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93% of shoppers’ buying decisions are influenced by social media - because 90% trust peer recommendations.
 (#Socialnomics 2014)
 65% of B2B buyers learn about brand, products, or services on social media. (Microsoft Social Selling Program)
 54% of B2B marketers said they have generated leads from social media. (CMO)
 53% of customers who ask a brand a question on Twitter expect a response within 1 hour
 (Brandwatch)
 Companies that publish new blog posts 15+ times per month (3-4 posts per week) generate five times more traffic than companies that don’t blog at all.
 (NewsCred)
 For online merchants, the average order value influenced by social media in 2014 was $143.46.
 (AddShoppers)
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1.11 billion
 No. of Facebook
 users, 2013- Facebook
 >554 million
 No. of active
 Twitter users, July
 2013- Twitter, Huffington Post, eMarketer
 Top 10
 Most liked brands
 on LinkedIn are
 B2B- TrackSocial
 1 hour
 Length of video
 uploaded to
 YouTube every
 second
 19 million MAU
 14 million DAU- Facebook Canada
 5.6 million MAU-eMarketer
 7 million LI MAU- LinkedIn Canada
 74% of Canadians
 watch video on PCs-ComScore
 MAU = monthly active user
 DAU = daily active user
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2.0x Create 2.0x more content
 than the average
 member
 4.5x More connected than the
 average member
 2.2 MDecision Makers in
 Canada
 2.4xMore active than the
 average member
 Decision Makers are more active
 than Non-Decision Makers
 Decision Makers are defined as Manager Level+
 Source: LinkedIn Internal Data; March 2015
 Other, 72%
 Operations,
 13%
 Sales, 7%
 Finance, 5%IT, 2%
 Marketing,
 2%
 HR, 2%
 653k Key
 Decision Makers
 1.5M Decision
 Makers in Other
 Functions
 Entrepreneurship
 Support
 Media & Communications
 Education
 Program & Project Mgmt.
 Accounting
 Business Development
 Arts & Design
 Research
 Healthcare Services
 Engineering
 Product Management
 Real Estate
 Quality Assurance
 Legal
 Military & Protective Services
 Community & Social Services
 Purchasing
 Administrative
 Consulting
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LISTENING
 + social insights, research,
 business objectives
 CREATE & CONNECT
 + platform identification,
 content creation/curation
 ENGAGE & AMPLIFY
 + influencer outreach, community
 management, paid social
 RESPOND & OPTIMIZE
 +feedback in-campaign, paid optimization,
 responsive content, personalization
 MEASURE & LEARN
 + Benchmark against KPIs, qualitative
 & quantitative feedback, best practices
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To startPick your
 channels.
 Set your
 objective.
 Optimize
 Your
 Profiles
 Define your
 story/value
 Set up your
 industry
 feeds
 Set up your
 publishing
 platform
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Customer support, loyalty & nurturing
 Awareness
 Interest
 Evaluation
 Trial
 Adoption
 Advocacy/Nurture
 Content amplification
 Connect/engage with customers/BDMs
 Drive consideration
 Generate leads & opportunities
 Generate leads & opportunities
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Free
 • Topsy
 • Hootsuite
 • SocialMention
 • Twitter Search
 • Google Alerts
 Free & Paid
 • Comscore
 • Emarketer
 • Nielson
 • Vision Critical
 Confidential/ Proprietary
 • Past results
 • Best practices
 • Business objectives
 Paid
 • Microsoft Dynamics
 • Socialbakers
 • Sysomos
 • Sprinklr
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• Who is my target audience?
 • What are the keywords they use in
 discussing products/solutions like mine?
 • What social platforms do they use?
 • What types of content do they engage
 with/share?
 • What topics and sources of information are
 most important to them?
 • What events matter to them and their lives?
 • What problems can you help them solve?
 • What jobs can you help them complete?
 • What do they think of my brand/product
 now?
 • What do I want them to think of my
 product?
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Connect with family, friends & brands.
 For our customers, it’s personal – but used more & more in
 B2B
 Instant, open and real-time, in 140 characters or less.
 Fast access to trends. Here, the personal & professional blur.
 Connect with colleagues, find a job, read thought leadership.
 Designed for use in professional context. B2B
 Share instant photos with aesthetic filtering.
 Mobile only. Primarily consumer-based.
 Share instant micro-video to Twitter (6 Seconds)
 Mobile only. Primarily consumer-based, but some B2B
 Sharing GIFs, photos and writing
 (but mostly GIFs of cats). Primarily Consumer.
 A digital, visual scrapbooking site. Success favours
 those with pretty pictures. Primarily consumer.
 Powerpoint-sharing social network. SEO –friendly.
 Primarily B2B
 Video hosting social network. SEO –friendly.
 Both B2B and consumer brands leverage rich video
 content
 Instant “disappearing” photo-messaging.
 Primarily Consumer.
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Add cover and profile photo. Create visual alignment across your Facebook, Twitter and LinkedIn Pages
 Consistent branded URLs Bio clearly states mandate (what kind of content users can expect). Complete about sections with relevant links, tags & contact info
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Direct the community to the social channels where they will have the most optimal experience. Make the brand’s social experience based on something beyond the products
 …and integrate social into your other customer channels
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Resource Insight Example Content
 Sellers • Top questions from leads
 • Insights into verticals
 • Success Stories/case
 studies
 • Snackable tips
 • How-tos, step-by-step
 Customer Service • Top support questions • Snackable tips
 • How-tos, step-by-step
 Marketers • Most trafficked pages on
 site
 • Most searched queries
 (site, bing, google)
 • Trending topics
 • Search-optimized blog posts
 • Trend-responsive content
 Engineers/Devs • What’s new • Breaking tech developments
 • Sneak peeks
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“My core thesis has always revolved around one question:
 Are you marketing like the year you actually live in? That’s it.
 It’s not about where things are going to be in 5 years, and
 it’s definitely not about how we’ve always done it. Do what
 works. Right now.”
 - Gary Vaynerchuck
 Strategy
 - ENGAGE CUSTOMERS
 - DRIVE LOYALTY
 - DRIVE SALES
 Tactics
 - Pick well (focus on right platforms)
 - Leverage own subject matter expertise in consumeable
 format – give value first.
 - Engage outside core audience (from wine lovers to
 entrepreneurs to businesses)

Page 21
                        

“Will social media work for every business? With the right strategy,
 potentially. If your customers participate in social media or they
 listen to people who do, I suppose it can work. But it doesn’t work on
 its own – it’s a switch, but you are the power – so just because you
 turn it on doesn’t mean that it’s gonna do anything…that’s up to you.
 [Our philosophy is] Execute on Extraordinary Experiences Everyday.”
 -- Mike McDerment
 Strategy
 - DRIVE AWARENESS & AFFINITY
 - ENGAGE CUSTOMERS
 - DRIVE LOYALTY
 Tactics
 - Valuable, helpful blog content
 - Turn offline experiences into socially shareable events
 - Leverage customers who are influencers by DELIGHTING them
 - Mirror offline customer service with online to create seamless
 experience
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Sustain Engage 1:1 Amplify MeasureSet a
 schedule
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Remember – Social media success doesn’t happen overnight. It takes time to cultivate a brand and a following.
 Like anything, your social experience will be a result of the work you put into it.
 Post content with
 regular frequency
 that will help build
 your brand (use a
 social media client
 like Hootsuite)
 Engage: respond to
 followers/customers,
 share others’
 content, “like”
 Don't be afraid to
 show some
 personality or use
 humour – but always
 use your best
 judgement
 Rich media catches
 the eye: use photos,
 and videos wherever
 possible
 Mention others in
 your content
 Download social
 apps to your phone
 Use #hashtags Engage influencers/
 advocates
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A simple response or follow
 can delight a customer
 Find influencers & reach out to
 influencers with relevant content
 If budget allows, leverage
 paid social media in
 combination with your best
 content

Page 25
                        

“So much of everything we do is based on feedback, focus
 groups, talking to people, listening to blog and Facebook fan
 comments, and just being really active and having those
 lines open. You have to be authentic. Have a consistent
 voice. Don’t push out your products – engage in
 conversation…You have to genuinely be interested.”
 - Julie Cole, co-founder, Mabel’s Labels
 Strategy
 - DRIVE AWARENESS
 - ENGAGE CUSTOMERS
 - DRIVE SALES
 Tactics
 - Relevant, timely content based on target’s interests
 - Curated, audience-focused engagement
 content\Influencer relationships
 - Social Responsiveness
 - Facebook/TW chats
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Metric Definition Objective(s)
 Audience Size The number of people that Like/Follow your social profiles Awareness
 Impressions/Reach Impressions are the number of times a post from your Page is displayed,
 whether the post is clicked or not. People may see multiple impressions of
 the same post. For example, someone might see a Page update in News
 Feed once, and then a second time if their friend shares it.
 Reach is the number of unique people who received impressions of a Page
 post. Reach might be less than impressions since one person can see
 multiple impressions.
 Awareness, Affinity
 Engagement any action that is taken on the content you post (i.e. a like, a retweet, a
 comment, a link click, a share). Typically expressed as a % (i.e. [total
 actions]/[total impressions]).
 Engagement,
 Affinity, Loyalty
 Clicks number of times your content is clicked on (image or link). Leads, sales
 Revenue/End Action if you are selling online, you can add tracking links to the links you share on
 social media to measure direct purchases or end actions
 Leads, sales
 Referral traffic your website traffic driven from Facebook, Twitter, Pinterest or other Leads, Sales
 MEASUREMENT
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To start
 (2 H)Pick your
 channels.
 Set your
 objective.
 Optimize
 your profiles
 Define your
 story/value
 Set up your
 feeds/ follow
 thought
 leaders
 Set up your
 publishing
 platform
 Every
 Day
 (10 min)
 Every
 week
 (30 min)
 Every
 month
 (1 hours)
 Review
 industry
 feeds &
 curate
 content
 Create posts
 that align to
 your
 editorial line
 Schedule all
 posts into
 publishing
 platform
 Review
 previous
 month’s
 posts – what
 worked?
 Take time to
 see what
 competitors
 are doing
 Respond
 to/engage
 with
 followers
 Retweet/
 share
 relevant
 content
 Measure/
 report
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[email protected] http://aka.ms/Partner-Marketing-Center
 http://aka.ms/Partner-Digital-Marketing
 mailto:[email protected]
 http://aka.ms/Partner-Marketing-Center
 http://aka.ms/Partner-Digital-Marketing
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Klouthttps://klout.com
 Social Mentionhttp://www.socialmentio
 n.com
 Hootsuitehttps://hootsuite.com/
 Twitter Analyticshttps://analytics.twitter.c
 om
 Facebook
 insightshttps://www.facebook.c
 om/insights
 LinkedIn
 Insightshttps://www.linkedin.co
 m/company/insight
 Insights, knowledge, best practices
 • Mitch Joel’s blog http://www.twistimage.com/blog/
 • Gary Vaynerchuk’s YouTube channel https://www.youtube.com/user/GaryVaynerchuk/featured
 • Unmarketing’s podcast: http://www.unmarketing.com/
 • Microsoft SMB Advertising: http://advertising.microsoft.com/en/knowledge
 • Twitter for business: https://business.twitter.com/
 • Facebook for business: https://www.facebook.com/business
 • LinkedIn for Small Business: https://smallbusiness.linkedin.com/
 • Microsoft BizSpark: http://www.microsoft.com/bizspark/ (tech startups)
 https://klout.com/
 http://www.socialmention.com/
 https://hootsuite.com/
 https://analytics.twitter.com/
 https://www.facebook.com/insights
 https://www.linkedin.com/company/insight
 http://www.twistimage.com/blog/
 https://www.youtube.com/user/GaryVaynerchuk/featured
 http://www.unmarketing.com/
 http://advertising.microsoft.com/en/knowledge
 https://business.twitter.com/
 https://www.facebook.com/business
 https://smallbusiness.linkedin.com/
 http://www.microsoft.com/bizspark/
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