Making Learning Easier!

Includes:

- Book, CD, or both — pick
the way you learn best

« Three hours of social
media marketing
instruction

« Easy-to-follow format
that lets you learn at your
own pace

3-hour trainirg} cour

Al

Phyllis Khare



Social Media Marketing
eLearning Kit
For Dummies®

Lesson 2: Creating Your Strategic
Marketing and Management Plan

ISBN: 978-1-118-03470-5

WILEY

Copyright of John Wiley & Sons, Inc.



Hoboken, NJ

Posted with Permission



Lesson 2
Creating Your Strategic

Marketing and
Management Plan

6 Ways to Supercharge
Your Writing 1+ Know how marketing in a social environment is dif-
ferent from marketing offline.
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. Do I need to market differently just because I'm using a social
account?

Absolutely, if you want to gain new customers! See page.................. 38

. I have a local business with physical products that need to
be mailed. Are there social sites best suited for my business?

There’s a chart for that. Check out page.........cooceeveevieiiiniiiniieniieneens 45
. Can I send press releases like I always have in the past?
You handle social press releases differently. See page ..................... 48

. How do I coordinate all these new tasks required for marketing
across the different media platforms?

Create an editorial calendar. See page.........ccceeeeueeeciieecieencieecieeeieens 52

. Isn’t posting to all these different social accounts a drain on my
resources?

Not if you use a management system! Go tO page........ccceceevvvevveuennne. 55



arketing is moving from push-based strategies used in many

offline companies of the past into an attraction-based (or pull-

based) marketing strategy. This shift may be old news for you,
but if you're just now getting online in a social environment, learning how to
market socially is an important lesson to learn to be successful and prosper-
ous going forward. Once you have this new attraction-based mindset, you

can move on to creating a strategic plan — the “what” to do and “when.”

\“QN\BEI?
& Offline marketing still has a big place in the overall marketing strategies
you create for your business, but adding some new online strategies will
add a freshness to the plan. Social media can open doors to a new audi-
ence, and new sources of revenue, if done well.

Although some portions of this lesson might seem a bit elementary for where
you are in your business, I recommend that you go through it step-by-step

to help you focus on your potential customers currently using social media.
By the end of this lesson, you should have at least a first draft of a marketing
plan — that will be your guiding light as you open your new social accounts —
plus a social press release and a management system.

Putting Together Your Marketing Plan

Before you dive into creating a marketing plan, you must understand how

to market in social media and then consider your own readiness to do so,
identify your ideal customer, and determine which social platforms to target.
After completing these preparations, you will be ready for the real meat of
this lesson, and that is creating a cohesive marketing plan across the social
media platforms. To that end, this section covers first the plan preparations
and then the plan creation.
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Understanding how to market
in a social environment

Marketing in a social media environment is a lot different from the way things
were marketed back in the 1990s or even early 2000s. Back then, push-based
strategies were used, in which companies tried to find ways to get in front of
someone to show them an offer. All TV commercials and radio commercials
are push-based. As consumers, we haven’t asked for them; they’re just put in
the path of whatever it is we’'re doing or enjoying.

Consider how consumers interact with businesses today. You probably
researched your last purchase online, and chances are you asked your online
friends whether you should buy it. You probably read a few posts or articles
about their business and what they offer. Maybe you even read through a few
of their tweets or posts on their Facebook Page.

These attraction-based strategies are the
new way to advertise, and they enable you to

know you’re being helpful and adding to the Geolocation is the identifica-
online conversation (which increases your tion of the real-world geographic
search engine optimization). Attraction-based location of an Internet-connected
strategies reward social customers and are computer or mobile device, and it
quick with online customer service (word- can include country, city, postal/
of-mouth optimization). So when your cus- zip code, latitude, longitude, and
tomers go searching for a company to solve time zone. In other words, social
a problem (either on Google or on a social platforms that use geolocation
account), they find you, not someone else. can tell where you are, based on

the phone in your pocket.

Additionally, right now there’s a big swing
toward geolocation-based social media mar-
keting. One of your goals should be to com-
bine what you do already in the real world (offline) and what you will do with
these new geolocation social accounts in a complementary way. So as you
move through this lesson, coordinate your online efforts with what you're
already doing offline.

Obviously, to market your business successfully in a social media environ-
ment, you need the know-how, the down-to-earth functional action steps you
take to market in a social environment. But you also need the right mindset,
one that embraces these guiding principles of social media marketing:

v Giving great content freely. You might have to draw the line between
free content and that which is for paying customers, but in general,
the more you can give out freely, the more you help boost your attrac-
tion juice.
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1 Answering questions freely. No more only having toll-free phone num-
bers (unless your main demographic is over 60) and making potential
customers sit on hold forever. Using a Facebook Page to answer cus-
tomer questions in a completely open environment is a good example of
modern marketing in action.

v Sharing business-related resources freely. When you retweet or share
content — especially in LinkedIn — you’re showing that you're in line
with this new way of doing business that’s much more transparent and
helpful.

v Promoting yourself in an authentic way when appropriate. It goes
without saying that you need to be ready when someone does ask for
your website or product name.

1 Having connections in place so people can click your name and go to
the best space for deepening the connection. These links can direct cus-
tomers to pages that either generate revenue, like a link to your Facebook
business Page e-commerce tab or your company website, or engage in a
more personal way, like a link to your personal LinkedIn profile.

To help prepare you for marketing in a social environment, consider these
three tools:

» Social Media Marketing Mindset
quiz: Use this quiz to see whether

you're developing the best mindset No one else on the planet gets
toward marketing in a social environ- attraction-based marketing like
ment. If you find that you answer more Seth Godin. Read his blog posts
often with Not Comfortable than Very at http://sethgodin.
Comfortable, you need to spend more typepad.com.

time studying attraction-based market-
ing principles and why they’re so impor-
tant to social media marketing today.

v Daily Tasks checklist: This checklist takes you through the actual
mechanics of day-to-day marketing tasks so that you can see how ready
you are for those.

+* Knowing Your Customer worksheet: You must know who your cus-
tomer is; having a general idea isn’t enough. If you want your marketing
campaign to be successful, you need specific details. This list of ques-
tions will help you clearly define the customer you’re targeting.

In the next pages, I describe and further explain each of these tools, but you
can also download and print a hard copy of each. Go to www.dummies.com/
go/socialmediamarketingelearningkit to find the PDFs.
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Social Media Marketing Mindset quiz

Use these ratings to indicate how comfortable you are with the following
statements:

1 = Not comfortable at all

2 =T'll do it, but it feels odd

3 =I'm game to try

4 = This feels doable

5 = Very comfortable

___Tam open to sharing the personal side of my business/product.
I can give advice freely without a pitch to my services.

___Tam willing to follow (connect with) relevant people within my business
niche.

__ I can engage in public conversation with people (in my niche and out)
online.

___lam willing to learn new ways of marketing, and accept that they might be
more appropriate than the old ways of marketing.

_Ican take the time to develop an online reputation as being the expert
in my field by answering questions, giving advice, and sharing content
freely.

I am willing to develop my online systems to allow people to naturally
click through to either my website or store to purchase products or
services (e-mail signature links, social account bio links, and so on).

Add up your numbers and see where you are.
If you're in the 7-14 range, you'll need to take social media marketing
slowly.
If you're in the 15-21 range, you can succeed by focusing on a few tasks.

If you're in the 22-28 range, you can try a few new techniques to see
whether you like them.

If you're in the 29-35 range, you're ready to dive right into social media
marketing.
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Daily Tasks checklist

\\3

Check the things you — or other people in your company or outsource to
independent contractors (your team) — are prepared to do as you enter
social media marketing:

___T'have time in my daily schedule to learn and implement new tasks, or |
have a team in place with time in their schedule to learn and implement.

___Tam willing to rewrite marketing copy to reflect attraction-based market-
ing principles, or have a team that can.

___Tam willing to take the time to create videos, if they are congruent with
what I do to support my business.

__ T am willing to personally sit and type answers and engage in online con-
versation with people daily on my new social accounts.

__Thave time in my schedule to read online articles, blog posts, and watch
videos related to my field, and make comments on them, or have a team
that can collect them for me so I can spend my time making comments.

___Tam willing to try to design online marketing strategies that are fun,
engaging, interesting and memorable, as suits my field, or have a team
that can.

If you simply don't have the time for social media marketing, look into
outsourcing. Find a social media marketing expert who truly understands
your company. Consider contracting social media to someone who
already works for you, as that person wouldn’t have a learning curve for
understanding your business goals.

Knowing Your Customer worksheet

You've figured out whether you have the mindset for social media market-

ing and the time to devote to it. The next thing you need to know before you
create a marketing plan is who your customers are, which involves knowing
their demographics, what they’re looking for, and what their online habits are.

In this section, I further discuss these three aspects of your customer
because having a general idea isn’t enough. If you want your marketing cam-
paign to be successful, you need specific details — details you can garner
by asking yourself the following questions from the Knowing Your Customer
worksheet:
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1. What are the age and demographic of your ideal customers?

2. What are these customers looking for from you — coupons, deals,
advice, tutorials, how-to, inspiration, technical information, community,
and so on?

3. How often are they online — hourly, daily, weekly, only on the week-
ends, only after the kids are in bed?

4. Where do they go first online — Facebook, Twitter, LinkedIn, YouTube,
Google searches, or e-mail?

5. On a scale of 1 to 5 — with 1 being least tech savvy and 5 being most
tech savvy — where do they rank?

6. Do these customers do research online and then buy offline, the other
way around, or all one way?

7. Do your ideal customers belong to any existing online or offline commu-
nities — book clubs, buying clubs, community-based groups, business

3
&

groups, church or service groups, school or alumni groups, or social

media groups?

Demographics

You may find it helpful to categorize your
customers according to the decade in

which they were born: Boomers, born
1946-1964 (lived through the 1960s; not
digital natives, so to speak); Generation X,
born 1960s-1970s (children of the Boomers);
Generation Y, born 1982-2000 (the
Millennials; confident, connected, and open
to change); and Generation Z, born 1990-
2010 (also known as the Internet Generation;
considered digital natives, meaning they take
to the Internet like ducks to water). Other
demographic considerations include where
your customers live and their gender, educa-
tion, interests, and socioeconomic situation.

This topic of generational differ-
ences is extensive. For a detailed
explanation, search William
Strauss and Neil Howe to find
their work defining the differ-
ences between generations.
Also check out http://pew
socialtrends.org/
series/the-millennial-
generation for a deeper
understanding of Generation Y.

If you could roll up all your customers into one person, could you draw

what that person would look like and give her a name? Seriously.
Consider the demographic of your ideal customer and then give this
customer a name, age, education level, sex, monetary status, and, if
appropriate, location. Get out your artistic skills and either draw her or
find a picture in a magazine that represents her. If you have several dif-
ferent types of customers, do this for all of them. Art projects are good
for adults, you know. | have made this exercise a bit playful, but all (suc-
cessful) companies go through this exercise in some shape or another.
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What customers want

If you've been in business for awhile, you can use sales data to help you
refine what your customers want from you. If this is a new venture, you’ll
need to dig a little deeper and use search tools to get a clearer picture of
what people are really looking for — your niche.

v In your field of expertise, what are people (really) asking for?
WING/

3
< Be careful here. What people are asking for isn't necessarily the same
as what you want to give them. But if you want people to give you money
in exchange for something, you might want to present them with what

they really want!

+* Do you have a product or service that

satisfies that request?
To establish an affiliate program,
make sure you know what your
customer wants first, and then

v Are those products or services avail-
able online on your website?

v If you don’t have a product or service research the top-selling product
that satisfies that request, does some- on Commission Junction (at www .
one else have one, and can you be an cJj .com) in your niche.

affiliate for that product or service?

Online habits

Matching your marketing to your ideal customers’ online behavior will help
put your message in front of them when they’re actually online. Questions in
the Knowing Your Customer worksheet can help you define your customers’
online behaviors.

Here's a list of tools you can add to your website. (Geeky alertis at a level 10, so if you don't
know how to add these codes to your site, have your IT professional or webmaster do it.)

* www.4gsurvey .com: This free tool is a whole-site exit survey.

* www.crazyegg .com: Thistool shows you where people click the most on your site
with a nifty visual heatmap overlay. A free, 30-day trial is available.

* www.kissinsights.com: This is a page-specific, two-question, minimally intru-
sive survey that's free for simple use. You've probably seen these pop up on other
websites. They ask a few questions about how you use the site.

* www.kissmetrics.com: This tool is fairly advanced and more expensive (with a
$149 per month minimum), so it's for those of you with bigger budgets.

You can find out about many of these tools and how to use them effectively by listening to
an interview with Avinash Kaushik (probably the best analytics blogger). His web address
is www . kaushik.net/avinash, and the hour-long interview worth listening to is
here:http://mixergy.com/analytics-avinash-kaushik-interview.
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¢VICE
é‘y Now that you have a clearer idea of your customers, you need to see
what they’re searching for online and then add that information to what
you already know about your potential customers or clients. Write down
five or so keywords and phrases that you think are important words for
your business. (If you develop iPhone apps for children’s games, for
example, you would write down a list that looks like this: iPhone, iPad,
iPad apps, iPad games, children’s games, games for kids, iPhone apps
for kids.) Check those keywords in Google's Keyword Tool (as shown in
Figure 2-1) to see what words and phrases people are using for online
searching, and Google Insights to see in what part of the world they
reside. Also look them up using a search on Twitter.

G()USIe AdWords [ English (United States) [=] | Repor an issue | Help | Signin ]

Home  External tools

Product survey

Find keywords
Based on one or more ofthe folowing

Word or phrase (one per lin) Website

[

~ Include terms 2

P
o closely related to my search terms 2
Advanced Options and Filters

~ Exclude terms 2

L [

S G Locations and languages >

Al Categories
Apparel
Ats & Entertainment
Beauty & Personal Care |~

Business & Industrial —‘
Cornpusters & Consurner
Electronics
Dining & Nightife
Farnily & Community

Show ldeas and -
Finance

Include specific content >

- Statistics for
Filter keywords >

Locl Wy Searches (=] [ Remaovs

+Add another

Help -

How o | get adgitional keyword
ideas using categories or
related terms?

Type the characters that appear in the picture below.

1101 1 1p el more ke e as lres s vour Lk s _____— W

Figure 2-1

Finding the best social platforms
for your niche

Can you feel the plan building? You have defined and refined your custom-
ers and know what they need. Now you need to figure out where you should
hang out to meet them. In Table 2-1, [ indicate how to match the conditions of
your business to your customer’s needs.
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If... Then You Need . . .
Your business has to An appointment-friendly social site. If you conduct a lot of
be done in person. business via phone or the Internet, you can target social
sites that are necessarily appointment-friendly.
Your business relies A site that's known for its sharing abilities and high level
on customer reviews.  of customer interaction abilities.
You mail products A site that allows for private messages or easy customer
regularly. service requests. Otherwise, any social site will work
for you.
Your business caters A social site that doesn’t have to explain itself too much.
to tech-savvy If, instead, your customers aren’t so tech-savvy, you need
customers. a social site that has an interface that connects them to

a human to answer questions very quickly or has a user-
friendly Help section.

In the following list, [ detail which social platforms are best suited to meet
your specific needs, as identified by the conditions in Table 2-1. Note that
I'm offering my general opinion on these platforms. These designations can
change based on the profile of your customer.

v Twitter: If you have discount codes and
coupons, consider putting Twitter at

the top of your social list to develop. Don't worry if you don't get what
Twitter has a great interface for giving each social account provides for
codes quickly that can be found by you right now; you'll get that as
huge amounts of people using hashtags. you go through the marketing les-

sons for each platform. For now,
you should be inspired to look at
how social accounts can help
your marketing efforts, giving you
a framework to consider as you
work through the lessons. Take a
minute now to write down a few
ideas of your own based on the
v LinkedIn: If you need to set up an examples provided in this topic.
appointment and have a conversation
quickly around that appointment,
consider LinkedIn, as it has an

v Facebook: If you have customer
reviews or lots of positive customer
feedback, consider putting Facebook
at the top of your social list to develop.
Facebook’s posting interface allows for
uploading of images and video from
your happy customer connections.
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easy interface for creating short private messages. You can also use
LinkedIn’s Profile Organizer (available through a LinkedIn subscription
plan only) to add appointment information on a contact’s profile that
only you can see.

+* YouTube: If you have customers that really need to view your tutorials,
YouTube is the best place to start. You can always post these videos
on the other sites, but because YouTube is the second largest search
engine, it’s the place to start.

Building your social media marketing plan

A social media marketing plan isn’t an island unto itself. You also need to
gather your offline plans, too. Everything you do to market your product or
service online and off needs to coordinate and complement the other. For
example, if you have a seasonal event that you traditionally buy newspaper
ads to promote, make sure you put a Facebook icon and your Facebook Page
address in the ad.

As you create your plan, make sure the different components are on the
platform best suited to that component. Table 2-2 lists some popular social
media marketing ideas and identifies which platforms lend themselves to that
kind of presentation.

Marketing Element Platforms

Coupons Twitter and Facebook are the best services to use to
distribute coupons.

Tutorials Use YouTube to offer tutorials and then post links to them
on Twitter and Facebook.

Contests Use Twitter, Facebook, and/or YouTube. (You need to check

the contest rules for any site you use, but especially for
Facebook and YouTube.)

Webinars You can also host your webinar on Facebook. Make sure to
announce your webinars on all your social sites.

White papers Use LinkedIn first to promote any white papers and then
post links to them on Twitter and Facebook.

Free samples Use Twitter and Facebook to announce freebies, and
YouTube to show what they are.
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Marketing Element Platforms

Interviews Announce your interviews on all of the services. Use
Facebook to host and record a live interview, and use
YouTube to host the final video.

Newsletters On the newsletter, include icons that link to all your social
accounts, and announce your newsletter on all of your
social accounts. Post the link to your e-mail sign-up page
or directly to the hosted version of the latest newsletter.

Advertisements Add a Facebook icon to your print or TV advertising with
text inviting viewers to like your business Page. Include the
name of your Page in your radio ads and invite people to go
there for exclusive Facebook discounts.

The goal is to figure out the best formats and focus on those. For example, if
you have a business that sells discount coupons for local restaurants, your
typical customer may be 39-year old Sally, who

v Is a single mom with two junior high school kids.

v Has a solid job.

v Is college educated.

v Looks for advice, tutorials, and community.

v Is online daily at lunchtime: She goes to Facebook first, and then to
Google to search for online shopping deals.

v Is geek level 3.

v Researches online and buys offline most of the time.

v Belongs to the local Chamber of Commerce.

v Volunteers with a local women’s business group and attends a book club

once a month.

And your marketing plan (this is a really short, condensed plan) could
include the following:
v Facebook-centric marketing

v Hard-copy notices in the local paper and in the windows of the local
businesses with your Facebook Page address
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v Coupons on your Facebook Page daily
before noon

v Pictures of participating restaurants
on Facebook and in tweets

v Links to Facebook

v Day-specific deals with offline
promotion

Creating Social Press
Releases

Using the information you col-
lected by doing the activities on
the previous pages, create a first
draft of your social media market-
ing plan: Identify where and what
kinds of marketing elements you
plan to put on each of the four
social platforms and what your
traditional marketing elements
will be. The two should create a
cohesive, engaging whole.

[ think everyone understands what a press release is. Traditional busi-

nesses have used them, well, forever! In the past, you would create a press
release and send it out to your professional PR company, which would send
it to media outlets. Now, with social media, you can send out a social press
release yourself and potentially have any number of media outlets see your
posts directly.

Think of a social press release as the traditional press release’s short, smart,
geeky cousin. Seriously. Social press releases are

v Short: Just five paragraphs.

v Smart: Loaded with your searchable keywords.

v Geeky: Shared online.

Making it short: Fitting key content
into five paragraphs

Because you’ll write and host your press release either on your website or
blog (or your Facebook Page, discussed further in Lesson 4), the announce-
ment should be no longer than approximately five paragraphs plus an image.
Make sure your press release also includes the following:

v An image: If your release is about something that doesn’t have an innate
image, use one that grabs the attention with either a play on words or
something humorous.
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+* A helpful attitude: Make sure you have the attitude of solving some-
one’s problem as you write the post. Notice that the whole approach to
writing the press release needs to be more like a blog post in style.

v~ Enthusiasm: If you're celebrating something great in your business, then
really play it up with pictures of the party or a recording of a dedication
speech, or an interview with a key developer in your company.

Making it smart: Including keywords
in titles and elsewhere

For your social press release to be smart, you need to place keywords, ide-
ally the keywords people would use to search for you and your business,
in two places: The title and in key places within your five paragraphs. Don’t
overdo it, but the post needs to be clear, concise, and authentically full of

your keywords.

Getting the keyword in your title

The title also needs to include the benefit to the user. The best titles are
under 100 characters long so that they’ll fit in a tweet (140 characters). Can
you include a number in the title, too? Turns out adding a number (as a
numeral) piques people’s curiosity. Here’s an example: “5 Ways to Cut Costs
in Advertising!” A couple more examples are shown in Figure 2-2.

p Karl Staib 100 Comments

6 Ways to Supercharge
Your Writing

Have you ever gatten
sa caughtupin a

| ) deacing (ar yaur own
expectations) that
writing anything at ail
felt .. uncomtortapie?

Tao often 25 writers we measure ourselves by
our level of productiaty. We get so worried
ahout being productive that we forget to erjoy
ourselves.

Here's the rub: if yau arent erjoying your
writing, you aren't truly being productive

Give me sixminutes and 'l give you six
techniques that|l make you a happy and
productive writer

et e

1y Sean Platt 47 Comments

5 Reasons Why All
Freelance Writers Should
Learn To Write a Sales
Letter

Wher was the last time
youwrate something
with the intent to
specifically motivate
your readers o take
action?

Admitit or not, we're all
in the same game

Whether you want someane to buy your
product, join your email list, retweet or +1 your
post, yau're doing one thing — leading yaur
audience doan a path atthe end of which lies
the action theyl take

“ouwant them to do samething

Warketing 7 160
Haw to White an Article in 20 Minutes
Are Social Media "Experts”
Worthless? 45 298

Emest Her
Wiiting We

= An excellent guide to creating
" greattitles is Chris Garrett's “102
weswe Headline-Writing  Formulas.”
wm It'safree PDF that you get when
wiins —you join his e-mail list here:
10 Effective http://SOCialmedia

Subscriber

wrwwe  WOTkbook. com.

When You

Ten Timeless P
Techniques = 233

The 4 Words That Will Get Your
Email Opened ) 129

11 Smart Tips for Billant Wiiting

Figure 2-2
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Making your content keyword rich

The key to including keywords in a smart
way within your text is keyword prominence
(getting those main keywords inside the first
two paragraphs) and keyword proximity (get-
ting the keywords close to each other).

Making it geeky

s“

When you have a social press release ready
to go, you can use what I call the “post
once, enjoy many times” system by using
your HootSuite account to post to Twitter,
your Facebook Page, and your LinkedIn
account at the same time. Or you can post
your social press release directly to your
social accounts one at a time. I discuss
using HootSuite as a great time management
tool at the end of this lesson in the section,
“Creating a management system for your
social accounts.”

gMBER

One of the many ways to promote a
press release online is to post it indi-
vidually on each of your social media
accounts. If you go this route, make

Google searches the first two
paragraphs, so getting keywords
in early is a good thing. But don’t
overcrowd your press releases —
if Google believes you're using too
many keywords, it won't display
your social press release in its
search results.

If you know you don't have time to
create your own posts for social
media, and you know you’ll end
up outsourcing this task, check
out www . prweb . com or www .
marketwire.com. If they line
up with what your business needs,
great; otherwise, finish reading
this book and make a decision as
to which system works best for
you and your business.

sure you post your social press release on your blog or as a note on
your Facebook Page first. Then take that page’s URL to use for the link in

these social-specific posts.

Table 2-3 shows a few platform-specific tips (for more details on all these
posts, head to the platform-specific lessons later in this book) for posting

your social press releases.

Platform Posting Tip

Examples

Twitter Include # in front of your main
keyword in the press release
title and add the @username
of a key enthusiast of yours
asking for a retweet (RT).

“Your #Bird Asked for It (yes it
did) http: //birdPR.com
@phylliskhare we love it when
you share our tweets!”
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Platform Posting Tip Examples

Facebook Post the link to the press First, post with the link, like this:
release in your status update. “Your bird asked for it - yes it did
Then post an engaging status -http://birdPR.com.”
update that touches on the Second, post a teaser, like this:
topic of the press release, fol- “Did you see what your bird
lowing it up with a comment to asked for? | had to laugh.”
that post that includes the link Then add a comment to that
to the press release. Postita second post, including the link, like
second time about 6 hours later. this: “You can find the whole story

here:http://birdPR.com.”

LinkedIn Post the press release directly
on your profile and as a pro-
motion in a LinkedIn group.

YouTube Create a slide show or video

of your press release (get cre-
ative here) and upload it.* Also,
post a bulletin.

*Make sure you include the keywords in your post in the keyword and description section of the
video page.

Create a draft social press release that’s just five paragraphs or fewer. Then underline
your keywords. Are the main ones inside the first two paragraphs? How close are they
to each other? Can you rearrange the words to bring keywords closer together in the
sentence? Rewrite the press release until you're satisfied and then save it to post later to
your social accounts.

Getting Organized

Being organized in a social media world ensures you have plenty of
time to accomplish all of your social media marketing goals. A business
editorial calendar can help you sort out which things to post to which
social platforms, in addition to helping you identify the main things
you want to promote about your business and (naturally) scheduling
your tasks. So how do you get all this posting done? By using a manage-
ment system such as HootSuite. One of the great features of HootSuite
is that you can create a single message that you can then post to all
your accounts, which is a real timesaver.
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Creating an editorial calendar

A business editorial calendar can help you organize through time a series of
topics to address through blog posts, tweets, and items to share. Any large,
well-known guest blogging site uses an editorial calendar to schedule guest
bloggers. In this context, I tell you how to create one for your business to
help you save time and hopefully help create a sense of order in this ever-
expanding social media marketing world.

Take it from me: If you don’t create an editorial calendar for your social mar-
keting tasks, your efforts will be weak and nonproductive. An editorial calen-
dar offers these benefits:

v Focus: It keeps you focused on why you’re here in the first place.

v Branding: It keeps you in front of your audience in a consistent way, to
maximize branding.

v~ Simplicity: It simplifies your life considerably when you look at all the
things that need to happen in promoting a business.

Enough reasons to create one? I thought so.

Any calendar you use should offer the capabilities shown in Figure 2-3.

A\\J
If you are a solo-preneur, you can
create the editorial calendar by your- A solo-preneur is an entrepreneur
self. If you have a team, you'll need to who wears all the hats for market-
gather them around the table (or virtual ing, admin tasks, technical exper-
table) and hammer the editorial calen- tise, and dog walking.

dar out together.

My version of an editorial calendar involves
two steps:

v Define your topics. Write down a list of
the main things you want to promote

about your business. If you have prod- If you use WordPress for your
ucts, include the products and their fea- blogging platform, there’s a great
tures or have your product brochures plug-in to create an editorial calen-
handy. If you provide a service, include dar on your dashboard. It's called
the benefits of your service individually. Editorial Calendar, and you can find
Add any topical news events that coin- it here: http: //wordpress.
cide with your niche on a regular basis, org/extend/plugins/
including holidays that are important to editorial-calendar.

your business and any product releases.




Schedule tasks.

Set a recurring schedule.
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Time zone

Bdd guests

Enter email addresses

Guests can [ modiy event
in\rite others
see quest list

add

Categorize your tasks.

Include topics and descriptions.

Figure 2-3

Invite others.

1 Schedule your tasks. Schedule time for each of these tasks: writing
content-rich posts, tweets, status updates, and blog entries for posting
later (you’ll add your topics to this time slot in your calendar), posting
(either in real time or putting the posts into a scheduling system), com-
menting (publically admire good blog posts, Facebook updates, LinkedIn
posts, and tweets by other people that somehow connect to your busi-
ness niche), and congruently socializing — that is, having fun!
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Yes, scheduling having a good time online is the purpose of that last
task, as long as it connects back to your business niche. Twitter chats
are great for this (more on those in Lesson 3) as are playful comments
on Facebook and YouTube.

Table 2-4 outlines common schedules for social tasks.

Type of Creating Posting Commenting Socializing
Schedule
Light 1-2 hours 1 hour 1 hour daily 2 hours
weekly weekly weekly
Medium 2 hours twice 2 hours 1 hour daily; 2 Y an hour
weekly weekly hours daily on daily
high news days
Heavy 1 hour 1 hour 2+ hours 1 hour
per day per day per day per day
Full-time 2 hours 2 hours 4 hours All night long
(borderingon  perday per day per day (You must
obsessive) not have kids
or a spouse!)
Your
schedule
\NG/
$§3\

If you don’t use a calendar management system, you might find that
you're doing all of the tasks all day long. You need a plan, and you need
to stick to it. I'm typing this to myself, too, as it’s really easy to fall into the
trap of obsessively being online (there are so many incredible people and
projects to read about and all those videos on YouTube).

ng,'(\CE
] | like to include a time management schedule with an editorial calendar

because the two seem to go hand-in-hand to me. You don’t need to actu-
ally schedule exact times on your calendar for your social tasks, but |
highly recommend trying. So as you identify how much time a week or
day you're going to devote to the different social tasks, take it a bit fur-
ther by identifying the days and, where possible, times for those tasks.
For example, maybe you decide to write on Mondays, post on Monday
nights, comment daily from 5-7 p.m., and so on. Table 2-5 shows an
example schedule.
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Day Writing Posting Commenting Socializing
Monday 10-3 p.m. 4-5p.m. 5-7 p.m.

Tuesday 5-7 p.m.

Wednesday 5-7 p.m.

Thursday 10-11a.m. 5-7 p.m.

Friday 5-6 p.m. 6-8:30 p.m.
Weekends 10-12 p.m.

Creating a management system
for your social accounts

Many systems claim to simplify and manage your social accounts; some are
free, some cost lots of money. Some systems are built for small businesses,
some for large corporations, and some for compliance-regulated industries.
[t might seem a little bit like a one-trick pony to talk only about HootSuite as
your social management system. Certainly you could consider its direct com-
petitor TweetDeck (www . tweetdeck. com, which is owned by Twitter itself),
and lots of services can schedule tweets, such as Buffer (http://buffer
app.com), Timely (http://timely.is), and others. However, HootSuite
has so many features rolled into one that it’s hard not to extol its awesomeness.

<W¥ . . ' .
If you're part of a regulated industry (like many financial planners are),

you might need to look into other systems, such as Socialware (www .
socialware.com), that are management systems built to keep your
social posts compliance-happy.

The social management system I use and recommend is HootSuite. I like it
because

v There’s a Free version.

v The Pro version is team-friendly.

+* You can schedule posts.

v The built-in analytics are robust.

v It has a great mobile app for all operating systems.
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Before you can use HootSuite to simplify your social media life, you naturally
have to open a HootSuite account, if you don’t already have one. Next, you
must add your social accounts to it. After you do those two things, most of
the daily posting to Facebook, Twitter, and LinkedIn is done on one dash-
board, and you can monitor all your accounts from any computer.

QQ,N\BEH
& Currently, HootSuite connects with Twitter, Facebook (both personal
account and business Page), LinkedIn (personal account), Ping.fm,
your WordPress site, MySpace, Foursquare, and Mixi (social network-
ing site in Japan). I'm hoping YouTube will be added soon. You can add
Foursquare (a social, geolocation-based, check-in site that | discuss in
Lesson 7), if you'd like.

Opening your HootSuite account and adding social accounts to it

Once you have opened your account, make sure you download the HootSuite
apps on your mobile devices. They have an especially nice iPad app. You'll
see those options presented to you after you open your account, which you
do by following these steps:

1. Go to www.hootsuite.com from your computer and click the Sign up
Now button, as shown in Figure 2-4.

Rhootsuite e o

Social Media Dashboard
9 |

Spread Messages +  Social onthe Go + Track Results + Team Collaboration &
i Manage d

step, including Twtter, Facebook,
Linkedin, Wordpress com, and
Ping.fm

" p—

Facebook Page.

using mobie apps for iPhone, d eas,
Android, Blackverry,iPad andmore  report exporting sharing passworcs

Figure 2-4

2. Decide if you need the Basic (fre€) or Pro ($5.99 per month) version
and click the appropriate button.

If your new social accounts are only with Twitter, Facebook, and
LinkedIn (no YouTube integration yet) and you don’t have team mem-
bers who need to access your accounts, you can use the Basic version.
[ suggest signing up with the 30-day free trial of the Pro version to see if
you need it.



57

Getting Organized

3. Fill in all fields, as shown in

g .
. ®hootsuite
Figure 2-5. .
signu
You'll need to choose your lan- 9 P
guage, enter yOUI‘ e'mail address Create Your Account 1. Create Your Account
and full name ChOOSG a paSS' | Selected Plan: Free ( Free ) Change 2. Start Using HootSuite
’ Email Address: *
word, confirm the password,
and select your time zone.

4. Click Create Account.

The next thing you’ll see is a
screen that will prompt you e
to add your social accounts

(Twitter, Facebook, and so on).
Figure 2-5
HootSuite is an empty box until you
add your social accounts. When you
have an account with Twitter, Facebook, and LinkedIn, you can add them
very easily. If you create more Twitter accounts or create more Facebook
Pages, you can add them this same way each time.

When you first open your account, HootSuite prompts you to add your
accounts — just follow those prompts. But if you want to add them later,
follow these steps.

1. Go to www.hootsuite.com, log in, and click the Home icon at the
top-left corner of your HootSuite application; then select Settings=>
Social Networks.

2. Click the Add Social Network button shown in Figure 2-6.

Settings B
|- Social Networks  ISGEEERL L LU = ‘ Team ‘ Profile Settings | SentInvitations.

. My Organization € Sync Avatars

S S Account Owner:

B o EEE— [ Phyliis Knare (You)

A Account W E TR —

¥ Transfer Ownership

&, Themes B Team Members: (FULL )

’ K phyllischat T [ Permission |
L nhtliskhare = |F1 sarvavel Advanced 3
§1 reniepraver
00 sCongruent

=] Smartphone_Magy
FACEBOOK

Phyllis Khare

FACEBOOKPAGE L4

iPhoneL ife...
Add New Team Member
w« Planetary Teas e —

3 Socially...

Figure 2-6
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The Add Social Network box
appears, as shown in Figure 2-7.

Click the Twitter icon on the
left navigation list; then click
the Connect with Twitter
button.

A new authorization box dis-
plays. You need to authorize
HootSuite to connect with your
Twitter account. This is the stan-
dard procedure for connecting
services with social accounts.
It’s basically authorizing an app
(or application) to serve the
communication between them.

Type in your Twitter username
and password and click the
Authorize App button shown in
Figure 2-8.

By typing in your username

and password, you're giving
HootSuite permission to connect
to your Twitter account.

The page refreshes, and you
see your Twitter username and
a box to add team members to
this account. Don’t worry about
adding team members now. You
can always complete this step
later if you want to.

Add Social Network

[

e, i
0 Add Twitter Profile
racarook To allow HootSuite access to your Twitter account, you
=] Facebook Page rust first give autharization from Twittercorm
(J Linkedin o -

Pingfim
(T) wordPress
& MySpace

&5 Foursauare

Automatically create a new tab for this profile.

Follow HootSuite on Twitter for updates and
announcements

mixi

Submit

Figure 2-7

8 Twitter, Inc. [US] hitp

Ewitter)

Authorize HootSuite to use
your account?

" Ea,
s
This applcation will be able to Hootsuite

+ Read Tweets from your timeline

+ Seewho you folow, and follow new people
+ Updtate your profie

« Past Tweets for you

+ Access your drect messages

phyllisknare|

Forgot your password?

Authorize app No, thanks

Tris applcation will not be able to
+ See your Twiter password

Figure 2-8

Close the box for team members and then repeat these steps for any

other social networks.

When you're adding Facebook, be sure to click the Facebook Pageicon.
You can add your personal account, too, but for this you want to focus
on your business accounts. Note, however, that you'll authorize the con-
nection to Facebook by entering your Facebook personal account e-mail
address and Facebook password because that’s how your business
Page is connected. When you add your credentials, a dialog box with

your Facebook Page(s) opens.
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Scheduling posts through HootSuite

One of the great features of HootSuite is that you can create a single message
that you can then post to all your accounts, which is a real time saver. When
you log in to HootSuite, you see your dashboard, as shown in Figure 2-9. Tabs
with the names of your accounts and thumbnail images of your accounts are
at the top of the dashboard.

HootSuite e [=][@] =
« € O hootsuite com/dashboard# i S A
g, gl 5 By Q
Send Now 5 5
s 87 [ B EH S VR 5 B
A § Wonytisknare x ] LI Phllis Khare = | FBSCongruent X | FBPhyllis Khare > | 45 Phyllis Khare X | Facebook Pages * | TWiphonelife X = More.. Y
4 ~  + AddStream
_ Home Feed - __ Mentions - __ SentTweets -
oy liskhare) & . (phyliskhare) ac \— _(phyliskhare) %
Sminutesformom . DonNadeau ~ | g phylliskhare -
6260 via TweetGrid com B Jul 06, 4:27pm vis TweetDeck B &‘ 1:28am via HactSute B
RT @ihehlogirog; @5: Do you uge your = @phylliskhare Thankyou so much for the great #photoaraphy: How to Photograph the Blue
smariphane as your camera? B conversation. Many valuable tips You are THE |- Hours With Amazing Results
#SFLYenJOYsummer gocial media maven! 1 httprediow 1 dFdul 4
. RayBeckerman o 131 retweets M phylliskhare 2
£:26pm via Veh . o &‘ Jul 06, 7:320m vis Paper i
[ fpignal7 )
Blacks Lag Behind Others in Slow Economic h Jul 05, 3:33am via Paper i The womenmarketers Daily is out!
Recovery ~ @AFLCIO httpoif coihLFEU &+ Photo Daily is outl Htipibit ii53Cpw + + Top hittpzilhit hbWasMi +
23 Chillami ® stories today via @pixeltuner_de @phylliskhare 0 phylliskhare —
g 5:26pm via SocialOomph @TimbBay! 0 @Riesengamele ﬁ‘ Jul 0, 4:44pm via Facebook
\We are all born ignorant, but one must wark @EuroTravelog | just had the most amazing time with all sors
hard to remain stupid. Benjamin Franklin - Pz malesniak13 o7 businesses in the area -- talking about all
#quotes BN . 05, 1:41am via Vieh the differentways. . hitp/ifh mef1RwzE340 +
™ BuzzEdition ® @phylliskhare AWESOME! check out our new " phylliskhare
‘1 £:26pm via Seesmic app hittp:it corliNDKEY 4 Would #luv o have ﬂ‘: Jul 0B, 441 pm vis ek
w Don Draper Approved| > Drinking Does A you help us oull~ R uin toush with Lawrence @DonNadeau YOU sit are the bastl Hope you
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hitp:idid bziaflex & RT @ourlehayz prasant @phylliskhare Thankyou so much for the areat
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Figure 2-9

You can put aside time during the week or on a Sunday afternoon to schedule
important information to post at different times all week. Then sit back and
enjoy the real-time conversational quality of the social sites, knowing your
marketing messages are all going out on time. There are two ways you can
post messages:

* Post to all accounts at one time.

* Schedule messages to be posted.
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Posting to multiple accounts simultaneously

To post to multiple accounts simultaneously via HootSuite, follow these steps:

1. Click the Streams icon.

Now you’ll see all of your social accounts on separate tabs at the top
of the page, and their thumbnail images to the right of the Compose

Message space.

A\

If all your accounts are in your name, you might want to put TW (Twitter)
FB (Facebook) LI (LinkedIn) in front of your name so you know which
accountis which. To do so, click the name on the tab and edit it.

2. Click the Compose Message box and type your message.

Make sure you keep your post, including any links, shorter than the ser-

vice with the strictest requirements.

Note the options you have here, such as

shrinking the URL to make it

trackable, attaching a file, scheduling a post, saving as a draft, and a

character count. See Figure 2-10.

Type your post here.

Youcan create a great r\tee‘ here and select all the Twitter, Facebook Page, Linkedin profiles E‘g !

you wantto post at the s prme time
=1
= ==

124 mar]
shrink f’ H | sendnow  setectan

BE LD A&k

X

Select lione *

Attach a file. The green check mark shows
this service is selected.

Schedule a message.

Watch your character count.

Figure 2-10

It’s a best practice to use trackable
links. You’ll want to know if people are
clicking them and view all the related
analytics. [ discuss this in detail in
Lesson 8. If you make it a habit to
shorten your links in the HootSuite
interface, you can use HootSuite’s built-
in analytics program.

Trackable means that, for the
link you've created, you'll be able
to see how many times it was
clicked, what social platform it
was on when it was clicked, if it
was shared, and the geolocation
where it was clicked.
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3. Click the thumbnail pictures of the accounts you want to post this
message to.

Services you select are denoted by a green check mark.
4. Click Send Now.

Pretty close to instantly, all your social accounts have the same message
posted.

Scheduling a post to go out

When you want to schedule a post to go out, you follow the same procedure
you follow to create a post (refer to Steps 1-3 in the preceding section), but
before you send it out, you do the following:

. 1. Click the Schedule Message icon (instead of the Send Now icon).

=l
Clicking the icon opens a calendar box — shown in Figure 2-11 — where
you can set the day and time for the message to go out. Notice the
optional Schedule in Bulk button that takes you to a power user’s sec-

tion on posting lots of messages. May the force be with you.

Schedule Message

o0 August 2011 o | 3011-08-01 |

Su Mo Tu We Th Fr Sa |3 E||| jsE”

1 2| 3| 4| 5| =&

7l 2l ol 1a| 11]] 22| 12

14 15 16 17 18 19 20

21|| 22|/ 23| 24| 25| 28| 27
28 20 30 31

1AM @ PM

[ Email e when
message is sent

Schedule in Bulk Done

Figure 2-11

2. Set the day and time you want the message to post and click the Done
button.

Make sure you have the social account thumbnail picture selected for
the social account where you want it to post.
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3. Click the Schedule button.

Now you see it in the Pending Tweets column, shown in Figure 2-12.

T FrT T prye—— TN

7

¢ -+ Addstream

Sent Tweets e Pending Tweets @phylliskhare/conversations ¢ —
Al Govisinare) - (phyisthare) S

7 phylliskhare | |7 Created by Phyllis Khare Edit X ShellyKramer
4 54 :

#photography: Howto Photograph the Blue Connecting all the dots on social media 3 creative toals for power #Twi
1 Hours With Amazing Results hitp:idlg bfatlex + RT @purplehayz
hitpiow lyf1 dF4uT &

Figure 2-12

4. Hover your cursor over the Pending message and click Edit to edit
the text and the day and time it’s scheduled — or click the X icon to
delete the message.

If you want to see Pending Stream posts for all your social accounts, you need to add
them as new columns. To add a Pending column to your HootSuite account, just click Add
Stream, and select the social account and the type of column (in this case, use the drop-
down to select Pending and then click Add Stream). Now you see the Pending Tweets or
posts in their own column.

To organize and schedule posts through Publisher, follow these steps:

1. Click the Publisher icon on the left column.

A new interface opens that can be toggled from the List view to a Day,
Week, or Month view.

2. Click the Month view in the top right corner.

This is one of the views you can use. After we go through these steps
you can try it in the Day and Week view, too. In the Day or Week view
you can click on specific times directly.

3. Click any day on the Calendar.

4. Type your post in the posting box, select the time and the thumbnail
of the account you want to use, click Done, and then click Schedule.

Now you see your pending post in the Publisher calendar, in any view
(Day, Week, or Month).

5. Drag and drop your post anywhere else on the calendar!

Cool, right? Now you can easily view and rearrange all your pending
posts!



You can do the drag and drop thing on
any view, but if you're moving the post
to another month, you’ll have to drag
it to the bottom to place it on the next
month and then advance the calendar
view to that month. If you want to
move it to another month, it’s easier to
edit the pending post instead of drag-
ging it around, by double-clicking the
post and editing the date.

. (Optional) Click the message and then
click Edit.

You can edit all parts of it, including
when it posts.
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I'm a big fan of the free HootSuite
for Twitter iPad app; look for it
in iTunes. With this app installed
on your iPad, it's easy to post to
multiple social media accounts.
You can also check the analyt-
ics of a post, retweet to multiple
accounts, save, e-mail, and send
to Instapaper — all things social

people like me want and need.

. (Optional) Click the message and then click Delete.

You'll need to confirm the delete.

[ hope you explore this particular feature of HootSuite. More than likely, you
have a group of tweets and Facebook posts that you can schedule in advance,
freeing up your time for direct conversations and commenting.
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Summing Up

There’s a saying, “pulling back on the bow,” which can translate into “get-
ting your ducks in a row,” which really means (I'm a poet and don’t know it!),
getting clear on who your customers are, where they hang out online, how
to meet them there, and how to give them what they want and/or need in
exchange for money.

The marketing and management strategies you develop now and going for-
ward will serve you well as you dive into this new, wild and wonderful social
media world.

In this lesson you did the following:

v Delved into creating a great social media marketing mindset that will get
you in line with attraction-based marketing principles.

v Created an editorial and time management calendar that helps you to
accomplish all the key tasks necessary to maintain a presence online
and attract potential customers.

v Defined your customer demographic so that you know exactly who your
social media marketing campaign targets.

v Figured out where your customers hang out online so you can be there
too, helping to answer questions and give expert advice.

v Created a basic marketing plan so you can put all these new ideas and
social activities into action.

v Learned how to create a social press release that’s short, smart, and
geeky — just what you need to attract customers online.

v Opened a HootSuite account to make the posting process as easy as
possible.

Know This Tech Talk

affiliate marketing: Being an outside salesperson by promoting some-
thing from another company or website and receiving some sort of com-
mission or percentage in return

attraction-based marketing: Marketing by sharing content freely, devel-
oping a strong social authority whereby people seek you out, rather than
you pushing your products to them; sometimes called pull-based marketing
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editorial calendar: Advance planning and organizing of pertinent topics
for blog posts and posts on your social media accounts for your business

geolocation: The identification of the real-world geographic location of
an Internet-connected computer or mobile device, and it can include
country, city, postal/zip code, latitude, longitude, and time zone — in
other words, social platforms that use geolocation can tell where you are,
based on the phone in your pocket

keyword: Words and phrases that are good descriptors of your business
or product; also, terms your customers are using to search for your busi-
ness products and services online

keyword prominence: Putting main keywords inside the first two para-
graphs of your content

keyword proximity: The distance between keywords

push-based marketing: Traditional marketing pushed out to find an audi-
ence, as opposed to attracting an audience by word of mouth or social
media skills that entice a tech-savvy audience

social press release: An announcement that uses social platforms to
inform the world of new products, services, and so on, using blogs to tell
your story; shorter, smarter, and geekier than a traditional press release
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