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DESAUTEL HEGE 
COMMUNCATIONSCOMMUNCATIONS

o Est. 1996
o Integrated public relations and marketing firm
o Voted best PR firm in the NW (Spokane Coeur d’Alene 

Living magazine, 2010)
o Clients across the Northwest and beyond

Team of 15 public relations and marketing professionalso Team of 15 public relations and marketing professionals
o Helping clients meet goals with strategic communication 

o Healthcare
o Energy
o Education
o Tribalo Tribal
o Manufacturing



OVERVIEW

o http://www.yo
utube com/wautube.com/wa
tch?v=r7Oh9T
IpzhY&feature
=related
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OVERVIEW

o Social Media Stats
o The Value of Social Media  
o Facebook vs. Twitter

Wh F b k?o Why Facebook?
o Why Twitter?
o Strategic Communicationso Strategic Communications
o Listening & Engaging 
o Tracking
o Case Studies

o Maple Leaf Foods
o Cargill turkey recall

T B llo Taco Bell
o DOH West Nile Virus
o Sterling Savings



SLIDE
Top 2 Social Networking Sites
Reference: Discovery News

o Bullets F b k
o Bullets
o Bullets

Facebook
• 700 million 
users

Twitter
• 140 million• 140 million 
users



SLIDE



SLIDE



In a 2010 study on the benefits of social 
media marketing, 85% of respondents said 
social media marketing helped to generate 
exposure.

Stelzner, Michael A. Social Media Examiners



56% of respondents said social 
media marketing increased the 
number of new business partners.

Stelzner, Michael A. Social Media Examiners



48% of respondents said social media48% of respondents said social media 
marketing reduced their overall 
marketing expenses.g p

Stelzner, Michael A. Social Media Examiners



48% f d t id i l48% of respondents said social 
media marketing helped sell 
products services and close salesproducts, services, and close sales.

Stelzner, Michael A. Social Media Examiners



52% of respondents said social media 
marketing generated qualified leads.

Stelzner, Michael A. Social Media Examiners



54% f d t id th i l54% of respondents said the social 
media marketing increased the 
position in search engine rankingsposition in search engine rankings.

Stelzner, Michael A. Social Media Examiners



63% f d t id th i l63% of respondents said the social 
media marketing increased traffic to 
their website and subscribers listtheir website and subscribers list.

Stelzner, Michael A. Social Media Examiners



Time Investment
43% of marketers are using social 
media for 1 to 5 hours per week.Time Investment



SOCIAL MEDIA USE
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VALUE OF SOCIAL MEDIA

• Engage and RespondEngage and Respond 
– Authentic engagement with audiences

• Crisis communications

• Communications and public relations campaigns capitalize 
on social media tools to increase your ROI
– Value of Likes and Impressions – wide variance



VALUE OF SOCIAL MEDIA

• Not just consumers are using social mediaNot just consumers are using social media
– FDA uses social media to reach consumers

– Pharmaceutical firms pay particularly close attention to social media
to track existing drugs and get feedback for new ones

– FTC regulation of advertising indicates the way in which FTC will 
regulateg

– PhRMA says that FDA needs to allow medical product companies to 
utilize new and social media more often and more effectively

P ti t d h i th l i fi ld i i l– Patient advocacy groups are changing the playing field using social 
media 



STRATEGIC COMMUNICATIONS

Factors for Success:Factors for Success:
• Goals for page (will be different for Facebook, Twitter, 

YouTube, etc.) and overall social media goal
• What does success look like?
• Page administrator, monitoring
• Page voice: spoken from your organization’s values and 

vision



LISTENING AND ENGAGING

Factors for Success:Factors for Success:
• Two-way conversation
• Authentic responses

– Align with your brand 
– Timely

• Forms of Engagement• Forms of Engagement
– Comments, questions notes/blogs, status updates, 

tweets
– Photos, videos
– Events

Favorites/ following– Favorites/ following



How to get followersHow to get followers

Want more of your 
audience to “like” you?



FACEBOOK ACCOUNTS

Personal Personal  Official Official 
AccountAccount PagePage

•Use for individual
•Friends not “Likes”

•Use for organization/ 
campaign•Friends, not  Likes

•No page insights
•Ads cannot be linked to 
page for “Likes”

campaign
•“Likes”, not Friends
•Page insights
•Ads can be linked to page for 
“Likes”



TRACKING

Factors for Success:Factors for Success:
• Metrics: Active users (daily/monthly), comments/posts, 
• Facebook 

– Insights
– Quality of user comments and posts

Twitter• Twitter 
– 3rd Party tools—Tweetstats, Twittercounter

• Adjust the conversation with your audience based on resultsj y
• Track competitors’ social media for trends and success 

















TRACKING



THANK YOU

Sara JohnstonSara Johnston
Partner
(509) 444‐2350 X.110
saraj@desautelhege comsaraj@desautelhege.com
http://www.facebook.com/desautelhege
http://twitter.com/DesautelHege


