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Part I: The Foundation of Social Media 
Chapter 1:  Backlash

· The Early Social Networks: 

· First involvement in online services was in 1986. He signed up as a member of Prodigy. Prodigy was labeled the first “consumer online service,” with the lower third of the screen devoted to ads. 

· Ads we a significant advancement in the potential for a marketer to directly reach an individual.
· Prodigy, CompuServe and America Online were forerunners of present social networks and targeted online advertising

· The new idea of reaching a large number of individuals was not only more valuable than reaching homogenous mass audience, but through technology, marketers just might be able to actually do it. 

· Individual person-to-person connections have always been highly valued. 

· A mechanism to efficiently reach individuals on a large scale didn’t exist in the 1980’s.

· The Internet began when the National Science Foundation (NSF) and their forward thinking National Science Foundation Network (NSFNET) program laid the ground rules for it. 

· NSF created the cause of an “open” Internet, a network that any entity, including a business, could use for any purpose, including commerce. 

· The Pushback Begins

· In the early years of television ads went from making up less than 10 minutes of an hour show to ads making up half of a half-hour show.

· Now time devoted to commercials is almost equal to the amount of program content, making it content in its own right. 

· Example: Super Bowl Commercials 

· “Pushback” began. It was driven in a large part by the confluence of two major factors: the rise of Baby Boomers and the arrival of Internet-connected personal computer.
· The number of websites climbed from 6,000 to 1 million in 1992. 
· Email was considered a “killer app” and sat unprotected and open to the world.
· A Big Boost from an Unlikely Source

· April 12, 1994 Laurence Canter and Martha Siegel gave social media a big boost when they provided an answer the question of whether or not email could be used for advertising.
· They launched the “Green Card” spam and is considered the first unsolicited email advertisement sent over the Internet.
· Spamming was identified as a newfound advertising channel to make a lot of money very fast. 
· Internet Service Providers (ISPs) realized that spamming was objectionable and worked on countermeasures.
· Cancelbot was the first antispam took developed to cancel the online accounts of suspected spammers. 
· In 1997, one of the first antispam lawsuits was won. 
· Why Does This Matter?

· The arrival of Spam, on a communications channel that recipients had control over, introduced interruption. 
· Spam could clog inboxes, slow down the Net, and generally degrade the Internet experience. 
· Spam triggered a discussion about how advertising in an electronic age could and should work. 
· Recipients should have control over what is sent their way.
· In 2003 CAN-SPAM act was signed into law. Legislation had been enacted that in part had its roots in the issues of recipient control over incoming advertising creating the idea that “I own my inbox.”
· In 1994, HotWired ran what were among the first online ads. 
· HotWired ran ads less than two weeks after Netscape version 0.9 was released and made clear that advertising and online activities of consumers were linked from the beginning. 
· DoubleClick founder Kevin O’Conner made the business of online advertising quantitatively solid. 
· Marketers took notice that online advertising was measurable.
· Online advertising quickly increased their effort in creating ads that would “cut through the clutter,” thus there was the “pop-up.”
· The pop-up is a cleverly designed ad that opens up on top of the page being viewed. 
· Supreme interruption.
· The pop-up is obnoxious interruptive behavior that demands attention right now.
· Not long after, the pop-up “blocker”
· The blocker development highlighted the great thing about open technology –open digital technology empowers both sides
· Pop-up blockers are now standard.
· The Social Web and user-centric content control was going mainstream.
· The combination of formal ad avoidance and content control emerged in the mainstream offline channels.
· In 1999, the first shipments of ReplayTV and TiVo digital video recorders (DVR) launched at the Consumer Electronics Show. 
· DVR was loved by viewers but hated among advertisers, programmers, and network operators. 

· DVR used to have a button that was a 30-second skip ahead function.

· DVR brings control over what is seen and when it is seen.

· After the changes in TV, came changes with the telephone. In 2003, the telemarketing industry felt the impact of consumer control as the Do Not Call Implementation Act substantially strengthened the Telephone Consumer Protection Act of 1991. This gave consumers the ability to put their number on a list reducing the amount of incoming telemarketing calls. 

· The Backlash: Measured and Formalized

· With the combination of antispam filters, pop-up blockers, DVRS, and Do Not call Registry it is pretty clear that consumers have taken control over the messages directed their way.

· However, at the same time, there are a number of beneficial product/services oriented conversations that occur on Facebook, Myspace and elsewhere on the Social Web using content posted making it clear that consumers want information about the products and services that interest them.

· Which Brings Us to Trust

· It’s all about trust. The idea of trust is maybe the why some ad practices are seen as objectionable. 

· The link between consumer backlash and the rise of social media came to him in 2004. 

· A report from Forrester Research written by Jim Nail highlighted the fact that consumers feel overwhelmed and they deal with that by a backlash against advertising – but if future marketing campaigns facilitate consumers’ search for information going beyond the brand promises made in traditional advertising 

· Dave identified two distinct opportunities:

1. The opportunity to develop a formal marketing practice based on information that consumers would readily share with each other.

2. The opportunity to ensure better information for him to use when evaluating his own options as a consumer. 

· Social media is the smart use of the natural conversational channels that develop between individuals.

· Marketers can encourage these conversations by providing good or bad experience and an advertiser can seed the conversations by creating exceptional, talk-worthy events. 

· Social media and word-of-mouth are fundamentally related in that they both rely on the consumer to initiate and sustain the conversation. 

· Many issues in marketing are rooted in the core issue of trust, quality of life, value, and similar undeniable aspirations. 

· Trust can be best understood through the word-of-mouth attributes of trust.

· Word-of-mouth is consistently ranked the most trusted form of information. 

· The role of trust is central to marketing effectiveness in contemporary social conversations 

Chapter 2: Marketer’s Dilemma

· The Roots of Avoidance

· Growing out of clutter and media saturation comes a predictable viewer response: ad avoidance.
· Traditional marketers have largely ignored the issue of avoidance by creating interruptive tricks. 
· Dave’s example of selling all-purpose greeting cards then based on customer data re-evaluated his product and changed his pitch to selling seasonal cards.

· Ad avoidance is not new – A study done in Canada done in 1975-1978 showed that 60% of participants left the room when a commercial came on the TV. 

· Filtering is an old trick that is a necessary human ability. Absent of the ability, our heads would explode. 

· There is contradiction between “consumer as king” or “consumer in control” versus “consumer as target” or “consumer as object.”

· A study done by a firm that studies consumer behavior, 65% of Americans say that they are constantly bombarded with too much advertising, and 61% say think that the quantity of advertising and marketing that they are exposed to is out of control. 

· This shows that there is a growing “acceptance of ad avoidance.”

· Pat Weaver, running NBC, created temporary network programming. 

· Ad agencies involved with TV and radio increased the overall number of ads and products offerings as many new shows were created. They reduced the length of ad spots and focused on who was watching rather than what they were watching.
· Early Online Word-of-Mouth
· People began tapping the fledging Internet as a place where they could share and extend collective thought. There was the exchange between members of information across a range of topics – members were talking to members. 

· Up to 2006, communications, not content, led in terms of the share of time that people spent online.

· The most important element driving the surge in word-of-mouth is trust. 

· Pete Blackshaw bought a Honda Hybrid based on the ads and pre-purchase research – a lot of people have purchased Toyota Prius’s because of his well-documented post-purchase experience. 

· Trustworthiness in marketing is important – disclose own self-interest, which provides season to consider a truthful balance in what was said.

· Starbucks, Red Bull, Hotmail and Amazon have built themselves largely or purely on the combination of a great product and word-of-mouth. 

· To prevent a public backlash on the Social Web create a disclosure plan and make it a central part of your campaign.

· The Social Web Blooms
· The backlash against traditional advertising that is powering the rise of the Social Web is a backlash against intrusions against falsehoods and against a lack of respect for the individual. 

· Number one social skill for a toddler: learning not to interrupt. 

· Tip: Your customers are already talking about you. The fact that you aren’t participating is your implicit endorsement of whatever it is that they are saying.

· Nielsen Shows the Way 
· Media measurement, the return on investment. 

· The Social Web, social media, and social-media-based advertising (alike to online media) are fundamentally measurable. 

· You can measure who is talking, what they are saying, and how often they are saying it. 

Chapter 3: What is Social Media?
· Social Media Defined
· Think back: When you wanted to know what something was, you went to the dictionary for words and the encyclopedia for most everything else. So where do you look for the current definition of social media? Wikipedia, of course. This socially built online encyclopedia is an example of both social media and the social process that make this emerging form of media so powerful.

· The Wikipedia process for arriving at a definition of social media is an excellent example OF social media, it is used in this context to tap the collective expertise and arrive at an acceptable conclusion. 

· Social media definition from Wikipedia on Friday, January 12, 2008 - Participatory online media where news, photos, videos, and podcasts are made public typically accompanied with a voting process to signal items considered “popular.”

· Social Media vs. Traditional Media:

· Social media involves a number of different social channels and especially online social channels, just as traditional media utilizes a number of different channels 

· Social media changes over time. The Wikipedia entry will continue to evolve as our collective understanding and acceptance of just what constitutes “social media” evolves. 

· Social media is participative: the “audience” is assumed to be part of the creative process or force that generates content

· Social media is not a thing but it is a collaborative process through which information is created, shared, altered, and destroyed. 

· Is Social Media Accurate: 
· Build a solid process around listening via the Social Web then you can learn a lot about your products and services directly from your customers. 

· To get the most out of this book, follow these ground rules:

· Social media uses the collective, wisdom of the crowd: it is seldom entirely wrong. In fact, more after than not it is more than reasonably accurate and therefore constitutes a measurable, trackable feedback point with regard to the acceptance and performance of your product or service 

· Social media is used effectively though participation and influence, not command and control. The book will highlight opportunities for participation and show how your participation can lead to influence, influence that helps you achieve your business and marketing objectives. 

· Social Media Marketing 
· If the Social Web is used correctly, it is all about your community of supporters can do help you build your business 

· Influence a crowd: listen to it. Tap it. Learn from it. And then “do that.”

· Social media is characterized by content trail- ratings, reviews, comments and more. Then the voting processes and related assignments that clearly marks what the crowd thinks of this content. 

· Listening and responding to your customers by paying attention to their conversations is a great way to use social media to influence these discussions.

· Give consumers an experience that they will want to talk about, positively, and then using the resulting conversation to continuously improve.

· Tip: You do not want to control your audience; if that is your only option you are better off not using social media at all. 

· Social Media as a Guidepost 

· One of the most valuable aspects of social media from a marketer’s perspective is in building and maintaining feedback loop – and your measurement of it- that you can learn where are how to influence the social conversations that are important to you.
· Example: What If You Don’t Run In Nikes?
· “How To” to convert any brand of running shoe into a “Nike Plus” compatible shoe. The content provides step-by-step process to cut out the sole of the running shoe. 
· This is the type of participation that social media encourages. 
· Classic Purchase Funnel:
· Awareness ( Consideration ( Purchase 
· A more contemporary representation of the purchase funnel incorporates the Social Web and accounts for the impact of consumer-generated media during the consideration stage.
· The feedback loop that connects the post-purchase conversation back to the purchase funnel is the key to the application of social media
· Social Media’s Impact on the Purchase Funnel 
· Word-of-mouth can cut both ways – it can boost viewership and purchase by reinforcing the underlying marketing message just as easily as it weakens intent and the likelihood of successful conversion. 

· Social media is the pinnacle of the current trends in consumer-to-consumer conversation and marketing effort amplification.

· Don’t hesitate to experiment in social media, but don’t be reckless either. 

· The Social Feedback Cycle 
· Operation based experiences such as product use or store experience, an interaction with a field service professional or a call to customer support. 

· Tips: Marketing promises. Operating delivers. 

· The connection between operations and marketing is central to social media. It is based on the degree to which the actual experience matches the expectation set. 

· A recent study shoes that of the 3.5 billion word-of-mouth conversations that occur around the world each day; about 2.3 billion of them make a reference to a brand, product, or service. 

· word-of-mouth is increasingly manifesting itself through digital social media and it spreads farther and faster. 

· The purchase funnel can be expanded to include post purchase experiences.

· Social media connects these experiences back to the purchase process in the social feedback cycle. 

· Social media is effectively the product of operations given the expectations established in marketing 

· Between awareness and point-of-purchase comes consumer driven social media 

· Example: The Blair Witch Project

· Tip: The social feedback cycle is driven by word-of-mouth, itself driven by the actual post-purchase or trial/sampling experience. It is essential that Operations and Marketing be in sync.

· The Elements of Social Media 

· Robert Scoble developed the Starfish model of social media. His model contains two essential marketing elements:

1. Social media involves a diverse set of activities – photo sharing, blogging, and etc.

2. The effective use of social media depends in part on the activities selected and he mix of the social and traditional channels that your audience is interested in or to which it is receptive.  

( The effective use of social media, technology, control, and a few details aside is an integration problem. 

Part II: Month 1: Prepare for Social Marketing 

Chapter 4: Week 1: Wed 2.0: The Social Web

· Social Networks: The Power of the Collective 
· Social media is based on the fundamental notion of Network Value.
· There are three laws that give people a sense of how important the social web is through connecting participants either from a central source or connecting people to each other.

1. Sarnoff’s Law: the value of the network increases in direct proportion to the number of participants. This law uses the reach component where s single voice is sent to millions of listeners 

( 100 people is therefore 10 times as valuable in terms of reach as a network with 10
2. Metcalfe’s Law: support communication between members the network value grows as the square of the number of users –people can talk in both directions and with more than one conversation occurring simultaneously 

( a network of 100 people is roughly 100 times as valuable as a network of only 10 members

3. Reed’s Law: the value of a network grows more powerful with the formation of groups and the interconnections between them 

( with a network of 10 people the change in value for a network of 10 people that talk with each other AND within groups 

· Tip: Contemporary social networks follow Reed’s Law.

· Social Media Begins Here
· Tip: Social media contributes to informed choices by aggregating and making available to an interested individual the collective experience and resultant conversation 

Chapter 5: Week 2: The Social Feedback Cycle 
· Social Media in Marketing 
· Online marketing concepts such as engagement and loyalty morph into their social counterparts like participation and reputation 

· Traditional and most online media the interaction is generally one way, with social media it is participative. 

· Communities sit at the center of the social web – whether formally built around a specific interest or cause or formally built through more casual connection. 

· In the online community, because it is measurable and therefore tangible, fosters participation through which engagement at the individual level occurs. 

· Collective is the interest of the marketers. 

· Traditional forms of media are “push” and “tell” oriented.  They place the marketer in control of the message

· On the Social Web both the consumer and marketer have an equal voice in terms of permission to speak

· Tip: On the Social Web, your absence is conspicuous. Failing to participate retards the advancement of trust. In fact, it can increase the likelihood of mistrust. 

· Many markets take the position that they are better off not participating so as not to appear to approve the social conversations that include reference to their brand. This is wrong in two ways:

1. It implies that consumers care whether or not a marketer has approved their conversation – consumers don’t care. They are having these conversations because themselves because marketers have not entertained them in the past. 

2. Choosing not to participate implies now a questionable belief that consumers don’t have an alternative forum to share information. Consumers have lots of alternative.
· Consideration and the Purchase Funnel
· Savvy marketers have found ways to use Social Web to advance their interests by tapping into the consideration phase of the purchase process

· The role of the social feedback cycle is a purchase validation tool – you can verify anything you see on TV, hear on the radio, or read in a magazine. 

· The role of the evangelists:

· Evangelists have a major impact on the buying process through the social feedback cycle via word-of-mouth and consumer-generated media. 

· Consumers are using the Social Web to talk with each other about potential buying decisions – these actions are often driven by evangelists 

· Using the Social Web as a listening platform pays dividends in terms of a better understanding of what your consumers want. 

· Tip: The addition of consideration phase marketing bridges a critical gap for markets between awareness and purchase while opening the channel for effective word-of-mouth. 

· What you see on the social wed may seem pointless, trivial, or otherwise lacking in conventional measures of editorial values. Avoid this mindset: Think about the fact that someone actually took time to create this content. To that person, what is being expressed through this content most certainly matters. 

· Consumer-Generated Media
· The internet has a pronounced impact on how people view their ability to gather unbiased information, to seek, find, and obtain a wider range of products and services and to talk with other about actual experiences both before and after purchase. 

· With the launch of the World Wide Web, content was changing from analog to digital forms. 

· With the combination of digital content and global digital networks, consumers are more connected, more informed, and more likely to chare experiences with each other as a result.

· Great examples of this are forums along with company’s use of Twitter. They maintain ongoing conversation that establishes a very basic level of personalized communication between the brand and its audience. 

· Consumer-generated media is a reflection of the generational norms. 

· Baby boomers mindset: it’s all about me, and it’s my property. 

· The Millenial’s mindset is we compared to me. 

· The net impact is a democratization of information and a relative loss of control for the established content distributors

· From a marketing perspective, you are no longer competing with just your direct competitors for share of voice: You’re also competing directly with your customers. 
Chapter 6: Week 3: Touchpoint Analysis 

· Touchpoints and the Social Web 

· The Social Web is particularly good at pointing differences between promise or expectation and the actual experience delivered. 
· Social web is like a magnifying glass with each consumer success or failure relayed in exact detail via social media 
· Example: Hotel Hilton Amsterdam Schiphol product review on YouTube 
· Random video can post a video review of an actual experience with your product or service in real time, in minutes, form anywhere in the world, the difference between what you promise and what you deliver (positive or negative) will drive a very visible social conversation.
· If you are over promising or under delivering you will here it via the social web.
· Rebates: A Tricky Touchpoint – Rebates are an example of unplanned consequences. Only a portion of all rebates are ever actually collected by consumers owing in part to the redemption process.

· Touchpoint analysis: the rigorous discipline of carefully evaluating each point of contact between a firm and its customers has been used in traditional marketing to catch the divergence between what you want to convey and what you are actually conveying

· Tip: Your marketing message, expressed through one or more touchpoints, is instantly picked up, validated, and modified as appropriate by those creating and participating in the conversations circulating on the Social Web. The post-purchase, operations-driven conversations that they create are now just as much a part of your message as the tagline and ad content that you create. 

· Chili’s “To Go” parking sign says “To Go Parking Only, 10 minute limit, All others will be crushed and melted.” Chili’s takes a humorous approach, and is innovative – a favorable customer touchpoint. 

· Identifying Touchpoints
· Quantitative approach to understanding your strengths, weaknesses, opportunities, and challenges from a marketer’s perspective.

· Touchpoint disconnect comes down to realization that ads and missions statements abut on-time performance will not make flights take off and land on time, and that ads in particular will actually raise the level of negative conversation when they don’t. 

· Example: Airline marketing concerns itself with on-time performance. With phases like “the most on-time flights to New York of any airline,” is seen differently from a customer’s perspective and an airline’s perspective. If airlines really wanted to commit then they would place clocks everywhere to emphasize time throughout all operations 

· Southwest Airlines example how they are in and out of a gate in 15 minutes. 

· Starbucks founder, Howard Shulltz, has recently adopted going back to basics, back to consumer promises and back to excellent delivery of the core product and service. 

· Quantifying Touchpoints
· Nestle continuously reevaluates its customer touchpoints. Marketers typically consider outbound touchpoints – in-store experiences, TV, print, online, live events, and similar. 

Chapter 7: Week 4: Influence and Measurement 

· Influence and the Social Web 

· Measurement and the Social Web go hand in hand – although it is not always obvious how to measure something as dynamic as a conversation.
· Dave refers to the Net Promoter score from the book the The Ultimate Question and how it makes tow fundamental points:
1. Customers who are willing to evangelize, based on direct experience, are the only sustainable source of long-term profits.

2. Profits earned through any form of coercion, trickery, or misleading advice is at best short term and will, if left unchecked, ultimately destroy the firm.
· Building a winning brand and maintaining one are two different things

· Dell had a good position with PC’s by offering a better way for its customers to buys one, but its customer service floundered

· HP gained and retook the global market share in Q3 of 2006.

· Dell is now pushing hard to regain the top spot by using social media and positive practices. 

· The two concepts of: 1. The evangelists are key to long-term growth 2. Profit earned by means that fail to delight your customers threatens your long-term viability 

· Evangelism causes a steady amplification that builds over time through the combination of word-of-mouth and digital content on the Social Web – it creates markets.

· There are many people who do not want Southwest Airlines to go out of business and they are willing to pay extra to make sure they don’t. After 9/11 customers wrote in to support offering cause contributions and emotional support to keep the airline in the air and all of its employees in business. Love, is the key ingredient in the development of evangelism. 

· The connection to the brand based on the actual experience is why Net Promoter is so powerful. It treats equally the perception of doing right as well as the perception of what you are doing wrong.  

· Example: suppose 60% of your current customers were highly to recommend you and 20% were reasonably satisfied but not recommending ( this shows that 80% of customers surveyed were satisfied or better. 

· The 20% of your customers that are unsatisfied are walking around actively telling people not to buy your stuff

· The Net Promoter scores help you in three ways:

1. It correctly identifies the share of customers that will stand up and recommend you.

2. You know what share of your customer base is going to give you negative recommendation.

3. You can plan into place that reduces the number of detractors while you also work on building the number of promoters. 

· Tip:  You influence conversations on the Social Web by simultaneously increasing the share of promoters while decreasing the share of detractors.

· You can control your marketing campaign, but you cannot control the response to it. The campaigns set expectations which response is generated. 

· Don’t try to control the conversation, change your product or service experience that drives the conversation. 

Part III: Month 2: Social Media Channels 

Chapter 8: Week 1: Build a Social Media Campaign 

· How is Social Media Different
· Your message should not interrupt. If you can’t interrupt people, how do you reach them?
· Intrusive advertising – if you push your audience hard enough, it will push back. 

· Social media can extend your current efforts of marketing and advertising, not replace them. 

· Your online reputation is very important and is something that you will build as you go. 

· Metrics like the ratio of blog comments to your blog post, unique visitors, dwell times, and quantitative assessments of social commentary about the content you create or conversations that reference your brand, product, or service can provide indication of your online reputation from a social viewpoint. 

Chapter 9: Week 2: Social Platforms 

· Social Networks
· The change in the Internet wasn’t just about the speed but rather it was the switch from “connection center” to an always-on, always-around-us medium that gave rise to persistent and distributed communities. 
· “Going online” was purpose related and involved deliberate connecting of the computer and the network. Now, majority people are always on thanks to Wi-Fi and cell networks and personal technological devices. Things happen continuously.
· Starbucks bills itself as the “third place” next to home and work – but now the Internet is becoming the first place. 
· Social networks build on the emerging dynamics and create a forum for where conversations flourish based in part on experiences with the things you sell or offer.
· There is a global spread of online communities. People meeting people and sharing experiences.
· TV or online media you are only given a certain amount of time – Social Networks are like being invited to dinner, participants are willing to give you several hours of their time.
· Personal Social Networks
· There are rules of etiquette on the Social Web, the other participants by and large make the rules. 
· Adopt an approach to advertising that is made of sharing and influence ad of less control rather than more. 
Chapter 10: Week 3: Social Content: Multimedia 

· Advertising and the Social Web
· The best-known social media related sites’ values are reflected through traditional media valuation. This is a monetary value. 
· A note of caution: This book talks about social media from a marketer’s perspective. Dave stresses the importance of using social media appropriately. 
· The Multimedia Channels

· Core content channels, initially built up around consumer-generated media and now expanded to include the multimedia content that you can create. 

· Blogging

· One of the easiest entries onto the Social Web 

· You have every right to create a blog

· Create a free exchange so that you can learn what your customers like, dislike, and value.

· Transparency

· Key to an effective corporate blog. 

· You want the benefits of your blogging program to accrue to you.

· By being transparent you prevent the kinds of very negative publicity that will not occur in response to the use of fake or paid blogs.

· Willingness to Listen

· Critical skill as a marketer is listening.

· Listening provides you with a rich stream of information that you can use to gain a competitive advantage.

· Operations and Marketing

· One of the most effective uses of a corporate blog is as a channel to effect internal change in the pursuit of a better customer experience.

· Link Marketing and Operations and make sure that what your customers are telling you is being translated into action.

· Willingness to Act 

· The goal is to drive business objectives and increase the effectiveness of your entire organization.

Chapter 11: Week 4: Social Content: Reviews, Ratings, and Recommendations 

· Building Consensus 

· The Social Web is built on questions such as “Did they like it or not?” “Did it work or didn’t it?”
· The Social Web is dedicated to commentary about the news, politics, about commerce, and specifically about the experiences of people following the purchase of a product, the use of service, or an interaction with a brand. 
· Definitions:
· Ratings: indication of how well or how poorly a product or service performs in its intended application – usually using a 5 or 10-point scale. 
· Reviews: a written or visual description of what happened, of what was liked or disliked, along with supporting information that provides deeper context.
· Recommendations: is intended to quickly let someone else know whether or not something is recommended. It doesn’t denote quality or relative fitness for any specific application beyond the basic choices of “recommended or not recommended.”
· Don’t review or rate your own stuff.
· Consensus and Marketing

· Ratings
· Used to indicate expectations versus actual performance.
· Use ratings to set expectations, to differentiate performance characteristics, and to guide internal quality efforts. Ratings are most effectively used in consumer-facing applications early in the consideration process, where competing options are being evaluated and additional facts are being gathered. 
· Reviews
· The most useful and the most problematic.
· Information rich with great detail on thoughts, suggestions, and comparisons. 
· Use reviews when your audience has something to say that will itself aid potential customers in making a smart choice. 
· Recommendations 

· Fairly easy to implement. 

· Digg has popularity votes 

Chapter 12: Week 5: Social Interactions

· Connecting the Dots
· Social interactions- the third big collection of channels making up social media
· Tip: the Social Web is reorganizing itself: instead of setting up around specific properties like YouTube and Flickr, it is more and more running the flow of social information between sites like YouTube, Flickr, and the cosial network to which the audience belongs. Instead of visiting sites, these tools track new posts and deliver pointers to the content. You can choose to act or not. 
· Managing Social Information
· What you create on the Social Web competes with what everyone else is creating 
· Everyone on the Social Web loosely speaks, you will be competing with everything. Building you own social credibility is so important.
· Social media is just one component to marketing.

· By combining social knowledge with real-time presence, mobile social applications are changing the way people interact in real-world settings.

· Feeds make it possible for your customers to keep up with you. As you create social content, consider adding a feed to make it easy to track and discover.

· Feeds make it possible for your customers to keep up with you. As you create social content, consider assign a feed to make it easy to track and discover

· Social media forces a rethinking of branded content: what does it mean when recipients have a hand in the creative and when the content itself is reduced to its purely informational state?

Part IV: Month 3: Complete Your Plan

Chapter 13: Week 1: Objectives, Metrics, and ROI

· The Basis for Social Media Metrics 

· You can make amends with a customer who feels wronged on the Social Web.
· Define Your Objectives and Audience

· Regardless of where your directives for traditional media come from, your directives for social media must be tightly coupled with operations-based efforts and your business objectives.

· On the Social Web, conversations are driven by actual experiences.

· Before you start into a social media program, meet not only with your marketing team but also with your product managers, business unit leaders, and operations team. 

· Connect your social media objectives to the specific business objectives that drive improvement, and in doing so identify not only your choice of social media channels but also the metrics that will indicate success within those channels.
· Behaviors that Drive Metrics 

· With you business objectives defined, establish metrics that are available and that fit your organizational or business culture
· Example: if your business or organization is highly motivated by sales conversions, then tie your metrics into the pathway that leads through the purchase funnel to conversion.
· Measuring different aspects of social media allows you to evaluate what is happening at various points in the purchase process and on the Social Web.
· Because social media is a “moving target,” you’ll want to establish a baseline for each of the metrics you choose to collect and then track that metric over time. It is often the change and not the absolute value, in a given metric that is important in establishing an ROI for social media-based campaigns. 
· Three types of metrics that Dave suggests measuring and collecting:
1. Quantifying content: the social conversations and artifacts themselves

2. Quantifying relevance: the degree to which what is being said matters to you.
3. Quantifying impact: the bottom line, the net benefit, and the direct measure of change in desired outcomes following exposure to a socially created and delivered message.
· Just like social media is a compliment to your current marketing campaigns, the metrics that apply to social media are a complement to your existing metrics.
· Social Content Creation
· The recommending starting point is the Social Web.
· Understand what is being said about you.
· Begin with content measurement to set you up to listen to what your customers are telling you. 
· Set up and run private learning communities to build a way of listening on the Social Web.
· Relating Social Content and Specific Offers

· It is useful to gauge the relevance of specific social media channels as he conversations they carry enter the consideration phase of the purchase process. Can help to prioritize social media channels. 
· Ultimate Goal: Conversion

· Social media can have a pronounced impact on the standard purchase funnel
· Tip: Your promise minus your delivery equals what you do at the point-of-sale
· Establish your business objectives and your audience behaviors before you state your campaign
· Choosing Social Media Metrics

· If you are starting out – focus on content and get a firm handle on what (if anything) people are saying about your brand, product, or service. 
· For blogs, if there is evidence of a meaningful conversation about your offer, focus on the consideration phase or your actual conversations and look for the impact of social media.
· TRY (loyalty, action, influence, audience-customers) ( SHARE (audience-shoppers) ( RELATE (Influence, Engagement) 
· Audience

· Understanding your audience adds depth to the conversation you uncover by telling you who is leading them versus who is being led. 
· Tip: use audience measures to answer questions such as “who are the influencers?” and “Are those they influence more or less likely than others to follow along?”
· Influence 

· One of the key drivers of the interest in the use of social media in marketing is present as a factor in both relevance and impact.  

· Time spent indicates how much time people spend on your website. More time correlates to high interest. 
· Tip: If you measure conversations that include strong indicators of active recommendations, look for increases in time spent at the destination point.
· Bounce rate: measures the percentage of landing page terminations compared with all landing page arrivals – a bounce rate of 100% means everyone who landed looked and split. 
· Tip: More and more contemporary sites are built with a technology that has a peculiar and significant impact on page views, bounce rate, and similar metrics that evolved. 
· Tip: If you measure conversations that include strong indicators of active recommendations and your bounce rate is still high or is stating to climb, look at the landing page and check that the experience it provides is consistent with the likely interests or motivations of those arriving. If inconsistent –fix it. 
· Engagement

· The degree to which someone feels attached to your product, brand, or service and the social media elements that are involved with it. 
· Engagement shoes up in the consideration phase as action taken.
· Loyalty 

· Loyalty is spending time with sometime or someone on a repeat basis and coming back for more as a result of continuously choosing this over its competing alternatives. 
· Repeat customers and the conversations that they provide through ratings, recommendations and reviews are an obvious indicator of loyalty. 
· Action: did the conversation happen or not? Did social media play or role in this happening?
Chapter 14: Week 2: Present Your Social Media Plan

· Choose Your Path

· Setting out to create a plan means picking a suitable approach
· Imagine running a marketing program in a world without interruptions, and a world where the information needed to make an informed choice is readily available. 
· Understanding what you will be asking for and identifying the biggest “yes” you can get each approval step is critical to selling in your social media plan. 
