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What is social-media?

Social media, i, Is a common term used to define
the new set'of web tools and platforms that
allow users to - share-information, opinions
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Define the Communication Goal

Awareness

Preference

Action
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Define the Communication Goal

Awareness

Communication Goal

Make people aware of
brand, product or issue

Educate people and begin
to demonstrate the
relevance

Get people involved
through spending time and
interactions.

Motivate people to openly
support you, contribute
something, share WOM

Convert people to
Promoters & loyal
supporters

Potential Tactics

Viral videos, games,
display advertising,
head-of-tail blog

outreach, SEO plus

Brand Web sites,
syndicated content, new
media desk & room,
social media outreach

Brand Web sites,
contests, blogs, games,
social network
participation.

Blog summits, Blogs,
vlogs, social network
groups, blogger
relations. Share-able
programs

Advocacy activation
centers, co-creation
programs, communities






How do you listen?:
Search for insights around your goal in social media

flickr-  YouTD

facebook. BoardReader
Your brand,
.. del.icio.us topic, L’,Technorati"
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What Listening can Accomplish

A Tracks perceptions and how messages are being interpreted

A Begins to identify important new influencers

A Triggers issue & communications response

A Offers a high -level view of emerging trends and what others are doing

A Demonstrates the impact and value of public relations or
advertising

A Hel ps manage and improve an organizati on

A Identifies important conversations to join
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Plan

|dentify influential individuals or networks

Some Great Links, and the
New Zen Habits Reddit
Community

ZEN HABITS
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DESCRIPTION

A family and parenting blog, this site shares
parenting advice and discusses ssues parents
face whie raising kids while providng information
oarents can use to safely raise their kids,

TAGS
parenting, women, retirement, newlywed

ESTIMATED UNIQUE MONTHLY VIEWS (UMV):
50,100

INBOUND LINKS:
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Finding New Influencers

A Influence online is determined by different data points
based on platform

i Bloggers, Facebook group owners, forum thread mavens, social
net work members, video and photo poster:

A We assess their relevance agains
A Top bloggers look like and behave like traditional media

A Most new influencers require a different, more personal
outreach style.

I Refer to Ogilvy Blogger Outreach Guidelines
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http://blog.ogilvypr.com/2007/10/the-ogilvy-pr-blogger-outreach-code-of-ethics/

Engage
Begin brainstorming engagements based on what
val ue you can offer the volce



