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Good Morning. We are going to begin our presentations with an overview of what social media is, how it can help you in business and where you can begin. 



After the break we will be discussing three social media tools that other businesses have found success with that you might be interested in exploring.



Asking: Who has a Facebook page? Who has sent a tweet through Twitter? Who has more than 2 connections on LinkedIn?
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Definition :

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

Basically social media is a conversation with the benefit of online tools.

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

Social media is important to pay attention to because people are listening to each other, not your advertisements. You need to know what they are saying.

You cannot control the conversation, but you can at least respond to it.

Take what people are saying and improve your brand and products; connect with people online so they know you are listening.



- So where do you go? Social Media can take on so many different forms (next slide)
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Applicable to Business

 Importance of Online Presence
 Brand ldentity and Reputation
e Customization/ Personalization

Advocate * Collaborate = Educate * Motivate



Presenter
Presentation Notes
Cyndi



Brand Building/Identity Reputation

-Ensure your uniform brand messaging is online and can be found.

-Social networking can help with this (particular examples later in presentation)

	- Social networking provides opportunities for like-minded people to connect and have a 	conversation

	-Browse different sites and see what people are saying about you; if they are talking 	about you listen to the conversations; it doesn’t matter if it is good or bad, at least they 	are talking about you

	-if they aren’t talking about you, think about how you can get them to talk.	

Customization/Personalization

One way you can make them talk is making personal and direct connect with your customers.

Social networking can help with this as well

Most importantly, participate - personally and directly connecting to your customers will start a conversation that can only grow louder.

Throughout all of it, stay open, honest and transparent – you’ve never had this opportunity with traditional media.



- Microsoft shows an excellent example of online brand presence and macro to micro relationships on its Facebook page? (next slide)
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Microsoft gives tips and ideas for their software to fans, as well as commenting back on fan posts.



- So what are the differences between traditional and social media? (next slide)
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Marketing/Advertising Planning

Successful Planning Includes Both:
e Traditional Marketing
e Social Media Strategies
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-This is where your market research will come in handy

Some products/services need more advertising in traditional media, some in social media

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).
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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.
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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.
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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)
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Social Media Planning Strategies

 Define Socilal Media Goals
» |ncrease brand awareness?
» Sell more product?
= Gain new customers?
» |ncrease website traffic?

Define
Your Goals
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Goals for Company – What do you want social media to do for your business?

MUST clearly define your goals.

Common and acceptable goals include: increase brand awareness, sell more product, gain new customers, etc.



In order to define these goals, you need to define your customer online (next slide)
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Social Media Planning Strategies

e Know Your Customer
* Online preferences
= Social networking sites
= Listen
» Use what you create
» _Lead generation
= Secondary audience possibilities

Know Your
Customer
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-Planning a strong social media campaign means researching on your customers and where they might be online.

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

Once you know where they are, go to work! Create a fan page on Facebook; open an account on Twitter.

But remember - you created a Facebook page, you signed up for a Twitter account, so use them regularly.

For small to medium businesses it can take three to six months minimally of constant work before any benefits are witnessed.

A heavily competitive market might be one-year before noticeable results.

No matter what the company’s size, social media has to be part of the overall business plan and strategy and it must be understood and have buy in at all levels. Or else, you are setting yourself up to fail.

ON A SIDE NOTE: In the unlikely event that the majority of your customers aren’t online, it still 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 with the right cultivation.



Once you’ve defined your customer online, define your company online (next slide)
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« Know Your ldentity
= Company story
= Stick with your identity
" Transparency
* Employee guidelines

Know Your
|dentity
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Knowing Your Identity. 

-The most successful online companies are excellent communicators - to the point that customers want to share what they are saying 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

Internally, 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 identity 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.



Once you’ve defined who your company is online, secure your brand (next slide)
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Securing Your Brand

-AMIT- EXPLAIN TAGS

-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.

Example: pop versus soda campaign for Kum and Go. The web URL www.popvssoda.com was already taken, so the campaign had to go with www.pop_vs_soda.com, much harder to explain to customers. Obviously Kum & Go didn’t know they would be doing this campaign seven years ago when the name was taken, but you do know what your company name is now, and you might be unpleasantly surprised if someone has registered for it already. 



Once your brand is secure, track it on the web so you can monitor what is being said (next slide)
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Track Your
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Track Your Brand

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

A brand in social media is 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 subscribe to Google Alerts

Free sign up; works like a search engine – delivers any mentions of your company name into your Inbox.

- Radian6 is a fee-based service that offers monitoring and analysis of a company’s online presence, as well as measurement.

- AMIT – GOOGLE ANALYTICS or STATCOUNTER



Measurement is one of the most important aspects of social media, but also the hardest to accomplish (next slide)
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Setting Your Metrics

You must measure success, and do so at various points in your campaign.

Important for gaining high level insights into the perception of a brand/product/service among online audiences

Mapping online influencers for particular topics/conversations

Determining share of voice among social media channels

 First you must 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?

Continue to ask yourself:

	-How are people hearing about the company?

	-Which of these efforts are bringing the most traffic (blog, social 	networking, etc)?

	-Are we attracting the right people?

	-Based on our social media efforts, are we selling more products?

	-What are the hard sales numbers?

-How do you know what brought customers to you? Simply ask them.

	-Ask your customers “How did you hear about us? and then track 	responses in a spreadsheet

	- Very simple process that will help you decide if what you are doing is 	making any impact.
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Social Media Planning Strategies

 Review, Revise, Repeat
= \What is going well?
= \What isn’t?
= \Where are the most customers?
= Can tools be used differently?

Revilew.
Revise,

Repeat
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Revisit, Refine, Repeat

- Review your measured results and determine what you might be doing well, where the majority of your customers are coming from, and where you need to improve.

Keep in mind that some elements of social media are just not going to be measurable or that results might take a lot longer than with other social media tools.

Keep doing what is working for you and decide if you want to invest any more time in other areas that don’t appear to be doing as well. 

Don’t completely give up on these – you might just need to research competitor’s techniques or create some of your own to get attention.
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Summary

The Future is Now and it's Digital

» Update and optimize your website.

» Use traditional and new/social media.

» Research your online customers/traffic.
*» Recognize measurement online.
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Brands need to quickly recognize that every web experience will be a social experience. Savvy brands will get ahead of the curve and be proactive. 

Get started by:

Creating a web site that you can proudly bring customers back to once you find them online, and constantly updating and improving it.

Using a combination of traditional and social media – important to use social media as things will continue to evolve digitally for Gen Y and future generations, but for now people are paying attention to both.

Researching on who your customers are online and the social networks they are in; find out what communities are talking about the most in context of your brand.

Realizing the way brands measure success now is still number based, but in addition to sales numbers it includes the number of friends, fans and followers. 
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