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About	
  Mhairi	
  (va-­‐ri)	
  Petrovic	
  

•  Out-­‐Smarts	
  Marke(ng	
  Founder	
  
•  Internet	
  pioneer	
  
•  Experience	
  founded	
  in	
  tradi(onal	
  sales	
  and	
  
marke(ng	
  

•  Passionate	
  about	
  social	
  media	
  and	
  its	
  
poten(al	
  for	
  growing	
  businesses	
  

•  Focus	
  on	
  simplifying	
  the	
  Internet	
  for	
  business	
  

•  Educator,	
  blogger,	
  entrepreneur	
  



What	
  social	
  media	
  isn’t…	
  



Social	
  Media	
  	
  

  On-­‐line	
  technologies	
  that	
  allow	
  you	
  to	
  share	
  content,	
  
connect	
  and	
  interact	
  with	
  your	
  community	
  and	
  build	
  new	
  
connec(ons.	
  

  Internet	
  networking	
  hubs.	
  

  Social	
  media	
  tools	
  include	
  wikis,	
  blogs,	
  podcasts	
  as	
  well	
  as	
  
social	
  networks	
  like	
  Facebook	
  and	
  You	
  Tube.	
  

  Tools	
  	
  and	
  not	
  the	
  panacea.	
  

  A	
  component	
  of	
  your	
  marke(ng	
  or	
  business	
  development	
  
strategy.	
  



Who	
  uses	
  social	
  media?	
  

  850m	
  and	
  coun(ng	
  Facebook	
  
  200m	
  on	
  Twi[er	
  

  Pinterest	
  is	
  the	
  third	
  biggest	
  social	
  network	
  now	
  

  LinkedIn	
  is	
  used	
  by	
  professionals	
  in	
  200	
  countries	
  worldwide	
  
  60	
  hours+	
  of	
  video	
  uploaded	
  to	
  YouTube	
  every	
  minute	
  

  180m+	
  blogs	
  	
  

  77%	
  of	
  ac(ve	
  Internet	
  users	
  use	
  blogs	
  
  No	
  longer	
  the	
  domain	
  of	
  the	
  youth	
  or	
  techies	
  

  Over	
  35	
  demographic	
  is	
  the	
  fastest	
  growing	
  

  More	
  women	
  than	
  men	
  

  Prac(cally	
  EVERYONE!	
  



Social	
  Media	
  –	
  Business	
  Benefits	
  
  Ability	
  to	
  reach	
  a	
  wider	
  targeted	
  audience	
  	
  
  Build	
  community	
  and	
  loyalty	
  with	
  exis(ng	
  connec(ons	
  
  Grow	
  your	
  network	
  –	
  make	
  new	
  connec(ons	
  
  Develop	
  rela(onships	
  
  Maintain	
  contact	
  with	
  exis(ng	
  networks	
  
  Connect	
  and	
  learn	
  from	
  industry	
  specialists	
  online	
  and	
  peers	
  
  To	
  establish	
  your	
  company’s	
  exper(se	
  and	
  build	
  brand	
  awareness	
  
  A[ract	
  a[en(on	
  
  To	
  promote	
  your	
  product	
  or	
  service	
  (tastefully	
  and	
  subtly)	
  
  Great	
  sales	
  tool	
  that	
  can	
  negate	
  the	
  need	
  to	
  cold	
  call	
  
  Improve	
  and	
  enhance	
  customer	
  service	
  
  Drive	
  traffic	
  to	
  your	
  	
  company	
  website	
  or	
  blog	
  
  Provide	
  enhanced	
  customer	
  service	
  



Social	
  Media	
  in	
  Plain	
  English	
  



Social	
  Media	
  Business	
  Use	
  
Sta(s(cs	
  

•  61%	
  using	
  Linkedin	
  acquired	
  a	
  client	
  through	
  it	
  	
  (Hubspot	
  2011)	
  

•  40%	
  using	
  Twi[er	
  acquired	
  a	
  client	
  through	
  it	
  	
  (Hubspot	
  2011)	
  

•  35%	
  using	
  Facebook	
  acquired	
  a	
  client	
  through	
  it	
  	
  (Hubspot	
  2011)	
  
•  47%	
  using	
  a	
  blog	
  acquired	
  a	
  client	
  through	
  it	
  	
  (Hubspot	
  2011)	
  

•  36%	
  using	
  social	
  networks	
  acquired	
  new	
  clients	
  through	
  it	
  	
  
(Socialware	
  2010)	
  

•  Client	
  base	
  of	
  social	
  media	
  users	
  grew	
  at	
  a	
  higher	
  rate	
  of	
  21%	
  vs	
  7%	
  
(Pershing-­‐Aite	
  2009)	
  

•  Managed	
  assets	
  of	
  social	
  media	
  users	
  grew	
  at	
  a	
  higher	
  rate	
  of	
  19%	
  vs	
  6%	
  	
  
(Aite	
  2009)	
  

•  Revenues	
  of	
  social	
  media	
  users	
  grew	
  at	
  a	
  higher	
  rate	
  of	
  19%	
  vs	
  6%	
  	
  
(Aite	
  2009)	
  



Business	
  Func(ons	
  that	
  can	
  Benefit	
  
from	
  Social	
  Media	
  

•  Customer	
  Rela(ons	
  
•  Communica(on	
  (both	
  internal	
  and	
  external)	
  

•  Research	
  
•  Adver(sing	
  
•  Human	
  Resources	
  

•  PR	
  
•  Marke(ng	
  



Social	
  Media	
  is	
  not	
  a	
  side	
  dish…	
  



…but	
  it’s	
  not	
  the	
  full	
  meal	
  either.	
  



Social	
  Media	
  is	
  an	
  Ingredient	
  
•  A	
  component	
  that	
  complements	
  
your	
  overall	
  strategy	
  

•  A	
  tool	
  that	
  you	
  can	
  use	
  to	
  reach	
  
your	
  target	
  audience	
  

•  A	
  new	
  way	
  to	
  communicate,	
  build	
  
awareness	
  and	
  grow	
  community	
  

•  Another	
  tool	
  to	
  add	
  to	
  your	
  
marke(ng	
  or	
  communica(ons	
  
arsenal	
  

•  It	
  is	
  an	
  ingredient	
  that	
  enhances	
  the	
  
flavour	
  of	
  the	
  overall	
  dish	
  



A	
  New	
  Way	
  to	
  Communicate	
  

Old 	
   	
  	
  

Closed	
  

Controlled	
  

One	
  Way	
  (Push)	
  
Company	
  Focused	
  

Formal	
  
Slow	
  

New	
  
Open/Transparent	
  

Organic	
  

Interac(ve	
  (Pull)	
  
Customer	
  Focused	
  

Casual	
  
Fast	
  



Like	
  the	
  Grand	
  Bazaar	
  



Social	
  Media	
  Strategy	
  
Considera(ons	
  	
  

•  Brand	
  /	
  Message	
  /	
  Mission	
  /	
  Vision	
  
•  Audience	
  –	
  who	
  are	
  you	
  trying	
  to	
  
connect	
  with?	
  

•  Tools	
  and	
  Resources	
  
•  Quan(fiable	
  goals	
  and	
  tools	
  to	
  measure	
  
success	
  

•  Content	
  –	
  how	
  will	
  you	
  add	
  value?	
  
•  Should	
  be	
  (me	
  sensi(ve	
  



Case	
  Study	
  –	
  Hootsuite	
  

•  Vancouver	
  based	
  	
  
•  Social	
  media	
  management	
  
dashboard	
  

•  Founded	
  in	
  2008	
  
•  Crowdsourced	
  their	
  name!	
  

•  Recently	
  a[racted	
  $200m	
  
investment	
  

•  Effec(ve	
  online	
  and	
  off	
  



1.	
  Social	
  Media	
  Must	
  Complement	
  
Corporate	
  Strategy	
  

•  Your	
  goals,	
  mission,	
  values	
  remain	
  the	
  same	
  
•  You	
  already	
  know	
  your	
  audience	
  –	
  apply	
  that	
  
knowledge	
  to	
  your	
  online	
  efforts	
  

•  Use	
  Social	
  Media	
  to	
  augment	
  your	
  marke(ng	
  efforts	
  
•  Reflect	
  your	
  branding,	
  messaging	
  and	
  differen(a(on	
  
•  Treat	
  social	
  media	
  ac(vity	
  the	
  same	
  as	
  any	
  other	
  
marke(ng	
  ac(vity	
  –	
  measure	
  and	
  manage	
  	
  

•  Some	
  of	
  the	
  best	
  social	
  media	
  campaigns	
  are	
  those	
  
that	
  complement	
  exis(ng	
  tradi(onal	
  campaigns	
  



2.	
  Take	
  a	
  Holis(c	
  Approach	
  to	
  Internet	
  
Marke(ng	
  Strategy	
  

Your	
  
company	
  
online	
  

Search	
  
Engine	
  

Marke(ng	
  

Website	
  
Op(miza(on	
  

Internet	
  
Adver(sing	
  

Social	
  Media	
  
Marke(ng	
  

Measuring	
  
and	
  

Repor(ng	
  

Email	
  
Marke(ng	
  

Digital	
  
Marke(ng	
  



Hootsuite	
  Website	
  



SEO	
  and	
  SEM	
  



Hootsuite	
  Email	
  



Hootsuite	
  Mobile	
  



Social	
  Media	
  



Measurement	
  



3.	
  Choose	
  your	
  Tools	
  Wisely	
  

•  Which	
  tools	
  does	
  your	
  target	
  audience	
  use	
  
most	
  ?	
  

•  What	
  is	
  it	
  that	
  you	
  want	
  to	
  gain	
  from	
  using	
  
social	
  media?	
  	
  

•  What	
  are	
  your	
  corporate	
  strengths?	
  

•  What	
  resources	
  do	
  you	
  have	
  available?	
  



Which	
  Social	
  Media	
  Tools?	
  





Customer	
  
  Who	
  are	
  you	
  trying	
  to	
  reach?	
  

  Understand	
  the	
  demographics	
  and	
  characteris(cs	
  of	
  your	
  
audience	
  so	
  you	
  know	
  where	
  to	
  find	
  them	
  online.	
  

  Which	
  tools	
  	
  you	
  use	
  will	
  depend	
  on	
  knowing	
  this.	
  

  LinkedIn	
  –	
  to	
  reach	
  business	
  people	
  
  Facebook	
  –	
  to	
  reach	
  consumers	
  

  Twi[er	
  –	
  the	
  mom	
  community	
  is	
  really	
  ac(ve	
  here	
  
  Pinterest	
  for	
  females	
  18-­‐35	
  

  LinkedIn	
  has	
  more	
  affluent	
  users	
  

  Biznik	
  for	
  West	
  Coast	
  Entreprenuers	
  
  Ac(ve	
  Rain	
  –	
  real	
  estate	
  



Right	
  tool	
  for	
  the	
  audience?	
  

•  Should	
  be	
  an	
  ongoing	
  considera(on	
  for	
  every	
  
campaign	
  and	
  ini(a(ve	
  

•  McDonald’s	
  Twi[er	
  campaign	
  backfired	
  

•  Tweet	
  McDonald’s	
  Stories	
  #McDStories	
  

•  Response	
  was	
  resoundingly	
  nega(ve	
  
•  Chose	
  the	
  wrong	
  social	
  media	
  tool	
  



4.	
  Start	
  Small	
  and	
  Grow	
  

Iden(fy	
  one	
  area	
  of	
  business	
  and	
  run	
  a	
  pilot	
  
– For	
  one	
  product,	
  service	
  or	
  target	
  segment	
  of	
  your	
  
audience	
  

– Makes	
  it	
  more	
  manageable	
  and	
  less	
  risky	
  

– See	
  if	
  your	
  community	
  is	
  indeed	
  using	
  social	
  
media	
  

– Allows	
  you	
  to	
  adapt	
  and	
  evolve	
  
– Tests	
  the	
  waters	
  in	
  a	
  manageable	
  way	
  
– Prove	
  effec(veness	
  



North	
  York	
  Twi[er	
  Pilot	
  



5.	
  Educate	
  

•  Educate	
  staff	
  and	
  decision	
  makers	
  as	
  to	
  what	
  
social	
  media	
  is	
  from	
  a	
  business	
  perspec(ve	
  

•  Conduct	
  a	
  series	
  of	
  introductory	
  and	
  ingoing	
  
social	
  media	
  sessions	
  coaching	
  staff	
  how	
  to	
  
use	
  these	
  tools	
  

•  Relate	
  social	
  media	
  to	
  your	
  business	
  or	
  others	
  
in	
  your	
  industry	
  

•  Educa(on	
  puts	
  social	
  media	
  in	
  perspec(ve	
  



6.	
  Make	
  it	
  Measureable	
  
•  First	
  ask	
  -­‐	
  where	
  are	
  you	
  at	
  right	
  now	
  in	
  terms	
  of	
  
your	
  goals?	
  This	
  is	
  your	
  yards(ck.	
  

– Website	
  metrics	
  
–  Social	
  men(ons	
  
–  Connec(ons	
  –	
  number	
  of	
  followers	
  
–  Content	
  sharing	
  -­‐	
  buzz	
  
–  Comments	
  /	
  Contribu(ons	
  
–  Subscribers	
  

•  Determine	
  goals	
  that	
  are	
  quan(fiable	
  and	
  
achievable.	
  



Measuring	
  Connec(ons	
  



Measuring	
  Interac(ons	
  



Measuring	
  Buzz	
  



How	
  Metroland	
  Measures	
  Success	
  

•  In	
  adver(sing	
  terms	
  that	
  relate	
  to	
  their	
  
business	
  (i.e.	
  click	
  through’s,	
  conversion	
  rates	
  
etc)	
  

•  Paying	
  close	
  a[en(on	
  to	
  web	
  traffic	
  analysis	
  

•  Measured	
  by	
  number	
  of	
  followers	
  
(community)	
  

•  Social	
  Media	
  referrals	
  (RT’s,	
  comments	
  and	
  
men(ons	
  etc)	
  



7.	
  Social	
  Media	
  Policy	
  

•  Employees	
  need	
  to	
  know	
  boundaries	
  
•  Policies	
  should	
  outline	
  appropriate	
  social	
  
media	
  behaviour	
  

•  Spell	
  out	
  communica(on	
  policies	
  for	
  each	
  
network	
  or	
  tool	
  

•  Address	
  copyright	
  ,	
  link	
  a[achment	
  and	
  
proprietary	
  informa(on	
  

•  Build	
  best	
  prac(ses	
  for	
  the	
  tools	
  you	
  use	
  so	
  
that	
  everyone	
  is	
  aligned	
  



Best	
  Prac(ses	
  



8.	
  Content	
  is	
  Key	
  

•  This	
  is	
  about	
  your	
  audience	
  not	
  you	
  
•  Should	
  always	
  add	
  value,	
  be	
  interes(ng	
  
•  Be	
  consistent	
  	
  in	
  pos(ng	
  content	
  
•  Never	
  overtly	
  sell	
  
•  Stay	
  on	
  topic	
  (related	
  to	
  your	
  business,	
  
community	
  and	
  industry)	
  

•  Should	
  convey	
  your	
  brand	
  and	
  message	
  but	
  
shouldn’t	
  force	
  it	
  on	
  them	
  



Hubspot	
  



9.	
  Listen	
  

  Always	
  take	
  (me	
  to	
  use	
  social	
  media	
  	
  to	
  
“listen”	
  and	
  learn:	
  
  What	
  is	
  being	
  said	
  about	
  your	
  industry,	
  service	
  or	
  
you!	
  

  Always	
  respond	
  an	
  reply	
  
  Look	
  for	
  opportuni(es	
  to	
  interact	
  and	
  add	
  value	
  
  Find	
  and	
  follow	
  luminaries	
  in	
  your	
  industry	
  
  Iden(fy	
  blogs,	
  read	
  them	
  and	
  the	
  comments	
  
  Learn	
  from	
  your	
  peers	
  and	
  compe(tors	
  



Listening	
  Tools	
  

•  Google	
  Alerts	
  
•  Facebook	
  Search	
  
•  Twi[er	
  Search	
  Tools	
  
•  #Hashtags	
  
•  Blog	
  Directories	
  -­‐	
  Technora(	
  
•  Personal	
  	
  -­‐	
  	
  Pipl,	
  	
  
•  General	
  -­‐	
  Social	
  Men(on	
  
•  Paid	
  tools	
  –	
  Radian	
  6,	
  Trendrr,	
  Hootsuite	
  



Listening	
  



Social	
  Men(on	
  



Paid	
  Listening	
  Tools	
  



Social	
  Media	
  Strategy	
  Best	
  Prac(ses	
  -­‐	
  
Recap	
  

•  Must	
  be	
  in	
  line	
  with	
  overall	
  strategy	
  
•  Should	
  reflect	
  online	
  marke(ng	
  
•  Start	
  small	
  and	
  build	
  
•  Educate	
  
•  Choose	
  tools	
  wisely	
  
•  Make	
  it	
  measurable	
  
•  Policies	
  
•  Content	
  is	
  key	
  
•  Listen	
  and	
  respond	
  

Ques(ons?	
  



Contact	
  Informa(on	
  

“Mhairi	
  Petrovic”	
  on	
  LinkedIn	
  

www.out-­‐smarts.com/blog	
  

	
  www.twi[er.com/outsmarts	
  

www.facebook.com/outsmarts	
  	
  

mhairi@out-­‐smarts.com	
  

604	
  290	
  4099	
  


