Social Media Marketing Plan
Outline



Phase I: Social Media Marketing Strategy

There are no rules for what form your social media engagement has to take. Look at your company, identify its strengths, and listen closely to the kinds of conversations that energize employees and customers. Then, harness that enthusiasm, nurture it and take it to the Web!

Social Media Marketing Admin

1. Do you have enough time and resources to manage social media marketing initiatives in-house?

2. What technology assets do you need to put in place? 

a. Set up a Wordpress blog, or build a blog platform yourself.

b. Get Google Analytics running on your website. Do you know how to read and interpret analytics? Can you get more advanced and set up 'conversions' and 'goals'?

c. Secure user accounts for social media channels including Facebook, Twitter, YouTube channel and Flickr.

Set Goals: What Does Success Look Like?

1. First, find out what’s going on with your website right now:

a. How many unique visitors do you get each day/month?

b. How many sites are linking to your website?

c. What’s the current level of social media activity? For instance, how many Twitter followers or Facebook friends do you have?

d. How many RSS subscribers does your blog have?

2. Set reasonable, achievable goals to increase those baseline numbers with each campaign.

Create ‘Calls to Action’ on Your Website

1. Answer this question: What do you want visitors to do when they come to your site? Options include: purchase something from your website; sign up to receive a newsletter; contact the company; enter a contest, etc.

2. Create separate landing pages for each campaign so that you can track unique visitors in Google Analytics and accurately measure success.
Phase II: Get Social Media Ready

Launch a Corporate Blog

1. Should you start a corporate blog? Think back to the benefits and drawbacks we discussed in class and decide if a blog is right for you.

2. Choose a primary topic/focus for your blog.

3. Choose a technology platform. We suggest Wordpress.

4. Who will write the blog?

5. Do you need to create a blogging policy for your organization? Read what social media guru and ex-Forrester analyst, Charlene Li, has to say about writing a blogging policy.

6. How many times per week will you publish to your blog? Make that commitment now.

7. After launch, check back to ensure that your blog follows the 80/20 rule. Eighty percent of the time you should write about your industry; twenty percent of the time you can write about yourself.

Monitor Your Brand Online

Have you set up Google Alerts, and other monitoring tools to find out who is talking about you in the blogosphere? 

Search Twitter too at: http://search.twitter.com/.

Start a Facebook Group

1. First, decide if you should set up a group or a page.

2. Invite personal 'friends' to become fans of your new page or group.

3. Post interesting, relevant information regularly. Remember the 80/20 rule from your corporate blog. The same applies here.

4. Do not over-message your 'friends'! 

Get Tweeting

1. Before diving head first into Twitter, decide if you can manage the Twitter commitment out of the gates. You can always revisit Twitter again when the rest of your social media programs are running smoothly.

2. After launch, check back to see if your tweets are following the 80/20 rule. Eighty percent of the time you should tweet about your industry in general. Twenty percent of the time you can write about yourself.

Create a Social Media Resource Page

1. Create a social media resource page where you can put all of your assets in one, easy-to-find place. Here’s an example of a simple, but effective page.

2. If you don’t have the IT resources to create a page yourself, you can consider hiring MarketWire or PRWeb to create a social media release for you.

Phase III: Execute Social Media Campaigns

Blogger/New Influencer Outreach Campaign

1. Create a targeted list of bloggers/new influencers to contact. You can use the blogger spreadsheet for this task

2. Most importantly, develop a unique or creative idea for your campaign.

3. Contact the bloggers and new influencers on your list and follow-up as necessary. Just as in traditional media relations, you might want to offer an exclusive to a top blogger.

Real-World Events

1. Is there an opportunity to run a real-world event? In our experience, bloggers are often keen to meet each other in the real world. Can you facilitate a real-world meet-up?

2. Post events on your Facebook page. Invite 'friends' to your event and ask them to RSVP so that others can see who’s attending.

3. List your event in other social media channels, like Upcoming.org.

Online Videos and YouTube

1. Create a YouTube channel to host all of your online videos.

2. Use videos in your pitch to entice bloggers, or as a tool to explain a complex idea or product.

3. Ensure videos are available both on YouTube and on your website. Ideally, you should include ‘embed’ code with the video on your site so that bloggers can easily grab the code and add the video to their own site. 

Contesting

1. Contests can be an effective way to collect leads or to spread the word about your product or company.

2. Use a contesting platform that’s reliable and measurable. We like www.strutta.com. 

Online Advertising

Consider the following options for highly measurable online advertising:

1. Facebook

2. Google Adwords

3. Banner ads on highly targeted, well-read blogs

Phase IV: Measurement

Measuring Campaign Success

1. Delve deep into Google Analytics.

2. Did the campaign(s) or advertising spend make an impact on the baseline visitor numbers?

3. What campaign was the most successful to date (use empirical measurements from Google Analytics).

4. Repeat successful tactics, based on each set of campaign results.
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