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• What are New and Social Media?
• How Do They Apply To Business?
• Online Brand Presence
• Social Media Planning, Networking, Marketing
• Measurement and Evaluation

Overview



What is New Media?

Presenter
Presentation Notes
Definition: 

Generic, overarching term (umbrella for all these new tools, including social media) for many different forms of electronic communication through computer technology. 

Term often used regarding “old” media forms, such as print newspapers and magazines, static representations of text and graphics. 

Examples:

Digital cameras, iTunes, GPS systems

Email

Web sites, streaming audio and video 

CD, DVD and virtual reality 

Web advertising



 Online brand presence

Examples:

Search Engine Optimization 

Wikipedia

Article directories 









What is Social Media?

Presenter
Presentation Notes
Definition :

Online technologies and practices that people use to share opinion, insights, experiences, perspectives and media itself. 



Basically it is a way for people to interact with each other.



Social media has become extremely popular because it allows people to connect in the online world to form relationships for personal, political and business use.



Quick summary: networking and relationships.



- Can take on many different forms (next slide)









• Communication and Collaboration
– Networking, Relationship-Building

• Multimedia
– Most common form

• Reviews, Opinions, Entertainment

What is Social Media?

Presenter
Presentation Notes
--There are many sites to choose from, but obviously not all will be applicable to your business. 

-- Five basic categories of social media, too numerous to fully cover

Social Media Categories/Examples: 

Communication

Blogs: (Blogger); Micro-blogging: (Twitter); Social Networking: (Facebook, LinkedIn, MySpace); Social Network Aggregation: FriendFeed; Events: (Meetup.com) 

Collaboration

Wikis: (Wikipedia); Social Bookmarking: (Delicious); Social News: (Digg)

Multimedia

Photo Sharing: (Flickr); Video Sharing: (YouTube); Livecasting: (Ustream.tv); Audio and Music Sharing: (imeem)

Reviews and Opinions

Product Reviews: (epinions.com); Q&A: (Yahoo! Answers, WikiAnswers) Employer Reviews, (Jobeehive.com) 

Entertainment

Virtual Worlds: (Second Life) 

Game Sharing: (Miniclip) 



- Research and looking to experts are key. Resolve to have some trial and error although our goal is to provide a guide today to eliminate much of what early adopters already have found out.

- So where should you begin? (next slide)





Applicable to Business?
• Business Goals/Audience Reach

Importance of Online Presence

• Brand Identity and Reputation
Social Networking Sites

LinkedIn, Facebook, MySpace

• Customization/Personalization
Macro- to Micro-Relationships

Presenter
Presentation Notes
Business Goals/Audience Reach – Online Presence

-Importance of online presence (Pew Research)

135 million Americans use the Internet; 75% of Americans ages 30-65 online daily

Analyze your web site as a customer or client -- is it the best it can be?

Are links broken? Does it take time to download? Is it simple to navigate? 

Is there a newsroom or at least an new info section  that’s up-to-date

Need your web site to work for you to gather current and potential customers

Search Engine Optimization will help with this

SEO- tool using keywords to improve volume or quality of traffic to a web site from search engines

Two main techniques:

1. On-site SEO: incorporating key words within a web site; basically add key words people are searching for into copy on the site and the HTML code. The better your key word list, the higher up you will appear in a search.

2. Off-site SEO: building incoming links to a web site; this means getting other relevant sites to post a link to your site, connecting the two.

Brand Building/Identity Reputation

-Step One: Ensuring your uniform brand messaging is online and can be found.

-Next, social networking  comes into play (particular examples later in presentation)

	-Provide opportunities for like-minded people to connect;  examples: LinkedIn (professionals) 	and Facebook (personal).

	-Personal and direct connect with your customers to build your brand

Customization/Personalization

An offer to customers to personally and directly connect to you to maximize next steps in the business process.

Emails might have your name at the top and insert various components directly toward your interests, status



-Another benefit  of social media: easier to target a particular customer demographic/pychographic than with traditional media (next slide)



Applicable to Business?
Social and Traditional Media Comparison

Characteristics New and Social Media Traditional Media
Reach Global and/or Niche 

Audiences
Global Audience

Access Available to Anyone
Often Inexpensive

Owned Privately/ Government 
Can Be Expensive

Usage Majority Easy to Operate
Becoming First Choice

Specialized Skills/Training

Currency Instant Responses Lag Time (Typical)
Permanence Instant Edits Cannot Immediately Alter
Tracking Easily Measurable

at Various Points
Impressions/Frequency

Presenter
Presentation Notes
Reach -  People opt-in; they self-identify giving you their information/interests ; you can also identify niches within these groups. Example: sports -> baseball> Iowa Cubs (team). 

Accessibility - Social media is easy, typically affordable and you can readily place any information you want immediately . In contrast, you cannot as easily plunk anything you want in The Des Moines Register (Iowa city Press-Citizen, Mason City Globe-Gazette). 

Usability – Anyone willing to try can type in messages whereas a newspaper’s printing press is far more complex and difficult for just anyone to use. 

Currency - Time lag between traditional media can be long (days, weeks, or even months) and is not permanent. Example: if a newspaper or magazine is an issue old, you’ll receive little to no impressions anymore.  Social media  has a much longer shelf life, seemingly eternal in cyberspace and is capable of virtually instantaneous responses.

*As  traditional media adopt social media tools, this feature  will be less distinctive  as more and more content is posted to  the Internet.

Permanence –Changes cannot be made to a magazine article that’s printed and distributed . With social, changes are nearly instantaneous via comments or editing. 



-This does not mean you should abandon traditional advertising all together (next slide)



Marketing/Advertising Planning

Successful Planning Includes Both:
• Traditional Marketing
• Social Media Strategies

Presenter
Presentation Notes
-The impact of messages shared online is not isolated to online communities.  

Influence is flowing in and out of social media circles because people have a foot in both the online and real worlds.  

Therefore, discussion on a topic of concern does not have to happen in the same medium where the conversation began.  

Therefore, a successfully integrated advertising/marketing campaign will include both traditional and social media.



Example: Barack Obama Campaign



The Obama campaign encompassed a massive plan of both traditional and social media strategies. 



This is just a brief overview of how it was used, but it is an example on a large scale of how to successfully integrate traditional and social media in the days leading to the election (next slide).











Case Study: Obama Campaign

Presenter
Presentation Notes
Traditional Media 

Newspaper:

-Newspaper ad content was targeted locally for each state to make residents feel Obama was connecting with them on their own issues. 

	        - Example: Iowa ads about farming subsidies, Texas ads about immigration.

	

Television:

-Television ads had a national focus

First time in many years that a candidate chose to purchase prime time instead of focusing on local TV in key states 

-Purchased a half-hour of primetime television on CBS and NBC for campaign ads. 



Direct Mail:

-Millions of direct mail pieces were sent to Americans during the campaign, each with a strategic purpose in that state

-An example would be in South Carolina a mailer was sent in response to another mailing sent out in that state saying that Obama was anti-American.



Case Study: Obama Campaign

Presenter
Presentation Notes
New Media

Web site:

Offered sign up for e-newsletter on web site – collected e-mail addresses for several purposes

 Including E-mail blasts from Obama and other Democratic party representatives on latest news/issues/updates

Links to other Democratic leaders’ web sites with links back to his site – SEO

Worked with online liberal news web site Huffington Post to promote his campaign during election



Social Media

Social Networking:

-Obama maintained a profile in more than 15 online communities, including BlackPlanet, a MySpace for African Americans, and Eons, a Facebook for baby boomers.

Links to these pages on his web site helped with SEO

On Facebook's Election 2008 page, which listed an 800 number to call for voting problems, more than 5.4 million users clicked on an "I Voted" button to let their Facebook friends know that they made it to the polls



Microblogging:

Twitter 

Constant updates on where he was, what he was doing, and answers to questions in real time



Paid Online Advertising

Pay Per Click:

-Obama implemented a massive pay-per-click campaign.

-PPC is an ad model where the advertiser only pays when people click on an ad posted to the web. –

-Obama paid for advertising on Google, so when people searched for election related content, his ad was displayed and appeared as a search result. 

-These ads were also displayed on any web sites related to the elections; web masters would receive funds for including his ads on their sites. 

-As a result hundreds of web masters promoted content related to him, which in turn increased traffic to his web site exponentially.



Case Study: Obama Campaign

Presenter
Presentation Notes
Results:

The Obama advertising campaign won two of the most coveted awards at the Cannes Lion International Advertising Awards, one of the most prestigious awards festivals in the world .

Obama gained 5 million supporters in third party social networks.

On MyBarackObama.com, Obama's own social network, 2 million profiles were created

200,000 offline events were planned

Approximately 400,000 blog posts were written

More than 35,000 volunteer groups were created - at least 1,000 of them on Feb. 10, 2007, the day Obama announced his candidacy



Book is available discussing Obama’s advertising strategies



Most of us do not have the budget Obama had for his advertising, but there are certain things we can do to begin our own smaller scale campaigns online

Here are a few of the strategies Strategic America counsels its clients on (next slide)



Social Media Planning
Successful Social Media Planning Strategies Include:

• Securing Your Brand
High rankings, tags, placement
Continuous pages/various sources
Same Username Everywhere
Knowem.com?

Presenter
Presentation Notes
Securing Your Brand

-It is important to have control of your identity all over the web

-KnowEm checks the availability of your brand name on 120 popular Social Media websites. 

-For a small fee, its premium service offered actually registers your name with these sites as well.



Social Media Planning
Successful Social Media Planning Strategies Include:

• Tracking Your Brand
Google Alerts

Email updates of relevant Google results (web, 
news, etc.) based on topic choice

Radian 6
Monitors, analyzes, measures

Presenter
Presentation Notes
Track Your Brand

- Brand ownership is no longer solely the domain of the company.

A brand is now defined as the sum of all conversations taking place amongst users 

It's happening whether you are part of these conversations or not. �-Find out where these conversations are taking place and what they are saying.

Should at least be subscribed to Google Alerts

Free to sign up for and works like a combined search engine and RSS feed – delivers any mentions of your company name into your Inbox.

- Radian 6 is a fee-based service that offers monitoring and analysis of a company’s online presence, as well as measurement.





















Social Media Planning
Successful Social Media Planning Strategies Include:

• Setting Your Metrics
What is Success?
Qualitative vs. Quantitative

Presenter
Presentation Notes


Setting Your Metrics

Define what success is  - is it more web traffic? Is it new customer sales? Is it more links to your web site?

Decide how you are going to measure it – many online measurements are more qualitative than quantitative. How will you measure a positive comment on a blog?























Social Media Planning
Successful Social Media Planning Strategies Include:

• Knowing Your Identity
Company Story
Stick With Your Identity/Consistency
Transparency
Employee Guidelines

Presenter
Presentation Notes
Knowing Your Identity. 

-The most successful online companies obtain interest in their stories to the point that customers want to share it with others.

-Don’t make it up – ask yourself these questions: 

-What does your company believe in? 

-What are you known for?

-What do you want to be known for? 

Stick to this identity no matter what – if you want to connect with customers personally then continue to do so; if you want to be more distant than don’t suddenly seek them out when it’s beneficial for you.

Above all, continue to be transparent in everything you do. If you make a comment on a blog, be certain people know who you are and the company you represent

Encourage employees to explore social media, but ask that they adhere to a set of guidelines for their conduct on the web – they need to understand that they represent the company in everything they do.

A good example of thorough employee guidelines you could review for ideas when creating your belongs to IBM (handout)

The rest of the guidelines can be found on its web site.









Social Media Planning
Successful Social Media Planning Strategies Include:

• Knowing Your Customer
Research Online Preferences
Secondary Audience Possibilities

Presenter
Presentation Notes
-Plan your social media campaign so that it’s as concentrated powerful as it can be. 

-This means research on your customers and where they might be online.

-Visit sites and search for your company’s name, your competitor’s names, your industry and any other keywords you can think of that relate to you.

In the unlikely event that the majority of your customers aren’t online, or even if they are, it might be possible for you to capture a secondary audience 

– People who may not make up a large percentage of your customer base but are involved in parallel industries and could become more important





Social Media Tools 

Presenter
Presentation Notes
There are so many different tools we could go over, but we’ll start with a few of the more popular sites



Facebook, MySpace and Linked in fall in the Social Networking Category

Twitter is a micro-blog

Wikipedia is a wiki, where people can post and share information



Professional Social Networking Site
• Currently 43 million members
• Members in 200+ Countries/Territories

Getting Started
• Create and Manage a Profile
• Create and Manage a Network

What is It?

Presenter
Presentation Notes
Interconnected network of more than 43 million experienced professionals from around the world, representing 170 industries and 200 countries.

 

When you join, you create a profile that summarizes your professional expertise and accomplishments. 

This can help you manage the information publicly available about you as a professional



You can then form enduring connections by inviting trusted contacts to join LinkedIn and connect to you.

Contacts can either already have an account or will be invited to create one.

Your network consists of your connections, your connections’ connections, and the people they know, linking you to a vast number of qualified professionals and experts. 



Features and Benefits
• Gain Introductions
• Request Endorsements
• Search For Business Opportunities
• Post Jobs
• Search for Potential Job Candidates
• Applications

Presenter
Presentation Notes


Members are able to see how they might connect to other members, and gain an introduction to someone they wish to know through a mutual, trusted contact.



 You can ask your connections to write endorsements about your professional credits which post publically on your profile.

This can help position you as an expert in your industry, attracting new business

- The site can also be used to find jobs, people and business opportunities recommended by someone in one's contact network.

 - Employers can list jobs and search for potential candidates.



- Many helpful applications including Polls, Online workspace for project collaborations, and updates on what is being said about your company on Twitter.



• New Member Numbers 
• Member Locations 
• Fortune 500 Companies
• Gated-access Approach
• Mobile Application
• Learning Center

Unique Characteristics

Presenter
Presentation Notes
-A new member joins LinkedIn approximately every second



-Half of LinkedIn’s members are from outside the U.S.



-Executives from all Fortune 500 companies are LinkedIn members.



-Gated Access Approach: Contact with any professional requires either a preexisting relationship, or the intervention of a contact of theirs; intended to build trust among the service's users.



-A mobile application of the site was launched in February 2008, giving access to a reduced feature set over a mobile phone and offered in six languages. 



- Linked In offers a Learning Center, a comprehensive site complete with videos, screenshots, and how-tos for members wanting to learn more about the various features of LinkedIn.







Audience
Group 1: 30% Networkers
Group 2: 28% Senior Executives
Group 3: 22% Hesitant Members
Group 4: 21% Job Searchers

Source: Advertising Age

Presenter
Presentation Notes
Group 1: Earn nearly $93,500 per year.  This group earns a “great” in social networking influence;  69% read blogs, and 9% maintain their own blogs.  They are most likely to use Gmail and visit tech news sites like Slashdot.



Group 2: Skews toward males earning a mean of just over $104,000 per year. Most of this group is employed and uses LinkedIn for business contact networking.  More likely to visit news sites like Fox News.



Group 3: Use LinkedIn because friends convinced them to join.  This group is careful about who they connect to, and only connect to people they know in person.  They earn nearly $88,000 per year.



Group 4: 70% of this group is employed full-time but actively looking for another position.  Of all four groups, this one skews the youngest and most female (52%).  They earn just over $87,500 per year and have a work purchasing power of $84,000.











• Changing Employee/Employer Searches
• Offering Better Client Background Research
• Connecting Former Colleagues
• Making Unexpected Introductions

Impact

Presenter
Presentation Notes
As lay-offs continue and individuals compete for fewer available jobs, connections and personal introductions to potential employers are becoming more important than ever.

With the economic crisis, the site has seen a spike in its membership

 Job searches rose 51% on the Web site from December 2008 to February 2009.

Employers are able to search key words and find potential employees posted resumes whose qualifications match.

In a competitive job market, these instant associations are absolutely essential.



In preparation for a sales call to a potential client, users can log onto the Web site, find information and tailor the conversation specific to the individual, increasing the chances for success.

 In the same way, the social networking site can give background for a meeting with a new point of contact.



Former colleagues who might not seek each other out on a more personal networking site like Facebook are given another opportunity to connect and grow their professional relationship

In the virtual world, some introductions happen that might never have taken place face-to-face. People are taking advantage of online connections to strategically network with others they wish to keep tabs on for future ventures.



Value/Results
Many Success Stories:

CEO Uses LinkedIn Jobs to Recruit Talent, Saves Tens of Thousands in Recruiter Fees

CEO Lands Million Dollar Client Via LinkedIn

VP of Sales and Business Development Makes Millions Using LinkedIn

Member Goes From Being Laid Off to Becoming an Entrepreneur with his LinkedIn Network

Entrepreneur Creates New Company Because of Advice and Connections He Found on LinkedIn

SMB Goes from Startup to Being Acquired by Yahoo! via LinkedIn

Presenter
Presentation Notes
LinkedIn has an entire web page dedicated to success stories, and a place for members to write their own story to be posted. 



These are just a few of the headlines listed.



What is It?



Purpose



Unique Characteristics 



Audience 



Impact



Value/Results



What is It?



Purpose



Unique Characteristics



Audience



Impact



Value/Results



Saddle Up Facebook Page



Case Study – Changing Horses

Purpose
• Build an online community of people with similar interests where they can 

communicate with each other, look for updates to 
www.saddleupwithdennisbrouse.com and get more information regarding 
Dennis Brouse.

• Spread awareness: While a website has been developed, a presence within 
Social Networks will only help to increase brand awareness online. Properly 
targeting Social Networks, will reach target audiences based on interest. So, 
even if someone doesn’t know who Dennis is, they can come to his page and 
learn about him. 

• Increase web traffic: Pages are informative to generate interest, but don’t  
give more information than necessary, ultimately driving the user has to the 
website. Goal is to funnel traffic towards the website by using Social 
Networks. Advantage is that we can segregate web traffic by identifying our 
target audience based on interest and age.

• Establishment of a strong relationship management platform: With engaging 
conversations that are well monitored, value is added when contacting and 
interacting with social media.

http://www.saddleupwithdennisbrouse.com/


Case Study – Changing Horses

Audience
• Equine industry groups
• Recreational horse lovers
• Animal enthusiasts
• Female teens 13-17 years old
• Females 50+

• <INSERT SCREEN GRAB OF FACEBOOK PAGE>



Case Study – Changing Horses

Value/Results
• Increased traffic to the Saddle Up website.
• Increased awareness regarding the Saddle Up brand and air dates of the TV 

show in various communities across the nation.
• Dennis currently enjoys over 300 friends belonging to his targeted 

demographic audience within the social media networks with whom he 
regularly communicates keeping them engaged in his brand and ultimately 
driving DVD sales. Drove Equestrian related groups to the Saddle Up Forum 
and Chat Room. 

• Post updates to new products and offer discount to social media “friends.”



Case Studies – Businesses

• Blue Bunny (slide w coupon visuals)
• PF Changs
• Dos Rios (updates on daily specials)
• Kum & Go (sweepstakes/drawings)
• Kreg Tool (Ames) FB, Twitter



What Is It?



IMPACT



UNIQUE CHARACTERISTICS



PURPOSE



AUDIENCE



VALUE/RESULTS



WHAT IS IT?
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Summary



Thank You!
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