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• Social Media Defined

• Social Media Myths

• Social Media Tools 

Each tool explained with examples

PRESENTATION OVERVIEW

– Each tool explained with examples

– Why each tool matters

– How Culver’s is using each tool
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• Per Wikipedia: Social media is content created by people using highly 
accessible and scalable publishing technologies.

• Social media uses Internet and web-based technologies to transform 
broadcast media monologues (one to many) into social media dialogues 
(many to many). It supports the democratization of knowledge and 
information, transforming people from content consumers into content 
producers.

SOCIAL MEDIA

producers.

• It’s by the people, for the people

• Brands and traditional media are no longer in 
control…but can and do lead the conversation.
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• It’s a fad

• It’s for kids

• It’s easy for strangers to connect

• There’s no business value

COMMON MYTHS ABOUT SOCIAL 

MEDIA

• There’s no business value

• Build it and they’ll come (and love it)

• It’s free marketing!

• It’s all about the number of fans, friends, followers
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• Fast implementation and response

• It’s on the go – you don’t need a computer

• Important as mainstream media

• Creates a branded conversation

IT MAKES GOOD BUSINESS SENSE

• Creates a branded conversation

• Guests help us get the word out

• It makes marketing plans work harder 

• Our guests and future guests expect it

• Builds relationships & sense of community
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THE GOOD, THE BAD, THE IRRELEVANT…WHAT 

WE LEARNED IN 15 MINUTES

Nicole K.’s blog

Nancee in Layafette on Flickr

“Coffee With Marty” (blogspot)

Facebook
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Social Media Tools

• Facebook

• Twitter

• Other tools – review sites, blogs, Linked In• Other tools – review sites, blogs, Linked In

• Email Marketing
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FACEBOOK: CONNECT WITH FRIENDS, 
COMPANIES, ETC.
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Years to reach 
50 million users

50 MILLION USERS

RADIO

100 MILLION USERS

38 YEARS
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TV

INTERNET

FACEBOOK

13 YEARS

4 YEARS

9 MONTHS



If facebook were a country

• Most populated countries:

1. China

2. India
FACEBOOK

3. United states

4. Indonesia

5. Brazil
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• Engaged guests choose to connect with Culver’s

• Provides a central place for guests to experience 
Culver’s

WHY FACEBOOK MATTERS

• Strengthens reach of marketing efforts

• Offers consumer insights

• Platform for sharing richer brand story

11



• In the U.S., more online ads are seen on Facebook than any other site on 

the Web
– 297 billion online display ads

– accounted for 23 percent of all ad impressions (the number of times an ad is displayed) 

according to ComScore

• Reach your target guests

• Choose your audience by location, age and interests

FACEBOOK DISPLAY ADS

• Test simple image and text-based ads and use what works

12



TWITTER: REAL-TIME CONNECTIONS 
SHORT AND SWEET
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More than 25 million people use Twitter



• Facilitates conversation with guests

• Strengthens relationship with guests

• Another opportunity to highlight personal elements 
of the Culver’s brand

WHY TWITTER MATTERS

of the Culver’s brand

• Major resource for a huge group of connected people

• Helps get messages out – people share news and 
search for information
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REVIEW SITES: SHARE RECOMMENDATIONS 
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BLOGS: TURN CITIZENS IN TO EXPERTS
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• There are over 200,000,000 blogs (more than the combined population 
of England, France and Italy)

• Third party credibility – 78% of people trust peer reviews

• Review sites are popular for helping decision making – especially with 

WHY BLOGS/REVIEW SITES MATTER

• Review sites are popular for helping decision making – especially with 
restaurants

• Bloggers often have large networks on twitter

• Many bloggers are hungry for content 
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• Re-connect with past and present colleagues quickly

• Networking 

– Discover inside connections when you’re looking for a job 

or new business opportunity

– Get answers from industry experts

LINKED IN

– Get answers from industry experts
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• Keep in touch with your guests - at their home 

or office, wherever they read their email.

• This is not spam. It is “permission based” eMail

EMAIL MARKETING

that your guests ask for. Unless they fill out a 

signup slip or join via your website, guests will 

not (and may not!) be added to your 

membership database.  
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• Increase the frequency of your guests’ visits.

• Ability to communicate news – new items, promotions, etc.

• Reward your loyal guests & drive incremental visits

• Brand marketing strengthens top of mind awareness, resulting in additional 
undiscounted visits

WHY EMAIL MARKETING MATTERS

undiscounted visits

• Targeted ability to improve product mix and customer satisfaction

• 2-way dialogue strengthens loyalty and reduce competition

• Email surveys save time and money

• Increased retention = less spending on acquisition marketing
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• Not listening or not RESPONDING QUICKLY

• Not encouraging and taking part in conversations

• Not being relevant or interesting

• Sharing inappropriate or inconsistent content

SOCIAL MEDIA RISKS

• Sharing inappropriate or inconsistent content

• Not remembering everything is shareable

• Not knowing unwritten social rules
– Be patient, inclusive, transparent, tactful & alert; don’t try to be funny; go where the traffic is; give as 

much as possible; ease your way in; grow organically; add value
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Additional tools

• Videos:  YouTube

• Photos: Flickr, Picasa, Snapfish

• Stories: Vimeo, sevenload

• Conversations: Skype, Ustream, Justin.tv

• Create Content: Wikipedia, wetpaint

• Organize content: Delicious, StumbleUpon

• Share info: Digg, mixx
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HOW CAN YOU GET INVOLVED?
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• Create personal accounts

– Explore blogs, review sites, etc.

– Be transparent

• Follow competitors on Facebook/Twitter

• Start by listening and observing

FAMILIARIZE YOURSELF WITH 

SOCIAL MEDIA

• Start by listening and observing

• Make sure your content is relevant and interesting

• Commit to monitor the conversation and update content daily (and sometimes 
hourly)

• Keep in mind that content is shareable and lives forever

• Understand where your guests are spending their time
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• It’s here to stay

• It’s for everyone 

• There’s a strong business value

SOCIAL MEDIA FACTS

• It takes time and consistent effort

• Key is to create a message and opportunities to 
connect that are relevant and valued by community
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