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Who is Mark Silver?

o International Executive

* Masters (MBA) organizational
communication (marketing and PR

Majors)

) Managecl CVCFﬂ COFPOrBtC ‘FUﬂCtiOI"I




Sett ng, the Scene

« What’s a cocktail Partg?
» Who’s invited
« What’s the conversation

* Will you Pout’? Orjoin N7
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Woman resigns
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Herald Sin
SEX, LIES &

VIDEOTAPES

POLICE QUIZ TEEN GIRL IMAN AGER DENIES AFFAIR
OVER DRUGS, SPY CAM S PROBE DECIDES FUTURE




% Critical elements

o Genuine Interactions

+ Business at the speed of now

* Build a Policy framework




Genuine Interactions

o OED: Genuine = “Having the character

or origjn rePresentecl; real, frtiespor

3

counterfeit, umcf:igrnf:dJ unadulterated.

o OED: Contrive = “used of the Plaﬂning

or Plotting of evil devices, treason,

’treacl’)eryJ murder”




You let *who* do SM?

TS Marketing (Kotler and Armstrong):
“Marketing is the process ]33 which

companies create Value For customers

and build strong "elationships in order

# .
to capture Value rom customers in

return 3 (Pﬁ, Principles of Marke’ting lith edition)




You let *who* do SM?

o Public Relations: PRSA Defintion =
“Public relations helps an organization
and its Publics acJaPt mutua”g to each
other.” + “Planning and implementiﬂg
the organization’s etHforts to influence or

change Public Policg” (PRS A wabsiet 02 26 201D




At the speed ot now

o Old school: time to clesign) get

Fec—:c”:)ack, rework, remcine, Feec”:)ack,
”ough art, Feeciback, finished art,
‘Cecclback, Prooﬁ Publish and wait for
s

+ Now: comment anci ]CCCCMDBC‘( In SCCOﬂClS




F’olicg Framework

Cross-Functional teams

F’articipaﬂts: |ega|) compliance, sales,

customer support, marketing,

communications, Privacgj SR

others’?

Do it earlg and often




Socialize your company

° Training
o Technical & social infrastructure
S Haviﬂg ditficult conversations earlg

° Aclapti ng, recrurtment criteria




Getting it right

Brian Dunn
“When | encounter someone

1 , online who's having a problem,
’ 565‘t Eug ( Ie [ want to reach out and fix it

myself. ... And that’s not my job”

TS Getting involved
S -Knowing boundaries

TS Setting up Policies




SM connections

« Reach out to me at:
o http://www.linkedin.com/in/markasilver

- httP: / /twitter.com/#!/MarkSilver

o http://markasilver wordpress.com/



http://www.linkedin.com/in/markasilver
http://www.linkedin.com/in/markasilver
http://markasilver.wordpress.com
http://markasilver.wordpress.com




