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Introductions
Definitions and context
Social media overview
Sport and society trends — how can social media

work for you?
Specific applications of social media

Reality check — practical, legal, policy
considerations

Si@ Questions and discussion




Definitions and context

Social media  “The use of web-based and mobile
technologies to turn communication into interactive
dialogue”

“We use Facebook to schedule the protests, Twitter to
coordinate, and YouTube to tell the world” (an activist in
Egypt)

Social media is not about making money

Social media is about furthering your organization’s
objectives
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« |If Facebook were a country it would the the 3" largest in the
world, behind China and India

e Over 600 million active Facebook users — Jan 2011

e 190 million Twitter users Worldwide — Jan 2011

e 95 million Tweets per day — Jan 2011

« 2 billion videos watched a day on YouTube — Jan 2011

 Average age of users in the US — 35

e Average income of users in the US $68,700

Sources: twitter.com | Facebook.com | YouTube | Source Marketing Profs Research Spotlight Twitter 2010
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1% - Advocates/Evangelists

9% - Producers

90% - Watching, Sharing,
Commenting





















t —mobile Dance
t-mobile — life’s for sharing

Uploaded: January 16, 2009
Views to Date: 27,669,640
Comments: 22,261

Chorus Niagara Flash Mob
Alphabet Photography Inc.

Uploaded: Nov 17, 2010
Views to Date: 32,338,393
Comments: 38,471
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Picasa Flickr Foursquare

Gowalla vimea  Tumblr Bing Yelp
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As of this month more mobile devices are being
sold than desktops and laptops.



«3/10 Canadians have smartphones, however the
key thing to pay attention to is the drastically
rising adoption rate (over 90%/year).

*9/10 high income earning Canadians have
smartphones.

*50% of Twitter use occurs on mobile devices.

*On average, Americans spend 3 hours a day on
their mobile device.






Uses of soclal media

Risk
Management

Pilot Project
(2007- present)



Discussion — uses of social media

Declining participation in
organized sport

Evolving learning styles

Lack of capacity to
deliver LTAD

Management of
reputation risks



Kids and technology

More young children know how to play a
computer game (58%) than swim (20%) or ride a
bike (52%)

28% of young children can make a mobile phone

call, but only 20% know to dial 911 in case of an
emergency

69% of children aged 2-5 can operate a computer
mouse, but only 11% can tie their own shoelaces



Reality check!

What Is your strategy? You need to know what
you are trying to achieve.

Do you have the time and resources to use
soclial media?

Do you have the necessary policies to monitor

use of social media by employees, athletes,
coaches, members ?



Legal issues

mploymen
Intellectual property
Defamation
Member conduct

Coach-athlete
Interactions



Privacy

“What Is privacy in my opinion? Loosely
guarded by most personally, covered by
statute that most people and companies can
scarcely comprehend, let alone adhere to
(technologically and practically), and quite
possibly at serious risk of going the way of
the dinosaur”

Sarah Dale-Harris, In House
Corporate Counsel, Accenture



What employers do

413 % review
employees’ computer files

54 %  ban viewing,
downloading or uploading
videos

43 %  restrict
personal use of social
media

62 % have a policy
on personal use of
employer-issued cell
phones

33% setlimits on
personal text messaging

/3%  use technology
tools to monitor e-mail



Before social media, off-job

conduct could result in dismissal:

Harms the company’s reputation or products/
services

Renders the employee unable to perform duties
satisfactorily

Makes it difficult for other employees to work with
the subject employee

Is illegal

Creates difficulty for the company to manage
Stuart Rudner, Miller Thomson



Employee policy

Victoria Department of Justice
Social Media Video for Employees
http://www.youtube.com/watch?v=8i1QLkt5CGS8|

For a copy of the policy:
http://www.justice.vic.gov.au/socialmedia



Also need to think about ...

Intellectual property
Defamation

Athlete contracts
Member conduct

Coach-athlete
Interactions



So what do we do?



So what do we do?

Create and enforce policies to govern
appropriate use of technology and
social media by employees and
members

Incorporate social media into existing
Codes of Conduct for athletes,
coaches and others

Incorporate social media into written
contracts (including employment)

Recognize that this is an area of
rapid change — be prepared
to adapt!



FOor more resources ...




