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DAY 84/100
DIGITAL MASTERY CHALLENGE
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Social Media



Social.Media

MASTERY
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Social Medla




Find me on
facebook



| Follow me
on twitter!




Check out my blog
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Ten years ago these phrases meant nothing, &
yet now they are part of what we speak everyday




More and more people are
connecting through social media’s.
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g To stay in touch W|th frlends to date or
~5 « to interact W|th brands and businesses.

|lll| -

i [ 4 |
Jilloiny . | 4 N H {

S




Which Is great news for
digital marketers like you.
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In order to survive and thrive, you will
need to be active on the main platforms.




For competing in an online with other

companies you have to be active.
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WELCOME TO SOCIAL MEDIA
MASTERY!

Soclal media marketlng -
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A form of Internet

marketing utilizing
social networking
sites as marketing



thereby gaining

traffic, brand

exposure, and
. interaction with

customers through




WE WILL
BEGIN
WITH AN
OVERVIEW




The four stages within the iterative
process:




WILL
DISCUSS
LLIN

2.CHANNEL

4.ANALYZE

3.IMPLEMENT



. Social medla marketlng is an amazmg way for
busmesses to keep solid relationships with existing
customers and new ones. h
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Understandmg the concepts and mechanlcs of
social media and how you can use them to your
advantage. h
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Discovering how to set up engaging
Facebook and Twitter business profiles.




Creating a professional LinkedIn profile

Linked [{}}

and participating in Linkedln groups to
expand your network.




YouTube,







Whether that
life is long
and happy

depends on
what channel
you post to.




Also how
you manage
your
profiles—




SOCIAL MEDIA MARKETING
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STEP 1:



2.CHANNEL

WILL

3.IMPLEMENT
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In order to meet your social media goals,
you need to understand the game first.
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This is the first

of the pr cess
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3 step
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Now thls step

. will cover: I
‘L_____ Cover:




Distinguish between

EARNED OWNED PAID
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Recognize the most common
forms of social media.
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Identify differnt SMM: goals af\o!

explain how to set your own.
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EARNED MEDIA




=== EARNED MEDIA is free pubI|C|ty,

> \C,
generated by fans and customers X
‘ in response to content they like —
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OWNED MEDIA
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— OWNED MEDIA includes
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communications that a brand creates ™%
and controls via its own platform
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PAID MEDIA




== PAID MEDIA is any paid activity
that drives traffic to owned media
properties
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Whatever option you
choose, remember that
there will be hidden
costs involved



An engaging
profile requires
great copy



Multimedia assets like
photos and videos
(which you may want
to take yourself).




And a strateqy.
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You will have to fork out for
some kind of advertising to
reach socially tuned-in
audiences.



—So0 bear below things
in mind when setting out
your short- and long-
term goals



Fllndlng and tralnmg the rlght team
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COMPILING
DIGITAL
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Advertising your
business takes time
and money



2.Forms of Social Media 0
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Social media comes in all
shapes and sizes
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Facebook and Twitter are two of
the big players




Also Blogging platforms
such as WordPress,
review sites such as

TripAdvisor




Podcast platforms such
as PodOmatic can also
be classified as social
media channels.



And let us not forget
YouTube, Vimeo, Flickr, and
Instagram, which have
surged in popularity




No tending capturing moments and
sharing them with friends.
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Remember that social media

never sleeps




Smartphones have completely revolutionized how
people connect with one another v
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So businesses can now reach
consumers on the move, 24 hours a day




Managing this can be a full-time

job in itself




3. STAKEHOLDERS OF SMM
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The three key players
within social media are:

in R







ﬂ

ADVERTISERS
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SOCIAL PLATFORMS -




~ y ) N ) ‘
| | y— \ ’ v
A — - S ' !
A - =

waﬁéy have qu;'te an
interdependent relationship




—Users want to have a place
to engage
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Can do so on social platforms
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These in turn need to be
paid for, since server
space and staff do not
come for free!



The advertiser
covers these
costs and also

uses the platform
to reach users.




SOCIAL
ADVERTISERS PLATFORMS




The way in which users interact with
websites has changed considerably



tlally they ws:ted sites

and little else happenedvl
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Then so-called transactional
experiences appeared and users
were able to buy online
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The likes of eBay introduced a
dialogue between users and
advertisers for the first time
and marked the beginning of

the interactive process




Today this dialogue has
expanded into a full-blown
conversation between users
and advertisers around the
world



The continual communication has allowed
users to tell businesses what they want
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Social media marketing may not be for
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Before jumping headfirst
into the social media,
consider whether SMM will
fit your business




If your required the
channel (or channels)



Here are the main
considerations you
should take into :




TARGET MARKET



Think ....

Does your ideal
audience use
social media?
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Then
. there is no
\ pointin
wasting
¢ _timeand~__
o - .
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Social media blurs the lines between
personal and public content
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Users can rate and
slate your business
very quickly and visibly



So just make sure you have

nothing to be ashamed of.
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Your reputation and credibility

are in their hands.



Also, since you have greater
access to a user's interests and
behaviors, you need to be
careful about how you use this
data.



INSTANT
COMMUNICATION
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way bec 1es a thing o; the past.
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Your interactions w:th consumers are no
longer monitored, controlled, or carefully
managed, as the process is much faster
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ThIS does give your branda more ,.
human, approachable feel but it also ,ﬂ 1
_means sllp -ups can happen eas:ly \



So be careful if your content
manager is in a



< ...
o y Sesead
Sy A SNRE S ’
A U REA R

Bhosid oo TR RPN

& TR, V% 3 .,.,I
RIS i gt ey, RSO |

T A A 4 ST
: AN \

S
N\ ¢ .



.
-=

Social media is not a six-week
campaigh—




=l O1 29
—It has a calendar with no
endpolint.
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That can be quite a scary
thought, but by continually
adjusting goals and tweaking
objectives, the process
becomes far less intimidating



You decided whom you
wanted to reach and thought
of a great way to tell those
people you exist—
SOCIAL MEDIA.



Next you
created a
profile so
amazing

that users
started to
consider
your brand
and some
even
became
customers.




You made the transactlon process so
seamless, customers kept coming back |
and told all their friends
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For a fairytale ending like this you will
need to get some specific goals in place.



These may
include:
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Business goals like lead generation,
sales, and cost reduction.




Customer service goals like
consumer satisfaction and
the chance of
referrals/repeat business.



Product goals, such as
research, design, and
enhancement.



Communication
goals to build your
brand personality

and reputation




Marketing goals, such as branding,
awareness, and engagement









Channels %



Let's move on to STAGE 2 of |
the iterative process




WILL

3.IMPLEMENT



WILL START WITH FACEBOOK

facebook






Understand the
differences between
personal profiles and

business Facebook pages



Effectively create and
promote a well-
maintained Facebook

page.



Generate engagement

with compelling posts

and use insights to see
what works best.






The Facebook platform) has
exploded over the past 10 years

facebook

as a social and marketing tool for
millions of people around the world







96% of Facebook users accessed

via mobile devices.
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The opportunity for digital marketers
is huge!




Users
can be

reached
24 hours
a day







Facebook is
one of the best
platforms with

which to
engage people.
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Facebook



You are probably already
familiar with personal
profiles, where friend
requests are made and
accepted or declined.



This is a pretty time
consuming way of trying
to connect with your
audience.



Users can ighore your requests, so you do not
have the instant connectivity you crave.

J L JL



Also, personal profiles
are not optimized for
search engines



THEY DO NOT SHOW UP IN
GOOGLE SEARCHES




This is great for individual
users who want their privacy
protected, but not so great for
brands trying to grow their
online presence
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Get Great Reviews,

Attract More Customers.

Bro;dly.com
Z::::S B Like  [EanTenowi| M me | = @Broadly.com 09 Send Message
. Instead, most brands create a business

Ir

; page from a personal account.

Create a Page
-, Just got off the phone with Stephen. | have yet to exp
" k someone who is so knowledgeable and pa... See Mory
53 occerver o



THESE PAGES: |
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Can have unlimited likes or
connections;.and take just one
click of the Like button for a
Facebook user to connect



Are optimized for search
engines (because the open
settings place the page in the
public realm)
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Include a large amount of
analytics, and how often it
interacts with certain posts
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You can also track your
page's performance and the
posts on it
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With business pages, it is easier to tweak
content to better suit your audience



 Which is why smart brands go for

them over personal profiles
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faceboolk
EdgeRank
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EageRank Affinity Weignt lime Decay

Facebook uses an algorithm called EdgeRank

to organize a business page's content



It looks at friends (or “liked”
organizationé) on the page to
feed the most relevant content
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—AnNd it is the most important
piece of real estate you can get
your eager mitts on.



You may be under the
assumption that page
“likes” mean nothing.



If so,'you have o
been sadly

misinformed!
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Since EdgeRank promotes
posts that have been
published and liked by
friends over other types of
content



each “like” means your
posts have a greater chance
of connecting with the
people you want
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Creating Your
Business Page




Start by considering your
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> IDENTITY




ASK
YOURSELF:
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Am |l a brand or a product?
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Am I an artlst a band orda publ:c
figure?
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Your answers will help you
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R
pick the most relevant

optlon available




Next, you need to make your page in
the most professional way possible.
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Some key points to bear
in mind when creating
your page:



INCLUDE YOUR
BUSINESS DETAILS.
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illion friends if

ingam
none of them know how to contact you
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Upload an eye- catchmg cover photo in
addition to a suitable profile picture



Remember, your profile
picture will appear beside
your business name, so
choose one that represents
you well
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Keep the tone and style of
your brand consistent
throughout the page.



Update your page with
entertaining. and informative
content regularly to keep users
engaged



The updates that fans see in their News Feed
should make them want to take a closer look
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Add your
page to
your

Facebook
favorites

Favorites



Make sure you have at least two
administrators to manage your page effectively



This minimizes the risk of the
page going. down or being
hacked—forgotten passwords
will be less of a worry, too.



Making
Your _
Page >

Engaging f@/ k @\\
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As marketers, it is massively important to '
only post engaging content on Facebook
always bearing in mind that impact is key
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Your customers do not want to hear what
you had for breakfast



In order for your post to gain traction, it must be

relevant, interesting, and easily understood.
o
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Convoluted and complicated posts will not '
encourage people to “like” or share what
you have to say
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And those buttons are what can i1e|p you
grow your fan base from hundreds to
thousands and beyond
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You can optimize each post by asking '
whether the user will:
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Find It
Interesting
or funny.
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If you think your post will ndt have
any of the above effects, it probably

needs work
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In theory, Facebook offers

for posts



However
according to
research
carried out

by Jeff Bullas




Facebook posts
with no more than
40 characters
receive 86 percent
more engagement
than posts with a
higher character
count.



THE
STATISTICS
DON'T LIE
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As with all online content, the
golden rule is to keep it short and

simple.
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Use a
conversational
tone and try to
evoke a response
with your posts




In this way you
can encourage
two-way
interactions with
users.
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SOME TIPS TO BEAR IN MIND
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1 EMOTIVE IMAGERY is a great way

§ of catching people's attention.
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Okay, so you may not get it right first
time...or the ...or even the third!
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But keep go
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Change one or two things at a time
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B until you find a style that works. &



QUALITY
“"“QUANTITY



Avoid publishing hundreds of dull
and dreary posts every week.




Instead scale back on the
number and only post
content when it serves a

purpose.




STAY
. POSITIVE




Use an upbeat tone and make your page a place
where people will feel good about themselves.




MAKE THEM LAUGH!




ai “ ELY
| Throw in a little humor where possible—
a witty status or a funny picture can go a
very long way.
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GET THE
CAMERA
ROLLING




Video has
emerged as
the new
power tool in
the world of
Facebook.




Clips play
automatically in
News Feeds,
which
immediately
hooks people in.




Engaging videos get
shared by personal
and business pages
alike, with the
potential to reach a
massive global
audience




STAY BALANCED




yvou will risk
losing users’
interest if you
constantly go for
the hard sell.




Instead, sweeten
them up and earn
their trust by sharing
content that interests
them, even if it does
not directly relate to
your business




An effective page
means striking a
balance between
viral content and
business-led posts
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Include your deals and
offers to drive revenue,



Mix it up with entertaining, educational, and
engaging content to encourage interaction.
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‘You could be posting
the cleverest content
in the world, but
without knowing how

'ﬂ to analyze it, it
““ becomes useless




Studying a post's reach can reveal lots of
interesting data about its activity, such as:
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When are these fans
online?
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Is the post's'success
due to paid reach or
organic reach?
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By the way, ORGANIC REACH is

how well your posts perform by

themselves without paying for
any advertising




While PAID REACH is
boosted advertising for
your posts
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SPONSORED POSTS will reach
audiences that currently aren't fans as
well as your own followers, so when a

post is performing well, you might
want to pay for boosting its reach.
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ABOUT SOCIAL PLUG INS







