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technology allows people immediate 

access to highly engaging information 

and social connectivity  

24 hours  

of video  

uploaded  

to YouTube  

each minute  

 

 

 

 

750 million  
active  

Facebook users  

(250 million via 

mobile)  

implication:  
We need to  

deliver engaging 
information and to 

connect socially with  
our audiences to  
match audience  

behavior and 
expectations.  

200 million 

tweets  
delivered daily  



news media responds to this reality  

by producing and sharing stories in 

multiple mediums.  

implication : 
This creates the  

need to  
provide multiple assets 
ð video, audio, text, 

graphics and photos ð  
to match media 

expectations.  



road map  

to content  
from advertiser  

to publisher  

 



Communities start with a lot of 

peeps coming together  



Brands build communities by giving them a PLACE 

to play and a REASON to interactééé 

INTERNAL USE ONLY 



The community manager is someone who leads the 

conversation and keeps it inline  

INTERNAL USE ONLY 



Define scope, ideal outcomes, and boundaries  

Ensure participants receive more value  

then they contribute  

Facilitate constructive disagreement and conflict  

Advocate for the community and its members  

Monitor, measure, and report  

 

Community Managersé 



INTERNAL USE ONLY 



How is this similar to pr?  

Identify key messages, programming   Ÿ    Create content calendars  

 

Create media list    Ÿ   Identify digital influencers  

 

Pitch    Ÿ    Reach out to digital influencers  

 

Build media relationships    Ÿ   Engage digital influencers  

 

Secure media placements    Ÿ   Secure Facebook posts, tweets, blog posts  

 

Monitor and track media coverage    Ÿ   Monitor  & track social media conversations  

 

Measure placements and impressions   Ÿ   Measure engagements  



Community Management Structure  

Research/Trend Expert 
-Evaluates digital trends, 
platforms, and ways of 

measuring success 
-Deep understanding of 

wins/failures 
 

Monitoring Expert 
-Best practices for 
monitoring tools 

-Alerts CM to respond 
-Provides qualitative & 
quantitative analysis 

 

Reporting Expert 
-Best practices for 

reporting tools 
-Provides qualitative & 
quantitative analysis 

 

Community Manager 
-Oversees reporting/monitoring team 

-Voice/publisher of all content 
-tǊƻǾƛŘŜǎ YtLΩǎ 



Info Hub  

Games  

Videos  

Types of Content  

Apps  



Paid, Owned, Earned Model  

VIDEO 

CONTENT  

EARNED 

OWNED PAID  



Scripted       Unscripted 

Branded       Unbranded 

Us         You 

Video  Content Trends  



Community -Based 

Ask your fans and followers 

to submit video based on a 

specific assignment.  One 

challenge is limited/no 

control over output.  

Examples:  

Pop Chips:  

 

 

 

Philadelphia Cream Cheese:  

 

Crowdsourcing  

Professional -Based 

Companies like Tongal have 

a network of creative 

professionals who create 

videos based on a brand 

brief.  Itõs high quality and 

super duper cost effective.  

And you own it outright.  

Examples:  

Binaca: 

 

 

Kindle:  

 

 

http://www.youtube.com/watch?v=j73zp1Wu9J0
http://www.youtube.com/lovemyphilly
http://tongal.com/t2/l/1qn9v9
http://www.poptent.net/media/19917


Coupon and Giveaway Programs  


