ADVANCING THE PROFESSION AND THE PROFESSIONAL.




Andre Francis , Pepco Holdings, Inc.,
@pepcoconnect

Maj. David Faggard , USAF, @insidevector &
@usairforce

Cody Switzer , Goodwill Industries Intl., @clswitzer
& @Goodwillintl

Pete Snyder , New Media Strategies, @petesnyder
Moderator - Debbie Friez , BurrellesLuce, @dfriez

Hashtag: #PRSA NCC
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* 57.7% of followers found @PepcoConnect through are  ference from a

fellow follower or a blog/media mention
» Conclusion : Increasing our visibility with select Twitter users will have an exponential
Impact on the expansion of our follower base

» 80.8% of respondents are Pepco Customers
» Conclusion : Program is reaching the desired audience

* 50% of respondents read @PepcoConnect updates atle ast once per day
» Conclusion : Audience sees value in the information being shared

* Respondents said they were most interested in @Pepc  oConnect sharing
news and information related to their Pepco service , as well as energy

conservation tips and info on new programs and serv ices
» Conclusion : Followers see value in the content being shared but there is room to
expand our reach and be more proactive in our delivery of valuable information
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Reviewed company with a successful
YouTube channel: Dunkin Donuts

Launched the second phase of Pepco’s Social Mediai  nitiative with a
branded YouTube Channel — PepcoTV




Record, upload, and share videos

Pepco staff record footage with inexpensive
equipment and share information with customers.

Purpose: Offer customers an interactive way to
receive information in a manner that will hold their

attention
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Launched the third phase of Pepco’s Social Media in itiative with a
Facebook Fan Page — Facebook.com/PepcoConnect




Post video, photographs of events, blog posts, and
links to pertinent information.

Purpose: Serve as a place holder for everything in
our social media program as well as everything the
company is doing that could be beneficial information
to our customers.
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Launched the fourth phase of Pepco’s Social Mediai  nitiative with a
Customer focused blog — PepcoConnect.wordpress.com




@WORDPRESS

Post general information about company and industry
topics (i.e. rebate programs, energy efficiency
iInformation, smart grid, etc.)

Purpose: Offer customers another opportunity to
learn about the company and the industry Iin fairly
short, understandable, and customer focused
language.
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All Pepco customers are not active on social networks
Requires a significant and consistent investment of time

Requires promotion through multiple channels to increase
awareness & participation

Qualitative/Quantitative Value
Content

Budget
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Social media has little value without an integrated approach that
includes other forms of messaging and outreach.




The Pepco homepage
IS integrated with each
of the platforms we use
in our social media
program






Contact Me


















@goodwillintl on Twitter

Cody Switzer

New Media Specialist

Goodwill Industries International
@clswitzer



About Goodwill

* North America’s leading nonprofit provider of
education, training, and career services for
people with barriers to employment.

* 166 Independent member Goodwills in the U.S.
and Canada.
« Points of contact
— Shoppers, donors, the people we serve
— Employees
— Employers and partners



Our view on Twitter

* Builds mission awareness

* Provides one-on-one contact

* Provides unfiltered business intelligence

e Helps us convert supporters into advocates




A supporter...



... misinformed, but corrected...



... becomes an advocate.



Need justification? Listen.



Managing the account (and your time)

e Our staff
— Primary: New Media Specialist
— Secondary: Online Media Manager
— Tertiary: Director of Online Media

« Use Twitter as a downtime activity

e Spending less time
— Listen
— Schedule
— “Save bits of string...”



“Save bits of string...”



Success?

* Increased knowledge of mission
— Retweets
— Proportion of mission-based links clicked to other links
— Mobilizing for policy issues
— Web site traffic vs. sales and donations



Twitter Panelist

Pete Snyder , New Media Strategies,
@petesnyder

Hashtag: #PRSA_ NCC



Twitter Panel



Thank You!



