	Social Media Marketing:  Chapter 1 - 5
[bookmark: _GoBack]Marketing Communications:
 Traditional:  TV, Radio, Print, TV, Billboard, Newspaper, Magazine
Digital Marketing:  Search engine optimization (SEO), Search engine marketing (SEM), Content marketing, Email marketing, Online advertising, Smartphone marketing, Viral marketing, Social media marketing (SMM)
Social Media Marketing:  Defined as a form of electronic communication through which users create online communities to share information, ideas, personal messages, and other content such as videos.


Social Media Marketing Strategy
A social media marketing strategy outlines the strategies and tactics for how a company will incorporate social media into its business 
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What Sets Social Media Apart
1. Social interactivity
2. Openness and flexibility
3. Fast-paced flows of information
4. Constant innovation and evolution 





Social Media Creates Value
Starts with tangibles like….
· Product and service quality
· Value pricing
· Differentiated products and services (uniqueness)
· Enhanced benefits, such as usability, functionality, etc.

Intangible elements in the exchange.  Intangible benefits include:
· Feelings of belongingness or togetherness, such as being a valued member of a group or family
· Feelings of comfort, such as safety, nostalgia, familiarity
· Feelings of respect, such as having people look up to you
· Feelings of specialness
· Feelings of cultural identifications, such as patriotism
· Feelings of accomplishment
IFCS:  Interactions First, Channels Second




Branding
1-Brand Clarity - Focus on exactly how you want people to see your brand.
2-Brand Purpose - Your WHY
3-Brand Humanization - Interact with your audience in a way that demonstrates there is a person on the other end who cares about delivering the best product or service possible.
4-Brand Consistency - Be consistent in communications and in delivery of your product or service.  Each time your business touches the audience, use the same persona, tone, message, and values.
5-Brand Master Plan - What, exactly, will your brand deliver?
6-Brand Creative Brief - Statement crafted from your focus, combined with your why, what, and how. Emphasize your uniqueness and why customers should buy from you
7-Brand Story - Telling your ongoing story is one of the most important things you can do to advance your brand and grow your business. Deliver a consistent, helpful, engaging narrative, with a core message and a specific audience in mind, you’ll gain traction

      




List of 10 Types of Social Media
1. Social networks—Connect with people
2. Media sharing networks—Share photos, videos, and other media
3. Discussion forums—Share news and ideas
4. Bookmarking and content curation networks—Discover, save, and share new content
5. Consumer review networks—Find and review businesses
6. Blogging and publishing networks—Publish content online
7. Interest-based networks—Share interests and hobbies
8. Social shopping networks—Shop online
9. Sharing economy networks—Trade goods and services
10. Anonymous social networks—Communicate anonymously




Social Media Strategy
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   Social Media as a Marketing Disruptor
1. Shifted the way people communicate and interact
2. Shifted power from businesses to the consumer
3. Consumers as content creators for brands
4. Impact digital marketing technologies
5. Changed the customer buying journey






KPI – Key Performance Indicators
1. Increase brand awareness 
2. Drive traffic to your website 
3. Generate new leads 
4. Grow revenue (by increasing signups or sales)  
5. Boost brand engagement 
6. Build a community around your business 
7. Effective social customer service
8. Deepen relationships with customers
9. Get mentions
10. Deliver and disseminate relevant content
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Empathy Map
Focus on what your audience cares about, not what you care about.
What is this person thinking about every day?
What are they feeling?
What are they hearing (from friends, colleagues, the media)?
What are they seeing (media, events, posts)?
What are they talking about (to friends, family, colleagues)?
What are they doing with their days, evenings, weekends?
Answer these questions as they relate to your persona, not your topic. 
Mindmaps
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Create a Distribution and Content Strategy
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Designing Content
Content marketing is the creation, publishing, and sharing of content with the aim of building brand reputation, awareness, and affinity.
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Topical Content    ----  Evergreen Content
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1. Identify content you can easily produce
2. Think systematically about content
3. Identify buyer personas and keywork themes
4. Produce your own content on schedule
5. Blog, blog, blog:  You’ve got to blog, vlog, and post
6. Curate other people’s content
7. Encourage user generated content
8. Interact with interactive content
9. Remember the “theme” of your party – brand voice
10. Always have a content marketing plan

Smart Goals:
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Invitations = Target Audience


A great party needs great guests, and the first step to getting guests is to identify an attendee list and sent out invitations.


SMM requires having a target market strategy.  


Food and Entertainment = Content & Promotions


Will your party have a band, a magician, a comedian, or just music? What is your entertainment strategy? Will there be parting gifts?


SMM requires having a content marketing strategy, a way to systematically produce (yummy) content – blog posts, infographics, images, videos, etc. so that people will enjoy enough to hang out on your social media page or channel


Hosting = Ongoing Management


As the host of the party you must make sure that while guests are enjoying themselves, you’ll be busy, meeting and greeting, making sure everything is running smoothly and doing other behind the scenes tasks.


SMM requires ongoing behind the scenes management, often on a day-to-day basis, to ensure that everything is running smoothly.



Step 1


Identify a Target Market and Create Personas


Step 2


Conduct a Social Media Audit



Step 3


Establish Goals, Objectives and Metrics



Step 4


Determine Resources, Roles and Responsibilities


Step 5


Establish a Tone of  Voice



Step 6


Platform Selection



Step 7


Create and Optimize Social Media Networks


Step 8


Create a Distribution and Content Strategy



Step 9


Create a Social Media Content Calendar and Schedule Posts


Step 10:


Track, Analyze and Tune
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