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Sociall

proactive

ck and sticky, on-line communications

The hype around social media makes ;-'13-_

it seem elitist, exclusionary, which
is the reverse of what it's supposed
to be.' Catherine Lickhoff owner

{Social media] is
just another ‘comms
tool', ideal to reach

avents pages. We linked in and oftered free
tickets and “shwag” bags o the Facebook
glﬁu[!l._q Wwhd gl;l'l 'I{}géfhér 1he most people
with the rmost confirmed signed-up members
And it's immediate, within 24 hours we coubkd
gve updates on which new bands ware in
the line up, how many thowsand hekels wera
lett. almaost ke an online FA system. We
also created an official Rocking the Daisies
wabsite including a press room lor accredited
Media 10 access detailed mtormation

The beauty ol il she explains, s thal
it's-a 'shicky’ concepl; once you've jomed
the onling community. you work togethes
They aggregate themselves, put up their
own wideos on YouTube, stan and continue
the canversalions = as a system it self-
motivates and self-regulates.” The job of the
COmMmuUMCcanons Company 15 then to track
stimulate and be part of il. Developing the
strategy 15 exciting, costing it out is harder

5 -I-I-E[gﬂcia! media] is

just another ‘comms
tool', ideal to reach
a pinpointed target
market.

Another chent campaign 1o benalit from
social media was the Foschinl 16 Days ol
Activism against domestic violence Bloggars
were invited 1o put supporive badges onfo
their sites. The extraordinary spin-off was
that a number of blpggers then posted their
own stones of abuse, ghlighting a notabile
aspect of gnlne communmcanon: that mis
olten an easwer space in which to share than
lace to face. 'Women are said 1o ba better at
it; and as a cammunity, It's hugely supportive,
but the authanhcity angle is crucial for both
gendears SomBone, oF samething thal lacks
creditility, will quickly be “unfaliowed” or
“uniriended” on Twitter or Facabook
However Cathenne s emphatc that it is

of MANGO-0OMC is refreshingl v i

straight-talking. Her belief s I a pinpointed target
the relatively recent communication market. e
system that has exploded into i fie-t il | 57
the ether is that ‘it’s not new, just

just anolher ‘comms 100l ideal 1o reach a
;1|r'-p:|-r1l::-::| 1'.-_tr4_;r_=l market, but YO wouldn't
use it sdy lor @ chamber music audence
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different, The principles of reaching

and interacting with pecople are just
the same as they've always been.'

But you do haveto know how 1o use it
Cathenng's knowiedge has been proved
in the succassiul promotion and branding
of Hocking The Daisies. the mus:c festival
at Cloo! Winery in Darhng. In 2006 the
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avent aftraclad 1 300; a year later, alter her
company had come on board. it rose to
5000; and in 2009 arcund 10 500 fastival
qoars turmed up

It's trug that the growth was also 1o do
with word of mouth, but a lot of that was
being passad on hwough Facebook, In
eflect. our strateqgy was 1owork with what

was already happening on those group

{her awn lather 15 on Facebook), though
perhaps nol 1ast enough across all cullures
And although she embraces socilll media
with a tangible passon, Cathenne sees i as
a partner with tradimional offine methods and
says hinally, | still love the cnspy page sound
of a brand new print magazne. &l
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