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 Social & Mobile Bootcamp 
Introductions: Miles & Lori 

What you hope to learn today 

Overview of the Social Landscape 

Research and Statistics 

Getting started in social media 

Social goes mobile 

Group discussion/sharing insights and issues 



Why you shouldn’t wait: 
Social media is the marketplace for brand information and reputation 

There are blogs with more influence than the Wall Street Journal 

Journalists monitor Twitter and LinkedIn 

The “big three” – Twitter, Facebook and LinkedIn have tens of millions 
unique visitors a month and are growing. 

Your competitors are there. 

If you aren’t on the basic platforms, it’s like the company doesn’t exist; 
customers expect it to be another service platform. 

MOST IMPORTANT:  YOUR CUSTOMERS AND PROSPECTS ARE 
THERE! 







Media Usage 

Question: Which of the following do you subscribe to?	



Media	
   Seniors	
  
Leading	
  
Boomers	
  

Trailing	
  
Boomers	
   Gen	
  X	
  

TV	
  service	
  (cable,	
  satellite	
  dish,	
  or	
  other)	
   89%	
   91%	
   81%	
   77%	
  

Home	
  telephone	
  -­‐	
  ("land	
  line")	
   85%	
   79%	
   68%	
   68%	
  

Cable	
  telephone	
   23%	
   23%	
   21%	
   25%	
  

DVD	
  movie	
  rental	
   14%	
   14%	
   20%	
   23%	
  

Internet	
   92%	
   91%	
   90%	
   86%	
  

Local	
  newspaper	
   61%	
   50%	
   38%	
   32%	
  

NaQonal	
  newspaper	
   7%	
   5%	
   9%	
   8%	
  

Online	
  news	
  service	
  or	
  newsleSer	
   11%	
   10%	
   13%	
   12%	
  

Magazines	
   60%	
   58%	
   46%	
   46%	
  

Cell	
  phone	
   80%	
   80%	
   80%	
   77%	
  

Satellite	
  radio	
   5%	
   15%	
   7%	
   13%	
  

higher	
  for	
  older	
  generaQons	
  

higher	
  for	
  younger	
  generaQons	
  

Seniors and Leading Boomers still use traditional media 
more than Trailing Boomers or Gen X 

Percentage subscribing to various media services	





Question: On which social networking sites do you maintain a profile? (select all that apply)	



Boomers Catching Up with Gen X in Social Networks 
Percentage maintaining a page on various social networking sites	



Social	
  networking	
  site	
   Ikes	
  
Leading	
  
Boomers	
  

Trailing	
  Boomers	
   Gen	
  X	
  

	
  Facebook.com	
   39%	
   39%	
   43%	
   50%	
  

	
  TwiSer.com	
   5%	
   8%	
   15%	
   14%	
  

	
  Linkedin.com	
   6%	
   8%	
   11%	
   10%	
  

	
  Classmates.com	
   19%	
   20%	
   21%	
   12%	
  

	
  Myspace.com	
   11%	
   10%	
   22%	
   29%	
  

	
  None	
  of	
  these	
   50%	
   47%	
   45%	
   32%	
  

Social Media 



Segmenting social behavior 

Question: In thinking about all of the people in your own personal or social network, how frequently do 
you have contact with individuals you know from the following areas or groups?	



Social Mavens have more frequent contact with individuals 
across all types of groups within their social network 

Percentage of respondents having very or somewhat frequent 
contact with the following groups	



Type	
  of	
  social	
  connecQon	
   Isolated	
   Everyday	
   Mavens	
  

Family	
  members,	
  apart	
  from	
  my	
  immediate	
  family	
   55.4%	
   65.7%	
   75.5%	
  

Issue-­‐oriented	
  organizaQons	
   13.7%	
   17.2%	
   32.2%	
  

Hobby	
  or	
  interest	
  groups	
   18.4%	
   26.5%	
   36.6%	
  

Religious	
  affiliaQon	
  or	
  church	
   32.0%	
   35.6%	
   46.6%	
  

Social	
  groups	
   20.8%	
   30.1%	
   40.0%	
  

Neighbors	
   44.6%	
   53.9%	
   61.1%	
  

Co-­‐workers	
   17.7%	
   38.6%	
   64.4%	
  

Former	
  co-­‐workers	
   15.9%	
   24.1%	
   37.8%	
  

Professional	
  or	
  business-­‐related	
  contacts	
   14.0%	
   28.6%	
   52.3%	
  



Mavens are More Likely to be Working and 
Trailing Boomers 

Characteristics of respondents by level of social connectedness 	


(Boomers only)	



CharacterisQc	
   Isolated	
   Everyday	
   Mavens	
  
Female	
   46%	
   50%	
   53%	
  
Leading	
  Boomers	
   61%	
   54%	
   38%	
  
Trailing	
  Boomers	
   39%	
   46%	
   62%	
  
Working	
  full	
  or	
  part-­‐Qme	
   18%	
   39%	
   62%	
  
Self-­‐employed	
   10%	
   9%	
   22%	
  
ReQred	
   36%	
   25%	
   11%	
  
Household	
  income	
  100K+	
   15%	
   26%	
   43%	
  
Volunteer	
   25%	
   45%	
   60%	
  
TV	
  service	
  (cable,	
  satellite	
  dish,	
  or	
  other)	
   87%	
   85%	
   91%	
  
Local	
  newspaper	
   42%	
   44%	
   49%	
  
Online	
  news	
  service	
  or	
  newsleSer	
   9%	
   12%	
   16%	
  
Magazines	
   45%	
   54%	
   67%	
  
Satellite	
  radio	
   9%	
   11%	
   18%	
  
Facebook.com	
   31%	
   44%	
   58%	
  
TwiSer.com	
   8%	
   12%	
   16%	
  
Linkedin.com	
   4%	
   11%	
   16%	
  
Classmates.com	
   17%	
   23%	
   22%	
  
Myspace.com	
   13%	
   16%	
   20%	
  

Social Media Mavens 



Online activity by segment 
Mavens have more face-to-face contact and use smart phones 
more than other respondents  

Percent age of typical weekly communications by various methods)	



Question: In thinking about all of your personal communications in a typical week, what percentage would 
you estimate are from each of the following types.  Do not include communications specifically for work. 	



Type	
  of	
  communicaQon	
   Isolated	
   Everyday	
   Mavens	
  

Email	
  from	
  a	
  computer	
  (PC	
  or	
  MAC)	
   39.3%	
   30.1%	
   29.5%	
  

Email	
  from	
  a	
  smart	
  phone	
  or	
  cell	
  phone	
   1.3%	
   3.4%	
   6.4%	
  

Text	
  messaging	
   6.3%	
   6.4%	
   6.8%	
  

Instant	
  messaging	
   5.3%	
   2.4%	
   2.7%	
  

By	
  phone	
  (cell	
  or	
  "land	
  line")	
   20.8%	
   24.9%	
   19.1%	
  

PosQngs	
  to	
  a	
  social	
  networking	
  site	
  	
   2.5%	
   3.7%	
   3.6%	
  

In	
  person,	
  "face-­‐to-­‐face"	
   24.8%	
   29.1%	
   31.8%	
  



Psychographic traits 
Compared with others in their cohort, Social Mavens are more likely to 
try new products, technologies, and seek new experiences 

Values and attitudes based on social connectedness	


Value/Personality	
  Trait	
  (percent	
  agree)	
   Isolated	
   Everyday	
   Mavens	
  

People	
  oeen	
  come	
  to	
  me	
  for	
  advice	
   35%	
   55%	
   73%	
  

New	
  technology	
  plays	
  an	
  important	
  role	
  in	
  my	
  life	
   51%	
   71%	
   78%	
  

I	
  prefer	
  to	
  be	
  the	
  leader	
  in	
  a	
  group	
   34%	
   46%	
   62%	
  

I	
  oeen	
  try	
  new	
  products	
  before	
  other	
  people	
  I	
  know	
   21%	
   32%	
   44%	
  

I	
  would	
  like	
  to	
  spend	
  a	
  year	
  or	
  more	
  in	
  a	
  foreign	
  country	
   32%	
   37%	
   56%	
  

As	
  soon	
  as	
  I	
  see	
  an	
  opportunity	
  to	
  try	
  something	
  new,	
  I	
  do	
  it	
   26%	
   33%	
   47%	
  

I	
  am	
  not	
  afraid	
  to	
  provide	
  criQcism	
   33%	
   44%	
   51%	
  

I	
  am	
  not	
  bothered	
  by	
  things	
  that	
  upset	
  my	
  daily	
  rouQne	
   51%	
   58%	
   71%	
  

I	
  take	
  pride	
  in	
  being	
  self-­‐sufficient	
   41%	
   50%	
   60%	
  

I	
  am	
  determined	
  to	
  get	
  what	
  I	
  want	
  from	
  life	
   14%	
   19%	
   29%	
  

I	
  can	
  moQvate	
  myself	
  by	
  sefng	
  my	
  own	
  goals	
  and	
  Qmelines	
   71%	
   78%	
   87%	
  

I	
  think	
  that	
  young	
  people	
  should	
  be	
  taught	
  to	
  quesQon	
  authority	
   19%	
   28%	
   33%	
  

My	
  successes	
  in	
  life	
  are	
  largely	
  the	
  result	
  of	
  my	
  own	
  talents	
  and	
  hard	
  work	
   55%	
   62%	
   69%	
  

I	
  am	
  very	
  opQmisQc	
  about	
  the	
  future	
   49%	
   57%	
   62%	
  



Where do we start?  
The social media “get ready” checklist:

①  We spend time “listening” online 
②  We have clear goals for social media 
③  We have people power to execute successfully 
④  We have enough quality content OR know where to 

get it 
⑤  We know where our clients and prospects are so we 

can focus 
⑥  Our website and/or blog is ready for social media 

attention 
⑦  We are ready to incorporate social media 

throughout the buying process  



①  We spend time listening online  

• Simplest: Set up a Google Reader (or other 
news alert system) 
• Set up a Twitter account and use the search 

function. 
• Join some Boomer sites 
• Track what competitors are doing in the social 

space 
• More sophisticated listening, monitoring tools 

are available 



Google Reader 
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Twitter Searches 



Twitter Searches 
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②  We have clear goals for social 
media  

Some examples of goals: 
• PR and reputation management 
• Events 
• Outreach celebrations 
• Staff updates 

• Brand building/thought leadership 
• Referral Program 

• Increase new prospects and appointments 



②  We have clear goals for social 
media  

Some examples of goals: 
• Customer service channel 
• Upgrades 
• Satisfaction survey 
• Tested, not sold 
• Reminders: warranties, tests 

• SEO 



③  We have people to execute  
How	
  much	
  )me	
  does	
  this	
  take?	
  



③  We have people to execute  
How	
  much	
  )me	
  does	
  this	
  take?	
  



④  We have quality content or 
know where to get it. 

• Think back to your listening on Boomer sites 
• Consider your current positioning 

• Health Expert? 
• Caregiving Expert? 
• Seniors? 
• All things Boomer? 
• Active, engaged Boomers? 

• Subscribe to alerts and relevant newsletters for 
sharing 



④  We have quality content or 
know where to get it. 
• Look to your product partners 

• Develop the themes in the advertising 
• Use bookmarking tools to organize content you find 
• Share content from other thought leaders 
• Create an editorial calendar and stick to it 



⑤  We know where our clients and 
prospects are so we can focus 
• What do you know about your clients?  
• Are they still working? (LinkedIn) 
• Are they active? (Ratings sites/blogs/Twitter) 
• Are they family-focused/kids/grandkids (Facebook/
YouTube/Flickr) 

• What information do you collect about your clients? 
• Besides their order/hearing health status 
• What do they read in your office?  
• What do they talk about? 
• Do you ask for email addresses? 



⑥  Our website & blog are ready 

• Websites are important, but static 
• Blogs are more real-time, flexible and authentic 
• If you have $1 to spend, start blogging 
• You own it 
• It is the workhorse of your social media program 
• It feeds your social content/social sites feed it 
• Provides optimization for your web site 

• Let’s look at a colleague . . .  



What should the blog say? 

• It’s your expertise 
• Should be conversational and authentic 
• Written in 1st Person 
• Around 300 words 
• Catchy headline 
• Tag keywords 
• Create an editorial calendar 
• 6-8 posts per month 

• Choose a simple, flexible platform 
• Recommendation:  Wordpress 





⑦  We are ready to incorporate 
social media throughout our 
process 
• Make it consistent with the goals for social media 

outlined earlier 
• Start simply!  
• Complete your LinkedIn profile-personal & 
company page 
• Join relevant groups or create a group 
• Ask for recommendations 



⑦  We are ready to incorporate 
social media throughout our 
process 
• Twitter 
• Listen then tweet!  
• Make sure you create a bio there 

• Facebook 
• Separate business from personal 

• Do it daily/regularly 









How much should I spend on social 
media? 

Unlike every other medium, YOU decide! 
• Your staff time/Your time 
• Effect on traditional tactics 
• Listening technology 
• Metrics and analysis 
• $0-$1,000,000 

• “Free” – blogs, commenting, microblogging, social networks, 
fan page-simple, bookmarking, photosharing, document 
sharing 
• $$$ - ads on social networks, fan page-built out, online video, 

podcasts, widgets, social CRM 



What are the pitfalls of social media? 
There aren’t many: 
• Start when you are ready 
• Consider a reverse mentor! 

• Be a thought leader not a promoter 
• Don’t let the metrics hang you up; it’s different 

than traditional media and that’s ok.  You’ll 
learn! 
• It’s not advertising! Be human and authentic 
• Not every site or opportunity is right for you; 

choose carefully. 
• IT IS OK TO MAKE MISTAKES! 



A few resources as you get started: 
• Blog – use a smart platform like Wordpress 
• http://wordpress.org 

• You will need a URL shortener (you get 140 
characters!) 
• http://bit.ly 
• bit.ly also provides metrics 

• Use a social media dashboard to manage your 
communications and metrics 
• http://hootsuite.com 

• There are MANY, MANY more 



continuumcrew.com: Boomers In The Wild Blog 

  linkedin: Continuum Crew – Engaging Consumers > 40

   linkedin group:  Continuum Crew Boomer Summit Group

    facebook: Continuum Crew-Engaging Consumers > 40 

     twitter: @ContinuumCrew 

       twitter: @40plusconsumers

          twitter: @LoriBitter

             email:  lori.bitter@continuumcrew.com


Follow Us



