What is a sound approach to leveraging social media tools and platforms?

· Strategy Planning Summary
· Budget
· Lead time for each campaign
· Length of campaign
· What does success look like? Measurable?
· Distribution of the content? What channels?
· Will ads be used? 
· What type of content will be posted? 
· Frequency of postings?
· Increase Branded traffic
· Social media leads
· SEO and ranked search

· Social Media Planning
· Create a list of influencers – know your audience & industry – measure follower count and engagement
· Luxury/high end clothing – follow and engage with luxury fashion influencers
· Give credit to authors/contributors when posting/sharing
· Comment, share and like often – gain influence
· Convince target influencers to help reach your goals, create power users who you influence
· Create brand ambassadors
· Build, Engage – follow, retweet and create an ongoing conversations/relationship
· Network with relevant social sites, media channels
· Partner with the community and charities
· Company bio available – company objectives, contact info, mission statement, hours, motto, slogan
· Share – product launches, store openings, sales/promotions, giveaways, contest

· Plan Execution
· Quality (custom banners/professionalism) over quantity, don’t over invest for quantity
· Use photos, infographics when posting – visual stimulation, limit distractions
· Customize content for that social channel, repurpose content(same msg in different formats/wording)
· Start small, based on strategy – go with the basic platforms – Facebook, linkedin, youtube, twitter, blog
· Market to your audience, slowly expand to other appropriate platforms – Instagram, Periscope, snapchat, podcast, Pinterest, location based platforms(yelp, foursquare, google maps, level up)..etc.
· Avoid aggressive marketing
· Don’t always promote, create & provide value
· Build trust - build loyalty - (influencers), 
· Move offline - Real life how to guides & workshops
· Professionalism and tasteful content, authentic, Don’t be boring
· Commit – long term, stick with the plan, get out what you put in
· Utilize Social Management Tools
· Automation
· Cross channel sharing

· Review and Assessment
· Measure results – Google Analytics, Moz Open Site Explorer, internal KPIs, internal sales
· Measure the metrics – look for correlations, shared product gets likes = higher product sales
· Revise the strategy – review KPIs, try A/B testing
· Know your content and what’s working
· Track competitors
· Increase on ROI over time as online presence grows and invest in micro-targeting
· EMV metric – Earned Media Value
· CPE – Cost per Engagement
· Total Social Reach

· Recap/Closing
· Target Audience / Engagement
· Lead Generation
· Sales
· Customer retention
· Customer service
· Brand awareness / advertising
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Dark Social 
The Dark Side of Mobile Sharing
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Unlock the Potential of Influencer Marketing

Why Influencer Marketing? Simple. It Works.

Influencers draw passionate audiences that engage
with their content and actively take part in the
community conversations that stem from it.
Strategically, Influencer Marketing offers brands the
opportunity to creatively leverage an influencer’s
blog or social media properties to authentically
connect with audiences, nurturing and growing the
customer relationship.

In developing both sponsored and organic content,
Influencers create not only a persona, but also an
audience of loyal followers. The impact they bring to a
marketing campaign can transcend other more
traditional advertising methods and deliver to a brand
amore engaged and interested consumer.

9 2% of consumers have made a purchase after
reading about a product on their favorite blog?

69% are likely to make a purchase if
someone they follow on social media
recommends a product?

81% of marketers who have executed
Influencer Marketing campaigns agree that
influencer engagement is effective®

65% of brands have plans to spend more on
Influencer Marketing this year vs. last®

»3"The Consumer Revolution Has Happened and the Influencers Are Now in Charge.” Entrepreneur. October 20, 2014.

“eMarketer - May 2015 Study.

“"Brands Want to Spend More on Influencer Marketing In 2016." Tech.Co. May 15, 2016.
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# DID YOU KNOW?

Instagram Is great for targeting mobile-first consumers like Millennials and Teens.

You, YouTube s the second largest search englne In the world, behind Google. Having a properly
optimized video will help to Increase your video's organic rankings.

‘ Capltalizing on Facebook's trending topic feature, when relevant, Is an effective way to
] Instantly boost reach and engagement.

@ People are more likely to share Vines than other videos on Twitter.

O Replying to a popular Twitter user's tweet will generate a significantly higher volume of views
and engagement then simply retweeting It.

@ Pinterest generates more referral traffic than YouTube, Google+, and Linkedin combined.

e Snapchat, an entirely moblle channel, sees an average of 10B video views per day—a perfect
platform for visual narratives or vignettes about an experlence or adventure.

Understanding the varlous soclal networks and thelr benefits — as well as how your Ideal Influencer uses.
soclal media — Is Imperative as you start the Influencer Marketing process.
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Preferred Channels for Paid Social Media
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N=263
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Clutch 2016; study includes 304 social media marketers from enterprises with 100+ employees
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Social Media Tactics
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Reasons for Not Having a Social Media Presence

Don't have the resources IE—— 567
Don't understand social media INEG_G—_———————— 277
Don't do content marketing NN 22%
Unable to realize ROI I 21%
Concerned about control of content IEEEEG—_—_—_—N 177
Customers not on social media IS 15%
Only do outbound sales I 11%

Other NN 15%

Figure 2: One reason dominates the list: resources.
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The dominant sharing paradigm of today isn't actually posting articles to Facebook (though that's
obviously hugely important). The use cases for dark sharing are so plentiful:

« Awife texting a husband about a concert she'd like to attend

« A group of friends on a group email chain sharing content about their favorite sports team

o Afriend WhatsApp'ing a pair of shoes she's going to buy

o Acolleague Slack messaging a recent industry announcement
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