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Being value-first & service-oriented is what we want

What Social Media Users
Expect from Brands
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12.5 Trillion nours spent online, and 2024
has given us:

1. Double-digit growth in online conversations
2. Big gains for YouTube, Instagram, and TikTok
3. The rise of social commerce

4. Significant increases in the cost of
communicating throughpaid ads

5. Uncomfortable fruths about frust and
misinformation


https://datareportal.com/reports/digital-2022-global-overview-report
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What is our vision for construction
labour relations in Ontario??

* Frame bargaining in terms of market share and our shared competition.

* There is a desire for change, positive change at the leadership level (generally),
to do things differently, and better for the benefit of all actors. But change is hard,
there is resistance (fear of the unknown). The system is also complex (regional and
trade differences, political elements to the structure).

* Positive and productive working relationships between the parties are the
lynchpin for successful labour relations and bargaining. This takes work and a
focus on building and maintaining those relationships continually.

' he nature of communication has changed — new and emerging social media
tools, access to information, and Al. This requires a re-think of how we
communicate and an industry strategy including shared rules of engagement
around communication when bargaining is occurring.



Several studies on €ffective
communication at the leadership

level



WILEY . online Library Search

INDUSTRIAL

RELATIONS

®
Point to three
o - . Bargaining Theory Meets Interest-Based Negotiations: A Ca:
massive pain-points Study’
i n barg ai n i ng I-T-z{]TMBC.)I;Aé;Eg?II;JERESA SHARPE, THOMAS A. KOCHAN, ADRIENNE E. EATON, GEORGE STRAUS

bublished: 04 January 2008 | https://doi.org/10.1111/j.1468-232X.2008.00504.x | Citations: 1

d the full text > ™ poF A TOOLS <

Bargaining Theory Meets Interest-Based
Negotiations: A Case Study'

ARTICLES IN ADVANCE CURRENTISSUE ARCHIVES + ABOUT v

ROBERT B. MCKERSIE, TERESA SHARPE,
THOMAS A. KOCHAN, ADRIENNE E. EATON,
GEORGE STRAUSS, and MARTY MORGENSTERN*

Home > Management Science > Vol. 66, No.7 >

. 4 This is a case study of the 2005 national contract negotiations between Kaiser
B a rg a I nl n g P ro cess an d c ha n n eI E Permanente and the Coalition of Kaiser Permanente Unions. Given the scale
and complexity of these negotiations, their successful completion provides an
exemplar for collective bargaining in this country. In 1997 Kaiser Permanente
and the Coalition of Kaiser Permanente Unions formed a labor m:
partnership, and negotiations were structured around the pri
based negotiation (IBN). Drawing on direct observation of all parts of the
bargaining process, interviews with individuals from Kaiser and the Coalition
of Unions, and surveys we conducted after bargaining was completed, we
conclude that the parties employed a mix of interest-based and traditional
negotiation processes across an array ntegrative and distributive issues. We
Abst ra ct find that IBN techniques were used extensi nd successfully to reach mutu-
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The quieter you become,

the more you are able to hear

- Rumi
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https://www.youtube.com/watch?v=OtzVKUCZE5w
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Know your audience

#1. Identify false information in the age of fake
news and work to correct it: question and fact-
check your sources, even A.l.

#2. Establish community among those searching
for you, though not by name

#3. Answer questions
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| Changing of the guard:
trust shifting
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Forget the influencers. Here come the 'deinfluencers

E TRUST DEINFLUENCERS? Not everyone is sold on
ocial media and says ..
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How likely are you to trust a business that uses artificial intelligence?

Very unlikely (7%)

Somewhat unlikely (7%)

_——— Very likely (33%)

Neither likely nor unlikely —
(21%)

Somewhat likely (32%)




Flawless and Brown -
rolow

The influencer bubble is bursting. This
AUTYCONLA s  TYCONLA young lady has well over 2 million
'- followers and couldn’t sell 36 shirts.
Focus on genuine engagement and not
followers cuz they ain't gonna buy a
thing.

#BEAUTYC

Jack App{eby [ vy §

N =4

Look at her feed vs her product line.
These aren't even close to the same
aesthetic.

hEAUTYCON|

If you can't imagine her wearing any of
these, why would her followers?




The emergence of the micro-influencer model

Micro-influencing at a Glance

Situation: Brand is running a $10,000 Option 1: Option 2:
social campaign and has three options Hire a Celebrity Hire 5 micro-
for which voices to enlist to help amplify Blogger influencers
the campaign key messages

Option 3:
Hire 10 micro-
influencers

Total Campaign Budget $10,000 $10,000
Cost per influencer $10,000 $2,000

$10,000
$1,000

Influencers hired 1

Average followers per influencer 1,500,000

10
50,000

Total reach 1,500,000

Average engagement rate 1%

500,000
10%

Total Campaign Ad Impressions 15,000

50,000

Cost / Ad impression $0 67




-dCLS On employee advocacy

Employees Brand messages Content shared
collectively have are re-shared 24x by an employee
an audience 10x more frequently generates

that of their when distributed 8x more

employer by employees engagement
than brand

content






Listen to underStand

rather than I‘eSPOnd



Prioritize your

audience:

discover what a
win looks like for
the other person
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, you must line up in
chronological order by birth month and day.



Number of
Participants

Toronto
Vancouver
New York
Niagara
Chicago
Saskatoon
Toronto
Calgary
Muskoka

Pass/Fail




Birthday debrief

#1. What was the single biggest help to you?

#2. What's something you wish the group did
more of! Less of!

#3. If you were going to approach this again, how
would you communicate differently?
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