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FIRST PORTS THEN RAIL  

CITIES WANTED  

TO BE NEXT TO THE “ACTION” 

CONNECTION- MEANT PROSPERITY



 

 Highways:  new destination 

Visit Friends/ Family 
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WHAT NETWORKS DO 

50s Networks Families Together 

Move to Work 

TV PROVIDED  

SHARED CULTURAL VALUES / 

simular viewer profile 



Networks Erode Distance 
Changes the Meaning of Time (24/7) 
Reduces Significance of Distance   

Japanese Yankee fan 
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LOCAL 



Ref: vincos.it 
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10 Highest % Countries 

1.  United States 

2.  Brazil 

3.  India 

4.  Indonesia 

5.  Mexico 

6.  United Kingdom 

7.  Turkey 

8.  Philippines 

9.  France 

10.  Germany 

10 Fastest Growing Over Past Week  

1

.  Brazil 2.19 % 
1,030,58

0 

2

.  India 1.05 % 481,960 

3

.  Mexico 1.22 % 405,680 

4

.  Vietnam 9.38 % 377,820 

5

.  Indonesia 0.74 % 314,220 

6

.  Japan 3.35 % 291,640 

7

.  Canada 1.23 % 222,340 

8

.  Thailand 1.32 % 185,440 

9

.  

United 

Kingdom 
0.55 % 169,700 

1

0

.  
Serbia 4.61 % 141,060 
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Arbitron Inc and Edison Research as reported in 
The Social Scene,WSJ June 3, 2013 pD2 



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

Nielsen, Global Faces & Networked Places, 2009 

photo by Bruno Girinon flickr.com 
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 2/3 OF THE GLOBAL INTERNET POPULATION 
VISIT SOCIAL NETWORKS 
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3 OF 4 AMERICANS USE SOCIAL TECHNOLOGY 

Forrester, The Growth Of Social Technology Adoption, 2008 



93% OF SOCIAL MEDIA USERS BELIEVE A COMPANY 
SHOULD INTERACT THROUGH SOCIAL MEDIA. 

Cone, Business in Social Media Study, September 2008 
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Rapidly Becoming largest “Nation” in World 
  

 

70 Languages 

•People spend over 700 billion minutes per month on Facebook 

•70% of Facebook users outside US 

                 43% US Penetration  10% World  

 

 

Facebookistan 
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SOCIAL POWER ? 

METCALF’S LAW 

The “Value” or “Power” of a Network 

increases in  proportion to the Square of the 

number of Nodes on the Network 

     

102       = 100                             112     = 121  
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Network can quickly mass  members  

so a one time bad experience 

 can reach 1000s of consumers in minutes 

   JUST ADD 1 



THE “GOOD NEWS”   “BAD NEWS” 
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        UNITED BREAKS GUITARS 

      web         1         3 
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•$150 –  
•over 100 million people learned 
Dave’s story 
• Estimated video cost United 
Airlines over $180 million. 

TO NOT PAY ATTENTION TO SNW IS 

LIKE SWIMMING WITH SHARKS 

NO COMPANY IS SAFE FROM EVEN A 

SINGLE UNHAPPY CONSUMER 

http://www.davecarrollmusic.com/ 

http://www.davecarrollmusic.com/
unitedbg/United Breaks Guitars1.rv
unitedbg/United Breaks Guitars Song 3 - United We Stand on the Right Side of Right.rv
United Breaks Guitars1.rv
United Breaks Guitars1.rv
United Breaks Guitars1.rv
United Breaks Guitars1.rv
United Breaks Guitars1.rv
United Breaks Guitars1.rv


 

 
“You can’t engage NEW Marketing 

STRATEGY with old 4 “P” thinking.”  
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BTW: HOPE IS NOT A STRATEGY. 

Price      Place 

  Product    Promotion 



Traditional “OLD”  4Ps Marketing Model  

Company Consumer Marketing message and meanings 

Marketing – 

Mix Elements 

Marketer 
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Networks Control the Message 

Customer Initiated Model 

 

New Role of Marketer in Consumer Driven Environment 

Consumer 

Networks 

Consumer 

Networks 

Consumer 

Networks 

Consumer 

Networks 

Review 
 Social  Net Sites 

Emails 

Blogs 

Internet “buzz” 

Online Reviews 

Consumer 

Passive/Active 

Monitoring 

Reputation management 

Direct  

and 

indirect  

influence 

Unsolicited  

+/- posts 

Value added information exchange 

viewed by and forwarded 
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OUR RESEARCH INDICATES LITTLE OF THIS HAPPENING 
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Outbound Marketing 

•   Telemarketing 

•   Trade shows 

•   Direct mail 

•   Email blasts 

•   Print ads 

•   TV/radio ads 
 

INBOUND MARKETING 

 SEO 

 BLOGGING 

 SOCIAL MEDIA 

 DATA MINING 

 TWITTER RELATIONSHIPS 

 DRAWING ATTENTION 

 

PERMISSION BASED 

NOT INTERRUPTION BASED 

Interruption 



DATABADE INFORMATION  ITSELF IS NOT VALUE 

WHAT MY 

ABOUT 

METRICS?  

WHAT ARE THEY 

THINKING? 



PRODUCTS 

FNDING YOU 
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Know The Characters in YOUR STORY 

 

 •Who are the main players? 

 

 

Your readers are Characters 

 

   

  Do you REALLY Know them? 

     What do they look like? 

      What Do they Like and Want? 
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Give Consumer something  

so interesting that they 
want to share it with 

everyone they know” 
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CONTENT = CONVERSATION 

WE ONCE TOLD STORIES 

 WE THEN  “TOLD” PEOPLE 

  TELL STORIES AGAIN 



13 HOURS 
The amount of video uploaded 
to YouTube every minute. 
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The number of YouTube videos viewed per day. 

The length of time it would take  
to view every YouTube video. 

412.3 YEARS 



STOP THINKING  “CAMPAIGNS”. 

photo by eye2eye on flickr.com 
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THINK “CONVERSATIONS. 



•  Become a real member of the community 
 

•  Ask and answer questions 

•  No boundaries of time or space 

•  Other people can listen in easily 

• Trust others - Seek their inputs/ Advice 
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 Meet people and start conversation 

•  help others 

•  More effective than live parties 

Social Media = Cocktail Party 

•  Add value to the community 



• 
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RULE #2: ENGAGE 

Social Media is a Conversation between actual HUMANS! 



Starbucks lets patrons discover and solve conflict 

www.mystarbucksidea.com 
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REVERSE MARKETING- ENGAGEMENT 
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Appreciate the importance of your 

current network.  Finding new 

connections should be secondary to 

maintaining existing relationships 

 

LESSONS FROM THE LADY! 
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Billion YouTube channel views 

 30 million Facebook likes 

           “Queen of Twitter.” 

Mother Monster remembers the 

customer always comes first. Let 

your audience contribute to your 

success 



“Your brand is what Google says it is, not 

what you say your brand is.” 

- Chris Anderson, Wired Magazine editor 

2 
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SOCIAL NETWORKSRULE 


