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Social Media Revolution (video)

This video was embedded in our live presentation.
Please click the link below to view it on YouTube.

http://www.youtube.com/watch?v=sIFYPQjYhv8

A Quick Room Survey

Social

Aﬁpe‘rﬂm@rkrilrg.:vice focuses on building online communities of people
who share interests-and/or activities, or who are interested in exploring the
interests and activities of others. Most social network services are web based

and provide a variety of ways for users to interact, such as e-mail and instant
messaging services.

Social networking has encouraged new ways to communicate and share
information. Social networking websites are being used regularly by millions of
people.

While it could be said that email and websites have most of the essential
elements of social network services, proprietary encapsulated services gained
popularity in the first decade of the 21st century.

‘WIKIPEDIA

The Free Encyclopedia
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Blog

Ablog (a contraction of the term "weblog")[1] is a type of website, usually

maintained by an individual with regular entries of commentary, descriptions of
events, or other material such as graphics or video. Entries are commonly
displayed in reverse-chronological order. "Blog" can also be used as a verb,
meaning to maintain or add content to a blog.

Many blogs provide commentary or news on a particular subject; others
function as more personal online diaries. A typical blog combines text, images,
and links to other blogs, Web pages, and other media related to its topic. The
ability for readers to leave comments in an interactive format is an important
part of many blogs.
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Twitter

Twitter is a free social networking and micro-blogging service that enables its
users to send and read messages known as tweets. Tweets are text-based
posts of up to 140 characters displayed on the author's profile page and
delivered to the author's subscribers who are known as followers. Senders can
restrict delivery to those in their circle of friends or, by default, allow open
access. Users can send and receive tweets via the Twitter website, Short
Message Service (SMS) or external applications. While the service itself costs
nothing to use, accessing it through SMS may incur phone service provider
fees.
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Facebook

Facebook is a global social networking website that is operated and privately
owned by Facebook, Inc.[1] Users can add friends and send them messages,
and update their personal profiles to notify friends about themselves.
Additionally, users can join networks organized by city, workplace, school, and
region. The website's name stems from the colloquial name of books given at
the start of the academic year by university administrations with the intention of
helping students get to know each other better.
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Linkedin
LinkedIn (pronounced /'linkt. In/) is a business-oriented social networking site
founded in December 2002 and launched in May 2003[1] mainly used for
professional networking. As of October 2009, it had more than 50 million

registered users,[2] spanning more than 200 countries and territories
worldwide.
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i know it's off seo toplc, but I'm going to start a new blog, WP
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@dbarnhart you'll have to tell me more about your services

weetDeck in reply to dbarmnant

10/26/2009




Larry DeVincenzi - panel Member

Managing Partner of SmartBrand
smartbrand.biz
smartblog.wordpress.com
smartbrand.ning.com
projectecobrand.com
facebook.com/smartbrand
facebook.com/larrydevincenzi
linkedin.com/in/larrydevincenzi
twitter.com/smartbrand

twitter.com/larrydevincenzi
twitter.com/ecobrand

10/26/2009

Social Media Is Just One Part Of An Integrated
Marketing Plan Entire

Yuur Campary
Rrand identity)
Py
consen) )
e ol Bt ‘k Pabilic Ralatians
& st am Sareemie

Soce Mgt Litering
d Camemrity b boat eiaea ity
Crstart Crarsishon

trtarmat Envrerayalty Erggemant & e s
Etmiral Earmarify 63 aperer B
(e

B Waggre
\%) B ey #f
wang iy
i 2 ok iiiriing

Ad Sewm

Pl Buryirg

Focus On Entire Brand Experience
Optimize Your Social Media Channels

Fat- |
el
use: 4@ e
e v —~ %
Arcumtes, Atk By ) E
® 'a : O]
9 BiogsRSs
Astieins, PR e anlogy
Nemi. Events e
Social Media

Optimiration




Four Steps For Managing Your Social Media

Step 1. Use simple tools to make the most of social media.
An example is TweetDeck — not only does it incorporate Twitter , but you can see your
Facebook friends’ updates at the same time.

Step 2. Focus on sending out high impact messages.

Examples: share really useful links, news related to your field, things that are truly funny
or inspirational, or inside information about your business or blog. The key is to make sure
almost every message is something that people will want to share with their friends.

Step 3. Let go of the need to read everything. Learn to scan.
Be selective. Find sources of information that are valuable. And scan to get the gist of
what's going on, instead of trying to read every message.

Step 4. Decide which social media give you the most value, and
simplify.
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Choosing A Social Media Consultant

Engage a consultant that shares a “media-agnostic perspective”. It's not the tools that create
results ...it's the strategy and messaging that will ultimately win the game for any brand.

Seek a marketer, not a “techy”. seek marketers who have embraced and utilized social tools as part of
overarching awareness, conversion or loyalty campaigns — they get t, and can guide you to success overall.

Look for quality... not quantity of clients — not followers. pon't mistake online popularity or digital
verbosity with expertise  they are far from the same thing

Look for selflessness rather than self-interest. A good consultant will champion and advocate for their
client brands without regard for their own personal growth or online positioning. Beware the *hangers-on” who are focused on a
steady stream of work than deploying the right strategy for your brand.

Demand evidence of commitment. Look for testimonials and absolute proof positive that this “guru” has
consistently produced for people and brands like yours.

Look for final products, and ask them to fully disclose their role. Find out exactly what
that consultant has done for any client, and ask for an example of that specific work.

Form close relationships with people who give you the most value, not

everyone. Find out exactly what that consultant has done for any client, and ask for an example of that specific
work

Manage your time wisely. it can be easy to do social media too much. Find ways to integrate social media
activities in your lfe without them overwhelming the other work you have to do, and your personal life.
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Content is king . . . Start with a great idea.

Choose your weapon(s).

N 8] flin

Passive Active
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Interact. Social Interaction, to be
precise.

Interaction is a kind of action that
occurs as two or more objects
have an effect upon one another.
The idea of a two-way effect is
essential in the concept of
interaction, as opposed to a one-
way causal effect.

Listen and answer back.
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Additional Survey

Please complete your handout.
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Additional Survey

| .What are your goals for entering social media?

2.What do you hope to accomplish?
3.How does this tie into your current sales and marketing plan?
4.Which Social Media channels do you currently use?

a) blog b) Twitter c) Facebook d) Linkedin e) other
5.Which social media channel(s) would you like to add? Why?
6.How are you branding your channels?

a) personal name b) business name c) both d) other variations

7.What keywords do you think apply to your idea, service or product?

Using social media to Grow Your Business and
Make Money requires a plan

4 Take a look at your current plan and review the ways you are currently reaching. your target
market. Ask yourself, what’s working and what’s not? Determine where social media fits in.

4 Think about your ideal customer, what social media are they using? Look at the demographics of the
users of LinkedIn, Facebook, Twitter and the others and see if it matches. Ask your current customers
what social media they use.

4 Think about your image and the messaging you want to use to communicate on social media. Figure
out the best branding — what names you will use for each media — your own name, your business name,
other.

4 Make an editorial calendar for what you will post. Good content is the key. Push out contenton a
regular basis and then in between you can promote your events or specials. Engage in conversation,
respond to others, post questions people can respond to.

4 Determine who is going to be responsible for posting. It needs to be done consistently.

4 Review and evaluate the results of what you have executed. Make changes to your strategy based on
this information.
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