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Introduction

ocial media has transformed the Internet and society as a whole. It has

impacted global revolutions, elections, and the way we communicate on a

daily basis. Social media also presents unique marketing opportunities that
force marketers to revisit the core guiding principles of marketing while providing
new ways to reach social influencers, thereby encouraging people to influence
each other and do the marketing for the brand. Social media marketing (SMM)
forces companies to rethink how they market online, whom they market to, and
how to structure their own organizations to support these new marketing
opportunities. For anyone involved with social media marketing — and Internet
marketing, more broadly — this is indeed an exciting time.

Social Media Marketing For Dummies, 4th Edition, is written to help you make sense of
the madness. Because it’s such a hot topic, the press and the experts alike are quick
to frighten marketers like you and introduce new terminology that confuses rather
than enlightens. This book cuts through all that noise and simply explains what
social media marketing is and how you can harness it to achieve your objectives as
a marketer. It also aims to help you prioritize what’s important and what isn’t.

About This Book

The social media marketing space changes rapidly, so by the very definition of
social media marketing, this book can’t be completely comprehensive. It does,
however, aim to distill the core concepts, trends, tips, and recommendations
down to bite-sized, easy-to-digest nuggets. As social media marketing touches
all parts of marketing and all parts of the Internet, too (from traditional websites
to social platforms to the mobile web), based on your own experiences, you’ll find
some sections more valuable than others.

As you read this book, keep in mind that the way people influence each other
online and impact purchasing and brand affinity decisions is similar to the way
they’ve done for thousands of years in the real world. The technology is finally
catching up, and social media marketing is fundamentally about allowing and
encouraging that behavior to happen in a brand-positive manner online, too.
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This book helps you understand why social media matters to marketers and how
you can harness it to directly impact your own marketing efforts in meaningful
ways. Targeted at both marketers in large organizations and those of you who
work in small businesses or run small businesses, it includes advice for every
business scenario.

Foolish Assumptions

In writing this book, we imagined someone pulling a copy off a bookshelf in a
Barnes and Noble and scanning it to see whether it’s a valuable guide. And we
wondered what that person would need to know to find this book interesting. Here
are some of the assumptions we came up with about you:

3 You have a computer and/or mobile device with Internet access.

¥ You're using social media sites such as Facebook or Twitter.

¥ You're working in marketing or want to join the marketing field.

3 You have customers or prospective customers who use the web frequently.
¥ You sell a product or service that you can market online.

¥ You're curious about social media and how it changes marketing.

Icons Used in This Book

2

TIP

©

REMEMBER

WARNING

In the margins of the book, you’ll find these icons helping you out:

Whenever we provide a hint that makes an aspect of social influence marketing
easier, we mark it with a Tip icon.

The Remember icon marks paragraphs that contain a friendly reminder.

Heed the paragraphs marked with the Warning icon to avoid potential disaster.
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e— Whenever we get technically inclined, we mark the paragraph with a Technical
"6" Stuff icon. If you’re not technically inclined, you can skip these nuggets of info.

TECHNICAL
STUFF

Where to Go from Here

This book is designed so that you can quickly jump to a specific chapter or section
that most interests you. You don’t have to start with the first chapter — although
if you’re new to social media marketing, we recommend that you do so. Under-
standing the foundation of social media marketing (which we explain in the early
chapters) helps you better apply the techniques that you learn in the later ones to
the specifics of your business.

You can also find the cheat sheet, complete with additional nuggets of informa-

tion, for this book by going to www.dummies.com and searching for “Social Media
Marketing For Dummies cheat sheet.”
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Getting Started
with Social
Media Marketing



IN THIS PART ...

Find out how to begin practicing SMM.
Learn how to find your SMM competitors.

Discover what goes into developing a Social Media
Marketing mindset.



IN THIS CHAPTER

» Understanding social media’s role in
social influence

» Discovering the different roles played
by social media participants

» Knowing what types of influencers
you're marketing to

» Coordinating your efforts with other
types of marketing

» Moving beyond corporate
marketing

Chapter 1

Understanding Social
Media Marketing

hen marketing online, you design websites, run display banner adver-

tising, publish videos to YouTube, and push your website listings higher

up in the search engine rankings to promote and sell products. It’s easy
to forget how people actually buy. It’s easy to assume that the potential customers
are lonely people crouched over their computers late at night, choosing what
products to add to a shopping cart — isolated from the real world and their family
and friends.

But in reality, that’s not how people buy online today. It might have been the case
in the early days of the web, when the people spending time online were the early
adopters and the mavericks, the ones willing to take the risk of putting their credit
card numbers into a computer hoping for accurate charges and secure transactions.
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In those days, few people bought online, and the ones who did were on the fringes
of mainstream society.

Those days are over now. With over 300 million people using the web on a regular
basis in the United States alone and approximately 3.2 billion users globally,
using the Internet has become a mainstream social activity. Consumers approach
purchasing online differently, too, and as a result, you need to approach your
marketing online differently as well. Your approach must incorporate influence
and the different roles that people play in the realm of social media, especially
because social media itself has changed over the last decade with the rise of
smartphones.

This chapter discusses the fundamentals of social media marketing: what it is,
how it works, who the players are, and what it means in the context of your other
marketing efforts.

Defining Social Media Marketing

8

A discussion of any subject needs to begin with a definition, and so here’s the
one for social media marketing: Social media marketing (SMM) is a technique
that employs social media (content created by everyday people using highly
accessible and scalable technologies such as social networks, blogs, micro-
blogs, message boards, podcasts, social bookmarks, communities, wikis, and
vlogs).

Social media (which has probably been one of the most hyped buzzwords of the
last decade) refers to content created and consumed by regular people for each
other. It includes the comments a person adds at the end of an article on a website,
the family photographs she uploads to a photo-sharing service, the conversations
she has with friends in a social network, and the blog posts she publishes or com-
ments on. That’s all social media, and it’s making everyone in the world a content
publisher and arbitrator of content. It’s democratizing the web. Facebook, shown
in Figure 1-1, is the most popular social network. It allows you to connect with
friends and share information in a matter of minutes. Facebook has 2.41 billion
monthly active users around the world.
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FIGURE 1-1:
Facebook is just
one example,
albeit the largest,
of the many
media platforms.
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Learning about the Roles People Play

To look at the framework of social media marketing, we need to look at the differ-
ent roles played by those engaged in social media. They are as follows:

9 Marketers: They publish and share content online to achieve an organiza-
tion's marketing and business needs. Today's marketer looks nothing like the
marketers of the twentieth century. Customers now own the brand conversa-
tion. The opportunity to interrupt and annoy those customers has dwindled.
Customers now meet businesses on their own terms. In the following section,
we discuss the new role that marketers have to play.

¥ Influencers: Several types of influencers contribute to the decisions custom-
ers make. They may be everyday people who influence the consumer as he
makes a purchasing decision. Depending on the decision, the social influenc-
ers may be a wife (or husband), friends, peers at work, or even someone the
consumer has never even met in real life. Simply put, the people who
influence a brand affinity and purchasing decision are the social influencers.
They may exert this influence directly by rating products and commenting or
by publishing opinions and participating in conversations across the web.
Anyone can be a social influencer, influencing someone else’s brand affinity
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and purchasing decisions, and you, the reader, are probably one, too, without
realizing it. We discuss the specific types of influencers in the section
“Understanding the role of the influencer.”

¥ Platforms: We used to believe that the social media platforms on which
marketers, influencers, and consumers published content were neutral
technologies without playing a role in whose content got promoted and shared
the most. However, in recent years, the actions of the major social media
platforms have shown that their leadership has an active role to play in what
gets promoted, shared, and inversely censured on a social media marketing
platform. If you're a small company, their influence may not be noticeable but
for larger companies who market and sell many products online, understand-
ing how the platforms and their leaders think about content is important.

It isn’t enough to market to the consumer anymore; as a marketer, you have to

market to your potential customers’ social influencers as well so that they, in turn,

influence either overtly or just by what they publish and share online. And that’s
rememeer  What social media marketing is about.

Changing roles of the social
media marketer

Anyone who has worked in online marketing for a while has watched amazing
changes take place. Starting in 1994, one of this book’s authors, Stephanie, worked
at AOL, watched that company and other online services help start a social media
revolution that continues to change the world. At that time, the other author, Shiv,
created his first website using HTML 1.0 and added the ability to comment at the
end of each page.

Since then, a lot has changed, and today many marketers are looking for a specific
set of rules to follow to be successful. We can assure you that there aren’t any, but
there are some guidelines. Following are some of the actions that social media
marketers must take if they want their company to compete successfully in the
new social marketplace:

3 Become the top persuader.

When you lead an SMM team, you need to understand that persuasion is your
most important tool. You persuade your team that you can help its members
achieve success, and you persuade your customer to buy your product.
Throughout this book, we discuss the role that influence plays in social media
and in the art of persuasion. Before you influence, you need to figure out the
persuasive message that will sell. When you do that, you can unleash the
groups that influence your customers.
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3 Use a variety of distribution channels.

The key mistake that some new social media marketers make is to focus
solely on social media platforms to carry their message. This does half the job.
Although it gets people’s attention, it doesn't always get them to the sale. For
example, imagine that you have just tweeted about a solution for stain
removal. Unless you provide a link to your product and a place for discussion
and reviews, you have a missed opportunity. Draw a map of all your channels
(blog, website, Facebook page, newsletter, and so on), and use it whenever
you plan a new campaign. You need a link to all your venues.

3 Reinvent your strategy to emphasize value.

Value is a secret weapon in this economy. When you boil away all the other
ingredients of a product sale, you uncover value. This is a tricky concept
because value is in the eye of the beholder. Understanding what imparts that
value should underlie your entire marketing strategy. Think about your current
SMM campaign. Are you focusing on features and benefits or on how the
product makes your customer feel? For example, some companies focus on
making people feel smart and sexy when they buy a certain model car. By the
same token, others may focus on models that emphasize safety and responsi-
bility. If you understand the value, you can establish a bond with your buyer.

» Market to inspire.

The globalization of our world via the Internet has given us a window into the
lives of others. It's hard to ignore the poverty and disease that plague much of
the world's population. Many companies are seizing the opportunity to use
their businesses to help make an impact. SMM encourages awareness of the
connection we share with others. Think about how your business can
participate.

In fact, in the last few years alone, purpose driven marketing, which is about
defining why you do what you do, has become one of the most important
ways to engage customers. Dove’s #speakbeautiful movement Twitter
campaign, which encouraged women to speak positively about themselves, is
a perfect example of this type of marketing as it flowed naturally from Dove's
broader purpose of improving the self-esteem and confidence of women. It
wasn't just about selling a product but demonstrating that the brand has a
more meaningful role to play in people’s lives.

¥ Create and curate content.

Offering engaging content is a big part of any SMM campaign. You need an
editorial calendar that lays out your topics, creation tools, and deadlines. You
also need to focus on curating content already published on the web.
Becoming a trusted source of information is key to getting your customers to
visit often. It's important to remember that your customers are leading highly
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engaged and entertaining lives in the social media world. Your content can't
just be about your product. It needs to be valuable to them and their lives.

3 Know when to resist the next shiny object.

As you well know, new web tools pop up daily. The best way to avoid being
distracted is to write down your objectives. The last thing you want to say to
yourself is, “Everyone is using such and such, so we should use it." Place your
objectives in a prominent place and refer to them often. If they change, revise
the document. But whatever you do, don't try to do something on every social
platform — you'll quickly discover that you don't have the tools, training,

and — most critically — the resources to support all the tools.

3 Be prepared to be wrong.

This is a tough one. In your role as marketer, you want to lead your company to
successive victories. SMM is not a sure thing. You need to be prepared to
experiment and change course using the feedback that you get from custom-
ers. You may start with a small idea and develop it into a full-blown campaign.
It's unlikely that you can start out with a very expensive big effort and not have
to correct along the way. When management and staff start out with the notion
that they are testing and experimenting, changes in direction won't seem as
shocking. This cuts down on wear and tear of the psyche for everyone. It also
limits the risks to your core marketing efforts while you learn this space.

Understanding the role of the influencer

To understand how social influence works, you need to look at how people are
influenced in the real world, face to face. Social influence isn’t something new.
Long before the web, people asked each other for advice as they made purchasing
decisions. What one person bought often inspired another to buy the same prod-
uct, especially if the original purchaser said great things about the product. That’s
how human beings function; we’re influenced and motivated by each other to do
things. We’re social beings, and sharing information about our experiences is all
a part of social interaction.

Is influence bad? Of course not. More often than not, people seek that influence.
People ask each other for advice; they share decision-making processes with
friends and colleagues; they discuss their own experiences.

How much a person is influenced depends on multiple factors. The product itself
is the most important one. When buying low-consideration purchases (those with a
small amount of risk), people rarely seek influence, nor are they easily influenced
by others. Buying toothpaste, for example, is a low-consideration purchase
because each product may not be that different from the next one, and they’re all
fairly inexpensive — so you won’t lose much money if you choose one that
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FIGURE 1-2:

The Mercedes-
Benz Take The
Wheel campaign.

Q

TIP

doesn’t fit your needs. On the other hand, buying a new car is typically a high-
consideration purchase (a purchase that includes a large risk).

The price of the car, the maintenance costs, and its reputation for its safety all
contribute to making it a high-consideration purchase, not to mention the fact
that you want to identify with a certain brand versus another one. Social influence
plays a much bigger role in car purchases than in toothpaste decisions. Mercedes-
Benz has used social media marketing time and again to leverage influencers in
motivating consumers to purchase its cars. The Mercedes-Benz Take The Wheel
campaign for which they hired five top Instagram photographers to each take the
wheel of a new Mercedes CLA was a standout example. (Figure 1-2 shows the
webpage for this campaign.) Whoever got the most likes on Instagram when pub-
lishing about the car and their roadtrips got to keep the car. So as you can imagine,
the photographers really worked hard!

Social influence matters with every purchase, but it matters more with high-
consideration purchases than low-consideration ones. Most consumers realize
that when they’re making high-consideration purchases, they can make better
and more confident purchasing decisions when they take into account the advice
and experience of others who have made those decisions before them. That’s how
influence works.
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Considering the types of influencers

When discussing social media marketing, people often ask us whether this means
that they should add product review features to e-commerce websites or advertise
on social networks. Yes, product reviews and advertising are important, but
there’s more to social influence than those two things. When you think about
social influence in the context of your marketing objectives, you must separate
social influencers online into three types: referent, expert, and positional. These cat-
egories come from thinking that social psychologists John French and Bertram
Raven pioneered in 1959.

As a marketer seeking to deploy social media marketing techniques, the first
question to answer is this: Which social influencers sway your consumers as they
make purchasing decisions about your product? After you identify those social
influencers, you can determine the best ways to market to them.

Any major brand affinity or purchasing decision has referent, expert, and posi-
tional social influencers all playing distinct and important roles. Which one is most
important may vary slightly based on the purchase, but the fact remains that you
need to account for these three distinct types of social influencers in your market-
ing campaigns. If you’re a marketer trying to positively affect a purchasing deci-
sion, you must market not just to the consumer, but also to these influencers.

Referent influencers

A referent influencer is someone who participates on the social platforms. These
users are typically in a consumer’s social graph and influence brand affinity and
purchasing decisions through consumer reviews, by updating their own status
and Twitter feeds, and by commenting on blogs and forums. In some cases, the
social influencers know the consumers personally. Social graph is a term popular-
ized by Marc Zuckerburg of Facebook and is used to describe the relationships that
people may have on a social network and how they connect to one another.

Because the consumers know and trust their referent influencers, they feel confi-
dent that their advisers are also careful and punctilious. Because they’re people
they trust, they value their advice and guidance over most other people. Referent
influencers influence purchasing decisions more than anyone else at the consid-
eration phase of the marketing funnel, according to various studies.

For example, if Shiv decides to make a high-consideration purchase such as a car,
he might start by going online and discussing different cars with a few friends on
Facebook or via Twitter. And then that weekend, he might meet those friends over
coffee and carry on that discussion in person. They tell him about the cars they
like, their own purchasing experiences, and which dealerships they’ve had
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FIGURE 1-3:
The Edmunds car
view website.

experience with. This influence is considered referent influence because these
friends sway him by the strength of their charisma and interpersonal skills, and
they have this sway because he respects them. What’s worth pointing out, though,
is that the friends whom he knows to be most informed about cars will probably
influence him more than the others.

Expert influencers

A consumer who’s mulling over a high-consideration purchase might also consult
an expert influencer. An expert influencer is an authority on the product that the
consumer is considering purchasing. Also called key influencers, they typically have
their own blogs and huge Twitter followings, and rarely know their audiences
personally.

When considering buying a car, suppose Shiv doesn’t turn just to friends for
advice, but also visits some car review websites like Edmunds (www . edmunds . com,
shown in Figure 1-3). On these review websites, experts rate, rank, and pass judg-
ment on cars. Because they put the cars through various tests and know the cars
inside and out, their opinions matter. They’re the expert social influencers —
people whom Shiv may not know personally but are recognized as authorities in a
certain field. Their influence is derived from the skills or expertise that they — or
broadly speaking, their organization — possess based on training.
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Positional influencers

A positional influencer is closest to both the purchasing decision and to the con-
sumer. Called peer influencers sometimes, they are typically family members or
part of the consumer’s inner circle. They influence purchasing decisions most
directly at the point of purchase and have to live with the results of their family
member’s or friend’s decision as well.

As Shiv says, “I know that I can’t make a high-consideration purchase like a car
purchase without discussing it with my wife. Invariably, she’ll drive the car, too,
and sit in it as much as I will. It is as much her purchase as it is mine. Her opinion
matters more than anyone else’s in this case. After all, I need to discuss with her
the relative pricing of the cars available and whether one is more suitable for our
family versus another.” This person derives her influence from her relative posi-
tion and duties in relation to the actual consumer. She’s closest to the purchasing
decision and to the consumer and, therefore, has the most social influence.

Influencing on digital platforms

As we discuss earlier in the chapter, social influence impacts every purchasing
decision and always has in some form or other. Each time people make purchasing
decisions, they ask each other for advice. Sometimes they depend upon an expert’s
guidance, and in other cases, that advice comes from people they know.

So why is influence such a big deal today? This is because Internet consumption,
and social media consumption specifically, have hit the mainstream. For example,
as of June 2019, the social network platform Facebook had 2.41 billion users
worldwide, giving it a population larger than any single country in the world,
including China and India. That’s a lot of people talking about a lot of things
(including products) to a lot of people! But there’s more to it than that. Social
media traffic referrals have risen dramatically in the last few years. Facebook,
Pinterest, Instagram, and Twitter have 18 percent, 7.5 percent, 0.73 percent, and
0.73 percent, respectively, of global referrals per Shareaholic (February 2018).
These numbers show how much people are also acting on the influence of
others — they’re visiting the websites that they’re being told to visit.

People are making more and more purchasing decisions online every day. It’s as
natural to buy a product online as it is to go into a physical store. People buy
clothes and shoes online, not to mention high-consideration items such as com-
puters, cars (yes, cars), and jewelry. But that’s not all. Not only are consumers
buying online, but thanks to social media, they’re also conversing, socializing,
and influencing each other online on a scale never seen before.
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FIGURE 1-4:
YouTube.
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Call it a shift in web behavior, but the way people make decisions in the real world
is finally moving to the Internet in a big way. The social media platforms such as
Facebook, Instagram, Snapchat, LinkedIn, Twitter, and YouTube (shown in
Figure 1-4), are just a few of the places where people are asking each other for
advice and guidance as they make purchasing decisions. Smart companies are
realizing that they should no longer design their e-commerce websites to con-
vince buyers to make purchasing decisions in isolation. Rather, they need to
design the websites to allow consumers to bring their social influencers into the
decision-making process. As consumers, people expect and want that because
that’s how they’re used to making their purchasing decisions. That’s why social
media marketing matters today. People are influencing and are being influenced
by each other every day on the social network platforms, community websites,
and destination sites.
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You may need to put a lot of effort into convincing your managers how important
the social media platforms are. The best way to communicate these ideas and
techniques to your staff is by organizing lunch-and-learn sessions and bringing
in external speakers who can walk your managers through the major social plat-
forms and how best to market on them. Sharing case studies from other brands
always resonates well and goes a long way to establishing credibility.
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Comparing Social Media Marketing with
Other Marketing Efforts
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WARNING

It isn’t enough to deploy social media marketing in isolation of every other mar-
keting effort. If you do, you’re sure to fail. Your customers will notice that you
have a disjointed, conflicted story — depending on where and how you’re inter-
acting with them. Therefore, it’s important to understand how you can integrate
your social media marketing within your other, more traditional marketing —
direct mail, public relations, display advertising, and promotions.

Some of the social media marketing philosophies are in conflict with traditional
public relations, media buying, direct mail, and promotions tactics. It’s no use
damning those forms of marketing and alienating your peers who focus on those
areas. Put extra effort in partnering with your fellow employees as you practice
these marketing techniques. Explain what you’re doing, why you’re doing it, and
how it complements their efforts. If you discredit the other forms of marketing
and the people behind them, it only hurts you in the long run.

Direct mail

Direct mail is about managing an active customer database and marketing to mem-
bers of that database via circulars, catalogs, credit card applications, and other
merchandising materials delivered to homes and businesses. You’ve probably
gotten a lot of direct mail over the years — perhaps mountains of it — and at
some point, you’ve probably wished that these companies would stop mailing you.
That’s all direct mail, and whether you like it or not, direct mail has been a very
successful form of marketing. The catalog industry has logged billions of dollars
in sales because of it.

However, that has been impacted by social media marketing. Of all the areas of
marketing, direct mail is one that will be most affected in the long run. Before you
start worrying that your mail carrier will stuff your mailbox (or your email inbox
through e-mail marketing) even more than usual, consider this: Direct mail is
most successful when the mail is targeted and personalized. That means it’s
reaching the people who really care about the offers (or are most likely to take
advantage of them), and it’s personalized toward the recipients’ needs in a voice
and style that’s appealing to them. Pretty straightforward, isn’t it?

Direct mail is as successful as the marketer’s customer database. The database
should contain names and addresses of people who are open to receiving direct
mail. But when people stop trusting the marketing efforts of large corporations
and instead switch to each other for advice, that’s when direct mail loses its
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power. Statistically, we know that consumers are now more likely to depend on
each other for advice and information than they are on the corporations that are
marketing to them.

With consumers who are even more connected to each other through social media
than before, it has gotten easier for them to reach out to one another for that
advice. That means that when they see a piece of direct mail, they’re less likely to
depend on it. They’d rather go online and ask a friend for advice or search for a
product online than look at that flyer in the mail. And as marketers harness social
media marketing tactics more, it could see further drops.

There’s another side to the story, though. The more data that you can capture
about your customers through social media marketing tactics, the more opportu-
nities you have to feed your direct mail database. That’s just a factor of consumers
doing more online, sharing more of themselves, and opting into direct mail efforts
in exchange for information or acceptance into an online community. Your data-
base may get richer with social media marketing in the mix, but the value of it
may decrease — although that doesn’t mean that you can’t use direct mail as a
starting point to jump-start an online community, sustain interest in it, or reward
participation through mailing coupons. The solution? Think about how you collect
information about your consumers differently and, more important, how you
share information back to them. It doesn’t have to only be via mail or only via
social media; knowing when to use what form of communication is key. More on
this in later chapters.

Public relations

Among the earliest proponents of social media were digital-savvy public relations
experts. Many of them entered this space by treating social media just as they
have treated the mainstream media. These professionals equated buzz (how much
people talk about a specific product or brand) in the social media realm with press
mentions in the mainstream media. These PR experts identified the influential
(influence defined as those having the most reach) bloggers and tweeters and
started showering them with the same kind of attention that they had been
bestowing on the mainstream media. They sent them press releases in advance,
offered exclusive interviews, invited them to dinners, commented on their blogs,
and carefully tracked how much their brands were mentioned and how
positively.

For PR professionals, this approach made perfect sense. Arguably, they recognized
early on how powerful social media could be and were among the first to track
brand mentions and participate in conversations. In fact, many of the social media
experts today are former public relations professionals who’ve taken the time to
understand how social media works and how they can leverage it to support a
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company’s or a brand’s objectives. Many PR professionals also understand how
bad press and traditional PR disasters can be amplified by social media if not
addressed immediately.

But life isn’t that simple, and the relationship between public relations and social
media is a complex one — which is something that the savviest of PR profession-
als understand and have always understood. Public relations is fundamentally
about managing the press (mainstream or alternative) and pushing a company’s
communications agenda out to the world as much as possible. Whether it’s the
mainstream or alternative media, it doesn’t matter. From a public relations pro-
fessional’s perspective, the press is the press, and they’re only as good as their
ability to amplify a company’s message. That’s where the problem lies.

When we look at marketing and how it harnesses social media, some of its core
tenets are in conflict with public relations. For example, social media marketing is
about social influencers influencing each other through social media. The focus is
on the social influencers influencing each other and not on the PR professionals
influencing people in the social media realm. The difference is that as consumers,
we’re trusting and depending upon each other more for advice than on large cor-
porations. The PR professionals, for all their sincerity and skill, will still push a
company’s message as forcefully as they can — and in that, it conflicts with social
media marketing. But still, here’s something extremely important to consider:
The more forward-looking public relations experts approach PR from a broader
communications perspective and have taken the time and energy to understand
the space deeply. Those who do that are much better equipped to understand and
market through social media than other professionals.

Is there a remedy for conflicts between departments? Not necessarily, but as you
deploy social media marketing campaigns, be sensitive to the fact that your goals
and aspirations may be in conflict with your PR organization if it hasn’t embraced
social media or social media marketing. Have a conversation with its staff early
on, find ways to collaborate and delineate boundaries, too — who does what, who
reaches out to whom, and how much space is given to authentic social influencers
to do the influencing versus the PR professionals. And as you do this, keep in mind
that for many PR professionals, social media marketing is an evolution of
PR. That’s a good thing, providing for even more opportunities to collaborate.
And, of course, remember that you may have peers in the public relations depart-
ment who could teach you a thing or two about social media marketing as well!

Online advertising

When it comes to buying online advertising (also referred to as digital media plan-
ning and buying) on websites where your customers spend time, social media mar-
keting plays an important role. Online advertising is about identifying websites that
your target customers visit, buying ad space on those websites, and then
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measuring how much those ads are viewed and clicked. It’s as much an art as it is
a science because knowing which sites your customers visit, where they’re most
likely to engage with an advertisement (where on the site as well), whether the
site charges the appropriate amount for the advertisement, and how much that
advertising affects purchasing is not always easy. We work with media buyers all
the time, and their jobs are harder than you think, especially in the world of digital
ad exchanges, data management platforms, and remnant inventory. (Books could
be written on each of those terms alone.)

But the online advertising space is important even in an economic downturn. The
reason is simple: It’s one of the most measurable forms of advertising, especially in
relation to print and television, along with search engine advertising. You can track
those who view the advertisement, what they do with it, and in some cases, whether
they eventually buy the product based on that advertisement. It’s no surprise that the
relationship to social media marketing is an important one as a result.

This relationship with social media marketing takes various forms. Here are some
of those connection points:

3 Market to the social influencers who surround the customer, as well as
the customer.

One of the ways in which you market to those influencers is using display
advertising. So rather than just placing advertisements on websites that your
customers visit, you place some advertisements (doesn't have to be a large
percentage of your budget) on websites that their social influencers frequent,
too. Is this as measurable as those advertisements targeting your customers
directly? Maybe not, because these influencers are less likely to click the ads
and make a purchase. But nevertheless, they remember the brand and
influence your customers.

3 Communicate and advertise on the social platforms — such as Facebook
and YouTube — that your customers frequent.

Most social platforms accept advertising in some form, and this serves as an
important part of their revenue model. Figure 1-5 shows an eBay display
advertisement on YouTube.

Granted, display advertising on social platforms used to produce bad results
(users didn't notice the advertisements and didn't click them), but the ad
formats for social platforms are evolving, and today Facebook is the second-
largest advertising platform on the Internet after Google. One example of the
evolution, is video-based advertising in the Facebook newsfeed itself. Another
innovation that has been honed over the last two years is where consumers
are asked to like the ads that they're viewing on Facebook, resulting in their
action appearing more aggressively in the newsfeeds of their friends. This
helps the platform target ads more appropriately to them in the future.
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¥ Use interactive social advertising.

Think about this scenario for a moment: You visit a major website like www . cnn.
com and see a large advertisement on the right side. The advertisement asks
you to sign up for suggestions about local deals in your neighborhood. That's
an example of the ad unit becoming a platform for social interaction. There
aren't too many examples of social ads online, but we're seeing more
companies experiment in this space. Figure 1-6 shows how an ad appears on
CNN's website.
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Promotions

Promotions are another important type of marketing activity that’s affected by
social influence marketing, owing to the fact that as people communicate with
each other more, they have less time to participate in product promotions. But it
also presents unique opportunities for marketers to put the potential of social
influence marketing to good use.
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Consider this: Promotions are primarily about incentives that are designed to
stimulate the purchase or sale of a product in a given period. Promotions usually
take the form of coupons, sweepstakes, contests, product samples, rebates, and
tie-ins. Most of these promotions are designed as one-off activities linking the
marketer to specific customers. However, by deploying social media marketing
concepts, you can design promotions that require customers to draw in their
social influencers, whether it’s to participate in the contest or sweepstakes with
them or to play an advisory role. By designing the promotion to require social
influencer participation (it needs to be positioned as friends participating), the
specific promotion may get a lot more attention than it normally would have.
What’s more, you can now design promotions geared directly to driving social
influence among people in a given network. We discuss promotions in Chapter 4.

Taking Social Influence Beyond Marketing

As we hint in the earlier sections, the benefits of social media marketing extend
beyond the core domain of marketing. If you harness the power of social influence
marketing to change other parts of your business, you stand to gain the most. You
can use SMM to mobilize groups of people to take specific actions, make market-
ers better corporate citizens, and further social change — and through those
efforts, enhance a brand, too.

CHAPTER 1 Understanding Social Media Marketing 23



Using social influencers to mobilize

Social influencers obviously play an important role in getting people to do things.
And this extends beyond the world of marketing. What makes social influence dif-
ferent on the web is that it’s a lot easier to do now. Author Howard Rheingold was
one of the first thinkers to identify this phenomenon in a book titled Smart Mobs:
The Next Social Revolution (Basic Books). He discusses how the street protestors of
the 1999 Seattle World Trade Organization (WTO) conference used websites, cell-
phones, and other “swarming” tactics to organize, motivate each other, and plan
protests. The smart mobs (an intentionally contradictory term) could behave
intelligently because of their exponentially increasing links to each other. Through
those links, they influenced and motivated each other to perform tasks, form
shared opinions, and act together. They used social influence marketing tactics on
themselves to accomplish specific objectives.

In a seminal book, Here Comes Everybody: The Power of Organizing without Organiza-
tions (Penguin Press), Clay Shirky also focuses on the power of organizing and
influencing using social technologies. As he explains, every web page can be con-
sidered a latent community waiting for people to interact, influence, and mobilize
one another. People with shared interests visit the web page at various times and
often seek out their peers’ opinions — not just opinions from the web page’s
author. Shirky also discusses how Wikipedia, a user-contributed encyclopedia,
can grow exponentially, publish efficiently, and self-correct using nontraditional
corporate hierarchies.

We use the Seattle WTO protests and Wikipedia as examples to demonstrate how
much social influence extends beyond the traditional realms of marketing into
dramatically different domains. Driving the success of the Seattle WTO protests
and the Wikipedia publishing model were two factors: social technologies that
allowed people to contribute, participate, and converse easily, and technologies
that allowed people to see what others were doing. The social influencers were at
the heart of these efforts and many of the other “smart mob” initiatives over the
years.

Twitter directly enabled protesters in Iran to organize in the wake of their 2009
elections, to such an extent that the U.S. State Department asked Twitter to delay
a scheduled maintenance so that it wouldn’t disrupt communications among
the Iranian citizens as they protested the reelection of President Mahmoud
Ahmadinejad. And arguably, one of the key factors that drove the Arab Spring and
the fall of the Egyptian government in March of 2011, was the ability to use social
media to organize on a mass scale quickly as well as share media about the pro-
tests around the world at a time when the official government channels of com-
munication were blocking everything. In fact, many people believe that the simple
Facebook status update “Advice to the youth of Egypt: Put vinegar or onion under
your scarf for tear gas” significantly helped the protestors.
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REMEMBER

More recently, on March 20, 2014, the Turkish government blocked Twitter fol-
lowing the circulation of leaked recordings that implicated the Turkish prime
minister and members of his inner circle in sweeping corruption allegations.
Although people hadn’t mobilized through Twitter, the Turkish government was
worried that the leaked recordings would spread through the platform like wild-
fire and enable people to mobilize against the government. Just that fear was
enough to make the prime minister order the blocking of Twitter.

In a similar fashion, social media became a battleground in Hong Kong’s protests
in late 2019. Pro-democracy protestors used social media as a way to galvanize,
document, and organize large-scale protests. It was also used by both the govern-
ment and the protestors as a tool to influence public opinion. From circulating
images of protestors being injured while protesting to actual video clips of police
brutality and campaign posters, Instagram was widely used by protestors to influ-
ence. The government used Instagram and Facebook to publish images and video
clips of protestors disrupting traffic and vandalizing shops in the streets. With the
protests being leaderless, social media’s role as a connective tissue for the protes-
tors was even more central to the protest than it had been in any other mobiliza-
tion effort in the past.

But bringing the focus back to your company, this discussion of mobilization also
demonstrates that you can harness those very same social media marketing phi-
losophies to achieve other corporate objectives as well. We discuss those market-
ing philosophies further in Chapters 3 and 22.

Social media marketing isn’t just about how people influence each other by what
they say on the social media platforms and on sites across the web. It also happens
when people observe what others are doing online and offline. As a result, if you’d
love others to mimic a certain type of customer behavior, make that behavior vis-
ible to everyone visiting the website. We don’t just listen to people we admire; we
also copy what they’re doing.

Marketers as better corporate citizens

As has been the case in the last few years, marketers are increasingly supporting
and furthering specific social causes that are in alignment with their brands. This
win-win situation results in the marketers getting more favorable attention for
their brands and the specific causes getting much needed sponsorship, too. One
area where marketers are increasingly harnessing social media marketing tactics
is in amplifying their efforts in the cause realm both to demonstrate that they
have a business purpose that goes beyond profit and to better align with the values
of their customers.
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FIGURE 1-7:
Tide's Loads of
Hope.

But why causes in particular? The causes have all the ingredients to make a suc-
cessful social media marketing effort. They are usually time bound, have broad
appeal, and are subjects that people like to discuss with each other. Marketers who
tap into causes see their brands benefiting from the halo effect by being associated
with important social concerns and by gaining visibility with much larger audi-
ences than they normally would have. If you’re a marketer, it bodes well to directly
support a cause, encourage its supporters to harness social media marketing tac-
tics, or sponsor it indirectly. Even better, it makes sense to market your own cause
efforts using social media marketing tactics in a measurable fashion.

Procter & Gamble (one of the largest consumer-goods companies in the world)
organized a social media education session for all its marketers. But instead of
having a series of presentations by employees, P&G invited social media experts to
visit its headquarters. The company divided the social media experts into teams
and paired them with the company’s own marketers. The teams were tasked with
raising money for Tide’s Loads of Hope disaster relief campaign using social media
platforms to sell T-shirts. (The Loads of Hope website is shown in Figure 1-7.)
The winning team raised $50,000, and Tide matched that team’s contribution.
Through this effort, P&G positioned itself as a better corporate citizen, raised
money for a good cause, and was able to educate its marketers about the potential
of social media by actually practicing social media marketing. Some detractors
argued that this was just a one-day effort that got more attention than it deserved,
but the fact that so much money was raised in so little time is admirable.

BUY NOUW | ARTICLES | GET HEWSLETTER | TALKTO TIDE

' ide Home @ Tide Stain Release Products Special Offers Stain Solutions Loads of Hope

Yellow Cap Tide
Product Information

Where We've Been

About Tide Loads of Hope How You Can Help

You can
make a difference

Because it's abe)Ut mor than
aun

SO

PART 1 Getting Started with Social Media Marketing



A

WARNING

As you consider tapping into social media marketing to amplify your brand’s
efforts in the cause realm, keep in mind that consumers are increasingly skeptical
of these efforts. Make sure that you’re donating enough to make the effort genu-
ine and meaningful for everyone involved.

Social graphs for social change

There’s more to social causes than your ability to amplify your efforts around
causes using social media marketing tactics. A larger change is afoot that demands
attention, even if it doesn’t directly relate to your objectives. The web allows indi-
viduals to financially support a cause at the very moment that they’re inspired and
then encourage their friends who reside in their social graphs to do the same.

When an individual provides monetary support for a cause, he can — in that very
moment, using the social platforms and his own social media — broadcast his effort
to his network of friends and associates. By doing so, he becomes a social media mar-
keter, spreading the word about the cause and socially influencing his friends to con-
tribute as well. This instant viral effect (the phrase comes from diseases and how they
can spread rapidly from person to person) is collectively (and strongly) influencing
how causes are promoted and funded — more so than the traditional strategies of
backing by big corporations. This means that you, as a marketer, benefit from the
halo effect of supporting a cause, but you can’t just support it — you must be willing
to participate in this viral affect the same way. Here are a few examples in this realm:

3 The Pepsi Refresh Project: In 2010 and 2011, Pepsi chose to give away
millions and millions of dollars to people across America who had ideas for
refreshing their communities in positive ways. But instead of making this a
traditional charity program, the Pepsi Refresh Project enabled people across
the country to submit ideas that deserved funding. Ideas were chosen by
other consumers. Ideas with the most votes were then funded. This award-
winning social media program, which Shiv was fortunate to be a part of
running, was social at the core (with more than 80 million votes and millions
of conversations about the ideas) and moved the brand’s brand health
metrics forward. In fact, The Pepsi Refresh Project has inspired many more
cause-driven marketing efforts and is today a Harvard Business School case
study used to inspire marketers of tomorrow.

¥ Causes: This Facebook application (which is available at www . causes . com) was a
perfect example of nonprofit organizations using social media as marketing and
fundraising tools. (You can see the Causes application’s home page in Figure 1-8.)
It allowed you to choose a nonprofit, contribute funds to it, and track how many
of your friends go on to support that cause after seeing your contributions or
receiving your invitation to contribute. Within a year of its launch, the application
had 12 million users supporting approximately 80,000 nonprofit causes
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worldwide. Users raised $2.5 million for 19,445 different charitable organiza-
tions. Over its lifetime, more than a billion actions have been taken via Causes,
with 186 million registered users in 156 countries. Since the success of Causes,
Facebook has incorporated many of its features into the DNA of its platform
directly allowing people to start supporting causes, raising money for others,
and tracking the success of their efforts all via the newsfeed itself.

3 MTV's Enough Campaign: In the spring of 2018, and in response to the
horrific Parkland tragedy where a gunman shot students in a school, MTV
leveraged its various platforms to amplify the voices of young people who
were taking action to stop gun violence. When it came to social media, MTV
turned over its Facebook, Instagram, and Snapchat accounts to students who
were taking action. MTV also supported the March for Our Lives protest in
Washington DC by tapping celebrity influencers such as Lady Gaga, Jimmy
Fallon, and Yara Shahidi to celebrate these young voices.

¥ Chase Community Giving: Chase bank uses a simple but effective approach
to cause marketing via its Chase Community Giving program. Since 2009, the
bank has asked its Facebook fans to vote for their favorite charity or non-
profit to receive a donation from them. In addition to the voting, Chase bank
also promotes other charities on national holidays such as military related
charities during National Military Appreciation Month and the Arbor Day
Foundation on Arbor Day.
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IN THIS CHAPTER

» Researching consumer online activity

» Tracking your competition

» Creating personas to sharpen your
marketing

» Recognizing new SMM concepts

Chapter 2

Discovering Your SMM
Competitors

hich consumers are using the social web is no longer a subject of much

debate. Rather, the debate has shifted to how consumers are using the

social web. How many teens are using Facebook actively, what is the
true reach of Twitter, and how aggressively are Instagram and Snapchat growing?
These are the more common questions today. What’s certain is that no one ques-
tions the scale or influence of the social web on culture, communications, and
people’s lives around the world.

The truth is that it’s difficult to say who is using the social web and how. This is
because the term social web is most commonly used to describe how people social-
ize and interact with each other across the web. With every passing day, many
websites are becoming social platforms where visitors can interact and learn from
one another. Even more critically, more and more websites allow you to log in
with your Facebook or Twitter username and password. They then allow you to
share your experience with the social network and, in some cases, customize the
experience based on who you are and on your friends list. Those websites are
becoming social, too. So how can you find out which consumers use the social web
and in what way? The best way is to understand how your company fits into the
big picture and how your competitors are using social media.
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In this chapter, we explain how to do that. Having a firm grip on the lay of the land
in the social web makes it easier to craft a marketing plan that works with it.
Understanding what your competitors are doing helps you understand your cus-
tomers’ expectations.

Classifying Consumer Activities

REMEMBER

Before you launch a social media marketing campaign, you need to have a feel for
what activities consumers undertake on the social web. After all, your marketing
campaign is far more likely to succeed if it is in harmony with what consumers are
trying to accomplish on the social web. Consumer activity on the social web is
classified into these eight categories:

»

»

Information: The Internet, with its academic roots, was conceived as a virtual
library and an information-sharing tool. And to this day, consumers use the
Internet for finding information more than anything else. In fact, it's no
surprise that Google and Yahoo are two of the top five web destinations.
(Facebook, YouTube, and Amazon are the other three.) Google and Yahoo are
at the top because they're primary search engines, helping consumers find
the information they're looking for. That hasn't changed, and even with the
Internet going increasingly social, searching and finding information remains
the number-one consumer activity online. If you're running a marketing
campaign for a product or service that consumers seek, you're most likely to
get strong results. When people are in “information seeker” mode, they're
most apt to participate in campaigns.

News: One primary use for the Internet is news. More people read the news
online than watch it on cable television. The instant, real-time nature of news
makes it particularly suited for the Internet. Many cable television channels
promote their websites to their TV audiences. But what's even more interesting
is that practically all the major news websites integrate social media functional-
ity into their user experience. When you go to www . cnn.com, www . nytimes.
com, or www . washingtonpost . com, you notice that journalists have blogs and
that the articles allow for commenting and ratings. Figure 2-1 shows the blogs
offered by The New York Times. News sites often integrate video clips as well.

With news, your marketing opportunity differs slightly. Consumers are more
receptive to the campaigns if your product or service is either contextualized
in some form to what they're reading or is directly targeted toward them.
What's more, marketing programs that have cultural relevance or that are in
the context of events in the broader world do better. People simply pay more
attention to what is topical versus what distracts them from the stories of
the day.
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3 Communication: The Internet continues to be a core communication
medium for most people. With the advent of social media, this communica-
tion takes place within social networks versus personal websites or via email
and instant messenger programs. Microcommunication technologies such as
Twitter, which let you communicate in short bursts of information, are very
popular. The medium allows consumers to communicate with one another in
new, dynamic ways, whether it be through microblogging, leaving notes on
friends’ Facebook profiles, commenting on personal blogs, or instant messag-
ing from within websites. In fact, the explosive growth of WhatsApp and its
subsequent purchase by Facebook for $19 billion dollars is testament to this
trend around microcommunication on a huge scale. When consumers are
communicating with each other, they're less receptive to marketing cam-
paigns unless the campaigns incorporate their communications with their
peers in a permissible fashion. This is why social media marketing campaigns
that incorporate groups of people are so important. The trickiness of market-
ing in this context is also why at this point, WhatsApp has no intention of
incorporating advertising into its mobile app. That could change in the future,
of course.
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3 Community: Online communities and social networks have seen explosive
growth in the last few years. The amount of time that people spend on
community websites is significantly higher than anywhere else on the web.
Online communities include social platforms, such as Facebook and Twitter,
and the more private online communities and forums that are often tied to
company websites or niche interests.

For example, The Well (shown in Figure 2-2) is one of the most famous, early
online communities, just as Facebook is the most popular social network in
the United States as we write this. The reasons people participate in online
communities are myriad. Suffice it to say, community participation is a key
type of activity online. However, when people are engaging with each other,
they participate less in marketing campaigns because engaging with one
another captures all their attention. They have no time for advertising
because they're busy hearing each other’s opinions. When consumers are
searching for information or looking to buy a product, they are more open to
advertising. This is exactly why social media marketing, with its unique
approach, is important.
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3 E-commerce: Consumers across the country continue to choose to buy more
goods online. The fact that the products have to be shipped has done little to
hinder many consumers from using the Internet to make retail purchases.
The largest online retailer continues to be Amazon (www . amazon . com), with
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approximately 230 billion dollars in sales each year. E-commerce represents a
growing portion of total retail sales. There are some very obvious marketing
opportunities in this, especially when peers are asked to recommend
products. Great social media marketing opportunities abound here.

3 Entertainment: No doubt about it — consumers look to the Internet for
entertainment. The explosive growth of YouTube and the adoption of
high-end video sites such as Hulu (shown in Figure 2-3) are testament to this
trend. In fact, Millennials are more likely to turn to the Internet and YouTube
in particular for entertainment than they are to look at a television screen.
Social games like Fortnite and World of Warcraft, which are social by design,
are just another example of this trend. Arguably, entertainment is becoming a
driving reason for people to spend more time online, and this is in part thanks
to the proliferation of high-bandwidth access in most countries. As long as the
marketing is entertaining, consumers will respond to it. They don't care as
much whether it's an advertisement in these instances.
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¥ Services: Another popular consumer activity online is the use of services to
allow a person to lead a more efficient and productive life. Whether they're
paying bills, checking bank balances, looking up phone numbers, finding jobs,
or searching for apartments, consumers use the Internet as a tool to lead
more productive lives. Most of today’s businesses, such as banks and airlines,
provide services on the Internet. In fact, consumers now expect today’s
businesses to provide their core services online or at least have a presence
online. Consumers are typically very task-oriented when they're interacting
with online services; as a result, they don't expect to participate in advertising
campaigns, and especially not social media marketing campaigns, when
they're in this mode.

3 Business: And of course, the Internet is used to conduct business. This may
take the form of companies talking to each other and exchanging information,
establishing online marketplaces, and initiating brand launches. Businesses
engage with their customers online by marketing and selling products and
services and providing customer service via the Internet. Consumers expect
these online conveniences from brands that they interact with, and they
increasingly engage with businesses on the Internet. They also use the
Internet to start their own businesses. Depending on the business, social
media marketing campaigns can certainly help here.

Critically, if there is any one significant change over the last decade, it is that
consumers expect marketing to contribute to their sense of self and their
personal needs (whether that's news, communication, e-commerce, entertain-
ment, services, or business-driven tasks and goals). Marketing that distracts
consumers from what they're trying to accomplish or how they want to feel
has a much more difficult time succeeding.

Researching Your Customers’
Online Activities

34

When developing a social media marketing campaign or a broader, continuing
program, determining what your target customers are doing on the Internet is
important. You can use several tools to find out where your target customers are
going online. Without this information, you can’t formulate a smart social mar-
keting strategy. You’re simply shooting in the dark.

Tools that help you research online activity fall into two basic categories: free and

paid. You can simply register for and use the free tools. Tools and services for
which you must pay can get expensive very quickly. In Chapter 4, we discuss the
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paid tools and services, which are more appropriate when you’re planning a spe-
cific SMM campaign. In this section, we discuss some of the free tools:

»

Blog search engines: These search engines crawl/ (sort through) just the
blogosphere for the terms that you input. They search for those terms in the
blog posts and the comments, and the searches generally include all publicly
viewable blogs on the Internet. If you just want to get a sense of the conversa-
tions in the blogosphere about a specific topic or brand, these search engines
can help you do that. The most popular one is Blog Search Engine (http://
www . blogsearchengine . org), which is shown in Figure 2-4.

[Blog Soarch Engine_Blog_ Search s Contact Us _ Submi Blogs _ Subseriba

@ BlogSearchEngine.org

‘Search Torm -+ Search!

e
=

[G] Googs Bookmarks

»

A discussion on blog search engines wouldn't be complete without mention-
ing the official Twitter search tool (http://search.twitter.com). Twitter is
the most popular microblogging platform. Microblogging is similar to blogging
except that you're restricted to a certain number of characters per post. In
addition to the Twitter search functionality, several Twitter tools, such as
TweetDeck (shown in Figure 2-5) and Hootsuite, integrate search functionality.

Buzz charting: Similar to the blog search engines are the buzz charting tools.
These tools focus on giving you a comparative perspective on how many
different keywords, phrases, or links are discussed in the blogosphere. They
search for the terms and then organize the responses into a chart, with the
x-axis being time and the y-axis the number of posts. The most popular of
these tools comes from Google and is called Google Trends (http://trends.
google.com), as shown in Figure 2-6.
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FIGURE 2-5:
TweetDeck.

FIGURE 2-6:
Google Trends.
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3 Forums and message boards: To understand online behavior in the social

web, you must be able to scan the conversations happening in forums and
message boards as well. Boardreader (http: //boardreader .com) shown in
Figure 2-7, allows you to search multiple boards at one time. You can use it to
find answers to questions that you may not find on a single board. Also, from
a marketer’s point of view, you can research people’s opinions of brands or
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FIGURE 2-7:
Boardreader.

products. Boardreader is so popular that it powers a lot of the forum searches
that the fee-based brand-monitoring tools conduct. Another player worth
mentioning in this space is Omgili (www.omgili.com), which similarly focuses
on forums and message boards.
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¥ Video and image search: Earlier in this chapter, we mention entertainment
and the increasing number of people going online to watch videos —
professionally created videos and personal ones, too. But how can you find
the videos that are of interest to you or your brand? For video search, you
have to depend on a couple of tools, because no single one truly captures
all the videos created. All video searches must begin with YouTube
(www . youtube . com) because it's the largest video website, but you should
also look at 360 Daily (www.36@daily.com); Viral Stats (www . viralstat.com),
which also tells you how much the clip is being discussed; and AOL Video
(http://video.aol.com/), another notable player, shown in Figure 2-8.

On the image side, you'd want to search Instagram on its mobile app,
Pinterest (www.pinterest.com), Tumblr (www . tumblr . com), Flickr

(www . flickr.com)and, to a lesser extent, Google Images (www . google.com/
images). These tools, especially Tumblr, are valuable for understanding
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WARNING

FIGURE 2-8:
AOL Video.

broader trends, your consumers, and conversations about your industry and
potentially your company, too.

Google Images also searches professionally produced and published images,
not just user-generated ones, so you might not get an accurate picture of
what people are talking about.
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Identifying Personas
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After you understand what your customers do online, you can begin to define
them more clearly. To do this, you can create what are known as personas. Personas
are customer profiles that represent your actual buyers. Alan Cooper first wrote
about personas in his book The Inmates Are Running the Asylum (Sams Publishing).
He wrote, “We don’t so much make up our personas as discover them as a
byproduct of the investigation process.” That is exactly what you need to do.

Some marketers swear by personas; others find it difficult to wrap their heads
around the concept. We recommend the creation of personas because they help
you stay focused on the buying strategies that matter. For example, suppose you
identify your customer as a 45-year-old male who has an annual income of more
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than $90,000, a family with two children less than 12 years old, and deep interests
in chess, gardening, and wine.

When you’re developing your SMM campaign, you can stop your team from devel-
oping copy for a young woman of college age. This may sound obvious, but it’s
easy to get off track when the ideas are flying fast and furious. When a fun notion
pops into someone’s head, it can be helpful to look at your persona and think it
through. You can remain focused and course-correct when you find you are get-
ting away from the heart of the profile.

So what information goes into creating a good customer persona? Consider the
following:

3 Demographics: Obviously, you want to know whether your customer is male
or female, where she lives, what her estimated income is, and so on.

3 Photo and name: If you give your persona a name and choose a stock photo
(or real customer photo), you bring life to it. When someone asks, “What
would Alice want?" it makes a greater impact than visualizing a faceless and
nameless customer.

3 Online places where your customer hangs out: This is important for your
SMM efforts. Does he spend time on Facebook or a niche sports site?

3 Online places where he looks for product information: You need to know
where he reads product reviews and what online bloggers influence him.

3 Job level: Is your customer a supervisor with staff to whom she can delegate?
It's helpful to know the amount of responsibility she has at work.

3 Children and pets: Clearly, childcare responsibility, family pets, and other
home care chores play a factor in his product choices.

3 Hobbies and interests: Learning about hobbies and special interests helps
you speak to the customer'’s desire for specific products.

Make sure that your team understands the value of personas. Start with one or two
until your team gets used to using them. Also, task someone with keeping them
updated. If something changes, you want your customer profiles to be current.

You may not have all the information you want to include when you start out, but
you can fill in the blanks as you go along. Don’t wait until you have every detail to
create a persona. The value comes from the ongoing “investigation process,” as
Alan Cooper once wrote.
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Analyzing Competitor Efforts

Just as it’s important to understand where your consumers participate in the
social web, it’s also necessary to understand how your competitors engage in
the social web. But where should you start? The following are some types of infor-
mation to consider when you are planning your SMM investigation:

3 Keywords being used by competitors.

This is something you have probably heard again and again, but its impor-
tance can't be overemphasized. If you don't use the right keywords, you won't
be found. Make sure to note which ones your competitors are using. They
may not all be “home runs” for you, but evaluating them is important.

3 Where their traffic is coming from.

Using a host of tools (detailed in the three sections that follow: “Setting up
Google Alerts,” “Setting up Twitter alerts,” and “Monitoring social networks"),
you can learn more about the traffic to their website and other channels. It's
worth noting that the strongest brands get significant traffic from social
referrals (people coming in via Facebook and Twitter) along with the search
engines.

3 Rankings by important engines.

You can do a quick look at major ranking engines such as Alexa (www.alexa.
com) to see how their sites compare with yours. For very large competitors,
sites like Quantcast (www . quantcast . com) can help you determine how many
people are visiting your competitors' websites and whether they are visiting
the desktop or mobile versions. Another important tool to look at is Google
webmaster tools (https://www.google.com/webmasters/tools), which lets
you see the approximate traffic of a website and the profiles of the people
visiting, including the other sites they visit and their various interests.

3 Which social media platforms they are on and which distribution
channels they use.

As we discuss earlier, if you don't know where your customers spend their
time, you won't be able to market to them where they are most comfortable.
You can't count on their going to your website. Most businesses are now using
several channels besides their websites (such as a blog, Twitter, and so on), so
be aware of their choices and see what could work for you. And as you look at
this data, keep in mind that you may not have the resources to have strong
social presences in all the places that your customers are — you'll have to
make strategic choices on where to spend your time and money.
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3 Who they partner with.

This is an often-overlooked source of competitive information. Businesses
find synergy and partner with those who have similar audiences. Whom they
partner with tells you a lot about how they view their audience. Those
partnerships could also include where they advertise, people or organizations
with whom they have comarketing agreements, and partners who serve as
referral engines for them.

3 Loyalty and other programs they employ.

Find out what programs are keeping their customers loyal to them, and see
how you can tap into the same vein with your own unique program. A recent
trend is the creation of Social Loyalty programs, which reward consumers for
social actions that they take on behalf of brands. This is something worth
paying attention to as well.

3 Their online customer service efforts.

This one can be a secret weapon for you. If you see that your competitors
aren't offering support through social media channels, you can distinguish
your company with a solid effort here. According to Bain & Company, a
customer is four times more likely to buy from a competitor if the problem
is service related versus price or product related.

3 What they do offline to connect with customers.

Check out whether your competitors have special training programs or other
educational sessions available locally. This might be a way they are increasing
their customer base consistently.

If your competitors are already running marketing campaigns similar to what you
plan to do, yours won’t attract much attention. To prevent this from happening, a
combination of sleuthing and the following third-party tools can help you.

Setting up Google Alerts

You can set up these free alerts for keywords related to your competitors. These
keywords can include company names, brands, senior manager names, and part-
ner names. Every day, you receive a Google Alert in your email Inbox with sum-
maries of news stories and blog posts that include those keywords. It’s a good
starting point and completely free.
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To set up a Google Alert, follow these simple steps:

1 . Gotowww.google.com/alerts.
The Google Alerts page opens, as shown in Figure 2-9.
2. Enter the search terms for which you want alerts.
Try to keep these to one word or a commonly used phrase.

3. From the Sources drop-down list, choose the sources of content you want
Google to search.

We generally choose Automatic so that we don't miss news items.

4. From the How Often drop-down list, choose the frequency with which
you want the alerts delivered to you.

We find At Most Once a Day to be the best frequency.
5.  Enter the email address where you want the alerts to be sent.
Remember that you can edit these alert settings at any time.

6. Click the Create Alert button.
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FIGURE 2-9:
Google Alerts.
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FIGURE 2-10:
Twilert.

Setting up Twitter alerts

Similarly, create Twitter alerts that track those same keywords in the Twitter
world. Services such as Twilert (www.twilert.com) let you follow keywords and
observe all the microblogging posts in which those words appear.

To set up a Twitter alert, follow these simple steps:

1. Gotowww.twilert.com.
The Twilert home page opens, as shown in Figure 2-10.

To set up a Twitter alert, you have to be signed in to your Twitter account.
If you don't have one, you can sign up atwww. twitter.com.

2. Type the keyword that you want the alert set up for.

3. Click the Create Twilert button.

(= [ ot

<) < htp:/fuvew twilert.com o~ &y

 Twitter Search | Email Alerts... ‘ ‘

File Edit View Favorites Tools Help

Features What is Twilert? Pricing Contact Blog Sign in|

< twilert

oAl RC

BE oo | < twilert =

olp |

v

Twitter cearch nlgrf!:)

H100% -

O - BN eee, ] = T BTN

CHAPTER 2 Discovering Your SMM Competitors 43


http://www.twilert.com
http://www.twilert.com
http://www.twitter.com

REMEMBER

Monitoring social networks

You probably want to observe what your customers are doing on the various social
networks. That’s a little harder to do because most social networks are closed
gardens, meaning that except for the public profile pages (a very small percentage
of all the pages on the network), you can’t search them with external tools, and
typically, after you log in, you can’t search the universe of activity on them. How-
ever, what you can do is search and follow the pages, profiles, groups, and appli-
cations created by your competitors. Keep in mind that some users hide their
profiles, so you won’t be able to track them. To search the Facebook public pages,
log in to Facebook and type the search query in the search bar in the header.

Tracking competitor websites

Look at the social media efforts that may reside on your competitors’ websites.
Often, those efforts are promoted or anchored in the company website or
company-sponsored microsite through links. In fact, many of your competitors
probably have (as they should) corporate blogs and Twitter accounts. (Start track-
ing those directly, too.)

Researching Your Competitors’
Campaign Support

L4

Practically every marketing campaign today has a social media component to it.
As you see a competitor launch a major marketing campaign, scan the web and the
competitor’s website for that campaign’s digital and social components. The
social activity surrounding the campaign (elsewhere on the web) gives you a sense
of how successful it is and how much it helps the brand. Also, watch prominent
bloggers in that product category: They may be part of an outreach program and
could be promoting the campaign.

Conducting qualitative research

Using the free tools and observing competitor activity is all well and good. But
more often than not, you need to conduct qualitative research that doesn’t just tell
you what your consumers are doing, but also the goals, needs, and aspirations
that drive their behavior. Here, there’s good news and bad news.
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First, the good news. Qualitative research, as you probably know it in the tradi-
tional marketing world, hasn’t changed. You can still use interviews, focus groups,
shadowing, and other ethnographic research techniques to understand your con-
sumers. There are dozens of authoritative books on the subject — including a few
excellent ones from the For Dummies series, such as Marketing For Dummies, by
Alexander Hiam (John Wiley & Sons, Inc.) — on qualitative research, so we won’t
go into those research formats. All the same best practices of recruiting effectively,
knowing your objectives, and having good interview guides and moderators apply.

And now for the bad news: The questions have changed, and you won’t get all your
answers from the qualitative research. Unlike qualitative research in the past,
which focused on understanding a specific consumer’s goals and needs, you must
pay attention to the consumer’s surrounding community and influencers within
that community. For example, you need to ask who influences your consumers
when they make specific purchasing decisions.

Running surveys and quantitative research

Similarly, quantitative research in the form of statistically significant surveys can
be most helpful. Keep in mind that you must run surveys at regular intervals to get
valuable, statistically significant results. The reason is that influence changes
more rapidly in an online environment, and the social media platforms on which
people participate change, too. Don’t run extensive surveys irregularly. Run short,
quick surveys about your audiences on a frequent basis to glean important insights.

Pay attention to where you run the surveys, too, because that can affect the results.
A good strategy is to run the survey on your corporate website but simultaneously
use a third-party survey vendor to run the same survey on the social media plat-
forms. This way, you’re gauging how people participate and socialize in their own
contexts. Very often, the quantitative research can give statistically significant
results about influence, with the qualitative research being used to explain the
hows and whys of the responses. The two kinds of research go hand in hand.

Some of the survey vendors that you can use include

¥ SurveyMonkey (www . surveymonkey . com); see Figure 2-11
¥ Zoomerang (www . zoomerang . com)
¥ SurveyGizmo (www . surveygizmo.com)

¥ Key Survey (www. keysurvey .com)
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As you may know, there are other important forms of research, such as content,
discourse, and network analysis, which take on additional importance in the

OAD,
\J sphere of social media, but those can be relatively laborious. Generally, they’re
TecunicaL  appropriate only when much deeper behavioral insights are required.
STUFF

Seeing why all consumers are
not created equal

A chapter on competition wouldn’t be complete without addressing the fact that
in discussions about social influence and social media marketing, all consumers
aren’t created equal. Social influence doesn’t simply mean recognizing that every
consumer may influence every other consumer; rather, in specific marketing con-
texts, specific consumers have an outsized influence on their peers around them.
For example, on a social network, one of the authors’ friends posts more com-
ments than anyone else. Just by virtue of his volume of postings, we take his
opinion into account more than that of our other friends who aren’t commenting
as much.
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THE PSYCHOLOGY BEHIND SOCIAL
INFLUENCE

Consumers have always been heavily influenced by each other when they make pur-
chasing decisions. They ask each other for advice; they observe and mimic each other’s
decision making; and, frankly, they let peer pressure inform their decisions, whether
they like to admit it or not. What's changed is that digital behavior has caught up with
offline behavior, and that's why social media marketing matters to anyone who has a
future in marketing.

Communication technologies such as social networks, prediction markets, microblog-
ging solutions, location-based networked mobile phone applications, and even virtual
worlds make it possible for consumers to influence each other more directly and dra-
matically than ever before. According to Harvard psychologist Herbert Kelman, this
influence occurs in three ways:

® Compliance: Conforming publicly while keeping one’s own private beliefs

® |dentification: Conforming to someone who is liked and respected, such as a
celebrity or a favorite uncle

® Internalization: Accepting the belief or behavior and conforming both publicly
and privately

In addition to making for good copy in behavioral psychology textbooks, these concepts
do translate into tactics for social media marketing.

In this regard, three steps help you gain a marketing advantage from influential
consumers:

1 . Discover the influential consumers.

As you launch a social media marketing campaign and identify your consum-
ers, pay extra attention to who is influencing your potential customers. Who
are the consumers who are influencing your customers, and where is this
influence taking place? (You can find out more about influencers in

Chapter 18.)

2. Activate the influential consumers.

After you identify the influential consumers, whether they're bloggers, forum
leaders, or just conversationalists with lots of friends on the social networks,
develop relationships with them and find ways to activate them to do the
marketing on your behalf. In later chapters, we discuss exactly how you can
do this.
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3. Turn customers into brand advocates.

And finally, after a consumer becomes a customer, deepen your relationship
with her so that the customer becomes a brand advocate. That's not a new
strategy, except that now you can ask her to take specific actions within her
social networks as a brand advocate. Rather than just ask her to talk about
your product, you can have her actually reach out to her peers and then
reward her for her participation.

Dipping into Hot SMM Concepts

48

One way to stay ahead of the competition is to keep abreast of the marketing
trends that directly affect your customers. Several major trends have recently
impacted the social media realm. You should determine whether those trends
apply to your situation. Even if you do not immediately see a way to apply them,
you’ll want to monitor them closely. We mention them here and cover them more
in depth in the chapters cited below.

Discovering gamification

There are basically two camps of people online — those who believe that online
games are a complete waste of time and those who find them irresistible. But are
social games actually games? They are, and again, they aren’t. Social games incor-
porate game techniques in a social setting with the aim of encouraging you to
interact with a business, a charity, or perhaps an educational entity, to name
a few.

You’re playing a social game if you are on one of the social media platforms and
the game encourages you to take action that surrounds a brand. Where do these
social gamers like to play?

Typically when you think of a “gamer,” you might think of an adolescent with lots
of time and energy to master ever higher levels of game play. But actually, accord-
ing to the same study, the average social gamer is a 43-year-old woman. Busi-
nesses of all types are creating games that integrate the use of their products with
the daily play. One example of this is Clarins, a French cosmetics company. Their
game Spa Life on Facebook is about the challenges of running a spa. Their prod-
ucts are used at the spa and become part of the game solution.

But lest you think it’s all for fun, gamification takes several different cuts at the
online game experience. In September of 2011, a group of gamers who play at a site
called Foldit was asked to help solve a complex protein folding puzzle that had
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stumped AIDS researchers for years. Surprisingly, the gamers were able to solve it
within 10 days. It’s reported that the competitive nature of the game drove the
teams forward. CBS News reported that one researcher called it the value of “citi-
zen science.”

If your company is thinking about creating a social game, you’ll want to make
sure to take a broad approach and see what’s being done online. These games can
be short or long term. You don’t have to commit yourself to something untried.

Choosing localized marketing

Many Internet marketers are excited about the opportunities they have to reach
around the globe for new consumers. What many have overlooked is the opportu-
nity to reach into their local communities to get more customers. As Adam Metz
says in his book The Social Customer (McGraw-Hill), these customers “didn’t exist
at the turn of the twenty-first century.”

Tools are now available to help small businesses and local sites of large businesses
engage their fans. For example, Facebook has developed several types of advertis-
ing deals that help owners reward their customers for visiting the store often in
the context of offers. (We cover these types of rewards in Chapter 8.)

Companies like BlitzLocal, shown in Figure 2-12, at (https://localblitz.com/),
have sprung up to assist business owners in finding their local Facebook fans.
Dennis Yu, co-founder and CEO of BlitzLocal, said, “It’s quality, not quantity that
counts” when it comes to fan numbers.

Creating an app for that

According to App Annie, the total number of mobile app downloads increased
from 178 billion in 2017 to 194 billion in 2018. Furthermore, total app usage increased
by 50 percent between 2016 and 2018 globally. Without a doubt, apps are big busi-
ness and getting bigger every year. Social media marketers have an enormous
opportunity to brand an app that is seen every day by their customers. Talk about
product placement! Marketers can help their customers and proudly display their
logo while they do it. But not all apps are a hit. It takes careful planning and
research to create an app that resonates with customers. Apps can typically be
categorized in one of the following eight categories:

¥ Social networking
» News
¥ Lifestyle
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¥ Games

¥ Entertainment
¥ Education

¥ Family and kids
¥ Music

If your company sells a product or service in one of those areas, you’ll likely
choose to create a consumer app in that area. But what if you run a manufactur-
ing company or do field sales? Does this mean that you can’t create an app? Not
at all. In fact, you can create apps that provide a solution for your employees
too. For example, if you are a manufacturing company, you could create an app
that searches your catalog part numbers. Areas such as transaction processing,
field sales, and competitive intelligence are all possible areas to create an app
for. See Chapter 23 for more detailed information on mobile marketing and
creating apps.

= |
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IN THIS CHAPTER

» Applying social media marketing to
the marketing funnel

» Deploying specific tactics at each
stage of the funnel

» Deepening customer relationships
using SMM

» Complementing brand marketing

» Making direct-response and social
media marketing work together

Chapter 3

Getting in the Social
Media Marketing Frame
of Mind

he true power of social media marketing comes from applying its principles

to all parts of your business in a rigorous fashion. This begins with examin-

ing social media marketing in relation to your marketing funnel. You then
need to understand how it relates to brand marketing and direct response — the
two traditional pillars of marketing that support the marketing funnel.
Understanding the differences helps you to better know when to deploy social
media marketing tactics versus when to depend upon brand or direct-response
tactics.

In this chapter, we also discuss how big and little ideas relate to social media mar-
keting. The marketing world has historically been driven by the big ideas. Whether
it’s been the glamorous advertising (Apple’s iconic 1984 commercial comes to
mind) or the clever in-store promotions that you see when you walk down the
aisle at your local Whole Foods, ideas drive marketing. That changes with social
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media marketing. We explain how you need to think about the big idea a little dif-
ferently as you deploy social media marketing to meet your marketing and busi-
ness objectives.

Putting SMM in the Context of the
Marketing Funnel

FIGURE 3-1:
A marketing
funnel.

The marketing funnel is one of the most important metaphors in marketing today.
It differentiates between prospects and customers, and maps out the journey from
the point where a prospect learns about a product to when he becomes a loyal,
repeat customer. Because practically every marketer uses some form of the mar-
keting funnel, it serves an important framework through which to understand
social media marketing.

The traditional marketing funnel typically has five stages, as defined by Forrester.
These five stages are awareness, consideration, preference, action, and loyalty (as
shown in Figure 3-1). The last stage (loyalty) has the fewest people. Those cus-
tomers are the most loyal and, therefore, among the most valuable. For many
marketers, marketing is fundamentally the act of moving people from having an
awareness of a product, considering it along with other products, and establishing
a preference for the product over the others, to eventually taking action such as
purchasing it and developing loyalty toward it.

@ Awareness Your market (prospects)
@ Consideration Visitors to your website

@ Preference Visitors (now your leads) opt in to your mailing list

(now your customers) who purchase
ont-end product or service

Your customers who purchase your mid-end
product or service
Your customers who purchase your,
high-end product or service
g P Continue to offer content

and sell your front-end
Your customers who product/service until they
plffc';]tgnsieytgur buy or until the _co_nta_ct
products cost exceeds their lifetime
customer value

@ Action —

Promote your affiliate
program for these ¢
products/services, as
well as residual income
opportunities

®) Loyalty
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You employ different marketing strategies and tactics at every stage of the mar-
keting funnel to move the prospects along. The movement of prospects and cus-
tomers is measured precisely (especially when you do this online), and if there
isn’t enough movement, you need to devote more marketing dollars to pushing
people through the funnel. How you spend these dollars and which investments
do the most to move people through the marketing funnel is always a subject of
much debate and varies by product category. Regardless, social media marketing
and tapping into the social influencers with differing tactics can help with this
journey.

The stages of the marketing funnel may vary from company to company. In some
cases, it has changed significantly with the advent of everything digital; for others
the fundamental marketing funnel is the same. Some link online funnel tracking
with offline efforts, whereas others don’t. You don’t have to rigorously use the
stages as we define them. It’s more important that you look at SMM in the context
of how your company builds its brand, drives awareness for its products, tracks
leads, enables sales, and manages loyalty. In some cases, you need to consider
how you can apply SMM at the different points in an advertising campaign.
Regardless, the same principles apply whether you’re looking at SMM in the con-
text of the funnel for your entire marketing efforts or for just an online advertis-
ing campaign.

SMM at the awareness stage

The awareness stage of the marketing funnel is where you introduce potential
customers to your brand. You build awareness and encourage prospective custom-
ers to remember your brand name so that when they do make a purchase in the
future, they include your brand in their consideration mix.

Typically, marketers use television, radio, print, and direct mail to build aware-
ness. They also sponsor events, conduct promotions, and invest in product place-
ments to get further exposure. Marketers also use public relations professionals to
influence editorial content in magazines and newspapers.

In the digital realm, you typically create awareness using display advertising on
major websites, paid searches for category-related keywords, video advertising on
YouTube and Facebook, and sponsorships across the web. Email marketing has also
been successful at building awareness. Historically, creating awareness online is a
lot cheaper but without the same mass scale effect of a 30-second television spot.

You can use social media marketing to build awareness of your brand, too. The
reason is simple: As a marketer with a loyal customer base, you can encourage
your customers to build your brand by talking about your product with their
friends. Many a marketer has incentivized existing customers to tell their friends
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and families about their purchasing decisions. You aren’t the first. In fact, you can
also reach out to expert influencers to help you here. One important consideration
with using social media marketing at the awareness stage is whether your SMM
efforts can give you the type of scale that you can get with television, radio, or
print. For a long time, marketers believed that social media marketing couldn’t
give that scale. That’s changing fast, thanks to the likes of Facebook, YouTube,
Google, and Twitter, which are now among the most trafficked websites on the
Internet. In fact, marketers now recognize that you can get as much scale and
often much more efficiently as TV could in the past. Some brands have moved
toward a digital-only model for all their marketing efforts as a result.

Expert influencers are the people who are experts in a field and have large
audiences.

Here are some SMM tactics to consider for building awareness:

3 Publish video advertisements to YouTube and tag them with cate-
gory terms.

For example, if you're publishing advertisements for orange juice on YouTube,
use the tags orange, orangejuice, beverage, vitamin, and drink in addition to the
brand name. Highlight these YouTube video clips on the corporate website,
too. As you do this, first consider whether your advertisement is YouTube
ready: Would people enjoy viewing it, would they share it, should it be longer,
does it evoke strong emotion, and is it truly enjoyable? Figure 3-2 shows
whether your orange juice video would be in good company on YouTube.

3 Nurture relationships with expert influencers, such as YouTube and
Instagram influencers, who publish content related to the specific
product category you're marketing.

Take the time to share product samples with these influencers, answer their
questions, and invite them to special events. If required, sponsor a post on an
influential blog. These expert influencers build awareness for your brand in
ways that your customers may be more responsive to.

3 Set up a Facebook fan page, a Twitter account, and a LinkedIn profile.

Run polls, offer special discounts, publish games, promote coupons, and give
members of these pages or accounts product sneak peeks. Share entertaining
and educational information through them. Boost that content with paid
advertising so that it reaches the right people.
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3 Provide RSS feeds for content on the corporate website.

An RSS feed is a content format that easily allows anyone to pluck the content
from your site and place it on their website, application, or in an RSS reader.
Feedly is probably the most popular RSS reader. Just visithttp://feedly.
com for instructions on how to set it up. Then each time you see the RSS icon
on a website, you can click it and have that content fed into your RSS reader
on an ongoing basis. Figure 3-3 shows how Apple has set up its RSS feeds.

Also allow for the easy sharing of information from your corporate website
onto the social networks. Services from companies such as AddThis (www .
addthis.com) and ShareThis (www.sharethis. com) allow you to make your
content sharable.

3 Allow new customers to broadcast their purchases to their social
networks.

Each time a customer makes a purchase, you can ask her whether she would
like to announce the purchase on her favorite social network. Services such as
StrongView and ShareThis, along with Facebook Connect, allow you to set up
this capability on your website for your customers.

If you're planning to broadcast customers' purchases, be sure to ask the
customers for permission to do this before you do.

REMEMBER
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FIGURE 3-3:
One of Apple’s
RSS feeds.

3 Leverage social ads.

Because social ads are highly engaging — by virtue of the fact that they tell the
customer what his friends are doing — they're useful for building awareness and
establishing consideration. For example, if a customer sees an endorsement
from his friend in an ad unit for a movie, he is more likely to go for the movie.
See Part 3 to find out how each social media platform approaches endorsements
via ads. Also review the social ad options from Facebook at (www . Facebook . com/
advertising), which give you awareness-building opportunities at scale.

3 Support a cause via a social network.

Promise to match the contributions of participants who encourage friends to
participate in the cause as well. Companies such as Network for Good
(http://wwwl.network forgood.org/) help you run marketing campaigns
that integrate cause marketing elements into them.
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SMM at the consideration stage

The consideration stage of the marketing funnel is where you make sure that as
the prospective customer goes about making a purchasing decision, she considers
your product.
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TIP

To be included in the consideration stage, use tactics such as product compari-
sons, special promotions, sales discounts, decision tools, and calculators to con-
vince prospects.

The consideration stage is arguably the most important one because this is the
point at which you can snag a loyal customer or forever lose one to a competitor.

Social media marketing plays the most important role at this stage. This is because
the referent, expert, and positional influencers (which we define in Chapter 1)
help a prospect determine whether he should make the purchasing decision.
Increasingly, while making choices between different products, prospective cus-
tomers look to each other for advice and guidance.

People ask their friends for advice, search the web for customer reviews, and
read expert opinions from credible third-party sources. In fact, a study titled,
“On Brands and Word of Mouth” that appeared in the Journal of Marketing
Research in August 2013 showed that people spread the word on brands online
for three reasons: social, functional, and emotional. No longer is it enough to
know that people share product and brand opinions online; you need to pay
attention to what sharing takes place in your product category and the motiva-
tions that drive it.

Your role at this stage is primarily connecting that prospective customer with
these credible third-party sources of information. Now, you may feel that con-
necting a prospective customer to a bad review or to another customer who may
not have liked the product is a bad idea, but it isn’t necessarily so. Prospective
customers are looking for the best information about a product, and they respect
companies that help them research the product more thoroughly. This is impor-
tant because as a Forbes 2018 study pointed out, 71 percent of consumers who
have had a positive experience with a brand on social media are likely to recom-
mend the brand to their friends and family. With that in mind, don’t hesitate to
use your existing customers to help you market to your prospective customers. It
only helps.

You can’t hide bad reviews on the web, and by pointing to all the reviews and not
just the good ones, you establish credibility with your prospective customer.
(Besides, we would hope that the positive reviews far outweigh the negative ones.)
It is critical to note that reviews do make a big difference, and it is better to have
some bad reviews than none at all. In fact, the number of reviews and average rat-
ing on a product correlate closely with conversion to purchase, according to a
March 2014 Bazaarvoice study on Internet Retailers.

CHAPTER 3 Getting in the Social Media Marketing Frame of Mind 57



Here are some SMM tactics that you can use at the consideration stage:

3 Publish customer ratings and reviews on the corporate website.

Make sure that ratings and reviews appear for all products and that you do
not censor them. Even if a product gets negative reviews, publish them. In all
probability, customers will choose other products from your company. You
won't lose the customer completely.

3 Point to authoritative third-party reviews.

It's important to point to credible third-party reviews from recognized experts
so that you build trust. Doing so can make the consideration stage a
shorter one.

3 Encourage prospects to discuss the products.

When you're designing your online catalog, encourage prospects to discuss
the product with their friends and family. Make it easy for them to take the
product into Facebook to solicit opinions from others using services such as
ShareThis (www . sharethis.com), pointing users to the brand's business page
on the social networks, and including email links, too.

3 Connect prospective customers to each other.

By setting up discussion forums, you can create spaces where prospective
customers can exchange notes on the potential purchases that they're
considering. Also point them to existing satisfied customers or real-world
testimonials that visitors can rate and comment upon.

3 Set up a Twitter account and respond to customer queries.

It's important to watch the chatter about your products and brands across the
social web. Where appropriate, respond in a thoughtful, helpful manner to the
questions raised. Correct misrepresentations of your products in a similar
way, especially those on Twitter.

Twitter is useful for customer service. Companies such as Comcast have had
great success in using it for responding to customer queries and concerns.
But the tone you respond with is critical: You always run the risk of sounding

REMEMBER defensive. You'll probably be doing more damage to your brand than good if
you allow yourself to get defensive on Twitter.

¥ Track a list of websites, blogs, and discussion forums where the prod-
uct’s target customers spend their time.

Track activity on these sites, and participate in conversations about the
category, competitors, and customer needs in an authentic, productive, and
useful manner.
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SMM at the preference stage

At the preference stage, the prospective customer leans toward making a pur-
chase. He has considered several products and established his favorites. He likes
the product that you’re pushing him toward. By this time, the prospective cus-
tomer is concerned with confirming that he’s getting good value for his money
and that his purchase will be suitable for his needs. At this stage, you may offer
free trials and 30-day money-back guarantees. Generally speaking, you hope your
prospective customers have developed an emotional attachment to your brand
that will push them to purchase your products.

By the time a prospective customer is at the preference stage in the marketing fun-
nel, she has probably evaluated all the competitive alternatives to the product. She
has found information about them through product brochures, the product web-
sites, and customer reviews across the web. As she enters the preference stage,
she’s likely to talk to her friends some more and get their opinions. This may have
less to do with whether one product is better than another from a feature stand-
point, but the customer can get a feel for your brand as well. The prospective cus-
tomer also views user-generated content about your brand at this stage.

You must be very careful at this stage. It’s important that you establish a trusted
relationship with the prospective customer. The prospective customer needs to
feel that he will get good customer service after he makes the purchase. He wants
to believe that his decision will be a good one over the long term, too. You can
build that trust and allay those concerns by talking to the prospective customer in
an authentic, personal, and genuine fashion.

This is when your product blogs play an important role. It reminds your prospec-
tive customers that actual people are behind your product or brand. Make sure to
spend time answering questions, resolving product issues, and discussing how
the product is evolving.

Consider these SMM tactics at this stage:

3 Ablog, or several blogs, that discuss the product: Granted, blogs are
valuable at the awareness and consideration phase as well, but they matter
the most at the point of preference. Customers want to hear from you at this
stage more than ever and it's important to frame the benefits of your product
in ways that your customers will appreciate them the most.

3 Podcasts with interviews and product explanations: As a supplement to
blogs, podcasts are an appealing way to explain the product to prospective
customers in an engaging fashion when you're not in the room with them.
Running your own podcasts, appearing as a guest on someone else’s podcast,
or advertising on a podcast network are all valuable strategies for marketing
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at the preference phase. To learn all about podcasts, which are audio blogs
that are easily distributed online, take a look at Podcasting For Dummies, by Tee
Morris (John Wiley & Sons, Inc.).

3 YouTube clips of product demonstrations: With prospective customers
establishing their preference for the brand, video clips demonstrating the
product and explaining its benefits are helpful. Publish your videos to a site
such as YouTube so that customers can easily find them. Posting on YouTube
also gives people the opportunity to comment and rate the product videos.

SMM at the action stage

The action stage is when the prospective customer makes the purchase and becomes
an actual customer. He goes through the process of buying the product, whether he
does this online, via the phone, or in a store. During the action stage, focus on mak-
ing the process as smooth, efficient, and hassle free as possible. You should put a lot
of effort into making the purchasing experience a positive one because it is one of
the first direct interactions that the customer has with your company.

Most marketers argue that at this point in the funnel, you should not play a role.
Either the customer was positively influenced enough to make the purchasing
decision or he wasn’t. If he’s at the point where he’s taking action, he should be
allowed to take that action without any distractions whatsoever because even a
positive distraction is still a distraction. However, if the purchase is a high-
consideration one, you can make the purchasing process social in a way that
doesn’t distract from the purchasing but enhances it instead.

At the point of purchase, the customer wants to know whether he is making a suit-
able purchasing decision and if his social influencers approve of his decision. Pro-
viding him with data points that he can share with those influencers and a means
to broadcast the purchasing decision helps him. He can broadcast his purchasing
decision and influence his friends to make similar purchasing decisions. And by
providing valuable tidbits of information, he’ll have valuable information to share.

The point of purchase also serves as an opportunity to upsell other products and
services. This is a traditional marketing tactic that’s been used in both the digital
world and in physical stores as well. By highlighting other products that custom-
ers just like him purchased, social influence can play a role in encouraging that
customer to make additional impulse purchases at the point of sale. For example,
say you’re buying a pair of Gap jeans from Gap.com (as shown in Figure 3-4) and
as you’re about to check out, you’re told about a nice shirt to buy and that most
people who bought the pair of jeans bought the shirt, too. You’re more likely to
add the shirt to your shopping cart. That’s using social data to influence a pur-
chasing decision.
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FIGURE 3-4:
Gap.com
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Consider these SMM tactics at this stage:

3 Highlight related popular products. As depicted with the Gap.com example,
showcasing popular products relating to the ones already in the shopping
carts often leads to impulse purchases.

3 Provide tools to broadcast the purchase. This is necessary to allow for the
customer to do remarketing for you. The customer should have the tools to
easily broadcast his purchase to his various social networks. (Remarketing
refers to someone doing further marketing on your behalf after the person
has already been a recipient of your marketing efforts.)

SMM at the loyalty stage

The last stage of the marketing funnel has the fewest people. These are the cus-
tomers who have purchased your product and are consuming it now. At this stage,
it’s most important to encourage customers to spread the word about the product
and encourage others to buy it. Loyal customers are often the best marketers for
your company. With social media marketing, loyalty plays an even larger role.

You must first focus on making your customers loyal and repeat customers. It’s no
use encouraging a customer to talk about your product if she isn’t loyal to or an
advocate of the product. You can incentivize your loyal customers to encourage
their peers to test the product and make a purchase as well. You can do this using
social media marketing tactics.
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The best way to encourage loyal customers to influence their peers is to start by
encouraging them to talk about the product. Having them rate and review the
products is the first step. You’ll be surprised how many customers are happy to
rate and review products. What’s more, as they rate and review the products,
they’re also happy to broadcast the reviews to their social network. Allow them to
do that. Provide the technological means for them to share their own reviews of
the product with their friends and family.

Another way that social media marketing can help at the loyalty stage is by con-
necting prospective customers with loyal customers. In some cases, you can link
prospective customers with loyal customers who they know in the real world. For
example, if you’re looking to buy a Ford Taurus, and you have a network of 350
people in LinkedIn, you may find that someone else in your network drives a Ford
Taurus. Now, wouldn’t it be valuable if Ford told you which friend drives the Ford
Taurus so that you could ask that friend her opinion? That’s increasingly possible
to do in the social networks.

Regardless of whether you have any friends who own Fords, you might be
interested in learning about Ford from other Ford customers. Social media mar-
keting is about connecting customers to one another so that they can socially
influence each other to make better decisions. In this instance, Ford should defi-
nitely try to connect all the prospective Ford Taurus owners with the current ones.
One simple way to do this is to set up a Facebook page or a LinkedIn group for Ford
Taurus owners in specific locations and then point prospective customers to that
page, where they can ask existing owners questions. It can only help them make
more purchases. Not surprisingly, Ford does exactly that, and in fact, it now goes
a step further by offering Ford customers the opportunity to put a “badge” on
their Facebook profiles showcasing the fact that they are Ford customers!

The loyalty stage of the marketing funnel is important because that’s where the
most remarketing happens by your own customers. Just because the customer has
already bought the product doesn’t mean you should care about her less. In fact,
with her ability to spread the word (positively or negatively) about your product
across her social network and the social web in an exponential fashion, you had
better take good care of her. Otherwise, you may have a PR disaster on your hands.

Probably one of the most classic examples of a PR disaster at the loyalty stage has
to do with Netflix. Without consulting its customers, Netflix made an attempt to
divide its business into two, with one focusing on DVD rentals and the other online
streaming. The pricing of each also increased with this announcement. Upon
hearing the news, customers fled en masse, including those who had previously
been among the most loyal. Management had to completely reverse the decision
to split the company, and only now has gained back its lost customers.

On the bright side, when JetBlue suffered probably its most major PR disaster in its
history, the chief executive officer decided to issue an apology via YouTube — using
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the very same social platform that was responsible for the propagation of the PR
crisis. The runway fiasco, as it came to be known, was when passengers were kept
in planes on the runway for hours on end during a winter storm. Using the social
platforms to apologize made a difference, and it helped even more when the CEO
announced a passenger bill of rights. These actions showed that he was engaging
with his current and prospective customers on their own terms and on their social
platforms of choice (he engaged with the angry customers on Twitter, too).

There are hundreds of examples of brands facing online firestorms, often due to
something stupid that a company did. Table 3-1 highlights some of the more
notable firestorms. Also listed are whether these online difficulties had offline
ripples in the mainstream media.

TABLE 3-1 Notable Online Firestorms
Controversy Online Noise Levels Offline
Nivea's racially insensitive ad High High
American Airlines removes Alec Baldwin from plane for not High High
turning off his phone when requested
Gilbert Gottfried's firing by AFLAC for insensitive remarks High Moderate
about the Japan earthquake
Dunkin’ Donuts/Rachael Ray wears keffiyeh High Moderate
Burger King employee bathes in sink Moderate Low
Motrin moms High Low
#amazonfail High None
SpongeBob SquareButt Moderate Low

Deepening Your SMM Relationship

After your customers are at the loyalty stage, can you do anything more to deepen the
relationship? SMM gives you the opportunity to stay in contact with your customers
and help them in ways they don’t anticipate. Delight is a strong element in grow-
ing your bond. Following are some areas of SMM that help you extend that trust.

SMM for customer service

After customers found that they could quickly get a company’s attention on social
media platforms, the notion of customer service changed forever. Previously, the
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only option consumers had was to get on the phone and wait patiently until they
could speak to a representative. Often, the outcome was less than satisfactory.

Presently, consumers make it a point to seek out companies that offer them a
voice on social platforms. The SmartInsights study from 2017 found that:

¥ Sixty-three percent of customers expect companies to offer customer service
via their social media channels.

3 Ninety percent of social media users have already used social media as a way
to communicate with a brand or a business.

¥ Customers prefer social media 34.5 percent of the time for customer
service compared to 24.7 percent for live chat, 19.4 percent for email,
and 16.1 percent for toll-free phone service.

If you are dissatisfied with a purchase or service, you can use social media to
tweet, post, or otherwise rate your way onto the radar screen of the company in
question.

REMEMBER
Here are some post-sales SMM tactics that you can use to improve customer
service:

3 Demonstrate that you are really able to do something.

It will be readily apparent if your employees on social media are not really
empowered to actually help customers. It's great to listen, but if you don't take
action, listening will prove to be a hollow exercise.

3 Provide links on social platforms to information, discounts, and special
promotions.

It's all about the customer, so make sure that your response always has real,
demonstrable value. Ask your management what options you have for reward-
ing the customer. How about a private briefing about your next product?

¥ Offer tips and video from customer service on FAQs.

Don't wait for a hail of tweets to show up. If you know there’s a problem,
create content that speaks to it. Then go back and show the customer how
your solution cut customer service calls in half. That will get management's
attention and buy-in.

¥ Use different platforms for different kinds of customer service.

Make sure that you have several levels of response available to the customer.
For example, you can use a specific Twitter handle that's separate from your
primary brand's Twitter handle for quick responses. For questions that require
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FIGURE 3-5:
The home
page of Get
Satisfaction.

more investigation, you can direct them to your website or set up an outside
service like Get Satisfaction, as shown in Figure 3-5, to answer questions.

3 Use photos to show that real people are doing interesting things.

With a camera in every phone, it's hard not to take snapshots of events,
celebrations, and charitable activities. At every event, pick someone as the
designated picture taker. This serves to authenticate your staff.
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SMM with offline marketing

When you see a heading that includes “offline marketing,” your first thought
might be, “Why are they including this as part of SMM?” There’s a good reason.
Marketing doesn’t stop at the digital water’s edge. People still spend a majority of
their time offline. We think that’s a good time to grab their attention and funnel
them back to your social media platforms.

This means that you don’t miss an opportunity to pair your social media venues
with your offline ones. For example, if you send a postcard, you’d make sure to
have all your “connections,” such as your Facebook page and Twitter address,
listed on the back of the card.
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You should always be thinking about how your marketing universe ties together.
When you look at each of the following tactics, think about how you can offer
online tie-backs:

¥ Offer 30-minute training at a local venue.
Give out the URL of the training notes online.
3 Host an event for charity.
Make sure to secure donations from a safe online environment.
3 Send postcards.
List your Twitter address on the back.
3 Go to a conference or trade show.

Have several types of handouts available. They could be a tip sheet with your
web address or even a USB drive with company information.

3 Call your customers.

Most SM marketers encourage you to send online surveys. How about
arranging a phone call to speak to a group of customers who have purchased
your last product? Afterward, make sure to send them an online discount
coupon or other bonus for sharing their ideas.

3 Create a joint venture.

Work with another online marketer who complements your offerings to hold
a meeting or event. Then create a bundled product to buy online.

3 Send an article to your local newspaper or trade magazine.

Make sure that your LinkedIn URL is listed.

SMM in the world of real-time marketing

With the advent of social media platforms, the tools you need for real-time mar-
keting campaigns are ready and waiting. For example, just search your Twitter
feed or glance at Twitter trends if you want to see where the online attention is.

Earlier in this chapter, we discuss the marketing funnel. Your first goal is aware-
ness. That’s what you’re aiming for with real-time marketing. If you can garner
awareness with your real-time campaign, you have the chance to move customers
through your funnel.

To make this information translate into traffic, leads, and revenue, you need an

understanding of what goes into a real-time SMM campaign. The following are
conditions that should be present to help you succeed:
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Determine your goals for this type of activity.

You could do a plethora of things with your campaign. The key is to focus it on
one major outcome. Ask yourself, “What action do | want the customer to take
after engaging with the content?” (via tweet, video, link, and so on). This helps
you choose the right first step.

Invest in the right real-time marketing tools.

Within the last two years, several technologies have been launched that allow
you to truly understand what consumers are thinking, talking about, and
doing on a real-time basis. Real-time tracking can be around your brands or
around topics that matter to both them and you. Whether it be tools that help
you identify real-time trends as they surface or technologies that let you
observe how trends travel from one physical location to another, operating
effectively in real time when your consumers most care about you requires
investments in the right tools and technologies.

Designate staff to monitor real-time activity.

Make it someone's (or several people’s) task to monitor the online activity in
real time. That may sound obvious, but when you have very busy people on
your staff, people think that the other person will do it or that they can get to
it later.

Have resources available to take action.

If you agree that you are going all in on this campaign, make sure to let your
creative people know that they may be required to create something in
response to feedback. Of course, we're not suggesting that your campaign will
have to be as elaborate as what a Fortune 10 company may do. But you can
get great mileage by simply writing back to the comments made. The idea is
that real people are listening and talking back.

Monitor news in your topic area.

When you are trying to decide how to make your campaign relevant, consider
riffing off of some current event. This is an old PR trick. It's why when something
of note happens, you see headlines like, “What X can learn about Y from the Old
Spice Guy.” When people Google “Old Spice,” you show up in the results.

Use the real words and phrases that customers use.

Related to the item above is the idea that SEO (search engine optimization)
should not be ignored. Pay close attention to the specific words and phrases
that customers are using, and seed them in your campaign.
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3 Determine the metrics that you will use.

It's important to understand the real value of metrics when it comes to
SMM. You're not going to be able to wrap up your numbers with a bow and
present them to your manager. For this reason, it's good to choose a simple
metric, such as the number of retweets on Twitter or Likes on Facebook to
start. This is not an exact science. You want to alert people to your message.

Treating SMM Differently
from Brand Marketing

68

Because of the power of peer influence, social media marketing is increasingly
approached differently from brand and direct-response marketing. The differ-
ences stem from the fact that the philosophical approaches, strategies, and exe-
cution tactics of SMM are more community and socially oriented.

Social media marketing is fundamentally about engaging with expert, referent, and
positional influencers and strategically leveraging social media in all its forms to
meet marketing and business objectives. As a result, you need to understand how
social media marketing fits into the context of brand and direct response marketing.

SMM in the context of brand marketing

Brand marketing focuses on building equity around a brand, its personality, and
attributes. Customers purchase products based on the brand promise. Through
various forms of advertising and communications, the brand promise is brought
alive to generate awareness, build excitement, and get specific products included
in a consideration set. Mass media channels are typically used to build awareness
for the brand, reposition it with more powerful attributes, or ultimately sell prod-
ucts. This will always be central to marketing efforts. All brands require signifi-
cant effort to penetrate a market and generate desire.

SMM complements brand marketing in some key ways:

3 SMM places extra emphasis on peer-to-peer marketing and allows for
peer-to-peer decision-making in a digital context.

The focus is on understanding how consumers are interacting with each other
on social platforms versus how they're interacting with the brand. Consumers
are asked to do the marketing for the brand by layering their own voices and
perspectives on top. The result is the socialization of a message or story in a
way that's meaningful and relevant to their world.
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3 SMM rarely uses mass media, whether television, print, or radio.

Interactive channels that allow for the socialization and redistribution of a
message are more important. But the brand cannot be simply pushed
through the channels. Instead, invite consumers in the channels to experience
the brand and make it their own.

3 SMM is about becoming part of all media streams, across all channels,
where consumers are responding to and discussing the brand messages.

In many cases, they're self-organizing these conversations on the fly. In other
instances, they gravitate toward existing community hubs where the conver-
sations are already taking place. These conversations can also take place on
your own corporate website.

Because of this, messaging, advertising campaigns, and even the products them-
selves don’t define successful brands as much as the communities that surround
them do. A brand supported by a large and influential community becomes more
successful than one with a weak, disparate, and disjointed community. You have a
huge opportunity to learn from their consumers as they listen in on these conver-
sations. This is an opportunity you shouldn’t miss.

SMM in the context of direct-response
marketing

Direct-response marketing is designed to solicit a specific, measurable response
from specific individuals. Unlike brand marketing, with direct response, for every
dollar invested, you see a traceable return. The measurable relationship is estab-
lished between you and the consumer.

Some of the core attributes around direct response include a call to action (which is
when the brand asks the customer to do something like call a number or click a
link), an offer and delivery of enough information to elicit a response, and guid-
ance on how to respond. Television infomercials, which encourage consumers to
call a number or visit a website, and direct mail offers, which invite consumers to
purchase a product or send a reply, are the most common forms of direct-response
marketing. Online advertising campaigns that are designed to drive clicks and
purchases on brand websites are the most common online equivalent.

SMM complements direct response but historically has lacked some of the mea-
surability found in direct response. Social media marketing isn’t typically geared
toward a specific individual with the goal of soliciting a specific, measurable
response. With SMM, communities of consumers are targeted with the goal of
enticing them to positively influence one another and other people within their
networks of online relationships. The goals are to convert consumers into
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potential marketers for the brand and provide them with the tools and mecha-
nisms to further influence others. While it’s different from asking an isolated
consumer to perform a specific task, increasingly the social media platforms are
developing extremely powerful advertising formats that enable you to use their
platforms for all your direct-response marketing needs.

More broadly speaking, SMM isn’t as measurable as direct-response marketing is,
although that is changing fast. Tracking how social influencers work is difficult;
when a consumer shows brand affinity or makes a purchasing decision, it’s hard
to tell which factors or influencers impacted those choices most directly. In that
sense, SMM is more akin to brand marketing, where the measurability is weak and
needs to be based on feedback similar to that collected in attitudinal surveys. It’s
easy to track expert influencers online using social media measurement tools, but
that’s just part of the equation. Often, the social influencers who sway purchasing
decisions aren’t the most public and noticeable brand advocates.

Another factor to consider with SMM is that the call to action can’t be too
heavy-handed. As a result, some would argue that SMM is much more about social
influence and much less about marketing. Social campaigns that blatantly push
the call to action generally fail because they lack credibility, don’t provide value to
the consumer and appear calculated. For this reason, you can’t always easily rec-
ognize or measure your successful SMM campaigns.

Tying SMM with brand marketing
and direct response

Social media marketing, which is about harnessing and categorizing the local
spheres of influence, complements brand marketing and direct response with its
focus on reaching social influencers across a variety of channels and platforms at
every stage of the marketing funnel. This is done so that influencers socialize the
message in their own communities and conduct the marketing for the brand. Not
all social influencers have platforms to project strong opinions; some are more
anonymous, localized, and less recognizable. That’s the bad news. The good news
is that influencers obviously like to influence and have a meaningful and integral
role to play in marketing online or offline.

Social media marketing resembles relationship marketing in that both focus on
the relationship, not just the point of sale, and are more personal in nature. The
difference is that relationship marketing focuses on establishing deeper, longer-
term relationships with customers over a lifetime, whereas social media market-
ing relies on customers marketing the brand.
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IN THIS PART ...

Learn about the nuts and bolts of SMM campaigns,
including planning for them, managing participation,
and responding to criticism.

Get to know why you need an SMM voice, how it differs
from a brand voice or personality, where it gets
manifested, and who can play that role.

Know the responsibilities you have as a marketer toward
your customers, community, and company.



IN THIS CHAPTER

» Discovering the key components of a
successful SMM campaign

» Managing beyond the campaign

» Synchronizing the SMM campaign
with other channels

» Responding to criticism

Chapter 4

Launching SMM
Campaigns

aunching a social media marketing campaign is, in some ways, similar to
launching any other marketing campaign. But at the same time, you need to
approach certain aspects of it very differently to maximize the results.

In this chapter, we discuss the components of a successful SMM campaign and
how you can make it work in harmony with other marketing efforts. We also dis-
cuss how best to respond to criticism, how to turn a crisis to your advantage, and,
finally, some tactics for turning the campaign into a long-term marketing asset.

Discovering the Types of SMM Campaigns

At this point, it’s important to talk about the different types of campaigns. After
that, we discuss the rules and guidelines that make SMM campaigns successful. In
the realm of social media marketing, how you implement a campaign is nearly as
important as what you implement.

CHAPTER 4 Launching SMM Campaigns 73



74

©

REMEMBER

WARNING

Before you launch your SMM campaign, make sure that you’ve done an inventory
of all the other major campaigns going on at the same time that target your cus-
tomers or are within your industry. The last thing you want is to launch a cam-
paign in which you’re asking your customers to do basically the same thing that
they may have just done for a competitor.

In 2017, the FTC (Federal Trade Commission) imposed guidelines on how
pharmaceutical companies can market using the social web. Those regulations
cover the promotion of FDA-regulated products. More information can be found
on this FDA website: www. fda.gov/AboutFDA/CentersOffices/OfficeofMedical
ProductsandTobacco/CDER/ucm397791 . htm. If you’re a pharmaceutical company
or are operating in another regulated industry, be sure to check with your lawyers
about what you’re allowed and not allowed to do before launching an SMM
campaign.

Influencer outreach

Among the most common form of an SMM campaign is the influencer outreach
program. This campaign typically takes the form of identifying influencers on
Instagram, Twitter, Snapchat, and elsewhere who your customers follow. They’re
the expert influencers who cover a topic or a passion point and have a following.
The best way to think of them is as media that publish content, accept relation-
ships with brands, and build fan bases. Many accept advertising but typically have
day jobs that they’re balancing unless they’ve done extraordinarily well as
influencers.

Influencer outreach programs incentivize these influencers to publish about your
brand or product. You can give them incentives by inviting them to the R&D labs
of your company and treating them with the same deference that the mainstream
press gets, to sending them sample products and providing them with prizes with
which to run contests through their social media channels. Campaigns are some-
times built around these influencers.

It’s important to note that the debate continues to rage online about influencer
compensation. Some influencers absolutely refuse to accept compensation,
whereas others are comfortable with it. Some companies, such as Aveda, a natural
beauty products company, give influencers gift cards or spa treatments but no
outright payments. Influencers typically accept these gifts with the understand-
ing that their review will not be influenced by a gift of any kind. Companies want
honest evaluations, and their readers demand it. You must know where your tar-
geted influencer stands on this debate before reaching out to him.
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Knowing how to reach these influencers without coming across as heavy-handed,
commercial, and ignorant is critical. Before you reach out to them, be sure to fol-
low them in social media so that you know how they cover your brand or category;
scan the comments on their channels so that you get a feel for the readers and
how they participate; understand their policies with regard to brands engaging
with them (some prefer to go through representatives, for example); and, ideally,
try to develop a personal relationship based on the content that they publish and
the topics that they cover before approaching them with an idea.

These are all common-sense ideas that would apply even if you were attempting
to engage with traditional reporters who are doing a story for a print publication.
But as the saying goes, common sense is often uncommon, and many a company
has done exactly the opposite.

UGC contests

Contests in all their various forms have always been a big hit in the marketing
campaign arena. But now contests structured around user-generated content
(UGC) are all the rage. And with good reason: They are invariably extremely popu-
lar, engaging, and fun. You structure a contest built on participants who contrib-
ute something in return for rewards. This can be something as simple as
crowdsourcing a TV advertisement, as General Motors did in the early days of
social media with its Tahoe campaign in 2006, to asking users to contribute video
clips of their funniest moment with a product. The best clip (by the predetermined
criteria) gets a prize, with all the other participants getting some sort of
recognition.

As Wired magazine reported, in the case of the Tahoe campaign, the microsite
attracted 629,000 visitors, with each user spending more than nine minutes on
the site and a third of them going on to visit the main Chevy.com website. Sales
took off from that point, even though environmentalists tried to sabotage the UGC
campaign by creating video clips that highlighted their views on the impact the
vehicles had on the environment.

Another successful contest was run by Applebee’s in the summer of 2014.
Applebee’s asked its customers to snap pics of their meals or themselves chowing.
The best photos were then published by Applebee’s on its Instagram feed using
the hashtag #fantographer and were cross-promoted on Facebook and Twitter
with posts and ads. When the campaign ended in the fall of 2014, engagement had
risen 25 percent and tweets tagged with #fantographer appeared in 78 million
users’ timelines (users would submit their photos to Applebee’s via Twitter and
used the hashtag when doing so).
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FIGURE 4-1:
Nike+ Running
Monitor on
Facebook.

Brand utilities

The basic idea behind brand utilities is that instead of providing the consumer
with some advertising, you build their trust (and get their dollars) by giving them
a utility application that provides actual value. If the utility serves a purpose, users
adopt the application and think more favorably of your brand. Dollars that would
have normally gone toward buying media go toward building the application
instead.

For example, Estee Lauder launched a Facebook brand utility called “Shine a Light
on Breast Cancer.” It lets breast cancer survivors and their families post “mes-
sages of hope.” It also lets you know where breast cancer events are being held
around the world. This connects people from all corners of the world to support
one another in the fight against breast cancer.

An application doesn’t always have to take the form of an application or a widget on
a social network. The famous Nike+ solution, which is considered the world’s largest
running club, shown in Figure 4-1, is a virtual community that helps users improve
their running via real-time coaching over audio, track the distances they’ve run,
compare themselves to their peers, and share their running statistics in social
media.
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The advertising industry moves between trends very quickly, and it seems that
brand utilities are already out of the limelight. What’s gaining favor now are apps
that use crowdsourcing. For example, Lays potato chips used this type of application
to solicit ideas from consumers for different chips flavors. In the program’s first
year, consumers submitted four million flavor ideas. Called “Do us a flavor,” Lays
designed the promotion so that an expert jury narrowed down the choices to four,
which were put on the market. The winner was then chosen based on fan votes
(through the application again) and made a permanent fixture on store shelves.

Podcasting

A podcast is a digital audio file that is made available via web syndication tech-
nologies such as RSS. Although it’s not, strictly speaking, social media, it’s often
classified as such because it allows anybody to easily syndicate her own audio
content. You can use podcasts as a way to share information with your audiences.
Often, podcasts take the shape of celebrity interviews or discussions about your
product or brand. A successful example of a podcast is the Butterball Turkey Talk
podcast. It’s a seasonal podcast including stories from Turkey Talk hotline work-
ers. You can subscribe to it via iTunes and other online podcast directories.

Podcasts typically don’t form a whole SMM campaign in and of themselves but
work well with other parts of a campaign.

Sponsored conversations

Sometimes the most effective SMM campaigns are the simplest ones. These cam-
paigns engage with consumers in a straightforward, authentic fashion on a social
platform while also aggregating other conversations, pointing to new ones, and
stoking the community. An early pioneering example was when Disney partnered
with Savvy Auntie (www.savvyauntie.com), an online community focused on aunts
without kids, for one such effort, which is shown in Figure 4-2. Melanie Notkin,
who runs SavvyAuntie.com, tweeted about Disney’s Pinocchio movie in March 2008
to coincide with its Disney anniversary release. She tweeted about themes in the
movie, often in question form, encouraging others to respond. Her 8,000 followers
on Twitter at the time (today, she has more than 24,000) knew that she was doing
this for Disney (every tweet about Pinocchio had a special tag), but because the
tweets were appropriate for the audience, entertaining, and authentic, the campaign
was a success. Since that pioneering example, there have been many more scenarios
in which brands have partnered with influencers around sponsored conversations.

A very different example comes from Casper, the direct-to-consumer mattress
company, that used video to provide value to its consumers in thoughtful ways.
While this example technically isn’t a sponsored conversation, they treat it as such
and it incorporates several different concepts that we’ve discussed in this chapter.

CHAPTER 4 Launching SMM Campaigns 77


http://www.savvyauntie.com

In 2019, Casper launched a sleep channel on Spotify, YouTube, and IGTV that helps
people quite literally fall asleep. With soothing sounds and educational video clips,
Casper launches new episodes on these channels each week and promotes them
more widely on their other social media platform. Here Casper isn’t promoting a
specific mattress nor are they asking their customers to advocate on their behalf.
However, by promoting sleep they’re helping their customers as a branded utility
would do. And in setting up a sleep channel, they’re acting like an influencer them-
selves. Needless to say, Casper occasionally promotes its own mattresses and when
it does so, its acting as if it is sponsoring a conversation elsewhere!
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Good SMM Campaign
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A social media marketing campaign is one that specifically allows for social influence
to take place digitally. A few years ago, marketing through social media was a
niche activity, and the notion of targeting influencers was an obscure one. The
closest comparison was word-of-mouth campaigns conducted in the offline world
to build brand awareness for a product by incentivizing people to talk about it
among themselves. Digital campaigns, for the most part, were about display
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advertising (those banner ads that appear at the top and side of a website) across
large magazine and newspaper websites, complemented with paid search cam-
paigns and maybe email campaigns. These campaigns were used to drive pros-
pects to a microsite (a site devoted to that particular campaign) or a website, where
they were encouraged to make purchases or engage with the brand.

on which they’re communicating and interacting with each other. They don’t
want to be distracted, and you’ll probably only waste precious marketing dollars

rememser  trying to lure them to your website. Instead, it’s more important to execute the
campaign on those very platforms where your potential customers are in conver-
sation. You have to engage your customers where they want to participate, not
where you want them to be. And unlike in a digital marketing campaign of yester-
year, the customers of an SMM campaign ignore you unless your SMM campaign
is aligned with their objectives and behavior patterns on those social platforms. In
the following sections, we outline specific guidelines that you should follow when
launching an SMM campaign.

@ With an SMM campaign, you mustn’t drag people away from the social platform

A good example of a failed “build it and they will come” attempt was Bud.TV by
Budweiser. They tried to create an entertainment destination bypassing YouTube.
The effort failed miserably because Budweiser had to spend valuable advertising
dollars to encourage consumers to do something that they had no interest in
doing — moving away from YouTube, where they had the most entertaining con-
tent (and all their friends), to a corporate-sponsored website. What’s more, the
fact that users couldn’t embed the video clips elsewhere (including YouTube) hurt
the effort. Bud.TV launched in January 2007 and was shut down early in 2009. Fast
forward to 2019, and you’ll notice that very few advertisers launch social media
marketing campaigns where they try to pull customers to their websites to engage
with them (granted pulling customers to your website to purchase is different and
appropriate if done with sensitivity).

Creating Your SMM Roadmap

As with any other good marketing campaign, you need to construct a roadmap
that shows you where you are going and how you’ll get there. In this section, we
discuss seven steps that you can take to bulletproof your campaign structure. They
ar