© USTRATEGY LLC, 22081

Movies

Upload

Sign|

3 Facebook
3 Twitter

&  Flickr

101,718 views



B Like | 9 | + Addto | v || Share  [M 483 views

http://www.youtube.com/user/OldSpice

l'] © USTRATEGY LLC, 22081


http://www.youtube.com/watch?v=yZ2wcK0zEHI
http://www.youtube.com/watch?v=9t0z04Qz61Q

Old Spice today
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http://www.oldspice.com/videos/

News today
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Leading companies will be shifting their
whole identities to better fit our social
evolution




Transformation through action

* At least *|ldentify trends *Make changes *Turn social Utilize new
3 channels *Discover *Encounter insights into technologies to
*Communicate likes/dislikes organizational experiences create better
regularly *Develop “groan” *Focus experiences,
conversation connections

Personalize Innovate

twitter *Behaviors % Stabacks Goffess
o *Preferences R
K . . e
- sLikes, dislikes e
. . 707 THE2 1,518,034 0,301
[T Tube} *characteristics el S L
Linked [T} *Sentiment
. *Influence
flickr
*|deas
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Transformation through action

Utilizing new
technologies to
* Turned social create better
* Have made insights into experiences,
changes experiences connections
* Encountered * Found a focus

organizational Innovate

*Have at least *Identify trends  “groap”
3 channel.s * Discover P li
* Communicate likes/dislikes ersonafize

regularly * Develop

conversation

eROI (Evolution JROI

W

Actions, Risk, Investment, Time
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Transformation through action

Innovate




eROl

Transformation througlactionc
the zone

Innovate
—lp
Personalize

U

Actions, Risk, Investment, Time
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Transformation through actioq
the zone

Innovate
—
Personalize

Actions, Risk, Investment, Time
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Leading companies have best practice
IN common

1. Going beyond experimentation

2. Alignment with organizational and marketing
objectives

3. Emphasis on stakeholder buy
. Separate strategy and execution
5. Using technology as means to an end

AN

lI] © USTRATEGY LLC, ZB0B1



Becoming a social company Is not
~ experimental

U



Complex process, planning, structure,
commitments

A Revised company objectives
and metrics

A Internal alignment across
divisions

A Updated skilsets

A Learning and education

lI] © USTRATEGY LLC, ZB0B1



Establishing a social identity

Has your company:
C Revised Its corporate social objectives to
benefit the customer and the employees?

U

C Assigned specific metrics?

C Hired or contracted new skills?
C Provided education and learning

op

C Im
PO

portunities?
nlemented supporting processes, tools,

Icles?



5 Align with corporate and marketing
" objectives

U



Alignment Is key to continuity

A Have common
goals, objectives,
metrics

A Solve real pain
pomts Social

A Fit into the En'rer;;rise ke

Manufacturing/
Ci . Financials
& p
LLLLL ty
Programs

A Deploy across the
CO m p any Common Social Profile
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Aligning with corporate and
marketing objectives

Has your organization:
C Been able to demonstrate how its social medis

objectives tie directly to the larger objectives?

C Defined clear metrics?
C Social programs been added to the marketing

G

G
U

dashboard?

Provided ways for others in the organization to
earn about your activities?

Put a process in place for regular updates?
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http://www.eurovision.tv/tag/photos/Vilnius?gal=1193:



Internal stakeholder bwyn is
essentiall

Executive
support

Cross Team
organization MDashboard engagement

recognition Aeunding
MResources KContent assets
KContribution _ AP_assmnate SME
Aoint initiatives involvement
KClosest to the

A earn and teach
customer
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External stakeholders are still as

Customers

EIEES

Analysts

Bloggers

U

iImportant

ADo they like the messaging?

ADoes communication
resonate?

ADo they like the company's
Social identity

Als negative social
engagement impacting
them?

© USTRATEGY LLC, 22081



Stakeholder buiyn

Has your organization:

U

C Identified and mobilized an executive sponsor?

C Conducted a Stakeholder Analysis?

C Developed Stakeholder Engagement plan?

C Shared its strategy and planning with the
extended team?

C Set regular feedback loop system?

C Shared plans and successes with related
departments?

C Demonstrated it has implemented feedback?
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Leading companies know the
difference

Social media strategy Social media execution
A A guiding document, sets a A An action plan

foundation : L
AlyagSNe G2klaer gy REpNR GK25E ¢
A Connected directly to the A Builds directly on top of the

SNHFyYAIFGA2YVOA WatdgyA2y> 32+ &%

A r;\ea_s(l;reme_nts | A Sets clear actions, timeline,
rovides rationale resSOUrces

A Includes actionable .
recommendations (channels, A Can be adjusted and changed
brand, identity, scope,
Intensity) based on research
and analysis

© USTRATEGY LLC, 22081



Strategy and Execution

Has your organization:

U

C Developed and shared its social media strategy?

C Communicated its strategy Is a foundation;
execution plan adjustable?

C Developed and shared its execution plan?
C Demonstrated how execution ties to the strategy?

C Evolves its execution plan regularly based on
learning and feedback?



5 Usetechnologies as means to an end
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Peoplefocus Is the driver for
technology use

A In service of customers, brand relationship

A A way to empower customers to not only
curate, but to Create on behalf of a brand

A Seamless multidirectional communication
channel, engagement, connection

A Use technologies selectively!

lI] © USTRATEGY LLC, ZB0B1



Technologies in service of
customercentric experiences

Has your organization:

C Conducted customer research before determining
Its next technology move?

C Demonstrated how the technology will benefit
customers?

C Provided solid rationale for its choices?

C Was able to put hard metrics around the
experience?

C Demonstrated how execution ties to the strategy?

U



Case Study: MarriottJuhuBeach

Mumbali
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Marriott Hotels-# 1 In its category

Challenge:
A Massive expansion plans
A Not known outside of the US, not sure how relevant their offer today
ANot sure how it communicates its social identity core value

Process:

A Study brand position, business strategy, interview global leadership

A Conduct market research (China, Thailand, Egypt, India, Emirates, US, UK, Germ
Findings:
A Master brand key source of pride among key talent and a stunning referral driver
A. N YR SldAade auNRBy3te 0ASEa U2 GKSNBZ
opportunities

~

AOYLX 28S5SaQ f2elfdeée Aa Im RNAGSNI 2F 3T
Solution:

A{OF NI 6AGGK 0N} YRQa O2NB aSNIIAOS LINZ Y
A Make visible truths and pride points evident in the heart of the house

A.dZAfTR YFAGSNI LX FGF2NY 2y 0N} YRQ& dzy Al
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The View fromJuhuBeach

http://evvivabrands.com/
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