


Community Development
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Is there an opportunity to appropriately create a direct presence for your brand
in a specific social network?

Would your customers readily build relationships with you and with each other
through a community?

Is there a current social space that falls short in meeting the needs of your
customers now?

O Are answers to any of the above “yes”? If so, identify the connection points
between a social platform and your current marketing plan.

How would you use a community platform, and how would this change your
current marketing efforts?

What is the approval process that you would need to go through internally to
make this a reality?
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Chapter 10: Social Content: Multimedia

Monday: Blogs One Hour Exercise

Blogs to visit: Check off as you do.

a

N
a
]

Go Big Always (http://www.gobigalways.com)
Bazaarblog (http://www.bazaarblog.com)
Influence 2.0 (http://blog.cymfony.com)

The TED Blog (http://blog.ted.com)

Questions to Answer:

What about these examples seems to be the most useful?

How is disclosure handled? How does disclosure strengthen the blog and its

message?

How often is new content posted? Which items posted generate the most

comments (or the most passionate comments)?

How does the company handle the discussion within the comments? Does the

company participate?

How could you use a blog as a part of your own marketing effort? Who would
write it? Who would read it?
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Tuesday: Microblogs

Services to sign up for: Check as you create your profile.

a
a

Twitter (http://twitter.com)

Seesmic (http://www.seesmic.com)

Wednesday: User-Generated Content

Sites to visit: Check off as you visit.

a

Soulja Boy — How to Crank That (http://www.youtube.com/
watch?v=sLGLum5SyKQ)

Free Line Skates (http://www.youtube.com/watch?v=fghOsgGacnU)

Ben 10 Alien Force Alien Creation Chamber (http://www.youtube.com/
watch?v=Y1AL84BLRrM)

Joe and Joe Backdrop Project (http://www.youtube.com/watch?v=0]rH2Dj80Gc)

Home Depot $25,000 Remodel Contest (http://www.youtube.com/
watch?v=U68]_Teflgs)

Thursday: Podcasts

Podcasts to sample: Check off as you visit and/or subscribe.

a
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Personal Life Media/Living Green (http://blogs.personallifemedia.com/

Tiving-green)

Beachwalks with Rox (http://www.beachwalks.tv)

IBM Thought Leadership (http://www-01.7bm.com/webcasts/podcasts/channel)
Shell Global Solutions (http://www.shel1.com/globalsolutions/podcasts)

Slate Podcasts (http://www.slate.com/id/2119317)

Ted Talks (http://www.ted.com/index.php/talks)
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Friday: Wrap-Up
Looking at your notes of this week, answer the following;:
What are the most challenging aspects of your current marketing program

in terms of overcoming objections, of driving new user, or driving additional
purchases?

Which of these aspects lend themselves to assistance via video, photos, or a
podcast?

Which of these lend themselves to the kinds of content that your customers

w
~N
N

would create? Which would be best if you made the content, and then gave it to
your existing customers to share or comment on?

What are the most promising multimedia applications that would add depth to
the blog you created in the prior chapter?
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Chapter 11: Social Content: Reviews, Ratings, and Recommendations
Monday: Your Reading List

List five books you’ve read recently:

w
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w

Questions to Answer:

For each, did you like it? Why or why not?

For each, did you recommend this book? Why or why not?
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For any, did you write a review—anyplace—for this book? If so, what did you
say about it? If not, why not?

Tuesday: Becoming Popular

Sites to visit: Check off as you visit.

1 Digg (http://digg.com)

d  YouTube (http://www.youtube.com)
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Questions to Answer:

Look at the home page: Do you see the newest—or the most popular—
content first?

How does this change the mix of content that you actually view at each site
visited?

Looking at the top 10 items on each home page, which has more content
covering topics you’ve never heard of?

w
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How many of the topics—on either site—are also present in the headlines on
your favorite news site?

Which site offers the most unexpected versus expected content?

APPENDIX A: WORKSHEETS: PART III ®

Wednesday: Ratings, Reviews, and Recommendations

Blogs to visit: Check off as you visit.

[  Wall Street Journal (http://www.wsj.com)
Ad Age (http://www.adage.com)
Amazon (http://www.amazon. com)

Edmunds (http://www.edmunds .com)

I TR T

iVillage (http://www.ivillage.com)
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Questions to Answer:

Which sites made it easiest to share content? To rate content? To share the ratings?

On which sites did you actually share the most content?

If the tools on the sites that made it easiest to share content had been available
on all of the sites you looked at, would you have shared more content?

Thursday: Case Examples

Pick three clients at the Bazaarvoice website:

Things to Do: Check off as you go.

O Look at the product reviews. You may have to navigate to a specific product,
or there may be a link to “top rated” items present on the home page. Think
about the advantages and disadvantages of having direct access to top-rated
products.

O If a Sort by Ratings feature is available, use it. Think about the impact of the
role of ratings and your ability to navigate them in terms of contribution to
shopping-cart value. If this feature is missing, ask yourself what difference it
makes to your overall shopping experience.
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O Look at the reviews associated with the various ratings: Do the reviews tend
to support the ratings, and vice versa? Is the combination of ratings and
reviews more valuable than either alone?

Friday: Add to Your Plan

Questions to Answer:

Based on your current digital marketing efforts, could you add Digg or
Del.icio.us buttons to encourage recommendations and sharing?

How could ratings, reviews, and recommendations be applied to your business?
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Chapter 12: Social Interactions

Monday: Event Listings

Blogs to visit: Check off as you visit.

N

]
|
a

CitySearch (http://www.citysearch.com)
Eventful (http://www.eventful.com)
Upcoming (http://www.upcoming.com)

The website for your local arts and events guide

Questions to Answer:

For each site you visited:

How quickly were you able to find events?

Was “sponsored” content presented? If so, how relevant was it?

How many pages did you look at in total? Was all of the information you

needed presented on a single page?

Which sites encouraged you to add your own ratings and reviews?

Were the ratings and reviews of ordinary people presented equally to those of

professional or celebrity critics?

Which sites offered feeds or alerts?
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Which sites offered the ability to import your existing preferences related to the
type of event you were seeking?

How could you use the services you visited today to promote marketing events
that you may be planning?

Tuesday: Location-Based Services
Services to visit: Check off as you visit.
0 Dodgeball (http://www.dodgeball.com)

O Brightkite (http://www.brightkite.com)

Activities: Check as you Complete.

O  Sign up for Dodgeball and Brightkite.

Go to the Brightkite website and log in to your account.
Check in on both services.

Using Brightkite, see where you are after you check in.

If you have friends using Brightkite, add them.

Using your phone, send a “? Starbucks” or similar request.

Go and enjoy a cup of coffee with your friends.

Wednesday: Email and Bacn

Questions to Answer:

How many “Urgent” emails?
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How many “Important” emails?

How many “Not Important” emails?

How many “Spam” emails?

What is ratio of “Urgent” to the total?

What is ratio of “Important” to the total?

What is ratio of “Not Important” to the total?

What is ratio of “Spam” to the total?

Thursday: FriendFeed

Visit and check off as you complete.

a

a
a
a

Go to FriendFeed (http://FriendFeed.com).

Create an account.

Search for people whose activities and content you’d like to keep track of.

Using the Services menu, add the services (social sites) that you have
established to your feed.

Create an imaginary friend.
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Friday: Build Your Plan

Questions to Answer:

What events have you planned that could be listed and promoted through a
service such as Eventful or Upcoming?

If you added a link to Eventful’s Demand It page, could you build a schedule
around that?

How can you use location-based services?

w
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How can you apply feeds to your business use of the Social Web?
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Worksheets: Part IV

Chapters 13-14
Chapter 13: Objectives, Metrics, and ROI
Monday: Your Business Objectives

Check off each item as you complete it.

[ Look at the business objectives and success metrics you defined when you
created your social feedback cycle. Add to these the larger business objectives
that define your company or organization’s success goals for the coming
years.

w
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1  Connect each of your specific goals and success metrics set in Chapter 3,
“The Social Feedback Cycle” to one or more of your overall goals.

[ Define each of the success metrics, and identify the source of the data you’ll
need to support this metric.

Tuesday: Your Audience

o Using standard age groups and demographics, identify each of the audience seg-
ments you are interested in with regard to your social media campaign.

o Briefly describe what each of your specific segments does when online.

o For each segment in your audience, create a profile of the typical behaviors you
expect. Do they create content, comment on posts and articles, or is your audi-
ence the “read only” type?

Segment Description Expected Behavior
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Wednesday: Content Metrics

Part 1:

Talk Generators

Check off each item as you complete it.
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Look back at Figure 13.1 and the definition of your audience and your business
objectives. Confirm that there is something for people to talk about and that the
audience is likely to be talking about it.

List the specific features or unique attributes of your brand, product, or service.

Create the same list, except do it for one or more of your competitors.

My Product or Service

Audience Segment Feature, Benefit, or Other Item of Interest

Competitor’s Product or Service

Audience Segment Feature, Benefit, or Other Item of Interest
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Part 2: The Conversation
Check off each item as you complete it.

[  Using the services suggested, search for these items and write down (or
summarize) what you find.

d Trace the posts that you found back to their source. See if you can identify
the type of audience member that contributed each item and ensure that you
have accounted for this segment in yesterday’s exercise.

[ Integrate this data and its sources into the metrics section of your social

media dashboard and report card you created in Chapter 8, “Build a Social
Media Campaign.”

[tem Summary of Conversation

w
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N
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Thursday: Relevance Metrics

Check off each item as you complete it.

[  Look back at the conversational data you collected yesterday. Does any of
this reference your brand, product, or service? Is it positive or negative?
Create a baseline that will help you establish a loyalty indicator.

1 Look at your web analytics. Do the metrics such as time spent and bounce
rate exist? If they do, collect them and establish a baseline. If they do not,
talk with your IT or web team and see if you can get them. Using the metrics
you have, create a baseline for time spent and bounce rate so that you can
track changes.
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a

Look at any metrics available to you that indicate a strong sense of
participation or attachment. Are people participating in the way you’d like
them to participate?

Integrate this data and its sources into the metrics section of your social
media dashboard and report card that you created in Chapter 8.

Use this data to create your baselines for your selected measures.

Friday: Impact Metrics

Check off each item as you complete it.

a
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Looking at your web analytics, review your referrer data. Add to this any
applicable internal data you may have that helps you identify the arrival of
specific audience segments.

Look at the average time spent on your site and the bounce rate, but limit
it to the commerce portions of the site and the informational pages that
directly support commerce.

Look at actual conversions, the number of reviews created, and any
recommendations. In short, look at anything that helps support the difference

in people visiting your site with and without exposure to social media.

Integrate this data and its sources into the metrics section of your social
media dashboard and report card.

Use this data to create your baselines for your selected measures.
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Chapter 14: Present Your Social Media Plan
Monday: Business Objectives

List and define your business objectives.

Objective Current Efforts Current Status and Measures

w

APPENDIX A: WORKSHEETS: PART IV W g

List and define your audience.

Segment Likely Social Media Channel Best Practices and Notes
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In your campaign, how will you ensure transparency?

Tuesday: Choose Your Methods

Complete Each of the Following:

Net Promoter

Based on your Net Promoter score, indicate by campaign whether it will be a listening
campaign or an outreach campaign.

385
Campaign Objective Listening Outreach :
d d =
Z
g
Q Q z
:
Q Q =
Q Q -
=
d d g
2

Touchpoints

Based on your touchpoint map, identify the three most important talk generators.

Touchpoint Positive  Negative
Q Q
Q Q
Q Q
Q Q
Q Q
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Challenges and Opportunities

For each negative issue or challenge, briefly describe how you will engage other teams
or departments to address it.

Issue and Action Needed Requires Assistance From

w
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Wednesday: Pick Your Channels

Selected Channel Service Providers Concept Cost

Thursday: Verify Your Metrics

Objective Success Metric Source Confirmed

a

o U U o U
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Friday: Wrap It Up

Check off each item as you complete it.

O Check each of the primary sections of your plan.

O  Verify the facts, sources of data, and similar details.

O Set a future meeting time and then present your plan.
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