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First modern social networking site, but 
failed to garner strong participation

First successful social networking site, but 
servers buckled under pressure causing 

people to abandon

Breakthrough social media site, but has 
since lost traction to Facebook and 
reoriented as a youth/music niche 

community
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More than 400 million active users; fastest 
growing demographic is women over the 
age of 50; Pages have created more than 

5.3 billion fans

Represents the future of social media – 
visual, instant, expressive  

Short-burst – 140 character micro- 
blogging.  Used for branding, education, 

customer management and media 
relations.  Advantages: short form, mobile 

accessible, connects users around 
interests
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Common characteristics of Social Media — 
Interactive, always-on, traditional and social media

Presenter
Presentation Notes
New web technologies have given birth to a new communications landscape that we call “World 2.0.”

New media such as blogs (Huffington Post, Engadget), online communities (iVillage, WebMD), social networks (Facebook, My Space), wikis (Wikipedia) allow everyone to engage in conversations about topics that interest them.

The new communications landscape is highly interactive, open to all and uncontrolled.  Because its online, it’s also inherently measurable.
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Brand/Product Awareness Through Social Media
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And If You’re Still Not a Believer, Ask…

Dell, who reported on December 8, 2009, that it has made $6.5 million in 
Twitter-driven sales

Avaya, who landed a $250k sale on Twitter, just for “listening” and 
responding to a potential customer

Burger King, who invested less than $50k into their Whopper Sacrifice 
Facebook app, which resulted in an estimated return of $400k in press 
value

eBay, who found that participants in online communities spent 54% more 
money

McNeil Consumer Healthcare, who took down their Motrin ad campaign 
after offended Moms posted scathing messages to Twitter

Domino’s Pizza, who fired two employees that filmed a disgusting food 
prank and posted it to YouTube

Presenter
Presentation Notes
Read about Dell at http://www.informationweek.com/news/hardware/desktop/showArticle.jhtml?articleID=217801030&subSection=E-Business. 

Read about Motrin at http://parenting.blogs.nytimes.com/2008/11/17/moms-and-motrin/.

Read about Dominos at http://www.nytimes.com/2009/04/16/business/media/16dominos.html?_r=1&partner=rss&emc=rss
In videos posted on YouTube and elsewhere this week, a Domino’s employee in Conover, N.C., prepared sandwiches for delivery while putting cheese up his nose, nasal mucus on the sandwiches, and violating other health-code standards while a fellow employee provided narration.  
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5 Ways Financial Institutions Are Using Social Media

Community Building

Product Research

Customer Service

Marketing & Promotion
(Citi Card Fan page)

Transparency
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Case Study: Customer Service at Bank of America

Introducing David Knapp, Twitter Rep..

Presenter
Presentation Notes
Bank of America trailed its competitors in the use of social media.  At the same time, many people online were criticizing the bank for lack of customer service.

After doing some analysis about those online conversations, BoA decided to use Twitter to engage with customers.
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Case Study: The Amplifier Effect - Media Takes 
Notice of BoA’s Efforts

Presenter
Presentation Notes
The media recognized BoA’s efforts to help its customers.  
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Social Media for Financial Education: Relate to  
and Educate Key Demographics

Just half of Teen Millennials (age 13-17) have a financial account 
or product of their own

Just 15 percent of Teen Millennials surveyed have a high financial 
literacy.  35 percent scored in the low category

However, once Teen Millennials are educated about a financial 
institution or issue, they remain loyal.  Statistics indicate that 
institutions that attract teens retain these relationships for 
between 5 and 10 years.

Source: Forrester Research
Survey of 3,500 Teen Millennials
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Social Media for Financial Education: The 
Opportunity with Teens

73% of American teens ages 12-17 used an online social network 
(as of Sept. 2009); older teens generally frequented the sites 
more

While only 8% of Internet users ages 12 to 17 said they use 
Twitter, nearly two-thirds used mobile phone text messages to 
communicate (9/2009)

12 million U.S. teens, or about two-thirds of those online, watched 
online video in May 2009

Source: Nielsen; Pew Research Center’s Internet 
& American Life Project

http://blog.nielsen.com/nielsenwire/reports/nielsen_howteensusemedia_june09.pdf
http://www.tmcnet.com/viewette.aspx?u=http%3a%2f%2fit.tmcnet.com%2ftopics%2fit%2farticles%2f74614-blogging-for-adults-social-networking-more-attractive-kids.htm
http://www.tmcnet.com/viewette.aspx?u=http%3a%2f%2fit.tmcnet.com%2ftopics%2fit%2farticles%2f74614-blogging-for-adults-social-networking-more-attractive-kids.htm
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Social Media for Financial Education: The 
Opportunity with Adults

The parents of the Teen Millenials are increasingly using social 
media sites and online banking services:

1/3 of adults post at least once a week to sites like Facebook 
and Twitter

Nearly 60% of adults maintain a profile on a social networking 
site

70% of adults read blogs, tweets and watch UGC video

1/4 of adults publish a blog and upload video/audio they 
created

57% of U.S. adults reported using online banking

36% of U.S. adults with an investment account invest online

Source: Forrester Research

http://www.lostremote.com/2010/01/20/adult-social-media-use-hits-new-highs/
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Social Media in Financial Services: A Strategy to 
Capitalize 

Leverage free and “white label” social media to form communities

Free sites (e.g., Facebook, LinkedIn) already have millions of network 
members grouped by interest.  You can establish a community by 
tapping into these vertically integrated segments of interest

White label options (e.g., Ning) are inexpensive, fast ways to set up a 
community destination that can act as a magnet around a particular 
interest

Tools like Twitter can be easily used as means of attracting members

Critical success factor: Abundance of interesting and renewable content 
and community members willing to share, thus perpetuating organic 
content development and participation



16

Social Media in Financial Services: Overcoming 
Low Teen Interest in Topic 

Diversify the content: Establish communities that focus on topics 
broader than financial education and savings – include related 
topics that interest the target demographic 

Link to non-financial communities: Link the community to other 
site, blogs and networks that are related to the broader topics of 
interest included in your community

Encourage broader discussions: Invite guest content providers 
who offer material that will interest community members beyond 
financial services and literacy

Always make it fresh: Refresh content bi-weekly and encourage 
members to post their own content to keep it fresh and interesting
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A Case Study: How We Used Ning to Build an 
Environmental Community

Presenter
Presentation Notes
It’s actually very easy to create a community.  There are many free tools such as Ning.
The more challenging part is recruiting other people to participate in your community.
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A Case Study: Care2.com – Diversify the 
Content

Presenter
Presentation Notes
Largest online community empowering people to lead a healthy and green lifestyle while taking action on important causes such as human rights.

More than 9 million members, 400 nonprofit partners and hundreds of responsible advertisers contribute to making powerful, positive changes in our world. 
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Attracting Members: Be the Center of a 
Traditional and Social Media Conversation

INFLUENCERS & 
ASSOCIATIONS MOST 
QUOTED/CITED

SOCIAL 
NETWORKS

BLOGGERS MOST 
QUOTED / CITED

CUSTOMERS & 
PARTNERS MOST 

QUOTED / COVERED

BUSINESS PRESS

EVENTS MOST 
ATTENDED / 

COVERED

TRADE MEDIA MOST 
CITED / RESEARCHED BROADCAST

Be the center and/or 
source of every 

crucial conversation

Presenter
Presentation Notes
This slide should be customized for the organization to whom you’re presenting.

It’s again showing the integration of traditional and social media.

http://images.google.com/imgres?imgurl=http://1.bp.blogspot.com/_CMM-IFBaTjc/SfpYZBRQI3I/AAAAAAAAAfI/XXmisKMGrGs/s200/Huffington%2BPost,%2Blogo1.jpg&imgrefurl=http://holliedoeshollywood.blogspot.com/2009/04/huffington-and-holliewhat-pair.html&usg=__GHJDdwsW2o96HBT2pepq30xvfsc=&h=129&w=200&sz=4&hl=en&start=15&um=1&tbnid=g7fd1iVI8f6L1M:&tbnh=67&tbnw=104&prev=/images%3Fq%3Dhiffington%2Bpost%2Blogo%26hl%3Den%26safe%3Doff%26um%3D1
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Attracting Members: Search Engine Optimization

SEO
Process of improving the volume or quality of traffic to a 
web site from search engines
The earlier a site appears in the search results list, the 
more visitors it will receive from the search engine

Keywords
A word or phrase used to focus an online search and to 
target advertising.

Approach
Identify most important keywords to be associated with 
brand
Embed keywords in all marketing and communications 
materials
Revisit keywords quarterly – Google changes its algorithms 
frequently so people can’t game the system

Presenter
Presentation Notes
SEO is very important for driving traffic to your company’s web site.



21

Getting Started: Racepoint Labs™ 
Social media to understand, engage and build communities

Video/Photo SharingEditorial/ Reputation 
Communities

Monitoring

Distributors

Mobile Platforms

Micro Blogging 
(Twitter)

Aggregators / 
RSS FeedersSocial Networks
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Social Media Formula™

Using Racepoint Labs, we create a Social Media Formula™, customized for your 
business, to ensure that you are leveraging social for maximum business impact.

Research Develop Execute Measure

1 2 3 4

Presenter
Presentation Notes
We use Racepont Labs to develop a customized social media formula for every client so that you get the maximum benefit out of your use of social media.  It’s much more strategic approach than just throwing up a Facebook page or just tweeting.
We discuss your business and social media objectives with you.  Then we use Racepoint Labs to develop your social media formula.  We execute and then measure the results.
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Getting Started with Social Media

You need a strategic approach that defines:

Don't spam - don't send out mass emails or post generic 
messages 
Who’s the target audience?
What are the objectives?

Create awareness
Change opinion
Drive behavior

What are the right vehicles / channels for reaching the 
audience?
What is the right marketing mix for the campaign?
What skill sets will be required to execute the campaign?  How 
will they be organized?
How will you measure success?
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Key Takeaways from Today

Social media matters – it’s not going away
Everyone is a publisher.

There are lot of great tools available
Many are free
They’re easy to use. 

Social media needs a process and strategy to be successful
Learn from others – there are lots of examples, ask for help
Don’t wait to get started – the time is now.
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