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Speed of Information 
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Speed of Information 
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Speed of Information 
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Speed of Information 
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Speed of Information 
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What is Web 2.0? 

Pew Internet & 

American Life Project 

ñWeb 2.0ò is an umbrella term that is used to refer 

to a new era of Web-enabled applications 

that are built around user-generated or user-

manipulated content, such as wikis, blogs, 

podcasts, and social networking sites.  
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What is Web 2.0? 

www.AOL.com 

 (April 1997) 

www.google.com 
(May 2001) 

Receive 

Hunt 

Do / create 

www.facebook.com 
(January 2006) 
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Speed of Information 
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Speed of Information 

http//www.apple.com 
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Google Search!  Ohé 

http//www.apple.com 
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Speed of Information 

http://thenextweb.com/apple/2012/01/17/the-ipad-is-now-an-actual-metric-for-measuring-tablet-web-traffic 
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Source: 

http://www.youtube.com/watch?v=CvVp7b5gzqU&featur

e=related  

The Bad News 

http://www.youtube.com/watch?v=CvVp7b5gzqU&feature=related
http://www.youtube.com/watch?v=CvVp7b5gzqU&feature=related
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The Bad News 
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Web 2.0 Reality 

This Guy Impacts You! 
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Web 2.0 Reality 

 

Fukushima Daiichi Impacts You! 

 
(And you donôt even have nukes.) 

Image: http://fr.wikipedia.org/wiki/Fichier:Tepco.png 
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Image: http://www.cnn.com 
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Web 2.0 Reality 

 

 

 

 

 

 

 

Impacts You! 





A New Customer Relationship 
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Web 2.0 Reality 

ÅTwo-thirds of adult internet users (65%) now 

say they use a social networking site 

ÅDoubled usage since 2008 (29%).  

ÅThe pace of new user growth has been 

ñstaggeringò 

ÅFirst survey in 2005 ï only 8% of internet 

users & 5% of all adults used social 

networking sites 

Source: http://www.pewinternet.org/Reports/2011/Social-Networking-Sites/Overview.aspx 
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Web 2.0 Reality 

Source: http://www.pewinternet.org/Reports/2011/Social-Networking-Sites/Overview.aspx 
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Internet Activities By Generation 

Popularity of internet 

activities among internet 

users in each generation. 

http://www.pewinternet.org/Infographics/2010/Generations-2010-Summary.aspx    Source: 

http://pewinternet.org/Infographics/Growth-in-Adult-SNS-Use-20052009.aspx
http://pewinternet.org/Infographics/Growth-in-Adult-SNS-Use-20052009.aspx
http://pewinternet.org/Infographics/Growth-in-Adult-SNS-Use-20052009.aspx
http://pewinternet.org/Infographics/Growth-in-Adult-SNS-Use-20052009.aspx
http://pewinternet.org/Infographics/Growth-in-Adult-SNS-Use-20052009.aspx
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Web 2.0 Bad & Good News 

ÅThere are A LOT of conversations! 

 

ÅDistributed 

 

ÅMobile 

 

Å Empowered and enabled 

 

ÅHappening In Real Time 

 

ÅMost importantly, you canôt control the conversationé 

 BUT, you can influence it! 
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Source: Dilbert .com 
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Shiny Object 

Social media doesnôt change 

what you say! 



34 

Shiny Object 

Social is not a strategy! 
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Shiny Object 

What is ñsuccessò to you? 
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Shiny Object 

ÅCurrent channels 

ÅObjectives & goals 

ÅStrategy 

ÅTactics 

ÅResources, Backup, Support 

ÅContent creation 

ÅLegal 

ÅHR 

ÅIT 
Photo Credit: Photo credit: Blyzz via Flickr 
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Four Stages 
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Cutting Through the Confusion 

The Top 5 

 

1. Twitter 

2. YouTube 

3. Facebook 

4. Linked In 

5. Flickr 

Most Used: 

 

Å Twitter 

Å YouTube 

Å Facebook 

Å LinkedIn 

Å Flickr 
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The Big 5 



Current Social Media Activities 

Confidential ï do not distribute 

ÅBig five dominate: 

Å96% - Twitter (up from 74% in 2011) 

Å80% - Facebook (up from 65% in 2011) 

Å90% - YouTube (up from 71% in 2011) 

Å60% - LinkedIn (up from 48% in 2011) 

Å38% - Flickr (up from 15% in 2011) 

Å16% - Google+ (up from 0% in 2011) 

 

ÅIncreased recognition of social for media 

ÅContinued movement towards corporate blogs 

ÅMovement towards local communities & blogs 





Channels By The Numbers 

Confidential ï do not distribute 

Twitter (2010): 

1 ï 500 = 14% 

501 ï 1000 = 11% 

1001 ï2000 = 21% 

2001 ï 3000 = 10% 

3001+ = 10% 

Twitter (2011): 

1 ï 500 = 14% 

501 ï 1000 = 12% 

1001 ï2000 = 18% 

2001 ï 3000 = 12% 

3001+ =  36% 

 

5000+ = 18% 

12,000+ = 2 



Channels By The Numbers 

Confidential ï do not distribute 

Facebook (2010): 

1 ï 500 = 42% 

501 ï 1000 = 14% 

1001 ï2000 = 10% 

2001+ = 5% 

Facebook (2011): 

1 ï 500 = 24% 

501 ï 1000 = 10% 

1001 ï2000 = 14% 

2001+  = 30% 

 

5000+ = 18% 

10,000+ = 3 



Channels By The Numbers 

Confidential ï do not distribute 

Google+ (2010): 

1 ï 500 = 0% 

501 ï 1000 = 0% 

1001 ï2000 = 0% 

2001+ = 0% 

Google+ (2011): 

1 ï 500 = 10% 

501 ï 1000 = 10% 

1001 ï 2000 = 10% 

2001 ï 3000 = 0% 

 

4,000+ = 4% 



Important Uses of Social (2011) 

Confidential ï do not distribute 

ÅOutages/crisis ï 90% 

ÅEE/safety tips/storm prep ï 84% 

ÅCorp Comm Messages ï 76% 

ÅCommunicating w/ media ï 76% 

ÅProduct/Service promotion ï 60% 

ÅCustomer Engagement ï 56% 

ÅDirect Customer Service ï 46% 

 



Outage Communications 
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Who Has ñPrimary Controlò? 

© E Source 

Corporate  

Communications =  

80% 
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Who Is ñInvolvedò In Social Media? 

© E Source 
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Who Is ñInvolvedò In Social Media? 

© E Source 

Security = 10.4% 
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Centralized Approach? 

© E Source 

78% 
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Social In Someoneôs Job Description? 

© E Source 

Yes-60% 
No-32% 
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Topic Specific Outreach 



Goals 

Confidential ï do not distribute 

High Importance 

 

ÅProtect & enhance brand reputation & image  - 98% 

 

ÅIncrease customer satisfaction ï 86% 

 

ÅImprove the customer experience ï 86% 

 

ÅIncrease awareness of programs, products, or 

services ï 82% 



Goals 

Confidential ï do not distribute 

High Importance 

 

ÅEstablish and grow social presence and network so 

it exists when you really need it ï 78% 

 

ÅImprove relationship and information flow with news 

outlets ï 66% 
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