
The Social Web 



Agenda 

 Expectations 

 Social Media 

 Content 

 Though Leadership 

 Social Platforms 

 Measures 

 



Why Social Media ? 
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Create QUALITY Content 

 Identify Who  

 Be Yourself 

 Be Niche 

 Be Relevant 

 Be Purposeful 

 Be Helpful 

 

* Amplify with Social Media 

 



From One Engineer to Another®  



From One Engineer to Another®  

 16 + employees who blog 

 Blogs built around 73 
specific keyword 
searches: nanobond (2), 
fusible alloy (3), solder 
alloy (7), … 

 Rick’s motto “Content to 
contact to Cash” 

 

 



Where does social media fit? 
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Who are you? 

 

  



Goals & Objectives Could Be 

 Network Online – raise awareness of you and your 
business.   

 Engage with people online.  Speak the language of each 
social platform. 

 Research and learn more about our competition, 
prospects, customers, influencers, and others. 

 Listen to conversations and identify emerging trends. 

 Generate positive word of mouth and monitor your 
reputation. 

 Be helpful, be a thought leader in A, Y or Z. 

 Drive online audience to relevant, quality content: 
increasing visitor traffic, generating more leads and 
increasing your sales. 

 



How To Be Social, 6:1 
 A framework to guide your actions in social platforms online: 

◦ Listen 

 Gain insight into your “audience” customers, competitors, prospects, influencers.  

 RSS feeds, Google Reader, Google alerts and tools like Hootsuite, Social Mention 

◦ Share 

 Links to content on your blog, website: whitepapers etc.  

 Events or conferences you are attending and announcements in real time.   

 Content from training/conference sessions: live tweet content, blog, post etc. 

 Videos or pictures of events, presentations, parties, customers, partners, employees.. . 

◦ Engage  

 Make comments, respond to mentions of @yourhandle. Ask questions. Help others connect online. 
“DM you should follow …” 

◦ Acknowledge 

 Publicly recognize, give thanks, call out fans, followers, etc. 

◦ Create  

 Social media may be the engine for our marketing efforts, the fuel that powers it is CONTENT! 

 Commit to creating content – your own blog posts, tweets etc. 

◦ Promote  

 Any actions that drive to an offer, discount, webcast, your booth at a tradeshow… “promotional” 
communications.   

 





1. Your profile is your 
introduction - complete it. 

2. Add a headline that  
communicates what you do 
vs. your title.  Think of 
keywords colleagues or 
prospects would use to find 
you in Linked In.  Consider 
adding a benefit statement. 

3. Add Summary & Specialties 
make them client and 
industry focused. 

4. For each job experience: 
answer who you help, 
problems you solve & results 
achieved.  

5. Use the space “above the 
fold” to communicate your 
most important message. 

LinkedIn 



LinkedIn Groups 

743 results 
for “IEEE” 

Search 4 
Groups 
Here 



More than 1/2 of 
active Twitter users 
follow companies or  

brands on social 
networks. Source: 

Hubspot, 12/11 
 



Twitter 
39% of B2B companies using Twitter 
have acquired new customers from it.  
Source: Hubspot, 12/11 

 

1. Be consistent with your 
names. 

2. Add a picture! 

3. Write a headline 
communicating what you do, 
your interests. 

4. Include a link to your 
website. 

5. Use a SM management 
platform to organize. 

6. Start by following and 
listening. 

7. Share and acknowledge. 

8. Engage in conversations. 

 



Twitter 

• Things you should know ... 
• Follow and listen.  Don’t always talk about 
yourself, share information. 

• Basic Terms 
• # = Hashtag, used to make terms “searchable” 

• RT – retweet, is acknowledgement 

• MT – modified tweet (use when you edit vs RT) 

• Via - use “via” for attribution and multiple 
acknowledgements 

• @reply – conversation between you and @reply 
“same” follows 

• DM is a direct message or private conversation 



Twitter – Reasons Why 

1. Competitive intelligence “spy” on competitors. 

2. Follow, listen and keep up with your prospects 
and customers.   

3. Increase awareness and grow your personal &  
professional reputation. 

4. Share great content! Generate leads. 

5. Listen for positive and negative comments. 

6. Address customer service or program shortfalls 
rapidly. (Offline as quickly as possible.) 

7. Drive traffic to your website/s and increase SEO 
rankings. 

8. … 

 





Facebook 
1. Create a page. 

2. Create an eye catching 
cover photo.  

3. Use a clearly branded 
profile picture. 

4. Add milestones.  

5. Pin a post a week 

6. Arrange views and 
apps at the top of the 
page.   

7. Manage and measure 
your page, FB Insights 

8. Want more follows? 
 

 

 

 

 

 



Social Media Management 

 www.Hootsuite.com        www.seesmic.com 

 www.Tweetdeck.com    

Twitter LI 
LI 

Group 

https://www.hootsuite.com/
https://www.seesmic.com/
https://www.tweetdeck.com/


Hootsuite 
Listen in on conversations online. Organize multiple 

streams of info by your @handle or #searchterm.  Here I 

am listening for #futrchat and #4futr 
 

 

 

 

 

 



Hootsuite 

Write your message and select the networks to post in by 

checking the account icon.  You can even schedule your 

tweets in advance. 
 

 

 

 

 

 



Measure Success 

 Link to your goals and business objectives? 

 Places to start: 
◦ “Headcounts” number of followers, friends, etc. 

◦ Engagement or activity: re-tweets, shares, likes, etc. 

◦ Visits unique or repeat to the website. 

◦ Number of “leads” generated. 

◦ Dollar amount of sales. 

◦ Sentiment. 

 Free – Inexpensive Tools 

◦ Facebook Insights 

◦ Hootsuite Analytics 

◦ Socialmention.com 

◦ SproutSocial 

 



Measure Success 



More Links & Info 

The Official Word …  

 Facebook: http://blog.facebook.com/   

 Foursquare: http://blog.foursquare.com/  

 Google+: http://googleplusplatform.blogspot.com/  

 Hootsuite: http://blog.hootsuite.com/  

 LinkedIn: http://blog.linkedin.com/  

 Twitter: http://blog.twitter.com/  

 YouTube: http://youtube-global.blogspot.com/  

 

Top Sources 

 Mashable: www.mashable.com   

 Social Media Today: www.socialmediatoday.com   

 Marketing Sherpa: http://www.marketingsherpa.com/# 

 Marketing Profs: http://www.marketingprofs.com/ 

 

 

https://blog.facebook.com/
https://blog.foursquare.com/
https://googleplusplatform.blogspot.com/
https://blog.hootsuite.com/
https://blog.linkedin.com/
https://blog.twitter.com/
https://youtube-global.blogspot.com/
https://youtube-global.blogspot.com/
https://youtube-global.blogspot.com/
https://www.mashable.com/
https://www.socialmediatoday.com/
https://www.marketingsherpa.com/
https://www.marketingsherpa.com/
https://www.marketingprofs.com/
https://www.marketingprofs.com/


Contact 

 email, patriciamtynan@gmail.com 

 Twitter, @thefuturescout 

 LinkedIn, Patricia Tynan  

 Google +, Patricia Tynan 

 TheFutureScout.com 

mailto:patriciamtynan@gmail.com


Pinterest 



Pinterest 



Twitter – Current Trends 

• Twitter Search search page for Twitter.com 

• TwitterVenn compare and contrast items 

• Trendistic great chronological analysis 

 

 

https://twitter.com/
https://www.neoformix.com/Projects/TwitterVenn/view.php
https://trendistic.indextank.com/


Save 

• Archivist 

• TwapperKeeper, 
now Hootsuite 
archive, Upgrade 

• Tweetreports 

 


