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STILL MATTER ???
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“Medium is the Message.”
- Marshall McLuhan



Evolution of Media



Paid Media Earned Media

Owned MediaShared Media







Evolution of Consumer



Consumer Director

ReporterJudge







http://www.time.com/time/magazine/0,9263,7601061225,00.html
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Evolution of Brands



Functional Brand Aspirational Brand

Lifestyle BrandResponsible Brand



Functional Brand

Aspirational Brand

Lifestyle Brand

Responsible Brand

Influence
on User

User
Involvement



Brand-building via social media - Virgin



Evolution of Marketing



Mass Marketing Direct Marketing

Interactive MarketingSocial Media Marketing



Shared



Social Network

Microblog

Video Community 

Internet and Social Media Users

http://www.facebook.com/r.php
http://www.facebook.com/r.php
http://www.facebook.com/r.php
http://www.facebook.com/r.php


Mobile Messaging
Community

Location-based
Community

Photo Sharing 
Community

Internet and Social Media Users

http://www.facebook.com/r.php
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Social media 
is

more mass 
than

mass media





Social media
is an important piece

but it is not the entire puzzle



Integration
with other media



Integration with in-shop experience



Consumers expect you to do so



First, sort out your own website

Make it more than an online brochure

How did you last update your content ?

Make sure it contains information the 
users want to know rather than what

you want them to know



Capture data and construct your 
customer profiling



Multi-dimensional segmentation



Keep your brand fluid









Content is KING
Keep it relevant / customized / current

and invite participation





A picture is worth a thousand words



“It’s OK. I’m here.”



“It’s OK. I’m here.”



“It’s OK. I’m here.”



Photos attract 53 percent more “Likes”,
104 percent more comments and
84 percent more click-throughs



Facebook posts with questions generate
92 percent higher comment rates than

posts without questions



High-tech, High-touch



Without human interface =/= 
downgrading customer experience





From understanding your customers to 
allowing your customers to understand you





You cannot bribe a relationship in real world,
the same for the virtual world



Case Study
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http://news.discuss.com.hk/viewthread.php?tid=21847849
http://news.discuss.com.hk/viewthread.php?tid=21847849




Branding on Social Media

• Monitor

• Go to where consumers “hang out”

• Use tools to listen to what is important  

• Respond

• Respond to counter negative comments and reinforce positive ones 

• Amplify

• Design marketing activities that have an inherently social motivator that 

spurs broader engagement and sharing

• Lead  

• Proactively lead consumers towards long-term behavioral changes
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