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Moving from 
Social Media to 
Business Media 
for Event 
Professionals

Corbin Ball, CMP, CSP

Friday 6 August 2010
9:00am – 10:15am

Website Pros:
� Still central to your marketing effort (yellow pages) 

85% market share, Nielsen, March 2009.

� Trackable

Web Cons:
� Typically static 
� Pull rather than push
� No trusted base of comparison

Email Pros:
� Cheap
� Trackable
Email Cons
� Reduced open-rates and effectiveness
� Losing especially in the “under 35” age group 
� SPAM
� Inflexible
� No trusted base of comparison
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Social Media Pros:
� Tools often free (costs to staff)
� Trackable
� The new “in box” for many
� 67% of global internet users access (vs. 65% for 

email) Nielsen: March, 2009
� Trusted basis for decisions

Social Media Cons
� Still evolving (the Wild West)
� More difficult to get “eyeballs”

• Collaboratively written websites

• Great for sharing and collaborating on       
documents

• A natural for planning meetings

Social Media: Wikis
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wave.google.com 

docs.google.com

Social Media: Wikis

Blogs: What?

Blogging is a publishing tool.

Your customers are seeking relevant and timely 
info.

Goal: To attract and retain customers.

Blogs: Why?

To be accessible

To connect with clients/audience

To share information and content
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Blogs: Why?

97% more inbound links for companies 
that blog

434% more indexed pages for companies 
that blog

55% more website visitors 

Hubspot, 2009

Blogs: How

• Shorter is often better (250 words)
• Strive for weekly postings or more
• Use bullets/lists
• Titles are like magazine covers
• Integrate video and audio
• Link to bloggers/articles
• Proofread

Video Sharing – Why?

• Americans watch 3 hours of video every month.

• 78.5% of the U.S. Internet audience views videos  
online (13.5 billion videos – 45% increase since 200 7).

• YouTube accounts for 71% of the videos viewed.

• Video is the most engaging medium available.

• Video search on YouTube accounts for 25% of all  
Google search queries.

• Google ranks videos highly.
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Video Sharing: How

• Keep it short (average length is 3.5 minutes)

• Tag it

• The thumbnail is very important. Use the right one 
(clear, eye-catching)

• Use a catchy title.

• Use Google and Delicious to find video blogs that p ost 
interesting online videos and email them about your  
video.

• Email blogs that talk about your area.

• Post your video in applicable discussion boards and  
busy forums.

• Upload videos to Facebook

• Link it to your Twitter feed.

• If the video is newsworthy, send out a press releas e.

Video Sharing: How

Viral videos:
• Take some time to create a compelling or entertaini ng  

video.
• Provide an element of surprise and humor.

Key elements; 
• Good title and thumbnail   
• Short
• Timely
• Not overly produced
• Funny, sexy, quirky, shocking
• Surprise ending

Video Sharing: How
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Include brand names in your video file name:

GOOD:  brand-product-name-in-action-video.mov

BAD: 132sdafsa.mov  

Video Sharing: How

1. Create a video section
2. Use embedded players (not 

pop-ups)
3. Optimize video landing 

pages (SEO principles for 
titles, URL, metadata, H1, 
etc.)

4. Provide context (links, 
transcripts)

5. Enable social media 
(embedding, comments, 
ratings)

Video Sharing: How

Video Sharing: How
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YouTube is not the only one (71%):

• www.metacafe.com

• www.break.com

• video.google.com

• www.dailymotion.com

• www.yahoo.com

• www.revver.com

• www.vimeo.com

• www.vidilife.com

Video Sharing: How

Social Networks

www.facebook.com
www.a2zshow.com
www.linkedin.com
www.twitter.com
www.twitterfall.com
www.sapweb20.com
www.tweetdeck.com
www.hootsuite.com
www.ping.fm
www.trackur.com
www.radian6.com

Champion Exposition Services Survey

Jan. 2010
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• Largest social network (400 million users)
• Second most trafficked website
• APIs

• Both social and business

� “Like” buttons on many sites (Yelp, etc.)
� Facebook is the sun, other sites are planets
� Your “likes” become your links
� New security flexibility
� Caution! Imagine what a marketer could do 

with that knowledge.  

• 60 million users 
• Avg income $109K
• Avg age 37-52
• Executives for all Fortune 500 companies are 

LinkedIn members.
• Business focus
• Online resume
• Excellent search and research capabilities
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• Micro blog - 140 characters maximum
• 40 million users
• Largest age group: 35-49
• Very quickly growing – 50MM tweets/day
• Open architecture
• What are you doing????
• Inherently mobile – natural for events

� Integrate Twitter into organizational workflow. 
Encourage tweets about:
� Event announcements
� Press releases
� New staff and staff recognition
� Programmatic wins
� Web updates, blog posts, eNewsletters
� News, news, news about allies, allies, allies

� Have Twitter guidelines
� Establish a consistent organizational voice
� Snarking about old milk in staff room refrigerator i s 

not a good public tweet

� Follow and study others
� Note what you like about others' tweets

� Trust your gut, use common sense
� It's a brave new world, but it's not brain surgery,  

rocket science or pastry cheffing
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� Start out using Twitter as a simple 
announcement service

� As followers grow, engage other users as time 
permits
� Respond to direct communications
� Thank people for retweeting & mentions

� As your following becomes interactive, do 
intentional engagement
� Action alerts, surveys, petitions, questions...

� Frequency of tweeting
� It's okay to tweet once a day or several times a 

week, just keep it real and sincere
� Pay attention to your follower count

� Visibility of Tweets
� Tweets are public by default
� Treat them as permanent public record
� Direct messages are private
� You can “protect” your tweets, but...

� A nonprofit's Twitter account should be owned 
by the organization
� Contact email should be something like 

twitter@aspirationtech.org 
� Forwards to one or more staff members

� Don't use a specific staff address
� Don't use a non-work email address

� Plan for different staff managing the Twitter 
account over time
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Exhibitor Media Group Survey, March 2010
– 7,945 marketing professionals subscribing to Exhib itor Magazine

How many hours per 
week do you spend on 
social media marketing?

Social Media – Social Review Sites

• www.tripadvisor.com

• www.yelp.com

• www.elitemeetings.com 

• www.meetinguniverse.com

• #1 Rule: Do not sell directly!
• Establish a social media policy (w/clear 

objectives/metrics).
• Identify influencers.
• Listen before you launch.
• Integrate Social Media with SEO.
• Engage your audience.
• Engage your employees.
• Be honest and authentic.
• Be human (be a “Person”, not a “Company”).
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awareness  consideration   preference   action  loy alty   

Marketing Funnel

No trusted basis 
of comparison

Stop spamming 
me!

Trusted, relevant, 
personalized info.

Your logo is on 
my t-shirt

$$$ = Awareness

Noise makes it 
difficult to get 

eyeballs

awareness  consideration   preference   action  loy alty   

Marketing Funnel

Viral Videos

Social
Networking

Blogs
Ratings and 

Reviews

Communities

Blogs

Podcasting

Support Forums

Wikis

Corbin’s Favorites File
www.corbinball.com/bookmarks

Corbin’s Article Database
www.corbinball.com/art

Corbin’s TechTalk Newsletter
www.corbinball.com/techtalk

Course Notes:
www.corbinball.com/assets/social2-ISES.pdf
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Thank you!  Please fill out the evaluation form.

Contact Info:
Web:  www.corbinball.com 
Blog: corbinball.wordpress.com
Facebook: www.facebook.com/corbin.ball
LinkedIn: www.linkedin.com/in/corbinball
Twitter: www.twitter.com/corbinball

© Corbin Ball Associates

Course notes:
www.corbinball.com/assets/social2-ISES.pdf

Corbin Ball, CMP is an international speaker, consu ltant and writer helping 
clients worldwide use technology to save time and i mprove productivity. With 
20 years of experience running international techno logy meetings, he now is 
a highly acclaimed speaker with the ability to make  complex subjects 
understandable and fun. His articles have appeared i n hundreds of national 
and international publications and has been quote i n the New York Times, the 
Wall Street Journal, Fast Company Magazine and nume rous other 
publications. Corbin serves or has served on many h otel, corporate and 
association boards. He is the only person to receiv e both MPI’s International 
Supplier of the Year and MPI’s International Chapte r Leader of the Year 
awards and has been named for four years as one of "The 25 Most Influential 
People in the Meetings Industry.“

Corbin Ball Associates
506 14th Street

Bellingham, WA 98225
Phone: 360.734.8756

Email: corbin@corbinball.com
Web:  www.corbinball.com 

Blog: corbinball.wordpress.com
Facebook: www.facebook.com/corbin.ball
LinkedIn: www.linkedin.com/in/corbinball

Twitter: www.twitter.com/corbinball


