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BECAUSE TIME SPENT ON  
SOCIAL NETWORKS IS GROWING 

 AT 3X THE OVERALL INTERNET RATE,  
ACCOUNTING FOR 10% OF ALL INTERNET TIME 

Nielsen, Global Faces & Networked Places, 2009  





175,000,000 Twitter users 

155 million tweets per day 



BECAUSE 2/3 OF THE GLOBAL INTERNET POPULATION VISIT SOCIAL NETWORKS 

(Source: vladstudio.deviantart.com) 



Over 600,000,000 users 







• Increased Brand Awareness  

• To Build Authority  

• To Learn More About Target Audience  

• To Educate and Inform Customers  

• To Improve Customer Service  

• Monitor Brand Reputation  

• Improve Sales  

The Main Goals For Any Social Media Campaign 
Are: 



1. Listening to customers 
 

2. Talking to customers 
 

3. Energizing customers 
 

4. Helping support customers 
 

5. Embracing customers 
 

Groundswell is about 



 Start with a plan, not 
tactics.    
 
“Give to get” New Paradigm - 
Giving value before expecting 
anything in return.  
 
Commit resources & time to 
be successful or you may 
very well fail.  
 
Be transparent with 
intentions & your identity or 
you may alienate the very 
audiences you’re trying to 
connect with.   
 

Social Media Best Pratcice 

Understand, you do not control the 
message.  What happens in Vegas…ends 
up on Google 
 
Welcome participation, feedback and 
co-creation. Encourage participation with 
communications, especially with brand 
evangelists.  
 
Metrics should roll up to objectives and 
objectives should be relevant to the 
channel.   

http://blogs.forrester.com/groundswell/embracing/


Being FAKE in any way 
 
Not listening 
 
Being oblivious to formal social rules  
 
Being pushy in messaging  
 
Approaching social media channels  
as SILOS 
 
Lack of personalisation 
 
Inconsistent Participation 
 
Digitally unsavvy team 
 

Social Media Worst Practice 



Assessed by number of: 
 
people who filled in the “get more info” form 
 
influential people tweet something about us 
 
influential blogs that linked to us 
 
repeating, unique visitors 
 
new customers / sales 
 
people used a specific coupon associated with this campaign 
 
features suggested by users that we actually implement 
 
people in a specific location who follow us on twitter 

Define your success metric 
 



1) They spread like wildfire. 
  
2) They are not spammy.  
�� 
3) They don't ‘sell’. 
 
4) They build relationships.  
 
5) They are innovative. 
  
6) They have ears. 
  
7) They have humor.  
 
8) They are measured. 
  
9) They use photos and videos. 
  
10) They have a call to action.  

Characteristics of Highly Effective Social Media 
Campaigns 

http://socialmediatoday.com/SMC/203359 



How can 
social  
media  
go wrong 



• Start a twitter account 

• Use  # tag for unrelated topics – sales based 
tweets to spam trending topics 

• Negative outcome – backlash 

• Anger twitter followers 

http://www.habitat.co.uk/


http://econsultancy.com/uk/blog/4095-twitter-fail-furniture-maker-habitat-uses-iran-thread-to-boost-sales 
http://socialmediatoday.com/SMC/103334 

http://vanilla-tapes.deviantart.com/art/sad-or-smile-138543118


• Twitter backlash 

• PR disaster 



•  2010 Gap launched their new logo. After launching the 
logo they asked for feedback from their customers via 
social media sites. 
 

•  The response was negative. 
 

•  At the end Gap reverted back to their original logo. 
 

•  “We recognise that we missed the opportunity to 
engage with online community”, said Marka Hansen, 
president of Gap in the US 



•  Fashion designer Kenneth Cole’s (Chairman 
and Chief Creative Officer) tweeted  

“Millions are in uproar in #Cairo. Rumor is they 
heard our new spring collection is now 
available online at http://bit.ly/KCairo -KC”  
 

•  The tweet lead to a huge uproar and 
backlash, with him quickly deleting the tweet 
and apologising. 



http://vanilla-tapes.deviantart.com/art/sad-or-smile-138543118


[ Ryan Babel ] 
• Fined £10,000 
• Received a warning 
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[ Ryan Babel ] 
• Fined £10,000 
• Received a warning 
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http://www.thefirstpost.co.uk/73555,people,news,liverpools-ryan-babel-is-first-footballer-to-face-fa-twitter-charge 



Why else does this matter? 

• Blended search makes it easier for social media 
content to go mainstream 

Case Studies 

Phineas H on flickr 



South Asian website 



Digital banners 

1.5 million impressions  
 
 400,000 extra impressions were served 
Reached over 150,000 Muslims in UK  
 
There were 1,365 clicks recorded 



Results 
  
Target 
2 – 2.1 million impressions 
2,000 CTR’s 
  
Delivered  
314, 261 impressions delivered  
4,253 CTR’s delivered  



UK online coverage 



International online coverage 



Led to… 
Twitter Facebook 





It is not what you say that matters.. Its what you do 
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