MARKETING REBOOTED

A series of eCourses for marketers trained in traditional advertising and marketing methods, who know a little about new generation marketing tools and techniques – but not enough.
Course S-1: Social Media
COURSE OVERVIEW

A seven-week eCourse providing a comprehensive introduction to Social Media Marketing, from the Basics to detailed instructions on how to build and run a Social Media programme.

This eCourse is conducted on a web-based e-learning software platform, enabling course participants to proceed at their own pace, accessing materials online. This particular eCourse provides content in a variety of multimedia forms, including videos, slideshows, flash-based presentations and PDF files. No special software is required to participate.

Course lessons are released weekly, for participants to access in accordance with their own timetables. Interaction with the course tutor is enabled through the platform software tools (with telephone backup if required).

TIMING

The first eCourse in the 2010 series starts on Monday March 1, with the delivery to participants of the Introduction and Lesson One. New lessons will be delivered weekly on Mondays.

COURSE CREATION AND TUTORING

This course has been created and will be tutored by Michael Carney. Michael has been in the marketing game since 1971, online since 1987 and keeps tabs on a wide range of trends and developments, locally and around the world. He is the author of “Trade Me Success Secrets” and a regular columnist for Marketing Magazine. Michael is also Chairman of the eMarketing Network, the digital special interest group of the NZ Marketing Association.

COURSE CONTENTS
INTRODUCTION: 

WHY SOCIAL MEDIA SILENCE IS DEADLY

In which we put Social Media in context in the modern world; discuss the reality that the medium is a runaway success (regardless of whether marketers choose to participate or not); deal with marketers’ biggest fears about the medium; and discuss the key principles of effective marketing in social media.

KEY TOPICS COVERED

· Consumers are talking about YOU online -- whether you hear them or not and whether you respond or not

· The Nightmare Before Christmas: how Eurostar earned a big social FAIL in the Big European Freeze of 2009

· The New World Social Order: what consumers expect and demand from major brands

· Twitter and its surprising pro-democracy credentials

· Why Social Media Matters

· What's the most effective vehicle for mobilising brand advocates? 

· Does that turn into sales or is there a better way to generate dollars online? 

· Marketers' biggest fears about social media.

· Marketers want more two-way media 

· Marketers recognise that they need more education

· Five Social Media Guidelines to follow in 2010

· Brace yourselves for the speed of share (how fast ideas spread across social networks)

· The principles of Effective Marketing on Social Networks

· Should you go social anyway?

LESSON ONE: THE BASICS

I’VE JUST ARRIVED FROM OUTER SPACE. TELL ME ABOUT THESE “SOCIAL NETWORKS”.

For those a little fuzzy on the basics: we introduce the concept of social networks; talk about the main players; give special recognition to Facebook and review its New Zealand numbers and offerings; look at what else is out there (including the newest, Google Buzz); show you how to check out and claim your digital identity at key online sites and services; and (if you’re not already there) invite you to sign yourself up to the primary social sites.

· An introduction to Social Networks

· The key players: the leading social networks in NZ and around the world.

· The staggering rise of Facebook in New Zealand

· Facebook NZ by the demographics

· About Facebook: Groups and Fan Pages

· About Twitter

· About YouTube, LinkedIn, Bebo, MySpace, Orkut and the others

· And now Google Buzz?

· Brand You: claiming your digital identity

· Setting yourself up on Facebook, Twitter, YouTube, LinkedIn

· Just Starting Out

· Driving Traffic

· Principles of Social Media

· Types of Social Media 

LESSON TWO: SOCIAL MEDIA AND YOU

I’M AFRAID OF INTRUDING IN SOCIAL MEDIA – ALL THOSE CONSUMERS WILL TRASH MY BRAND
Social Media and Marketers: are we there yet? We review the importance of social media for brands; ask the eight key questions of vital importance to marketers wanting to join this social media party; consider how to choose which social media to support (sorry, you can’t do it all, at least not on Kiwi-sized budgets and resources); look at what sort of social media personality you should adopt to flourish in the new environment; and look at the benefits, the pitfalls and the barriers when it comes to social media marketing. Applying those last attributes to your own business will be your assignment from Lesson Two. 

· Why should brands participate in social media?

· What do consumers want from brands in social media?

· The six Cs of Social Influence marketing

· The eight key questions marketers ask before they decide whether to participate in social media.

· What do marketers need to know, to choose exactly where to participate in social media?

· How should marketers behave in social media environments?

· It's a bit too late for the Ostrich Strategy. We outline seven key realities of the new social economy.

· Who or what do consumers trust?

· Transparency (and FTC guidelines)

· The Benefits of Social Media

· The Pitfalls of Social Media for Marketers

· The Barriers

· Social Media Philosophies

· Ten Golden Rules For effective social media marketing

· Big Picture: which of these social media personalities should you adopt, and what are the implications for your organisation?

LESSON THREE: BUILDING THE PLAN

ENOUGH TALK ALREADY, LET’S START BUILDING SOMETHING

So far, we’ve examined the principles of social media. Now it’s time to put those into practice and start building your own social media programme. This topic will occupy us for most of the lesson, as we cover the six key elements of a strategy framework. Your homework will involve turning that framework into a provisional plan.

· Best Practice Principles of Social Media

· Benchmarks For Success

· Building the framework for a social media strategy: Audience, Objectives, Strategic Plan, Tactics, Tools, Metrics

· What skills are required for most effective use of Social Media?

· Should Kiwi businesses handle Social Media in-house or should they outsource? What are the implications of either choice?

· Social Media RFP Template – if you choose to outsource your social media requirements

LESSON FOUR: MONITORING

DON’T SAY A THING. JUST LISTEN FIRST (EVEN FOR JUST 10 MINUTES A DAY), THEN THINK ABOUT WHAT YOU’RE HEARING. MAYBE THEN YOU CAN TALK.

We know you want to get your teeth into Social Media fast, but you need to start by just listening. And yes, you can do it for just ten minutes a day (if you’re very focussed). In this lesson, we show you where and how to listen (and where to find the mostly-free tools to do so); what to listen for; who to listen to (identifying opinion leaders); and we talk about how things can go wrong and how to react to problems when they arise. Your homework will involve listening, listening, listening.

· What are your competitors currently doing in Social Media?

· What are consumers saying about you and/or your competitors online?

· Are some of your employees already active in social media outlets, unofficially representing your company and your brand (even if you don’t know it)

· Does your company ban the use of Facebook and other social networking sites? Why that could be a big mistake and what to do about it

· Company processes for evaluating and responding to Social Media discussions

· Finding and Following “Tribes” in Online Social Networks

· Basic analysis techniques and tools

· Interpreting the results

· Benchmarking practices

· Reputation and Risk Management plan

LESSON FIVE: ENGAGEMENT

WILL CONSUMERS REALLY ENGAGE WITH ME AND MY BRAND, OR WILL THEY JUST BE POLITE? (IF THEY THINK YOU’RE ANNOYING OR INTRUSIVE, DON’T WORRY, THEY’LL TELL YOU) 

Like most marketing, social media starts with a clear understanding of consumers: who they are (by whatever metrics available) and what they need and want. Social media marketing works the same way, but even more so. In this lesson we dig ever more deeply into understanding the audience; at this point you’ll be adjusting the plan you assembled a couple of lessons ago, to take account of your new knowledge.

· The six-point scale of consumer engagement

· 35 signs of engagement

· Consumers and their Purchasing Cycle: what they want to know, when, and how Social Media marketing can make a difference

· Identifying your audience characteristics: which types of social media participants are engaging with your brands?

· Understanding tone and style suitable for different online environments

· Community management principles; what strategies to employ to engage with different communities

· Optimizing Your website For Social Media

· Choosing The Tools That Will Work Best For Your Brand/Business

LESSON SIX: CREATING KILLER CONTENT

TELL ME STUFF THAT’S REALLY INTERESTING – AND STOP SELLING AT ME, THIS ISN’T A USED CAR LOT

None of what we’ve covered so far is of any use if your contribution to the online conversation is merely self-serving and sales-oriented. In this lesson we cover the sort of content that is essential in social media, and how you can build it into relevant, informative, compelling content. Your homework will require you to create such content for your business.

· Social Media and PR: natural bedfellows

· Authenticity

· Story-telling

· Excitement

· How to Write Compelling Social News Headlines

· Ingredients for the ideal Twitter Marketing Programme

· The balance between hustling and helping

· Integrating your social media content and your traditional marketing content

· “Trojan Horse Marketing” and what it means for social media marketers 

LESSON SEVEN: METRICS AND ROI

OVERCOMING THOSE QUESTIONS THAT KILL MARKETING CAREERS 

Social Media in its early stages avoided those awkward issues about Return on Investment and whether it really delivered value for the time and money involved. Now times are tougher, the budgets are tighter and CFOs are asking the hard questions. In this lessons we look at the metrics that are nice to have but more importantly at the ones that matter. We also identify strategies you can follow to develop useful, meaningful measures that satisfy the C-suite. You can guess what your homework is.

· How much money and/or time should you devote to Social Media marketing?

· What's at stake? Does word of mouth turn into money? 

· What are the key cost centres and how should you budget for social media?

· Using Search To Prove Social Media’s Value

· Social Media ROI – Seven Key Steps

· Social Web Analytics: what can you measure?

· Using the numbers to improve your business 

CONCLUSION:

WHERE DO WE GO FROM HERE, AND WHO’S DRIVING?

Social Media (it seemed) arrived faster than a speeding bullet. What’s next for the medium, how do you tell, and what can you do to prepare? We look at the trends and offer some advice.

Ten Tips for making the most of the social media boom

· The future of social media

· Creating Fans
· Thriving on Big Ideas
“My biggest concern is that no one knows what they are doing [in social media]. I am consistently put in the position of feeling that I know more than my agency and they are learning at my expense.”
VP Social Media, Fortune 500 Book Retailer, August 2009
