
Discovery Conference 2009

Using Social Networking to Make 

Money Save Time and Keep Members 

for Life



Agenda

1) What is social media and web 2.0?

2) What are the benefits, uses, and differences between private 
vs. public social media platforms?

3) How to generate, measure and reward engagement and the 
associated strategies, including specific examples of how 
social networking is actually being used to further 
organizational goals.

a) How are people using it for alternative methods of 
revenue

b) What can you do to attract members and keep them for 
life

4)   Q&A



Old Paradigm - Web 1.0

OrganizationOrganization



New Paradigm - Web 2.0 Social 

Media

Organizationn



Social Networking and Online 

Community

Social Networking vs Online Community.  All are part of 
Social Media. 

Online community is a web-based venue that allows invited 
participants to communicate and collaborate with the 
organization and with each other.  

Trusted, private networks.



Online Community Tools

ÁGroups

ÁEmail Listserv

ÁBlogs

ÁCalendar

ÁForums

ÁMember Directory

ÁLibrary

ÁWiki

ÁOthers



Social Media Tools

Á Public

» Facebook

» LinkedIn

» Twitter

» Google and Yahoo Groups

Á Private

» GoLightly and Higher Logic

» Other vendors

Á Billboard vs Community



Public Social Networks

ÅFacebook just hit 300,000,000 users, and social networks are adding 

250,000 new users a day

ÅCurrently there are 118.2 million blogs and growing

ÅAcross the world, activity in "member communities" accounts for one in 

every 11 minutes spent online.

ÅUnique visitors to Twitter increased 1,382% in one year, 

from 475,000 unique visitors in February 2008 to 7 million 

in February 2009,000 new users a day



Public Social Networks 

ÅFacebook

-Reaching potential members & others

-Giving your organization a more visible  
presence

ÅTwitter

-News, thought leadership, announcements,

legislation or regulatory changes

ÅLinkedIn

-Job listings and finding people and companies



Facebook



Twitter



LinkedIn



Social Integration, Measurement 

and Recognition = Engagement

Å Leverage AMS Data

Å Incorporate Demographics

Å Dynamic Networks

Å Recognize & Encourage

Å Viral Engagement ï

Pay It Forward!

ÅMeasure



Leverage AMS Data for User Profiles 

and Communities



Members Sharing Knowledge


