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Social PPC That Screams

Facebook is the hottest
social media
advertising channel on
earth. This Book is
packed with
immediately actionable
tips and tactics




Targeting

Industry: Construction
A Architectureand Planning

Your Target Audience:

544,533

Linkedin Members

A Architecture and Planning +
Engineering

Your Target Audience:

144,430

Linkedin Members

A Architecture and Planning +
Engineering + Owne o s s

Linkedin Members
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WHY BUILD A SOCIAL STRATE

A Increase Global Brand Awareness
A Prove Messaging

A Customer Service Inquiries

A Engage and Build Loyalty

A Educate
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THE FOUNDATION O&QCIAL

STRATEGY

ASEO

ASocial, Content and Community
Management

AContextual PPC
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ASocial, Content and
Community Management
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Community Manager Role

A Engage

A Distinguish between crisis and conflict

A Build House Rules

A Respond/React
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[ 2V OSNRIF UA2Z2YE

@aimCIear

A\¢



Organic Contextua] Social
Media

A Free Social Channels For Participation
A Marketing By Participation
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A Key Performance Indicator

I How we measure the effectiveness of
the channel marketing
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ATrain in Engagement Tactics for
Each Community

ATrain in Content Aggregation &
Sharing

ACreate Community Management
Plan

@aimCIear



Example of What is Measured

¢ NBSG ! dzZRASY OSQa&
AFaceboolc Fans, Comments, Interactions
ATwitter ¢ Followers Retweets Lists

AYouTube: Views, Channel Watch,
comments, friends, subscriptions, referral
diversity
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When you Successfully
Participate in Social Channels

A Gain Brand Evangelists

A Increase Brand Awareness

A Connect with New Customers
A Generate Traffic to .com

@aimCIear



Here Is Why!

A Facebook has over 800 million users
A Twitter +175 Million

A YouTube Hundreds of Millions

A LinkedInc 100 Million
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No matter whether your channel of
choice Is Twitter, Facebook,
YouTube, LinkedlIn, or a lesser
known community or forum,
answering the call of users who
want to engage Is key.
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Thank you!
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3M Library Strategy
Social, Content and Community Management

Kara Thornton
International Interactive Marketing Manager
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3M Social Media Landscape I

Social Media Uses
Proposed Social Media Plan and Approach

Measurement Objectives and Success Metrics
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Landscape of 3M Social Media Presence

Underutilized Channels

You Tub? [ | search Browse | Upload

3M Library Systems

3MLibrary’s Channel Subscribe m

2 weeks ago 6 months ago

ASmall, one off marketing efforts |

w 1

ANo push/pull marketing activities

| 2 JE

ANo measurements of activities e el el

3M Library Systems | 5 Like

m wall Info Video Photos Discussions Notes

3M Library Systems + Others Just Others

3M Library Systems 3M Library Systems is very proud to be celebrating 40
- Years of partnership with the library community !!!
Library Systems : 31 Worldwide

LIBRARY
INNOVATIONS

Share - Report

Y 4people like this.

3M Library Systems Sign up for our free Webinar where three leading

i} librarians share their success with implementing and optimizing self-service in
4| their libraries. September 22 at 2:00EST.

Event Registration (EVENT: 235688)

m - Share - Report

3M Library Systems Save the date! Wednesday, September 22, 2:00 PM EST.
] Three librarians share their self-service success at the free 3M-Library Journal
Aod |l webinar. Watch for a link to the registration page here on August 20!
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Social Media and 3M Landscape

Social Media Uses I

Proposed Social Media Plan and Approach

Measurement Objectives and Success Metrics
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Social Media UséBBusiness to Business

U Enhance Brand Awareness

U Drive new business

U Establish 3M with Online Users

U Expand networks of influence

U Conduct Research

U Respond to X Factors

U Provide Customer Service
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Social Media and 3M Landscape

Social Media Uses

Social Media Approach and Plan I

Measurement Objectives and Success Metrics
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3M Social Media Approach

1. Understand the target audienceds s

2. Define clear social media objectives that support overall business objectives

3. Build a strategic framework including content plan

4. ldentify and invest in appropriate resources, tools and training

5. Monitor

6. Measure

7. Refine
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Est abl

| sh Soci al

U Build 3M Cq¢

U Increase Br

U Increase S¢

U Connect Wi

U Generate S

Aocus on Two KPI &s

ANCREASE GLOBAL BRAND AWARENESS
APROVE MESSAGING

Through
u SEO
U Social, Content and Community Manageme
u Contextual PPC

Nt
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Community Management

t Continue Building 3M Community Online

U Connect With New Customers

U Lead Conversations in Multiple Communities

U Increase Social Traffic to 3M from Shares

U Increase Search Engine Visibility
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What We Measured

Target Audienceds Interest/ Enga
ATwitterd Followers, Retweets, Lists
AFaceboold Fans, Comments, Interactions

AYouTub@ Views, Channel Watch, comments, friends,
subscriptions, referral diversity

ALinkedind Identifying business relationships and
connecting into established groups and gain
brand evangelists
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Twitter
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Why Twitter?

twitterd

The best way to discover what’s new in your world.

A Build 3M Brand and Community in Twitter
A Increase Search Engine Visibility
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