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Your Attention Please:
The Right Way to Integrate Social Media
Into Your Marketing Plans

o matter where you turn, social media tools

are jostling for marketers’ attention. Each one

promises to be the most efficient way to deliv-

er messages and customer service online, as
well as build brand value. Many marketers, inspired by
media coverage, tend to jump on the latest emerging channel
— whether it is a blog, Twitter or another social platform.

But there’s a better way to approach social media marketing

1sion

and engagement. Follow these four steps:
*Build strategic roadmaps that incorporate social

digital v

media into your marketing plans. Despite its promise,
social media is still just one piece of the overall marketing
arsenal and can be integrated with traditional programs. To
start, consider integrating social media slowly. For example,
watch to seeifa corporate blog program drives more traffic
to your site than a newsletter. It's impractical to immediately
implement all forms of social media — especially if you don’t
know whether your audience is receptive to a specific chan-
nel or tactic. If the blog isn’t helping to build an audience, try

anew approach — a Twitter feed or customized social net-
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If a brand joins a
dialogue, it must be
transparent and not

work, for example.
Remember to continue

testing and experimenting,

reﬁning what achieves
results for your brand. operate under false
pretenses.
- Identify the most
influential blogs and

social sites as part of an
effective social net-
working campaign. As
mentioned, it’s important
to have your audience in
mind before you start. Not
everyone spends time in
the blogosphere, or on
Twitter and Facebook, and
audiences often gravitate
toward a specific channel.
For example, software
engineers are increasingly
turning to blogs, while
general consumers can be
heavy social networking
users.

A thorough social
media analysis not only
shows you where your
online audience is engaged,
but can also identify influ-
ential Web sites. There are
many solutions to help you
discover where conversa-
tions are happening and
who is leading these con-
versations. These solutions range from simple search tools,
blogs and Twitter to robust enterprise-level platforms that
scour social conversations in real time and determine emerg-
ing topics. This insight can inform your strategy to ensure
that you're engaging with the right consumers at the right
time, rather than inefficiently reaching out to an irrelevant

audience.

* Implement social media tactics to drive behavior
for specific marketing outcomes. For example, take the
launch of a new product or service to increase attendance
and conversations around key marketing events. Social
analysis tools today aren’t only helpful for recognizing influ-
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encers and monitoring conversations; they can also be used
to pinpoint emerging topics, with marketing results in mind.
For instance, by identifying, tracking and measuring the
tone of top industry Web sites and bloggers, you can coop-
erate with them and drive their attention toward an upcom-
ing conference or announcement.

Outreach has the potential to result in enhanced and
scaled engagement, measured by reach, sentiment and
demonstrable impact on behavior. For example, several
companies, including Domino’s, Comcast, JetBlue, Dell and
Southwest, are actively using Twitter as a customer-service

channel to resolve issues quickly.

+ Actively engage in social media in a pragmatic,
controlled and open manner. As in any smart social media
strategy, you should first identify and monitor your influ-
encers, and then reach out regularly, comment on posts and
push conversations forward — a process that can admittecuy
be time-consuming for you and your team. Tools that cap-
ture social media conversations and analysis allow you to
not only listen to the dialogue, but also engage with con-
sumers directly from a platform, expediting your responses.

If a brand joins the dialogue, it must be transparent and
should not operate under false pretenses (a fake name, for
instance). Any engagement that the brand initiates should
make a positive contribution or resolve a potentially detri-
mental issue, and not be solely for promotion. When some-
thing negative is written about a company, the message and
its tone can be disseminated quickly by other readers, so a
rapid response is essential to brand management.

Companies, as well as individuals, are still learning how
best to use the various social media tools available. The
landscape will change in the coming years as new tools
emerge and participation continues to increase.

As a channel for interaction, social media will only con-
tinue to grow as more consumers become engaged. So be
patient, flexible and analytical when creating marketing
campaigns for the social Web. 1

Blake Cahillis senior vice president for Seattle-based
Visible Technologies, a provider of social media moni-
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