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QUICK, EFFECTIVE, AND POWERFUL WAYS
TO USE SOCIAL MEDIA
TO DRIVE SOCIAL CHANGE

v

- e
DRAGONFLY

JENNIFER AAKER
ANDY SMITH with carLye apLER

FOREWORD BY CHIP HEATH, AUTHOR OF MADE TO STICK
AFTERWORD BY DAN ARIELY, AUTHOR OF PREDICTABLY IRRATIONAL

Source: http://lwww.amazon.com/The-Dragonfly-Effect-Effective-Powerful/dp/0470614153
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Designing Happiness

Andy Smith
Connect with Andy:

O f

, , . A career tech marketer, Andy Smith is a
A social psychologist and marketer, Jennifer Principal of Vonavona Ventures where he

Aaker is the General Atlantic Professor of advises and bootstraps technical and social
M-ﬂl"‘(ﬂtiﬂg at Stanford Uﬂi"nl"ErEit'jl'IE Graduate ventures with guidanﬂe in maﬁqeting and
School of Business. customer strategy.

Jennifer Aaker

Connect with Jennifer;

1O f

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



Dragonfly Effect

WING ONE - FOCUS » WING TWO - GRAB ATTENTION »
Identify a single, concrete, Make someone look
measurable goal

WING THREE - ENGAGE » WING FOUR - TAKE ACTION »

Foster personal connection Enable and empower other

Sourcehttp://fatimanaveed.wordpress.com/tag/the-dragonfly-effect/
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DRAGONFLY |\ EFFECT

W FOCUS: on a clear goal
W GRAB ATTENTION: look at me
W ENGAGE: tell a great story



THE

Dragonfly Effect [

AHow to tapsocial mediand
consumer psychological insights
to achieve a single, concrete goal.

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

Happiness



Dragonfly Effec@E®

How to harness
the Incredible power of
soclal media
to make a difference

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



Dragonfly Effect

Stanford SOCIAL....._.
[NNOVA T TONREVIEW

| By John Kania &

ﬁ Mark Kramer
Effect |
Disseminating

How to use social media for social good, ‘ Crphan
Hy Jennufer Azkes & Andy Stnith T Innovations
Pase 30 Dy Sunan I Evans &
Peter Clarke

Pasn sl

Microfinance
Needs Regulation
By Anel K

Pasa &»

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

Social Media Dragonfly

5 - ,
; - - :
Business f » - ~ Llistening
Model 0:‘:5 | | |
an:f Yourg.: . Objectives
7 . Capac ' r ®
,/ - Audience ! &‘::P ": Tackes o | \
' .
\ ) ! l
% | . Content 4
' Time& . Plan Tiaiing | ;
" Labour ' Guidelines
Workflow . Analytics
- ~
o~ -
S -
Drogenfies are rencwned for their
manoeuvrability during flight as aresul! of 4 Envi it Shrategy

independent wings working in unison.

Social Media Dragonflies use the same
gynamics to synchronize the elements of ,
Envircnment, Strategy, Implementation and Implementation ~ Management

Management in their social media initictives.

inspired by The Drogonfly Ellect Jennifer Aaker, Andy Smith © Mark Smicikios, Rigital Siralegis!, InferseclionConsui®ng.com /tlog

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

13



The Dragonfly Model

Focus + GET

FFFFF
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The Dragonfly Modei _.

~of
pt
e

Focus + GE

rab
Attention Action
A Make our A Funnel trafficto A Clear call to
message bold, a single action in all
crisp, & human destination communication
A Use MANY A Be personally (K.I.S.S)
channels meaning A Track metrics &
collective

Impact

Source: Jennifer Aaker & Andy Smith (2010), The Dragonfly Effect 16
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The Dragonfly Model=" |

Focus + GET

The Dragon Effect relies éour distinct wings
whenworking togethey
they achieveemarkable results

17



The Dragonfly Models g==
Focus + GET

A Focus
I ldentify a single concrete and measurable goal

A Grab Attention

I Make someone look
I Cut through the noise of social media with something person

unexpected visceral, and visual
A Engage
I Create a personal connection, accessing higher emotions
through deep empathy, authenticity, and telling story.

A Take Action

I Enable the power others to action

18
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How to Do Something Seismic
and Create a Movement

. Stay focused; develop a single goal.
. Tell your story.

. Act, then think.

. Design for collaboration.

. Employ empowerment marketing.

. Measure one metric.

. Try, fail, try again, succeed.

. Don't ask for help; require it.

19



Cultivating a HumarCentered

AW
AW
AW

Approach

nat Is she like?
nat keeps her up at night?

nat do you want her to do?

A How might she resist?
I Shared experiences
I Shared values
I Shared goals

20



Building Three Bridges

A Shared experiences:

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

A Shared values:

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

A Shared goals:
I Where are you headed In the future?
I What outcomes are mutually desired?

21



Five Design Principles teocus

HATCH

Humanistic

Actionable

Testable

Clarity

Happiness

22



Five Design Principles teocus
HATCH

A Humanistic

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

A Actionable
I Use shoriterm tactical micro goals to achieve lotgym macro goals.
A Testable

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

I Establish deadlines and celebrate small wins along the way.
A Clarity

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

A Happiness
I Ensure that your goals are meaningful to you and your audience.

23



Yes We Can!



Yes We Can!

How Obama Won with Social Media



How Obama Won with Social Medi:

"M ASKING YOU TO BrELIEV)

9 £ .2

OBAMA
BIDEN

LEARN ISSUES MEDIA ACTION PEOPLE STATES

FIND YOUR LOCAL VOLUNTEER EVENT

g Zwp Code

LEARN MORE

£ OBAMA:

OIMER S0

s Cocke [t Bt

Cmad Adtwis

o
CHANGE

FIND YOUR POLLING LOCATION

.

DONATE AND GET A GIFY

5 THINGS YOU CAN DO
VOL ER

»
L)

KNOCK = DOOCRS

.'m: o

FIND EVENTS

MAKE CALLS

LOGIN & MyBO

OCTOBER )1

26



Lessons from Oban& Campaign

A Present gocused messagand vision
I Obama focused on three key words:
AHope
AChange
A Action
A Map out your digital landscape

I Know social influencers, the top bloggers, the top social
networks, and central communications hubs

A Build relationships

I Listen, be authentic, and ask guestions
A Have a clear call to action
A Empower brand ambassadors

27






Ripple Effect:
Small Acts Contribute to Big Changes

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



Three Tips for Facebook Presence

Virality
Video

Insights

30



1. Focus
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A Single, concrete goal

A Clear micro goals and metrics

A Prototype and design for feedback

A Update your plan based on prototype tests

31



Four Design Principles trab Attention
PUVV

2. Grap Attention

Personal

Unexpected

Visual

Visceral

32



WING 2: Grab Attention
PUVV

A Personal
I Create with a personal hook in mind

A Unexpected

I People like consuming and then sharing new
iInformation.

A Visual
I Show, doftell.
I Photos and videos

A Visceral
I Use music to tap into deep, underlying emotions

33



WING 3: Engage

A How to Make People Connect with Your Goal

A How to Engage Your Audience Through Socia
Media

34



Characteristics of
Highly Engaging Campaigns

Transparency Interactivity Immediacy

Cocreation

—
Collaboration

35



Four Design Principles tmnNgage
TEAM

ell a Story

mpathize

Be uthentic

Match the edia




WING 4: Take Action

A How to Empower Others, Enable Theand
Cultivate a Movement

37



From Newsletters to Soclal Media:
The Story of Ale®Lemonnade
Stand Foundation

A Turning is everything
A Facebook and Twitter are different species
A Less is more

38



Case Study:
AlexQ Lemonade

Lc‘j"o.\adc Stond
53 bl peslonee
CUcer rroert

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

FOUNDATION FOR CHILDHOOD CANCER

ALEXS> LEMONADE STAND FOUNDATION:




,g:. WE TAKE PRIDE IN PROTECTING WHATS
&5 IMPORTANT IN LIFE. LIKE LIFE TSELF

E .




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