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Social Media Unplugged



  

Who is Rochelle?



  

Think
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Collaborate & Talk
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Donations



  



  



  



  

The Visitors



  

Quantity or Quality
of Comments



  



  

Sales



  

Monetization?



  

Participation Pyramid

90%
Audience

(Passive)

9%
Editors

1% Creators



  

95-5 Community Rule



  

What Do People Pay For?



  

Time



  



  



  

Convenience



  

Immediacy



  



  



  

    



  

Comfort



  

Ads



  



  



  



  

Self - Esteem
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Health & 
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Wealth



  



  



  



  

Entertainment



  



  

Creative
     Learning



  



  

Instructions



  

Questions to Ask

• Can the user:
– Do something more quickly
– Get something more quickly
– Access something scarce

• Do we provide something sought-after to a 
select number of people?

• Would people still use us if we purposefully 
added occasional annoyances?

• Do we offer a a superior user experience?



  

Questions to Ask

• Do we make the user feel better about 
themselves or their image?

• Can users form or retain meaningful 
relationships with others?

• Do we improve the health or physical safety of 
the user?

• Do we give the user the opportunity to make 
or save money?

• Do we improve users' career prospects?



  

Questions to Ask
• Do we provide a service that the user needs to 

perform their job? Or, perform their job better?
• Do we improve the perceived status of the user?
• Do we provide valuable entertainment for the 

user?
• Do we allow the user to experience something 

emotional?
• Do we allow the user to express their creativity?
• Do we provide the user with relevant knowledge 

or information?



  



  



  



                   Quiz Time!



  



  

Advertising Monetization Model

Brand / Property
Owner

Advertisers

Community
FansSocial Space

Ads

Ad 
Dea

l Clicks
$$

$$



  

Types of Online Advertising

It’s just not one media. 
It’s the Network and there are many options.



  

More Types of Online Media



  

Context Matters



  

Sponsorships &
Advertising



  

Banner Ads



  

`

Search Engine Optimization



  

Email Newsletters



  

Video



  

Product Placements



  

Advergames



  

In-Game Ads



  



  
Mobile



  

Coupons & Codes



  



  



  

Social Media Influence 
Purchase Decisions



  

The How-to's

STOP
Interrupting

Directing
Shouting

High-powered messages
Reacting

Return on investment
Big promises

Explaining

START
Engaging
Connecting
Enticing
Engaging content
Interacting
Return on involvement
Intimate gestures
Revealing/Discovering



  



  

Word of Mouth



  



  



  



  



  



  



  



  



  



  

http://Yelp.ca/

http://Yelp.ca/


  



  



  



  



  



  

Summary

create MARKETING SOLUTIONS not ADS

create USEFUL CONTENT

think CONTEXT

don’t forget the BRAND

The
Idea

Content & tools that 
make life better in 
some way.

Think of all of the places, the touch 
points, where people could engage with 
our content. What are they seeking 
there. The way they use media and 
technology will influence our content.

Is the brand central to the 
idea? Are we allowing for 
experiences that will get 
people engaged and 
ultimately move product?

Get beyond commercial messages. Solve 
something. Involve people. Enable them. 
Let them Participate.



  Build Your Virtual Economy!



  

Transaction Monetization Model

One Party Another PartyMarketplace

Something

$$$$



  

Marketplace



  

Types of Markets

One Party Another PartyMarketplace

Something

$$$$

Primary:  Vendor Customers/Partners
Secondary: Peer    Peer
Tertiary:  Customers/Users Vendors



  

Scarcity



  



  



  



  



  



  



  

Virtual Currency



  



  

Virtual Goods



  Behavioral Virtual Goods



  

Relationships



  

Belonging



  

Success &
Status



  

Self - Esteem



  

Decorative Virtual Goods



  

Self - Esteem



  

Creative
     Learning



  
Functional Virtual Goods



  

Success &
Status



  

Value of Virtual Goods



  

Sources



  

                            Sinks



  



  

Primary Marketplaces

One Party Another PartyMarketplace

Something

$$$$

You Customers/Partners



  

Upfront Fees



  

Subscriptions & Freemium



  



  



  



  



  
Pay-As-You-Go



  

Expansion, Upgrades, Collectibles



  
Donations



  

Access



  

Secondary Marketplaces

One Party Another PartyMarketplace

Something

$$$$

Peer Peer



  

Trading & Auctions



  

Tertiary Marketplaces

One Party Another PartyMarketplace

Something

$$$$

Customers       You



  

User 
Generated

Content



  

Community Leaders



  



  



  



  



  



  



  



  



  



  

Extending Your Reach



  

                  Mobile



  

Challenges



  

              Lack of Standards



  Gatekeepers



  

Discovery



  

User Experience Design



  

Mobile Content



  

QR Codes

(Feel free to use your QR scanners to see what these do! ;-)



  

Mobile Payments



  

Mobile Social Networks



  

Mobile Social & LBS Games



  

UGC



  

Multiplatform Information



  



  



  

Real and Online Events



  

Loyalty Cards



  Market Research



  

Access & Licensing



  

Money



  

95-5 Community Rule



  

Time



  

Scarcity



  

Comfort



  

Self - Esteem



  

Belonging



  

Relationships



  

Health & 
Wellbeing



  

Wealth



  

Success &
Status



  

Entertainment



  

Creative
     Learning



  

Advertising Monetization Model

Brand / Property
Owner

Advertisers

Community
FansSocial Space

Ads

Ad 
Dea

l Clicks
$$

$$



  

Transaction Monetization Model

One Party Another PartySocial Space

Something

$$$$



  

Instructions



  

Questions to Ask

• Can the user:
– Do something more quickly
– Get something more quickly
– Access something scarce

• Do we provide something sought-after to a 
select number of people?

• Would people still use us if we purposefully 
added occasional annoyances?

• Do we offer a a superior user experience?



  

Questions to Ask

• Do we make the user feel better about 
themselves or their image?

• Can users form or retain meaningful 
relationships with others?

• Do we improve the health or physical safety of 
the user?

• Do we give the user the opportunity to make 
or save money?

• Do we improve users' career prospects?



  

Questions to Ask
• Do we provide a service that the user needs to 

perform their job? Or, perform their job better?
• Do we improve the perceived status of the user?
• Do we provide valuable entertainment for the 

user?
• Do we allow the user to experience something 

emotional?
• Do we allow the user to express their creativity?
• Do we provide the user with relevant knowledge 

or information?



  



  



  

Thank You!

@RochelleGrayson
rochelle@rochelle.ca

(604) 612-9850

mailto:rochelle@rochelle.ca
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