
Free download 
Social Media ROI: Managing and Measuring 

Social Media Efforts in Your Organization 
(Que Biz-Tech)

 Pdf
 Olivier Blanchard

http://www.neutronbyte.com/api/Wa18oYTP/e/Jpjo/OPMw/DygRo/Social-Media-ROI-Managing-and-Measuring-Social-Media-Efforts-in-Your-Organization-Que-Biz-Tech
http://www.neutronbyte.com/api/Wa18oYTP/e/Jpjo/OPMw/DygRo/Social-Media-ROI-Managing-and-Measuring-Social-Media-Efforts-in-Your-Organization-Que-Biz-Tech
http://www.neutronbyte.com/api/Wa18oYTP/e/Jpjo/OPMw/DygRo/Social-Media-ROI-Managing-and-Measuring-Social-Media-Efforts-in-Your-Organization-Que-Biz-Tech
http://www.neutronbyte.com/api/Wa18oYTP/e/Jpjo/OPMw/DygRo/Social-Media-ROI-Managing-and-Measuring-Social-Media-Efforts-in-Your-Organization-Que-Biz-Tech
http://www.neutronbyte.com/api/Wa18oYTP/e/Jpjo/OPMw/DygRo/Social-Media-ROI-Managing-and-Measuring-Social-Media-Efforts-in-Your-Organization-Que-Biz-Tech
http://www.neutronbyte.com/api/Wa18oYTP/e/Jpjo/OPMw/DygRo/Social-Media-ROI-Managing-and-Measuring-Social-Media-Efforts-in-Your-Organization-Que-Biz-Tech
http://www.neutronbyte.com/api/Wa18oYTP/e/Jpjo/OPMw/DygRo/Social-Media-ROI-Managing-and-Measuring-Social-Media-Efforts-in-Your-Organization-Que-Biz-Tech


Use Social and Viral Technologies to Supercharge Your Customer Service! Use this book to
bring true business discipline to your social media program and align with your organization’s
goals. Top branding and marketing expert Olivier Blanchard brings together new best practices
for strategy, planning, execution, measurement, analysis, and optimization. You will learn how to
define the financial and nonfinancial business impacts you are aiming for--and achieve them.
Social Media ROI delivers practical solutions for everything from structuring programs to
attracting followers, defining metrics to managing crises. Whether you are in a startup or a global
enterprise, this book will help you gain more value from every dime you invest in social
media. You’ll learn how to:Align social communications with broader business goals and
functionsPlan for effective performance measurementEstablish clarity of vision, purpose, and
executionImplement guidelines and operations for effectively managing social mediaGet started
by “listening before talking”Integrate social media into long-term marketing programs, short-term
campaigns, and brand initiativesUse social media to deliver real-time, optimized customer
supportLeverage mobility and the “on-the-fly” social media cultureMeasure FRY (Frequency,
Reach, and Yield)Includes a foreword by Brian Solis.



Praise for Social Media ROI“Blanchard is demanding. He won’t allow you to flip through this
book, nod your head, and leave. If you’re in, you’re going to have to invest to get your rewards.”—
Chris Brogan, president of Human Business Works“Social media isn’t inexpensive; it’s different
expensive. The human effort required to do it right is significant, and not knowing precisely how
social media helps your business and how to gauge that progress is a dereliction of duty. In
Social Media ROI, Blanchard provides the missing playbook for sensible, sustainable, profitable
social communication. It’s about time.”—Jay Baer, coauthor of The NOW Revolution: 7 Shifts to
Make Your Business Faster, Smarter, and More Social“Social Media ROI gets down to the heart
of the matter: How will social communications positively impact my organizational goals? Olivier
takes us through a journey starting from the start, creating a strategy to achieve objectives, and
in turn, the means to measure return on investment. If you want to get serious about online
communications, you can’t go wrong with Social Media ROI.”—Geoff Livingston, author of
Welcome to the Fifth Estate and Now Is Gone“Olivier explains the intricacies of building a social
media–influenced company for every layman to understand. It is important to understand reach,
attention, and influence for social media ROI. This is the book to help with that understanding.”—
Kyle Lacy, principal at MindFrame () and author of Branding Yourself“Ladies and gentlemen, the
social media code has officially been cracked. In Social Media ROI, Blanchard reveals how
companies can apply the massive power of social media to achieve equally massive results.
Incredibly practical, yet supremely enjoyable, this book offers a clear roadmap to growing your
revenue in the dizzying world of tweets and retweets, likes and shares, connections and
comments.”—Sally Hogshead, author of Fascinate: Your 7 Triggers to Persuasion and
Captivation“If you know Olivier, you know he goes beyond the bullshit. He ‘gets it.’ This book will
put you in the mindset to successfully plan and achieve real business objectives with social
media. It’s a hard fact that good business decisions depend on real results. Olivier avoids the
fluff with clear-cut ideas that will help you produce results.”—Brandon Prebynski, social media
strategistSocial Media ROIManaging and Measuring Social Media Efforts in Your
OrganizationOlivier Blanchard800 East 96th Street,Indianapolis, Indiana 46240 USAMany of the
designations used by manufacturers and sellers to distinguish their products are claimed as
trademarks. Where those designations appear in this book, and the publisher was aware of a
trademark claim, the designations have been printed with initial capital letters or in all
capitals.The author and publisher have taken care in the preparation of this book, but make no
expressed or implied warranty of any kind and assume no responsibility for errors or omissions.
No liability is assumed for incidental or consequential damages in connection with or arising out
of the use of the information or programs contained herein.The publisher offers excellent
discounts on this book when ordered in quantity for bulk purchases or special sales, which may
include electronic versions and/or custom covers and content particular to your business,
training goals, marketing focus, and branding interests. For more information, please
contact:U.S. Corporate and Government Sales(800)
382-3419corpsales@pearsontechgroup.comFor sales outside the United States please
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prohibited reproduction, storage in a retrieval system, or transmission in any form or by any
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Measurement Practice for Social Media ProgramsBefore the How, the Why: Keeping an Eye on
Objectives and TargetsA Word of Caution Regarding Measurement in the Social Media
SpaceThe Cornerstones of Your Measurement Practice: Monitoring, Measurement, Analysis,
and ReportingMonitoringMeasurementAnalysisReportingBest Practices for Performance
MeasurementMaintain a List of Everything You Can MeasureMaintain a List of Everything You
Must MeasureStay Current on the Best Measurement ToolsEnsure the Neutrality of the
Employee(s) Tasked with the Measurement of Your Social Media ProgramTie Everything You
Measure to Business ObjectivesTest, Measure, Learn, Adapt, RepeatBuilding Velocity and
Specificity into Your Social Media Measurement Practice15 ROI and Other Social Media
OutcomesROI and Business JustificationFinancial Outcomes vs. Nonfinancial Outcomes and a
Word About ConversionsWhat ROI Is and Isn’tTying Social Media to the P&LTying Nonfinancial
Outcomes to Social Media PerformanceStep 1: Establish a BaselineStep 2: Create Activity
TimelinesStep 3: Monitor the Volume of MentionsStep 4: Measure Transactional PrecursorsStep
5: Look at Transactional DataStep 6: Overlay All Your Data (Steps 1–5) onto a Single
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ReportingShattering the Vacuum: The Need for Collaborative AnalysisBest Practices in Data
Reporting for Social MediaLateral ReportingVertical ReportingProgram Validation by the
NumbersLooking at Performance Data as Actionable IntelligenceAfterwordIndexForeword: ROI
Doesn’t Stand for Return on IgnoranceI’m often asked, what’s the ROI of social media? To which
I answer, you can’t measure what it is you do not value or know to value.Sounds simple enough.
But, the truth is, determining value is not an easy process. But then again, whoever said using
social media effectively in business was easy...is wrong.As in anything in business, the ability to
tie activity to the business values is critical. If we are to commit time, resources, and budget to
social networks, our investments must be justified. Indeed, social media strategies must prove
long-term value and contribution to the bottom line in order to evolve into a pillar of business
success. But how do you measure something when best practices, case studies, and answers in
general are elusive? We are struggling to prove the merit of an important ingredient in the future
success of business because precedents have yet to be written or tested.While many
companies are already investing in social media, the reality is that most are done without the
ability to demonstrate any return on investment. The truth is that you succeed in anything if
success is never defined. The good news is that success is definable and attainable. It just takes
a little work...well, honestly, a lot of work to tie intended outcomes to the “R” (return) in ROI. And,
even though social media, as a platform and series of channels, is inexpensive or free to host a
presence, time and resources still carry fixed costs. To that end, if we enhance our presences or
apply greater resources, the investment goes up exponentially. It comes down to the old adage,
“time is money.”Everything starts with the end in mind.Success is not a prescription. There isn’t



one way to excel or measure progress. But that’s the point. We must first design outcomes into
the equation. What do we want to accomplish? What’s the return we seek? Are we trying to sell,
change, drive, cause, or inspire something specific? Are we reducing customer problems as
measured by inbound volume, open tickets, public discourse? Are we trying to shift sentiment to
a more positive state that increases referrals as a result?Success requires definition based on
intentions, goals, and mutual value...across the organization from the top down, bottom up,
inside out, and outside in. Success is defined departmentally and also at the brand level. And
success is tied to desirable actions and outcomes. As we’ve already established, it’s impossible
to measure the ROI for something if we haven’t first established the R (return) or the I
(investment). No amount of new acronyms will change this, yet we see new terms introduced as
if we’ve already given up on defining ROI: return on engagement (ROE), return on participation
(ROP), return on listening (ROL), return on fluid listening (ROFL), return on ignorance (the new
ROI). In the end, everything carries cost and effect.The debate over ROI is only going to gain in
importance. But that’s where we need to go in order to gain the support we need to expand our
investment in social media. You’re in good hands though. Olivier Blanchard is indeed one of the
few who can help. Here, he has written a comprehensive guide that will help you at every step,
from planning to program integration to management to measurement.Thanks to Olivier, you’ll
find the answers to your questions and also answers to the questions that you didn’t know to
ask.As they say, failing to plan is planning to fail. The success of all things social media is up to
you to define, quite literally.—Brian SolisPrincipal, Future WorksAuthor of Engage: The
Complete Guide for Brands and Businesses to Build,Cultivate, and Measure Success in the
New WebAbout the AuthorOlivier Blanchard is a brand strategist with 15 years of B-to-B and B-
to-C marketing management experience ranging from manufacturing and distribution to new
media and consumer goods. He manages BrandBuilder Marketing, a brand consulting and
marketing management firm that helps companies combine traditional and new/social media,
and the Red Chair Group, which delivers executive social media training worldwide. When he
isn’t writing, speaking, or consulting, he can be found on his blog at or on Twitter at . An avid
triathlete, photographer, and travel junkie, Olivier lives in South Carolina with his wife, two
children, and their roving pack of wild Chihuahuas.AcknowledgmentsA lot more goes into a
book like this than people realize, and I need to thank a few folks who contributed to this one in
their own particular way.First, because without them, this book would not be what it is, I want to
thank my team of editors and reviewers: Greg Wiegand, Leslie O’Neill, Kristy Hart, Betsy Harris,
Maddie Grant, Bart Reed, Erika Millen, Cindy Teeters, Kristi Colvin, and Scott Gould. Had it not
been for their tireless work, this book would still read like a choppy first draft. Thanks also to
Pearson Publishing and the Que team for being wonderful human beings. I also want to send a
particularly warm thank-you to my acquisitions editor, Katherine Bull, for fighting for this project,
taking a chance on an unpublished author, and patiently seeing me through to the finish while
chasing me around the globe for the better part of six months. Her diligence, professionalism,
and particularly her patience are a credit to her profession.A very special thanks to Brian Solis,



one of the smartest people I know, for agreeing to write such an elegant foreword for what is
essentially a meat and potatoes business book.Kudos to Rob Moyer and Microsoft’s channel
distribution team for introducing me to F.R.Y. Without them, a lot of this book would make very
little sense.From the bottom of my heart, thank you to Dr. Judith Bainbridge, who many years
ago in a small classroom at Furman University inspired me to write more than term papers—and
more recently to Steven Pressfield (though he may not know it) for picking up where she left off.I
cannot thank enough my courageous clients, the faithful readers of the BrandBuilder blog, and
my Twitter tribe for pushing me to be smarter and more focused on solving business problems
than I would ever have been on my own. This book is in no small part the result of our many
exchanges over the years and would not have ever seen the light of day without you.I also need
to thank a few key people without whose support, sense of humor, and encouragement, doing
what I do wouldn’t be nearly as fun: Kamran Popkin, Trey Pennington, Kristi Colvin, Jim
O’Donnell, Alicia Kahn, Bobby Rettew, Drew Ellis, Phil Yanov, Adam Gautsch, Evan Tishuk,
Geoff Livingston, Kim Brater, Gabrielle Laine Peters, Jacqueline Collier, Michael Kristof, Debbie
Morello, Roby DiGiovine, Scott Gould, Cd, Andy Sernovitz, Guy Kawasaki, the Clogenson clan,
Ben Schowe, Misty McLelland, Ellen McGirt, Michael Duffield, Kelly Olexa, Clay Hebert, Seth
“Click on my head” Godin, Jim Mitchem, Amy Wood, Gemma Went, Gavin Heaton, Isaac Pigott,
Amber Osborne, Keith Privette, Joseph Gier, Peter Shankman, Hajj Flemings, Jeffrey Jacobs,
Geno Church, Beth Harte, Yann Gourvennec, Keith Burtis, Valeria Maltoni, Scott Gould, Chris
Brogan, Daniel “Raptor” Agee, Karima Catherine, Andrew Davies, Matt Ridings, Peter Kim, Tom
Asacker, Mike Wagner, Scott Monty, Christopher Barger, Francois Gossieaux, Jon Evans, David
Armano, Tom Fishburne, Ken Sparks, Hugh MacLeod, Raul Colon, Steven Matsumoto, Frank
Roth, Steve Woodruff, Tom Peters, Jay Baer, Robert Lavigne, Owen Greaves, John Heaney,
Jeffrey Summers, the SmartBrief team, the PVSM Social Media Punks, the LikeMinds,
WOMMA, Ungeeked, and SMC Greenville communities, my co-pilot Chico, and of course
Instigator #149. I routinely learn something valuable from all of you.To my parents—Alain and
Francine Blanchard—merci for teaching me to question everything and draw clear ethical lines
in the sand. I suspect that you have been watching in complete horror the degree to which I have
applied your advice from day one. You can stop worrying now.Finally, a deep word of gratitude to
Lisa, Ethan, and Rowan for the love, patience, and support with which you showered me in the
long months it took to put this book together.We Want to Hear from You!As the reader of this
book, you are our most important critic and commentator. We value your opinion and want to
know what we’re doing right, what we could do better, what areas you’d like to see us publish in,
and any other words of wisdom you’re willing to pass our way.As an associate publisher for Que
Publishing, I welcome your comments. You can email or write me directly to let me know what
you did or didn’t like about this book—as well as what we can do to make our books
better.Please note that I cannot help you with technical problems related to the topic of this
book. We do have a User Services group, however, where I will forward specific technical
questions related to the book.When you write, please be sure to include this book’s title and



author as well as your name, email address, and phone number. I will carefully review your
comments and share them with the author and editors who worked on the book.Email:
feedback@quepublishing.comMail: Greg Wiegand Associate Publisher
Que Publishing 800 East 96th Street Indianapolis, IN 46240
USAReader ServicesVisit our website and register this book at for convenient access to any
updates, downloads, or errata that might be available for this book.I. Social Media Program
Development1 Creating the Social Company 32 Aligning Social Media to Business Goals 133
Planning for Performance Measurement 294 Establishing Clarity of Vision, Purpose, and
Execution 411. Creating the Social CompanyBuilding a social media program for an organization
is hard. I won’t try to convince you otherwise. The truth of it is that it takes patience, long hours of
intricate planning, and a razor-sharp focus on getting things right. When you look at the
companies that first started to successfully integrate the social web into their business models—
companies such as Ford, Starbucks, Virgin Airlines, Dell, IBM, and Best Buy—what you often
don’t see is the mountain of diligent planning it took for them to get there: the research, the team
work, the block-by-block building that went on behind the scenes. What those friendly Twitter
interactions and expertly managed Facebook walls don’t tell you is that behind every corporate
success story in this space is a basic operational framework that places all the right elements in
the right way and at the right time. Social media success doesn’t happen by accident. It is
engineered.It is also important to note that success in social media doesn’t happen overnight:
Reach, attention, and influence cannot effectively be bought in this space. They have to be
earned and developed, much like friendships are earned and developed. In this way, social
media is different from other forms of media already employed by the business world. The
“spend and reach” campaign mentality of “traditional” media does not produce long-term results
here. The social web requires more subtlety and commitment, which is why terms such as
relationships, trust, and conversations are such popular buzzwords in professional social media
circles: These three words describe the social web’s lifeblood, especially as it relates to
business.Evolution, Human Nature, and the Inevitable Socialization of BusinessOne of the
fundamental reasons why social media has been so readily embraced by the general public is
that it helps connect people with each other in ways that are valuable, meaningful, and
convenient, on their own terms, and on an unprecedented scale. Bear in mind that Facebook
isn’t “Brandbook,” Twitter isn’t “Promotweets,” and YouTube isn’t “CorpTube.” After decades spent
enduring thousands of daily marketing messages being shoved at them across every
communications channel known to man, the public found in the social web a means of turning
the messaging off and turning instead to what mattered to them more: relationships, trust, and
conversations. Businesses planning to develop a presence in social media therefore need to
tread lightly and pay attention to the unspoken rules governing interactions in this space.The
secret to how social media works won’t be found in marketing or business books. It doesn’t live
in data about digital influence or the purchasing habits of web users. In order to understand the
true power of the social web, you have to look into the nature of humanity itself: We are social



creatures. We crave social interactions. We love to belong to social groups, listen to stories,
share experiences, and contribute something of value to the groups to which we belong. Thirty
thousand years ago, we gathered with our tribe around the campfire. Today, separated by
thousands of miles, complicated schedules, and busy lives, we instead gather around our social
networks to fulfill the same needs. The technology and the world around us may have changed,
but we haven’t. We still crave those interactions, that dialogue, that need to participate in social
dynamics, and social media has given us a means to do just that.What smart businesses have
always known is that tapping into this need for group validation and social connections is the
foundation upon which brands and customer loyalty are built. As far back as the first days of
commerce, the more businesses treated their customers like friends, the more those customers
preferred to do business there. The more businesses made their customers feel welcome, the
more these customers recommended the experience to family and friends. The more
businesses built an engaged community of customers around them, the less likely they were to
ever have to discount products and services to attract business. This type of mentality created
the business cultures that made brands such as Apple, BMW, Coca-Cola, Starbucks, and more
recently Zappos so successful.What these companies managed to do was reject the notion that
customers were mere “numbers” in an elaborate game of marketing and sales. More to the point:
These companies made sure that no customer was ever made to feel like they were a “number.”
Their success, and the success of companies like them, depended on this critical point:
connecting with customers on a deeper level in order to develop them into outspokenly loyal
repeat customers.Over the last few decades, however, scale, automation, and modern
marketing techniques have conspired to make the special relationship between customers and
the companies they do business with difficult to maintain. Fifty years ago, a regular customer
might have been greeted by name when she entered the store. Nowadays, only when she
produces her rewards card might a part-time clerk be prompted to address her as a valued
patron. In a cruel twist of irony, efficiency and growth made companies forget the value of being
social, got in the way of building lasting bonds between frontline employees and their customers,
and made the “social company” the exception rather than the rule—that is, until social media
came along to potentially make things right again.Sometime in 2008, when businesses started
noticing the almost exponential growth of activity on social networks, the term social business
began to make its way into business development conversations, and the opportunity for
organizations to leverage the social web to improve their business became an increasingly
common topic of discussion among business managers. Could a small engineering firm in
Portland, for example, benefit from a presence in social media the way that a major global brand
might benefit from it? Did social media offer the same opportunities to B2B industries as it
clearly does to B2C industries? These joined hundreds of equally pertinent questions being
asked daily in conference rooms around the U.S. and the world, but the fundamental truth of it
was that they could all be answered in the same way: If you want to take the time to build
relationships with customers the way businesses used to, then yes, social media is worth a



closer look.In and of itself, social media is not particularly complicated: It is a set of easy-to-use
platforms and technologies that allow people to talk with other people. Social media is the new
campfire, the new market square, the new water cooler, only it lives on our computers, smart
phones, game consoles, and other networked devices. It can be accessed from virtually
anywhere and pretty much at any time. As applied to the business world, social media
recalibrates the question of B2B or B2C into a concept as old as human commerce: All
businesses, regardless of industry, vertical, or sector, are fundamentally “P2P”—people to
people. Understanding that businesses rely first and foremost on connecting people with one
another (buyers and sellers, managers and employees, and so on), then building relationships
based on value, preference, trust, and convenience is the first challenge facing executives trying
to grasp how social media fits into their business models. It is this emphasis on human
interaction that constitutes both the essence and the elusive “secret sauce” of the social
company.What does the social company look like? One way to put it would be to say that it is
business, evolved. The signature characteristics of the social company are essentially the
antithesis of most corporate entities today: The social model is more human, less burdened by
departmental silos, fluid with its communications (both internal and external), and with a much
flatter operational structure. You see some of its cultural qualities emerging in companies such
as Zappos and Best Buy, albeit not yet fully deployed. In a bizarre twist of irony given that
modern technology is responsible for making this model possible, it is very much a return to
basics. It is how business was done hundreds of years ago: face to face, one handshake at a
time. The difference is that now, scale is no longer a hurdle. Companies can, if they want, build
loyalty 140 characters at a time, shake hands from hundreds of miles away, and have “face-to-
face” interactions with tens of thousands of customers per day.Just as a radical evolution in
human communications was spawned by both the Internet and mobility, social media is now
bringing about its own evolution, not only in communications, but in the very nature of the
competitive business model. There is simply no stopping this. People will not put the ability to
share stories and stay in touch with each other back into a box. They will not turn away from the
ability to be connected to the world anytime they want and in the way they choose. Companies
that both understand and embrace this socio-technical evolution will likely enjoy a decisive
strategic advantage over companies that choose to ignore or reject it.Organizations are already
moving toward this model because it works. Some will get there faster than others, and some will
only make it some of the way, but the reality of the next decade is this: Social media will change
business at its core. It is already radically transforming the way companies do business, forcing
shifts in methodology, procedure, culture, and operational structure.Moving Beyond Channels:
Social Media vs. Social CommunicationsWhat do people do on social media all day? They talk
to each other and share thoughts, opinions, information, photos, videos, podcasts, blog posts,
articles, data, resources, and whatever they can get their hands on. The social web also gives
people the ability to play games, invite each other to events, send birthday reminders, and let
their friends know where they are at any given time. At its core, what people do on the social web



is communicate and interact.It stands to reason then, that if the term social media describes the
pipes, social communications and social interactions would describe what people do with them.
The difference between social media and social communications—or my preferred terminology:
socialized digital communications—is that the former indicates the infrastructure, whereas the
latter indicates the activity within and across it.Now that we are bringing some specificity
between the machinery and the skills, which of these two titles conveys purpose better to, say, a
Public Relations department:• Social Media Director• Social Communications DirectorWhich
one conveys a sense of purpose? Which one is most closely aligned with a role that everyone in
an organization—from the CEO on down to the most junior intern—can understand without
needing an explanation?Now that we have established the difference between media and
communications, we can begin to have a conversation, in earnest, about the role social media
can play in an organization, about its purpose, and the structure it will require to exist and
flourish. It is crucial to understand that these two discussions—that of the infrastructure and that
of the activity itself—while joined at the hip, are very different. They each require their own focus,
as we see later in this book.Why Social Media Matters to BusinessA social media program is not
a mere marketing add-on. Neither is it a blogging experiment whose purpose remains forever
unclear. It is not a justification for conversations, engagement, and whatever buzzwords
generally find their way into a discussion about social media. More than anything, a social media
program is neither simple nor easy. It is not what most people think.A fully deployed social media
program is a completely integrated communications mechanism that amplifies the impact of
every function within an organization by leveraging the power of human networks via social
networking platforms. It is a complement to all other forms of tactical communications (from
advertising to PR), not a replacement for any of them. In military terms, social media is what is
known as a force-multiplier—a tactical element that makes a given force significantly more
effective than it would be without it.Now that we have touched on what a social media program
is, let’s discuss what a social media program does.A social media program can provide
organizations with detailed, virtually instant feedback from customers and valuable market
intelligence. Used in conjunction with specialized monitoring, measurement, and analysis tools,
it can amplify not only activities, but the acquisition and analysis of valuable data, from
consumer insights to the calculation of ROI. A social media program also brings into heavily
compartmentalized companies the potential for enhanced collaboration, increased departmental
efficiency, cost reductions, and of course business growth.Forget about blogs, Facebook,
Twitter, and all the social media channels and platforms for a moment, and focus instead on
what matters to your organization: Is lead generation an area of your business that could use
some help? You can create a social media program that will help you acquire new leads. Are you
losing customers to competitors? You can develop a social media program whose focus will be
to help you enhance your customer retention activities. A social media program can plug into
every type of business function you need it to and help you make it work better, smarter, and
faster.A fully developed social media program can, for example, protect a brand in times of



crisis, alert an organization’s decision makers to new trends in consumer interests and
sentiment, influence hundreds of thousands of consumers to prefer one brand or product over
another, and help tens of millions of consumers discover a company, organization, or product at
a fraction of the cost of other forms of “traditional” media.Because mobile devices such as
cellular telephones increasingly incorporate social media capabilities that go beyond simple
texting, voice, and email, digital social networks now live on mobile devices, not just personal
computers. This matters because portability means both increased use and lower barriers of
adoption. Because of this, the acceleration in global social media use is rewriting the way
humans communicate, share ideas, recommend products, and connect with each other. Not
being a part of this means not being a part of the world. Just as the telephone, email, and
mobility could not be held at bay by companies reluctant to accept change, social media cannot
be ignored either. The company that chooses to resist this latest step in the inexorable evolution
of business will find itself having to work increasingly hard just to stay afloat. Conversely, the
company that chooses to adapt and implements a business-focused social media program will
have the opportunity to gain an advantage over its competition at very little cost and improve its
position in the market.Influence and Media: Lateral vs. Vertical ForcesTo understand the way
influence is applied across various channels when it comes to brand communications,
especially as this relates to the inclusion of social media, we need to take a quick look at the
dual concept of vertical and lateral forces.Once upon a time (ten years ago), B2C corporate
communications were basically one-dimensional: The organization crafted a message,
packaged it, and pushed it out to its audience. The audience then either accepted it or didn’t,
and that was that. Back then, the audience didn’t have an effective way of communicating with
the organization aside from using comment cards, speaking with a customer service
representative, or maybe participating in the odd protest or two. When the organization decided
it wanted to know how its customers felt about something, it hired a marketing firm to conduct
market research. Influence wasn’t only vertical between the organization and the customer, but
mostly one-directional as well: from the organization to the customer. This model is shown in
Figure 1.1.Figure 1.1 Vertical engagement: one-directional.Then in the early days of Web 2.0,
the online experience became more collaborative and user-centric, spawning the birth of social
networking sites, free blogs, and applications that allowed customers to leave comments on
digital content. Suddenly, customers found that they had a voice. Communications were still
mostly vertical, but they had evolved from what was essentially a monologue to a rudimentary
dialogue (see Figure 1.2).Figure 1.2 Vertical engagement: two-directional.Driven by the vision of
a more collaborative Internet promised by proponents of Web 2.0, digital social networks came
along and changed everything again by adding a new dimension to the evolution of engagement
and influence: the advent of true peer-to-peer networks in which users could create and share
content at will. This time, the forces of engagement were lateral instead of being strictly vertical
(see Figure 1.3).Figure 1.3 Lateral engagement.The significance of this change is that lateral
engagement is word-of-mouth. Until social media, word-of mouth didn’t scale very well.



Recommendations came piecemeal. If you liked something, you told a few friends, maybe some
co-workers and neighbors, but that was the extent of it. Chances are that because of your busy
schedule, by the time you got around to having lunch with someone you might recommend
something to, it was no longer on your mind. This has changed.Consider that the average
Facebook user is connected to between 100 and 200 friends on that service alone and spends
an average of about 55 minutes per day posting updates and recommendations, sharing links,
and endorsing products and brands by clicking the service’s ubiquitous “Like” button. To this,
add personal blogs, Twitter, location-based applications, and hundreds of other community
platforms. What social media does is this: It takes your basic word-of-mouth process and
multiplies both its velocity and its reach.Because of the lateral engagement forces of social
networks, word-of-mouth now knows no geographic barriers. It cuts through time zones like a
warm knife through butter. With the click of a button, a recommendation can be shared with
hundreds, in some cases thousands, of people in an instant. Depending on the context, these
hundreds and thousands of people may choose to share that recommendation laterally with
their connections, who in turn may do the same.Social media creates both influence and scale in
a way that traditional media cannot. Better yet, it does so at a fraction of the cost of traditional
media. How is this possible? Word-of-mouth, in order to be effective, must be relationship-
based: Influence and trust, within lateral channels, are earned, not bought. The chief currencies
of lateral channels, of social media, are trust and relevance. Compare the cost of reaching one
million people just once through traditional (bought) media channels to the cost of touching one
million people once through social media (earned) channels, where the public spreads your
content and message for free because they want to and because they can. Now you can
understand why every major brand in the world is busy integrating social media into its business
model.2. Aligning Social Media to Business GoalsFirst things first: Having a “presence” in social
media is worthless unless you do something with it. It isn’t enough to merely have a blog, a
YouTube channel, and accounts on Facebook, Twitter, and half a dozen other platforms. Is it a
good start? Sure. Is it better than not having a presence at all? To an extent. However, what is
the value of any of this to your organization? Let’s be realistic: Having a social media program
without attaching it to some sort of goal just creates more work for your staff. That’s about it.
Someone has to write blog posts. Someone has to push out content to social networking sites.
Someone has to read and respond to comments. And while that someone is doing this, he or
she isn’t doing something else.To a certain extent, the issue here is opportunity cost. In case you
aren’t familiar with the term, opportunity cost refers to the cost of doing one activity instead of
another. Economists usually explain it as the best alternative forgone because a particular
course of action is pursued.In other words, the question is this: Of all the activities your
employees could be focusing on, is social media the best choice? The answer hinges on one
thing—whether or not activity in social media creates the most value for the company at that
given moment.Social Media’s Value to the OrganizationSocial media can be used in two very
different ways: for personal entertainment and for building a community around your company. It



all depends on how your employees use the social media sites and tools. An employee catching
up with his friends on a social network doesn’t create a whole lot of value. Watching YouTube
videos of talking kittens doesn’t do a whole lot for the company either. The value to that
employee may be clear (combating boredom), but for the company, it amounts to wasted
productivity. This is the kind of at-work social media usage that gives the space a bad name in
the corporate world and sometimes obscures its strategic value to an organization.Now let’s talk
about how social media activity at work might bring a little more value to the organization: an
employee monitoring social media channels for positive and negative mentions of the product
he is responsible for, managing customer service requests in real time on micro-blogging
platforms, or engaging in reputation management activity, for example.In the first scenario, the
employee is wasting time. In the second scenario, he is focused on activities that support
specific business objectives. Same employee, same desk, same tools, same channels, yet we
see a completely different picture now that the employee has specific goals: business
intelligence, customer support, and online reputation management.With purpose comes value,
which brings us back to this: Having a “presence” in social media is worthless unless you do
something with it.So the question is, what do you do with social media? Before that question can
be successfully answered, you must clearly understand your organization’s overall business
strategy, tactics, goals, and targets.Differentiating Between Strategy and TacticsWhereas the
difference between strategy and tactics is crystal clear in the military world, it often seems
nebulous to business managers. As a result, I often find myself having to quickly go over this
topic to eliminate any hint of confusion.A strategy is a plan of action designed to achieve a
particular goal or objective. Strategies are often complex and made up of many moving parts.
Strategy tends to be the realm of executives who can manage a high level of operational
complexity.Tactics are the means by which a strategy may be carried out. Typically, tactics are
the methods used on the ground to execute a strategy.Example: The current strategy to acquire
net new customers (the goal) is to use Facebook to increase both our reach and our prospect-to-
customer conversions. Two of the tactics that will be used are a) discount coupons for new
connections on Facebook on their first online purchase and b) $5 off his or her next online
purchase to anyone who shares one of our Facebook offers this week.Differentiating Between
Goals and TargetsAnother area of confusion I often run into with business managers is the
difference between goals and targets. I’ll quickly shed some light on the difference because we
will be talking about both subjects a lot throughout this book.• A goal is an organization’s desired
end point, also known as an objective.• A target is the specific value assigned to an objective
within a finite timeframe.Goals set the direction and focus of an activity, whereas targets
establish specific parameters of success for accomplishing the goals.Example: If the company’s
goal is to increase net new transacting customers, the target would be expressed as 100 net
new customers in Q1.If the company’s goal is to improve a brand’s overall image, the target
could be expressed as a shift from the current 1:4 ratio of positive-to-negative sentiment across
social web channels to a 1:1 ratio of positive-to-negative sentiment across the same channel by



year end.Tying a Social Media Program to Business ObjectivesA common misconception in the
business world is that social media stands somehow apart from the rest of the company—that it
is its own silo, its own little “engagement” and “conversation” engine with no clear connection to
other business functions. This is false. Organizations that treat social media as a fifth wheel don’t
usually get very far in the space. The reality of social media is that it isn’t an add-on. It is 100%
an integration piece (which is why Part II, “Social Media Program Integration,” focuses on social
media integration).Here is a simple way to look at it: Your business doesn’t plug into social
media. Social media plugs into your business.What does that mean? It means that social media
is not its own function. Social media is a communications tool, like the telephone and email, that
serves the purposes of critical business functions, including public relations, marketing, lead
generation, customer service, and market research. Some of the best uses for social media
activity are in support of these particular business functions, and here is the best part: Each one
of these business functions already has its very own objectives and targets, which you can plug
your social media activities into.That’s right. You don’t need to come up with a social media
strategy, other than figuring out where it fits and how to make it work for you.Whenever I hear
people say that their company either has or sells a “social media strategy,” I cringe. There is no
such thing as a “social media strategy.” It is kind of like having a “telephone strategy” or an “email
strategy.” It’s a meaningless buzzword. What you do have, however, are business objectives and
strategies to achieve these objectives. Start with those and incorporate social into them.Let me
give you an example. I was having lunch with the head of a fairly large marketing department not
long ago, and started talking about social media. It didn’t take long for him to bring up the
difficulty of developing a social media strategy for his CEO. As he explained it, it came down to
acquiring 25,000 followers on Twitter in the first year and 50,000 fans (“Likes”) on Facebook. I
asked him why. His answer: Reach. He wanted to increase reach. A few buzzwords popped up
as well, such as “engagement” and “conversations,” for good measure.Then I asked him, “What
is the value of having 25,000 followers on Twitter? To your company, I mean.”He hesitated and
finally answered, “More reach. More impressions.”Then I explained to him, “Does a company
want a million followers on Twitter or a million net new customers acquired through
Twitter?”Something seemed to click. His face lit up, and he nodded, finally understanding why it
had been so difficult to come up with a social media strategy: He was looking at the problem
from the wrong end. Trying to come up with a social media strategy to somehow justify the need
for a social media program in the first place was pointless. But using social media as a vehicle to
support existing business objectives, now that made a lot more sense.Here is a simple rule that
may find its roots in the military world but applies to the business world equally: Objectives
dictate tactics. Never, ever, ever do tactics dictate objectives.Social media activity, in and of
itself, is not an objective. Acquiring net new customers, increasing reach, building loyalty,
capturing more market share, even increasing net new revenue—these are objectives.The
tactics might include creating content for a blog, driving online discussions, measuring changes
in online mentions of the company or customer perceptions, sharing company news, and



leveraging social web channels to amplify campaigns, for example.A social media program, in
order to deliver results, must have a purpose rooted in business objectives. Understanding this
will get you started on the right foot.How to Create a Roadmap by Turning Goals into
TargetsNow that we understand how to align social media with business objectives, let’s briefly
talk about setting targets. The golden rule of establishing targets is this: Stating goals and
objectives is not enough. In order to drive toward a specific result (a desired result), an
organization must set targets. It is not enough to state “winning a world championship” as a goal.
You also have to know what targets you need to hit in order to accomplish that goal, including
training targets, performance targets, and scheduling targets.I often find myself in meetings with
organizations whose goals are legitimate but vague: increasing social participation, growing a
pool of followers, improving the ratio of positive-to-negative sentiment for the brand, increasing
awareness for a product, growing market share, increasing sales, continuing to earn more
mentions of the company name across social media channels, and so on. This is a good start,
but you need to take it up a notch. What these goals lack is specificity. How do you measure
success when your goals are this vague? As an organization, you must set targets.Think about
reframing “increasing social participation” as “generating 300 comments and mentions per day.”
Instead of “growing a pool of followers,” consider “acquiring 6,000 net new Twitter followers per
month.” “Improving the ratio of positive-to-negative sentiment about the brand” should see a
number attached to it and a due date. If your organization wants to see more traffic to a web
page, then set a target. If actual traffic this month is 2,500 visits per day, then aim for 3,000 daily
visits next month. Be specific.Why? Two reasons: The first is that it forces your staff to think
about ways to accomplish the goal, which is to say, it forces the organization to shift from a
maintenance mode to a problem-solving and business-building mode. This is how organizations
grow—by thinking through challenges and finding ways to make things work better. The second
reason is that setting targets creates accountability. It is one thing to do just enough to get by
and show vague “growth” or an “increase” in performance. It is another to make someone
accountable for hitting (or failing to hit) a predetermined target. This forces the organization to
focus on specific outcomes and make sure they happen.The specificity of targets drives
accomplishment. The more specific, the more likely the desired outcome will be reached. The
less specific the goal, the less likely it will be met. Always set targets.The Top Five Business
Functions That Can Be Easily Enhanced by a Social Media ProgramNow let’s talk about some of
the ways a social media program can help a business. Most organizations share certain needs:
They depend on some kind of funding or revenue, they have to keep customers or stakeholders
happy, and they have to support their employees. Social media can be used by both for-profit
businesses and nonprofit organizations to help satisfy these needs. We start with for-profit
organizations and then discuss how social media can help nonprofits and
associations.SalesMost businesses depend first and foremost on revenue. No need to pretend
that social media isn’t about ultimately generating sales or driving business. If it weren’t, this
book would be irrelevant. Social media, like all other communications channels, can and does



help drive sales revenue. The first thing we need to do here is shed the notion that “being social”
and making money are incompatible. That would be like saying that being friends with a
customer or client precludes you from doing business with them. It’s absurd. Likewise, bunk is
the notion that bringing sales or money into the social media space is somehow dirty. How you
do it and in what context is what separates good taste from bad taste, but social media and
sales should not exist at opposite ends of the business spectrum. We discuss this further in
Chapter 3, “Planning for Performance Measurement,” when we discuss ROI.So how can social
media help you drive sales? For starters, social media can help you acquire new customers—
first through its reach, then through influence. We saw in Chapter 1, “Creating the Social
Company,” how vertical and lateral engagement work together to create both depth and breadth
of engagement. One of the end results of this type of activity is a conversion funnel that begins
with awareness of the brand, leads to regular online participation with the brand via social
platforms, and converts social participants into customers.When it comes to leveraging social
media to increase sales for an organization, acquiring net new customers via social networks
and developing them via social engagement are two basic ways of driving toward that objective.
Furthermore, social media can be leveraged to increase the frequency of customer transactions
(buy rate) and the yield of certain transactions (average $ value per transaction), as we discuss
in more detail in Chapter 3.Another way to increase sales using social media channels is by
amplifying the reach (both in breadth and depth) of marketing campaigns. Here’s a quick
example: Say you want to increase sales of your new sedan. You create an ad campaign for it,
with PR and other marketing and promotional components. Ten years ago, this would have
meant TV, radio, print, billboards, events, dealer incentives, point of purchase displays, and
trade reviews. That is still true today, except now the media environment is much richer.
Television spots and other videos can also find an audience on YouTube. Blogs can enhance the
relevance and depth of content around the new sedan. Branded Facebook pages can be
leveraged to promote discussions, publish videos and articles, schedule events, launch
contests, distribute special offers, and so on. Those are just a few examples of how social media
not only can scale a campaign’s reach, but make your message stickier by virtue of being
digested as more than mere “marketing.”Finally, as long as a company doesn’t go overboard, it
can promote special sales and offers directly through social networks without coming across as
being pushy. A 20%-off discount code with a hyperlink to an e-site can generate sales on the
spot. Dell started doing this in 2007. Whereas most companies were not yet aware of Twitter or
its future business implications, the computer manufacturer had already begun the process of
building a network of customers on the micro-blogging platform. It soon began testing the
public’s response to special offers published there. Two years later, the @DellOutlet account had
generated $2 million in sales using this technique. Why such a small amount of business?
Simple: Back then, not many people used Twitter yet. Still, $2 million in two years, when virtually
no other companies had made one dime off their Twitter activity, was an impressive proof of
concept. By December of 2009, that amount had grown to $6.5 million in sales, just from Twitter



alone. This, from about 1.5 million followers acquired over less than three years.Using what we
have learned about objectives, targets, strategy, and tactics, one simple way of organizing your
thoughts and clarifying your plan of action is to simply write it down as a tiered process. Here is
an example:Objective: Increase sales.Target: (Fill this in with the financial or unit amount you
want to drive toward.)Strategy: Acquire net new followers by developing followers into
transacting customers, further developing existing transacting customers into repeat/loyal
customers, and leveraging followers to increase reach through lateral engagement (word-of-
mouth, retweets, and so on).Tactics: Publish special offers on Twitter via our various accounts.
Answer questions from customers and prospective customers on Twitter. Be a resource to our
customer community.Customer SupportThe beauty of social media channels is that most
conversations and mentions of your company and brand are out in the open, where your
customer support department can easily keep an eye on what is being said and join in when
necessary. Companies now have the power to respond to their customers (and potential
customers) in real time. The ability to spot trouble, help customers in need, and answer
questions within seconds (and without having to force customers to jump through procedural
hoops simply to get your attention) offers an opportunity for companies looking to better support
their customers that simply did not exist five years ago. Social media now allows companies to
increase the efficiency of their customer support practices and improve customer satisfaction—
without necessarily adding cost to the model.When it comes to monitoring social media
channels to improve customer support, you will need two elements: The first is qualified staff.
Rather than focusing on hiring social media “experts,” consider hiring (or training) experienced
customer support professionals with a good grasp of the social web. Remember that it is easier
to train a good customer support representative to use social media than to train an experienced
social media user to be a good customer support professional. The second element is tools. You
are going to need technology to do this. What kind of technology? That will depend on your
budget, your organization’s need, and your preference. There are three basic routes you can
take when it comes to adopting monitoring tools: One is to invest in an advanced social web
monitoring tool and dashboards like the ones used by very large enterprises. These types of
tools have an amazing degree of functionality but can be difficult to master and usually require a
serious financial commitment. The second method, favored by many small businesses, is to use
an assortment of free tools and build a patchwork-style dashboard. A quick search on the Web
will identify several dozen such tools, and I recommend that you try them out. Trial and error is
the best way to identify what works best for your particular organization. The third option is to do
a little bit of both: Combine an assortment of free tools with more professional-level tools. Just
remember that tools are just tools. The real focus of a customer support department here is to
make sure that if someone mentions your company or product anywhere on the Web, you will be
notified immediately and be in a position to respond quickly and appropriately.The value of being
able to respond in real time to a problem or a negative mention is that a bad situation can be
turned around before the customer’s frustration escalates into anger. Perhaps this person had a



bad experience, and you make things right. Perhaps the customer thinks her product is broken,
when in fact, she needs help turning it on. Perhaps she needs help with something and doesn’t
know where to turn. Monitoring mentions of your company or product on the Web gives you
visibility to these types of conversations. The faster the response, the faster a crisis can be
averted.Overall, here are the advantages of adopting this new mode of digital customer
support:• Constant real-time feedback from customers, users, and the general public.• The
ability to respond to customers in real time rather than making them wait.• Faster resolution
times than through other types of media (such as phone and email).• Because of the faster
resolution times that come with providing support on social media channels, even a 10% shift
from toll-free phone support to social media may result in a significant cost reduction for many
customer support departments.• Don’t forget the most important outcome of all: happier
customers. Not having to spend the better part of an hour on the phone to have a problem fixed
is just one more way you can set yourself apart from your competitors.Giving visibility to your
customer support process and the proactive way in which you focus on helping your customers
will improve your company’s image.Human ResourcesYou have a choice when it comes to
recruiting talent: You can either sift through piles of resumes or hire through trusted networks of
peers, colleagues, and friends. You can either take your chances on strangers or trust someone
you know has your best interest in mind to recommend only qualified applicants they think will
be a good fit. Which one sounds like a better model?Because so many of our professional and
personal relationships are increasingly intertwined with our use of social media channels, and
because a hefty percentage of our professional information is searchable on the Web, it isn’t
difficult to see how Human Resources can leverage social media to identify, recruit, and even
monitor employees.Let’s begin by talking about the popular social network for professionals:
LinkedIn. By now, most white-collar workers, at least in North America, manage a LinkedIn
account. The original premise behind LinkedIn was twofold: One, it allowed users to post their
resume and contact information to their online profile so that these could be easily accessible to
peers, potential employers, and even prospective clients. Second, it allowed users to connect
with peers and colleagues in such a way that they could keep track of their contact information
and their latest career changes. But that wasn’t all. LinkedIn also allowed recruiters to search its
database for specific types of skills and experience, when trying to proactively identify a key hire.
More importantly, because each user’s network was clearly mapped by the site, a recruiter could
browse through a potential hire’s network and identify common “connections” who might provide
valuable insight into that individual.LinkedIn has evolved a lot since its early days. Users can
now opt to have their blog’s content feed directly into their LinkedIn profile page, along with their
activity on Twitter, travel schedules, favorite books, presentations, and more. More importantly,
as more and more professionals began using LinkedIn, the average user’s network grew as well.
This growth was also fed by an increase in the size of personal and professional networks on
other social networks such as Facebook and Twitter. How? Simple...say that you engage in a
conversation about marketing with fellow marketing professionals on Twitter. During the course



of the conversation, you meet several industry peers unknown to you until now. Understanding
the value of building a professional network, two or three of these individuals ask you if it would
be all right for them to connect with you on LinkedIn. You say yes. Your professional network on
LinkedIn has now increased in size due to an interaction you had on a completely separate
network.This mechanism is the engine that drives social and professional connections in the
social media space: The result of increased interactions between people online is the growth of
their personal and professional networks. That growth, in turn, creates more opportunities for
individual A to be connected to individual B. It is that increase in connectivity that gives recruiters
the ability to better identify and prequalify candidates by using social media than a stack of
resumes from strangers. A recruiting manager with an extensive network can now either search
for a qualified candidate using specific keywords on LinkedIn and reach out to common
connections to obtain more information about them or simply ask her network (on any social
media channel) if anyone can recommend an individual for a particular position.The process in
and of itself is simple, but it was impossible to scale until now. Social media significantly
increases a recruiter’s ability to recruit through trusted networks and validate candidates through
recommendations from people he actually knows. The integration of social media into Human
Resources is covered in greater detail in Chapter 6, “The People Principle.”Public
RelationsPublic relations is one area where social media can have an immediate impact on the
way your business is perceived and interacted with by the public.The ability to monitor online
mentions of a company name or particular product gives companies the opportunity to respond
to negative attitudes, clarify a position on an issue, invalidate false rumors, and separate myth
from fact. Public Relations departments managing social media practices have stumbled onto a
new type of service for the companies they serve, called online reputation management (also
known as digital reputation management). An early example of online reputation management at
work in social media came from Ford in early 2009, when Scott Monty (who heads Ford’s social
media practice) found himself having to set the record straight about the auto giant having
accepted government “bailouts” during early months the global financial crisis. Ford had, in fact,
turned down financial aid from the government, explaining that the company could emerge from
the crisis without government assistance. This fact was lost on a significant portion of the
population, and Ford’s name became erroneously tied to the unpopular “auto industry bailout.”
Nowhere was this confusion clearer than on social media channels, including blogs, Facebook,
and Twitter. Monty spent weeks helping set the record straight, and Ford’s image improved as a
result.Whether a company finds itself battling false rumors or battling deliberate attacks on its
good name, an online reputation management program can help the company or brand hold on
to its good name. When not under attack, a PR team can leverage social media to improve a
company’s reputation and standing through more frequent and relevant engagement with the
public. By helping customers and potential customers develop deeper relationships with a brand
through social media channels, a PR team can also help increase both trust and mindshare for
the company, as well as foster an alignment of values between companies and their would-be



customers that will result in a higher degree of positive sentiment and even loyalty.Business
IntelligenceWouldn’t it be nice to know what your customers are saying about you? About your
competitors? How many people are saying it? Where they are having these discussions? How
mentions and perceptions may be changing over time, or how a campaign, program, review, or
release might have affected company mentions and sentiment across the Web? Because
everything in social media is both easy to monitor and searchable, access to business
intelligence is now cheaper, faster, and richer than it has ever been. The same monitoring
techniques we discussed in regard to customer support and public relations can be applied
here. From keyword searches to analysis encompassing share of voice, sentiment, and volume
of mentions, the amount of actionable information a company can capture on the social web is
astounding. Though often understated as a social media practice because it is unseen by the
public, business intelligence is in my opinion one of the most important areas of focus when it
comes to social media integration for organizations and the first area they should tackle.Social
Media for NonprofitsSocial media can be equally valuable to the nonprofit world, although the
list of functions changes somewhat.OutcomesBecause not-for-profit organizations do not
usually rely on sales to generate revenue, we can replace “sales” with “outcomes.” Outcomes
are essentially an organization’s desired end result. This end result could be financial or not.
Here are some examples: Raising $30 million for a charity program, rescuing 500 pelicans from
a major oil spill, getting 10,000 voters to sign a petition, increasing plastic bottle recycling in a
major urban area by 10% YoY (year over year), and increasing revenue from memberships by
30% over the next 18 months.For associations, one of the ways to drive outcomes is to recruit
new members. These members may be called upon to contribute financial donations, donate
their time, spread information, write letters, attend demonstrations, and perform whatever task
the organization requires in order to reach its desired outcomes. Members, in this case, take the
place of the for-profit organization’s customers. You can imagine how leveraging social media to
both recruit new members and activate existing ones might be more effective than relying on
more traditional methods of communications and engagement.Social networks are the perfect
environment in which to ignite movements, organize people around a cause, and drive
participation for associations and nonprofits. In terms of effective reach, you could do worse.
Facebook pages, Twitter chats, blog posts, photo albums, audio podcasts, and videos posted to
sites such as YouTube can amplify an organization’s web presence quickly and at very little cost.
Regardless of its size, whether an organization’s objective is to increase awareness for a cause,
raise money, trigger a boycott, recruit members, or educate or increase the public’s participation
in an event, the social web is a powerful medium. In 2010, , a small not-for-profit organization
whose objective was to provide financial aid to fishing families affected by BP’s catastrophic oil
spill in the Gulf of Mexico, raised about $11,000 in just a few short months with no budget, using
the social web as its primary mode of communication. The same year, but on a larger scale,
environmental action juggernaut Greenpeace pressured global food production giant Nestle to
reconsider its palm oil cultivation practices by simultaneously launching an aggressive



information campaign via YouTube and flooding Nestlé’s own Facebook wall with protests.The
combination of low-cost, global reach and potentially high impact makes social media an ideal
set of channels for nonprofit organizations with ambitious goals to see them through.Member
SupportIn this case, customer support becomes member support. The focus is a bit different,
but the outcome is the same: Enjoy immediate feedback, respond to queries faster, increase
positive impact in public forums, enjoy potential cost reductions (from reducing call center
headcount), increase interactions with the public and members, engineer more varied
interactions (not just push and messaging), not to mention making your resources portable by
extending your social web presence to the mobile universe.Human ResourcesThis is basically
the same function as before, except that with associations and nonprofits, many members tend
to also work for the organization the way employees might, even if they do so as volunteers. By
adding volunteers to the mix, then, social media can help associations and nonprofits smoothly
identify, develop, and recruit volunteers and leverage online communities to streamline the
process. In terms of risk management, you can also monitor employees and volunteers’ online
communications and catch potentially damaging activity early enough to be able to fix whatever
problems might arise out of it.Public RelationsThe role of public relations doesn’t change from
for-profit to the not-for-profit world, so all the points we covered in the previous section apply
here as well: Online reputation management, improved brand image via the social web,
clarification of the organization’s purpose and value, and direct communication with the public all
benefit organizations exactly as if they were operating in the for-profit world. The added bonus of
using social media for nonprofits when it comes to PR is that campaigns of education and
awareness—which are the subject of greater focus in the nonprofit sector—tend to be better
received in the social media space than campaigns focused on selling products. Education
helps grow membership and participation in a cause, and a PR team well-versed in social media
can see its efforts well rewarded there.Member LoyaltyTraditional forms of media, such as
television, radio, and print, provide an excellent means of reaching vast amounts of people
quickly, but their downside is that these touches are both brief and scarce. This works if the
objective is to create awareness, but it falls short of creating loyalty for an organization or a
cause. Loyalty, unlike awareness, takes time to develop. It finds its roots in the trust, familiarity
and respect that stem from frequent interactions with an organization, and the repetitive
validation of a value alignment without which these interactions are meaningless. Through the
use of social media, organizations can breed loyalty in their members by interacting regularly
with them, befriending them, and empowering them to make a difference. The magic stems from
the fact that social media can help humanize communications to such a degree that genuine
friendships can begin to form between an organization’s staff and the members they interact
with online, even if they have never met in the real world. The depth of these interactions,
combined with their potential frequency, can accelerate this process to such an extent that a
new member can begin to feel loyal to an organization in a matter of days rather than in a matter
of months.One of the most common mistakes made by organizations when they first



contemplate experimenting with social media is that they focus too much on social media tools
and platforms and not enough on their business objectives. The reality of success in the social
web for businesses is that creating a social media program begins not with insight into the latest
social media tools and channels but with a thorough understanding of the organization’s own
goals and objectives. A social media program is not merely the fulfillment of a vague need to
manage a “presence” on popular social networks such as Facebook and Twitter because
“everyone else is doing it.” “Being in social media” serves no purpose unto itself. In order to serve
any purpose at all, a social media presence must either solve a problem for the organization and
its customers or result in an improvement of some sort (preferably a measurable one). In all
things, purpose drives success. The world of social media is no different. Define your purpose
first, then identify your business goals, set specific targets, see how social media fits in, and start
developing your program from that point. Approach social media program development in this
way, and you will be well on your way to creating something of tremendous value for your
organization.3. Planning for Performance MeasurementMost of your social media program’s
effectiveness will rest on your ability to establish measurement methodologies that are aligned
with your organization’s goals, objectives and targets. Without a clear means of gauging success
and shortcomings every step of the way once your program is launched, you will not be able to
determine the extent of its impact on these objectives. Even the most carefully crafted and
executed social media program in the world can crash and burn if both success and areas of
improvement cannot be properly identified and measured. You could wait until the program is
launched to think about measurement, but because this measurement methodology is directly
tied to your program’s goals and targets, it is better to develop it now before you begin assigning
resources to the program.Tools, Methodologies, and PurposeBecause measurement
methodology is driven by the needs of the organization and shaped by its capabilities, before
planning for performance measurement, you need to remember to do the following:• Align your
program’s goals with existing business goals.• Set realistic targets.• Determine what metrics will
help you gauge progress and the ultimate success of your program in regard to accomplishing
its goals and hitting its targets.• Develop best practices to ensure that measurement is handled
ethically, accurately, and consistently.• Find ways to improve the model. Turn everything into a
learning experience.Performance measurement is pointless without first establishing purpose,
so determine the purpose of your program first. Second, determine the purpose of your activities
within the program. Third, determine the purpose of your measurement practice in regard to the
program’s activities.Remember that purpose can refer to more than one outcome: From
measuring the progress of a campaign to holding employees accountable, from calculating ROI,
to determining the impact the program has on a breadth of business functions, each program
can bring its own unique set of measurement opportunities. Just make sure your measurement
practice serves specific purposes (not just monthly reporting for the sake of it), and you will be
off to a good start.Selecting Adequate Social Media Measurement Software for Your ProgramIt
is futile for me to recommend specific social media measurement software in this book because



it changes so quickly, and new players enter the market almost weekly—but take solace in the
knowledge that such software is in no short supply. Some are free. Others are extremely
expensive. Some fall somewhere in the middle. Some focus on one type of metric only, whereas
others provide their users with elaborate dashboards that incorporate a plethora of data,
insights, and measurement capabilities. If you elect to go with enterprise-class software,
chances are that most of your social media measurement (that is to say, measurement specific
to social media channels) will be taken care of. If you elect to use free or inexpensive software,
look for specificity of purpose. In selecting measurement software for social media, err on the
side of tools that offer a high degree of precision when it comes to measuring one specific thing
rather than selecting software that measures ten things poorly. Better to use ten reliable tools to
measure ten types of data than to use two that may leave you wondering if your data is reliable.
Doing your homework when it comes to selecting the best measurement software will pay off in
the end.A word of caution in the selection of monitoring and measurement software for social
media: Start by thinking about what the company wants to measure. Don’t just invest in
measurement software because it is the one used by big companies or because it seems to be
getting a lot of positive press. Start with what metrics matter most to you and find a tool that
measures those well. If one piece of software does it all, that’s great. If you must combine several
tools, that works, too. Most companies use a combination of measurement tools, so don’t be
afraid to experiment. Every company is different. Find out what works for you.Here is a simple
way to do it:1. Write down everything you want to be able to measure online that directly impacts
your program or campaign.2. Look for software that measures this type of data.3. Test the
software.4. Organize the software from best to worst—in terms of accuracy, flexibility, reliability,
and ease of use. (Don’t underestimate user-friendliness.)5. Select the best software your budget
allows for.Choose the tool that best meets your organization’s needs, whether it is a simple open-
source tool that you download for free or the most expensive, sophisticated application on the
market. One of the central themes of this book is that one-size-fits-all solutions rarely work in the
world of social media program management. Measurement software falls into that category.
What may work well for one company may not suit the needs of another. Moreover, one set of
measurement tools used for one campaign may not work at all to measure the effectiveness of
another, even within the same company. Chances are that your mix of tools will change often in
order to keep up with the ever-growing needs of your social media program. Do your research,
ask for live demos, test the tools that strike your fancy, and go with what works for you.Key
Performance Indicator (KPI)We cannot talk about performance measurement without bringing
up the term key performance indicator, or KPI. Key performance indicators illustrate the
effectiveness of a campaign or program as it relates to hitting a specific target. What constitutes
a key performance indicator depends on what you want to measure. Anything can be a KPI—
from website visits and clicks on a banner advertisement, to RSS subscriptions, foot traffic at a
retail location, registrations for a webinar, and sales revenue. The list is virtually infinite.A word of
caution: Though most web measurement professionals may try to sell you on the notion that key



performance indicators are the same in social media as they are in other digital disciplines,
remember that what you are measuring is not limited to the Web. In the world of social media
program measurement, what makes a particular metric a key performance indicator is both its
relationship to the program’s purpose and its value in evaluating the program’s
effectiveness.What is vital to remember is that the breadth of measurable data available today
should not cloud the water. Countless companies spend an inordinate amount of time
measuring things that were neither critical nor relevant to diagnosing the effectiveness of their
programs and campaigns. If the golden rule of business measurement is “measure what
matters,” the golden rule of social media measurement is “just because you can measure it
doesn’t mean that it matters.”The challenge that many business managers run into when they
begin working with measurement in the social media space is that the abundance of data can be
overwhelming. Many fall prey to the temptation to measure everything. The problem with trying
to measure so much is that data overload is the enemy of focus. Knowing ahead of time what
metrics matter and what metrics don’t will help program managers avoid falling into this trap. In
order to create an effective measurement practice for your social media program, you must be
diligent when it comes to separating critical data (KPI) from noncritical data.For more advanced
measurement professionals, layering metrics in tiers (basically levels) with an eye to both the
importance and relevance to the program and its desired outcomes can help broaden the range
of performance indicators without causing data overload or confusion. A simple structure to help
organize performance indicators in tiers might look like this:Let me give you an
example:Objective: Increase sales of red tiresTarget: 25,000 additional red tires sold in Canada
in Q3Key performance indicators (KPIs): Sales of red tires sold in Canada in Q3• Positive online
mentions of red tires leading into Q3• Net new “Likes” of red tire content on Facebook page from
Canadian locations• Net new click-throughs of links leading to red tire web content from
Canadian accounts• Redeemed coupons and discount codes for red tires in Canada in
Q3Secondary performance indicators: Sales of red tires outside of Canada in Q3• Net new
“Likes” of red tire content on Facebook page (global)• Net new click-throughs of links leading to
red tire web content (outside of Canada)• Net change in global online sentiment for red tires in
Q3Other data: Sales of black tires sold in Canada in Q3• Visits to company home page•
Comments on the company blog• New followers on Twitter• Bounce rate• Brand mentions
(global)What is the difference between these three tiers? Simple: The KPI tier focused on
metrics that directly illustrate the connection between your activity and the outcome, starting
with the outcome: “Sales of red tires in Canada in Q3.” The target in this example is 25,000 net
new red tires sold. The first KPI is simply: Are we hitting our target? The other key performance
indicators in the group are directly linked to this target. They focus on activities aimed to drive
purchases of red tires in Canada leading to and during Q3.“Positive online mentions of red tires
leading into Q3” shows whether or not the company’s campaign is having an effect on the
perception of red tires. More mentions means a win. More positive mentions means a win. Net
new nods of approval for red tires from Canadians on the company’s Facebook page means a



win. It simply means that the company’s activities are driving its audience from awareness to
preference, bringing them closer to a purchasing preference.
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Felonius, “A must-read for corporate communicators trying to build real business processes
around social. I've searched far and wide for a book that gives practical, actionable processes
for those who communicate to customers via social media in a corporate environment. To date
this is the ONLY book of its kind that gives real, solid examples, grounded in business
management and execution principles. Most other books in this genre are "fluff," talking about
"how everything has changed" and "social is the new wave, you must get on it!" blah blah blah,
without giving any realistic, viable methodologies for actually implementing them into a
business.In my current job role, this book sits at my desk at all times, and is a consistent
reference source at least once a week.”

CK Syme, “Best go-to source dedicated to social media measurement. Everybody's got a "go-
to" shelf of books they constantly dig through and re-read. I don't put a lot of books on my shelf,
but Olivier Blanchard's Social Media ROI is going to be the latest addition to my "go-to" shelf.
Blanchard's work will join two other measurement favorites of mine on the shelf: James Sterne's
Social Media Metrics (an earlier, but thorough work) and Katie D. Paine's recent Measure What
Matters.There are really two general groups of social media practitioners today. The first group
knows the tools, loves the tools, knows how to teach people how to use the tools, and thinks the
tools ARE social media. Just for the record, I don't think there's anything wrong with that-- I think
it's just an incomplete thought. The second group approaches social media as a strategy. They
know the tools as well, but they know that tools only help build the house, they are not the house.
Tools may disappear (as some already have), may evolve, may mutate, but the strategy will be
constant. Blanchard's book is for the second group, or for people who want to understand the
complete social media management mindset. Its not a resource for filling your tool belt.What do I
love about this book? Let's start with comprehensive. A nutshell summary: create a social
company that aligns social media to business goals and performance measurement, and is
sustainable. Like others before him, Blanchard admits that creating a successful integration of
social media into a company involves changing some operational groundwork (chapter 8), and
may need to be accompanied by a paradigm shift.The book also contains sections for
nonprofits, internal support, public relations, human resources, and crisis management, to name
a few. There is a lengthy section on the nuts and bolts of measurement (including formulas) and
advice on how to create buy-in for comprehensive social media programs. Importantly, he
addresses the "big five" myths of social media including "social media is a waste of time." Where
have I heard that before?Another section of the book is about integrating social media into your
organization, and includes some advice on models, who should handle it and a description of
what a social media director might look like. Policies, guidelines and training are also covered.
But I'm just giving you a 3000-foot view. There's just too much good stuff in this book to discuss
in a review. Just get it and read it and do it.Social Media ROI reminds me that social media is not



an add-on; it needs to be a fully integrated strategy in every aspect of business.It's a powerful
media that can create a consistent upward climb in long-term customer engagement that
traditional media cannot do alone.Blanchard, a native of France, is principal at BrandBuilder
Marketing, and maintains a few highly rated blogs.”

L. Severson, “Not a lot of fluff. Get ready to learn something.. I am kind of a book snob. When it
comes it reading "business" books I expect a lot of dramatic stories which are loosely related to
the topic and a few insightful nuggets of information. Let's be honest, most books for the
business audience could barely fill out a good blog post."Social Media ROI" scores high on
providing good actionable content and information for anyone who is trying to build a social
media program. It is a one stop shop. You get information on how to evaluate your organization's
current social media abilities. You learn how to sell this program to others in your company. You'll
even learn about the metrics you should follow and how to create a good reporting system.The
reason I am withholding a star is that I wanted to hear a deeper discussion around the concrete
ROI that Social Media can provide for business. I mean any business. If you are in retail,
manufacturing, CPG, or sister verticals the discussion around ROI will be helpful. If you are not
in these verticals it will be less applicable. And if you are in B2B like I am it probably wont scratch
your itch.That being said, I enjoyed reading this book. There are obviously years of experience
behind the information that is shared. And let's be honest you can't cover everything in one book.
I would love to see follow up materials perhaps in blog format that attempt to tackle the question
around Social Media ROI in a B2B context.”

MFOxon, “Good and detailed information dispelling some of the myths around Social Media.
This is a very well thought out book on social media and on how to apply proper control so that
returns are measured. If more companies took notice of this book there would be a lot less
hype...The only minor criticism is that the book is a little repetitive at times (repetitio juvant
perhaps?). Also, it could deter small firms from approaching social media if it were taken too
literally as some of the metrics are often beyond the scope of SMEs.”

Chris Hall, “straight talking, easy to follow, logical and a game changer. There are so many
books written around the social media world. The problem is that many are vague, empty echo
chambers where the author's often don't get down to the nitty gritty. This book goes there and
further.From beginning your social media program to its execution all areas are explained and
discussed; never forgetting the principles of the ROI. It's this that stands it apart from other
books. Of course the others play a huge role in examining the digital marketing world from a
wider perspective but it's always been a problem for businesses and social media marketeers to
demonstrate the return on investment that will come from a well constructed presence (or even
through observation) on the channels.Blanchard keeps us on the right track and ultimately gives
us a multitude of approaches & answers to the question - what is the ROI of social media?I



frequently recommend this book to anyone who needs to be convinced.”

Dan, “Five Stars. really good”

Mt Timothy J Slater, “Quite heavy going but good. Quite heavy going but good. COvers Sociaol
Media ROI for the smallest to the largest business because the principles are laregly the same.”

Jamanatt, “Social Media - step by step. Using social media may seem easy and straight forward
enough. The real challenge is how to leverage social media communication for business, how to
manage risks associated with it and how to prove its benefits to senior management. "Social
Media ROI" is a brilliantly written step-by-step guide on integrating social media in your
corporate communication for best return on the investment. Blanchard also addresses the
important aspects of setting up rules for the use of social media by staff, and of measuring,
analyising and reporting on social media ROI.”

The book by Olivier Blanchard has a rating of  5 out of 4.4. 112 people have provided feedback.
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