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[ITar 1. I locramoBka rieaen

[To xoAmYIECTBY IIAPOB BUAHO, UTO IIPOIIECC COCTOUT M3 IIIECTH 9TAloB. B peayabTaTe AOAKHO
IIOAYYHTHCA II0OCOOME, B KOTOPOM OYAET ITAQH U AOIIOAHUTEABHBIE MATEPHAABI (3TO YKa3aHO B
HITKHEU PaMKe).




1.1. Betoop m pactipeaeAeHmE ITEAEH TTIO

SHAYMMOCTH

REDUCE CUSTOMER SUPPORT COSTS

IMPROVE BRAND OR PRODUCT AWARENESS

IMPROVE BRAND OR PRODUCT REPUTATION

IMPROVE CUSTOMER SUPPORT QUALITY

REDUCE CUSTOMER ACQUISITION COSTS

INCREASE BRAND & PRODUCT EDUCATION

INCREASE SALES REVENUE

IMPROVE PUBLIC RELATIONS

INCREASE LEAD GENERATION

IMPROVE SEARCH ENGINE RANKINGS

\/ W/ \./ W/ \ INCREASE WEBSITE TRAFFIC

NEXT

[TpeaAOKEHHBIE ITIEAN, KOTOPBIE HYKHO IIEPETAIINUTD B COCCAHFIOIO PAMKY, ACAATCA Ha TPH KATETOPHUU:
OCBEAOMAEHHOCTB O OpeHAe (2, 3, 6, 8, 11); mpoaaxu (5, 7, 9, ); padora ¢ kauenramu (1, 4, 10).




1.1. Betoop m pactipeaeAeHmE ITEAEH TTIO

SHAYMIMOCTH (uposonxenme 1)

IMPROVE BRAND OR PRODUCT AWARENESS
IMPROVE PUBLIC RELATIONS
INCREASE WEBSITE TRAFFIC

REDUCE CUSTOMER ACQUISITION COSTS IMPROVE BRAND OR PRODUCT REPUTATION

INCREASE SALES REVENUE NCREASE BRAND & PRODUCT EDUCATION
INCREASE LEAD GENERATION IMPROVE SEARCH ENGINE RANKINGS

IMPROVE CUSTOMER SUPPORT QUALITY

REDUCE CUSTOMER SUPPORT COSTS

NEXT

AAf OOIIIECTBEHHBIX OPIaHU3AIINH, HAIIPUMED, IIEAH, KACAFOIITHECS IIPOAAK, BEIOUPATHCA HE OYAYT, 4
BCE OCTAABHBIE PACIIPEACAATCA IPUOAUSUTEABHO TAK, KaK ITOKA3aHO B A€BOH pamMke. Kommepueckue

OPTaHU3ALINHI, HA0OOPOT, B IIEPBYIO OYEPEAD BEIOEPYT IIEAH, CBA3AHHBIE C IIPOAAKAMIL.




1.1. Betoop m pactipeaeAeHmE ITEAEH TTIO

SHAYMMOCTH (mporonmenme 2)

\¥%§

Brand
Awareness/Thought
Leadership

NEXT

3AECh BHU3Y OOPAIAIOT BHUMAHHE HA TO, YTO IIEAH OIPEACAAIOT BBIOOP TakTUK. Ho oTH TakTHKH He
IIPEAAATAFOTCA KOHCTPYKTOPOM aBTOMAaTHIecKd. VX HYKHO OyA€T ITOTOM BBIOMPATh BPYIHYIO U3

OOIIIErO CITHMCKA, HE3ABUCUMO OT TOTO, KAKHE IIEAN OBIAU 3aAAHBI CEHYac.




1.2. Pecypcu

If your priority is Brand Awareness/Thought Leadership, read these:

B2B Social Media Marketing for Brand Awareness and Thought Leadership

How One Mid-Sized Business is Using Social Media to Build Awareness and Increase Sales
Build Thought Leadership Through Social Networking

Social media and thought leadership: The virtuous circle for B2B marketing

How to Become a Thought Leader in Six Steps

If your priority is Sales/Lead Generation, read these:

Case study: Doubling sales through social media
The social media strategy series: Getting Buy In Making the business case for social media & getting buy-in from the boss
How to: Use Social Media for Lead Generation

How Does Social Media Aid Lead Generation

Developing an Appropriate Social Media Budget

If your priority is Customer Support/Customer Advocacy, read these:

How to: Better Serve the Social Media Customer

How to sell Social Media Support to your CFO

v v v b' 21 8ocial Media Quotes on Customer Service

< ¢ & : YT
Social media and customer sarvice . some examples NEXT

He oxmaaiite, 9TO YBUAUTE B IIOCOOUU BCE BBIOPAHHEIEC CCHIAKH. 1aM OyAeT camas MaAOCTb. TeM He
MEHEE II0AB3a OT 3TOTO CIIUCKA OOABIIAf. 3ACCH AASI KAKAOHU KATETOPUHU IIEACH YKA3aHBI TEMBI,

KOTOprC HPI/I H€O6XOAI/IN[OCTI/I MOXHO B Aa/\bHCﬁmeM HpOpa6OTaTB CaMOCTOATEABHO.




[Tlar 2. OHP@AGAGHI/IG ITOAOKEHU S

Ready for Step 2 >>

Ha BTopoMm srtame onpeAeAdeTcs ypOBEHDb B3ANMOACHCTBUA C COIIMAABHBIMU MEAHA, HA KOTOPOM
HAXOAUTCH OPTaHU3AIIAA B AAHHBII MOMEHT (MCIIBITATEABHBIN, IIEPEXOAHBIN HAHU CTPATETTICCKAN).




2.1. Bonpoc Nel

How often do you gather research about your target
audiences, social media use and competition?

Never, I'm not sure where to begin
Sometimes, but not regularly

Regularly, it's part of my routine

Bompoc o Tom, pacmoAaraeT Am OpraHU3anusa HCCACAOBAHUAMHA IIEAECBBIX AYAHTOPHI, COITMAABHBIX
MeAHda U KOHKypeHIuH. KaKABIIT BaApHaHT OTBETA IPEAIIOAAraeT OAAABL. 32 IIEPBBIM BApUaHT — 1 0aAA,

3a BTOpOU — 3 OaAAa, 32 TpeTH — 5 OAAAOB.




2.1. Borpoc Ne2

Do you have a process for defining your social media
goals and aligning them with your target audiences
and measurement strategies?

Um, what?
it's an informal process. | make it up as | go

Yes, and | follow it regularly.

/ VIV

CrpammBaroT, 3aBEACHO AU B OPIaHU3AIIUN CTABUTD IIEAU AAfl COITUAABHBIX MEANA, U IIPOBEPATD,
IIOAXOAAT AU OHH [IIEAH| IIEAEBBIM AYAUTOPHUAM U ABAAFOTCA AU 9TU IIEAU n3MepaeMbIMu. I lepBriit

BapuaHT — | 0aAA, BTopor — 3 O6aAAa, TpeTui — 5 OAAAOB.




2.1. Bompoc Ne3

Do you have a process for creating social marketing
strategies with a tactical plan of action?

No, but | think about doing it

Occasionally, when a new initiative comes up

Yes, | regularly plan my social media strategies

/ VIV

Opra"msanuro CIparruBaroT, IIAAHHPYET AU OHA CBOIO paOOTY B COLHMAABHBIX MeAra. [ lepBorit
BapuaHT — | 0aAA, BTopor — 3 O6aAAa, TpeTuil — 5 OAAAOB.




2.1. Bonpoc Ne4

Do you select platforms that fit within social
marketing architecture and tactics?

What's a "platform"?

Yes, but it's on a case-by-case basis
Yes and | routinely reevaluate appropriate platforms for all my
nitiatives.

/ WV VY

Bompoc, Beioupaer au oprarusanusa HAATOPMBL, KOTOPBIE ObI COTAACOBBIBAANCH C APXUTEKTYPOU U
TaKTHKAMH COLIMAABHBIX MeAra. [ lepBoIit BapmanT — 1 6aAA, BTOpO# — 3 6aaAa, TpeTHil — 5 OAAAOB.

Terrepp MOKHO CAOKHUTH OAAABIL.




2.2. PesyapTaTt omnpoca

NEXT

VcmprrareAbHEIN ypOBEHD (4-6 6aAA0B), mepexoAHbIH (8-106), crparermaeckuit (18-20).

I/IHTepCCHO, 9TO OOABIIIMHCTBO KOMIIAHUIA HaXOAATCA Ha HCPCXOAHOI\I ypOBHC, 9yTb MCHBIIIC HA

HCIIBITATEABHOM, 1 COBCEM MAaAO HaA CTpﬂT@I’H‘I@CKOM.




2.3. Pecypcor

Transition Phase

Your Social Media Fix: 50 Social Media Podcasts

How Audience Research Can Heip You with Your Traditional Marketing Efforts

Trial Phase

Superlist of What NOT to do in Social Media

Get Started with Social Media

5 Social Media Best Practices for Business

Best and Worst Practices Social Media Marketing
6 Social Networking Faux Pas to Avoid

6 Steps to Getting Started in B2B Social Media

Strategic Phase

16 top podcasts . social media, marketing and more

Shut Up & Listen

Risk-takers and Strategists: Jaremiah Owyang on Long-Term Social Media Planning
NEXT

Kak 1 ma HCPBOM oTaIIc, 13 HCPC‘II/ICACHHI)IX CCBIAOK BbI YBUAUTC B AYYIIIEM CAY9Ia€ TOABKO
HeckoAbko. Ho HpI/I HCO6XO,A,I/IMOCTI/I 9THU TEMBI MOXXHO B Aa/\bHCﬁﬂIehl HpOpa6OTaTb

CaMOCTOATEABHO.




[ITar 3. Pacrtosranue tpyaHOCTEH

On to Step 3 >>

DTOT 9Tall HAITOMUHAET IEPBBII. 3A€Ch HY’KHO OYAET BBIOPATh TUITMYIHEIEC TPYAHOCTH U3 CITUCKA U
PACHPEACAUTH MX ITO CTEIEHU 3HAYMMOCTH.




3.1. Beroop u pacmpeaescHme

AHOCTEH II0 CTEIIEHU 3HAYMMOCTU

ACHIEVING OR INCREASING MEASURABLE LEAD DEVELOPING AN EFFECTIVE AND METHODICAL SOCIAL
GENERATION FROM SOCIAL MARKETING MARKETING STRATEGY

ACHIEVING OR INCREASING MEASURABLE ROl FROM SOCIAL INCREASING WEBSITE TRAFFIC THROUGH SOCIAL MEDIA
MARKETING PROGRAMS INTEGRATION

CONVERTING SO MEDIA MEMBERS, FOLLOWERS, ETC. e - -
: ; MPROVING BRAND AWARENESS OR REPUTATION
NTO PAYING CUSTOMERS IMPROVING ID AWARENESS OR UTATION

IMPROVING SEARCH ENGINE RANKING POSITIONS

IMPROVING THE QUALITY AND COST EFFICIENCY OF
CUSTOMER SUPPORT PROGRAMS

INTEGRATING SOCIAL MARKETING DATA WITH CRM AND
OTHER MARKETING SYSTEMS

INTEGRATING SOCIAL MEDIA MONITORING AND ANALYTICS
INTO A SINGLE DASHBOARD

RECRUITING IN

SOCIAL

TERDEPARTMENTAL STAFF TO PERFORM
CIAL MARKETING ACTIVITIES

Tak OYAET BBITAAACTD KAPTHHA AASl OOIIeCTBEHHON opranu3arun. CAeBa OCTaAUCh TPYAHOCTH,
cBA3aHHBIE ¢ mpoAaxkamu (1, 2, 3), a B mpaBoil — TPYAHOCTH, CBA3AHHBIE C OCBEAOMAEHHOCTBIO O

openae (2, 3); padboToii ¢ kauentamu (4, 5); ypasaeramem komMmyrukaruama (1, 6, 7, 8).




3.2 TunmaHere TPyAHOCTH

NEXT

L{eHHOCTD 9TOM AHMATPAMMBI B TOM, YTO B HEH COOPAHBI TPYAHOCTH, C KOTOPBIMH YK€ CTOAKHYAHCH

APYI“I/Ie OpFaHIIS aItm.




3.3. Pecypcer

low To Develop a Social Media Stratagy: A Roadmap for Integration

low to Convert Your Facebook Superfans Into Brand Ambassadors
5 Tips for Finding Time for Social Media

12 Steps To Hiring A Social Media Manager

Social Media Time Management: Reso

ROI: How to Measure Return on Investment in Social Media

XopoIrre TeMbI, B KOTOPBIE MOKHO OYAET IIOTOM CAMOCTOATEABHO YTAYOUTBHCH, ECAH TOTO IIOTPEOYET
CHTYALTHSL.




[ITar 4. MOHUTOPUHT HEAEBBIX AaYAUTOPHUH

~ You're half way there >>

B aTo0M WacTH mapaAA€ABHO C OCHOBHBIMH IIYHKTAMH VOCUS ITOKA3BIBAET, KAK UX IIPOTPAMMHOE
obecIIedeHre MOKET OOACIYUTD U YAVYIIIUTE PAOOTY IO MOHUTOPHHTY IIEAEBBIX aYAUTOPHU.




4.1. Bonpoc Nel

Pop quiz: How well do you know your audience?

Pretty sure | know who some of them are, but | have no idea where to find them or what to say

e and | have a good idea of their social media behaviors

If they knew how much | know about them, they would get a restraining order

Bompoc, kak xopomro opraHusamnus 3Ha€T CBOIO ayAUTOPHIO. B 3aBIcHMOCTH OT TOrO, KAKOI OTBET
OyAeT BbIOpaH, Bac mAnm HadHyT yTemars, MAM OYAYT XBAAUTB, HO HAa 9TOM BCA PAa3HHIIA 3aKOHYIUTCH,

IIOTOMY YTO AAABIIIE B AFOOOM CAyYae pa3OHPAFOTCA OAHU H T€ 7K€ HHCTPYMEHTHI.




4.1. Boripoc Nel (or1Ber 1)

DTOT TEKCT HOABUTCA, €CAU BEIOPATh IIEPBBIM BAPHAHT OTBETA.




4.1. Boripoc Nel (orBet 2)

DTO TEKCT AAA BTOPOTI'O BapHaHTa OTBCTA.




4.1. Boripoc Nel (orBer 3)

Tax BoIT ASIAHT TEKCT AAS TPETHEI'O BapHuaHTa OTBCTA.




4.2. Vocus MOKET ITIOMOYb. . .

CACAYIOHIHC BOCCMb CAafI,A,OB ITOKA3bIBAKOT, KaK KOHKpCTHO HpO(l)CCCI/IOHaAbeIC HpOI‘paMMI)I oT
Vocus mor YT IIOMOYb CACAHUTD 34 ay,A,I/ITOpI/I}IMI/I %8 KOHTpOAHpOBﬂTb KOMMYHHKAIINN B COIMAABHBIX
MEAHA.




4.2.1. CAymrats

Listen.
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Bce BoceMb IIyHKTOB BasKHEI AAfL PaOOTEL. O HUX IIOAE3HO 3HATH, YTOOBI OPTaHU30BATH CBOM

COOCTBEHHBINU MOHIITOPI/IHF — UAHN C IIOMOIIIBIO VOCU.S, AN C IIOMOIIIBEO ApyTI/IX HpOFpaMN[, AN

CaMOCTOATCABHO.




4.2.2. HaxoAUTHh TAABHBIX

Find Influencers.
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4.2.3. I loaumarts TOH

Understand Tone.
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4.2.4. CerMmeHTUPOBATD U AP.

Segment and Prioritize.
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4.2.5. OrcAexuBarTh

vvvavvv

| Home JUTUTLTSNPUNE uoda Ouets  Distiutions  Mews  Projects  Analyties  Admin Yo

v v

_
| & Moda Contact Details
| ok Bage
‘ Conal Addwns oy sl

Mutzabaugh, Ben

Headaaeriers

oo
Vs Priee Wasson
T Nawder

L

Setject: Trave
Twider Harber sty “netey

Soywiem Paching Paatie | Praprdetwy Pinching Profie | Lam || Aziviy | Mews || Proect | meceet Teeets  Mebia

>~ NEXT




4.2.6. BoBAekarn

Engage.
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4.2."7. AKTHIBHU3IPOBATE

A Clivate.

F

 facebook

SN UNICEF India Sign Up

NEXT



4.2.8. AeAUTBCA C APYTIMHA

Share.

WV VVVVV |

© PRWeb

Wity PRWeb How It Works | Wiho Uses it Priing | Leaming

3 Millions of people are
fl!.- g searching online for

B 5 I}  businesses like yours.
) l‘ ’ Get found faster with PRAVeb.
I‘l\\ | E ’. I } -
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NEXT




4.3. AHAAT3 AYAITOPUH

Worksheet!

BRAND/PRODUCT/
SERVICE
MARKETED

Financial Services

KEY TARGET
AUDIENCE/SOCIAL
INFLUENCE LEVEL

Asset Managers /
Silent Majority

Individual Investors /

Vocal Minority

Financial Advisors /
Social Authority

WHERE DO WE

FIND THEM?

Facebook, Twitter
(Ex: Vanguard)

Facebook, Twitter,

Forums, Blogs

Facebook, Twitter,

YouTube, Forums,
Blogs

HOW ARE THEY USING
SOCIAL MEDIA? WHAT
INTERESTS THEM?

Sharing brand information;
Lack of conversation;
Subject to regulations

Shares relevant and timely
information; Engages in
conversation around
investing; etc.

Generates content to drive
business & SEO; Shares
relevant information from
Asset Managers; etc.

B aTom amaAmse crouT oOpaTUTh BHUMAHUE HA THIIOAOTHIO AYAUTOPHI, O KOTOPOM OOABIIIE

rooputca B pdf-Bepcun — MOAYAAUBOE OOABIIIIMHCTBO ($7lent majority), IyMHOE MEHBIITUHCTBO (vocal

minorit)), COMUAAbHBIE ABTOPUTETHI (Social anthority).

NEXT



4.3.1. Yro Ha pbpIHKE

COLUMN 1

KEY TARGET
AUDIENCE/SOCIAL
INFLUENCE LEVEL

Asset Managers /
Silent Majority

Individual Investors /
Vocal Minority

Financial Advisors /
Social Authority

WHERE DO WE

FIND THEM?

Facebook, Twitter
(Ex: Vanguard)

Facebook, Twitter,

Forums, Blogs

Facebook, Twitter,

YouTube, Forums,
Blogs

HOW ARE THEY USING
SOCIAL MEDIA? WHAT
INTERESTS THEM?

Sharing brand information;
Lack of conversation;
Subject to regulations

Shares relevant and timely
information; Engages in
conversation around
investing; etc.

Generates content to drive
business & SEO; Shares
relevant information from
Asset Managers; etc.

AAf On3Heca aHAAW3 HAYHMHAETCA C OPEHAOB, TOBAPOB, YCAYT, KOTOPEIE HY?KHO IIPOAABATh. AAf

OOIIECTBEHHBIX U TOCYAAPCTBEHHBIX OPraHU3aAIINN AHAAU3 HAYMHACTCA C TeX (DYHKIIIH U IIEACH,

KOTOpr@ OHH HpI/ICAC,A,YIOT.

NEXT



4.3.2. ' AaBHBIE TPYIIIIBI

BRAND/PRODUCT/ WHERE DO WE HOW ARE THEY USING
SERVICE FIND THEM? SOCIAL MEDIA? WHAT
MARKETED INTERESTS THEM?
- i = —_—
C O L U M N 2 Financial Services Asset Managers Facebook, Twitter Sharing brand infarmation;
: ' Silent Majority (Ex: Vanguard) Lack of conversation;

Subject to regulations

dual Investors Facebook, Twitter, Shares relevant and timely
al Minority Forums, Blogs information; Engages in
conversation around
investing; etc.

ancial Advisors , Facebook, Twitter, Generates content to drive
Social Authority YouTube, Forums, business & SEO; Shares
Blogs relevant information from

Asset Managers; etc.

NEXT

HCPC‘H/IC/\HI—OTCH BCC I“pyHHI)I, KOTOpI)IC TaK A MMHAYC CBA3aHBI C HpO,A,}VKHI/ICI;’I KOMMCP‘ICCKOﬁ

KOMIIAHUW UAU C (DYHKIIHEH OOIECTBEHHON OPraHU3anH. DTa HH(POPMAIIUA CKOPEE BCETO YiKE

MECTCA B OpI‘aHHSaHHf{X.




4.3.3. I'Ae ucKaTp IrpyIiisl

COLUMN 3

BRAND/PRODUCT/
SERVICE
MARKETED

Financial Services

KEY TARGET
AUDIENCE/SOCIAL
INFLUENCE LEVEL

Asset Managers /
Silent Majority

Individual Investors /

Vocal Minority

Financial Advisors /
Social Authority

HOW ARE THEY USING
SOCIAL MEDIA? WHAT
INTERESTS THEM?

Sharing brand information;
Lack of conversation;
Subject to regulations

Shares relevant and timely
information; Engages in
conversation around
investing; etc.

Generates content to drive
business & SEQO; Shares
relevant information from
Asset Managers; etc.

B kakmx COITMAABHBIX MCAMA COOMPAIOTCA IIEPEUYNUCAEHHBIE I'PYIIIIBL. DTO HYKHO 3HATH, YTOOBI
bl

AAABITIE CIIAAHHPOBATH IIPOU3BOACTBO IIPABHABHOTO KOHTEHTA (TEKCT, (POTO, BUACO, AYAHO).

NEXT



4.3.4. Yto uaTEpecHO rpyIam

COLUMN 4

Ha temy kakue rpyIsl KaKUM OOPa3OM HCIIOAB3YIOT COIIMAABHBIE MEAHA V7K€ €CTh AOCTATOYHO

BRAND/PRODUCT/
SERVICE
MARKETED

Financial Services

KEY TARGET
AUDIENCE/SOCIAL
INFLUENCE LEVEL

Asset Managers /
Silent Majority

Individual Investors /

Vocal Minority

Financial Advisors /
Social Authority

WHERE DO WE

FIND THEM?

Facebook, Twitter
(Ex: Vanguard)

Facebook, Twitter,

Forums, Blogs

Facebook, Twitter,

YouTube, Forums,
Blogs

HICCACAOBAHUI, MHOTHE M3 KOTOPBIX MO’KHO HAWTH B HHTEPHETE OECIIAATHO.




4.4. Pecypcor

Answering the Social Phone

low to Answe e Social Phone

H4ow to Monitor Yeour Social Media Presence in 10 Minutes a Day

Why You Need to Monitor and Measure Your Brand on Social Media

Kak 1 B IIPEABIAYIIIIX CAYYAfAX HE CACAYET OKUAATD, UTO 3aKA3AHHBIE CCBIAKHA OKKYTCA B IIOCOOUH.
Ha conmaawnsiit Teaedon (social phone), Hampumep, ccoiaku HeT. [Ipo HETO MOKHO y3HATH 3AECH:

http:/ /www.slideshare.net/sos100/the-social-phone-1358345




[I1Iar 5. MeToABI OIIeHKH

? Download
Soedtpealy
™ A M

. -

by
¥ TSI NE
L

On to Step 5 >>




5.1. I1aardopmer corTmaAbHBIX MEATA

B aToit wacT pasdbmparoTca TOABKO deThIpe BUAA ITAaTdopm. Ho Aake y cpeaHelt opraHmu3anuy ux
OYAET B ABa pa3a OOABIIIE, IIOITOMY HEAOCTAIOIIINE SAEMEHTEI IIPUACTCA IIPOPAOATHIBAT
CAMOCTOATEABHO.




5.1.1. baor

Comments

Subscribers

Conversions

Inbound links

SERPs

Blog authority

NEXT

KPI/ITCPI/II/I OIICHKIM KOMMYHI/IKaHI/Iﬁ B OAOIax.

Crownt 3aMCTUTDh, YTO KOAMYCCTBECHHDIC ITOKA3ATCAM BO BCEX CAYYAAX M HA BCCX HAQ.TCl)OpMELX AAAEKO

HE BCETAa OYAYT roBOpUTH 00 3(p(PEKTUBHOCTH KOMMYHHUKAIIUM.




5.1.2. Mukpobaoru

KPI/ITCPI/II/I OIICHKIM KOMMYHI/IKaI_II/Iﬁ B MI/IKpO6AOT ax.

Followers

Downstream followers

Posts
Velocity

Passion

NEXT



5.1.3. ConmmaAbHBIE CETU

Community

Demographics

Referrals

Discussions

Applications

KPI/ITCPI/II/I OIICHKIM KOMMYHI/IKaHI/Iﬁ B COIITMAaABHBIX CCTAX.




5.1.4. MyapTMeAna

Views

SERPs

Subscribers

Referrals

KPI/ITCPI/II/I OIICHKM KOMMYHI/IKaHI/Iﬁ Ha Myz\bTI/IMCAI/II;’IHI)IX HAaT(bOpMaX.




Goal

ncrease Website Traffic

mprove Search Engine Rankings
mprove Public Relations
ncrease Lead Generation

<

ncrease Sales Revenue
ncrease Brand & Product Education
Reduce Customer Acquisition Costs

mprove Customer Support Quality

mprove Brand or Product Reputation

ncrease Brand or Product Awareness

Reduce Customer Support Costs

Kak BbI6paTb IIPABUABHBI METOA OLIEHKH AAf KAKAOH KOHKPETHOU IEAH.

5.2. KArogeBbIe TOKA3aATEAN

Metric

Unique Visitors

SERPs

New Discussions or Comments
Conversions

Conversions

Content Downloads
Microblog Incident Posts
Microblog Incident Posts
Reach, sentiment and Passion
Reach, sentiment and Passion

Microblog Incident Posts

NEXT




5.3. CBOAHASI TAOAMIIA

Customer
Support/Ad
vocacy

Improve
Customer
Satisfaction

Create more
Customaer
Advocates

Engage our
Customer
Base

| Reduce
Customer
Acquisition
Costs

| Improve

| Customer
Support
Quality

| Reduce

Customer

‘ Support Costs

Being
responsive to
issues/concerns

Providing
alternative
ways to answer
questions

Providing
information /
education to
improve use of
our products /

services

Provide open
channels of
communication

Customers

Twitter
Facebook

Forums

Interactions

Support ticket

{(decrease/increase)

Support cost
(decrease)

Renewals / Renewal

rate

Satisfaction survey

results
Online reviews

Sentiment

Value of followers,

friends

BapI/IﬂHT pa60qero Aucra. B OAHHX CAYYaAX 3TOT IIOAXOA MOKHO HCIIOAB30BATb B YMCTOM BHUAC, B

APYTHX €TO MOKHO aAAIITHPOBATD ITOA KAKYIO-TO IPHUBBIYHYIO POPMY, B TPETBUX €I'O MOKHO

ITOAHOCTBIO Hepepa60TaTb Ha CBOC YCMOTPCHI/IC.




5.4. Pecypch

5 Objectives for Social Media Measurement
Social Media Planning & Measurement
8 Social Media Metrics You Should Be Measuring

Social Media Metrics Superlist: Measurement, ROI, & Key Statistics Resources

Bce gerrrpe ccprakm OYAyT B IIOCOOMH, ECAH UX BEIOPATb.




[ITar 6. Beroop Taktuk

The big finish >>

TakTUKK BaKHBI, HO KOHCTPYKTOP HUX BBIOPATH HE IIOMOKET. BMECTO TAaKTHK 3A€Ch B CAMBIX OOIIIUX
gepTax (XOTA B TO 7K€ BPEMA AOBOABHO TOYHO) PACCMATPHUBAFOTCA IIAFOCH M MHHYCBl OCHOBHBIX

ITAAT(POPM COITMAABHBIX MEAHA.




6.1.1. CommmaApHBIE CETU

Social Presentation Document Social
r\l Ctv/ c: 4'(5 v'd” mﬂng Ph“o Sha"m

Social Networks




6.1.2. Mukpobaoru

Social N e Presentation | Document Social
th!‘h o v'd” mﬂng thsna"m

Microblogs

NEXT




6.1.3. Buaeo (gamp. YouTube)

Soclal bl ioas Sharns Presentation | Document Soclal

Video Sharing




6.1.4. ®oro (mamp. Flickr)

Soclal SUNSRUENMN Prosentation | Document Soclal
v'd“mnng ] tjb}vrnj

Photo Sharing

NEXT




6.1.5. Caatiapr (Hamp. SlideShare)

Social Presentation Document Soclal

Presentation Sharing

NEXT




6.1.6. AokymenTs (Hamp. Scribd)

Social Social

CCCCCCC t Sharing




6.1.7. 3akaaaku (mamp. Delicious)

Social icrobl Presentation Document Social

Social Bookmarking




6.2. Xao (Hub)

Blog

Website &

Xab (bub) — 910 TAABHBIH y3€A HAH KOHIIEHTPATOP CETH, OT KOTOPOIO 3aBHUCAT APYIHE Y3AHL B
APXUTEKTYPE KOPIIOPATUBHBIX COITMAABHBIX MEAMA TAKIM XaOOM OOBIYHO BBICTYIIACT BEOCAUT 1/ HMAK

OAOTr, BOKPYT KOTOPOT'O PAaCIIOAATAFOTCA ITAAT(POPMEL COITMAABHBIX MEAHA.




6.2.1. Xa0 u Ap. CM-m1aatd

B AaHHOM cAy9ae AAS MAAFOCTPAIIAH B KaYeCTBE Xa0a BBIOpaH OAOr. EcAm BEIOpaTh XaOOM BEOCANT,
KapTUHKA OYAET TOYHO Takas xke. OAHAKO PEAABHO B 3aBUCUMOCTH OT CHUTYAITUN PA3HHUIIA MEKAY
BEOCANTOM B OAOTOM MOJKET OBITP OYEHBb OOABIIIAS,




6.2.2. Xa0 u Ap. CM-m1aaTdpopmBI

ITocae ToroO, Kak BEIOPAHBI BCE ITAAT(POPMBI COLIHAABHBIX MEATA (KOTOPBIX B ACHCTBUTEABHOCTH
OIIPEACACHHO OYAET OOABIIIE), OHU 3AE€Ch UMEIOT BUA CIIYTHUKOB Xa0a. B maeaapHOI xe
MAAFOCTPAIIAH BCA APXUTEKTYPa OYAET CKOpee HAIIOMUHATD CETh, HEKEAH ITAAHETAPHYIO CHCTEMY.




0.3. Pecypcer

10 business blogging best practices

Use microblogging to increase productivity

How to use social bookmarking to promote your business
low to use social bookmarking for business

Top 10 YouTube tips for small businesses

low to use YouTube to drive business

Are your business bookmarks del.icio.us?

Social Media + Multimedia = Social Multimedia

B srom CAy4YacC, Kak 1 B HpCA,bIA}’L[ICM, B I10COOHI OKa’KyTCA BCEC BOCEMb CCBIAOK, CCAH HUX BbI6paTb.




KonmTakrer

Name Viadimir Sirovitskiy

Email viadimit vitskiyiagmai m

Company Name
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Download My Roadmap Now

For more inform
their complete rese:

SUBMIT >>
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YTOOBI CKaYaTh HOCOOME, HY?KHO OCTABUTH CBOFO KOHTAKTHYIO HH(OPMAIIHIO. T Himanasn

MapKCTI/IHI‘OBﬂH HpaKTI/IKa. Huxkaxmx YBCAOMACHI/Iﬁ OHH HC HpI/ICbIAaIOT, HHUKAKHX paCCbIAOK,

HHKaKOI'O CIIaMa.




