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ѡ    (Week) װ  (Date)    в  (Subject/Topics) 

1    2016/02/18    ῂ ᴩ Ю   
                          (Course Orientation for Social Media Marketing Management) 

2    2016/02/25    ῂ   ה
                          (Business Models of Social Media) 

3    2016/03/03    ⅎ ₇   
                          (Customer Value and Branding) 

4    2016/03/10    ῂ ῏ї ᴩⱢ  
                          (Consumer Psychology and Behavior on Social Media) 

5    2016/03/17    ῂ ᴩ   
                          (The Dragonfly Effect of Social Media Marketing) 

Є  (Syllabus) 
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ѡ    (Week) װ  (Date)    в  (Subject/Topics) 

6    2016/03/24    ῂ ᴩ   ṅ Iשׁ
                          (Case Study on Social Media Marketing Management I) 

7    2016/03/31    ᴩ   ṅשׁ
                           (Marketing Communications Research) 

8    2016/04/07    ᴩ╜ ѡ (Off-campus study)  

9    2016/04/14    ῂ ᴩ   
                           (Social Media Marketing Plan) 

10    2016/04/21    М ᵫ (Midterm Presentation) 

11    2016/04/28    ᴩ  APP ᴩ  (Mobile Apps Marketing) 
 

Є  (Syllabus) 
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ѡ    (Week) װ  (Date)    в  (Subject/Topics) 

12    2016/05/05    ῂ Ѐ ῂ   
                             (Social Word-of-Mouth and Web Mining on Social Media) 

13    2016/05/12    ῂ ᴩ   ṅ IIשׁ
                             (Case Study on Social Media Marketing Management II) 

14    2016/05/19    ⇔ ῂ иέ  
                             (Deep Learning for Sentiment Analysis on Social Media) 

15    2016/05/26    Google TensorFlow ⇔   
                             (Deep Learning with Google TensorFlow) 

16    2016/06/02    Ӓ ᵫ I  (Term Project Presentation I) 

17    2016/06/09    р (Ὅ Ϛщ) 

18    2016/06/16    Ӓ ᵫ II  (Term Project Presentation II) 

 

Є  (Syllabus) 
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Designing Happiness 

6 Source: http://www.dragonflyeffect.com/blog 



Dragonfly Effect 

7 Source: http://fatimanaveed.wordpress.com/tag/the-dragonfly-effect/ 
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8 Source: http://www.dragonflyeffect.com/blog 



ÅHow to tap social media and  
consumer psychological insights  
to achieve a single, concrete goal.  

ÅNamed for the only insect that is able to  
move in any direction  
when its four wings are working in 
concert. 

9 

Dragonfly Effect 

Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 

Happiness 



How to harness  
the incredible power of  

social media  
to make a difference 

 
10 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 

Dragonfly Effect 
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Dragonfly Effect 

Source: http://www.theispot.com/whatsnew/2010/12/carl-wiens-the-dragonfly-effect.htm 
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Dragonfly Effect 

Source: http://www.intersectionconsulting.com/2010/are-you-a-social-media-dragonfly/ 
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The Dragonfly Effect Model 
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Focus 

Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 



The Dragonfly Model 

Focus + GET 

14 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 

Focus 



The Dragonfly Model 

Focus + GET 
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Grab  
Attention 

Engage 
 

Take  
Action 

Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 

Focus 



The Dragonfly Model 

Focus + GET 
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Grab  
Attention 

Engage 
 

Take  
Action 

ÅMake our 
message bold, 
crisp, & human 

ÅUse MANY 
channels 

ÅFunnel traffic to 
a single 
destination 

ÅBe personally 
meaning 

ÅClear call to 
action in all 
communication 
(K.I.S.S) 

ÅTrack metrics & 
collective 
impact 

Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 

Focus 



The Dragonfly Model 

Focus + GET 
The Dragon Effect relies on four distinct wings; 

when working together, 
they achieve remarkable results  

17 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 

Focus 



The Dragonfly Model 
Focus + GET 

ÅFocus 
ïIdentify a single concrete and measurable goal 

ÅGrab Attention 
ïMake someone look 

ïCut through the noise of social media with something personal 
unexpected visceral, and visual 

ÅEngage 
ïCreate a personal connection, accessing higher emotions 

through deep empathy, authenticity, and telling story. 

ÅTake Action 
ïEnable the power others to action 

18 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 

Focus 



How to Do Something Seismic  
and Create a Movement 

1. Stay focused; develop a single goal. 

2. Tell your story. 

3. Act, then think. 

4. Design for collaboration. 

5. Employ empowerment marketing. 

6. Measure one metric. 

7. Try, fail, try again, succeed. 

8. Don't ask for help; require it. 

 19 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 



Cultivating a Human-Centered 
Approach 

ÅWhat is she like? 

ÅWhat keeps her up at night? 

ÅWhat do you want her to do? 

ÅHow might she resist? 

ïShared experiences 

ïShared values 

ïShared goals 

20 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 



Building Three Bridges 

ÅShared experiences:  

ïWhat do you have in common: 
memories, historical events, interests? 

ÅShared values:  

ïWhat do you value personally and collectively: 
beliefs, norms, and driving desires? 

ÅShared goals:  

ïWhere are you headed in the future?  

ïWhat outcomes are mutually desired? 

21 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 



Five Design Principles to Focus 
HATCH 

22 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 

Focus Humanistic 

Actionable 

Testable 

Clarity 

Happiness 

1. Focus 



Å Humanistic 

ïFocus on understanding your audience rather than making 
assumptions about quick solutions. 

Å Actionable 

ïUse short-term tactical micro goals to achieve long-term macro goals. 

Å Testable 

ïBefore you launch, identify metrics that will help evaluate your 
progress and inform your actions. 

ïEstablish deadlines and celebrate small wins along the way. 

Å Clarity 

ïKeep your goal clear to increase your odds of success and generate 
momentum. 

Å Happiness 

ïEnsure that your goals are meaningful to you and your audience. 

23 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 

Five Design Principles to Focus 
HATCH 



Yes We Can! 

24 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 



Yes We Can! 
How Obama Won with Social Media 

25 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 



How Obama Won with Social Media 

26 Source: http://www.dragonflyeffect.com/blog/dragonfly-in-action/case-studies/the-obama-campaign/ 



Lessons from ObamaΩs Campaign  
ÅPresent a focused message and vision 

ïObama focused on three key words: 

ÅHope 

ÅChange 

ÅAction 

ÅMap out your digital landscape 

ïKnow social influencers, the top bloggers, the top social 
networks, and central communications hubs 

ÅBuild relationships 

ïListen, be authentic, and ask questions 

ÅHave a clear call to action 

ÅEmpower brand ambassadors 

 
27 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 



28 Source: http://rippleup.net/ripple/ 



Ripple Effect:  
Small Acts Contribute to Big Changes 

29 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 



Three Tips for Facebook Presence 

30 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 

Virality 

Video 

Insights 



WING 1: Focus 

ÅSingle, concrete goal 

ÅClear micro goals and metrics 

ÅPrototype and design for feedback 

ÅUpdate your plan based on prototype tests 

31 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 

Focus 

1. Focus 



Four Design Principles to Grab Attention 
PUVV 

32 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 

Focus 

2. Grap Attention 

Personal 

Unexpected 

Visual 

Visceral 



WING 2: Grab Attention 
PUVV 

ÅPersonal 

ïCreate with a personal hook in mind 

ÅUnexpected 

ïPeople like consuming and then sharing new 
information. 

ÅVisual 

ïShow, donΩt tell. 

ïPhotos and videos 

ÅVisceral 

ïUse music to tap into deep, underlying emotions 

 
33 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 



WING 3: Engage 

ÅHow to Make People Connect with Your Goal 

ÅHow to Engage Your Audience Through Social 
Media 

34 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 



Characteristics of  
Highly Engaging Campaigns 

35 

Transparency Interactivity Immediacy 

Facilitation Commitment Cocreation 

Collaboration Experience Trust 

Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 



Four Design Principles to Engage 
TEAM 

36 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 

Tell a Story 

Empathize 

Be Authentic 

Match the Media 
Focus 

3. Engage 



WING 4: Take Action 

ÅHow to Empower Others, Enable Them - and 
Cultivate a Movement 

37 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 



From Newsletters to Social Media: 
The Story of AlexΩs Lemonnade 

Stand Foundation 

ÅTurning is everything 

ÅFacebook and Twitter are different species 

ÅLess is more 

38 Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 



Case Study: 
AlexΩs Lemonade 

39 Source: http://www.dragonflyeffect.com/blog/dragonfly-in-action/case-studies/alexs-lemonade/ 



40 Source: https://gsbapps.stanford.edu/cases/documents/M331.pdf 

ALEXΩS LEMONADE STAND FOUNDATION:  
ERADICATING  CANCER, ONE CUP AT A TIME 



41 Source: https://gsbapps.stanford.edu/cases/documents/M331.pdf 



42 http://www.youtube.com/user/AlexsLemonade 

http://www.youtube.com/user/AlexsLemonade

