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Introd uction

Social is Important. Every marketer knows it. Customers have shifted
the way they buy. Social is here to stay, there is no question about it.
Every CMO knows they need to have a social marketing plan. This
should not be a surprise to anyone, the report simply confirms it.
Reading the results from the research can be heartb rea king. The
obvious question is: How to build an effective social strategy? There
is no easy answer, however, I want to offer four ideas to help you
build social into your marketing strategy:

Credit: https: //t hea dap tiv ema rke ter.co m/2 011 /02 /20 /ho w-c an- cmo s-b ‐
uil d-a n-e ffe cti ve- soc ial -me dia -st rategy/

Social is not a Strategy

Eventu ally, the word social will go away. Humans are inherently
social, most human activity is social. We don’t talk about digital
computers or electronic calcul ators, it is assumed. Companies are in
business to make money. According to management guru Peter
Drucker, the only valid business purpose is to create a customer.
That is a paying customer. Social is not a goal, it is a means to an
end. Should you experiment with social? Sure. Think about how each
social marketing activity will support your business goals..

Social as a marketing tool

Social tools can help marketing, innova tion, customer support and
other functions. But this is a blog for marketers. Yesterday I was
having lunch with a friend who asked me if he should hire a social
media strategist. To his surprise, I said ‘No’. I suggested he should
hire a marketer that unders tands how social media can support the
organi zat ion’s marketing goals. A marketer that unders tands how
social marketing efforts can work together with ‘tradi tional’ marketing
efforts to create more customers. To make money..

 

Jeremiah Owyang’s Social Media ROI Pyramid

Smart Social Metrics

In any business functions leading indicators are important. For years,
online marketers have measured page views as a leading indicator
for customer engagement that then can be converted into paying
customers. In the same way that email newsletter subscr ibers are an
engagement metric that companies can leverage to do permission
marketing to drive sales, the number of Facebook fans are also an
intere sting metric that enables permission marketing to drive sales.
But you have to think through the experi ence: from leading indicator
to business impact. Build a model that uses social media tools, to
drive engagement and activity that then impacts business goals.
Take a look at the model in this slideshare from two years ago, and
at a more evolved model in Jeremiah Owyang’s Social Media ROI
Pyramid.

Social drives Advocacy

Social Marketing can be used by marketers in many ways: to build
confidence in customers, to learn from customers and monitor your
brand to make your organi zation more customer centric, etc. If you
are looking for a quick win, I suggest consider using social media to
drive advocacy: tap into Facebook , customer reviews and other
forms of social media to empower your customers to sell for you.
Word of Mouth is nothing new, it has been around forever. Social
Media online makes it easy for happy to customers to drive advocacy
and makes it scalable – and often measurable – for marketers..
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