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From One-To-Many to One-Of-Many

AThe Web is now Afor everyone, by everyone.

Aweb 2.0 tools like social bookmarks, blogs, etc., have made it easy for people to
research, create, publish, share and respond i with each other & with brands.
Acor porations are eager to participate€ but
oriented, one-to-many paradigm, towards a model in which they adapt to a new
reality: their voice is just one-of-many.
Companies are accustomed to speaking to people through the filters of traditional
communication channels (mainstream media, PR, advertising, direct mail).

It will take several years for traditional corporations to engage with their
stakeholders thoroughly, consistently, directly and without fear.

AThe fiSoci al Medi a Newsroomo template i1 s 1in
about how to present themselves to broader audiences; to motivate greater
participation and openness; and potentially boost organic website SEO.

Il n part it is also intended to both #fAmic
el ements Asubscri babl e, -and-shoose; ieceivetandrsisarec a n
only those content aspects that are relevant to them, as individuals.

Al t hough Aconversation is king, 0O we reco
It will be important to strike a balance between reaching the masses (i.e.,

through SEO) and reaching individuals through conversation. SHii=T
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WhatltilsT Wh a t | t 0s Not

Altes a templ at e. ATempl ateso are nmdahisel y ¢
templ ate is not intended nor offered as a
People get busy. They have good i ntenti

Per the Social Media Club: Alf you get i
Thoughtful feedback will be embraced.

ACreating a Social Media Newsroom does not mean you get to check-off the
Social Media check-box.

Social Media demands on-going interaction: you need to be actively participating
with the people who may care about your |
the job for you.

We believe that even i f you dondttoolsget 0
could lead to an epiphany about the concepts, and we offer up this template as one
such tool worth exploring.

ANeither a Social Media News Release nor a Social Media Newsroom are intended
for any one specific audience.

They are intended to meet the needs of people i journalists, bloggers & laypeople.

ANeither a Social Media News Release nor a Social Media Newsroom are
capable of correcting bad PR practices. i
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Housekeeping Before We Get St

AT he foll owing slides briefly describe

AThe template consists of 3 main sections: the CENTER, LEFT-NAV and
RIGHT-NAV; each element described in the following slides is described within
their corresponding sections.

Aln most cases we will explain our rationale for specific features.

Awnere we expect some questions, or wish to motivate conversation about
speci fic I tems, weol | use the term ACt

AYes, this presentation I s far -explaon wor

Alf you care to respond, here are some suggestions, data points & contact info:

Webre tagging this effort nsocial medi ane!
the same in your Dblog, 1to6ll hel p keep t|

SHI FT6s bl og, where the tRmplwat-guardcm.ann
Other resources are listed at the end of this presentation.
My email is tdefren@shiftcomm.com.
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http://www.pr-squared.com/
http://www.pr-squared.com/
http://www.pr-squared.com/
mailto:tdefren@shiftcomm.com

We Owe You

The Soci al Medi a Newsroom templ ate 1 s
hard work.

Aweod s peci fi cal RohitBhoa rng apanasEis@work lornvSpdas
Media Optimization: a philosophical inspiration for the Social Media Newsroom
template.

Aweod al so point to har/dkeosrsea gesvoasn godiiboiwset sB o
well-documented cynicism about the ability of corporations, marketers and PR
pros to understand Social Media continually forces us to ask: are we doing the
right things, for the right reasons, for the right people?

A other inspirations include Chris Heuer, Brian Solis, Tom Foremski, Shel Holtz,
Jeremiah Owyang, Lee Odden, Ryan Anderson, Shannon Whitley, Brian

Oberkirch and Dr. Tony Hung, among many others too humerous to count. Our
thanks to all.
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http://rohitbhargava.typepad.com/weblog/2006/08/5_rules_of_soci.html
http://rohitbhargava.typepad.com/weblog/2006/08/5_rules_of_soci.html
http://www.stoweboyd.com/message/2007/01/enough_already_.html
http://socialmediaclub.org/
http://socialmediaclub.org/
http://www.briansolis.com/
http://www.siliconvalleywatcher.com/
http://www.siliconvalleywatcher.com/
http://blog.holtz.com/
http://blog.holtz.com/
http://blog.holtz.com/
http://www.web-strategist.com/blog/
http://www.web-strategist.com/blog/
http://www.toprankblog.com/
http://www.toprankblog.com/
http://www.ryananderson.ca/
http://www.prxbuilder.com/x2/
http://www.brianoberkirch.com/
http://www.brianoberkirch.com/
http://www.deepjiveinterests.com/
http://www.deepjiveinterests.com/
http://www.deepjiveinterests.com/
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