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Introduc4on	
  to	
  online	
  communi4es	
  

	
  	
  
The	
  sharing	
  of	
  informa5on,	
  
experiences,	
  and	
  perspec5ves	
  
throughout	
  community	
  oriented	
  
websites	
  (Weinberg,	
  2009,	
  p.	
  1).	
  



Brand:	
  Starbucks	
  



Direct	
  Communi4es	
  

Forums	
   Blogs	
  

Groups	
   Vo5ng	
  
sites	
  



Direct	
  Communi4es	
  
This can be your organization’s website 

 
starbucks.com 

 
http://mystarbucksidea.force.com 

 
http://en.community.dell.com 

 
with option for users to create profiles and 
participate. Organization directly benefits 

from the user data	
  





http://www.starbucks.com/blog/10113/starbucks-listens-to-customer-request-for-more-
sizes.aspx 



http://mystarbucksidea.force.com/ 



Overview:	
  Direct	
  communi4es	
  

•  These	
  are	
  communi5es	
  owned	
  and	
  managed	
  by	
  a	
  
company	
  typically	
  running	
  proprietary	
  community	
  and	
  
enterprise	
  collabora5on	
  soKware	
  solu5ons.	
  	
  

•  Examples	
  include	
  the	
  Na5onal	
  Breast	
  Cancer	
  
Founda5on’s	
  community	
  website,	
  Starbucks’	
  blog,	
  or	
  
Dell’s	
  support	
  community.	
  	
  

•  The	
  organiza5on	
  is	
  responsible	
  for	
  running	
  and	
  
managing	
  the	
  community	
  and	
  benefits	
  from	
  rich	
  data	
  
and	
  user	
  profiles	
  created	
  within	
  that	
  community.	
  
These	
  also	
  would	
  include	
  private	
  B2B	
  and	
  internal	
  
employee-­‐targeted	
  communi5es.	
  

hTp://mashable.com/2010/04/09/online-­‐communi5es-­‐business	
  



Managed	
  Communi4es	
  

Facebook	
   TwiTer	
  

FourSquare	
   Pinterest	
  



Going	
  to	
  your	
  audience	
  

Your	
  Website	
  



http://twitter.com/Starbucks 



2014	
  33	
  -­‐	
  million	
  fans.	
  190k	
  talking	
  



2015	
  -­‐	
  38	
  million	
  fans	
  21	
  million	
  	
  visits	
  



Likes	
  23k	
  	
  
Shares	
  695	
  
Comments	
  303	
  
	
  



LinkedIn	
  –	
  164k	
  followers	
  (2014)	
  



LinkedIn	
  –	
  496k	
  followers	
  (today)	
  



Pinterest	
  –	
  75k	
  Followers	
  (2014)	
  



Pinterest	
  –	
  175k	
  Followers	
  (2015)	
  



Tumblr	
  



Par4cipa4ng	
  Communi4es	
  

TripAdvisor	
   Yelp	
  

GoogleReviews	
   Community	
  
Managed	
  Sites	
  







Ihatestarbucks.com	
  



Par4cipa4ng	
  Communi4es	
  

•  Those	
  communi5es	
  where	
  the	
  business	
  doesn’t	
  
have	
  any	
  control	
  over	
  the	
  content	
  or	
  users.	
  	
  

•  Examples	
  	
  
–  Get	
  Sa5sfac5on	
  
–  The	
  BeTer	
  Business	
  Bureau	
  Complaints	
  Portal	
  
–  Ripoff	
  Report	
  
–  Yelp	
  
–  Consumerist	
  
–  TripAdvisor	
  
–  Fan	
  created	
  Facebook	
  pages	
  (such	
  as	
  Coca-­‐Cola)	
  and	
  other	
  DIY	
  
blogs,	
  websites,	
  etc.	
  	
  

Weinburg,	
  2009	
  



I.	
  People	
  

More	
  specifically,	
  their	
  behaviors	
  on	
  
social	
  plagorms.	
  	
  



Celebra4ng	
  



Seeking	
  Help	
  



Complaining	
  



Expressing	
  Opinion	
  



Can	
  we	
  classify	
  people	
  into	
  categories	
  
based	
  on	
  their	
  behavior?	
  







Exercise	
  

•  Iden5fy	
  the	
  most	
  important	
  audience	
  types	
  
for	
  your	
  startup.	
  Review	
  your	
  customer	
  
segments.	
  	
  

•  Select	
  1	
  to	
  focus	
  on	
  (for	
  today,	
  focus	
  on	
  all	
  of	
  
them	
  later).	
  Disregards	
  inac5ves.	
  

•  Discuss	
  and	
  list	
  ways	
  you	
  could	
  engage	
  with	
  
this	
  audience	
  type	
  on	
  social	
  media.	
  	
  



Social	
  Media	
  Strategies	
  for	
  Startups:	
  Exercise	
  #1 	
   	
   	
   	
   	
   	
   	
  Prof.	
  Kristen	
  Sosulski	
  
•  Iden5fy	
  the	
  most	
  important	
  audience	
  types	
  for	
  your	
  startup.	
  Review	
  your	
  customer	
  segments.	
  	
  
•  Select	
  one	
  audience	
  type	
  to	
  focus	
  on	
  (for	
  today,	
  focus	
  on	
  all	
  of	
  them	
  later).	
  	
  Disregard	
  inac5ves.	
  
•  Discuss	
  and	
  list	
  strategies	
  to	
  engage	
  with	
  this	
  audience	
  type	
  on	
  social	
  media.	
  	
  

	
  

From	
  Bernoff,	
  J.	
  &	
  Li,	
  C.	
  (2008).	
  Groundswell.	
  Harvard	
  Business	
  Press:	
  Boston	
  

Strategies	
  for	
  engagement	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  



Spectators	
  



Joiners	
  



Collectors	
  



Cri4cs	
  



Conversa4onalists	
  



Creators	
  



	
  

Iden4fy	
  the	
  people,	
  objec4ves	
  
and	
  technologies	
  to	
  implement	
  
and	
  support	
  your	
  strategy.	
  

	
  
P.O.S.T	
  Framework	
  



II.	
  Objec4ves	
  



Tradi4onal	
  Business	
  Objec4ves	
  

Research	
  

Marke5ng	
  

Sales	
  

Support	
  

Development	
  



Groundswell	
  Objec4ves	
  

Listening	
  

Talking	
  

Energizing	
  

Suppor5ng	
  

Embracing	
  





Pursuing	
  a	
  listening	
  objec4ve?	
  

Listening	
  



Reasons	
  to	
  
Listen:	
  
Reputa4on	
  
management	
  



Reasons	
  to	
  Listen:	
  Know	
  what	
  your	
  
compe44on	
  is	
  doing	
  



Research	
  



Listening	
  Strategies	
  

•  Google your product / 
blog for the words sucks 
or awesome	
  

•  Use tools to help 
automate the listening 
process	
  

•  Important that you need 
to determine how you will 
use the data. 

	
  

•  Determine what it is that 
you want to know and 
how you will interpret the 
data you collect	
  

•  Check the social 
technographics profile of 
your readers / customers	
  

•  Start small, think big. 
Start with one or two 
keywords.	
  

	
  



Listening	
  to	
  the	
  Trending	
  Topics	
  

•  Google	
  trends	
  
•  TwiTer	
  Search	
  
•  TwiTer	
  stream	
  graphs	
  



Google	
  Trends:	
  Foreclosures	
  

hTp://www.google.com/trends/explore#q=foreclosure%2C%20&geo=US&date=1%2F2005%2097m&cmpt=q	
  



Google	
  Trends:	
  Short	
  Sales	
  



TwiRer	
  Search	
  

hTps://www.youtube.com/watch?v=jGbLWQYJ6iM	
  



TwiRer	
  feeds	
  on	
  the	
  latest	
  1000	
  
tweets	
  related	
  to	
  a	
  search	
  term.	
  

Try	
  it	
  at:	
  hTp://www.neoformix.com/Projects/TwiTerStreamGraphs/view.php	
  



Reactive Listening: Alerts 



Reactive Listening: Sentiment 
Analysis 



Some	
  Hearing	
  Aids	
  
•  Google	
  Trends	
  
•  TwiTer	
  Search	
  
•  TwiTer	
  streams	
  	
  
•  Social	
  men5on	
  
•  Wildfire	
  
•  Sprout	
  social	
  
•  Hootsuite	
  
•  Google	
  alerts	
  
•  Google	
  analy5cs	
  
•  Facebook	
  -­‐	
  Ques5ons	
  

•  *	
  Swix	
  
•  *	
  Social	
  Radar	
  
•  *	
  Trackur	
  	
  
•  *	
  Radian6	
  

hTp://www.socialbrite.org/2011/01/11/guide-­‐to-­‐free-­‐social-­‐media-­‐monitoring-­‐tools/	
  



Pursuing	
  a	
  Talking	
  Objec4ve	
  

Talking	
  

Marke5ng	
  



Feedback Feedback 

One way 
communication 

Continuous 
communication 

It’s	
  about	
  the	
  feedback	
  

Adapted from Powell 
(2009)  

Feedback 



Talking…	
  

hTp://www.forrester.com/groundswell/images/groundswell_figure_4-­‐1.jpg	
  



Where	
  can	
  we	
  talk	
  on	
  the	
  social	
  web?	
  



Four	
  Ways	
  to	
  Talk	
  with	
  the	
  
Groundswell	
  
•  Social	
  Networks	
  (interes5ng	
  content)	
  
•  Videos	
  
•  Blogs	
  
•  Direct	
  Communi5es	
  



Social	
  Networks	
  



hTp://www.youtube.com/watch?v=owGykVbfgUE	
  



From	
  4	
  million	
  to	
  45	
  million	
  in	
  annual	
  
revenue	
  

hTp://tv.winelibrary.com/2006/02/	
  



BlendTec	
  

•  Sales	
  up	
  700%	
  since	
  the	
  
Will	
  It	
  Blend	
  campaign	
  

•  First	
  5	
  videos	
  cost	
  $50	
  
•  6	
  million	
  views	
  in	
  the	
  
first	
  week	
  

hTp://www.youtube.com/watch?v=qg1ckCkm8YI	
  



Why	
  Blog?	
  

You	
  want	
  to	
  
engage	
  in	
  a	
  
dialogue	
  with	
  your	
  
customers	
  
	
  



What	
  are	
  some	
  common	
  blogging	
  
mistakes	
  
•  Using	
  it	
  as	
  a	
  press	
  center	
  
•  Infrequent	
  pos5ngs	
  
•  Disabling	
  conversa5on	
  
•  Not	
  telling	
  anyone	
  that	
  you’re	
  blogging	
  and	
  
what’s	
  new	
  

•  Expec5ng	
  instant	
  success	
  



Only	
  blog	
  if	
  you	
  can	
  do	
  commit	
  to	
  the	
  
following:	
  

ü focus	
  on	
  fresh,	
  interes5ng	
  content	
  
ü avoid	
  all	
  direct	
  marke5ng	
  ploys	
  
ü get	
  crea5ve	
  and	
  moving	
  beyond	
  boring	
  
company	
  info	
  

ü post	
  frequently	
  and	
  regularly	
  
ü respond	
  to	
  comments;	
  and	
  
ü What	
  else????	
  



Blogging	
  Tips	
  

•  Start	
  by	
  listening	
  
•  Iden5fy	
  your	
  goals	
  

–  Announcing	
  new	
  
products	
  

–  Suppor5ng	
  exis5ng	
  
customers	
  

•  Develop	
  a	
  plan	
  

•  Rehearse	
  
•  Develop	
  an	
  editorial	
  
process	
  

•  Connect	
  your	
  blog	
  to	
  
your	
  site	
  

•  Develop	
  a	
  marke5ng	
  
plan	
  so	
  people	
  can	
  find	
  
your	
  blog	
  

•  It’s	
  not	
  just	
  wri5ng	
  
•  Be	
  honest	
  



Who	
  should	
  write	
  for	
  the	
  blog?	
  



If	
  you	
  want	
  to	
  encourage	
  customer	
  
interac4on.	
  

•  Write	
  in	
  a	
  way	
  that	
  
encourages	
  interac5on	
  
-­‐-­‐	
  ask	
  lots	
  of	
  ques5ons	
  

•  Engage	
  in	
  dialogue	
  -­‐-­‐	
  
respond	
  quickly	
  to	
  
comments	
  (wai5ng	
  3	
  
days	
  and	
  responding	
  in	
  
bulk	
  isn't	
  going	
  to	
  
s5mulate	
  a	
  
conversa5on)”	
  



Energizing	
  

Energizing	
  relates	
  to	
  the	
  “sales”	
  
func5on	
  of	
  the	
  company.	
  This	
  where	
  
customers	
  selling	
  to	
  one	
  another	
  

	
  







Trip	
  Advisor	
  



Trip	
  Advisor	
  Reviews	
  and	
  Votes	
  



Paid	
  Search	
  with	
  Reviews	
  



Organic	
  Search	
  
with	
  reviews	
  



Yelp	
  



Yelp	
  seems	
  like	
  a	
  
place	
  for	
  consumers	
  
to	
  vent	
  about	
  bad	
  
experiences.	
  	
  
	
  
Aren't	
  most	
  reviews	
  
nega4ve?	
  

Yelp	
  Support	
  Center:	
  hTps://biz.yelp.com/support/common_ques5ons?country=US	
  



Suppor4ng	
  

Related	
  to	
  the	
  support	
  func5on	
  of	
  
the	
  business.	
  Enable	
  customers	
  to	
  

support	
  one	
  another.	
  
	
  



Dell	
  





Forum	
  ==	
  Suppor5ng	
  

Clear	
  “branded”	
  
iden5fica5on	
  of	
  
who’s	
  
responding	
  to	
  
your	
  posts.	
  



Best	
  Buy	
  –	
  Help	
  Force	
  on	
  TwiTer	
  (@twelforce)	
  

If	
  you	
  include	
  #twelpforce	
  in	
  your	
  tweets,	
  any	
  one	
  of	
  2500	
  Best	
  Buy	
  employees	
  
could	
  respond.	
  hTp://twiTer.com/twelpforce	
  
	
  



	
  
	
  

Embracing	
  



Why	
  bother	
  ge]ng	
  customers	
  
involved	
  in	
  product	
  development	
  or	
  
business	
  process	
  improvement?	
  



Embracing	
  Examples	
  

•  Embracing	
  is	
  related	
  to	
  the	
  development	
  aspect	
  
of	
  your	
  organiza5on	
  

•  This	
  is	
  where	
  organiza5ons	
  help	
  their	
  customers	
  
work	
  with	
  each	
  other	
  to	
  come	
  up	
  with	
  ideas	
  to	
  
improve	
  your	
  products	
  or	
  services	
  
	
  
– Modcloth.com	
  	
  
–  Baby	
  Einstein	
  
– Dell	
  
–  Salesforce	
  











Baby	
  Einstein	
  



ModCloth:	
  Be	
  the	
  Buyer	
  

hTp://www.modcloth.com/storefront/products/be_the_buyer	
  



ModCloth:	
  Be	
  the	
  buyer	
  



My	
  Starbucks	
  Idea	
  



Dell’s	
  Idea	
  Storm	
  



Salesforce	
  

Source:	
  hTp://success.salesforce.com/	
  



Product	
  Development	
  

•  Product	
  development	
  is	
  hard.	
  Why	
  not	
  let	
  
your	
  customers	
  help	
  you	
  with	
  it?	
  

•  Customers	
  are	
  part	
  of	
  the	
  process	
  
•  Making	
  customers	
  an	
  integral	
  part	
  of	
  the	
  way	
  
you	
  innovate	
  with	
  both	
  products	
  and	
  business	
  
improvements	
  

•  It’s	
  about	
  innova5ng	
  faster	
  
•  Lead	
  to	
  more	
  accountability	
  to	
  the	
  customer	
  



Risks	
  and	
  Considera4ons	
  

•  Keep	
  the	
  discussion	
  where	
  you	
  can	
  see	
  it	
  
•  Idea	
  forums	
  probably	
  do	
  not	
  represent	
  100%	
  
of	
  your	
  customer	
  base	
  

•  It’s	
  not	
  enough	
  to	
  listen	
  your	
  customers’	
  
ideas.	
  Show	
  them	
  that	
  you’re	
  listening.	
  

•  Not	
  every	
  idea	
  is	
  a	
  good	
  idea	
  
– Rank	
  ideas	
  
– Allow	
  for	
  vo5ng	
  



III	
  &	
  IV.	
  Strategies	
  &	
  Technologies	
  



Content	
  (and	
  context)	
  are	
  king	
  

•  Brands	
  are	
  media	
  companies	
  
•  Interes5ng,	
  quality	
  content	
  that	
  offers	
  a	
  value	
  

proposi5on	
  is	
  highly	
  shared	
  and	
  builds	
  
audience	
  

•  Show	
  consumers	
  who	
  you	
  are	
  and	
  what	
  you	
  
believe	
  in	
  

•  Social	
  media	
  amplifies	
  message,	
  facilitates	
  
connec5on	
  



Tips	
  for	
  building	
  a	
  community	
  
•  Develop	
  a	
  brand	
  voice,	
  but	
  be	
  human	
  and	
  
authen5c	
  

•  Priori5ze	
  engagement	
  over	
  size	
  of	
  community	
  
•  Focus	
  on	
  crea5ng	
  AWESOME	
  content	
  	
  
•  Diversify	
  content,	
  then	
  cross-­‐pollinate	
  
•  Treat	
  your	
  fans	
  as	
  you	
  would	
  your	
  friends	
  
•  Get	
  to	
  know	
  your	
  fans	
  
•  Build	
  an	
  army	
  of	
  advocates	
  
•  Track	
  everything	
  
•  Don’t	
  be	
  salesy!	
  



Best	
  Prac4ces	
  
•  Communicate	
  the	
  purpose	
  

and	
  use	
  of	
  your	
  direct	
  
communi5es	
  (and	
  
managed)	
  

•  Brand	
  your	
  direct	
  
communi5es	
  

•  Use	
  conven5onal	
  social	
  
media	
  icons	
  for	
  managed	
  
communi5es	
  and	
  popular	
  
par5cipa5ng	
  communi5es	
  
on	
  your	
  direct	
  communi5es	
  
pages.	
  Integrate	
  them	
  
appropriately	
  



Techniques	
  for	
  growing	
  and	
  
maintaining	
  your	
  audience	
  
•  Direct message followers	
  
•  Posting on your wall (if you have your privacy settings 

set to public)	
  
•  Cross promoting 	
  
•  Follow brands and their followers	
  
•  See if you can submit an article to a blog	
  
•  Ask for guest bloggers who will share with their network	
  
•  Become a critic!	
  
•  Use google alerts to become aware of trending topics 

ore topics discussed to become more relevant.	
  



Facebook:	
  It’s	
  across	
  devices	
  



Facebook	
  
•  Blasts	
  of	
  text,	
  photos,	
  videos	
  -­‐-­‐	
  image-­‐heavy!	
  
•  EdgeRank	
  algorithm	
  
•  Mix	
  of	
  shares,	
  likes,	
  comments	
  
•  Insights	
  page	
  allows	
  for	
  
	
  	
  	
  	
  	
  “real-­‐5me	
  marke5ng”	
  

GoPro	
  
Rent	
  the	
  Runway	
  
Jeep	
  



TwiRer	
  
•  140-­‐character	
  messages	
  to	
  promote	
  products,	
  

events	
  and	
  engage	
  with	
  fans	
  
•  Social	
  listening	
  
•  One-­‐on-­‐one	
  conversa5on	
  
•  hashtags	
  (#freedressfriday)	
  
•  URL	
  shorteners	
  

@LukesLobster	
  
@dkny	
  
@waffletruck	
  



Instagram	
  

•  Spontaneous	
  image-­‐sharing	
  with	
  filters	
  
•  TwiTer,	
  FB,	
  Foursquare,	
  Tumblr	
  integra5on	
  
•  Shareable,	
  palatable	
  

@Girlshbo	
  
@Dannijo	
  
@HelloGiggles	
  
@Threadless	
  
	
  



Pinterest	
  

•  Virtual	
  pinboard	
  of	
  web	
  content,	
  uploads	
  
•  "The	
  idea	
  behind	
  your	
  brand	
  makes	
  sense	
  on	
  

Pinterest"	
  -­‐	
  Evan	
  Sharp,	
  Pinterest	
  co-­‐founder	
  
•  Female-­‐heavy	
  audience	
  
•  Huge	
  traffic-­‐driver	
  for	
  brands	
  

Etsy	
  	
  
West	
  Elm	
  
Whole	
  Foods	
  



Foursquare	
  

•  For	
  brick-­‐and-­‐mortar	
  loca5ons	
  
•  Can	
  create	
  a	
  special	
  to	
  lure	
  people	
  to	
  business	
  
•  Low-­‐maintenance	
  
•  6	
  types	
  of	
  specials	
  	
  

Eataly	
  
Bravo	
  
BabyCakes	
  NYC	
  



Tumblr	
  and	
  other	
  blogging	
  sites	
  
•  100	
  million	
  blogs,	
  85	
  million	
  posts	
  per	
  day	
  
•  Voracious,	
  engaged	
  community	
  
•  Tell	
  your	
  brand's	
  story,	
  offer	
  more	
  insight	
  
•  WordPress,	
  Blogger	
  

Ace	
  Hotel	
  
Warby	
  Parker	
  
Alterna5ve	
  Apparel	
  
Etsy	
  



YouTube,	
  Vine,	
  Vimeo	
  

•  Video-­‐sharing	
  networks	
  
•  YouTube	
  =	
  mainstream	
  
•  Vine,	
  Viddy,	
  SocialCam	
  =	
  Instagram	
  for	
  video	
  

(filters,	
  etc);	
  niche	
  
•  Can	
  go	
  viral	
  (Pepsi	
  Max’s	
  “Uncle	
  Drew”)	
  

Southwest	
  Airlines	
  
GE	
  
Under	
  Armour	
  



LinkedIn	
  

•  Business	
  content	
  thrives	
  here	
  
•  More	
  buToned-­‐up,	
  professional	
  community	
  
•  Great	
  resource	
  for	
  hiring	
  
•  Top	
  SM	
  plagorm	
  for	
  B2B	
  

Mashable	
  
Google	
  
Spo5fy	
  



Website	
  reviews	
  
•  Respond	
  to	
  reviews,	
  both	
  posi5ve	
  and	
  nega5ve	
  
•  View	
  business	
  trends	
  and	
  gauge	
  effec5veness	
  of	
  

WOM	
  
•  Special	
  offers	
  to	
  mo5vated	
  users	
  to	
  lower	
  barrier	
  to	
  

conversion	
  -­‐	
  97%	
  of	
  consumer	
  search	
  for	
  local	
  
businesses	
  online	
  

•  Mobile	
  opportuni5es	
  	
  

Yelp	
  
Google	
  Places	
  
Your	
  Company's	
  website	
  



Microsites	
  –	
  For	
  Embracing	
  

•  Can	
  poten5ally	
  allow	
  for	
  more	
  customized	
  and	
  
immersive	
  brand	
  experience	
  

•  Opportunity	
  for	
  controlled	
  crowdsourcing	
  and	
  
co-­‐crea5on	
  

•  Exclusive	
  VIP	
  community	
  

My	
  Starbucks	
  Idea	
  
Dew	
  Labs	
  
ModCloth's	
  "Be	
  The	
  Buyer"	
  



Social	
  Adver4sing	
  

•  Don’t	
  pay	
  immediately	
  –	
  pay	
  aTen5on	
  to	
  
ini5al	
  organic	
  sharing	
  paTerns	
  

•  Pour	
  fuel	
  on	
  high-­‐performing	
  content	
  that	
  
resonates	
  

•  Target	
  ads	
  to	
  use	
  money	
  efficiently	
  
•  Don’t	
  try	
  to	
  force	
  success	
  
•  Track	
  everything	
  –	
  traffic,	
  	
  
	
  	
  	
  	
  	
  engagement,	
  leads,	
  conversion	
  



Exercise	
  #2:	
  Group	
  Breakout	
  
•  Come	
  up	
  with	
  an	
  experiment	
  that	
  you	
  could	
  
begin	
  tomorrow.	
  	
  
–  Start	
  date	
  
–  End	
  Date	
  

•  People	
  
•  Objec5ves	
  
•  Strategy	
  
•  Technology	
  
•  Baseline	
  
•  Success	
  criteria	
  



Some	
  examples	
  of	
  experiments	
  

•  Grow	
  audience	
  
–  Ad	
  campaign.	
  	
  
–  Reach	
  customers	
  in	
  specific	
  loca5ons	
  
–  Trending	
  topics	
  

•  Engage	
  audience	
  
–  Messaging	
  (images	
  vs.	
  text)	
  

•  Engage	
  segments	
  of	
  your	
  audience	
  
–  Messaging	
  (topic,	
  5me	
  of	
  day)	
  	
  

•  Change	
  habits	
  
–  Mobile	
  applica5ons	
  

•  Sales	
  
•  Increase	
  conversion	
  rate	
  by	
  x	
  %	
  

•  Customer	
  service	
  
–  Re-­‐direct	
  requests	
  

	
  

•  Sales	
  
–  Increase	
  ra5ngs	
  and	
  reviews	
  
–  Social	
  commerce	
  

•  Support	
  
–  Messaging	
  and	
  response	
  rate	
  

•  R	
  &D:	
  Generate	
  new	
  product	
  ideas	
  
from	
  your	
  audience	
  
–  Run	
  a	
  contest.	
  



Social	
  Media	
  Strategies	
  for	
  Startups:	
  Exercise	
  #2 	
   	
   	
   	
   	
   	
   	
  Prof.	
  Kristen	
  Sosulski	
  
•  Come	
  up	
  with	
  an	
  experiment	
  that	
  you	
  can	
  begin	
  tomorrow.	
  	
  
•  Define	
  the	
  people,	
  objec5ves,	
  strategy	
  (your	
  experiment),	
  and	
  technologies.	
  	
  
•  Note	
  your	
  star5ng	
  point	
  (baseline)	
  and	
  how	
  you	
  will	
  measure	
  success.	
  	
  

	
  
Experiment	
  	
  
Overview:	
  

People:	
  

Objec5ves:	
  

Strategy:	
  

Technology:	
  

Start	
  Date:	
  

End	
  Date:	
  

Baseline:	
  

Success	
  Criteria:	
  



Next	
  steps….	
  	
  

•  Study	
  your	
  online	
  presence	
  on	
  
social	
  plagorms.	
  	
  

•  Establish	
  a	
  baseline.	
  
•  Learn	
  about	
  your	
  compe5tors.	
  
•  Set	
  up	
  monitoring	
  tools	
  
•  Propose	
  5	
  experiments	
  to	
  

enhance,	
  improve,	
  transform,	
  
your	
  social	
  media	
  strategy.	
  	
  

•  Set	
  up	
  criteria	
  to	
  judge	
  the	
  
success	
  or	
  failure	
  for	
  each	
  
experiment.	
  

•  Review	
  and	
  revise	
  your	
  proposed	
  
experiments	
  based	
  on	
  your	
  
analysis	
  of	
  the	
  results.	
  	
  


