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Getting Started
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Questions & Contact

ÅQuestions: via webinar & Twitter (answered at end)

ÅHashtag: #swlwebinar

ÅFollow Us: @SmallWorldLabs

Åwww.smallworldlabs.com

Åinfo@smallworldlabs.com

Å+1-512-474-6400
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About Small World Labs

ÅHelp organizations increase online engagement with 
their constituents 

ÅOnline Community Platform 

ÅCommunity Engagement Program

ÅFounded 2005, over 100 communities 

ÅCommunities that Work

ï78% increase in new referrals

ï300% increase in desired online engagement

ï437% increase in avg. revenue contributions
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Client Successes

http://scottrade.com/index.asp
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Webinar  Outline

How Online Communities and Social Media Work Together 
Post, Like, Tweet, Repeat 

ÅGuiding Principles of Engagement

ÅSocial Media Strengths & Weakness

ÅOnline Community Strengths & Weaknesses

ÅHow Online Communities & Social Media Work Together

ÅSocial Media Account - Set Up Basics

ÅOnline Community - Set Up Basics

ÅLeading, Curating, Sharing & Measuring

ÅExamples

ÅQuestions & Answers
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Guiding Principles of Engagement
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Deeper Engagement Impacts End Results

ÅRetention

ÅReferrals

ÅDonations

ÅPurchases

ÅOther

8

Deeper Engagement
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Preferred Form of Communication Varies
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Preferred 
Communication

Device

Delivery

Location
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Integrated Online Engagement

Deeper engagement is best 
achieved with a cohesive strategy 
that employs multiple channels
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Community

Website

Email

Social 
Media

Optimal 
Engagement
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Social Media 
Strengths & Weaknesses
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Social Media Strengths

ÅExtensive Reach 

ÅEasy to Update

ÅStrong Awareness Generator

ÅGreat Acquisition Points for Convert to Other 
Initiatives
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Social Media Weaknesses

ÅSetting up shop is not 
enough

ÅMust be active

ÅNeed to break into 
ȅƻǳǊ ŀǳŘƛŜƴŎŜΩǎ 
streams

13Source: All Facebook5-17-11
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Social Media Weaknesses

Åaǳǎǘ ŎƻƳǇŜǘŜ ǿƛǘƘ ŜǾŜǊȅƻƴŜ ŜƭǎŜΩǎ ǳǇŘŀǘŜǎ

ÅEasy to confuse official and non-official accounts

ÅLimitations on customizing the experience

ÅNo impact on SEO

ÅAudience data cannot be captured

ÅTerms & conditions modified without notice

ÅUpdates primarily from your organization

ÅDifficult to find quality content & experts 
ïpoor search & history

ÅFragmented audience (each social media site is separate)
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Online Communities
Strengths & Weaknesses
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Online Community Strengths

Å 100% mindshare

Å The official source & destination

Å Customized experience

Å Member data captured

Å Positively impacts SEO

Å Your terms & conditions

Å Updates provided by community members

Å Easy to find quality content & experts 

ï Content permanence & availability, extensive 
search

Å Hub to bring together audience on different 
social sites

16



#swlwebinar

Online Community Weaknesses

ÅThey must  go to/join your site

ÅTopic or purpose focused 

ÅTechnology costs

ÅCare & feeding

17
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How Online Communities & Social 
Media Work Together
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Complimentary Aspects
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Community

Å Reach vs. Depth  

Å Updates competition vs. 100% 
mindshare

Å Group/Page/Community (official 
vs. not)

Å Experience (customized vs. 
general)

Å Member Data (captured vs. not)

Å SEO

Å Terms & Conditions

Å Search & Content Permanency 

Å Audience (disparate vs. hub)
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Complimentary Aspects ςWhen Used Together

Å Reach vs. Depth  

Å Updates competition vs. 100% 
mindshare

Å Group/Page/Community (official 
vs. not)

Å Experience (customized vs. 
general)

Å Member Data (captured vs. not)

Å SEO

Å Terms & Conditions

Å Search & Content Permanency 

Å Audience (disparate vs. hub)
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Community 
Hub
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Integrated Social Engagement Cycle

Community 
Content & 

Discussions

Curation & 
Selection

Social Sharing

Social 
Promotion

Social 
Aggregation

Measurement 
& Analysis
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Social Media Account - Set Up Basics
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Consistent Social Media Identity

Å Create Consistent Name & URLs

ï Full Name vs. Abbreviations

ï CombinedName, Combined-Name, or Combined_Name

Å Structure your accounts

ï Product/Company Information and PR vs. Support

ï Languages & Geographies

Å Link your  accounts together

ï Online Community

ïWebsite

ï Action Pages (forms, products, etc.)

ï Other Social Media Accounts

ï Other departments on same social  network

23
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Identify Right Social Networks

ÅSocial Network Demographic Profiles

ïBusiness vs. Consumer

ïSocial  Media Savvy vs. Not

ïHighly topic focused vs. Generalists

ÅConsider Time on Site/Use Statistics

ÅOverall Size

ÅNature of Content

24

Source:  Crain Communications via Advertising Age ςMay 2011



#swlwebinar

Resources

ÅQuantcast.com

ÅAlexia.com

ÅStatbrain.com

ÅCompete.com
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Twitter.com Summary
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Online Community ςSet Up Basics
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LƴŎƭǳŘŜ άCƻƭƭƻǿ ¦ǎέ [ƛƴƪǎ

ÅLinks 

ïWebsite (or integrate within your website)

ïAction Pages (forms, products, etc.)

ïOther Social Media Accounts

ÅάCƻƭƭƻǿ ¦ǎέ hƴ .Ŝǎǘ tǊŀŎǘƛŎŜǎ

ï5ƛǎǘƛƴƎǳƛǎƘ ŦǊƻƳ ȅƻǳǊ άǎƻŎƛŀƭ ǎƘŀǊƛƴƎέ ōǳǘǘƻƴǎ

ïUse alt text to show destination URL

ï[ŜŀŘ ǿƛǘƘ άCƻƭƭƻǿ ώhǊƎŀƴƛȊŀǘƛƻƴϐ ¦ǎΥέ
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Enable Social Sharing

ÅCatch All Service vs. Each Network
ïAddThis, ShareThis, AddToAny

ÅDisplay Options
ïAuto Display or Manual

ïButtons or Counters

ÅTailor Buttons to Your Audience
ïDemographics

ïReferral Traffic

ÅTwitter Account Promotion Options
ïRT @yourorganization:

ï via @yourorganization

28
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Enable Social Sharing ςMetaData

Good

29

Bad
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Social Aggregation

ÅTwitter
ïStream from selected 

account(s)

ïSearch terms or hash tags 
(events, etc.)

ÅFacebook
ïFans/likersblock ςdisplay & 

like us

30
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RSS Aggregation

Curated RSS News In
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Video ςAggregation & Sharing

ÅAggregation
ïCurationis Key

ïEmbedded

ÅUpload & Share
ïWatermarks

ïTags

ïGood Titles & Descriptions

32
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Discussion Aggregation
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Your Website Other Websites

Community
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Leading, Curating,
Sharing & Measuring
- Putting It All Together -
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Leading - General Best Practices

ÅBe Active

ÅBe Prompt

ÅAsk Questions

ÅAnswer Questions ςAnswer->Ask Formula

ÅCurate & Highlight Top Content & Discussions

ÅProactively Connect Content & Discussions with Members

ÅCreate a Schedule

ÅLead by Example

35
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Curate ςWhat to Share & Highlight

ÅMember Driven

ïCommunity Conversation

ïAnswered Question

ïMember Blog

ÅOrganization Driven

ïTraining Video

ïBlog on Event or Topic

ïWhite Paper or How To PDF

ïExcel Model Template

ÅPromote Existing Engagement

36
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General Sharing

ÅSocial Sharing Buttons

VCross publishing platforms

ïHootsuite& others

ÅDirect Entry

ÅPersonalize with introduction
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Twitter Sharing

ÅIf you want retweets, do the math

140 Characters Total

ïάRT_@usernameΥψέ όс ŎƘŀǊŀŎǘŜǊǎ Ҍ ǳǎŜǊƴŀƳŜύ

ïRoom for comments

ÅGeneral Rule of Thumb  

<110 Characters

38
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FacebookSharing

ÅUse Tagging

ÅSelect image for links

ÅUse your core 
team/ambassadors to 
increase impressions via 
Likes & Comments
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LinkedIn Sharing Options

ÅIndividual Updates

ÅGroups

ÅMessages

40
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Measurement & Analysis

ÅAnalytics

ïWebsite & Community Analytics: Google Analytics & 
Community Data

ïSharing Services: AddThis, ShareThis

ïCross-Publishing Platforms:  HootSuite

ïTwitter Analysis: TweetReach, The Archivist

ÅModify your time investment

ïTypes of Updates

ïCommunity Impact

ïTime vs. Generated Activity

41
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Summary
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Summary: Integrated Social Engagement Cycle
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Community 
Content & 

Discussions

Curation & 
Selection

Social Sharing

Social 
Promotion

Social 
Aggregation

Measurement 
& Analysis
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Summary: Integrated Online Engagement
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Community

Website

Email

Social 
Media

Optimal 
Engagement
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Examples
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Aggregated Social Content

Aggregated & Curated
Community Content

Integrated Engagement ςCase Study
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www/.../eventname
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Integrated Engagement ςGeneral 
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Questions & Answers

How Online Communities and 
Social Media Work Together 

Post, Like, Tweet, Repeat 

@SmallWorldLabs @WilsonMichael

+1-512-474-6400

info@smallworldlabs.com

www.SmallWorldLabs.com


