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Strategy without tactics iIs
the slowest route to victory.
Tactics without strategy Is
the noise before defeat.

- Sun Tzu



Traditional Marketing

TV Ads eMail Blasts

Sisyphus
Greek God
of Marketing
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Getting Found Is Getting Followed

To be ‘Followed’ you must ‘Lead’

Define your ‘Beacon’

-Sim
-Sim
-Sim

0
0

0

e relevant and consistent message
e single search term (SST)
e theme: Educate, Entertain, Engage




Community of Common Interest
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Information Problem: Social Media is Millions of People

having Billions of conversations

Messaqging Issue: Focus on what is important to develop
a following...
“*Community of Common Interest”
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Social Media — “the numbers game”

1L

10 People
45 Connections
Somewhere between 4

Metcalfe's Law

Orisit
Reed’s Law
Or
Sarnoff’'s Law




5 Social Media Traps @

1. Set up ALL social media links that contain the company logo and /
or promote the company under a company officer's email address
and password.

- The person who sets it up under their g-mail
account now owns the site — even when they are gone.
2. Define a Social Media HR policy
- How to address access
- Who clears what is said and how it is said
3. Social media only works when people can connect with other
people. Social Media is transparent
- If you only have two fans on Facebook and one is your key
client. Your competitor can see that to.
- If you lock down the security on your sites then no one will
want to join. Remember “security through obscurity”

4. You will attract some ‘bad press’ —deserving or not.

- Address it through postings and move on. Depending on the
nature of the issue, reach out to the individual privately

5. Once you start do not stop

- Social mediais aliving component of your business and
must be updated regularly.



Socilal Media Genealogy

Social Comment &
Bookmarks Reputation
Crowdsourced

Pictures Content

Blog Platforms
LiveCasting - r
Video and Audio

Wiki Blogs/Conversations

Noumia Blog Communities
The Conversation
The Art of Listening, 4Rttt ) Micromedia
Events
Lifestreams

Docu i

S Specific to Twitter

facebook|
Video Aggregation

SMSNVolce

Social Networks

Location Niche Networks
Customers

Service Networks



Social Media Differences

MAKING FRIENDS IN SOCIAL MEDIA
LINKEDIN

FLEASE EUBM[TN
YOUR RESUME,

MIKE TWO LETTERS OF
LET'S BE RECOMMENDATION
FRIENDS. AND A BLOOD

SAMPLE.

FACEBOOK

SURE, YouU

AND I ARE
BOTH FRIENDS
MIKE
LET'S BE WITH MARK.

FRIENDS. LET'S CONNECT!

TWITTER

I AM MIKE'S ROBOT.
YOUR REQUEST
FOR FRIENDSHIP
HAaS BEEN
AUTO-APFROVED.

MIKE,
LET'S BE
FRIENDS.




Social Media Sites

* Can integrate Google Analytics

Site Structure Target  Focus Search Reach Apps RSS Stats*
) Business Individuals, || All registered | 2" thru 3 | Limited 3" party
Professionals Business users, limited | degree, apps-SlideShare, o
Groups, sub- to contacting| URLs+1-Twitter
Groups people)
Individuals All registered Integrated
Individuals (Profiles), users, Followers, |3 Party apps, FBML *,
(Friends) Business Fan Pages Groups (TW|tter, t_)logs, Fan
(Page) and indexed Imks), Pf:ud ads Pages
Groups Media Rich!
’@m@g@ Individuals All registered | Followers, 1000's of
! A i ' ﬂ (Micro-blog / users. Favorites — | 3" party apps 50Jf
‘r ) l b Ak & Followers) Individuals Conversations| via DMs (API) Twitter
— . W Content and RTs apps
‘59 By Followers/ | Varies by blog, Built in
— Individuals Individuals | Categories, | readers Wordpress.org limited
N Tags, indexed supports few Stats *

» A Social Marketing Strategy must include all four elements
* No one social media site is a silver bullet
 All social media sites provide some level of ‘relationships’
» Other “social media sites provide utility; media (YouTube), photos

(Flickr), social bookmarking (Reddit), geo-following (FourSquare)

* More and more social media sites link to one another — synergy

"
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Social Media — Popular Sites
n Facebook: >400 Million users

- 50% of users log in daily

- Average user has 100+ friends

- People spend 500 Billion min/month on Facebook
- 35 years and older is fastest growing demographic

. Twitter: >100 Million users
- Adding 300K users per day
- >75% of Twitter traffic comes from external sites
- >600 Million search request per day

LinkedIn: >75 Million users
- 60% High Income users, $100K +
- Incomes of $200K to $300K are 7X more likely to
have over 150 connections
- Traffic Up 323% in one year

Blogs: >200 Million blogs
-120,000 new blogs added a day
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Social Media Interaction

High

Website

Email Marketing
Content

Depth

Low |

Required Interaction Frequency



Twitter — Getting Started

Go to http://twitter.com.

When you get to Twitter.com, you’'ll see this page:

Twitter is a service for friends, family, and co-workers
to communicate and stay connected through the
exchange of quick, frequent answers to one simple
question: What are you doing?

Join the
conversation!

Get Started Now!

Select Language ... |

| > Watchavideol

Please sign in

user name or email address:

FASEWArD
I_I Remember me 5'9“ In =
Forgat password? Click here,

Already using Twitter from
your phope? Click here

Click the Join the conversation! Green Box



Twitter — Getting Started

Create a Free Twitter Account Already & member?
Please Sign In!
. Already s Twir Mt
Jeername: | bizdeviom - hitp. | e com [ USERNAM amsiiie e bl
. y . i w1l gt you signed up an
Lhe web

FAsswnrd sessrsmsvanannw

Email Address
gt gt R [ o1 II }

THRE IR WD mords

! | wanr rhe nside scacn—peease send me pmall updares
1 accug

laocepi- Create my account

£ ZEIE Twatie ADRCHIR LI L 1 i i &

Create a Username.
If you are using this twitter account for brand management for your business, I'd

recommend using your domain name minus the dot com/net/etc. (ie.

http://twitter.com/salefish)

If it’s just for fun or personal use, use whatever you want as the username.
Add your email address, personal or business.

Type in the security code then click “I accept, Create my Account”



Twitter — Getting Started

O

Are your friends on Twitter?

Search Web Email (Hotmail, Yahoo, Cmail, Etc.) & Email Security
We don't store your
Your Email | @ Gmail =] login, your password is

submitted securaly, and

Email Password wa don't email without

your permission.

continue =

skip »

38 people from your address book are using Twitter!

continue =

,,/@

Add people to Twitter

¢t below

send invites

Start connecting!

As you can see by the picture
below, Twitter asks for your
email information. They state
very clearly that they don’t use
or share your information
anywhere:

Note:

If you're really concerned about spam, set up
a new Gmail email account that’s just for your
twitter account.

| do get spam from social media.



5 Degrees of Twitter

Heachability of the Twitter network

1 Standard deviation away [JJ] Expected % of Twitter network visited

il D 3 4 5 7 B g 10 11 |2

sysomég

Here are our major findings of Sysomaos (5.2B Twitter friendships, June 2010):

*The most common friendship distance is five steps. (The average distance is 4.67 steps)
*The second most common friendship distance is four steps.

*On average, about 50% of people on Twitter are only four steps away from each other,
while nearly everyone is five steps away.

*After visiting an average of 3.32 people within the friend network, Twitter users can
expect to find one of their followers!



When to Tweet — How many Tweets

Tweet at 10am and 2pm
Re-Tweet at 4pm

Less IS more



URL Shortening

URL Shortening is critical to Tweeting. Most URLSs that you will share are

well over the 140 character limit set by Twitter.
Enter tinyurl.com and bit.ly. Most Twitter clients and utility that require

URL shortening use bit.ly.

http://www.weather.com/weather/today/
McKinney+TX+75070?Iswe=75070&Ilwsa = http://bit.ly/af5bVJ

=WeatherLocalUndeclared

M &M l:l 2Y m Sawe Graph Image g‘ Export C5WV @ Embed Graph |ﬁ Permalink
Visits tinyurl.com bit by
S0M
40M
30M
20M
.—-—____*
10M - . & —
05/2008 06/2005 07/2009 08/2008 08/2008 1042009 1172008 12/2008 012010 02/2010 03/2010

@ Monthly Normalized Metrics / April 2010 (&

Visits (2 Monthly Change Yearly Change B
tinyurl.com 17,538,894 +118.80% -2.81% - |
Uncategorized
Top Search Terms (613 Terms): Top Referral Sites (8,458 Sites): Top Destination Sites (9,166 Sites): Top Tags:
tinyurl, tiny url, adult friend finder, facebook.com, twitter.com, google.com, facebook.com, google.com, twitter.com, ad-serving, marketer-interest

; ; i e e

bitly 57,085,111 +42.74% +552.54% [ -

Uncategorized

bit.ly, bitly, bit ly, url shortener, kampman facebook.com, twitte:
e soutub



What's happening?

TWltter 101 | Leave room for RT, use <120 characters

@Z The @ symbol is a way of referring to another Twitter user. For example, @BizDevTom, means

you're either sending a message to BizDevTom or you're talking about him in your message. Using
@username in atweet is also referred to as a Mention and is public.

RT (Retweets): RT stands for "ReTweet." To retweet someone's message is to share their tweet with

your own Twitter followers. But always be sure to credit the original person who tweeted. (Via
@username works well.) Rule of thumb is if you retweet, you can shorten the original tweet to fit the
140-character limit. But do not change the gist or meaning. Another way to address RT is to use <130-
characters to provide room for retweets.

Reply (@username): Reply is when you respond to a tweet from a particular user. To reply to any
given Twitter community member where it's placed in the public feed (everyone can see what you are
saying) is called a Reply.

DM (Direct Message): Whereas replies are completely public, a direct message is a private message
that you send through a discussion board. You can only send a direct message to someone that is
following your account. Send a direct message by prefacing your tweet with "DM username.”

# (Hash Tags): Twitter messages don’t have a field where you can categorize them. So hashtags were
created, which is just the # symbol followed by a term describing or naming the topic. "This message
Is about #using twitter". If anybody searches twitter for #using, my tweet will show up as well as any
other tweets using same hashtag.

bit.Iy: To save space when tweeting a URL. Sites were created that will create a shorten URL string.
One such site is bit.ly, there are others, that will shorten the URL without losing link information.



Twittequite

Twitter Do’s

DO follow the Blogger Code of Ethics within all things social media: Be
transparent in your reason Tweet (Let your followers know your about -
Customer Service, Promotions, White Papers, etc)
*Respect other Twitterers (Know when to participate and when to listen)
*Think before you direct message (Will your direct message be seen as
helpful or intrusive?)
Make sure your message directly relates to those you are reaching out to
*Provide value to your followers (Whether it’s free product or valuable
advice, something that gives you credibility and reiterates the value you
see in your followers)

DO spread the word about your participation on Twitter - include your Twitter
‘handle’ in your email signature, send out your Twitter URL,
http://twitter.com/USERNAME to co-workers, peers and even customers.



Twittequite

Twitter Do’s

DO see what other businesses are doing on Twitter

DO use Twitter search engines for keyword searches around brands,
products and topic of interest.

DO follow Twitterers with similar interests to establish a brand presence
within conversation

DO use Twitter to start a conversation

DO be dedicated to Twitter. Having more than one employee on Twitter will
ensure an ongoing company presence.

DO ask questions and get feedback from your followers

DO engage consumers in co-creation and get constructive insights for
future company developments or publications



Twittequite

Twitter Don’ts

DON'’T use Twitter to push ads or brand messaging. Don’t just Tweet but
also follow others to join in or start a conversation.

DON’'T use Twitter to tell your everyday tasks, make sure your Tweets are
resourceful, entertaining and/or valuable to your followers

DON’'T be boring!

DON’'T panic if you are “Twitter-Jacked”, where other Twitterers use your
identity within their Twitter handles, instead contact the Twitterers and
find out their reasoning before taking action (they could turn out to be
your biggest fans)

DON’'T REPEAT - DO NOT Tweet anything about clients, co-workers,
friends, etc. that you would not want them to see - this is a good way to
burn bridges and lose customers (not to mention make a bad name for
yourself)



Twitter Strategy
- Follow, Create, Engage

Follow

*Find others who are Tweeting about topics or issues that will be covered at
your event.
*Follow users who are discussing your brand or product - they’re likely to be
Interested in your company’s official point of view on the event and might be
able to help you spread the word.
*Customize an existing Twitter handle with an event-specific hashtag (#)
for a set period of time or create a Twitter handle solely dedicated to that
event. #votereport was used by people live-Tweeting from the polls

*As event approaches, use Search.Twitter or Hashtags.org see what other
hashtags (#) are being used around the event you’ll be attending. Use it in
every tweet so that your content is easy to find by searchers.



Twitter Strategy
- Follow, Create, Engage

Create

*Your handle will have its hey day during the actual period that the event is
occurring. This is when others will be looking for coverage from the event,
and you can provide areal service by providing on the ground reports in real
time.

Make sure your Tweets are meaningful - great articles, new statistics, or
Important announcements shared by speakers make for great Tweets.
Eyewitness experiences that non-attendees would never know about are also
high value. Give people information they can use themselves, or would care
to share with others.

*Spoiler alerts! Remember that if you're live-Tweeting sporting competitions
or other live events on tape delay not everyone is dying to know the final
outcome. Consider including a “spoiler alert” warning if appropriate.



Twitter Strategy
- Follow, Create, Engage

Engage

sInteracting with other Twitterers who are at or interested in the event is just as
important as the live-Tweets that you put out. Tweet and search for other event
related tweets to respond to.

*Ask your followers questions and answer theirs - there is real value in creating
a community around your event coverage, especially since your brand is the
reference point.

*Follow, interact and DM with influential Twitterers who are also interested in
the event to help increase WOM (word of mouth).

*Other less visible Twitterers are still important. They may be more apt to
engage multiple times during your event to help build participation and
content.

*Be pro-active in organizing on the ground Tweet-Ups, where attendees come
together to meet in real life to network with others with similar interest.



Tom’s Top Twitter Tools

Twitter Managing/Interfacing Client:
http://www.tweetdeck.com
http://www.hootsuite.com

Twitter Search Clients:
http://www.twootles.com
http://search.twitter.com/advanced
http://www.twellow.com

Twitter Alerts/Analytic Clients:
http://www.tweetbeep.com

Twitter Post Scheduler Clients:
http://Iwww.tweet-u-later.com

http://www.socialoomph.com
- with auto-DM

Twitter Pay for Clients
http://www.twiping.com
- target key words, auto follow, etc

Twitter Job Boards:
www.tweetmyjobs.com

A

e

Twitter Misc. Client:
http://twtbizcard.com

http://bitly.com
http://www.tinyurl.com
http://decenturl.com

Note:
1) Do not forget to Auto-Follow
2) Do not forget to DM with Thank You


http://www.tweetdeck.com/�
http://www.hootsuite.com/�
http://www.twootles.com/�
http://search.twitter.com/advanced�
http://www.twellow.com/�
http://www.tweetbeep.com/�
http://www.tweet-u-later.com/�
http://www.tweet-u-later.com/�
http://www.tweet-u-later.com/�
http://www.tweet-u-later.com/�
http://www.tweet-u-later.com/�
http://www.socialoomph.com/�
http://www.socialoomph.com/�
http://www.twiping.com/�
http://www.tweetmyjobs.com/�
http://twtbizcard.com/�
http://bitly.com/�
http://www.tinyurl.com/�
http://decenturl.com/�

=
£

Twitter 101
Social Media Breakfast - Dallas

By

Tom Jackson

Sale Fish Marketing

972.740.7367
thomasjackson@thomasjackson.info

(6-2010)



	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29

