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Revolution:
Ɂ ɯËÙÈÚÛÐÊɯÈÕËɯÍÈÙ-reaching change in 
ÞÈàÚɯÖÍɯÛÏÐÕÒÐÕÎɯÈÕËɯÉÌÏÈÝÐÕÎȭɂɯɯ

-Web, 2010



Ɂ-ÌÛ&ÌÕÌÙÚɯ×ÓÈÊÌɯÔÖÙÌɯÌÔ×ÏÈÚÐÚɯÖÕɯ
personal recommendations than on 
brand names when deciding which 
×ÙÖËÜÊÛÚɯÈÕËɯÚÌÙÝÐÊÌÚɯÛÖɯÉÜàȭɂɯɯ

-Economist Intelligence Unit



The Social Media Presence

ÅSix of the twelve most visited websites are social

ÅIn 2009, social network usage exceeded Web-based e-mail usage for

the first time

ÅIn 2010, more than four out of five online Americans are active in either 

creating, participating in or reading some form of social content at least 

once a month

ÅFacebook: +500 million strong

ÅLinkedIn: +70 million strong

ÅTwitter: +120 million strong



Social is Top Priority

45%of global 

companies view 
social media as their 
top priority in 2010. 



ɈMedia Planning and Buying



ANALYZE & UNDERSTAND



OBSTACLES

Time Requirements

ωVery time-intensive

ωLack of internal resource time

Budget Constraints

ωLimited budgets

ωά¢ƘŜ 9ŎƻƴƻƳȅέ Ґ ŎƻƴǎŜǊǾŀǘƛǾŜ ǎǇŜƴŘƛƴƎ

Unproven Tactics

ωRequires expertise 

ωThe necessary waste of experimentation



BENEFITS

Source Passive Candidates

ωTargeted Demographic

ωUnique vehicles

Cultivate Candidate Relationships

ωBuild an engaged candidate pipeline

ωBe a resource

Monitor and Build Your Brand

ω[ŜŀǊƴ ǿƘŀǘΩǎ ōŜƛƴƎ ǎŀƛŘ ŀōƻǳǘ ȅƻǳ

ωάDǳƛŘŜέ ǘƘŜ ŎƻƴǾŜǊǎŀǘƛƻƴ ŀƴŘ ŎǊŜŀǘŜ ǾƛǊŀƭ ƳŀǊƪŜǘƛƴƎ



Social Networking is 
the application of 

social media. 

Social Media

Tools that enable a user to 

share content and create 

conversation.

Social Networking

Engaging and conversing 

with individuals by way of 

social media.





PLAN



planning

òI. Set Goals 

II. Solidify Your Personal Brand

III. Develop a Social Media Policy

IV. Think Mobile

V. Build Your Employment Brand



ENGAGE



Insert Apple Video




