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Agenda

ÅChrisKovac.com - (@chriskovac)
ïNicholson Kovac

ÅTheory of Social (Media) Influence 

ÅWhere to Start?

ÅSocial Media Engagement & Integration

ÅSoapbox
ï5ǳƴōŀǊΩǎ ƭŀǿ όмрл ŎƻƴƴŜŎǘƛƻƴǎύ

ÅQ&A



Shameless Self-Pub

ÅIntegrated Marketing 
Communications (agency)

ïFull service

ÅLocated in Kansas City, MO

Å45/55 B2C vs. B2B

ÅPast B2B Agency of Year (2x)

ÅStrategic-driven creative

ÅIntegration

ÅBlog



20 Clients

100 Brands

Philadelphia, Pennsylvania

Utica, New York

Harrison, Arkansas
Des Moines, Iowa

Toledo, Ohio Omaha, Nebraska

St. Paul, Minnesota



Nicholson Kovac and Social Media

ÅNK New Media Studies

ïAgriculture

ïVeterinarian & Pet Owner

ïHealth Care Professionals

ÅInteresting insights



Dining Room Table Example



ά/ƻƴǎǳƳŜǊǎ ŀǊŜ ǘƘŜ ƴŜǿ ƳŜŘƛŀέ

Tim Williams ïIgnition Group



How Users Consume Social Media



Theory of Influence

ÅSecond-order Influence

ÅOffline vs. Online

ïTrade Show

Å1810 followers on Twitter = 
Influence of Nearly 12.7M

ÅDan 1170 Followers = 16.9M

ÅHow do We Find the Key 
Influencers?

ïTechnology

ïTwinfluence.com



Theory of Influence

Åрл άŦƻƭƭƻǿŜǊǎέ ǾǎΦ млƪ

ïWhat if?

ÅQuality vs. Quantity

Å5ƻƴΩǘ ǳƴŘŜǊŜǎǘƛƳŀǘŜ ǘƘŜ 
power of 1:1!

ï¸ƻǳǊ ŦǊƛŜƴŘǎΩ ŦǊƛŜƴŘǎ

ÅTalk within their channel

ÅOnline to Offline



NK Social Influence Model

ÅListen

ïPowerful Market Research 
Tool

ÅStrategy

ÅEngagement (Tactics)

ÅIntegration

ÅROI



Business Cases ςSocial Media
ÅAwareness
ÅLead/Sales
ÅRetention/Up-sell
ÅCustomer Service (sCSR)
ÅOverlay Other Data (Web, 

Sales, SEM, Media)
ÅCommunity Relations
ÅTrack ROI
ÅIntegration with Marketing


