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Agenda

Information and communication — How social media trumps marketing

1. Social part of social media
« Identify where
« Listening in
2. Planning
« Identify who and why
* Designing the plan
* Get Found, Be Sticky, Call to Action
3. Contributing
* Hearing
* Adding
* Collaborating
4. Monitoring and measuring

* Tools — j.mp, TweetDeck, Technorati, keyword search
*  What to measure, what to tweak

» Resources to manage your identity
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Nice little gathering — the cocktail crowd, many smiles.
Marketing 2.0: social media, multi-point engagement
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source: http:/[wwuw.inc.com/magazine/20100301/ceo-passions-
hosting-benefit-concerts.html
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Not a terribly exciting place to be, but wait ... he’s about to
talk ...

source: http:/[wwuw.flickr.com/photos/pburch_tulane/4195280723/
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What? He lost me at “The brilliance of my ...
Marketing 1.0 — one-way, outbound, speaker-centric

The brilliance of my product is the
synergies I've created in a game-
changing platform that will
revolutionize and vertically
synergize your world like you've
never thought about before — me,
me, my, my, I, I, blah, blah

©9/22/12 obyElwin.com 5
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Communication saturation and the filters we built

Marketing 1.0 — one-way - outbound

Advertising Direct Marketing

SATELLITE RADIO

Filter

Filter

AN
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—

source: hubspot.com
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Marketing 2.0 — two-way, inbound

pic source: http://www.inc.com/magazine/20100301/ceo-passions-hosting-benefit-concerts.html



Marketing 2.0 (inbound) and the tools

Aggregators Search Engine Social Media
Optimization

TechCrunch - Google

|

Ir \ | £7 Live Search

) | Linked [}
Yﬂll YAHOO'! .. delicious

ETechnorati"‘ @m
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From: command/control To: contribute/collaborate

Marketing 1.0 the distribution is the value; command and control

+ Community
+ Transparency
» only 14% of people trust advertisements
« 78% trust the recommendations of other customers

Marketing 2.0 the content is the value; contribute and collaborate

+ Get found
+ Be sticky
+ Call to action

1 - Get found 2 — Be sticky 3 — Call to action

b B e
W e &8
Y

pic source: 1) http://wwuw.slideshare.net/HubSpot/2-imu-seo-crash-course-to-get-found-gfio2 2) http://wwuw.childfirstpediatrics.com/web-hosting.jpg




Which would you rather be?

©9/22/12 byElwin.com



What is Web 2.0

 Visitors can contribute content or comments.

 Visitors can subscribe to your content.

 Visitors can share your content easily with others.

» Visitors can rate your content.

 Visitors can form communities and collaborate with each other.
 Visitors can influence the opinions of others positively or negatively.

 Visitors can get engaged in productive ways before they are ready to
buy your widget.

 Visitors are not limited to your company website but can also link to
other destinations on the web that interest them.

© 9/22/12



Agenda

Information and communication — How social media trumps marketing

1. Social part of social media
« Identify where
« Listening in
2. Planning
« Identify who and why
* Designing the plan
* Get Found, Be Sticky, Call to Action
3. Contributing
* Hearing
* Adding
* Collaborating
4. Monitoring and measuring

* Tools — j.mp, TweetDeck, Technorati, keyword search
*  What to measure, what to tweak

» Resources to manage your identity
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Social media ROI plan — Return on Involvement

Initiating

* What is being said
* What communities
exist
* Tools:
*  Google
+ Bloggers

© 9/22/12

Planning

|
Who are we looking

for I
What are they I
interested in |
How do we connect |
Tools: |
» Persona Template]
« RSS

* Readers

pic source modified from Deloitte Consulting

Executing

Commenting

Sounding the waters

Collaborating

Forwarding

Contributing

Tools:

» Twitter

» Tweetdeck

* Your homepage

* Comment
platforms

* Communities

Monitoring &
Controlling

Working
Wilting
Waiting
Tools:
* Google
Analytics
* Google
Webmaster
* Link
shorteners

Renewing

¢ Refresh
» Listen
* Modify
* Tools:
» Patience

Do you develop communication that
clearly answers: What’s in it for me?

obyElwin.com
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Your social media managed phases

Monitor Create Launch Measure

bloggers, blog, RSS: Google
Linkedin comment, Feedburner Analytics
groups, article, Twitter bit.ly

industry eBook,
leaders presentation

* Track tOpiCS ¢ Answer a need . Integrate * Track tOpiCS

| I [ |
| " | I [
I * Develop a list i * Don’tsell I services i * Identify
I of 1| <« Provide I * One click | keywords
I keywords/topi | | solutions I delivery i » Experiment
| cs 1| + Engageyour I | * Modify
| * Move the | community I |
' conversation ' ' :
along

* Provide value
* Recommend
solutions

©9/22/12 byElwin.com 14



The grand rule of communication: know your audience

Always filtered through WIIFM? (What’s in it for me!)
Information versus Communication

« Information is one-way (display)
« Communication is two-way (feedback, adjust)

WIIFM solution: Offer something
« Show off your expertise

« Link content to the place where action occurs
» Think like a publisher

* Go to GoogleKeywordTool.com*:
1. Enter a keyword you want to be ranking for.
2. Find out synonymous keyword combinations.

3. Choose one low on competition & with decent monthly traffic.
4. Write a blog post around it.

© 9/22/12



Q: Where to start? A: By listening

© 9/22/12

The best social media strategy starts with ~3to 6
months of listening:

+ Start on other sites and seeing what they are talking about
— then comment

+ COMMENT on influential blogs in your community,
industry, complementary industries, and prospective
client’s markets

+ When you COMMENT, post informative, quality info to
position yourself as an expert — this is not a sales pitch

+ Develop a community — allow COMMENT and respond to
them

+ Incorporate subscription and user tracking tools



What Can You Say? Keywords and Phrases

« Search — by keyword on Technorati, BlogSearch.Google.com
« Read - learn the language, read daily (aggregators)

« Subscribe — via RSS feed, READ DAILY

e Choose and commit — build a top 10 list

« Comments — add useful/informative comments, link backs

« Write — start your own blog

 Blogrolls

* Guest Blog

© 9/22/12



>70% of Marketing Strategy is Offsite

Social

- Media - Twitter
og Forums
Comments
/ Recommendations
/
Search Engine \ RSS feeds
Optimization

\ Keywords

External
links to

your
website

©9/22/12 www.TobyElwin.com



Persona (Non) Grata

Community Persona
 Identity

« Who are you talking to
* What interests them
 Think like a publisher

© 9/22/12



The community persona design strategy

« W]
« W
¢ W]
« W]

N0 1s your community? Prospects?
nat are they interested in?
nat do you want to hear from them?

nat do you want to talk to them about?

* Segmentation

« What value can you offer?

« What are your goals?

© 9/22/12



Focus on the Keywords and Phrases That Your
Community Use

« What are their problems?
« What keeps them awake at night?
« What do they want to know?

« What words and phrases do they use to describe these
problems?

Your buyer is faced with problems, develop topics that
appeal to them:

“Turn strangers into friends,
Turn friends into customers,

Turn customers into salespeople...” Seth Godin

© 9/22/12



To get found, find out about persona

Your buyer is faced with problems, develop topics that appe__ __ SAARE

« Measurable ROI (Return on Involvement)
o What'sinitforMe?
What’s in it for Them? WIIFT?

Answer WIIFM? with WIIFT?

» Create an archetype of your buyer
persona with all the details you can
provide:

— what the user does,
— is motivated professionally by,
— reads, works, is interested in

The goal is to understand this person's
motivation and need.

— What’s in it for them now
provides answers to What’s in it
for me

© 9/22/12
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The engagement strategy - People search for answers to their
questions, not your content

Persona design

1. What answers can you provide for what they search for
2. Keywords
3. Keyphrases
4. Think like a publisher — compelling content, unique to them
5. Think like a publisher — compelling content, unique to their
community
blogs trade
¥, __.4 shows
social ... INBOUND ouTBOUND Y direct
media CHANNELS CHANNELS > il
b T
SEO ) telemarketing
(organic
search)
©9/22/12 obyElwin.com 23
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Community persona identification

Persona matrix worksheet

The Person Who are they? Why are they interested?
+Work conditions Information strategies and
Hypothesis + Work strategies and needs
goals?
+ Likes/Dislikes + Area of Work
Verification + Inner Needs +Work Conditions
+Values
Defining What is the need of this person
+ Goals + Feeling about networking
. 1oas +What engages this + Feeling about learning
el A persona +What are the differences
+ Feeling about industry between personas
©9/22/12 obyElwin.com 24

Persona matrix worksheet modified from Lene Nielsen PhD http://www.hceye.org/HCInsight-Nielsen.htm



Persona design
template 1 of 3

© 9/22/12

Persona matrix worksheet modified from Lene N

I have modified this effort from the following source: Ten Steps to User Persona By Dr. Lene Nielsen
hitp: //bit.lv/66kiTa
Instructions:
¢ The idea is to create an archetype of an PMI-interested Persona with all the details you can provide:
what the user does, is motivated professionally by, reads, works, is interested in, etc...
¢ Help us understand this person’s community motivation to value PMI,
i ity personas, add as you go.

The Person

Description
Who are they?

Why are they interested?

The
Hypothesis

Work conditions

Work strategies and
goals

Information strategies
and needs

Verification

Likes/Dislikes

Inner Needs

Values




Persona design template 2 of 3

Quality

Questions
Area of Work

Description

Work Conditions

Defining

What is the need of this
person

Validation

What engages this
persona

Feeling about the

Feeling about technology

Feeling about
networking

Feeling about learning

Presentations/Opportunities
that might interest

FErsUNU MULIFLX WOTKSILEEL IIOUY ed J oML LEIE INIeLselt ri np: ) www.iceye.oryy nonsight-Nielsen.htm

byElwin.com
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Persona design template 3 of 3

Modified from Dr. Lene Nielsen's work

Insert keywords

n us

an

uggested

{1

Insert key phrases

© 9/22/12
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Agenda

Information and communication — How social media trumps marketing

1. Social part of social media
« Identify where
« Listening in
2. Planning
« Identify who and why
* Designing the plan
* Get Found, Be Sticky, Call to Action
3. Contributing
* Hearing
* Adding
* Collaborating
4. Monitoring and measuring

* Tools — j.mp, TweetDeck, Technorati, keyword search
*  What to measure, what to tweak

» Resources to manage your identity
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Persona — think like a publisher

From leading to contributing

1. Identify the persona(s) of who needs your solution?
2. Investigate words and phrases they use to describe problems?
« Search engines answer questions
« gand7y
3. Develop content that describes issues and problems they have faced and then provides details on
how to solve these problems
« What are their problems?
«  What keeps them awake at night?

What do they want to know?

©o/22/12 obyElwin.com 29
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1.

Onsite Tactics — Action

Create multiple
places for others tc YOU TUbe

share

Feedburner and
your RSS feed) to

your social Linked m ‘ &) < metacafe

media when you

update your blog l

will automatically - ’ ‘ Emm
post to social f I Ic k r ‘

media sites and ‘ ] l ’ .. del.icio.us

. Create integration t
i mnsan facebook ~ '4 —

communities

©2009 TopRank® Online Marketing. All rights reserved.

©9/22/12 obyElwin.com 30



Offsite Tactics - Twitter

* A relationship building tool
« A way to increase your brand awareness

* To create a lead funnel
of prospects to your business

* An un-ending resource
for you and your company

« A way to meet others
across the world in similar
industries, likes and interests

©9/22/12 yw.TobyElwin.com 31



Twitter — Manage the 140, manage thousands

§‘ é O Toby Elwin Edit your profile

. Bi TobyElwin 9,725 rweeTs
d Ive rSI : 3' Sacred Cow Tipper; views on all that motivates organization talent,
A 3 change, and leadership: design to delivery; enjoy music, economics, 1,092 Forowne
; ”g & history; Ais A. 1127 coiowens

Hoboken, NJ - hitp://TobyElwin.com

value 5:9

B |nn0vat|0n Fveste Twoots
= 22 opinioni
(.: E‘; . Project Management © ProManagement24
' S A E ] omarket Following Antonoil and Schlumberger Sign Joint Venture Contract to Offer
i 8 1S y Integrated ... - Sacramento Bee bit.ly/QoNhRd
e =1 g ? Followers .
5 = Expand
o
{1 Favorites > )
“1‘ G 1 Ankit @AnkitTheLeanWay
% N Lists Ty @flinchbaugh @Ilansf80789 for the RT: Climbing the Mountain of

Recent images

@ ! Velopi velopi
ﬁ Velopi - a PMI REP - will hold it's last PMP exam preparation
course for 2012 in Dublin in November. Dates 7/8/21/22nd of
November Venue: ...
Expand

®

e RT
* link shortening

Similar to you

Bill Mabry @ Eilvabry 1
Facebook rolls out social business initiative for local firms —

a Kristy Dominguez ) KristyDominguez

.
services s e - divr it28mMgp
! “ Bernhard Schulte = dozykraut T Expand
° # n§ Foliow
kristinacalas  kristinacalas PM Hut @ pmhut 1
° FF @ Follow a Requirements Gathering in Project Management: Not Enough If
Not Priortized and Ranked pmhut.com/requirements-g...
Expand
® 2012 Twitter About Help Terms P
iy Blog Status Apps Resources Jobs Adverisers Pl’OjeCt Smart News @ ProjectSmart 5
t ott Businesses Media Developers - PMP - Re: Responsibilities - Clarification
w' er bit.ly/OnRWRE #pm #pmot
Expand
Mark Graban @ MarkGraban
© 9/22/12 ‘ New #LeanMeme! It's a "matter” of opinion bit.ly/TSseer #lean
#leanstartup

Expand

5m

5m

Tm

4m

2m
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Twitter — Lists

Vo~ -
A Home Q1) Connect # Discover

s
WIuSsasse

i<p) Proi -
rojectMngt Tweets

: A public list by Toby Elwin m
c-l‘

1|ver5|ty ' T

PMI @PMinstitute 6m
Squash negativity! Learn how to stop stakeholders from behaving
badly in the September #PMNetwork ow.ly/dDo46 #pmot

)~L.J|
n
D
]
0
7]
0
o
m
0

m ¢ Expand
Val Ue T Edit  Delete . )
- t Project Management & ProManagement24 14m
= Innova 10N Antonoil and Schlumberger Sign Joint Venture Contract to Offer
= opinion Tweets > Integrated ... - Sacramento Bee bit.ly/QoNhRd
{ =i 12 Expand
mar
1183 ,8 3 List members
=1 g 2 B Ankit @AnkitTheLeanWay 14m
el = List subscribers a Ty @flinchbaugh @lansf80789 for the RT: Climbing the Mountain
LT of Change ht.ly/dGRqF
153 work 1 Expand
il Recently added members - View all
.]U HarePoint (HarePoint Velopi @ velop 14m

Following | Velopi - a PMI REP - will hold it's last PMP exam preparation

* Subscribe /7 HarePolee course for 2012 in Dublin in November. Dates 7/8/21/22nd of
d Project Management ProMana... November Venue: ...
¢ Recommendation Following Expand

* Frlends Jeff Furman PMAnswerBook ' Bill Mabry @BilMabry 19m
Follow Facebook rolls out social business initiative for local firms —
* DISCOVeI' including €100 ... divr.it/28mMgp
Preben Ormen aaormen Expand
B Lv Follow
& PM Hut @ pmhut 23m
a Requirements Gathering in Project Management: Not Enough If
Not Priortized and Ranked pmhut.com/requirements-g...
More lists by @TobyElwin - View all Expand
hoboken
ProjectMngt Project Smart News @ ProjeciSmart

GUJICCEf S “ PRINCE2 and PMP - Re: Responsibilities - Clarification

ZE ST bit.ly/OnRWRq #pm #pmot
Expand
gadget
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Twitter — Manage all the Tweeting:
CLX)

TweetDeck v033.2
From

All Friends

Raise Your Gaze: Staying
Energized in the Daily Grind

http://ow.ly/12Rgk

Big announcement: we have a
techcrunch France now! nice ;)

Avinash showmg 4 goals set up
5 for his blog. All posts page,
M about page, speaking

engagements, feed subscribers.

#sesny Also adds value/goal

via TweetDeck
World s Iargest treehouse

http://tinyurl.com/yzdjyhm

When Do Twitter Users Sleep?
This application is cool, has
[ anyone tried it before?

515 httpy//bit.ly/cenjMc

GROUPON
rgg‘ Golf Leaming Center! Brush up
Ly on your golf skills for summer
ok (%45 value)!
http://GrouponBoston.com

Mar 09:30 via web

Arrived at #tcparis now! pretty

crowded,, so try to do more with

BEEEROn

telwin . Mentions

$25 for a 5-bucket pass at Natick

@correlationist @correlationist
@Jabaldaia @novalab24 @telwin
@jonhaugan take care Il

easdall

i24 Mar 08:14 via TweetDeck in reply

= TY, but how abt "application". |
suck at it :(( RT @ideas4all:
@correlationist @Jabaldaia
@novalab24 @telwin
@jonhaugan all about ideas I!

atic onis t, [+]

3Mar17:22 v

iia HootSuite

@correlationist @Jabaldaia
@novalab24 @telwin
@jonhaugan all about ideas I!

all, [+]
3 Mar 17:07 via Twe ck
f‘?’ RT @UKTI (via @telwin): Learn
i‘ how to pitch your startup, for
free: TechCrunch Europe, UKTI
9  are organising a series o...
http//bit.ly/douvO3

Aar 09:3 Echofon

RT @UKTI: RT @telwin: Leam how
to pitch your startup, for free:
TechCrunch Europe, UKTl are
organising a series o...
http://bit.ly/douvO3

5 via UberTwitter

RT @UKTI: RT @telwin: Leam how
to pitch your startup, for free:
TechCrunch Europe, UKTl are
organising a series o...
http//bit.ly/douvO3

R at_O, [+
Tue 23 Mar 06:56 via UberTwitter

B :7 Gtelwin: | eam how to pitch

<Jofefolfa]-]

telwvin @ Mentions

A

RT @berklee251 - Dengue Fever
Says Thanks A Lot: The Short
Stop Bar: Dengue Fever is
anything but your average indie-
rock combo.... #music

RT @berklee251 UltimateGuitar-
\; All: The Little Million: 'Choose
Your Own Adventure'
Interactive Video [News)
http//bit.ly/bvAfdH

qrmw‘ 10via twazzup in reply to.

@berklee251 Total Guitar 200th
issue available now at the library!

web in reply to

RT @berklee251 - Dengue Fever
Says Thanks A Lot: Mushroom
Hunting: Dengue Fever is
anything but your average indie-
rock combo. B... #music

g, I+
17:23 via twitterfeed
@berklee251 kindly check our
website
www.globalcentre.viviti.com

ar 09:00 via we

RT @berklee251 - Q&A With
Dengue Fever: Dengue Fever is
anything but your average indie-
rock combo. Based in Los
Angeles, the ex... #music

b in reply to.

ar 08:11 via twitterfeed
B Gherklee51 Thanks for the RTI

<Jofefoldo]-]

berklee2s1 @  All Friends

TweetDeck

John Doe performs live at SxSW
enKoC 2010 Alex Chilton Tribute Show
(3/20 Austin, TX @ Antone's) -
http://www.youtube.com/watch
7v=nrq3T_28pRw

1 Love when fans make videos:
http://ow.ly/1qgtG

le_umm

iley, [+
4 Mar 09:27 via Fa

Glide & Swerve Inc.Cap-
CafePress http:/bit.ly/ajokTm

Goldfrapp: Head First
http://bit.ly/9EDreP
|

52406

eMagazine, [+

24 Mar 09:25 via twitterfeed

Miley Cyrus Guides American
Idol Through Disastrous Number
Ones: You may not like “Party in
the US.A." You may no...
http//bit.ly/cTto1qg

NUSIC, [+

4 Mar 09:05 via twitter
Akon Denied Visa To Perform In
Sri Lanka: Sri Lanka said it would
deny a visa to singer Akon,
whose planned April ...
http://bit.ly/aSV6za

freemusic, [+
4 Mar 09:05 via twitter

PP Noel Gallaaher Makes Assault

<Jofefolfo]-]

berklee2s1 @  All Friends

[of 1 ]2 4]
@foff=« x|

v’ Auto Shorten URLs?

140 B

MassBayoDLG (B

V,rﬁ says - check your corporate fossil &
il record (no Idon't mean the guys

& ! behind the mahogany doors) I

21 httpy/tinyurl.com/ycgw8tp

ntintel, [+]
24 Mar 09:24 via LinkedIn
i’ To | ForSelf-Control, Try a Dog
Biscuit? - Freakonomics Blog -
&0 NYTimes.com http://ow.l

9:10via HootSuite

Latest #HR news: Agency

Workers Regulations revoke

could jeopardise 12-week deal
it.ly/9ffsbE

HR Darling: No detail on DRA - do
zone BAkcds keep the default
retirement age, extend ite.g. to

70 or scrap it altogether?
#budget2010

1161

t Mar 08:57 via HootSuite

Darling: No person under 25 will
be NEET for more than 6 months
zone
before being offered
61 jouyiraining - will this make a

difference? #budget2015

5 via HootSuite

ﬂ Steve's HR Technology - Journal
- Missing the Health Care debate

http://ow.ly/1gcow

Mar 08:55 via HootSuite

v PETTN RT @TrishMcFartane: Havevou ¥

oEBEEan
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Information and communication — How social media trumps marketing

1. Social part of social media
« Identify where
« Listening in
2. Planning
« Identify who and why
* Designing the plan
* Get Found, Be Sticky, Call to Action
3. Contributing
* Hearing
* Adding
* Collaborating
4. Monitoring and measuring

* Tools — j.mp, TweetDeck, Technorati, keyword search
*  What to measure, what to tweak

» Resources to manage your identity
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Toby Elwin blog COuglc feedburner

E] [=] Edit Feed Details... | Delete Feed... | Transfer Feed...

’ Analyze ‘ Optimize ‘ Publicize ’ Monetize ‘ Troubleshootize @ My Feeds

Sign up with a Google | *V*&¥ Feed Stats Dashboard Show tats for [last 30 days ~]

Account Feed Stats a0 40

~ ""-s..-.\

1. add your RSS feed Subscriars *=e= N omomomomo=onomon, o/ 1 s *ne”®m 0"
2. automatically Jorm Use y / /\ \ V4
publicize through ncommmon Uees . / \/\ /\ s \ / /

email subscriptions
3. automatically m:se?’lzr:jéw oeation [Jan 17, 2011 IJan 24, 2011 [Jan 31, 2011 [Feb 7, 2011

publicize through
social media feeds

Export: Excel « CSV ary 15

day, January 17 — Tuesday, Febrs

| SERVICES . 32 subscribers (on average) B

Configure Stats ¢ 14 reach (on average) B

See more_about your subscriber

Popular Feed Items

NAME
Total

Fistful of beans 01/26/2011 31 32
Technical ability does little to mitigate risk 46 15
Fistful of beans 02/02/2011 20 32

See more about your feed items »
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Connect FeedBurner to Twitter or other accounts

A

1) Edit Feed Details... | Delete Feed... | Transfer Feed...

’ Analyze " Optimize " Publicize M Monetize " Troubleshootize J

| SERVICES

Headline Animator
Display rotating headlines

v BuzzBoost
Republish your feed as HTML

v Email Subscriptions
Offer feed updates via email

v PingShot

Notify services when you post

FeedCount
Show off your feed circulation

v Socialize
Publish to the social web

Chicklet Chooser

¥ Awareness API
v Creative Commons
Password Protector

¥ Nolndex

© 9/22/12

= My Feeds

Socialize
Connect your feed to the real-time social web! With Socialize, FeedBurner will

automatically post updates from your feed to your social media account.
Learn more about Socialize

Select Account
Add a Twitter account

Twitter account: telwin

Formatting Options

Post content: [Title and Body ~|

™ Include link

™ Leave room for retweets

Hash tags: [Don't add any hash tags ~|

Use inline hash tags

Additional text: Add

atthe [ beginning of the post |

Item Selection

Item limit: Postupto|1 ~|new items per feed update

Item order: Order items by | publish date ~|

Keyword filter:

e.g. toast, purple cow

Only post items containing a keyword in | 2 category ~| -




Add other announcements for FeedBurner to coordinate

C()ugle FeedBurner

s, Edit Feed Details... | Delete Feed... | Transfer Feed...

‘ Analyze ’ Optimize Publicize ‘ Monetize ‘ Troubleshootize ‘

@ My Feeds

| VIEW

Your Feed

XML Source

| SERVICES

¥ BrowserFriendly
Make subscribing simpler

SmartCast
Podcasting-and

¥ SmartFeed

Ensure maximum compatibility

¥ FeedFlare
Build interactivity into each post

¥ Link Splicer

Photo Splicer
Geotag Your Feed
Feed Image Burner
¥ Title/Description Burner
Convert Format Burner

Summary Burner
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FeedFlare

Give your subscribers easy ways to email, tag, share, and act on the content you
publish by including as many or few of the services listed below. FeedFlare
places a simple footer at the bottom of each content item, helping you to
distribute, inform and create a community around your content.

Official FeedFlare

Feed Site
™ Email This v

™ Email The Author v

O

Comments Count (Blogger) -

Technorati Cosmos Links v

0 &
0 &

Comments Count v

View Creative Commons License

Subscribe to this feed v

0 @ &

Sphere: Related Content v
Save to del.icio.us v

Add to del.icio.us (static) v
Digg This! v

Share on Facebook »

E @ A&
0 B @ @ @

O

outside.in: geotag this post v
Discuss on Newsvine v

Stumble It!

2 B &
R B ®

Add to Mixx! v




Monitor, measure, and improve engagement
GOOSIQ Analytics | Settings | My Account| Help | Sign O

Analytics Settings | View Reports: =T/ ol ™ My Analytics Accounts:
[Exon [ £men ] Advanced Sagments: A viss ~
i Intelligence “*
Dashboard . .
i \Tli:::rss Slgn up Wlth a Google Dec 17, 2010 - Feb 16, 2011 +
=, Traffic Sources
[J content [oovems] | Accour.lt [free]' . Graph by ui@‘
P Goats 1. verify your site

2. add Google
\_—\_ Analytic-

[} Custom Reporting

My Customizations
[ ot Rapore Osc 20 generated codeto | =~
=
Advanced Segments *
e T your site —
3 Email
a3 045 Visits sensanh)t  8.80% Bounce Rate
Help Resources Al 10,666 Pagevi absr 00:02:25 Avg. Time on Sit
® t this Report N ageviews M . vg. lime on oite
(@) Conversion University Masesana  3.50 Pages/Visit W 62.27% % New Visits
@ Common Questions
Page Title Pageviews % visits
80 80 Home | Toby Elwin | Organization Talent, C 1,649 15.46%
Mergers and acquisitions failures are proje 824 7.73%
0 40
This social media fad will ruin organization 406 3.81%
Crowdsourcing your organization strategy. 318 2.98%
1,939 visitors
Change management bottom up or top dov 314 2.94%
view report view report
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Drilldown, data mine, and develop

88 Dashboard
Beta

Ju Intelligence
& Visitors

Benchmarking
Map Overlay
New vs. Returning
Languages
» Visitor Trending
» Visitor Loyalty
» Browser Capabilities
» Network Properties
» Mobile
User Defined

Custom Variables

[J conte
P Goals

[ Custom Reporting

My Customizations
E| Custom Reports

Advanced Segments
_lw_ Intelligence Beta
EA Email
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\ Export ¥ “ Email H B8 Add to Dashboard

Visitors Overview

Advanced Segmenls:| All Visits v }

Dec 17,2010 - Feb 16, 2011 ~

J A Visitors ~ Graph by: =] E @

80 80

“ 40
Dec 20 Dec 27 Jan 3 Jan 17 Jan 24 Jan 31 Feb 7

1,939 peoplevis this site

3,045 visits

1,939 Absolute Unique Visitors

3.50 Average Pageviews

00:02:25 Time on Site
8.80% Bounce Rate

62.27% New

Visitor Segmentation

8 Visitors Profile: languages, network locations, user defined

E Browser Profile: browsers, operating systems, browser and operating
systems, screen colors, screen resolutions, java support, Flash

@ Map Overlay

Geolocation visualization

=- Try Google Ad Planner.
LJ Understand the demographics and behaviors of your website’s visitors.
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Find out your traffic sources and how they found you

58 Dashboard

| Export ¥ || =3 Email || 83 Add to Dashboard |

Advanced Segmenls:\ All Visits ¥ ‘
Beta

. Intelligence

A visitors Traffic Sources Overview Dec 17, 2010 - Feb 16, 2011 ~

'; Traffic Sources

Overview

Lo vets - | Graph by - I:l E]
Direct Traffic J A Visits

' ' 100 100
Referring Sites

Search Engines

All Traffic Sources

[

» AdWords
Keywords Dec 20 Dec 27 Jan 3 Jan 10 Jan 17 Jan 24 Jan 31 Feb 7
Campaigns ¥
Adersions affic sources sent atotal of 3,045 visits
[J content
[ Goals soaiahly  10.44% Direct Traffic W Search Engines

WY R, 23.55% Referring Sites
AN 62.20% Search Engines

1,894.00 (62.20%)
M Referring Sites
717.00 (23.55%)

M Direct Traffic

[ Custom Reporting

318.00 (10.44%)
My Customizations ?1':('3'8 1%)
[F custom Reports ’
Advanced Segments
. Inteligence Beta Top Traffic Sources
A Email
Sources Visits % visits Keywords Visits % visits
Help Resources google (organic) 1,512 49.66% top down change management 284 14.99%
(2) About this Report (direct) ((none)) 318 10.44% marketing 2.0 elwin 122 6.44%
@ Conversion University
search (organic) 284 9.33% examples of merger failures m 5.86%
@ Common Questions
google.com (referral) 144 4.73% “toby elwin" 42 2.22%
twitter.com (referral) 109 3.58% impact analysis template 28 1.48%
view full report view full report
©9/22/12
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55 Dashboard | Export ¥ || A Email H BB Add to Dashboard || [3+] Visualize Advanced Segmenls:i All Visits ¥ |
Beta
. Intelligence P
A Visitors
— All Traffic Sources Dec 17, 2010 - Feb 16, 2011 ~
Overview
Direct Traffic J A Visits Graph by: =] E =
Referring Sites 100 100
: 50
Keywords
. Dec 20 Dec 27 Jan 3 Jan 10 Jan 17 Jan 24 Jan 31 Feb 7
Campaigns ==
Ad Versions . o . .
E All traffic sources sent 3,045 visits via 104 sources and mediums
o Show.  Source Medium ¥
P Goals

Site Usage

[ Custom Reporting

% New Visits Bounce Rate

62.07% . 8.80%

Site Avg: 62.27% (-0.32%) Site Avg: 8.80% (0.00%)

Visits > Pages/Visit
3,045 3.50

% of Site Total: 100.00% Site Avg: 3.50 (0.00%)

Avg. Time on Site
00:02:25

Site Avg: 00:02:25 (0.00%)

My Customizations

[ Custom Reports None ¥ Visits | PagesiVisit  Ava. Time on Site Bounce Rate

Advanced Sagments

. Intelligence Beta 1. google / organic 1,512 289 00:01:49 74.14% 10.65%

3 Email 2. (direct) / (none) 318 358 00:01:53 74.84% 7.55%
3. search/ organic 284 5.33 00:04:50 2.82% 0.35%

Help Resources

@ About this Report 4. google.com / referral 144 246 00:01:17 93.75% 13.89%

@ Conversion University 5. twitter.com / referral 109 5.83 00:04:14 17.43% 0.00%

(?) Common Questions 6. feedbumer / feed 74 6.45 00:03:34 28.38% 4.05%
7. paperli/ referral 73 499 00:03:05 0.00% 1.37%
8. google.co.uk / referral 58 2.26 00:00:45 74.14% 12.07%
9. yahoo / organic 54 3.50 00:01:58 90.74% 11.11%

10. feedbumer / email 41 3.10 00:03:43 7.32% 24.39%
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2 — Google Analytics

293 pages were viewed a total of 10,666 times

oo
oo Dashboard Content Performance

Beta
. Intelligence Pageviews

Views E

Unique Pageviews -  Avg. Time on Page Bounce Rate
A Visitors 10,666 4,578 00:00:58 8.81%
% of Site Total: 100.00% % of Site Total: 100.00% Site Avg: 00:00:58 (0.00%) Site Avg: 8.81% (0.00%)
2, Traffic Sources ‘ ] S E—
~ U L
. Page Pageviews Pageviews Page
Content
Overview 1. &= 1,872 766 00:00:49
28 /blog/mergers-and-acquisitions-failures-are-project-ms 813 390 00:01:02
Content by Title 3. [Fbleglthis-social-media-fad-will-ruin-organization-devel 407 178 00:00:44
Content Drilldown 4. /blog/crowdsourcing-your-organization-strategy-whats 331 159 00:00:52
Top Landing Page: 5 /blog/change-management-bottom-up-or-top-down 317 132 00:01:09
Top Exit Pages 6. Iblogl/category/blog 287 125 00:00:41
Site Overlay 7. /blog/impact-analysis-template 278 139 00:02:23
8. Iblogffistful-of-beans-12292010 268 128 00:01:36
[6\ Site Search
9. fabout-us 241 97 00:01:14
Q\: Event Tracking 10. /bloglorganization-development-party-like-it-s-1969 223 26 00:00:18
|2 Goals
© 9/22/12
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% Exit
28.53%

Site Avg: 28.53% (0.00%)

Bounce Rate

9.39%

4.26%

2.97%

5.08%

7.94%

12.50%

0.00%

5.88%

18.75%

$ Index

$0.00

Site Avg:
% Exit

83%

42.19%

28.10%
35.02%
14.29%
43.17%
23.13%
26.56%

8.52%
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Shorten links to make them easier, of better benefit: track

time, day, and activity

Sign up for a bit.ly

account [free]:

1. use bit.ly to
shorten web
address or
create custom
addresses

2. add bit.ly
account to
Twitter and
other social
media sites to
automatically
convert
addresses

© 9/22/12

Jli L.I] Shorten, share, and track your links Home Tools Pro Blog
History 265 Clicks This Week. See Your Bit.ly Click Summary 936-950 Prev |
Next
AD CLICKS NF(
Feb19 4 Think Your Start-up Is Venture Worthy? Thin... eat
Out of
4 Share Copy Info © bit.ly/cHuPml
Feb19 K http://eu.techcrunch.com/2010/02/19/one-of-th... eat
Out of
5 Share Copy Info © bit.ly/aSNMXq
Feb13 4@ http://www.xconomy.com/seattle/2010/02/19/nan... eqt
Out of
2%6 Share Copy Info © bit.ly/aOGFmm
Feb1s Q Fistful of Talent: It's Recognition Not Rocke... eqt
Out of
50 Share Copy Info © bit.ly/cwl02A
Feb19 K BiddingForGood Aims to Streamline Donation Re... ea
Out of
5 Share Copy Info © bit.ly/9du8wd
Feb19 47 Uncut.co.uk | Wild Mercury Sound eqit
Out of
17 Share Copy Info © bit.ly/dcLVgC

.TobyElwin.com
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=]
b l t.ly Shorten, share, and track your links

Welcome, telwin

Home Tools Pro Blog
Your Bit.ly Click Summary
Clicks |PastHour |7Days ' 30Days | Top Referrers Locations
600

500

400

Mar 1 Mar 8 Mar 16

4,974 Clicks on Your Bit.ly Links

Referrers Detail

Referring Site
Email Clients, IM, AIR Apps, and Direct +

twitter.com +
99designs.com +
real-url.org +
Registered Applications +
bit.ly +

untiny.me +
www.amajorc.com +
www.facebook.com +
search.twitter.com +
www.linkedin.com +
TrendAl.com +
www.google.com +
www.blogcatalog.com +
realurl.org +
hootsuite.com +

www.eventbrite.com +

300
200 |
L
, I I Illlllll-.-ll_

Mar 24

Click(s)
4,500

o o o N

44 Referring Domains
From 92 Total Pages

Locations Detail
Country
United States
Other
Russian Federation
France
Korea, Republic of
Switzerland

Germany
United Kingdom

Japan
India
Canada
Portugal
Poland
Ireland
Netherlands
Indonesia

Turkey

40 Countries

Click(s)
2,634
1,088

481
231
167
84
54
52
41
18
15
13
1

® ® ©




Info ©
Blog
1,147
1,149
Long Link:
Conversations:
Locations:
Share / Copy Link:
Traffic
Clicks Referrers

Clicks

The bit.ly link bit.ly/AMajCb

Total Clicks

All clicks on the aggregate |

http://iwww.amajorc.com/blc
& Tweets 0; [E] Shares 1;
United States 805; Canada

Share Copy

Locations

Now PastWeek PastMonth Total

Click(s) 1,147 Since Jun 16, 2009 EST

S0 —
80
70 —
60—
50—
40
30—
20—+

10

Jun 16, 2009 Jul 26, 2009 Sep 04, 2009

Click © to see aggregate bit.ly traffic for this long link.

© 9/22/i§

Locations ?

54 (Slovenia)
35 (Other)

30 (United Kingdom)
18 (Netherlands)

S (Germany)

7 (Russian Federation)

3 (Macedonia, The Former
3 (Japan)

3 (ftaly)

3 (Finland)

2 (Hungary)

2 (France)

2 (Denmark)

F S (Other Countries)

[
100

Oct 14, 2008

158 (Canada)

Traffic

Clicks Referrers Locations

Now PastWeek PastMonth Total
Top Referrers 2

Referring Site
Email Clients, IM, AIR Apps, and Direct +

twitter.com +
www.graphicdesignblog.org +
www.worio.com +
Registered Applications +
www.boston.com +

bit.ly +
www.facebook.com +
hootsuite.com +
noweurope.com +
powertwitter.me +
untiny.me +

www.TobyElwin.com

805 (United ¢

Click(s)
1,012

51
1"
1"
10

b A O O N
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Social media ROI plan — Return on Involvement

Initiating

* What is being said
* What communities
exist
* Tools:
*  Google
+ Bloggers

© 9/22/12

Planning

|
Who are we looking

for I
What are they I
interested in |
How do we connect |
Tools: |
» Persona Template]
« RSS

* Readers

pic source modified from Deloitte Consulting

Executing

Commenting

Sounding the waters

Collaborating

Forwarding

Contributing

Tools:

» Twitter

» Tweetdeck

* Your homepage

* Comment
platforms

* Communities

Monitoring &
Controlling

Working
Wilting
Waiting
Tools:
* Google
Analytics
* Google
Webmaster
* Link
shorteners

Renewing

¢ Refresh
» Listen
* Modify
* Tools:
» Patience

Do you develop communication that
clearly answers: What’s in it for me?

obyElwin.com
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Your social media managed phases

Monitor Create Launch Measure

bloggers, blog, RSS: Google
Linkedin comment, Feedburner Analytics
groups, article, Twitter bit.ly

industry eBook,
leaders presentation

* Track tOpiCS ¢ Answer a need . Integrate * Track tOpiCS

| I [ |
| " | I [
I * Develop a list i * Don’tsell I services i * Identify
I of 1| <« Provide I * One click | keywords
I keywords/topi | | solutions I delivery i » Experiment
| cs 1| + Engageyour I | * Modify
| * Move the | community I |
' conversation ' ' :
along

* Provide value
* Recommend
solutions

©9/22/12 byElwin.com 48



Example event triggers communication, tracking, trending,

and tweaking

‘ New event to announce and socialize

Day 1

-

~

* blogpost
* Tweet

convert to bit.ly

o

* post to
LinkedIn

* post to
FeedBurner

» Add email
announcement
/newsletter

—

© 9/22/12

Day 2

* FeedBurner
email
newsletter

* Post to
Twitter 2nd
time with
modified
teaser

» Track clicks

* Track trends

* Identify
potential

topics

\_

J

Beyond

-

~

 Track clicks

 Track trends

* Identify
potential
topics

/

byElwin.com
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People don’t care what you say until you care about what they say

* Create content worth linking to

Content is remarkable when someone defines it as remarkable,
not when your marketing or product manager define it as
remarkable. This is the greatest challenge in today’s world of
marketing.

* You really have no control over your product’s value, however,
you do have control about hosting and socializing with people
who will advocate, refer, and recommend your service or

product.

* Your strategy relies on enabling others.

© 9/22/12



Start Monitoring

© 9/22/12
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Appendix

« Case Study

« Data and detalil
 Other tips
 Resources
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Massachusetts Bay Organization Development
Learning Group

Strategic Intent Business Case

7. TobyElwin.com
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Situation

» Leadership transition
« Annual membership decline

« Highly cumbersome administration
of events

« Event attendance decline

« Lack of involvement

* QOut-dated web presence
« Getting found

« Community disconnect

© 9/22/12



Alignment

Stabilize

Shared vision of what works and
does not

Community persona

Planning, not reacting

Invite participation

© 9/22/12
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Roadmap

Strategic Community Persona Goals to drive end of ‘10 paid membership goals of 400 and community
participation of 2000:
1. College Degree in OD, recent Graduate:

*  Looking to learn and develop OD competencies. Ability to list and define theories, but lacking experience and
application. This person has an education (BA/BS MA/MS in OD related field) and may have 2-3 years
experience in OD/HR work.

*  Looking to develop relationships and gain recognition with OD professionals in the greater Boston area.
Searching for role models and mentors. Desire to find opportunities to work with OD professionals across
various industries and sectors. Preference for networking through social media.

2. Mid-level Career in OD:

+  Confident, hard-working individuals who have steadily climbed the ladder internally or started their own
business external. Forward looking, new to OD career.

«  Possibilities for new challenges (more education; teaching; collaborating; exciting projects) that will bring
opportunities for using what knowledge and experience has been acquired into a new context and/ or re-
energizing the work.

3. C-Level, Executive, Senior-level, Advanced Career in OD
4. Professional - unaware of OD
5. Transition or 2nd Career in OD

Immediate Operational Goals:
«  Go live with Hubspot May 20, 2010
* Announce June event with Constant Contact May 20th, 2010
* Develop keyword strategy
* Develop 2-3 blogs for May event
« Develop 2-3 blogs on June event (Positive Deviance) by May 20
+ Begin creating calendar for newsletters and pieces that should be included in each newsletter
« Update and post program request form
* Export database
* Update and post community “rules of engagement”
© 9/22/12



Transition

HOME:
* 1-2 paragraph blurb overview paragraph, containing
links to different areas
» Twitter feed /newsfeed
* Spotlight blog post
WHO WE ARE:
* Blurb on community
* A bit about members — industries (companies?), cross-
level etc.
* Forum for discussion, learning, networking
» Mission, Vision & Values:
 Take content from old site
FAQ:
» Take content from old site
WHAT WE DO:
* Blurb on events (round tables, speaker series, etc)
* Hot topics
¢ Upcoming Events
* Calendar of events
¢ What's New
* Pictures, summary of recent events
* Thought leadership — new whitepapers etc
BLOG:
* Penned by one person? Member-driven?
* Feed from several member blogs?

© 9/22/12

JOIN US:
* Short paragraph on joining (can join anytime, year
membership, access to resources, events etc)
* Link to more comprehensive membership benefits page
* Membership Benefits
* Membership Benefits broken down by category:
 Events, Networking, Resources
* Sign up page — online form
MEMBERS:
* Login page for Members
* Member Directory:
¢ User-created individual profiles, similar to LinkedIn
profile
* Join industry-specific or career-stage-specific groups
 Forum:
* 1 main forum, plus industry-specific & career-stage-
specific forums
* Professional Development:
* Certifications and programs, listed and linked
* Capability for members to review /comment on all
* Project & Proposal Connections:
* Use content from old site
* Form for users to add proposals/ projects
* Worcester Local Group:
* Use content from old site
LINKS:
* Link to other sites of interests , grouped
* News (Talent Management mag, HR executive magazine etc)
* Social Media (LinkedIn MBODLG group, MBODLG Twitter,
Slideshare etc)



Coordinating Swimlanes

Programs

— Name

Communicat
ion — Name

Site (blogs,
copy,
optimization,
sitemap)

Events -

Name

* Programs

» Logistics —
rotational

* Registration

¢ Announce-
ments

Membership
— Name

¢ Newsletter

* Renewals

© 9/22/12
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Monthly Meeting Communication Process

Blog 3
(another

persona)

¢ Newsletter

announc
ment

Contact

blog 2
ersona
Content: blog 1 )
ersona
* Website (blogs, 1 (kec)lfg/;/or W
o (keywor Post Slides
optimization, Newslet ds) Newsletter
sitemap) ter Newsletter — Landing page
Constant
Contact
\—/I I Process Key
Events: <>
* Programs
» Logistics — 5
rotational program Sit égﬂ up -
* Registration request o ilsfics onstant preparation
* Announce- form & Contact
ments —
document
Membership: Event
p Event Announceme attenda
nt — Constant nce

© 9/22/12
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0 XN

South Bay OD Network (SBODN) contact Rossella Dericson,
rossella@SBODN.com sends affiliate link that tracks all clicks
from MassBayODLG

+ example: http:/ /www.eventbrite.com/ affiliatereg?

eid=644008246&affid=1028193

Open MassBay ODLG link shortening site bit.ly to shorten the
affiliate link and allow us to track clicks

a) http:/ /bitly

b) User name: MassBayOLDG

c) Password: MassBayOLDG09

d) paste affiliate link

e) copy new link
Save new link for newsletters, LinkedIn, Twitter, and calendar
announcements
Review SBODN invitation for copy to use in our newsletters/
announcements:

a) Who

b) What

c¢) When

d) Where

e) Why (compelling reason webinar is of interest)
Modify or cut and paste webinar copy into our weekly Constant
Contact newsletter
Modify copy to make it interesting to persona
Create webinar newsletter mailed 2 times per month
Announce on LinkedIn, 2 weeks ahead and again 1 week ahead
Announce on Twitter 2 weeks ahead, 1 week ahead, then every
day including day of event — schedule Tweets using Tweet Deck,
a program you can download to manage Twitter accounts

a) MassBayODLD Twitter user name: MassBayODLG

b) Password: MassBayODLG09

Note: We usually co-sponsor one webinar per month, but if we
create a webinar calendar we could benefit with a more reliable
communication channel to our community.

© 9/22/12
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Appendix

« Case Study

- Data and detail
 Other tips

* Resources
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Blogging — What’s all the Hub-bub Bub?

In the 2008 Technorati Report: State of the Blogosphere, Technorati surveyed 1.2
million bloggers around the world who had registered with its service. Here are
some summary statistics:

« 133 million blogs are registered with Technorati
« These blogs are from sixty-six countries in eighty-one languages

» Blogs have representation in top 10 website lists in all key categories Blogs are
now a part of mainstream media

« Bloggers are savvy and sophisticated in driving traffic to their blog
« Bloggers are meticulous about tracking statistics about their blog

» Bloggers are successful—they are achieving career enhancement opportunities
including speaking engagements

» The majority of bloggers are advertising on their blog, producing an income
stream for themselves

» 90 percent of bloggers say they write about the products and services they love
or hate (take note of this!)

Source: Technorati: The State of the Blogosphere: http://technorati.com/blogging/ state-of-the-blogosphere/

© 9/22/12



Onsite Tactics — Host the Party

Blogs
 Achieve expert status in your field
* Promote your name, brand, service
 Deliver traffic to your website
 Increase your SEO rankings

* Develop a community of prospects and brand
ambassadors

© 9/22/12



Onsite Tactics — Host the Party

Blogs
« SEO - Title tags
SEO — Headings
SEO — 15t Paragraph
SEO — Keywords in body
SEO — Anchor text in links

Focus on the keywords and phrases that your buyers use

What are their problems? What keeps them awake at night? What do they want
to know? What words and phrases do they use to describe these problems?

© 9/22/12



Appendix

« Case Study

« Data and detalil
« Other tips
 Resources
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Onsite Tactics — Link

 Links build traffic

 Links can provide meaning based on the text used in the
link

 Internal links are important

« Links from relevant, authoritative web sites show other
sources and alternatives to state your case

* Create links using keywords in anchor text

dtrend in turnover (yes)

dclick here (no)
« Creating compelling content will lead others to link to
you

© 9/22/12



Onsite/Offsite Tactics — Keep the Party Going

» The best social media strategy starts with ~3 to 6 months of listening:

* Go to other sites and seeing what they are talking about — then
comment

«  COMMENT on influential blogs in your community, industry,
complementary industries, and prospective client’s markets

When you COMMENT, post informative, quality info to position yourself
as an expert — this is not a sales pitch

« Develop a community — allow COMMENT and respond to them

« Incorporate subscription and user tracking tools

© 9/22/12



Appendix

« Case Study

« Data and detalil
 Other tips

« Resources
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Resources

© 9/22/12

NESSWE

OVER A GUARTER MILLION €
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Resources

Blogs

+ Seth Godin - sethgodin.typepad.com

+ Mike Volpe - mikevolpe.com

+ Corvida Raven - shegeeks.net

+ Chris Brogan - chrisbrogan.com

Introduction: Search Engine, Web

Strategy, and Technology

HubSpot.com

InboundMarketing.com

NewSiteMediaGroup.com

HubSpot.tv

SEOmoz.org

SearchEngineWatch.com

TopRankMarketing.com

User Interface

+ User Interface Engineering -
uie.com/brainsparks (brilliant OD
angle)

+++++++
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Marketing

+ DavidMeermanScott.com
+ BrianSolis.com

Human Resources

+ FistfulofTalent.com

+ HRCapitalist.com

Twitter:
@HubSpot
@incentintel
@socialmedia247
@socialmedia630
@BrianSolis

@cydtetro
@SocialMediaClub

@KarenRubin
@SteinarKnutsen
@mvolpe
@jblossom




Thank You

@TobyElwin
email@TobyElwin.com
http://TobyElwin.com
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