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 Featuring: 

Jeff Sauer, Partner & Vice President, Three Deep Marketing 

Kathy Jalivay, Chief Business Development Officer, aimClear 

Kara Thornton, International Interactive Market Development Manager, 3M 

Jane Payfer, Chief Marketing Officer, Ergotron 

Social Media in B2B Marketing 
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Targeting 

Industry: Construction 

ÅArchitecture and Planning 

  

ÅArchitecture and Planning + 
Engineering 

  

ÅArchitecture and Planning + 
Engineering + Owner 



WHY BUILD A SOCIAL STRATEGY 

ÅIncrease Global Brand Awareness 

ÅProve Messaging 

ÅCustomer Service Inquiries 

ÅEngage and Build Loyalty 

ÅEducate 

 

 



 

THE FOUNDATION OF A SOCIAL 
STRATEGY 

ÅSEO 

ÅSocial, Content and Community 
Management 

ÅContextual PPC 

 



¢ƻŘŀȅΩǎ CƻŎǳǎ ƛǎΧ 

ÅSocial, Content and 
Community Management 



Community Manager Role 

 
ÅEngage 

ÅDistinguish between crisis and conflict 

ÅBuild House Rules 

ÅRespond/React 

ÅάIƛǊŜ ǎƻƳŜƻƴŜ ǿƘƻ ƛǎ ŀŘŘƛŎǘŜŘ ǘƻ 
/ƻƴǾŜǊǎŀǘƛƻƴέ 



Organic Contextual ς Social 
Media 

ÅFree Social Channels For Participation 

ÅMarketing By Participation 



9ǎǘŀōƭƛǎƘ YtLΩǎ 

ÅKey Performance Indicator 

ïHow we measure the effectiveness of 
the channel marketing 



9ȄŀƳǇƭŜ {ƻŎƛŀƭ YtLΩǎ 

ÅTrain in Engagement Tactics for 
Each Community 

ÅTrain in Content Aggregation & 
Sharing 

ÅCreate Community Management 
Plan 



Example of What is Measured 

¢ŀǊƎŜǘ !ǳŘƛŜƴŎŜΩǎ LƴǘŜǊŜǎǘκ9ƴƎŀƎŜƳŜƴǘ 

ÅFacebook ς Fans, Comments, Interactions 

ÅTwitter ς Followers, Retweets, Lists 

ÅYouTube ς Views, Channel Watch, 
comments, friends, subscriptions, referral 
diversity 

 



When you Successfully 
Participate in Social Channels 

ÅGain Brand Evangelists 
Å Increase Brand Awareness 
ÅConnect with New Customers 
ÅGenerate Traffic to .com 

 



Here is Why! 

ÅFacebook has over 800 million users  

ÅTwitter  +175 Million 

ÅYouTube - Hundreds of Millions 

ÅLinkedIn ς 100 Million  

 



No matter whether your channel of 
choice is Twitter, Facebook, 

YouTube, LinkedIn, or a lesser 
known community or forum, 

answering the call of users who 
want to engage is key.  



Thank you! 
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3M Library Strategy 

 Social, Content and Community Management 

Kara Thornton 

International Interactive Marketing Manager 
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Agenda 

3M Social Media Landscape 

Social Media Uses  

Proposed Social Media Plan and Approach 

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

 
 

ÅSmall, one off marketing efforts 

 

ÅNo push/pull marketing activities 

 

ÅNo measurements of activities 

 

Under-utilized Channels 

Individual  Deliveries 
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Agenda 

Social Media and  3M Landscape 

Social Media Uses  

Proposed Social Media Plan and Approach 

Measurement Objectives and Success Metrics 
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Social Media Uses ð Business to Business 

ü Enhance Brand Awareness 

 

ü Drive new business 

 

ü Establish 3M with Online Users 

 

ü Expand networks of influence 

 

ü Conduct Research 

 

ü Respond to X Factors 

 

ü Provide Customer Service  
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Agenda 

Social Media and  3M Landscape 

Social Media Uses  

Social Media Approach and Plan  

Measurement Objectives and Success Metrics 
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3M Social Media  Approach 

1. Understand the target audienceõs social media behavior 

 

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

 

3. Build a strategic framework including content plan 

 

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

 

5. Monitor 

 

6. Measure 

 

7. Refine 
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Establish Social KPIõs 

üBuild 3M Community 

 

üIncrease Brand Awareness 

 

üIncrease Search Engine Visibility 

 

üConnect With New Customers 

 

üGenerate Social Traffic to 3M 

ÁFocus on Two KPIõs  

 

ÁINCREASE GLOBAL BRAND AWARENESS 

ÁPROVE MESSAGING 

 

Through 

üSEO 

üSocial, Content and Community Management 

üContextual PPC 
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Community Management KPIõs 

üContinue Building 3M Community Online 

 

üConnect With New Customers 

 

üLead Conversations in Multiple Communities 

 

üIncrease Social Traffic to 3M from Shares 

 

üIncrease Search Engine Visibility 
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What  We  Measured  

Target Audienceõs Interest/Engagement 

 

ÁTwitter ð Followers, Retweets, Lists 

 

ÁFacebook ð Fans, Comments, Interactions 

 

ÁYouTube ð Views, Channel Watch, comments, friends, 

 subscriptions, referral diversity 

 

ÁLinkedin ð Identifying business relationships and 

 connecting into established groups and gain 

 brand evangelists 
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 Twitter 
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Å Build 3M Brand and Community in Twitter  

Å Increase Search Engine Visibility  

üWhy Twitter? 


