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Outline of Presentation 

Å Introduction  

Å Getting Started in Social Media w/ Dee DeLuca-Mattos 

Å The Power Of Social Media w/ Kristi Konieczny  

Å Online Beauty Media & Digital PR w/ Pierce Mattie 

Å Social Media & Web Trends  w/ Salim Mitha  

Å Q&A  

*please save all questions till the end of the presentation  

 

 



 

 

Getting Started With Social Media 

w/  Dee DeLuca-Mattos 

http://www.curesbyavance.com/index.php


Goals of a Manufacturer 
emotionally engage your brand to the end user 

Manufacturer 

Distributor 

Spa/Salon/Retailer 

CUSTOMER 

http://www.curesbyavance.com/index.php


Shifts Toppling Corporate America 

Å Viral videos, E-Commerce, the 

blogosphere, email, social media, crowd 

sourcing and a lack of self-censorship:  

 

Å The sneaky thing is that these shifts are 

not happening overnight; they are slowly 

creeping up on us.  

http://www.curesbyavance.com/index.php


Donôt Speak To Your Customers,  

Speak With Them 

Yesterday 
Today 

http://www.curesbyavance.com/index.php


Create Sparks 

Å Everyone wants to be beautiful, 

healthy and know the inside scoop 

of the experts 

Å Itôs not about your product, it is how 

your product can offer results 

Å Who are the users:  connectors 

Å Share everything, whether you think 

itôs newsworthy or not 

Å Layer your mediums: multiple 

impressions will make a great 

impact and start your viral approach 

 

http://www.curesbyavance.com/index.php


Letôs Talk YouTube 

http://www.curesbyavance.com/index.php


Letôs Talk FaceBook 

http://www.curesbyavance.com/index.php


Create Contagious Messaging 

Å Everyone wants to be a part of 

something 

Å Social networking is about people 

connecting to people 

Å Encourage corporate chatter and 

create a buzz 

Å Embrace new ideas and new 

technology 

Å Break boundaries 

 

 

http://www.google.com/imgres?imgurl=http://www.cwbc.org/Media Page/contagious.gif&imgrefurl=http://www.cwbc.org/Contagious Christian.htm&usg=__yoNkqSqHJwl_HqR0NDwuCn0ykjs=&h=2440&w=2367&sz=2856&hl=en&start=7&zoom=1&um=1&itbs=1&tbnid=MWoka__9mx9w4M:&tbnh=150&tbnw=146&prev=/images?q=contagious&um=1&hl=en&tbs=isch:1
http://www.curesbyavance.com/index.php


The Power of Social Media 

w/ Kristi Konieczny  

 



Benefits of Connecting 

Å Opportunity to meet new people 

Å Sharing information 

Å Professional development 

Å Personal development 

Å Support System 

Å Sales Development: Collecting 

leads 



 

Estimated internet usage of the population 

 

North America 77% (over 266 million users) 

Oceania/Australia 61% (21 million users) 

Europe 58% (over 475 million users) 

Latin America / Caribbean 34% (over 204 million users) 

Middle East 30% (over 63 million users) 

Asia 21% (over 825 million users) 

Africa 11% (over 1 million users) 

 

Usage has grown 445% from 2000 to now 

Info from www.internetworldstats.com 

 

 

 

Approximately 28.7% Of All People Are 

Online In The World  



 

 

 

Think Of It As A Beehive 

not THIS THIS 



The Past 

Societies, knitting circles, social clubs, bicycling 



The Present 

 
ÅTwitter, YouTube, LinkedIn, FaceBook, Blogs, Hubs 

Å(Opportunities pop up everyday) 

 



How Do You Find A Way To Matter? 
with so many people and choices 

Everyone has the ability to make their presence known 



Tweet! WTF? 



Monetary Value 
 

The key findings of the Syncapse (A Social Media Measurement firm) report are 

likely to come as music to the ears of advertisers that have been pursuing a 

FaceBook-based social media strategy. According to the survey: 

Å On average, fans spend an extra $71.84 they would not otherwise spend on 

products they describe themselves as fans of, compared to those who are not 

fans. 

Å Fans are 28 percent more likely than non-fans to continue using a specific 

brand.  

Å Fans are 41 percent more likely than non-fans to recommend a product they 

are a fan of to their friends.  

Å Syncapseôs research indicates the average annualized value of an individual 

fan is $136.38. Fan value can vary widely by company and product. Factors 

influencing this variability include product purchase price, purchase 

frequency, product purchase cycle, product category and brand equity. It 

should be noted that underlying brand strength is the cause for some of these 

differences. 

Å Report by IBM says average email contact is worth $948 



It is a workout! But the rewards 

will be worth the work 

Online Opportunities 



Your Social Networking Strategy 

Å Establish your business social networking 

goals 

Å Choose your social networking sites 

according to those goals 

Å Decide on your ideal contacts 

Å Participate fully and consistently 

Å Plan your time for social networking 

Å Measure your results 

Å Review your plan at intervals and make 

changes where necessary 



Fan Base:  
a self-segmented group of highly valuable customers 

What makes YOU | YOUR business special? 



Kristiôs World 



A Look At Online Beauty Media & Digital PR 

w/ Pierce Mattie 



Letôs Get The Elephant Out of The Room 

Å How much does social media cost? 

Å How many hours a week should I 
invest being online? 

Å Should I hire a PR firm to do this? 

Å Why should I NOT do social media? 

Å How many ófriends/fansô should I 
have on my FaceBook page? 

Å How many people should follow me 
on twitter? 

Å How many new fans/friends should 
I secure each week? 

Å How often should I blog? 

Å Whatôs the best word count per blog 
post?  

Å Is there an ROI? 

 
 



Timeline For PR Pitching  
social media is last but should not be an afterthought 

ÅNational print publications: 4 months 

ÅRegional short lead publications: 2 

months 

ÅDaily/weekly publications: 1 month 

ÅTV: within the month 

ÅBlogs: 2 weeks 

ÅTwitter: within the week 



Social Media Pitching Tips 

Å Pitch all long lead publications and broadcast 

outlets first 

Å Be sure to let the editor know exactly what blog 

you are pitching, some write for several 

including print titles 

Å Screen your blogger pitch list, no spamming 

Å Realize that once you hit ósendô on a social 

media pitch thereôs no takesy backsy   

Å Be prepared to see your entire pitch ñword for 

wordò fed online 

Å Calculate your impressions just as you would 

for a print title based on circulation  

 



Before You Pitch Social Media 

Å Ask yourself the following questions: 

ïWill the blog/outlet serve a purpose 
for your salon/spa or products? 

ï Is it for reputation management? 

ïWill it help to create and maintain 
customer relationships for your 
spa/salon? 

ïWill it drive sales back to your 
website or help book future 
appointments? 

Å Remember ï The key to successful social 
media engagement is something that is 
well thought out and offers something of 
value to its community. 

 

 



Healthy ROI For Your Beauty Brand or 

Salon/Spa 

Monthly Projected Scorecard: a good 360 mix. 

 

Å Glossy Print national/regional: 4 to 8 

Å Broadcast: 1 to 2 shows per quarter 

Å Online blogs: 6 to 12 per month 

Å FaceBook Fans/Twitter Friends: 2 to 4 per 

day 

 

 

 

 



Trends in Spa/Salon Blogging 

Å More niche & narrowly focused 

Å Multiple Author Blogs  

Å Multi -Topic Blogs  

Å Resembles more of a magazine 

format 

Å Bloggers are more verbal about 

spam pitches/comments 

Å If they get a product they donôt 

like they may rip it to pieces 

Å If they get a bad haircut or 

color service ï again they may 

rip the salon to pieces 



Top Beauty Blogs/Sites To Interact With 

ÅBeautyBlitz.com 

ÅAllLaqueredUp.com 

ÅTheBeautyBean.com 

ÅTalkingMakeup.com 

ÅLovelyish 

ÅBeauty Addict 

ÅTemptalia 

ÅMakeup and Beauty Blog 

ÅOutblush 

ÅThe Luxury Spot 

ÅA Mom in Red High Heels 

ÅKarla Sugar 

ÅShe Knows 

ÅPursebuzz 

 

 

 

ÅAOL Stylelist 

ÅYahoo! Shine 

ÅiVillage  

ÅBellaSugar.com 

ÅTotalBeauty.com 

ÅGlam.com 

ÅStyle.com Beauty Counter Blog 

ÅSheFinds.com 

ÅBeautyBloggingJunkie.com 

 

 



Print Titles Online 

Å Allure.com publishes an online 

salon directory and spa guide 

Å Glamour.com blog is called: The 

Girls In The Beauty Department, an 

inside guide to what really takes 

place at the magazine 

Å Elle.com has VideoStar, a user 

content application where readers 

can post their own videos of 

before/after beauty tips for hair and 

makeup (submissions accepted 

daily) 

 

 

http://videostar.elle.com/


Social Media & Web Trends 

w/ Salim Mitha 



Three BIG Internet Trends 
and how this drives $$$ 

MORE 

Å Social 

Å Local 

Å Mobile 



SOCIAL: A Connected Economy 
the social graph ï connecting people, places, ideas & biz 



Weôre Sharing More Information 
eating, exercising, traveling, sleeping, buying 



And Weôre Using This Info More 
the Internet is becoming less anonymous 


