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Nicholson Kovac and Social Medie

A NK New Media Studies

I Agriculture
I Veterinarian & Pet Owner
I Health Care Professionals

A Interesting insights

Agriculture New Media
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How Users Consume Social Medie¢

(s Publish a blog
« Publish your own Web pages

C';Z};"S (@—— *Upload video you created
® « Upload audio/music you created
| »Write articles or stories and post them
Conversationalists 5| = Update status on a social networking site*
33% 1 | + Post updates on Twitter*
A [+ Post ratings/reviews of products or services |
Critics 7 . Comment on someone else’s blog
37% « Contribute to online forums

Groups include » - Contribute to/edit articles in a wiki
consumers ‘
participating _ .
in at least one of the Collectors (®—— « Use RSS feeds
indicated activities 20% -Vote for Web sites online
at least monthly. | « Add “tags”to Web pages or photos

e ® L. N.la'intair.\ profile ona socjal networking site

59% | = Visit social networking sites
[ « Read blogs
| « Listen to podcasts
Spectators @1 .Watch video from other users
70% - Read online forums
- Read customer ratings/reviews.
« Read tweets
Inactives i
17% (®—— None of the above

Base: US online adults

Source: North American Technographics® Empowerment Online Survey, Q4 2009 (US)
*Conversationalists participate in at least one of the indicated activities at least weekly.

56291 Source: Forrester Research, Inc.
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Theory of Influence

A Secondorder Influence

A Offline vs. Online
I Trade Show

A 1810 followers on Twitter =
nfluence of Nearly 12.7M

A Dan 1170 Followers = 16.9M

A How do We Find the Key
nfluencers?

I Technology
I Twinfluence.com




Theory of Influence
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NK Social Influence Model

A Listen
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Business CaseasSoclal Media

A Awareness

A Lead/Sales

A Retention/Upsell

A Customer ServicsCSR

A Overlay Other Data (Web,
Sales, SEM, Media)

A Community Relations
A Track ROI
A Integration with Marketing
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