SOCIAL MEDIA

Ready, Set, Engage
By Sherry Marek
Social media is here to stay — integrate it into your
company's marketing plans and take advantage of its
unique characteristics to engage with your customers.

A

re you still hoping that
social media hashtags and
news trending will fade
away? Unless you have plans to go
off the grid and operate in a vacuum without the Internet, you need
to understand the different kinds
of social media and how they can
impact your operation, marketing
goals and reputation.
Social media usage continues
to grow each year, with each age
group in each geographic location.
And because of its popularity, social media influences purchasing
decisions. Through the various social media outlets, companies can
engage with customers on a global
level and personalize marketing.
When you do, plan for hashtags to
use and reuse. Your team should
also decide on when to post and
define the type of conversations
to engage in to reach more people,
preparing for opportunities to
reach your customers. An example of a successful engagement,
taking advantage of an unexpected
occurrence, is the famous tweet
by Oreo during a power outage
at the Super Bowl in 2013. In that
moment, the Oreo marketing team
tweeted, “You can still dunk in
the Dark.” A communiqué which
garnered over 10,000 retweets in
one hour.
Not all social media channels
are the same, and as part of your
strategy, use each for its unique
tools, combining them to deliver
one message. For example, use a
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blog post to detail a conversation
you want to engage your customers in, complete with key words.
From there, use Twitter to broadcast the availability of the blog,
perhaps condensing the message
to a call to action, “10 steps to
better packing from former airline
employees.”

Establish a Social Media
Strategy
A social media strategy defines
how your location/corporation
uses social media to communicate
its marketing goals, measure effectiveness and communicate with
customers and employees.
In addition to the more popular
sites such as Facebook, Twitter,
LinkedIn, etc., there are social
media sites that may help target
specific segments. Do you have
a local brewery onsite? Check
out Untappd.com to connect to
passionate beer drinkers so they
start visiting your site. Conduct a
Google search, “social media sites
for farm to table” to find customers for your property's farm to
table restaurant. Your promotions
can be targeted to a specific group
you know have an interest in your
restaurant's type of cuisine vs.
traditional print advertising.
As you develop your strategy,
keep watch for new social media
apps, which are constantly coming
onto the scene. You don’t have to
use all of them, decide on the ones
that will be most effective for your
marketing strategy.

Ready, Set, Engage
Traditional marketing plans were
executed by a small group of people. Today, many companies active
in social media have recruited the
‘C-suite’ to join the social media
conversation. More people follow
John Legere the CEO of T-mobile
than the brand itself. Ryan Holmes,
CEO of Hootsuite, remarked “The
greatest motivator for CEOs to get

on social media may be simple
necessity. Social media represents
a cultural shift, not just a technological one, and it’s already made
the leap into the workplace. In the
end, it’s very difficult for a CEO to
guide this transformation without
‘getting’ social media on some
level — ideally a personal one.”
Also important is that companies
need to recognize that most likely all
employees are engaged in social media, many times as representatives
of your company. Knowing that your
team will inevitably be active on social media, it is best to take a proactive approach and set guidelines for
their online activities when connected to your company (using hashtags,
promoting an event or accomplishment, etc.). Some standard topics to
cover include: disclosing company
information such as financials and
proprietary information; exercising
good judgment and discouraging
dishonorable content; transparency
and more. Take some time to review
sample policies to mold a version
that fits your company culture.

Amazing Customer Service
via Social Media
Surprise and delight customers!
There are many stories, good and
bad about the effects of social media. A successful example is from
2011, when a customer departing
from Tampa, Fla. suggested that
Mortons provide him a steak after
he landed in Newark, N.J. Sure
enough, a rep in a tuxedo met him
upon arrival and the act went viral.
In April 2017, a young man challenged Wendy’s, asking for free
chicken nuggets for a year. In response, Wendy’s asked him to get
18 million retweets to achieve this
reward. Many companies, Google,
Amazon, Microsoft, etc. got involved in retweeting his post, promoting his request for retweets,
and while not quite reaching the
goal, he broke records and was
given free chicken nuggets for a

year. In addition, Wendy's donated $100,000 to the Dave Thomas
Foundation For Adoption in Carter
Wilkerson's name. These are great
examples of spontaneous acts in
response to social media conversations that can bring positive
publicity to your company.

Standardizing Procedures
I've just described how crucial
and influential social media has
become to marketing. Before closing, here's a review of some tips to
move forward with.
• Make sure you have a social
media policy established and
signed/acknowledged by your
employees and subcontractors.
• Make it part of your orientation
for new staff.
• Have legal and human resources review the policy annually to
see if updates are needed.
• Make sure employees' brand
comments are their opinion.
• Enforce intolerance of dishonorable content: racial, ethnic,
sexual and disability slurs.
• Be aware of potential security
threats. Hackers use social networks to distribute spam and
malware.
• Even if a company does not
have a social media site, customers, members or employees
may post and reference the site.
Have a procedure to search for
social media posts using variations of your location’s name
and address.
• Remember that anything posted
can be virtually seen by anyone.
Think before you post. Once in
writing, it may be seen, captured and distributed by many.
• And finally, enjoy the new
social media marketing and
networking channels that
are here to stay. Protect your
company’s reputation and have
fun as you continue to engage
a wider circle of relationships
and opportunities. 
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