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Spark	
  participation	
  

Dialogue	
  vs.	
  
“I	
  love	
  
talking”	
  

Define	
  a	
  
par?cipa?on	
  
target	
  group	
  

Build	
  reach	
  
with	
  “word	
  of	
  

mouth”	
  

Create	
  
relevant	
  and	
  
consistent	
  
rewards	
  vs.	
  
“win	
  a	
  prize”	
  

“Branding	
  with	
  Brains”	
  (book)	
  by	
  Tjaco	
  Walvis	
  



Blueprint	
  for	
  participation	
  

Customer	
  
goals	
  
• Why	
  would	
  
people	
  want	
  
to	
  
par?cipate?	
  

Proposi?on	
  
• What	
  do	
  they	
  
get	
  in	
  the	
  end?	
  

Time	
  
• How	
  long	
  do	
  we	
  
want	
  them	
  
engaged?	
  

Costs	
  
• What	
  does	
  it	
  cost	
  
people	
  to	
  
par?cipate?	
  

Rewards	
  
• What	
  do	
  they	
  get	
  
in	
  between?	
  

“Branding	
  with	
  Brains”	
  (book)	
  by	
  Tjaco	
  Walvis	
  









Case	
  Study:	
  Digital	
  
In;luencer	
  Boot	
  Camp	
  



h%p://influencerbootcamp.digitalfilipino.com	
  



“Connect	
  with	
  people.	
  Talk	
  about	
  shared	
  passion.”	
  

“Live	
  online.	
  Live	
  offline.	
  



Build	
  an	
  iden<ty	
  people	
  can	
  resonate	
  with.	
  



Face-­‐to-­‐face	
  Boot	
  Camps	
  





Membership	
  

• Protégé	
  members	
  can	
  
join	
  exclusive	
  webinars.	
  •  Stude

nts	
  can
	
  

access
	
  Digita

l	
  

Influen
cer	
  

Boot	
  C
amp	
  

for	
  fre
e.	
  

#dimbootcamp	
  



Book	
  Edition	
  



h%p://digitalfilipino.com/bsm	
  



h%p://influencersummit.digitalfilipino.com	
  



h%p://influencersummit.digitalfilipino.com	
  



h%p://influencersummit.digitalfilipino.com	
  



h%p://influencersummit.digitalfilipino.com	
  



h%p://influencersummit.digitalfilipino.com	
  



Will	
  people	
  outgrow	
  or	
  forget	
  you?	
  Will	
  you	
  be	
  memorable?	
  







h%p://www.slideshare.net/demandmetric/gamifica?on-­‐
infographic-­‐from-­‐demand-­‐metric	
  





h%p://www.slideshare.net/demandmetric/gamifica?on-­‐infographic-­‐from-­‐demand-­‐metric	
  



Pillars	
  of	
  In;luence	
  



Stand	
  up	
  for	
  what	
  
makes	
  you	
  different,	
  
and	
  be%er	
  

- Sally Hogshead 



You	
  must	
  create	
  
messages	
  that	
  work	
  
harder,	
  to	
  ;ight	
  against	
  
competition	
  and	
  
distraction.	
  	
  

- Sally Hogshead 



Embracing	
  change	
  

#3 Building a Business Model 



Real	
  Estate	
  Service	
  Professional	
  

Digital Marketing for 
Real Estate Industry 
Program 

Environment: Many RESP 
marketing online. 

Friends:	
  Uses	
  social	
  media	
  to	
  
market	
  online.	
  

Market	
  offers:	
  Various	
  digital	
  
marke?ng	
  and	
  e-­‐commerce	
  
training	
  (generic	
  in	
  format)	
  

AKtude	
  in	
  public:	
  
Compe??ve.	
  Upbeat.	
  	
  
Enthusias?c.	
  

Appearance:	
  
Eager	
  &	
  open	
  for	
  
partnerships	
  
online.	
  

Behavior towards 
others: 
Observant. May follow 
lead of others. 

Friends	
  say:	
  “You	
  
should	
  market	
  
online.”	
  

Boss	
  say:	
  “Go	
  where	
  the	
  market	
  
is.	
  Hit	
  your	
  quota.”	
  

Influencers	
  say:	
  “Don’t	
  
hard	
  sell	
  or	
  spam	
  online.”	
  

Janette Toral 

What	
  really	
  counts:	
  Get	
  con?nuing	
  
leads-­‐sales-­‐referrers	
  online.	
  

Major preoccupation: 
Sustaining revenue / income. 
Growing family. 

Worries: Not making a sale. Making ends 
meet. 
Aspiration: Quality lifestyle. Industry 
recognition. 

Fears:	
  Not	
  
compe??ve	
  
with	
  peers.	
  

Frustra<on:	
  
Not	
  geang	
  
results.	
  

Obstacle:	
  Managing	
  
?me	
  and	
  resource.	
  

Wants	
  /	
  Needs:	
  
Quality	
  leads.	
  
Top	
  of	
  mind.	
  

Measure success: 
Sales conversion. 
Authority status. 

Obstacle:	
  Priori?zing	
  
and	
  managing	
  tasks.	
  

#4 understand your audience 



h%p://www.freshnetworks.com/files/freshnetworks/FreshNetworks%20-­‐%20Social
%20Media%20Influencers%20Report.pdf	
  



A	
  distracted	
  customer	
  
is	
  easy	
  to	
  lose.	
  If	
  they	
  
lose	
  interest,	
  you	
  lose	
  
the	
  sale.	
  

- Sally Hogshead 



- Sally Hogshead 



•  Provokes	
  strong	
  and	
  immediate	
  emo?onal	
  reac?ons.	
  
•  Creates	
  advocates.	
  
•  Becomes	
  cultural	
  shorthand	
  for	
  a	
  specific	
  set	
  of	
  ac?ons	
  or	
  
values.	
  

•  Incites	
  conversa?on.	
  
•  Fascina?on	
  lives	
  not	
  in	
  your	
  own	
  communica?on	
  to	
  the	
  world,	
  
but	
  in	
  how	
  the	
  world	
  communicates	
  about	
  you.	
  

h%p://www.howtofascinate.com/blog/bid/164670/THE-­‐6-­‐GOLD-­‐HALLMARKS-­‐How-­‐to-­‐measure-­‐
if-­‐you-­‐are-­‐fascina?ng	
  



•  Forces	
  compe?tors	
  to	
  realign	
  around	
  it.	
  
•  In	
  a	
  compe??ve	
  environment,	
  the	
  most	
  fascina?ng	
  op?on	
  wins.	
  

•  Taps	
  into	
  (or	
  even	
  causes)	
  social	
  revolu?ons.	
  
•  A	
  heart	
  is	
  not	
  judged	
  by	
  how	
  much	
  you	
  loved,	
  but	
  by	
  how	
  much	
  
you	
  are	
  loved	
  by	
  others.	
  

h%p://www.howtofascinate.com/blog/bid/164670/THE-­‐6-­‐GOLD-­‐HALLMARKS-­‐How-­‐to-­‐measure-­‐
if-­‐you-­‐are-­‐fascina?ng	
  





h%ps://magic.piktochart.com/output/de8aa7a4-­‐2ede-­‐400b-­‐ad22-­‐2e26b005289d	
  





For	
  every	
  club	
  member	
  
•  Discuss	
  needs	
  and	
  how	
  to	
  be	
  of	
  help.	
  

•  Training	
  
•  Consul?ng	
  
•  Exposure	
  

•  Feature	
  	
  
•  Speaker	
  
•  Ar?cle	
  
•  Slides	
  

•  Recogni?on	
  
•  Social	
  media	
  sharing	
  
•  Connec?ons	
  

•  Say	
  hi	
  (exchange	
  update	
  based	
  on	
  tracking)	
  



Let’s	
  connect!	
  
@digitalfilipino	
  
facebook.com/digitalfilipino	
  


