Social Media Masterclass
Moscow 2014

Trainer: Nick Baggott FCIM FIDM

Twitter (njbaggott)
Google + (nick baggott)



Nick Baggott

« MD of Navigate Consulting Ltd.

« Formerly Head of Consulting and Group Client.
Service Director — Chemistry Communications Group PLC.

« CIM Faculty Member, Fellow of IDM and CIM, DMA Council.
« Google Global Faculty, 2010 to date.
* Microsoft EMEA and LatAm Region — CRM and Digital Marketing.

« Clients from B2C, B2B and Public Sector.

— Including CA, Yell, Diageo, Allied Irish Bank, Vertu, O2, Lloyds TSB
Insurance, Reuters, William Grant, Unilever, American Idol,
Mitsubishi UFJ, Dyson, Manchester United, Google, HSBC, Royal Bank of
Scotland and Kodak.

— Learning and Skills Council, Meningitis Research Foundation, BMA,
Transport for London, Cabinet Office, Surrey Police.
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About today

» Please ask questions (especially jargon).
— No question too simple!

« Do share examples of best practice.

* Programme.

CIM

Marketing



Agenda Social Media

Introduction.
— Social CRM.
— Social media trends.

 Planning model.

— Baggott, Hansell, Lumley
Planning Model.

« (Case study set up.

« Customer engagement model.

 Integration.
— Idea driven campaigns.
— Sources of information.
— Importance of insight.

CIM

Media selection.
— Owned, earned, paid.

Social media channels.
— Reputation management.

Measurement.
— Sentiment tracking.

Resources required for
social media
implementation.
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Agenda Day 2

 Introduction.  Digital Marketing Strategy
- Digital Trends and Planning.
Implications for you. « Measurement and
« SEO and SEM. Analytics.
- Display Advertising. » Strategy Exercise.
« Acquisition Exercise. » Wrap Up and Summary.
« eCRM and Email
Marketing.

 Social Media Management
and Content Marketing.

C ” |Ml Marketing .



How much do you us social media?

* Novice

« Use at home but not work
« Use at work but not home
« Use both

« Expert

C ” |M| ivian'ke&'ingm



Which sites are you on?

« Facebook. P

o Twitter. e O ot Logi
« Linked In.
* YouTube.

« Google +.
* Pinterest.
* Vine.

u Slhasmn Woadris {"'"‘""--- -...,.,. - kg f.f:‘:'.',"_s'j‘:ff"',',l4',‘ war
* InStag Fam. Ba vans i s ey s e
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!

* Vk / Vkontakte.
* QOdnoklassniki.
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How the world is changing

- “The same rules still apply:
g <0008 We are just working on a broader
' . canvas with a richer set of
colours”

Mohan Sawhney
Kellogg School of Management

OLD RULES — NEW TOOLS

CIM Markeing N



So, what is web 3.0 then?

CIM
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CIM

Social media trends

Markeﬁng@


C:/Users/Nick Baggott/Documents/Nick Work/Nav Clients/videos/Socialnomics 2014 by Erik Qualman.mp4

Integrating on and off line....

Using digital media to amplify the message:

You QL3 dumb ways 10 de Q

Dumb Ways to Die

. Dumb\¥ aye20be 53,620,560

http://www.youtube.com/watch?v=I1IJNR2EpSQjw
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http://www.youtube.com/watch?v=IJNR2EpS0jw
C:/Users/Nick Baggott/Documents/Nick Work/Nav Clients/videos/Dumb Ways To Die Case Study.mp4

Social CRM - integrating website and CRM

Event Mgmt

(B2B client)
Social media
search | | Web site
7 Customer
CO”tef‘t -7 Portal
Repository
A Intranet

CIM

Anonymous users

v

Registered users

\ SN
? CRM
'

Scoring / reporting
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Social media global growth stats

Sept
2009

Facebook active users 1.1 bn* 901m 640m 350m 250m
Twitter registered users 500m 465m 175m /5m 10m
LinkedIn 200m 150m 100m 50m 49m
Google+ 359m 90m 10m

Pinterest 48m 12m

Instagram 150m*

*1in 8 peoplein the world!

SOURCE: 2009 to 2011 stats - http://econsultancy.com/uk/blog/7334-social-media-statistics-one-year-later
Mar 2012 and Mar 2013 stats - http://www.jeffbulas.com and Global Web Index Data
* Instagram data from their press office Oct 2013

C ” |M| Ma[ketingm
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Latest stats

http://www.searchenginejournal.com/growth-social-media-2-

0-infographic/77055/

Search Engine Journal

CIM
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Nobody Cares About Google+

No Priority How will you focus efforts for 2014? High Priority

0.9 % | § Facebook B s12%
10.8 % @ v vier D 43.7 %

6.1% d & vourwee D 29.7%
23.3 % O © instagram [T 19.1 %
19.6 % @ invean [ 16.7 %
22.8 % G 3 cooger D 14.1%
34.8 % - P Pinterest . 74%
60.9 % o ¢ ) 3.6%

Q socialbakers

Who Did We Ask?

When we =ay glebal, we mean global. 82 countries are represented in thiz survey reflecting a variety of
industries including Education (13%), E-commerce (9%), Software (9%), Travel (3%}, Nonprofit (%), and Retail
(7%). Company size doesn't matter when it comes te social media presence so we asked the Davids (less than
50 employees) and the Goliaths (over 5,000 employees). We owe a great debt to the 500+ marketing
professionals who contributed to this repert. As a thank you, they received the complete survey results in
advance of this release. So, den't miss out next time and take part in our upcoming surveys.

http://www.socialbakers.com/blog/2110-the-state-of-social-marketing-2014
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TWITTER IS THE FASTEST GROWING SOCIAL PLATFORM OVER THE PAST YEAR

% change in millions of Active Users between Q2 2012 and Q1 2013 > Global

LOCAL PLATFORMS CONTINUE DECLINE

With the exception of Chinese and Russian social platiorms, Jocal
social platforms are falling in terms of active users as the big global
platforms build their user base globally.

Twatter is the fastes! growing socl platform of the past nine
months with the number of active users growing by 40% globally.
Facebook is not far behind and i seeing significant growth in
active users thanks 1o the growing penetration of smariphanes that
leads to higher engagement through real-time social.

E
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http://www.globalwebindex.net/Stream-Social
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Russian social media stats (June 2013)

« 100m Vkontakte users.

« 46m users / day.

« 65m Odnoklassniki users.
« 13m Facebook users.

* 4m Twitter users.

« 25m YouTube users.

http://expandedramblings.com/index.php/russian-social-media-stats-yandex-vkontakte/

CIM
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Social Media Ads in Russia (2013 data)

2013 marketing spend in Odnoklassniki $132.4 million
vKontakte spend on ads $83.7 million

Russia Social Media Advertising Spend & Growth Analysis (US$ Million), 2009-2018
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Implications for you

« Changing the way we do marketing.
— Push to pull.
— Authority to recommendation.
— More open and honest.
— Engage in the conversation / Sharing.
— Accessibility of information / when I want it.

« New communication channels.
— Blogs, bloggers, communities, search, social networks.

« A more personal view of the organisation.
— Not marketing / corporate speak.

C ” |M| Mai kem'.':,m



Discussion

* Where are you?
— Web 1.0, 2.0 or 3.0?

« What do you need to do?

« What are the barriers to change?

CIM

Marketing
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Social Media Planning Model

Developed by Baggott, Hansell
and Lumley 2012



OBJECTIVE

What does success loo
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MEAS

PROGRAMS w

How will we

Developed by Baggott, Hansell and Lumley 2012.

RESEARCH

e we now?
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Case study for today

Think about your own situation and a real challenge.

Where are you now?
Objectives?
Challenges?

Share it with group....

C ” |M| Marketing .
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The Importance of Engagement



The importance of engagement

Most Important Objectives of Social Media Marketing

Strategy According to B2B and B2C Marketing

Professionals Worldwide, Feb 2013

% of respondents

B2B B2C
Improve customer engagemeant 43% 5%
Increase wehsite traffic 7% 47%
Incraasa contant reach 34% 2T%
Increase sales ravenue 33% 3%
Increase lead quality 29% 18%
Increase lead quantity 27% 18%
Improve search engine rankings 25% 28%
Reduce marketing costs 7% E%
Reduce customer support costs 3% 3%

source: Ascend2, "Marketing Strategy Report: Social Media® in partnevship

with Rasearch Underwriters, March 18, 20713

15350

Wi eMarketer. com

http://www.forbes.com/sites/marketshare/2013/04/01/b2b-and-b2c-marketers-agree-relationship-marketing-is-where-its-at/

CIM
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Setting objectives
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Navigate's engagement framework

—

ACQUIRE PARTICIPATE

e

SHARE ENGAGE
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Behavioural engagement modelling

ACQUIRE PARTICIPATE ENGAGE SHARE
Visited | Register | Sign up Read email | Download | Complete | Commen | Accept Recomme | Host
web for email | newsletter | white d online t on web | privileged | nd a friend | event
site newslette paper test content | member-

r ship

Opted In Clicked on | View Take part | Upload a Send on Joint PR
Called One a link video in survey | video viral activity
contact question promotion
centre survey

Prefer- Visited Attend an | Take Retweet

ence more Join event part in

data pages on Facebook research

web site or LI panel
group
1 2 3 4 5 6 7 8 9 10

Customer Commitment Scale / Customer Engagement Index

 Event Driven “Programmed” RM Comms 2

CIM

Event Driven "Programmed” RM Comms
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EY case study

( Ernst & Young
| Entrepreneur
Of The Year®

. |Acquire |Participate _|Engage |Share

Mentoring Program  Winners share via

Entrants Thought Leadership  Entry Process (local,
regional and global)

Customer emails
SEO

Followers Thought Leadership Sign up for more
information via email or

Customer emails
SEO

What do they look like?

Who will it be?

1408 5&—~ {1}~
e Pl

social media

Alumni Program

Twitter

Blogs
Email

Twitter and PR

White Papers
Secrets of Success
Top Tips

YouTube videos



http://www.ey.com/GL/en/About-us/Entrepreneurship/Entrepreneur-Of-The-Year/World-Entrepreneur-Of-The-Year---Country-winners

Media selection for your case study

« Which stage of the engagement model is your key
focus?
— Acquire.
— Participate.
— Engage.
— Share.

— What channels will you use?

C ” |M| Marketing .
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Developed by Baggott, Hansell and Lumley 2012.
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Research

Information and Insight
Ideas based campaigns

nnnnn

mmmmmmm

STRATEGY
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Sources of consumer information

. 0ld world. + New world.
_ Focus groups. — Google tools.
_ Surveys. — Twitter.
— Brand studies. — Survey Monkey.

— Omnibus surveys.
— Experiential research...

« Cheaper, faster and can

« (Can be slow, expensive _
be huge sample sizes....

and small sample

C ” |M| Marketing .



Research sources: Google tools

th|n.k FEATURED INSIGHTS RESEARCH LIBRARY  PLANNING TOOLS FACTS & STATS  FORUM  THINK QUARTERLY  CREATY

GOOULE CONSUMEN -
SURVEYS Real-Time Insights Finder

Lastzm Vet Smames® Vipde Ly

OUR MOBRE PLANET Great marketng SIars with greacer ungerstanding of pecole and their behavior, Todsy, search rends
3013 e Vneytee and anEne acTivity sce 8 window Inta the Ges, DOCEPIiGNS NG Needs Of yOour CeNSLMErs. Weve
et Pelp you Mmake sensa of this Jata and STar ganing

e QITarence DACWeen UesEing ang knowing. To see NOw T 100

Brougnt 1o,

gecher our Tast, free insighss tocis t

VRN INEANE in real-

can work Tor you, chetk 0wt

INSIGHT TINDER WEAL TINE WSGHT TOOLS

“w
GOMOMETER “‘\uuum. oRr
Ao M i D S o

DESPLAY BENCHMARK
TOOLS

br.axtesete—ro,
SR Slaay Ahn

Google

http://www.thinkwithgoogle.com/insights/tools/real-time-insights

CIM Mariting
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http://www.google.com/trends/

The difference between information and insight

Information:

.,....‘,;, ~ . Interpretation:

- Demographics. - What does this tell us?

L tage T
g .es' B - How does it relate to

- Behaviours. . our brand equity?

- Value. | - How does it help us

- Media habits. U4 bty communlce_lte?

- Trends. Insi ' — - How does it help us

ns:ght. : N,
- TGI Data. achieve objectives:

A penetrating discovery that gets to the heart
of customers’ and consumers’ motivations and
behaviours and/or market trends and dynamics
that translates into business opportunities

C ” |M| Marketingm



« Customer Segment Profile — small, developing, ambitious,
service focused (they need to differentiate to compete with
established competitors).

« Barrier — cannot see value in premium priced engines (“how
does it add value?”)

« Insight — "I need to compete with established competitors
without their budgets and reputation, so I must innovate”.

——

 Value Proposition - Rolls Royce is a globally leading innovative
brand, we can teach you how to compete more effectively,
buy our engines and you can learn from the experts...

C “ “\\/" Mar_ke_tingm



Example campaign ideas

"The beauty of Red Bull is that it's the
antibrand brand. It's underground, even
when it's above ground, and that appeals
to the young people who drink it”.

YOlI TUbé 3 8 Rogip Seeh| Dwese V!

Red Bull Flug Tag

Oocudioggers 98 vdeos ¥ Dutecste

Gobé, Emotional Branding: The New Paradigm for
Connecting Brands to People.

Ma.zk..e.ti.ngm


http://www.youtube.com/watch?v=ntVBN0W3fpA
http://www.youtube.com/watch?v=gHDdIYU1MR0
http://www.amazon.com/exec/obidos/ASIN/1581150784/fastcompanycom
http://www.amazon.com/exec/obidos/ASIN/1581150784/fastcompanycom

Generating campaign ideas

Inspiring Business Campaign Idea:
Challenge / Brief _ The most compelling
Compelling combination of

Insight elements which
answers the challenge.

Compelling
Benefit/

Reason To
Believe

Compelling
Brand
Equity

@ “ |M| Mar_ketingm



Insight exercise

« For your case study:

« Who are your target audience?
« What behaviour change are you looking for?

« What are the barriers that will stop them behaving as
you wish them to?
— Rational and Emotional
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Idea driven media neutral — Greenpeace
Beijing

« 57 billion per year in China.
« 84,000 donated.

« Made 16 chopstick trees. Wi
. 100,000 consumers pledged. "¢
- Share in social media... 3
« 2,000 restaurants.

* [n -Z Wi 66/(... http://www.wpp.com/wppedcream/2011/#campaign-360
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B2B idea based integration
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Advertising in Russia moves significantly digital

http://www.russiansearchtips.com/page/3/

CIM

Online advertising spend in Russia up by 20%

in H1 2014

08.06.14 Posted by Anna Oshkalo in Russian PPC 0 Comments

Online advertising expenditures in Russia keep growing at high year over year. The Association of

Communication Agencies in Russia (ACAR) reported [in Russian] that companies spent 20% more

on online advertising comparing to the first half of 2013. Contextual advertising (SEM)

traditionally showed the highest growth — 28% comparing to the same period of 2013.

The total value of online advertising market in the first 6 months of 2014 reached 38 billion

Russian rubles (approx. 1.06 billion US dollars).

Expenditures in Jan - Jun
Segment 2014, BN RUB Growth, %
TV 78.4-78.9 4
Radio 7.7-7.9 6
Traditional press 16.8-17.0 -10
incl. Newspapers 4.2-4.4 -6
magazines 8.2-8.4 -11
advertizing publications 4.2-4.4 -13
Outdoor advertizing 20.9-21.1 0
Internet 38.0 20
incl. Display advertizing 8.0 3
contextual advertising 30.8 28
Other 2.1 -4
TOTAL 164.0-165.0 6

1l
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Digital media choices...

STAGE CHANNELS

Share Viral, Retweets, Facebook groups

Engage Vet e o
Participate  Sgueb i det vebamers auc e
Acquire gﬁﬁgcehég\sgptigcliqc;ns, thought leadership, digital PR,

C ” |M| Ma[ketingm



Digital media landscape

Online display ads
Outdoor
TV

‘EARNED’ MEDIA

website

‘OWNED’ MEDIA camplalgns
I | !
S|te(s) > !

‘PAID’ MEDIA

CIM


C:/Users/Nick Baggott/Documents/Nick Work/Nav Clients/videos/Coca-Cola Happiness Machine.mp4

Channel selection suggested answer

Digital Write Influ- Comm- Social Search Search Email Mobile Podcast Webcast/ Display Twitter  Viral
. your own ence unity/ network engine engine webinar  ads/

Media blog bloggers forum/ group optimisa- ads banners

Selection wiki (LFIB§>r tion

Guidelines

Frequency of
Contact

High

C(.)IIaboration - -

Personalisation

] N
—

Not too time
consuming
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Vkontakte stats Russia =
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http://www.slideshare.net/andrewik1/v-kontakte-
demographics

m Age 12-17
m Age 18-24
m Age 25-34
m Age 35-44
m Age 45-54
m Age 55-64
m Age 65+
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http://techcrunch.com/2014/04/03/the-filtered-feed-
problem/

How Does Facebook Choose
What To Show In News Feed?

NewsFeed _+ [ x Px(x Tx R

VlSlb 111 t:; Interest Post Creator Type Recency

Interest Post Creator Tx pe Recency

Interest fth er This post's Performa f past Type of post How new is the post
mthec or performance p osts byth ntent (status pht
amongst eator amo g st link) user prefer
users users
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Top Tips for Twitter...  Who to follow:

— Twitter tool for outlook
contacts.
 Content: — Experts (wefollow.com or
— 4-1-1 rule (1 self serve, 1 RT twibes.com).
and 4 useful shares from — People that rfollow you.
other people). _ — People who tweet about your
— URL shortener (e.g. bit.ly). brand / industry.
= < 100 characters. — People followed by your
- Use #. network.
— Avord auto tweet tools.
— Use @mentions to get
noticed.  Why follow others:
— Contests (RT and win). — Get information.
— Events. — They may follow you back.
— Live tweet chat. . .
o | — Associate yourself with them
http://uk.marketo.com/cheat-sheets/twitter-tips-for-the-social- .
marketer/ and their followers.

CIM

— Start a conversation.
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Social media optimisation

Mappea 16canara Of BeunTpUK s ftswers

Twitter Analytics:
Find, Analyze, and Optimize for Social Growth
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Tony Hawk Scavenger Hunt #THTH14

« April 19 2014.

« 80 boxes hidden around globe.
 Find prize — has unique #.

« Post photo with #.

« 3,700 RT's.

« 8,600 favourites.

« # used 4,400 times.
« 2,000 new followers.

« “Twitter: It's fast, effective and prolific. Hashtags and
replies are easy to follow, so we can easily tell people as
soon as items have been found.” (TH).
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Marvel Twitter case study

Challenge Solution Results

Build awareness for the ‘lron Man Shared exclusive images and » 6.6% average engagement rate
3' release to drive box office sales trailers through Promoted on Promoted Tweets
in the UK. Tweets with interest and » 19% increase in followers
keyword targeting to build » #ronMan3 trended organically
excitement, generate three times
conversations and engage the
right film fans.

« Targeted promoted tweets to generate
buzz.

« Targeting people using keywords like o ' g

#lronMang hits UK cnemar Apral 25. Could Tony Stark's greotest

Iron Man, Thor, Robert Downey Ji tC. i

* 19% increase in followers. — .o
 Trended three times. e —
https://business.twitter.com/success-stories/fujitsu i ve s PR A B B

C ” IM' Mar ke_tingm



https://business.twitter.com/success-stories/fujitsu
https://business.twitter.com/success-stories/fujitsu
https://business.twitter.com/success-stories/fujitsu

Twitter Vine
Six seconds (iPhone)

w James Buckhouse W Follow
FA®> . @buckhouse

[— &
Vine: A new way to share video Holding hands at Tilden park vine.co/v/biTaEEwdq2n?1

Thursday, January 24, 2013

Jar

Today, we're introducing Vine: a mobile service that lets you capture and share short
looping videos. Like Tweets. the brevity of videos on Vine (6 seconds or less) inspires
creativity. Now that you can easily capture motion and sound, we look forward to
seeing what you create

You can read more about the app on the Vine blog. Vine is currently available on the
iPhone and iPod touch. You can download it for free from the App Store. We're
working now to bring it to other platforms. so stay tuned for that

Rather than tell you more about the app. we thought we'd just show you some of our
favorite videos

C ” |M| http://blog.twitter.com/2013/01/vine-new-way-to-share-video.html Marketingm
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Instagram

Instagram launches on
October 6, 2010

6 OCTOBER, 2010

o L] L] L] L J o9 L L] L ] ] o0 0 o0

SEP 25

150M 60% 16B 1.2B 55M

Monthly Actives People Outside U.5. Photos Shared Likes Daily Average Photos Per Day

http://instagram.com
C ” |M| Ma[ketingm
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YouTube options

Search resuits for how to insurance

« Upload a video — how to’s...
— Free, lose control.

» Personal channel. =
— Free, collate content, unbranded. ﬁ T

« Branded channel.
— £25k, total control, collate

content, competitions, branded. I

CIM



Google+

"Not a social media channel — an enhancement to
search’.

— +1 button served 5 bn x per day.

— +1 clicks enhance search rankings for your friends.

« Open a gmail account, get G+.

« More members in USA than rest of top 10 countries
combined.

e 67% are male.

g+

http://www.jeffbullas.com/2012/04/23/48-significant-social-meaia-tacts-nigures-ana-staustcs-plus-7-infographi
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Google+ Hangouts

m Use Google+ and YouTube to create live video conferences.
m Product launches, live Q&A, tech seminars.
m Up to ten people can broadcast. +
m Unlimited viewing live and recorded. g

http://www.smartinsights.com/digital-marketing-platforms/video-marketing/google-hangouts-video-
marketing/?utm_source=twitterfeed&utm medium=social-media&utm campaign=Smartinsights

@ “ |M| Mar_ketingm
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10 things you can do on
Linked IN

Linked [T}

1. Create a profile. 6. Add contacts.

2. Update your profile. /. Join a group and

3. See who is looking at respond to questions.
youl. 8. Linked In answers.

4. Respond to people who 9. Link blog to LI.
look at you. 10. Post jobs...

5. Research clients and
prospects.

ClIM Marketingly
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Case study exercise

« Which social media channels do you think best suit your
case study?

« How will you use them?

C ” |M| Marketing .



RESULTS OF RUSSIAN MICROSOFT BLOGS

» Passed 1 million views barrier

— 1.01 million views in December (+50% vs. November, +742%
VS. previous year) on Russian pages of blogs.technet.com

 Russian blogs surpassed MS.com/rus homepage within 7 months

« We have 39 blogs

« Publish league table
— Leader has 193k views in H1 Jl

CIM
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My blog has not
had any impact on
my business yet

I have used my
blog as a
recruiting tool for
my company

I have been asked to
speak at industry
conferences as a result
of my blog

My blog has helped my
company be regarded as
a thought leader within
our industry

Prospective clients
have read my blog
and purchased
products or services

I have much greater
visibility in my
industry because of
my blog

!

Which of the following statements

11
describe how your blog has
helped your business?
23
-

35 .

62

55
68

0 17.5 35 52.5

http://www.briansolis.com/2010/12/the-state-of-the-blogosphere-2010/

CIM
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Five blogging success tips

1. Talk, don't sell.

m
2. Post often and be interesting. convel sat: !ES
—  Linkers and Thinkers.
—  Delicious tool.
3. Write on issues you know and care about.

with
customers

4. Blogging saves money but costs time.

5. You get smarter by listening to what people tell you.

Source: Scoble, R. and Israel, S. (2006). Naked conversations.: how blogs are changing the way businesses talk with customers.
Chichester. John Wiley & Sons.
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Trelleborg Marine systems survey and blog

Mari ne I ns ig hts The marine engineering biog for port owners, contractors and consultants

Subscribe to RSS 0

PORTS STRUGGLING TO TACKLE UNSCHEDULED
DOWNTIME - AND AT WHAT COST?

bt © - /Al Marine

s - insights
T —— ’ + Mariné Insightst .,
e o e e @Marinelnsights & [ "; i ]

Welcome to our marine enginéering Twitierfeed fgf port ’E)perators, e
contractors and consultants (proudly powered By Trelieborg).

marineinsightsbiog_trelieborg.com

http://marineinsightsblog.trelleborg.com/index.php/tag/trelleborg-marine-systems/
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Nestle and Greenpeace and palm oil

. . V= -
' Tube = G Vi http://www.youtube.com/watch?v=QV1t-MvnCrA.

Greenpeace - Nestle, Orang-Utan and Palm Oil

ntrysidedefiance ! videos = Subsuite @ Downdond Thes Viceo

« What do you do?

« What do you not
do?

@ “ |M| Mar_keti_ngm
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Incidents vs. a crisis

« An /ncidentis — any interaction with an external party
via social media.
— Can be good or bad.
— Can be with customers, journalists or influencers.

« A crisisis - a severe incident, where you have lost
control.
— Typically bad news.

— Media and Social media are spreading the story and you cannot
stop or influence it at this time.

C ” |M| Man'ketii'.gm



How to handle each incident level

Crisis

CIM

Social Media team responds.

Social Media team respond,
but inform higher
management that they have
done so.

Social Media team does not
respond, apart from
acknowledging the issue.
They escalate to senior
management to respond.

Social Media team alert senior
management who form a
crisis management team.

Acknowledge, or thank, or answer
query.
Try to take situation out of the public

domain. Suggest they contact
customer services (provide number).

Acknowledge only. Do not apologise
yet. Tell them what you are doing.
Allow time to think it through. Use the
media they used to respond. Once
situation resolved, consider sharing
response publicly.

Refer straight to Senior Crisis
Response Team. Let them respond.

Mal K(:uusm
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Amenicst

Measuring engagement e

ACQUIRE

PARTICIPATE

ENGAGE

SHARE

View Put through [Sign up for |Read email Download [Vote on web [Comment on [Offered Viral sharing | Link on own
content on [to air email newsletter horoscope |survey web content | privileged blog
web site newsletter membership
Gifting
Enter to Register Sign up for  |Read text alerts [Click on link |Respond to | Take part in Host event
play on TV text alerts on email offer and viewer survey Sign up for
newsletter |make a privileged Re-use
purchase membership | Lifetime
Vote on Optin 2d entry for Provides from text or web content
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Sentiment trackers - RADIAN 6
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» Real-time monitoring and reporting of Social Media Conversations.
» Analysis of relevant conversations on external social media sites.

http://www.radian6.com/
C ” |M| Markeﬁngm



http://www.radian6.com/
http://www.radian6.com/

OBJECTIVES

Organisation
Market
Brand
MEASURE RESEARCH
et & work? Coteusfie Wheww vm aw rom
PRQGRAMS INSIGHT
STRATEGY

Resources Required

Marketingm



Resources required discussion

« In order to deliver the plan that you have outlined for your
case study:

« What are the internal challenges that your team will face?
— Budgets.
— Headcount.
— Job roles and responsibilities.
— Content creation and approvals.
— Social media tracking and reputation management.
— Reaction speeds...

« What are the implications of switching from push to pull?
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If you have any questions arising from
this course, please email me at this
address:

askthecoursedirector@cim.co.uk
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