
beyondphilosophy.com

What Drives Value in a 
Social Media 
Experience?
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Customer Experience 

is all we do!

Thought leadership is 

our differentiator

Offices in London, 

Atlanta with Partners in 

Europe & Asia

Fourth book launch in 

September2010

Focus on the emotional side 

of the Customer Experience
Links with 

Academia
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1. Viewer Window 2. Control Panel
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GoToWebinar Example 

Interface

Webinar Interface Review
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Why organizations donôt engage with Social Media

1. It could damage the companyôs 

reputation

2. Security risk

3. Fear of the unknown

4. So much of whatôs discussed online is 

shallow and we have real work to do

5. We donôt have the time or resourcesto 

contribute and moderate

6. Our customers donôt use it

7. Traditional media is still bigger, we will 

use Social Media when it is more 

mainstream

8. It doesnôt fit into current structures

9. No guaranteed results

10. The tools to measure and analyze Social 

Media arenôt mature enough yet

11. We are in B2B and who wants to hear 

about our boring product on a blog or 

twitter

15. We will lose control of our brand and 

image

16. Upper management wonôt provide 

support

17. Waiting on ROI (return on investment) 

with facts and figures

18. We are afraid of making a mistake

19. Lack of experience

20. Unwilling to be transparent

21. No money

22. No expertise

23. Lack of leadership

24. Terrified of feedback and truth

25. The ñnewnessò of it, going to wait.

26. High degree of scepticism
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Source: www.jeffbullas.com

http://www.jeffbullas.com/
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What are the subconscious signals your organization is giving 

to customers? Are these driving or destroying value for you?
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We donôt trust you; 

we think you will 

steal our pens.

We value you; we personalize 

Your coffee by putting 

your name on it.
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Groupon
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