Social Media and
Marketing

Chapter 18




=i, Describe social media, how they are used,
§ § and their relation to integrated marketing
-------¢ communications

------

Explain how to create a social media
........ campaign

------

Evaluate the various methods of
........ measurement for social media

------

Explain consumer behavior on social
........ media



------

| . Describe the social media tools in a
._.__--! marketer’s toolbox and how they are
useful

------

. Describe the impact of mobile technology
""""" on social media

------

| . Understand the aspects of developing a
._._..-: soclal media plan






What i1s Social Media?

e Sharing » Editorial

» Socializing e Commercial

» Conversing o Social p ls)(l)idlfil » User-Generated
.ommunity ublishing

Sacial Social

o CRM/Service \ Commerce Entertainment e Games
N

» Retailing/Sales \\., * Music

e Human Resources § e Art

Any tool or service that uses
the Internet to facilitate
conversations.




How Consumers Use Social Media

In the US, 90% of American adults own a cell phone, with
50% owning a smart phone.

— Instagram grew by 50 percent to more than 300 million
users
— Mijlennials spent more than two hours per day on their
martphones

Facebook had more video views (12.3 billion) than YouTube
(11.3 billion)
— Snapchat grew by 56 percent

— Tablet usage has hit critical mass among mobile
surfers
— one in four smartphone users owns a tablet as well.



How we are using Social Media

= 350 million photos are uploaded on Facebook daily
» 400 million tweets are written

» 5 million photos and 86 million comments are
uploaded on Instagram

» 500,000 + hours of video are uploaded on YouTube
Tablets and smartphones further contributed to usage

» 90% of American adults own a phone (US)
» 55% are accessing the internet on a mobile phone



Social Networking drivers
Why do you use social networking sites?

Keep in touch with friends BBoL
For fun 3%
Keep in touch with family T0%
reconnect with peaople 6B%

Express myself and views
Meet new friends
Communicate with like-minded people

Find information relevant to me

Get recommendations

Keep in touch with professional contacts
For political reasons

Make new professional contacts

For professional development

It's part of my job




Soclal Media and Consumers

At the basic level, social media
consumers want to:
« exchange information
 collaborate with others
* have conversations

It is up to the marketer to DECIDE If In
those conversations will be and to find
the most effective method of ENTERING the
conversation.




Social Media — Implications for Marketers

1. Marketers do not control the content —
sharing with customers all around the world

2. ‘The abllity to share experiences at lightening
speed with such large numbers can effect a
pany’s bottom line SN o

. /Allows marketers to listen (and react) o has 3.5MM FB foll
O NnNas o. oliowers

More sophisticated measurement of
consumer interaction

. Allows for much more direct meaningful
conversations with customers.



Social Commerce

» A subset of e-commerce that involves the interaction and
user contribution aspects of social online media to assist
online buying and selling of products and services.

Sept Style Guide

Sites designed to
help customers
make more informed
decisions




Social Media and Integrated Marketing Communications

Allows marketers to:

Allows consumers to:

- Have
conversations with
consumers

* Forge deeper
relationships

* Build brand loyalty

Connect with each
other

Share opinions

Collaborate on new
Ideas according to
Interests




Lays Crowdsourcing




Categorizing Media Types

Pinterest s E

Back to Campus Survival Guide

Owned media is online content that
an organization creates and
Owned Media controls.

;"

Earned media is a public
relations term bringing free

_ media such as mainstream
Earned Media media coverage.

CEEERD

Paid media is content

: : paid for by a company
Paid Media to be placed online




Social Media Comparison Chart

Main Industry
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Social Media
Site Focus

Company
Brand
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¥iral Brand
Exposure
Opportunities
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Advertising
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Accounts Display Ads
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Enhanced Profile




The Social Media Plan

1. Listen to customers
2.Set soclial media objectives
3. Define strategies
.ldentify the target audience
5. Select the tools and platforms
6. Implement and monitor the strategy




1. The Listening/Monitoring System

The first action a marketing
1.Monitor what is being said about a team should take when
company, individual, product or brand. Coe : :
. y Initiating a social media
2. Text mining specific key words on : : :
networking sites, blogs, discussion forums, campaign Is Slmple:
and other social media.

3.0nee listening, develop a more formalized

apgproach to respond or engage in the L ISTE N I
onversation :




Ir| Cashbnards u InflercErs a Ingights Center «

Social media marketin...
75, 757 mantions

Al Sources e

Engagements for Keyword “Wendy’s” Across Social Channels
From December 2016 to January 2017

Digital marketing probl...
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- Lexxi Raymo %+ Follow
mrslexxii

@BurgerKing just had the worst drive thru
experience at one of your stores. Very
disappointed. Next time ill give my money to
@Wendys

LIKE g
1

6:05 PM - 31 Jan 2017




Carter Wilkerson @carterjwm - 1m

' ' how many retweets for a year
of free chicken nuggets?

18 Million

(C) Cengage Learning 2014. All Rights Reserved




2. Social Media Objectives

Listen and

Monitor what is being said about the brand.

Learn Develop a listening strategy.
Build : :
: ) Open dialogues with stakeholders. Answer
relationships and X e did|
awareness customer questions candidly.
Promote Get customers talking about products and
products and cervices 9 P
services :

Manage your

Respond to comments and criticisms. Participate

reputation In forums and discussions.

Improve Seek out displeased customers and engage them
customer directly to solve issues.

service

\\

1. Listen to customers

2. Set social media objectives

3. Define strategies

4.|dentify the target audience

5. Select the tools and platforms

6. Implement and monitor the strategy



Social Networks

Marketing Goals for Social Networking Sites

* |ncreasing awareness
» Targeting audiences
. romoting products
Forging relationships
» Highlighting expertise and leadership
» Attracting event participants
»  Performing research
- (Generating new business




What
differentiates
you?

How will you
execute?

3. Define your social media strategy

* What is your elevator pitch?
» Gather best testimonials
* What makes you unique
* Craft a compelling story?

* What do you need to learn?
* What tools are necessary?
* Who is responsible?

* How will you measure

Who is your
customer?

What are your

brand goals

When will you
communicate?

* Age

» Gender

* Location
» Education

« Establish you brand

* Increase awareness

» Generate traffic to website
» Sales/Revenue

» What social networks

» How often will you post
* Blog

» Use video



3. Define Strategies

Social Media Strategy Overview

facebook.

([ Tube

Linked [f3).

Largest social network - 845m active
uszers; high levels of engagement (avg
visitis 23 mins, 40 times 3 month)

Micro-blogging site, all messages are
limited to 140 characters; 127m active
users

Video sharing site; more engaged users
than TV audience; each user averagtes
1 hour per month

Business-focused networking platform;
alzo features company pages, industry /.
interest groups, recommendations

Direct communication with previous
customers /users who have signed up
1o receive newsletters

Consumers - females represent 58% of
‘likes’; 55% ages between 25 and 44;
around two thirds are from UK

Consumers - 60% of users are female;
younger demographic than Facebook;
most followers from North America;
only 53% are active (post every two
weeks)

Consumers - 53% of viewers are male;
equal audience split between UX and
USA

57% of users are male; 77% of all users
are over 25 years old; more than half
spend over 2 hours a3 week on Linkedin

The target audience will be determined
by the characteristics of the users who
have previously purchased / signed up -
but it should be tracked where possible

Objective

Show users the personality of Global
Journey; engage users enough to
comment /share our messagesto their
friends; drive traffic to Facebook store

Engage users, not sell; gather opinions
(ask and answer questions); engage in
conversations and interactions; drive
traffic to Global Journey store

support of web-site / iTunes store;
opportunity to engage visually with a
view tothe user following the link to
purchase; should not be limited to
music only

Engage retailers and distributors of
Global Journey and selling of
StoreSound service; build audience fo
Global Journey

Drive traffic to desired call to action -
e.g. Global Journey store; Facebook
page; BelieveBand page with a view to
converting them to purchase

Twice per week (Monday and
Wednesday) at noon

Tomaintain presence on people's time-
line, once per day is recommended -
although it should be reactingto
comments / feed-back so frequency
may vary

Despite no new content for almost 4
years, views have held up - s0, content
does not need to be very frequent - one
release every month would be
sufficient

One comment per week onto industry
Eroups; jOin two customer gZroups per
month; post one update from Global

Journey per week

One emall per month will ensure that
the content is not too invasive, but is
regular enough to be recognised

Photos; videos: question; survey: poll:
quotes: fillin the blank; competitions
(e g. fan of the month)

Photos; text; videos; links (most likely
to be shared)

Video feed with short description and
keywords, including link to purchase
music

Personal in style, but with professional
focus; links work well

This can be whatever the focus is for
the month; should be a mixture of text
and HTML to avoid being classified as
spam

Today Is the King of Rock *n” Roll's
birthday - happy 80th Elvis Presley -
<link to Legends album>

We have just taken delivery of our new
Cafe Cuba range -it sounds great!
Check it out bit ly/3)Sksh?

Video feed with short description and
keywords, including link to purchase
music

Our new Cafe Cuba range is available to
order now -~ and here is a testimonial
from a satisfied customer to explain

why you should start selling it -
bit_ly/adSavhx

Father's Dayis coming up in 3 weeks
time, so why not treat him to the very
best of Frank Sinatra - it contains all the
greats and is only £2.99




Social Platform Cheat Sheet * Updated May 2014
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What is the difference befwen

Let's Get together (in person)
and drink coffee together.

Here are a bunch of popular
arficles about coffee.

| am a Google employee
who drinks coffee,

Here is where | drink coffee. w
¥ | come here alot, | am the Mayor.

Here is a vinfage plciure of me
Here is a collection of pictures f=g diinking coffee, imyeihenkevos

D and recipies of coffee drinks.




Burberry Kisses
http://Kisses.burberry.com



Introducing Burberry Kisses.mp4

Social Media Campaign Best Practices

: Action-_gate J _aSk USQI‘S to «Invite them to ask questions, take polls, provide reviews, enter contests and join mailing
interact with social media posts. &S

. . . give them a reason to provide information about themselves.
Pr()Vlde Incentives — +Offer prizes, discounts and exclusive content in exchange for their attention and information
*Make prizes relevant to the business if using a contest.

PrO&Ctively engag(_a throughout -answer and address critique quickly and reinforce positive interactions with personal
the campaign — attention.

Promote across all social media

«even if the campaign is focused on one platform (e.g. Facebook).
accounts

Adapt the look and messaging
of your entire online presence *Include campaign branding and language on headers, landing and home pages.
to reinforce the campaign.

Carefully monitor performance
and adjust strategy if needed.




4. Have a clear understanding of who your target audience Is.

1. Listen to customers

2. Set social media objectives
3. Define strategies

4. |dentify the target audience

» Both demographic and psychographic (attitudes, 5. Select the tools and platforms
. . 6. Implement and monitor the strategy
Interests and behaviors),

» Helps to develop key messages and to identify
the best communication channels to reach them.

= P4y attention to how your target participates on
ocial media




5: Pick your channels

Not everyone needs to be on Facebook, or in
a magazine

Ask, which channels do my customers use?

»\\Vhat are the channels’ strengths and weaknesses?

» How will being on these channels help reach my
business objectives

» Concentrate on most effective channels vs. being
everywhere




Have a consistent look and feel

[ £ ranana community ¥ Jackie Home FindFriends

HAMAMA YOUR PAGES
PRODUCTS  HOW TO GROW  FAQ  ABOUT US  CONTACT LOGIN SUBSCRIBE a8 i
HAMAMA CIaCilisy Goodmans o
-_— @ Public Group
CONTACTS
Discussion b
ﬂ Carmel Greenberg  »
Members
Everts . Jacqui Levitan .
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L S N
: - = ’ : o oLk ) 8 ! Carrie Silver Assaf 2
- Se s e o Joined v | v Notifications | | Share
= crpe D 3 z - : e 2 ~ Shortcuts Joy Goldberg sem
”[K G RD{”[K 5 e 2 @ HAMAMA Community v,
. s S = # Write Post  [8] Add PhotoVideo ] AddFile [ More ADD MEMBERS é Shelley Miller Mitchell 1m
: Goodmans ) (e
+ Enter name or emai address =) ' s ek .
@ Jseek Marin a ﬂ Write something MEMBERS 60 Members =
) OTF Greenbrae-Marin 3 " Bobbi Cohen 20

SUGGESTED MEMBERS Hide ‘

You know you grew u... 18
§ youg PINNED POST Alessandra Nociaro  21m

Camille Richwoman created a poll = =
Aaron Goodman
Y Al 16 at 5:40pm [ #eron Coodmen Add Member =
&= ‘
What is everyone's favorite Seed Quilt flavor so far? Look for polis like this . Lori Rudee DavidovitzRN | Add Member “ Daniel Goodman  37m
in the future, for voting on new flavor releases! & -
- Janet Kay Bramson Add Member m Kimberly Guy Fairb... som
O salad Mix b i “
~ See More
@ | Daikon Radish “ 5 - Alona Rafael tim
([ Red Acre Cabbage 2 DESCIETON. Nan Gaines Foster  36m
This is where the HAMAMA community gathers to
AddEn GpGH share pictures, st.. See More T o Rioss Davkiov o
(@) HAMAMA (@hamama_c X \\ i - o
& C (0 | @ Secure | https//www.instagram.com/hamama_greens/ vt

pps  For quick access, place your bookmarks here on the bookmarks bar. Import bookmarks now.

H HAMAMA <contact@hamama.cc> -

£ 15% OFF Store-wide Through Cyber Monday 7
[ — | Instagram a se Gettheapp IR

\ @ 1 there are problems with how this message is displayed, click here to view it in a web browser.

hamama_greens HEEE

| | 90 posts 610 followers 247 following
HAMAMA

HAMAMA The monthly subscription for your inner gardener. Grow superfood, feel
supergood. Seed Quilts make growing nutritious microgreens at home easy + fun!
www.hamama.cc

If You Missed Our 20% Off Black Friday Deal...Don't
Worry! Great Deals Through Cyber Monday.

15% OFF store-wide when you use code "THANKFUL15" at checkout.

all HAMAMA products

>

o' Sign up to see photos and videos
from your friends.




GET 15% OFF THROUGH CYBER MONDAY WHEN YOU USE CODE "“THANKFUL15" AT CHECKOUT!

J SHOP GIFT HOW-TO-GROW FAQ BLOG ABOUT US CONTACT LOGIN
HAMAMA"

e

© Fgal e
: SN o

| THE HA/‘MA HAHO:[‘NHOL/-TO | HOW T0 GROW DIFFERENT TYPES OF HOMEGROWN WHEATGRASS SORRET
Don't forget to use your HAMAMA grown microgreens to spruce up your MI(KOGK[[N& /4 ]’ HOM[ WI 7‘/./ HAMAMA Hold onto these last summer feelings and enjoy a refreshing. cold dessert made

Halloween festivities this year! In this blog post. we'll give you the essential tools with your very own homegrown wheatgrass!
for a HAMAMA Halloween - pumpkin. costume. and all! So you're ready to take the leap and grow your own microgreens? Don't worry
Humor - October 16. 2017 we'll tell you everything you need to know
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Recipes - October 1, 2017

Informative - October 12, 2017
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» Make sure each element of your
marketing campaign is set up to drive
traffic to your ultimate target

= |f you have multiple members of a team
working on disparate projects within the
same ihtegrated marketing campaign,
ftate team meetings to ensure all
mgmbers are on the same page, the
essage behind the campaign is
onsistent and to manage company
brand standards across the campaign

Ensure that your messaging Is integrated.
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SUSHI BURRITO WITH SPICY DAIKON HOW T0 GROW L/HATGKASX AT HOME THE ~ DELICIOUS AND QUICK PHO RECIPE FOR A

RADISH AND SALAD MIX MICROGREENS FOOLPROOF WAY FAST LUNCH
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HIGH PROTEIN CHICKEN SALAD BMT W/ ‘ HEALTHY BROCCOLT SALAD THAT EVEN THE FRESH AND CLEAN SEA BASS RECIPE IS
HEALTHY MICROGREENS AND PACON KIDS WILL LOVE PERFECT FOR SUMMER | SUMMER CRUDO




6. Implement and monitor the strategy

* Volume of customers based on posts and impressions, by
BUZZ social media channel

By stage in the purchase channel, by season, and by day

* Number of likes, fans, followers, and friends
Interest « Growth rates, rate of pass along

Participa’[ion and * Number of comments, ratings, bookmarks, subscriptions,

page views, uploads, downloads, embeds, retweets, FB

Engagement posts, pins, and time spent with platform

I * Increase and decrease in searches
Search Engine Ranks [ismdatisgon
and Results

* Positive, negative, neutral, volume

Sentiment analysis

* Clicks, click-through rates, and percentage of traffic

Website Metrics




New Media Landscape

» The average attention span is 8 seconds, dropping from 12
seconds in 2000.

» 17% of page views last less than 4 seconds
» 4% of page visits last more than 10 minutes

o of consumers do not remember the last display ad
ey saw

Mobile banner ads are far more insidious and harder to
ignore.




