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What is Social Media?

« Any Web 2.0 feature that allows
customers to interact with you

» The purpose of social media is to
engage:
— A 2-way conversation
— Share not Tell marketing
— Have to give them a way to share too

u

INDIANA UNIVERSITY

Social Media Marketing Landscape

Linkedln

Lead Generation, wealb

traffic
P >
Twitmer ’ ; FaceBook
Short and concise prome. Social Media Branding and event
social buzz; sedwho's Marketing promaotions
talking about wou +
-
Blag

Search angine plimization,
business and or idecdogy related
written content

Source: BtoB Business Intelligence Center, “Emerging Trends in Social Media Marketing”
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Most US Adults are active on Social
Networks & they are worth more

65%
61%

Social Network Site Use Growth 61% Email
% of online adults, 2005-2011 59% Search
Engines
43%
38%
2%
2005 2006 2007 2008 2009 2010 2011

=@=-Ever Yesterday

II The Social Media Data Stacks

MARKETING CHARTS 5 Source: Pew Internet & American Life Project

u
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And, Facebook has become a must

140,336
Top Network & Blog Sites
Average monthly unique visitors (000), Q3 2011
50,055
23,617
22417 19250 17786
. . 11,870 g 579 8,397 7,601
Facebook Blogger Twitter Wordpress MySpace LinkedIn Tumblr Six Apart  Yahoo Pulse Wikia
Typepad
I The Social Media Data Stacks Source: The Nielsen Company
I MARKETING CHARTS 6
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Because people do prefer to connect to
Brands on Facebook

Preferred Social Network for Brand Connection
% of social network users, May 2011

Facebook 80% .
LinkedIn

The Social Media Data Stacks
II Source: Edison Research and Arbitron

MARKETING CHARTS

'}
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People Expect Something for “Like”

Consumer Expectations for Brand Liking
% of Facebook users, September 2011

Expect access to exclusive
9
content, events or sales 58%
Expect discounts or
promotions through Facebook

Expect to receive updates
47%
about the co. to the newsfeed
Expect the company to post
updates, photos or videos to newsfeed

Expect to share with friends,
. 38%
family and/or coworkers

58%

39%

Expect the name of co.

it 0 37%

to show up on my profile

Do not expect o

anything to happen 37%

Expect the co. to send more relevant
content based on my public profile

Expect to interact with page
28%
owner (e.g., brand, person)
Expect the co. to access data
in my public profile

Expect the co. to contact me
24%
through other channels

II The Social Media Data Stacks
MARKETING CHARTS g

36%

27%

Source: ExactTarget
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Hard News — what works best is also
hardest to do

40%

Sphere size indicates usage
Blogger relations

35% - SEO for sodal sites
Blogging

30%:-1 Multimedia
contant sharing

Eocial sharing
buttons on
websites

Level of effectiveness
151
F

Adwvertising on
sodial sites

| secial sharing
buttons on email

T T T T T T T T |
% 10% 20% 30% 408 50% 50% 0% 80% S0%
Degree of difficulty

7 1 it Source: ©2011 MarketingSherpa Sodal Marketing Benchmark Survey
(\\ market mgsherpu Meshadology: Fielded February 2011, N=3,342
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STEP 1: DEVELOP A
PERSONA

Copyright 2011 M. Kim Saxton, Kelley School of Business
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Who is your target audience?

. . What
What is the_lr questions
demographic do they
makeup? have?

v

INDIANA UNIVERSITY

High School Juniors/Seniors

Concerns:

-What is life like on campus?
-What do | want to study?
-Will I fit in on campus?

Forums:
-Social Networks
-Search

Demographic:
-Upper/Middle class
-Located in Midwest

Copyright 2011 M. Kim Saxton, Kelley School of Business 6
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B2B Audience Template

PERSONA NAME:
Title:

Time in Job:

‘Works Directly With:

Daily Tasks:

Responsibilities:

Likes / Dislikes about Job:

éuote from Persona:
Frustrations:
Pressures:
Concerns:
Needs:

Role in Buying Process: (i.c. decider,

Buying Stage: (i. mid-late)

Drivers: (i.c. cost, benefits)

user, gate keeper)

Source: http://www.contentmarketinginstitute.com/2011/04/4-questions-answered-about-buyer-personas/

'}

INDIANA UNIVERSITY

Hospital Operation/Practice Ma

ANDREW JACOBS, 45

o $150k salary level

* 15 years in the fickd

MARIANNE PETERS, 42

« §70k salary level

* 12 years in the fiekd

RESPONSIBILITIES INCLUDE

They put out fires every day. He's constantly keeping up to

supporting the
k environment as fast
what keeps them

nager

CURRENTLY IN THEIR WORK

the inte
They are v
current
be inegru
a medical background:
degree In business as wel
background that they urs
balance between the needs of the pl

al and external op:
¥ meticubous an

o aned @ bit introverted. Iy
the ability to be both introspectod
that belp them see possibilithes before potential problems
arise. Although their jobs are stressfull they know Bow
unwind, n spending tme cutside of work with family
o exercising to stay healthy.

putward focused

INSIDE THEIR MIND

v new changes
an belp better
sul how tho

She think
nges are going (o directly impact patients and workflow.
ing planning and strate op of mind

* Open-minded and inquisitive
« Optimi
= Detall-oriented

o Responsive
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Do Research on your Audience

e Monittor
» SocialMention
» Google Alerts
» Alltops

Welcome to monitter

social '

or select social media sources

Social Media Alerts Realtime Buzz Widget
Like Google Aleris but for social media peali® Bt e S

Display realtime buzz on your site or l-‘!.’-."l
[ Gicae an s

u

INDIANA UNIVERSITY

Now, plan your Strategy

1. What's Your Pitch? Shoot for 120 characters

2. What’s the Point? What type of program is this?
Awareness, Sales, or Loyalty?

3. What’s Your Relationship with Your
Audience? Nothing to Your Advocate

4. What's Your One Thing? You =X
How Will You Be Human?

6. How Will You Measure Success? First-time
visitors, Repeat Visitors, Comments, Shares

,

Copyright 2011 M. Kim Saxton, Kelley School of Business
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STEP 2: START YOUR
COMPANY BLOG

u

INDIANA UNIVERSITY

Why Blog?

It's a permanent repository for your social
network content

You can have a wide variety of content

Your customers want to see what you
think

It's one of the most effective ways to
engage

It helps in organic search

And, it helps in organic search

Copyright 2011 M. Kim Saxton, Kelley School of Business
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How to Start a Blog

» Set up a network to redirect to your domain

* Freeware:
— Wordpress.com
— Blogger.com

e Paid, hosted networks:| ... ...

— Compendium
— Hubspot
— SquareSpace
— Typepad

Shawing up makters more than ever, particularly If you promived you would.

Not just showing up in person, but showing up emotionally, or with support,
or with a resource that was ncorvenient for you to produce.

vtaTe o Ionger judging you by what sort of widgats your factory makes,
T judging you by what we can expect from you in the futare.

Brmat e« ke it fat & L Farain W Tawat | 567
ks | K] 155 pocple b M

+1 | #omopim e B

ronifet i I Getting serlous about the attention economy
oty el abdrem First, to restate the cbvicus:
me@emad com

e attenithon from those interested and able to buy b worth more ndw than eve
T before, Companies like Googie, Amazan, Dally Candy, Netfllx, Tacget, and on

e b Ferd

THE ©ORIGINAL

ABOUT US MY CART

.
SHOP ONLINE [l FIND IN STORES

MR. CANARY BIRD FEEDERS

Throw out the 'little old lady'
stereotype.

Bird lovers come in all shapes, sizes
and ages. You don't have to be little,
old or a lady to appreciate the
spectacle of flight, the majesty of
nature...you just have to look. So if
you thought you'd have to be a Bird
Nerd to enjoy feeding and watching

dear potiert 6
IOSG' CUGLOPHEF'S‘

Look for NEW products in 2011.

Same great feeders, Brand new looki

VIDEO

SIGN-UP FOR OUR BLOG:

ENTER EMAIL ADDRESS e

Inspirational video - Turning.

RECOMMEND TO A FRIEND:

B Share | B9 =

FOLLOW US:

Copyright 2011 M. Kim Saxton, Kelley School of Business 10
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Mr. Canary:

COMPARNY

ABOUT US

SHOP ONLINE : FIND IN STORES BLOG MY CART

Mr. Canary

Fall Makeover, Goldfinch Style

Sunday, September 18, 2011 by Jan Long

A couple of weeks ago anywhere you looked on TV, the Internet, Twitter -- you could Bird mew fmleE

find something about Fall Fashion Week. About now I guess, it's natural to be i’fw E it
wTweet | thinking about changing our look to reflect the changing weather and time of year, 2

you know, our annual Autumn wardrobe makeover. I say it's only natural because
when you look around, it's obvious that style makeovers are more than Red Carpet events, all
of nature begins to change at this time of year. In particular, though, I'm thinking about our
little thistle seed loving friend, the American Goldfinch.

About this time every year, the feathers hanging around the ol' Mr.
Canary Finch Feeder begin to look a little more, uh, let's say subtle.
The females always have a softer, less ostentatious appearance than
the breading males because, less face it, the males are show-offs. But
come Fall, when their dating scene winds down, even those golden
boys of Summer take on a more understated look. Just like when we
trade our bright turquoise and fuchsias of summertime for the deeper
teals and magentas of Fall, the goldfinches tone down their brilliant
yellow to warmer, deeper shades. But they don't migrate, so keep the
Nyjer seed nearby and those garden bird feeders filled. You'll see,
those Red Carpet fashionistas have nothing on nature when it comes to
Fall color trends. Absolutely nothing.

About Us | Careers | Contact Us
wew cart E
L

TION Authorized Dictributors fw‘ fmy Product ox Sitel/

n.com
Inc.

Home Products - Brands - Resources 2012 Line Card Blog Contact Us & Quick Quote

cmeet: B S E Questions? Call e, 8003259653 Or Lrall Hs

on any orders over $300 within the United States

‘#@F Baumer

Click for Details

ur authorized source for oWe: es!
the comprehensive line of d o Competitive OEM pricing is posted online, just
Baumer Sensors! give us a call for volume discounts!

oot Baumer

— -
Indutive proximity $nsors capacitive sensors, distance measuring TopBranas!

seniors, Lirasonic SeNsors, presstrs trafismitars and enc oderst Weawaqrtﬂoﬁzed distributors for every product
- on our site.

a
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wo L FAUTOMATION ﬂuﬂ#ﬂé&efﬂ.’?&’ﬂhfﬂﬁﬁr fver? Froduet on Sitet/
un,'olraut.uﬂ*at\sn.com

Visit Our Website What We Do!
Autonics CT Series Counter/Timer Upgraded!
Tuesday, November 28, 2011 by Seckis Bordanaro

Autonics has recently upgraded their popular CT series of multifunction
timer/counters.

What's new? Here is a list of the Autonics CT series upgrades:

Emailed to You!
[ Sign Up Now >> 3

= Common (for both Counter and Timer):
= Built-in Modbus communication function {(communication model)
= Increase contact capacity to 5A (CTS and CTM series)

= Available to set the One-Shot output time (0.01 sec to 99.99 sec)
' Products Now!

: Counter Upgrades:
- 0.00001 to 999999 (4 digit 0.001 to 9999)

= Added BATCH counter function (CTM series)
= Available to set count start point (initial value} Free E-Newsletter!
= Added Up-1/ Up-2/ Down-1/ Down-2 input modes
= Added TOTAL/HOLD operation modes in the indicator

= Timer Upgrades:
= Ability to select memory protection function in the indicator
= Added range; 6 digit 999.999s/9999m59/99999.%h, 4 digit: 9.999s
= Added TOTAL/HOLD/On Time display operation modes in the indicator
= Added INT2/NFD/NFD.1/INTG output modes

Marshall Wolf Automation is your authorized industnial automation distnbutor for the complete line of Autonics
temperature controliers and temperature control products, emergency e-stops and pushbuttons, inductive and
canacitive nraximitv sensors and miniature nhotoglectric sensors

Free Shipping

v
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The Purposes for your Blog

» Create Awareness for your brand

» Help Visitors see your brand as
human and establish your Thought
Leadership

 Purchase Behavior

Copyright 2011 M. Kim Saxton, Kelley School of Business
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Here's the Key to Success:

\TV edeal wp P Pt *  bowdy. test | Log Out
1 Posts Calendar
& Posts ptember 2010 - Oc! 010
Manday Tuesday ‘Wednesday Thursday Friday Saverday Sunday

Set a Schedule & Stick to it

sing ik WardPress. | Dicusenestion | Fordhark

u

INDIANA UNIVERSITY

STEP 3: ADD SOCIAL
NETWORKS

Copyright 2011 M. Kim Saxton, Kelley School of Business 13
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Set up Your Profile

 Start with the basics on the main four:
— Facebook.com
— Twitter.com
— LinkedIn.com (esp. important for B2B)
— Google+

» Set up a Social Network Management
account:

— HootSuite.com
— Buffer. Com
— MarketMeSuite.com

u

INDIANA UNIVERSITY

Start Promoting your Blog Posts

& then think about Optimizing
* You've already written the blog posts. Write
enticing lead-ins to them

nSethGo?in
* Find Influencers in your market ¥ R

— Follow them

— Then, engage them
» Optimize Facebook First
* Then, optimize LinkedIn

Copyright 2011 M. Kim Saxton, Kelley School of Business

12/8/2011
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Webroot [ tike| |

Software - Broomfield, Colorada

WEBRDOT

this page?

IT'S TIME FOR SECURITY YOU WON'T HATE Want to like or comment on

To interact with Webroot you need to

h\ sign up for Facebook first.
YOU'VE BEEN WANTING ‘\J "‘A

SOMETHING RADICALLY — o
DIFFERENT ... HAR e e

N b,m

» Similar Facebook Pages

' /p-?—'-\ & i

] 1nfo

[ write a Review i Informed Publishing
W ik iebrock g, 25391 like this

W FREE Trial

] videos

o ) Catalog Spree

&= Questions Ib ’ 17,230 like this

About S—

e E——
**0fficial Webroot Facebook
Page™ Like Webroot on Facebook Last Name ‘Confirm Email

and receive rea...
More

48,990
like this
210

talking about this

" GET MY FREE TRIAL

Set up a One-Stop-Shop Information Site

Email Password

facebook —

Facebook helps you connect and share with the people in your life.

Meritage Homes - Bad Bill Face

Product/Service

Want to like or comment on
this page?

Meritage

To interact with Meritage Homes you
need to sign up for Facebook first.

¥  siom v |
BAB B“"L FAGE 1t's free and anyone can join. Already a

WINNER! member? Lagin

JOIN THE
RESIDENTIAL
REVOLUTION!

THANKS FOR SHOWING US YOUR

B wal BAD B“-L FAGES

] 1fo

Eit Bad Bill Face Thank you to everyone who participated and to all of our fans who voted. A big
congratulations goes 1o Theresa for winning the Meritage Homes Bad Bill Face

Events Contest! We hope your summer just got a lot cooler.

ez

Share a Common Experience

Copyright 2011 M. Kim Saxton, Kelley School of Business 15
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Bethpage Federal Credit Union - Bethpage

Contest |« Uke

Financial Services - Bank - Banking - Bethpage, New York

Muke 3¢  EsSend

Create a Great Contest

Details Judging Entries Invite Friends

TAKE BETH AND PAIGE ON VACATION

B2 wan

Do for a chance fown sem
A1, Friend Activity I ey
& Bethpage Contest l m

[ Contest Rules , .

B3 eranches
¥ Video

3] Events

MORE

About

You'll love banking here!
3,326
like this

1

were here

Likes.

oy Move Your Money

vevoL Lo
Ny

Bethpage FCU Air
Show

/

°

Static FBML Win a $1000 Gift Card

Be a Top 10 semi-finalist and win a $100 gift

Safer® Brand - Organic Gardening & Pest Control Products
) ke

ProduServios

LIKE US, WATCH US GROW, )
. AHD HELP RATIE'S KROPS, Safer

ALL IN ONE cLicK!
FOR EVERY NEW FAN WE \ﬁl.l.'
DONATE $0.10 TO KATIE'S KROPS,
AND HELP FEED THOSE IN NEED!

Safer- supports

W
0 ko

[ oo ws, Watch Us Grow..
[ wekome

Fhotes.

O v

1B voutube Box

B Questors.

Katie's Krops grew: from
e el
Abost the U1.5. Katie and her team of pasr volustasrs.

Safong brora prouy affers the muwmmummm
besadeat wat

oy : o m
e

14,312
e this

37
sl st B

Likes Sex Al

| Create a Page |

Want to like or comment
on this page?

To interact vith Safer® Brand

Organic Gardening & Pest Control
Produscts you naed ta sign up for
Facebock first,

it free and anyone can jon. Akesdy s
Login.

Similar Facebook Pages.

B e satad uide

Members Project from
M American Express

Playtex

ore

Tiein to a Great Cause

Copyright 2011 M. Kim Saxton, Kelley School of Business
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And, optimize LinkedIn

 Company Page
» Executive Profile Pages
« Join or Create a Group

» Leverage Group Discussions in other
places like newsletters and blog posts

» Add Polls
» Add Presentations

u

INDIANA UNIVERSITY

Llﬂkedﬁa Account Type: Basic = Kim Saxion  Add Connections

Home Profle Contacts Groups Jobs Inbox ] Companies News More | Companies ~ ﬂ

Companies » Compendium

@ COMPENDIUM Compendium is a business blogging platform with the software, tools, and Compendium has 178 followers
services that empowers companies to create, capture, moderate, and
braadcast their message online. Compendium’s technology controls the Follow Company Share

blogging process so companies can focus on controlling their message

Noteworthy Accomplishments: Businesseek dubbed Compendium one of
"America’s Most Promising Startups.” Compendium has also been featured in How you're connected to Compendium
the Wall Street Journal, BtoB Magazine and DM News. Compendium received
the "Indiana Company to Watch” award from the Indiana Economic 1 0 First degree connections
Development Corporation

o 17 Second degree connections
Specialties
Business Blogging, Content Marketing 30 Employees on Linkedin

less

II. Check out insightful statistics about
Your Network (27) Your College Alumni (4) ~ Compendium employees »

President AdChoices[>
Frank Dale, Indi lis, Indi Are: - ~ LI ~
%ﬂ rank Dl cermpots, e e HOW TO SAY SUCCESS

&)

Copyright 2011 M. Kim Saxton, Kelley School of Business 17
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Frank Dale

President at Compendium

Indianapolis, Indiana Area

Websites: = Twitter
= My Corporate Blog
- Company Website
Current  President at Compendium Twitter 3 Follow | @frankcdale
Past Vice President Operations a
Vice Presid IOp i Interests: Business Strategy, Marketing, Online Marketing, Corporate Finance,
[EB RN BB Leadership Training/Development, Soccer, Travel
Consultant at Indiana 21st (|
see all - Groups and Valparaiso University Alumni Admissions Network, Indianapolis Sigma

Education Indiana University - Kelley §
Valparaiso University
Valparaiso University

Recommendations 5 people have recommende]

Connections 500+ connections
Websites  Twitter
My Corporate Blog
Company Website

Twitter | w Follow | @frankedale

Public Profile  httpz/fwww linkedin.com/in/f

|=3» share = PoF = Prin

Frank Dale is currently President at Compendium,
a problem solver and a leader — consistently advod
success. With a passion for startup companies and
serves as a panelist at the Kelley School of Busine|

Associations

Chi Alumni Chapter

Customer Development

Dferiomatic oy | 5in

DNIENG "

INBOUND Inbound Marketers - For Marketing Professionals
Q@ Join

Kelley School of Business Alumni
Already a mem

Lean Startup Circle
© Join

Online Marketing Summit
© Join

OpenView Venture Pariners
Q@ Join

3 Sigma Chi Fratemity
Q@ Join

Saas Software as a Service (SaaS) Group
Lopevori Q Join

1 The Economist Newspaper readers
Economist [Py QR

Linked[[i- Account Type: Basic

Home Profle Contacts Groups Jobs Inbox ] Companies

Answers Home  Advanced Answers Search My Q8A

Ask a Question

News More

* Kim Saxton

Add Connections

Answer Questions

Go back to Answers Search Resulls

Patrick Cava

Marketing Manager at Certain

see all my questions

Bruce Cadkin, MBA

Founder & President of BAC Medical

Marketing

see all my answers

Best Answers in

Corporate Blogging: Hubspot vs. Compendium?

Anyone have experience with Hubspot and/or Compendium for managing their
corporate blog? If so, which do you prefer? if you moved to/from wordpress to one
of these platforms, what was your experience?

posted 1 month ago in Intemet Marketing | Closed | Report question as

Share This »

Answers (9)

| don't use either, so my answer is totally unbiased. That being said, I've heard that
HubSpot offers a single blog strategy, while Compendium offers a multi-blog strategy

posted 1 month ago | Report answer as...

Business Development (2)... see more

Kimson Ng

Internet Marketing Specialist

see all my answers

Bradley Smith

Intarnat Markating Cancnlant 2

Neither.

I highly recommend hosting your own blog rather than using third-party platform. You
want 110% control of your blog and contents. Nothing is safe when its on someone's
server, especially when we are talking about a corporate blog here.

posted 1 month ago | Report answer as...

The best part thing HubSpot is that all of your services are integrated. That makes it a lot

easier to execute and manage if you don't have the team or expertise to help. So in

ﬂ Advanced

Copyright 2011 M. Kim Saxton, Kelley School of Business
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Some Great Resources:

» Kissmetrics.com

» ConvinceandConvert.com
 JeffBullas.com

» MarketingTechBlog.com
* AppSumo.com
 SlingshotSEO.com

» ExactTarget.com

* Hubspot.com

« Compendium.com

u

INDIANA UNIVERSITY

Future Trends in Social Media

e Mobile

Search includes social indicators
Location-based

Social Commerce

Gaming

Global Magazine Super Blogs
Global Micro Niche Businesses

Source: http://iwww.jeffbullas.com/2011/11/22/7-top-trends-in-social-media/

Copyright 2011 M. Kim Saxton, Kelley School of Business
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A couple of parting words:

VS. VERSION B

— frontlineshop S
oot wi mooywu =

voxeREsH
Sparka IV Leather postith

OUT OF THE BOX.
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