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 What is 
Social 
Media? 
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Be where your audience is. 
Don’t tell them where they should be 
(they won’t listen). 
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“If information is important enough, it 
will find me.” 



Social Media: 
Technologies that support 
conversations. 
 





The pros and cons of 
Social Media engagement 



If your product is bad,  
social media won’t help. 



… but if you have problems  
with customer service, social media could 

help.  



… if you have problems 
with customer loyalty, 
  

… if you need „word of 
mouth”, social media 
could help. 



…if you have problems with reaching the audience, 
social media could help. 



…if your company tries to hide something, social 
media can definitely harm!  



What does it mean? 

Advantages of social media 

• Direct communication (almost) 

• Easy reach to narrow, specific target groups 

• Instant feedback  dialogue 

• Observation of spontanious customer feedback 
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What does it mean? 

Challenges of Social Media 

• Increased transparency 

• End of one-way communication 

• Lack of „control” 

• Direct communication with people with high communication 
skills 

• Communication in environments with different rules and 
different dynamics  
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The most important Social Media in 

Poland 



Inside social networks (Poland) - today – May 2011 

Users: 6,1 mln   
40+ population:  
1,0 mln  

Users: 15 mln 
Real Users: 11 mln 
 

Users:  90 000 
RU: 335.000/mc 
(megapanel) 

Users: ok. 150.000  
RU: 295.000/mc 
(megapanel) 

Users: 910.000 

Users: 125.000 
UU: 2.500.000/mc 

Users: approx. 500 000 



The consumer in Social Media 
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Moore’s curve: diffusion of innovation 
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Moore’s curve: diffusion of innovation 

Traditional Media Social Media 



Prosumer 

Who is the prosumer? 
 
Professional consumer? 
 
Knows everything about your 
product/service 
 
Influences his or her peers. 
 
Wants to improve your product. 
 
Shares opinions widely on the Web. 

http://pl.wikipedia.org/wiki/Prosument 
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P: People 
Forrester Research 

 
 
What your customers are 
ready for? 
 
What is their profile? 
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P: People 
Forrester Research 

What are their preferences and behaviours? 
 
What they are looking for? What excites them? 



Why consumers become fans 
(Facebook)?* 

Exclusive offers and benefits 36,9% 

I am already a client of the company  32,9%  

Interesting or funny content   18,2%  

Other people who I know are fans 6,2% 

Support, customer service or product information 5%  

Other  0,7%  
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* Consumer behaviour on the internet, Razorfish Nov 2009 



KNOW: Consumer in Social Media 
(Poland) 



  Key points of developing 
and implementing a Social 
Media Strategy  



There is no separate, independent 
Social Media Strategy 
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Try to see the big picture 

Social Media touch all of these areas: 

 

 

 

 

 

 

 

PR Marketing Sales R&D 
Consumer 

Insights HR 



31 

Try to see the big picture 

Internally: 

Know your 
company strategy 

 

 

What it takes to embrace Social Media: 

Externally: 
Know the 
environment you 
are approaching 



6 steps for developing Social Media 
Strategy 

Audit/Mo
nitoring 

Objective
s 

Prepare 
tools 

Train 
Employee

s 

Content 
strategy 

Engagem
ent 
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This is NOT strategy 



Don’t think: „I already use youtube” 
Think: „Am I using it right?” 

 Social Media strategy is not about 
„which social network should we use 
to promote the content we have”  

 

 

 Social Media strategy is about 
tailoring the right CONTENT, to the 
right type of PEOPLE, and 
NARROWCASTING it through 
channels they use.   



How we built our Social Media 
Strategy?  

 
P.O.S.T. 

 

 People – we tried to assess your 
stakeholders’ social activities 

 

 Objectives – we decided what we want to 
accomplish 

 

 Strategy – we planned for how relationships 
with stakeholders would change thanks to 
social media activities  

 

 Technology – we decided which technology 
suits our needs best.  



People 

 According to Eurostat’s research (October 2010), polish internet 
users are the most active social media users in the EU!!!  

 Poland is also one of 3 nations driving Social Media usage 
worldwide. USA leads the way ahead of Poland and the UK. 43% 
of the society is Social Media active.  



6 rules of engagement 
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#1 
Don’t try to use 
methods from 
traditional 
media. 
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#2 
Listen. 
This is the skill of 
the best 
conversationalists. 
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#3  Engage. 
 
#4  Be authentic 
 

#5  Respect the others. 
 

#6  Be cool. And stay 
cool. 
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Resources. 
Who should do  
this?? 

Źródło: http://www.flickr.com/photos/hartanto/1415394952/ 
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Community Manager 
CM is the key person/-s in managing brand’s presence in Social Media. 

CM is the „spokesperson” of the brand in the new media. 

 

Responsibilities:  

 Social Media monitoring, 

 Stimulating discussions in defined topics, 

 Building the atmosphere of trust and friendliness, 

 Bulding „humanized” brand communication, 

 Problem solving and answering questions from community, 

 Managing work- and information flow. 

 Reacting to crisis situations. 
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Community Manager 
Building relatioships internally and externally. 



Social media marketing equation 



  Measuring effectiveness 
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Non-financial impact 

 

Visits on our website (e-shop) 

Positive Word of Mouth 

Fans and Followers 

Leads generated 

Job applications 

Comments 

Consumer generated ideas 





Lead generation 
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 Financial industry, 
B2B 

 

 

 Contact to people 
that are really 
interested in your 
product 



Brand awareness 
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 Word of mouth and viral 
mechanisms have strong 
influence on brand 
awareness. 

 



Public Relations 
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 Stories that rise in 
Social Media and 
are taken by 
traditional media 



Social Media strategy: sum up 

Social Media Strategy components: 
 

1. Audience (incl. key influencers) 

2. Goals and measurments 

3. Resources and teams 

4. Social Networking Sites, networks, groups 

5. Content strategy and tactics 

6. Promotion plan 

7. Monitoring (where, whom, tools, etc) 



Takeaway? 
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Social media is just a plate, not a meal… 



Case Study 
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Case: LOT 

Astroturfing is a form of 

advocacy often in support of 
a political or corporate 
agenda designed to give the 
appearance of a "grassroots" 
movement. 
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Case: LOT 

Tomek’s note on LOT’s fanpage: 
 
„Hi! My name is Tomek. I travelled by plane a lot in 
my life and I can call myself an experienced 
traveller. 
I would like to share with you my advice. Everything 
you wanted to know but were afraid to ask.” 
 
„Let’s start form the beginning. Decision about 
travelling by plane. Of course, it’s best to fly with 
LOT.” 
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Case: LOT 
Reaction of REAL people: 
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Case: Nestle Killer 

Starting point: Greenpeace puts fire in Social Media forest 

Video + website with „new logo” spreads on YouTube and Facebook 

http://vimeo.com/10236827 

http://vimeo.com/10236827
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Crash: Direct contact with angry fans on Nestle fanpage. 

Case: Nestle Killer 
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Case: Nestle Killer 
Mistake: Pouring oil on the flames.  
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What would you do? 

1. Stop provoking. 
 

2. Don’t wait until it’s quiet. Act fast, smart, 
unconventional. 
 

3. Show you understand them. Speak their language. 
 

4. Show that you changed (info on website, video with 
CMO) 
 

5. Apologize. 
 
 



Thank you! 
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