


What is social media? 
 
It’s the most efficient, 
effective and VOLATILE 
marketing medium ever. 
 
It can make your brand or 
business. 
 
It can wreck your brand or 
business. 
 
 



The power of social media cannot be overstated. 

It can topple a government… 



Elect a president…  



Or bring a cable network  
to its knees… 





One social media network is the 800 lb gorilla. 

Online adults usage: 71% Facebook 
    22% LinkedIn 
    22% Pinterest 
    18% Twitter 
    17% Instagram 
   SOURCE::Pew Research Centers Internet Project, 2013 



“It’s just Facebook. 
It’s free. 

Let the intern 
handle it.” 



50% of consumers 

value a brand’s  

Facebook page 

 more than 

its website.* 

*Source: Lab42, 2012 

If you’re not going to do social media right, don’t do it. 



Is your social media 
a 
 

miracle? 

FAILURE 

or a  



 
 
 

CONTENT 
 

is 
 

EVERYTHING 

In social media… 

(IF… it’s smart, carefully created and planned.) 



1. Social media? We’ve got a 
Facebook page.  We’re all set. 

Recipes for Failure 

(Take it down. It’s killing  you.) 



1. a) We’ve got a blog, too. 

(Does anyone read it?) 



Recipes for Failure 

2. We’ve got a million fans!  
(Congratulations.  How  many of them are engaging?)  



Recipes for Failure 

3. Post anything… it’s all good. 
(Wrong.) 



Recipes for Failure 
 

4. We think we’re smarter than you… 

Certified 
social  
media 
disaster 
 



What kind of content makes 
great content?  

 
Fresh 
Fun 
Silly 

Witty 
Engaging 
Inspiring 

Provocative 
Controversial 
Informative 
Homework 
Challenging 

Argumentative 
Contemplative 

Visually arresting 
Topical  (maybe) 

Original 
Borrowed 

 



First, it should look good, starting with the landing page. 





Every image and post must have a purpose... 



Boldness has genius, power and magic in it. 
~ Goethe 
 

Inspirational 



It’s Sunday… let us spray. 

Fun. 



And all I ask is a tall ship and a star to steer her by. 
~John Masefield 

Contemplative. 



Amateur vs. professional 
 

Amusing. 



Freedom lives. 

Topical. 



Certified 
social  
media 
disaster 



What about DIRECT SELLING? 

Social media was not designed to SELL.  
It was designed as a digital water cooler. A place to converse. 

Advertisements accepted in other media are regarded as 
intrusive in social media. 

When selling on social media, the  message MUST have one or more 
of these 3 qualities: 
 

1)Subtlety 
 

2)Cleverness 
 

3)Value (for the audience) 



clever 





value 



It's Super Moon weekend.  
See it like you've never seen it before.  
http://bit.ly/11TvIgP 
 

subtle 

http://bit.ly/11TvIgP


SOCIAL MEDIA BRANDING –  WHEN? 

When? – with every post.  
 

How often? Use the rule of 3 
 
 

1 great post per day, or 
 

2 good posts, or 
 

3 adequate ones. 
 
 
 

More than 3 posts per day is saturation level and risks reducing all 
posts to spam.  

And, Facebook algorithms will bury you. 



SOCIAL MEDIA BRANDING -- HOW? 
 

VOICE: The persona of the brand. 
 
•The voice should match the personality of the brand and shade 
every image, caption, announcement, ad and response to 
comments. 
 
•By using multiple social media admins, a singular voice is virtually 
impossible and will dilute branding efforts. 
 
•Find the voice …  
 
…is it glib? Warm? Earnest? Casual? Imitate? Folksy?  Youthful? 
Mature? Avuncular? Maternal? 

Through strong, attractive imagery, original creative and a SINGULAR 
VOICE.  
 



THE ENEMIES OF 
VOICE 

(Unless you are  
Hello Kitty) 



HOW CAN SOCIAL MEDIA HELP YOUR YACHT CLUB/ORGANIZATION? 
 

Challenge:  
Aging membership/attracting younger members 

•Create a recruiting event.  
 

• Emphasize team racing. 

Use social media to promote your programs with 
precisely targeted ads and promoted posts 
 
Create an event and invite people 
 
Post results (with great images) 
 



HOW CAN SOCIAL MEDIA HELP YOUR YACHT CLUB/ORGANIZATION? 
 

Challenge: 
Retaining/growing membership when neighboring clubs encroach. 

•What is the core appeal of your club? Racing, Cruising? Casual 
sailing? Education or training? Are you a class association? 

•Emphasize that core appeal, but broaden it to the areas that will attract 
more members – more social events? Deep water moorings? Easy access 
to open water.  Enhanced snack bar menu or hours of operation? Jr. 
sailing programs? Tennis? Swimming? 

•Can club heritage be leveraged? Any sailing stars to be showcased or  
Interviewed on Facebook? Are there historic achievements/anniversaries to  
celebrate that enhance club reputation? 
 



HOW CAN SOCIAL MEDIA HELP YOUR YACHT CLUB? 
 

Challenge:   
Levying assessments without losing members 

•Well in advance of the assessment, incentivize all members to join the club 
community on Facebook. 

•Using social media, explain the needs, details and benefits of the assessment, 
while encouraging questions and concerns of club members   

•Post artists’ conceptions of new construction – detail how the 
enhancements will improve the club,  offering a better environment for 
families, business meetings, social events, etc.  
 

•Poll members regarding their ideas for club improvements. Select the 
strongest ones for inclusion. 



Challenge:  How to manage social media? 
 
a) Do it yourself  
b) hire a staffer 
c)   outsource 

a)  DIY… IF… you have a strong background in advertising, marketing 

and/or public relations, with outstanding writing skills, proficiency in 
Photoshop, inexhaustible creativity and several hours per day – every 
day -  7 days a week to devote to social media. 

b) Staff up… IF the club is budgeted for a $80+k salary for asocial media 

manager (1-2 yes experience), 3+ years will require $100+K. 

c) Outsource - social media management companies can charge from 

$149 to $30, 000 per month – and up. Choose carefully… 



What does $149 per month buy? 

Robo content –  not original, not 
engaging and not welcome. Your 
audience will disappear, right after 
they tell all their friends they hate 
your company. 

Robo friends – instead of 
building the community 
organically, they’ll  
deploy fan/follower generating 
software. You get a lot of fans – 
none of whom know or care 
that you exist. 



What does $30,000 per month (or more) buy? 

It depends on which company you hire. 

Engagement: 
4.7% 

Engagement: 
.6% 



What does $30,000 per month (or more) buy? 
 

Engagement: 
4.5% 

Engagement: 
.9% 



What does $30,000 per month (or more) buy? 
 

Engagement: 
127% 

Engagement: 
1.2% 



When/if shopping for a social media marketing company, 
Look for: 

 Strong engagement 
 5%  - acceptable 
10% - good 
20% - excellent 
30%  - extraordinary 
30+% - George Takei 

Avoid companies who: 

 •Offer one-stop-shopping – SEO, content, web design, furniture refinishing 
•Use buzz words and tech talk 
•Refuse to address client engagement 
•Use the symbols below 





Your Opinion Matters 
 

Please “check-in” to this session on the Sailing Leadership Forum app  
and complete the session survey  

 
Or 

 
Complete one of the yellow survey forms in the back of the room and drop in the box 

 
 
 

Thank you for attending this session 


