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Praise for the first edition of The Business of Being Social
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John Dodds, Global Director, Brand and Marketing Communications Excellence – Air Products
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Nathan Bray, Co-founder and Chief Marketing Officer, ConnectMyApps



‘A lot of business books are a good read and give great case studies, but then you wonder how to apply the learnings to your business. That’s not the case with The Business of Being Social – there are great case studies and examples, which can be implemented in most businesses almost immediately. And it’s a book which you can keep dipping in and out of – not one which you read and then gathers dust on the shelves. And, importantly, Michelle and David have worked in real businesses – they are not academics who have not been at the coal-face of business.’



Andrew Dobson, General Manager, We Are Tea



‘Michelle and David have the unique ability to “make simple’‘ social media. Their knowledge of business and the importance of having a social media strategy has been invaluable in helping me and my clients understand how social media can deliver results to the all important bottom line.’



Tricia Topping, Managing Director, Carlyle Consultants
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Introduction



 

Welcome to the age of the social business, an age in which no organisation in the world can truly afford to ignore social media entirely. New generations of consumers and employees, as well as a profusion of communications channels, mean that companies must have some form of digital strategy to move their business forward and thrive.

From their emergence in the last decade, social networks have grown from being niche communications tools for early adopters and the young into fully fledged multimedia channels with billions of users worldwide.

So much has changed since the first edition of this book was published in May 2013. As authors, we have been staggered at how much we have had to alter. Therefore, instead of a simple update, we have ended up adding two completely new chapters, introducing social business and social advertising, and we have rewritten a high proportion of the original text, effectively making this second edition a completely new book.

Of the key social networks, Facebook has become a highly sophisticated targeted ad platform for companies, LinkedIn has evolved into a multi-faceted business-to-business communication tool and Twitter has also adopted a more corporate approach thanks to its initial public offering (IPO) in November 2013. Google+, while continuing to assist companies’ search rankings, is increasingly being adopted as a specialist social network as well as an internal communications tool.

Then there’s the steady growth in social messaging sites such as Whats­App, Snapchat, Keek and Kik. Used initially by the under–25s, these are now becoming a fixture of the media landscape.

Video, as we guessed, has also become huge. YouTube continues to dominate, but there are now other key channels used by millions such as Vine, Periscope and Instagram.

From teenagers using Snapchat or Vine to swap videos with their friends right up to chief executives of large corporations blogging on LinkedIn Pulse to grow their industry presence, or artisans using Facebook advertising to reach previously out-of-reach audiences, social media has now moved into the mainstream.

For those in business, it has also moved out of the marketing silo. As you will read in this book, there is barely an area of corporate life that hasn’t been impacted upon by digital technology and the new ‘sharing economy’.

The result is a massive shift in the ways in which all organisations, no matter what size they are, do business. From recruitment to public relations and from customer service to research and development, companies are having to find new ways to communicate, both externally and internally.

As authors and professional trainers, our job in The Business of Being Social is to guide you through this new digital and social landscape, explain how you can evolve to become a more social business and help you decide exactly how you are going to use these channels to your advantage.

Whether you are someone who is just starting out in business, the managing director of an SME or the marketing manager of an international law firm, or the CEO, commercial or marketing director of a large corporate, we give a step-by-step approach to maximising the effectiveness of social media channels.

Starting with basic business, marketing and communications principles, we move on to digital change management, becoming a social business, content creation and planning before diving in to explore all the key social media sites including Facebook, Twitter, LinkedIn, YouTube, Google+, Instagram, Pinterest, Snapchat, Ello and WhatsApp.

We believe that by taking this approach, The Business of Being Social will be of value to a wide range of people as it covers the many different subject areas affected by social networks.

So, whether you simply want to understand how to get the most use out of leveraging hashtags (#), want to explore how to use Facebook pay-per-click advertising or need ideas about creating a social media culture within your organisation, you will find plenty of practical tips and tactics within this book.

As with all our training courses, at the end of every chapter we include a Social Media Marketing Action Plan with some simple tips on what you should think about doing. There is also a glossary at the end of the book with explanations for many of the most commonly used terms in social media.

For many readers, this should be seen as only the start of the journey into making best use of social media. The trick now is to keep on learning, put into practice the information from this book and, most important, constantly stay abreast of new developments.

It’s all about adopting a social or digital ‘mindset’ within your organisation. Doing nothing is no longer an option, as both the platforms and the audiences are constantly changing. Neither is hoping for the best and assuming that what has worked in the past will continue to do so ad infinitum. Remember Einstein’s definition of insanity: ‘Doing the same thing over and over again and expecting different results.’

We recognise that the world of social media is constantly evolving, so we’ve created a blog to run alongside the book (www.thebusinessofbeingsocial.co.uk), as well as a Twitter account (@BOBSthebook).

That way we can keep you informed about what is happening in social media, plus we can make sure the book stays as up to date as possible – important in a world where even a week can be a long time!

Enjoy the book – and be sure to share your feedback and questions with us via Twitter on @michellecarvill and @savvysocialDT. After all – this book is all about being social.

Best wishes 
Michelle Carvill and David Taylor





1|Welcome to the social media age


What you will learn from this chapter:



•Background to the social networks

•How social media has become part of our daily lives

•Statistics showing that social media is a truly global phenomenon

•Importance of using social media to deliver on your business objectives

•How to integrate social media into your overall marketing plans

•Blending traditional and social media

•Instigating continuous conversations rather than start-stop campaigns



History can be seen as a series of events that, taken together, make the world what it is today. Technological innovation has played a major role in history, from the invention of the telephone in 1876, radio in 1896, television in 1925, the first computer in 1926 and the World Wide Web in 1990.

Here are four more dates that we could add to this list:



•5 May 2003 – LinkedIn

•4 February 2004 – Facebook

•23 April 2005 – YouTube

•21 March 2006 – Twitter.



Along with the launch of Apple’s iPhone in 2007, which heralded the dawn of the smartphone age, these platforms have totally transformed the way in which we communicate, interact as a society and of course do business.

In the space of just one decade, these four key social networks, plus a vast number of other significant sites such as Google+, Pinterest and Instagram along with a profusion of social messaging sites such as WhatsApp and Snapchat, have achieved a level of global reach that other media could only dream about.

At the time of writing, Facebook now has over 1.4 billion active users, Twitter over 280 million, LinkedIn over 340 million, YouTube over 1 billion and Google+ around 300 million. These are staggering figures and they illustrate the enormous penetration that these sites have had in a comparatively short space of time. More details here: http://bit.ly/1nioAZC

A report by Statista shows that as of 2015, almost 2 billion people around the world will access social networks, rising to an estimated 2.44 billion by 2018. This rise is attributed to the emergence of the smartphone making it cheap and easy even for people living in the Third World and Emerging Nations to be connected.

Let’s break these statistics down into the six current key social networks: Facebook, Twitter, LinkedIn, YouTube, Google+ and Instagram.

Facebook

Set up as a way for friends to communicate easily with each other online and with the mission statement, ‘to give people the power to share and make the world more open and connected’, Facebook has grown into a global media giant.

Floated on the Nasdaq in May 2012, the company now counts half of the global online population as users of the site.

Since then, Facebook has acquired companies they believe will secure their long term viability and deliver advertising revenues. These include Instagram (more on this later), WhatsApp and Oculus Rift, an augmented reality device.

At the tail end of 2014, Facebook founder and CEO Mark Zuckerberg set out his long terms plans for the site. These included growing its suite of products to 1 billion users, connecting everyone on the planet using these sites and offering more ways of reaching audiences using targeted advertising.

What’s interesting is that in many parts of the Western world, particularly in urban areas with good 3G and 4G connectivity, many under 25s have stopped using the site and have turned to alternatives such as Facebook’s own Instagram, Snapchat or WhatsApp. At the same time, the median age for those using the site is in the 35–50-year-old age group, ie: those with disposable incomes who are not put off by adverts.

Globally, over 70% of people who access Facebook do so from a mobile device – smartphone, tablet, games console or smart TV. This is up from 50% in 2012 and, according to eMarketer, this figure is expected to grow to 75% by 2018.

For more information on Facebook, check out eMarketer’s recent report which looks at global trends around the site: www.adweek.com/socialtimes/emarketer–1b-users-facebook-mobile-phones-monthly–2015/613205.

Twitter

Originally set up as a ‘microblogging’ site and a sort of more advanced way of texting one to many, Twitter limits users to just 140 characters in which to tell people what they are doing. The site’s current mission statement is ‘To instantly connect people everywhere to what’s most important to them.’

Since its launch, Twitter has morphed into one of the most sophisticated marketing and communication tools that has ever existed. Indeed, the idea of real-time news was invented by Twitter. With hundreds of applications designed around accessing Twitter via PCs and mobile devices, this social network is now an important part of many organisations’ marketing and communication strategies.

Over 280 million people around the world now access the site, the vast majority from their mobile devices. Not surprising as, unlike Facebook, Twitter was always designed primarily to be used on a phone.

In terms of countries, according to Northeastern University, the top 10 in terms of users are the USA, UK, Canada, Australia, Brazil, Germany, Netherlands, France, India and South Africa.

Interesting to note that China does not allow Twitter but Sina Weibo, their rough equivalent, has millions of users.

Since its flotation in November 2013, Twitter has followed Facebook’s lead in offering advertising to large and small organisations and everything in between. It has also introduced more visual content such as photos and videos.

Now, the vast majority of journalists, publications, bloggers and other influencers are on this site, making it the premier 21st century public relations tool.

LinkedIn

Originally set up as a recruitment resource, LinkedIn can now be classed as the Facebook of the business world with over 340 million active users. In fact one in three professionals on the planet now has a profile on the site. (http://linkd.in/16LYU2o). Its mission statement reads, ‘Connecting the world’s professionals to make them more productive and successful.’

LinkedIn is increasingly being used not only as a brand-building device for individuals but also as the first port of call for researchers looking for information about companies. For many business to business (B2B) firms, and increasingly for consumer-facing organisations, their LinkedIn Company profile can often be as important as their website because it contains information about their most valuable commodity – their staff. Just as with Facebook, LinkedIn now offer a suite of products including Showcase Pages, targeted advertising, Pulse, multiple apps and Sales Navigator, to make the site invaluable for both individuals and brands.

As a result, many companies are now putting together bespoke Linked­­In strategies which cover not only their marketing and sales teams but also the C-suite, human resources and PR departments along with their regular staff.

According to October 2014 figures produced by www.statista.com/statistics/272783/linkedins-membership-worldwide-by-country) the top five countries in terms of members are:



	USA
	107 million



	India
	28 million



	Brazil
	19 million



	UK
	17 million



	Canada
	10 million.




And overall, LinkedIn had more than 80 million members in European countries.

In terms of usage, here are some interesting facts about the site:



•17 minutes – average time a user spends on the site daily

•35% users access the site daily

•There are 4 million business pages and 1.5 million groups

•More than one billion endorsements have been given

•41% users access the site from a mobile device

•39% of users pay for LinkedIn

•25 million profiles are viewed every day.



Click here for more details – http://wersm.com/top-linkedin-facts-and-stats-infographic.

YouTube

With over 80% of all content viewed online now video based (according to Cisco Systems) – YouTube, Vimeo, Vine, Periscope, Snapchat, iPlayer, Instagram etc. – the importance of video in marketing and communications has grown immensely. At the heart of this is the Google-owned YouTube.

Originally set up as a video-sharing site, this is now the third most visited website and the second most used search engine in the world.

According to YouTube’s own statistics (www.youtube.com/yt/press/en-GB/statistics.html) the site has over 1 billion users. Other useful information includes the following:



•The number of hours people are watching on YouTube each month is up 50% year on year

•300 hours of video are uploaded to YouTube every minute

•Around 60% of a creator’s views come from outside their home country

•YouTube is localised in 75 countries and available in 61 languages

•Half of YouTube views are on mobile devices

•Mobile revenue on YouTube is up over 100% year on year.



Combined with Google’s other suite of products including Google+ (more on this below), Google AdWords and Google Analytics, YouTube can become an important part of any organisation’s sales and lead generation strategy.

Google+

Launched in June 2011 (much later than the other social networks), Google+ now has around 300 million regular users globally.

Built around the traditional social networking platform of a central news feed, what differentiates Google+ is the option to segment your network of contacts into Circles. Through its Hangouts feature, the site also offers the option to include video conferencing among users, great for building advocacy, engaging with your customers and improving your internal communications. In addition, in the context of an overall search engine optimisation strategy, content posted on to Google+ has been shown to assist an organisation’s ranking on Google.

In terms of users, according to Statista, the site is most popular in Indonesia, India, Vietnam, the Philippines and Thailand where almost 80% of the online population are on the site. This contrasts with just 39% in the UK and 47% in the US.

Instagram

Begun in 2010, this photo and video-sharing social network was only available initially for use on mobile devices via an app but can now be accessed through a PC. Acquired by Facebook in 2012, the site now boasts a global audience of over 300 million active users.

Instagram supports hashtags, allows people to create videos of 3–15 seconds and includes photo editing software.

Many under 25s who may have stopped using Facebook on a regular basis are very much active on this site. Indeed, unlike Facebook, the vast majority of users are under 34 making it an excellent tool to communicate with Millennials (more on this in Chapter 3).

According to Instagram’s own statistics, 30 billion images have been shared, there have been 2.5 billion likes and an average of 70 million photos are uploaded to the site every day.

How social and mobile media have changed the way we communicate

People and organisations have always had to rely on third parties to be able to communicate with mass audiences.

Advertising in flyers, pamphlets, newspapers, magazines, radio and TV, or undertaking public relations campaigns, were the only realistic ways to get visibility for your brand.

The ability to get your voice heard changed with the advent of the internet, and more recently has become even easier via smartphones and mobile-enabled social networks. Very simply, there has been a complete democratisation in the way we communicate. With just a phone and internet access, anyone in the world can be a publisher, broadcaster or editor.

This shift is extremely powerful and has deep ramifications not just for marketing divisions but for all aspects of an organisation: sales, human resources, recruitment, public relations, brand protection, customer services and internal communications. It even has an impact on how organisations are structured.

Giving staff, clients, customers and stakeholders a voice can offer up a range of opportunities as well as major challenges for organisations. As a result, we are moving into the age of the social business, in which all aspects of an organisation are influenced by social media.

Indeed, since the end of 2013 more people have been using mobile devices than computers to go online, heralding the start of the true mobile internet age. So millions of people aren’t just ON social networks, they are IN them. The truly connected consumer has moved away from ‘linear conversations’.

Most businesses, at some point in their life, will have professed to want to truly understand customer needs. For decades marketers and customer service departments have run customer surveys or focus groups in an attempt to get closer to their customers and to enable them to fully understand their customers’ needs.

Why? In a nutshell, because as markets have become more and more crowded, customer service has become an important differentiator, and the service delivery ‘bar’ has been well and truly raised, along with customer expectation. It’s now commonplace for organisations’ strategic plans to include the aim of being seen to be ‘listening to the customer’.

Over the years, the mechanisms for researching and delivering customer needs have been vast and varied, and many organisations have created whole new departments to deal with the important subject.

Technology has enabled the systemisation of data and information capture, so that, as customers, we’re continuously and seamlessly able to share our views and needs with the organisation. We can have a continuous conversation with the people we’re buying products and services from. But it’s not always a seamless process.

Now, through social networking platforms, not only are we able to share our views directly with the organisation, but at the same time we’re also able to share our views with anyone else who is willing to listen too – our friends, family, strangers, other prospective purchasers – whoever.

‘Social media’ are exactly what the phrase implies:



•Media: content of some form. It could be promotional or advisory; it could be a blog about a new product release, or a story about a dreadful customer experience. It can be delivered in a range of formats – the written word, video, still images, etc.

•Social: rather than a linear, one-way conversation (e.g. a brand broadcasting a message to its audience) it’s a shared or networked conversation. Others can share it, pass it on, comment and consume.



What this means for businesses is that a great or dreadful customer experience, product or promotion can be shared. It can go viral and reach untold numbers of people at the touch of a button.

A continuous conversation

The floodgates to conversation marketing are well and truly open … and that conversation is ‘continuous’.

One-to-one, one-to-many, many-to-many conversations

We have moved away from a traditional ‘linear’ conversation, in which the brand or organisation would promote their message or offering and people could merely consume it if they liked it, or not consume it if they didn’t; and perhaps they might talk offline about it.

Instead we now have a truly ‘networked’ conversation where people can not only talk with their peers, friends and strangers, but also have direct conversations with the brands and businesses too.

Businesses that pay lip service to wanting to understand customer needs can no longer hide behind the annual customer survey. Consumers are beginning to expect to have a direct dialogue with a brand, product or service.

For many large monolithic organisations that are embroiled in red tape and make policies and decisions by committee, getting to grips with such an open dialogue is terrifying.

To be a social business means implementing genuine and transparent channels of communication. It’s about opening the doors to listen to what customers have to say and, where necessary, creating a new set of policies for safeguarding and managing ‘social media marketing’ responsibility.

There’s no getting away from ‘listening to what customers really want’ because there are conversations happening all the time – conversations that businesses can choose to ignore (at their peril) or embrace.

We’re now living in an ‘always on’ society

Given the pace at which social media are being embraced by all sectors of society, and the ever-growing pace of technology, businesses that don’t ‘get’ social media are seriously likely to get left behind.

We love the statement regularly shared by strategist and author (and probably one of the people talking the most sense about social media strategy), Brian Solis (@briansolis): ‘We are in the age of digital Darwinism – organisations need to adapt or die.’

If your business isn’t part of the conversation, you might ask yourself, in the words of the Socialnomics team, ‘The ROI [return on investment] of social media is, will your business still be around in five years?’

Think before you dive in

If we view social media platforms as far-reaching communication channels, that poses the question of how organisations can leverage these channels to deliver on business objectives.

The remit of any marketing strategy is to deliver on the business objectives – ultimately driving activity to achieve results that make sense for the business. Social media isn’t something an organisation does just for the sake of doing social media (because everyone else is!) but, rather, something you do to deliver on specific business objectives, as part of a well-defined marketing strategy.

Business owners, CEOs and marketing directors should be thinking how they can plug social media into what they currently do to leverage what the platforms offer (and, remember, each platform offers something different) and ultimately deliver on their objectives.

However, probably as a result of eagerness to get onto the channels, businesses often dive into social media without any real thinking or planning. This simple model (adapted from the brilliant book by Olivier Blanchard, Social Media ROI?) outlines in a very simple way a strategic approach to social media.
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As marketing and communication strategists, we have spent a significant number of years developing communication and marketing strategies for clients. To date, we’re both unaware of any other marketing or communication activity where a business would just dive in without any thinking, planning or research.

Far too often, both in our training and in our consulting lives, when we ask business people the question, ‘So, you’re on Twitter – what’s the objective of the channel?’, we’re met with blank faces, or answers such as, ‘Well, we saw that our competitors were on Twitter so we thought we’d better get on it too.’

In our view, these far-reaching communication channels require even more planning and thinking than usual, and that’s because they are resource-hungry channels.

Hungry channels need regular feeding

There are few things more pointless than approaching a Twitter channel thinking, ‘I’m not sure what we should be tweeting about.’ This is where taking a strategic approach comes in. With any other strategic project, you would always embark on some research to learn about your audiences. The same goes for social audiences.

Understanding your business objectives and how each channel works is absolutely key – and there are seven (if not more) reasons why.



1.If you have clear objectives, you know what you are listening for.

2.You know who you are looking to target.

3.You can research effectively – which channels are your target audience using?

4.You can understand who is influential and who you need to be befriending.

5.You know who to listen to and what they are saying (and you should listen more than you talk – more on that later).

6.Having listened, you will have gained useful insights into consumer needs.

7.You’re better able to direct and create useful content/conversations.



As Michael Gerber says in his book The E-Myth:



Those that aim for nothing, hit it with remarkable accuracy.



So you need to be sure that you have set specific objectives and that you have a very clear understanding of the purpose of your social media activity (and indeed any other activity).

It is easy to understand why businesses dive in and start engaging. The channels have deliberately been made very user friendly and therefore setting up accounts is simple. No expert or coding knowledge is required; all you need to do is fill out a few simple fields and you’re away.

And, of course, all the social platforms are currently free to set up and create (though this may change down the line). You can set up a Facebook Page, a Google+ page, a Twitter, LinkedIn or YouTube account for absolutely no cost. Anyone can do it. And so they do.

However, the key is to ensure that you are (as the sub-title of this book describes) harnessing the power of these channels – optimising them to deliver on your specific objectives.

As any good craftsperson will tell you, you can make your life simpler if you use the right tools for the job. However, it is what you do with the tools that matters. Remember, anyone can use the tools, anyone can engage with them, so standing out from the crowd and ensuring you’re using them effectively is absolutely vital. The channels are merely the platforms that enable mass communication. What you do with them is the all-important element.

When getting started, a basic plan is better than no plan. So, following the simple five step framework – Plan, Listen, Analyse, Engage, Measure – will at least enable you to follow a process of thinking, listening and learning – before you engage.

Blending social media into your marketing mix

Social media don’t just impact on the promotional side of your business. Day to day they are leveraged in customer services, HR (human resources) and other areas of your business. Too often it is ‘siloed’ off into marketing instead of being wholly integrated by the organisation. Unsurprisingly then, a common objective of delegates on our training courses is, ‘We want to learn how to integrate social media into our marketing activities.’
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Traditional and social: a complementary model

As we have discussed, social media marketing is gathering momentum, but traditional marketing channels still very much have their place. Rather than seeing the two as different disciplines, you should view them as complementary to one another.

For example, television is a traditional vehicle, and methods of engaging and interacting with viewers of a television programme might involve an invitation to ‘Call us on 0800 …’ or ‘Email us on …’. Now it’s commonplace for television programmes (think ITV News, for example) to invite their audience to tweet them pictures or questions. Some of the rawest footage is filmed not by stealthy cameramen, but by Joe or Jane Public, who just happened to get a dramatic or newsworthy picture on their iPhone.

Similarly, hashtags (#) are promoted both at the beginning of and during programmes. The hashtag (which we’ll discuss in more detail later) enables people to engage with a potentially global audience all talking about what’s happening on the programme.

Watch most Channel 4 programmes and you’ll see a # (hashtag) promoted at the start and end of the programme as well as during the ads breaks. Even Question Time displays live tweets via the Red Button. In fact some programmes even show tweets from viewers during the ads breaks. Each time these hashtags are aired, activity around them sets Twitter buzzing. This is a perfect example of a traditional channel blending social media to leverage activity and further amplify the message.

Reality TV shows such as The Voice, XFactor and Britain’s Got Talent are some of the UK’s most tweeted-about programmes. That’s largely because as it airs the stars of the show, also go on to Twitter and engage with fans. This takes engaging the user to a whole new dimension. The user has to watch the programme when it airs (not later via on-demand TV such as iPlayer and TiVo) so that they can join the real-time conversation on Twitter. Remember, the programme isn’t live, but the tweeting is.

So whatever your activity is – television show, trade press advertisement, station billboard, direct mail piece, email, newsletter or door drop – consider how you can plug in to social media to keep the conversation going.


Here’s another business to business (B2B) example.



An event was held in Birmingham by the Federation of Small Businesses. Their 2015 National Conference had its own hashtag, #FSBconf, and, as you would expect from an organisation of 200,000 members, it served as a great way for people to network online as well as offline.

Acting as a virtual conversation, #FSBconf enabled people, both at the conference and in the wider world, to network before, during and after the event.

It was even possible to measure the effectiveness of the hashtag using a tool such as Tweetreach (www.tweetreach.com) (see Chapter 5).



Planning

Start with the end in mind

Our advice for people who are undertaking strategic planning is to start with the end in mind. When you know what you want to achieve, you can plan effectively.

From a practical perspective, typical questions you could ask at the planning stage include:



•What are our objectives? (The why.)

•What is the key message?

•Who are the target audience?

•What is market research telling us?

•What’s our USP? (Unique selling proposition.)

•What are our competitors doing?

•What are our tactics? (The what.)

•Which channels are we going to use? (Direct mail, billboard, PR, etc.)

•Where shall we send people? (Website, call centre, landing page.)

•How do we incentivise them?

•Are we resourced effectively?

•What’s our tone of voice?

•What are we going to share?

•What’s our compelling content?

•What are our keywords? (More on the importance of these later.)



Planning template

Our advice at the planning stage is that when you get to the ‘tactical’ element of what you are actually going to do, you need to be thinking, ‘How do we plug social media channels into these activities?’

And, of course, the social channels broaden the scope of your planning. We can look at some of the typical traditional questions in another way.

1 What is the goal?

This remains the dominant feature of planning. The goal (as mentioned before) is the business goal rather than the communications goal.

2 Who is the audience?

You can get really very ‘human’ in your exploration here. Go beyond the typical demographics that focus on age and location, and instead ask yourself: ‘What does our audience look like? What’s their frame of mind right now? Who are they influenced by?’

3 Where is the audience?

Which social channels are they using? Mostly one particular channel, or many different ones? Where are they based – UK or overseas? Therefore, what time does your social activity need to be scheduled for?

4 How do we connect in a compelling way?

This isn’t just about getting people to Like your Facebook Page. It’s more about thinking creatively about what you know about the audience and what is going to engage them – and, hopefully, compel them to share your content and posts and get others engaged.

5 How do we keep the conversation continuous?

It’s not just about getting that Twitter follower or running a promotion to get people to Like your page. As we’ll see in the Facebook chapter, the Like is the equivalent of getting someone to walk through the door. Getting them to linger, buy, and become advocates of what you do is another thing. So you need to be thinking about a longer-term engagement.

6 How do we get our audience to recommend us to others?

I’m sure you’ll agree that ‘word of mouth’ is a powerful source of new business generation. With social media, the virality potential of the channels and the ease with which one person can share content with another (and another, and another …), thereby quickly amplifying the message, is something that should be thoroughly considered. It isn’t even identified in many marketing plans we’ve seen!

Putting in the right effort at the start pays off

Most projects or initiatives tend to be front-loaded, and social media activity is no different. The analogy we make in our social media training or consulting sessions is that of a plane taking off.

The more thinking and planning you do with your social media platforms at the outset the more effective they will become.
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Taking a targeted approach

If you take some time to research who are the key influencers in your space and make the effort to target them, connect with them and nurture them so that they become advocates, that’s likely to be far more productive than what we refer to as ‘machine gun social media’ – following anyone and everyone in the hope that someone will be right.

Building a network of influencers and an audience that is targeted to deliver on your business objectives will get you to the circle on the aeroplane diagram – and that’s what we refer to as the ‘sweet point’ of your activity.

At that point, your social activity tends to create a life of its own. Of course you will have to remain focused on your objectives, but the nature of what you are creating and the engagement level of those you engage with will have created some advocates. Those advocates then start to share on your behalf and bring others to you. Effort becomes shared.

The way you get to that sweet point will be different for each platform and each business. Down the line someone will develop a formula that relates methodology and time to outcome. But for now, when these channels are still very fertile territory, we can’t share with you any magic timescales or numbers – just a robust methodology that we’ve been utilising with our clients over the past few years.

Continuous conversations versus stop-start marketing

Many marketing campaigns have a kind of stop-start element to them. Think about your marketing plans or activity plans and you’ll see that the schedule usually goes something like this.
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To demonstrate the point, let’s say we’re marketing an annual conference for all the members who read this book and sign up to the blog. The event – the Business of Being Social, or BOBS for short – is scheduled for September 2016 and all BOBS readers will be invited to attend. The planning will start months in advance, some teaser activity will take place a good few months before, and there will be a strong push of marketing activity approximately six to eight weeks before the event itself.

Let’s take a look at how this could play out.


BOBS conference planning

Event date: 17 September 2016.

Some teaser introductory activity before the hard marketing push:



•December 2015: ‘save the date’ message included in Christmas cards sent to all members.

•April, May, June: members’ newsletter includes a reminder of the Annual Conference and showcases where, when, what, who, etc.

•1 June: campaign starts in earnest. Three rounds of emails, sent two weeks apart, encourage users to book online and include various early bird promotions. This activity runs to mid-July.

•Late July: telesales activity commences, sweeping up those members who have been invited, haven’t declined and haven’t booked. This activity runs through to mid-August.

•Mid- to late August: last push campaign. Email and telesales to encourage as many members as possible to come to the event.



This activity demonstrates the ‘stop-start’ nature of marketing activity. Messages were sent out in December, April and May, and then some in June. Each time you ‘push’ out an activity, you are almost starting again from scratch.

People who read the ‘save the date’ cards in December but didn’t respond will have forgotten all about the communication and will be reminded when you spring it on them in April. Those that receive the May email reminder may or may not remember the promotion in April. The hope is that the more you push a continuous message, the more ‘share of mind’ you are building. But there are gaps in the middle. As consumers, we are bombarded by messages all the time. Research shows that we don’t remember all of them.

Continuous conversations

Now let’s look at some ideas about how you can leverage your communications by including social media to make a conversation continuous.


Making the conversation continuous



•Let’s say that in the December communication you showcase a hashtag for the event – #annualconfBOBS (there’s more on demystifying hashtags in Chapter 5).

•You encourage all your members who are already on Twitter to follow the hashtag for updates and special insights – perhaps even incentivising engagement via competitions and offers.

•Further, to build awareness of the event and BOBS, you encourage your members to share the hashtag and you use the hashtag to promote the great content you’re providing.

•Over on Facebook, you get each of the conference participants to come online to answer marketing, digital or social media questions. You promote these ‘live chats’ both on Twitter and in your newsletters to encourage as much traction as possible.

•The hashtag for the event is included on all marketing promotional materials, in your newsletters, on your email footers, on any press ads, etc., so that you can build awareness generally and continuously encourage people to join the conversation.

•If people advise that they can’t make the event you can still encourage them to join the event ‘virtually’ by simply tuning into the event on the day via the #annualconfBOBS hashtag.

•After the event the hashtag lives on. People can still converse and share. Ideally, you should track all uses of the hashtag and save all those people who joined that hashtag conversation into a Twitter list (more on Twitter Lists in Chapter 5).

•Make sure that you ‘followed’ them and encouraged them to come and ask questions on your Facebook Page.

•Watch the conversations around the hashtag and the questions raised to provide you with a steer for creating new and relevant content.

•Address any positive or negative elements – listening to what people say will give you useful insights into what you could do better next time.

•Endeavour to continue the conversation. Having engaged people in relation to the event in the first year, try to keep that conversation going so that by year two you will have built some advocates.

•Continue to create content that is useful and purposeful, encourage people to download it from your website and capture their email addresses. This helps build your database in a targeted and purposeful way.



This simple example demonstrates the difference between a stilted, stop-start approach and one in which blending traditional and social media creates a more joined-up and continuous approach.

Traditional and social media are truly complementary. Indeed, where traditional is becoming more challenging, getting creative and blending in social elements can be a powerful tactic when applied effectively. The thinking and planning still has to be very ‘joined up’.


Social media marketing action plan



•Plan effectively.

•Establish the purpose of each marketing channel.

•Decide on your tone of voice.

•Reflect the correct image for your brand.

•Take a targeted approach.

•Think about content. You are what you share – is what you’re sharing doing you justice?

•Traditional versus social. A complementary model makes sense.






2|The many uses of social media


What you will learn from this chapter:



•Why it is important to have objectives for social media

•How fl exible social media can be

•The different ways to use social media for business

•Understanding how to apply these to your organisation



As we’ve mentioned, many organisations dive into social media without any real thinking or planning. Time and time again in our training courses, we come across people who have been told to attend the training by their boss or manager so that they can ‘do’ Twitter or ‘do’ Facebook, yet without really understanding why.

Similarly, over the past six or seven years, thousands of organisations have jumped on the social media bandwagon either because their competitors have or because they’ve felt pressured into doing it to keep abreast of the times. They often have very little understanding about why they should be embarking on a social media strategy, which channels they should be employing or, indeed, how it will benefit them as an organisation.

We have set out the importance of having a targeted approach and meeting specific business objectives using social media. Now we need to look at the ways in which social media can be used to achieve these targets.
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