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1956

5 Megabytes

$120.000 

2014 

128 Gigabytes 

$100 
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A NEW 

POPE IS 

ELECTED
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LEANARDO DICAPRIO

SCORE 8/100

11,100,112 subscribers
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Variety Survey: The most influential figures 

among young Americans

SMOSH

SCORE 93/100

18,824,494 subscribers
3,615,066,549 views

THE FINE BROS

SCORE 92/100

10,003,714 subscribers
2,118,848,963 views

PEWDIEPIE

SCORE 92/100

30,609,987 subscribers
5,976,565,570 views

LEANARDO DICAPRIO

SCORE 8/100

11,100,112 subscribers
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THIS IS IMPORTANT, BUT …
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Consumers are 
adapting quicker 

than companies

People value 
experiences, 
not marketing

Behaviours are more 
important than slogans

CONSUMER

CULTURE

MARKETING

INNOVATION

EMERGING

TECHNOLOGY
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1. LET GO!

2. STEP BACK

3. RETURN ON LOVE
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LET

GO!
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I AM IN CHARGE NOWI AM IN CHARGE NOWI AM IN CHARGE NOW
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280% increase in time spent on its website

300% increase in test drive bookings when reviews were read

509% more likely to search for a local Kia dealer
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ELECTROLUX / DESIGN LAB
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VANCL / FOLLOWERS OF FASHION
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VANCL STARS / COMMISSION-BASED ADVOCACY
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STEP 

BACK
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MARKETERS ARE BEST 

LEFT IN THE SHADOWS

YOUR CONSUMER FACING PEOPLE 

NEEDS TO RUN YOUR SOCIAL MEDIA

THEY NEED TO BE OUTSPOKEN 

INTERNET ADDICTED 

STORYTELLERS  

AND YOU POWER THEM WITH THE 

AWESOME CREATIVE WORK



KLAUS SALMINEN 2014KLAUS SALMINEN 2014

BEING PERSONAL AND 

LEAVING AN IMPRESSION
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1. MONITOR

2. EQUIP

3. SCHEDULE

IBM / SOCIAL SALES REPS
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55 % increase in Twitter 
followers

2000% increase in 
LinkedIn reach

400% increase in 
orders of products first 
made available through 
social networks 

IBM / SOCIAL SALES REPS
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ALS ICE BUCKET CHALLENGE

Started with one ALS Association worker challenging his friends

Thousands of ordinary and famous people around the world later

Raised over $100 million, 3500 % more than 2013
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Return

On

Love
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ATTENTION ECONOMY
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FOUNDATIONAL IDEA 

OF SOCIAL MEDIA

CREATE CONTENT FROM THE HEART

+

GET ATTENTION AND VISITS

=

VALUE MEASURED IN 

IMPACT AND INFLUENCE
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DELIGHTPROPOSE LOVE
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STARBUCKS / #WhereInTheWorld
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MASTERCARD / #AcceptenceMatters

25M views from consumers 

13000 repins of pictures

24 levels of repins – picked up by key influencers
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1. CONSUMERS 

RUN THE SHOW

2. YOU NEED TO KNOW

WHO PEWDIPIE IS

3. PASSION FIRST
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@KLAUSSALMINEN
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www.facebook.com/klaus.salminen
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