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What is SMM

The practise and the industry of marketing on social media networks is
social media marketing

Evolution: Orkut, Facebook, Instagram, Snapchat, Discord etc




SMM

e Social media marketing (SMM) uses social media and social networks—like Facebook, Twitter,
and Instagram—to market products and services, engage with existing customers, and reach
new ones.

e The power of social media marketing comes from the unparalleled capacity of social media in
three core marketing areas: connection, interaction, and customer data.

e Social media marketing has transformed the way businesses are able to influence consumer
behavior—from promoting content that drives engagement to extracting personal data
that makes messaging resonate with users.



SMM

e Because social media today is so ubiquitous, marketing techniques using these
platforms are extremely important for businesses.

e Today SM has become a WAY OF LIFE




SMM

stats

With over 80%b of consumers

reporting that social media—especially influencer content— significantly impacts buying
decisions,

(SMM) from a stand-alone tool to a multipronged source of marketing intelligence on anincreasingly
important—and growing—audience.



The bottom line

Social media marketing (SMM) is the use of social media platforms to interact with
customers to build brands, increase sales, and drive website traffic.

As social media usage grows around the world, both via computer and mobile devices,
the ability to drive sales from certain user populations is a growing business, rife with
competition for views, likes and clicks.



Marketing Across Generations

Generational marketing is when the target audience is segmented and targeted by generation, which
is determined by the year in which they were born.
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CATEGORY

Slang terms

Social markers

Iconic cars

Iconic toys

Music devices

Leadership
style

L - Lec
Ideal leader
Learning style
Influence/advice

Marketing

We prefer
proper English
if you please

Born: < 1
Age: 74

World War Il

~
Yl e

Model T Ford

o) ©
Roller skates

Record player

Controlling
Commander
Formal
Officials

Print (traditional)

BABY BOOMERS

Be cool
Peace Groouy
Way out

Born: 19¢
Age:

Moon landing

Ford Mustang

/

Audio cassette

Z

Directing
Thinker
Structured
Experts

Broadcast (mass)

GENERATION X

fi =)

) Dude Ace
Rad As if
Wicked

Born:
Age: 4

Stock market crash

Holden Commodore

Rubix cube

O

Coordinating
Doer
Participative
Practitioners

Direct (targeted)

GENERATION Y

Bling Funky
Doh Foshizz
Whassup?

Born: 198
Age: .

fir

September 11

Toyota Prius

BMX bike

iPod

O

Guiding
Supporter
Interactive

Peers

Online (linked)

GENERATION Z

é Fam

GOAT  Slay

Yass queen
‘ ’ Born: 1 :
Age: 10-24

GFC

Tesla Model S

Folding scooter

——
ﬁ.

Spotify
L S
l/ \l
Empowering
Collaborator
Multi-modal

Forums

Digital (social)

m

Born: -
Age:

Trump / Brexit

Autonomous vehicles

O O

Fidget spinner

Smart speakers

l
; |
L l

Inspiring
Co-creator
Virtual
Chatbots

In situ (real-time)




Focussed Marketing Strategies

Across Generations




Which social networks, forums, or messaging

Social Media Active Usage services do you actively use today?

Across Generations
(©) =, Kl
£y 63 (©) 58~

Es:  E S

Facebook Facebook

D 22 D 2
YouTube YouTube

624 ® 264

° Instagram Norie
& Messenger



To get advice,
how-tos

T
. . To share pictures 44% To get involved in m
SO C | a | I\/l ed I a U Sa ge and updates | JE D political debate | [l 9+
57% [ ED
Across Generations: Purpose T oo | I
E -
To get news professional
convenienty | JEZCRNN network | IS
E2 5
To get news m m
because of m m
distrust or dislike To influence
of mainstream [ 16% | M 7
media | [ 1« | )
EN M 7
To hangoutand | IEZC 3NN Totrollor | [ 9%
chat with friends m comment . 7%
M 7
[ 20% | [ 18% |
A To follow | B
To get inspired m celabrities - it
- 9% . 5%
E
E
[ 19% |

. GenZ . Millennials ® Genx . Boomers




Which Generation is easily influenced online?

think Gen Z is most
® 34 easily influenced

think Millennials are
® 1 9% most easily influenced

1 9 think Boomers are most
> %  easily influenced

1 6 think Traditionalists are
%  most easily influenced

11 think Gen X is most
% easily influenced




Brand Reputation Across Generations

What would the company have to do to win you back?

Nothing.
They can't win m

me back E_
E

. GenZ

37 25%

A public | BEZES A personal m

opoory | RN~ °POEY
i Do

. Millennials ‘ Gen X . Boomers



Social Media Marketing Strategy



Concept: Marketing Strategy

e A marketing strategy is a business’s game plan for reaching prospective consumers and turning
them into customers of their products or services.

e Marketing strategies should revolve around a company’s value proposition. (eg Apple - design,
user exp)

e The ultimate goal of a marketing strategy is to achieve and communicate a sustainable
competitive advantage over rival companies



Social Media Strategy

Who is your target audience?
What are you going to share?

Where are you going share?

i & W N

When are you going share?

Why do you want to be on social media’

Social Media Marketing Strategies

Overall Social Media
Marketing Strategy

Facebook
Marketing
Strategy

Instagram
Marketing
Strategy

Twitter LinkedIn
Marketing Marketing
Strategy Strategy




SMM Strategy: Why

1. Why do you want to be on social media?
2. Who is your target audience?

3. What are you going to share?

4. Where are you going share?

5. When are you going share?

Increase brand
awareness

Sales/lead
generation

Increase community
engagement

Grow my brand’s
audience

Increase web
traffic




Geographical segmentation Demographic segmentation

S M M St rate W h O (based on geo factors) (based on demographic traits)

» Location (countries, states, cities, districts) » Age (define ranges)
» Urban or rural + Gender
+ Religion

+ Income (define ranges or high-, middle-,
low-income)

« Education level (High school, BA/MA, PhD)

. Why C|O YOU Want tO be OI"\ SOClaI mEdIa7 K‘ + Socio-economic type (managerial,

LIfEsEyiEdaatiIst, Corpakats Mieative, middle-level staff, low-qualified labor)
healthy, etc.)

. Who is your target audience? - Interests (fashion, tech, pop culture, etc.)

« Opinions (democrat, republican, etc.)

+ Family size and family status

« Influencers (tech influencers, celebrities,

. What are you going to share? scientists, etc.) Media segmentation

(based on media consumption preferences)
(based on behavioral patterns with products/services)

. When are you going share?  Buyer journey stage + Search engine usage (f). Google vs. Bing)

« Brand loyalty traits

» Preferred social media/TV channels

+ Media (newspapers, magazines) choices

o A W N =

« Price sensitivity Benefit segmentation
. (based on customers’ values in regards
« Purchasing style to products/services)

« Product/service usage frequency

¢ Values great customer service

« Prefers quality over rapidity

« Appreciates convenience (for payments,
delivery, etc.)




SMM Strategy: What

1. Why do you want to be on social media?
2. Who is your target audience?

3. What are you going to share?

4. Where are you going share?

5. When are you going share?

20 Creative Ways to Share Your Content
on Social Media

— N\
Turn a blog postintoa  Create a how-to video
video
X S
®Ol vy
Post 360 photos or Attach a GIF
videos
Use charts or graphs Share relevant, helpful
infographic
w
s s
Organize a social Poll your audience
contest

Q .J

Pull a meaningful quote Create a list in the
from a blog post caption

Go live

Curate user-generated
content

- o
2
=V \
"

Partner with another
brand

Ask a question or for
help

&

Add emojis or symbols

Interview someone (live)

Use a self-explanatory
image

(& |

Do a social swap

o
34

Pull an interesting stats
from a blog post

[

Share or retweet your
followers’ posts




SMM Strategy: Where

Why do you want to be on social media?
Who is your target audience?
What are you going to share?

Where are you going share?

v & LW N =

When are you going share?




SMM Strategy: When

1. Why do you want to be on social media?
2. Who is your target audience?

3. What are you going to share?

4. Where are you going share?

5. When are you going share?

@ Best Time to post on Instagram

MONDAY TO FRIDAY

SATURDAY AND SUNDAY

9AM to 2PM

MONDAY TO SUNDAY |

3PM to 4PM

Linked [

@ Best Time to post on LinkedIn

TUESDAYS & WEDNESDAYS

TUESDAY
10 AM 11 AM




Social Media Channels

facebook, instagram, twitter, linkedin, tiktok and snapchat




PEOPLE CONTENT STRATEGIES

Photos & links Local mkting ‘
Information Advertising * Weak organic
Live video Relationships reach

« 25-34
« Boomers

Social Media Channels

» How-tos Organic .
» Webinars SEO €o | \
+ Explainers Advertising resourcesfieavy

+ 25-34,35-49 *« News Customer Small ad
« Educated/ Discussion service

audience
wealthy +« Humor Ads for males

« Long-form B2B

46-55 :
content
Professionals Organic

« Core values International

Ad reporting &
custom audience




Social Media: Used by Marketers




Social Media: To Follow Brands

Instagram Twitter Pinterest Linkedin Facebook YouTube Reddit Tumblr Snapchat TikTok




Top 10 Industries on LinkedIn

25

20

15

10

People (millions)

LinkedIn: Top Industries




Social Media Channels: Influencer Marketing

TikTok 45%

Instagram 68%
i

Facebook 43%

b | YouTube 36%

o
I) Linkedin 16%

\t:? Twitter 15%



Reasons for using TikTok
SOC|a | M ed |a T| k TOk - % U.S/UK TikTok visitors who say the following are the main reasons they use TikTok

Effective Strategy Tofind funny or emtertaining videos_____ oon

Entertainment —[ To fill up spare time

45%
For new ideas/inspiration
o 28%
Inspiration —[ To learn how to do new things
——D 24%
To express myself
Self-expression E— -
o get famous
/promotion | g 1%
To keep up-to-date with the latest trends
R 23%
Trend updates —[ To follow celebrities/influencers
) 23%
M\ what my friends are doing
| 22%
Social '{ To share videos/details of what I'm doing
—m—— 19%



Social Media Elements



Social Media Elements: Penta-Social

Market @& # Influencers Lead Gen tve & -ve
research

Social Social Social Social Social
Listening Talking WOM Selling Feedback

. ©)
I

@



Social Media Marketing Tools

e - 4
@ Hootsuite ~ bUffer sproutsocial
I=TTT S 3 ICONOSQUARE followerwonk>>

4= slack

Google Trends




Influencer Marketing




Creator Economy

The creator economy refers to a type of
business run by online content creators
who monetize their audiences through
paid partnerships, ad revenue, tipping
platforms, and product sales.

An estimated 50 million influencers,
artists, curators, and community builders
make up the creator economy.



Whois an Influencer?

Anyone who contributes to someone
else changing their opinion or
behaviour.

- AMEC (Association for Measurement and Evaluation of Comms)

An influenceris a person who has the power to affect the
purchasing decisions of others because he/she has
authority, knowledge or a relationship with his/her
audience. He/she has a following in a specific niche with
whom he/she engages actively. The size of the following
will depend on the size of his/her niche.




What is Influencer Marketing?

Influencer marketing involves a
brand collaborating with an online
influencer to market one of its
products or services.




Influencer Categories/Tiers

Instagram Influencer Tiers YouTube Influencer Tiers

MEGA ELITE -

MACRO MACRO

MID-TIER MID-TIER

MICRO MICRO

NANO NANO

Average Video Views



|dentify the right Influencer

1. Who triggers you to think about your category

2. Who is answering your questions or teaching
the audience

3. Who provides information and content that
helps the audience make a decision




Influencer Ranking approach

REACH

RESONANCE

RELEVANCE

measure of total
audience size

Activity and level of
interaction

Contextual
keywords
(title +body)
+ content



Measure Influencer
Marketing & Engagement

Filters Sort by: Engagements v Followers T Engagements 4 Brand T
= ISR v f Amands Panish 30,500,000 17,557,142 Magic Burger Analyze
g @amandapar Q United Kingdom e =N
1. Audience Reach ® Followers v
Anika Sharma
- 4 \ 75,100,000 10,342,372 Magic Burger View
2. Impresslons Q Topjc . & @anikasrm95 @ India -
3. Engagement (Comments, Likes, Shares) . ) a David Siphron o - VU —
gagements @david.siphron Q@ France
4. Sentiment
© Location v - Anal
- - nalyze
5- ngh'Quallty Content @ Influencers (203) Published Posts Reports Report Builder
Language v |
6. Conversions:
o o POST FULFILLMENT IMPRESSIONS -) VIEW GOAL Anaiyze
Growth in Your Followers 63 Age v | 25/20 32,084 / 52,094 203,409 / 569,984
- Brand Mentioning | | OAQ ¢ VYD '
- Traffic to a Specific Landing Page / Website Magic Burger #plasticiree
_ 92,984 28,434
- Form Completions

L 3
- Signups to a Newsletter / Subscription

20k

- Growth in Users of Your Product / Service

10k

- Increased Sales

MAY 10 MAY 17 MAY 24 MAY 31 JUN 7




Top Influencer Marketing Tools to Find Influencers

e 1. HypeAuditor - Top Instagram e 8. Crowdfire
Influencers Ranking e 9. Full Contact

e 2. Discoverly e 10. SEOquake
o 3. Tweetdeck

e 4. Social Crawlytics

e 11. Hunterio
e 12.Personapp

e 5. Alltop e 13. Similar Web
e 6. Podbay.fm

e 7. Klout

e 14. Buzzsumo

e 15. GroupHigh Monthly
Influencer Lists



Sentiment Analysis




Whatis Sentiment Analysis?

Sentiment analysis is the process of analyzing online
pieces of writing to determine the emotional tone
they carry, whether theyre positive, negative, or
neutral. In simple words, sentiment analysis helps to
find the author’s attitude towards a topic.

Artificial Intelligence

Machine Learning



Sentiment Analysis

Determining contextual polarity of text
Positive/Negative/Neutral

’ ()
Opinion Mining (N -—_—
How does one feel about a particular topic
Individual Score My experience The productis .
sotarbias hest ok | guess Your supportteam s
Collective Score . useless
fantastic!

Challenge of Measuring Irony and Sarcasm NEUTRAL

POSITIVE NEGATIVE

Irony: Skydiving instructor who's afraid of heights

Sarcasm: Boy with too much body spray: That’s a
lovely scent,

did you bathe in it?



Why Sentimental Analysis-Opinions

- = ™
Movie (00 ’ ..‘..
= —
Products —
angry disappointed
Public Sentiment
. . ?
Politics | é—é .
i (2% CE
Prediction a
surprised proud in love scared



Sentiment Analysis: Avenues

« Blogs

« Social Media

« User comments/posts/tweets
« Review websites

« Community websites
 Forums




Sentiment: Intent
Analysis

ParallelDots’ Intent Analysis Classifier

, James W Falter 2+ Follow
SJamesWF alter

Opinion

@AmazonHelp | am moving to Amsterdam. _

Which website should | use to order? Germany Marketing
France, UK? The dutch site only offers books..

1:24 PM - 18 Mar 2017 Complaint
. Suggestion

:.'. ,.: L"\." :' ". 't.;'“,..._ ’:. Qllerv

) . '.\f’..\.' ..".\_.: '

N News




Sentiment Analysis: Tools

*  Quick Search

*  Reputation

*  Repustate

« Lexalytics

»  Critical Mention

* Brandwatch

»  Social Mention

»  Sentiment Analyzer
«  MAXG

«  Social Searcher

* Rosette

»  MonkeylLearn



Closing Sentiment Analysis

Marketers can use sentiment analysis to better understand customer
feedback and adjust their strategies accordingly. Additionally, it can be
used to determine whether a particular campaign or product resonates with

customers in a positive or negative way.
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