Chapter 1: Why Social Media?
•Explain why social media is important
•Define social media marketing
•Explain the 7 myths of social marketing
•Describe a brief history of social media marketing
[bookmark: _GoBack]•Explain how social media marketing is different
•Identify the characteristics of a successful social media marketer
•Describe the careers in social media marketing

social media marketing (SMM): use of social media to positively influence consumers towards websites, companies etc. with the end goal of creating a conversation which could lead to a purchase, subscription etc.

Some Stats:
FB has more users than the combined population of the USA, Canada, and Mexico all put together (700 Million)
Nearly 25 Billion searches done online every month. 

7 myths of social media marketing
1) Social media is a fad
2) Social media is just for the young
3) There is no return in social media
4) Social media marketing is not right for my business
5) Social media is new
6) Social media is time consuming
7) Social media is free

What actually is happening with each of these myths:
1) social media is based of a stable premise that people are social and want to connect with others
2) social networks are increasingly being adopted by older demographics with a wider range of ages and individuals with different yearly salaries using social media
3) it can be difficult to measure but it does cause savings in customer service, provides online word-of-mouth promotion, and increases brand awareness and reputation
a. Dell Generated $6.5 million from it’s twitter account
b. Marriot got over $500 million in booking directly from its blog
c. Lenovo saves costs with a 20% reduction in customer service calls by using social media.
4) social media is relevant to both b2b and b2c firms. It drives word of mouth and influences the search of info for consumers. 
5) Social media is not new but things like tech and media have changed the role of social, behavioural and economic concepts. Also conversations are now public and viewable by all creating for more transparency. 
6) To limit overall time investment firms should look for underutilized employees who spend time on social media. They should also use efficiency tools to streamline their social media (like hootsuite) and they should use mobile devices to boost their overall efficiency
7) Costs can come from the time and resources invested in social media and to producing the content and the services of consultants and advertisment firms.

The History of Social Media:
-Wikipeida 2001
-Facebook 2003
-Youtube 2005
-Twitter 2006

Difference between traditional and social media approach
	Traditional Approach
	Social Media Approach

	Controlled view of content for customers
	Audience contribution is encouraged

	One way communication
	Two way communication

	Domineering aproach
	Discussion approach

	Exclusivity agreements
	Trust building



Skills needed for social media marketing
	Technical/Computer Skills:
	Personal Attributes:

	Basic computer skills
	Personable

	Proficiency with search engines
	Good listener

	Navigating the web easily
	Reading and comprehension skills

	Coding or Graphic design knowledge
	Diverse vocabulary

	
	Creativity

	
	professionalism



Chapter 2: Goal Strategies
•Define a social media plan
•Explain the social media marketing planning cycle 
•Describe each step in the social media marketing planning cycle
•Identify five ways to listen and observe the social web 
•Explain how to set social media marketing goals
•Describe how to create social media strategies
•List the 8 C’s of Strategy Development
•Detail how to link social media goals to actions
•Explain self-promotion versus building army of advocates on the social web

A social media marketing plan details an organization’s social media goals and actions necessary to achieve them. 

7 steps of a social media marketing plan: 
1) Listening to what people are saying
2) Setting goals by pinpointing the location, behavior, tastes, and needs of the target audience
3) Defining strategies must be done on a case-by-case basis
4) Identifying the target audience (market)
5) Selecting tools where the target audience resides
6) Implementing through well-defined tactics
7) Monitoring social media marketing initiatives
8) Tuning and improving the elements of the plan
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1) you should listen to conversation about: Company/Brand, competitors, the industry, the tone of the conversations of the community, the different social media channels
2) create goals that are flexible and related to what you are looking to get out of the campaign. Eg. Brand building, customer satisfaction, producting new product leads, driving word-of-mouth recommendations, handling crisis-reputation management etc.
3) 8 c’s of strategy development that must be considered
a. categorize-social media platforms by target market relevancy
b. comprehend the industry and learn how to behave
c. converse by being a contributor to the community not a promoter
d. collaborate with platform members
e. contribute content to build rep and be one of a valued members
f. connect with influencers so they can be added to help shape opinions about product and services
g. community participation can allow consumers suggestions for improving products and innovative suggestions
h. convert strategy execution into desired outcomes such as brand building, word of mouth etc. 

overall call of action should be linked to goals. Eg. If you want word-of-mouth recommendations make sure your goals line up 

The benefits of having brand advocates over self-promotion:
-brand advocates will talk to friends
-produce natural positive recommendations
-these relationship will increase sales
-regular people can defend the brand in bad situations 

Chapter 4: Rules of Engagement for Social Media

•Explain why social media is important
•Define social media marketing
•Explain the 7 myths of social marketing
•Describe a brief history of social media marketing
•Explain how social media marketing is different
•Identify the characteristics of a successful social media marketer
•Describe the careers in social media marketing

Interruption marketing-is purchased, focused on selling and is persuasive
Permission marketing-attention is earned, valuable to consumers, people choose to engage.

Consumers choose to engage when companies are authentic, transparent, caring

Passive vs. active entry strategies
Passive Strategy - search, listen and respond to mentions of business, industry, competitors
Active Strategy - create and build social media and engage with them 

4 parts of engagement-PARC- Principles for Success
· Participatory - interact with the community, answer questions, and thank those who respond
· Authentic - people do business with others they know, like, and trust
· Resourceful - present useful and relevant content or helpful information
· Credible - building a reputation for knowledge and expertise in the field, and building a brand’s trustworthiness

Rules of Engagement 
1.Use Social Media Channels As Intended
2.Don’t Be A Dirty Spammer
3.Assume People Don’t Care About The Product
4.Have A Personality 
5.Provide Context When Seeking Connections
6.Be Transparent
7.Talk About The Topic
8.Social Media Profiles Are Not Billboards
9.Be Nice

1) learn how the community is using channel and go with that
2) don’t send unwanted messages and mass messaging as it is the easiest way to loose customers
3) look into customers who are looking to solve issues or save money. Probably not interested in your product
4) have somewhat of a personality to make the interaction less robotic but do not make it too personal as it gets weird
5) provide information about the organization or what the goal is with reaching out for connects as it becomes less weird for connections as they will see what the value proposition is of the connection
6) be prepared to openly deal with issues and to answer in plain sight
7) join in the conversations but not in a way to just promote one self, look into providing to the convo but not in a promotional way
8) its personal, social media was not created to promote everything
9) you’re part of an organization, looks bad on them 

ethically make sure you are honest, respect privacy, are respectful and responsible(acknowledge, Apologize, Act) 

Chapter 5: Publishing Blogs

· Define a blog
· Explain how to set up a blog
· Describe why everyone is a publisher on the social web
· Identify why content clutter is a problem
· Explain the marketing benefits of a blog
· Describe how to link a blog to marketing objectives
· Detail how to create a social media content strategy
· Identify tips for successful blogging
· Explain the benefits of monitoring a blog

What is a blog?
a website that has regular updates and the most recent updates are displayed first
allow for reader to leave comments and respond to blog posts
a blogger is a person who administrates, writes, and updates a blog

Distinguishing Features of a Blog: ie what makes a blog different from any other kind of social media. 
Publishable: It is cheap and easy for anyone to set up a blog. Posting is free and can be seen worldwide.
Findable: People can find blogs with search engines. Typically, the more posts a blog has, the easier it will be to find.
Social: Conversations about mutual interests can occur on blogs, either through direct comments or by linking to others with related content. These practices allow people to form connections with others regardless of their location. 
Viral: Blogs can often spread information faster than a news service. The more interesting people find the topic, the more rapidly they will spread it to others. 
Syndicatable: Viewers can easily subscribe to a blog using RSS and be notified about its updates in real-time. This ability saves time in searching and makes content easily findable.
Linkable: As blogs can link to each other, each blogger has access to a potentially huge audience. 76

Everyone is a Publisher:
· The online space has changed from a read web, where people would go to the Internet primarily to consume content and information, to a read-write web, where it is possible to create in addition to consuming content
· With publishing tools so accessible, anyone can be a publisher, and as a result there are millions of blogs, websites, and podcasts published
· In addition to creating interesting and relevant content to publish, part of the strategy must include how to build an audience and where to syndicate content online

 Marketing Benefits of Blogging:
· Blogging has several unique advantages:
· Communicating with (potential) customers - The audience rewards thoughtful posts and fully developed ideas
· Word-of-mouth marketing – By making messages portable and easy for others to link to or share, creating new topics, and providing a center for conversation
· Receiving feedback - Due to its comments feature, a blog makes it easy for viewers to respond to the topic at hand

-50% of blogs are abandoned within the first 90 days
-half-hearted attempts are worse than doing nothing at all, either create a long term plan or don’t bother. 

Creating a Content Strategy: 
· Ask yourself, “What subjects related to my brand is my audience passionate about?”
· The best strategy to building an audience is to be as niche and specific as possible
· The future of publishing and content creation lies in serving niche markets effectively on a large scale
· In order to build a blog’s viewership and influence, the blogger must focus on specialized content that is not easily replicated

Tips for Successful Blogging: 
· Use catchy titles
· Update frequently
· Keep posts focused
· Invite comments
· Promote the blog
· Engage with others
· Avoid negativity
· Stand by the content
· Cross promote

Chapter 8: Sharing Videos
· Define video sharing
· Describe a brief history of video sharing
· Explain benefits of marketing with online videos
· Detail how to create appealing video content
· Describe how to share online videos
· Explain how to generate video content
· Identify how to monetize online videos

Brief History:
the first video was uploaded to YouTube in April 2005
In October 2006 YouTube bought Google

Benefits of Marketing with Online Videos:
· Engaging viewers: video is more stimulating than dry text or just a sound podcast, because 50-80% of a meaning is conveyed through body language
· Large audiences:  more people choose to consume their information visually
· Showcasing the product: as either an old-fashioned infomercial for promotion or as instructional videos benefiting those who have already bought the product.

How to Create Appealing Video Content: 
The AEIOU rule:
· Authentic - Real people in actual locations
· Entertaining - People enjoy fun content
· Intimate - Stories or personal drama experienced by peers
· Offbeat - Videos that challenge a taboo or that seem otherwise strange and unlikely can be highly popular
· Unusual - An unusual image or clip may be further edited by other content creators, an action that amounts to free advertising for the company

Cool things to know:

· Within the first 10 seconds of a video, 10.39% of viewers are gone
· Within the first 30 seconds of a video, 33.84% of viewers are gone
· By the 1 minute mark of a video, 53.57% of viewers are gone
· By the 2 minute mark of a video, 76.29% of viewers are gone

Get to the point quickly, or otherwise convince the viewer to keep watching, Try to keep continuity of theme between videos, Do not focus solely on creating a viral video

Sharing Videos Online:
To be widely disseminated, an online video must pass through three stages:
· Primary sharing - when the video creator posts it online
· Secondary sharing - when fans, friends, customers, or early viewers begin spreading the video within their own social circles
· Tertiary sharing - when content is spread on the Internet by others

Encourage User Generate Content 

Best practices for aspiring video producers to make money from their online contributions:
· Focus on Content First - if the content is lacking, the chance of success is close to zero
· Promote the Channel - use every tool available to get more eyes on the video
· Update Frequently - a steady stream of content demonstrates commitment
· Keep Up with Analytics - good content depends on reaching the correct audience

 Chapter 9: Sharing Photos
A brief history of photo sharing
· Webshots launched in September 1995
· Photobucket
Launched in June 2003
Personal photo album focus
MySpace connection
Captured 44% of the market by June 2006
· Flickr
Launched in February 2004
Acquired by Yahoo! In March 2005
90 million unique monthly visitors and 
6 billion photo uploads by July 2011
Benefits of marketing with online photos and other images
· Photos can be used to showcase a product, document offers, and influence buyer mood
· Images of the product can generate interest and online buzz, leading to sales
· Company pictures can be highly persuasive for potential buyers even when they are not directly about the product
· Image sharing can be effective at driving web traffic toward a product website
· The cost, in both money and effort, is low when pursuing an image sharing strategy
Marketing with photo sharing sites 
· Determine the target market for the images
· Consider the nature of the images to be offered
· Carefully select the photos to upload
· Market the content being posted through social networking
· Include highly detailed tags that facilitate photo searching
· Avoid taking material without permission or attribution
· Acquire permission from people in photos
The Future of Photo sharing
· Flickr appeals primarily to a target audience of photographers
· Facebook has become the platform of choice for smart-phone users
· Google+ has also moved into picture sharing and may threaten the market share of image-based websites
· Photobucket is providing photo hosting for Twitter’s native photo sharing service

Chapter 10: Social Networks
Social Networking defined
· A social network site is an online service on which members can establish relationships based on friendship, kinship, shared interests, business advantage, or other reasons.
· A virtual community focuses on building relationships using discussion boards to converse about topics of shared interest.
· While other virtual communities are driven by thoughts and ideas, social networks are primarily organized around people, not interests.
A brief history of social networks 
· 1997: SixDegrees.com, one of the first social network sites launched
· 2001: Ryze.com 
· 2003: MySpace launched
· 2004: Facebook launched
· 2006: 100 millionth MySpace account
· 2007: MySpace is leading social network in US
· 2008: Facebook overtook MySpace in traffic
· 2011: 750+ million active Facebook users
Benefits of marketing with social networks
· Marketing with social networks has several advantages for firms, including:
· finding talent
· building brand awareness
· finding new customers, and 
· helping conduct brand intelligence and market research
Marketing with social networks
· First, decide on goals and objectives that should be achieved – otherwise, social networking can easily become a distraction rather than an aid
· Next, know who the audience is and where to find them - different social networks attract extremely different clientele
· Facebook - business-to-consumer (B2C)
· LinkedIn - business-to-business (B2B)
Business to Consumer marketing
· The emphasis needs to be on content, more specifically, creating content that is “share-worthy” in the eyes of the consumer
· Focus on the places where most consumers are spending time
· On Facebook, pages allow users to follow or become fans of a company without giving access to their personal information
· Once a page has been created, it must be updated frequently with new content, but do not update more than three times per day
· Often, less serious posts will be liked more, so keep content funny, personable, and entertaining
· To gain viewers for a page, put links on other websites and email signatures, business cards, and outgoing communications
· Running contests or offering discounts to Facebook members are also good ways to convince people to follow a Facebook profile
· While groups are a potential avenue for viral marketing, they are much more challenging to employ than a Facebook page
· Facebook Places is a location-based service that allows users to check in online before or after they visit
· Facebook Ads is designed to be approachable by small businesses as well as global corporations
· Engage with users to create an emotional connection; this tactic will build brand loyalty
Business to Business Marketing
· LinkedIn is designed to facilitate interactions between business professionals
· As people are less prone to connecting with strangers or casual acquaintances, someone’s connections can provide much more information about them
· Completing the profile signals seriousness and determination to use LinkedIn correctly
· LinkedIn displays a broader network than just immediate contacts, including other people in the extended network
· InMail, the internal messaging service for the site, can be used to contact others
· The introductions feature on LinkedIn allows users to suggest potential contacts
· To reach a broader B2B audience, some of the most useful LinkedIn features are groups and Answers
· Post only relevant, well-considered, and valuable thoughts to group discussion boards
· Interact under a personal account rather than a company or brand name
5 mistakes commonly made on linkedin profiles
1. Poor engagement - The best profile tells the story of “you”…who you are, what you’ve accomplished, and why it is of value to connect with you
2. The “Blah” Headline - Your headline should do a good job of reflecting, not just what you do for a living, but who you are professionally
3. The Wrong Category - Think “narrow” when choosing yours
4. The “Who Cares?” Summary – People read your summary to learn more about what you can do for them
5. Ignoring Critical Profile Areas - Tell people why there is value in contacting you, and add your business phone and/or email address so that they can
What is a white label social network?
· A white label social network is an online service that shares many, if not most, of the characteristics of a public social network like Facebook, with the key difference being the white label is privately run by a corporation or nonprofit organization.
· Ning, RealityDigital, and Salesforce’s Chatter are established as market leaders with large corporate clients for white label social network solutions.
Pros and cons of creating a white label social network
Advantages
· White label social networks have the ability to customize features to suit the user base
· White label social networks provide much more detailed information to the administrators
· Employees or customers who already have a relationship with the company and people within it are less likely to leave the platform or become inactive
Disadvantages
· Establishing and maintaining a whole social network is very time consuming, and requires a significant capital investment
· Until a community becomes self-sustaining, company staff may have to do much of the work stimulating conversation and providing content
· Drawing in new members can be difficult unless a brand already has large public recognition
How nonprofit organizations can benefit from a private social network 
· White label social networks offer some substantial advantages for organizing and implementing an activist strategy, conducting a charity or service campaign, or otherwise influencing the world for the better.
· White label social network benefits include:
· Deeper engagement between members
· Revenue-gathering functions
· Online collaboration
· Increases in loyalty and member retention
The future of social networks 
· Google entered the fray in early June 2011 with its network, Google+, which has grown at a rapid pace, reaching an estimated 50 million members by October 2011
· Many niche social networks have survived and even thrived by catering to specific interests
· With its 750 million users, Facebook may well have too many entrenched users to face serious competition, but Google+ seems well positioned to give Facebook a run for its money
Chapter 10
· A social network site is an online service on which members can establish relationships based on friendship, kinship, shared interests, business advantage, or other reasons.
· A virtual community focuses on building relationships using discussion boards to converse about topics of shared interest.
· While other virtual communities are driven by thoughts and ideas, social networks are primarily organized around people, not interests.
Marketing with social networks has several advantages for firms, including:
· finding talent
· building brand awareness
· finding new customers, and 
· helping conduct brand intelligence and market research

Brand Intelligence: refers to information that businesses can collect about their customers, from basic demographics to topics of discussion to detailed feedback.
How to establish yourself on social media
1) First you must decide on goals and objectives that you wish to achieve.
2) Choose a target market. There are many different social media sites on the web so you must choose the one that associated best with your market. As well whether you want to be in B2C (Facebook) marketing or B2B (LinkedIn).
5 most common mistakes made on linkedIn profiles
1) Poor engagement - The best profile tells the story of “you”…who you are, what you’ve accomplished, and why it is of value to connect with you
2) The “Blah” Headline - Your headline should do a good job of reflecting, not just what you do for a living, but who you are professionally
3) The Wrong Category - Think “narrow” when choosing yours
4) The “Who Cares?” Summary – People read your summary to learn more about what you can do for them
5) Ignoring Critical Profile Areas - Tell people why there is value in contacting you, and add your business phone and/or email address so that they can
Top six lessons for using LinkedIn to generate leads:
1. Target groups by activity level, not just size
2. Join groups under an individual name, not a company identity
3. Place collateral in the context of a conversation
4. Response rate is highly variable
5. Create social media-specific landing pages
6. Quality can be an issue with leads from LinkedIn
White Label social network
white label social network: is an online service that shares many, if not most, of the characteristics of a public social network like Facebook, with the key difference being the white label is privately run by a corporation or nonprofit organization.
Advantages
· White label social networks have the ability to customize features to suit the user base
· White label social networks provide much more detailed information to the administrators
· Employees or customers who already have a relationship with the company and people within it are less likely to leave the platform or become inactive
Disadvantages
· Establishing and maintaining a whole social network is very time consuming, and requires a significant capital investment
· Until a community becomes self-sustaining, company staff may have to do much of the work stimulating conversation and providing content
· Drawing in new members can be difficult unless a brand already has large public recognition

How non-profit organizations can benefit from a private social network
White label social networks offer some substantial advantages for organizing and implementing an activist strategy, conducting a charity or service campaign, or otherwise influencing the world for the better.

White label social network benefits include:
· Deeper engagement between members
· Revenue-gathering functions
· Online collaboration
· Increases in loyalty and member retention

Chapter 11

· Microblogging is a form of blogging, with the main difference being significant limits on the length of posts, typically consisting of short sentences and links.
· The term “microblogging” is not frequently used in conversation; instead, people typically refer to the name of their favorite microblogging platform, such as Twitter.
· The most essential aspect of microblogging is that messages are required to be short (most often 140 characters).

The purpose of microblogging can be broken down into two main divisions: one is to convey information, and the second is to start a discussion or to participate in an ongoing conversation.





Different types of tweets include
· Classic Tweets: “This is What I’m Doing Now.”
· Opinion Tweets: “This is What I’m Thinking Now.”
· Mission Accomplished Tweets: “This is What I’ve Just Done.”
· Entertainment Tweets: “I’m Making You Laugh Now.”
· Question Tweets: “Can You Help Me Do Something Now?”
· Picture Tweets: “Look at What I’ve Been Doing.”

Tips for brand building on twitter
· Search to gather information - start using Twitter by looking up the brand’s name, the competition, and what is being said about each
· Know the audience - with its easily searched database of faces attached to personal interests and hobbies, provides an optimal arena to study and develop different user personas
· Customize the profile page - a good profile page will help to develop a solid following
· Tweet content - the best content is “interesting, fun, and valuable”

Some strategies to gain Twitter followers quickly:
· Mass follow strategy in which one follows lots of other profiles and hope they decide to follow back
· Equal ratio strategy, which aims to keep the profile’s following and follower counts as close to equal as possible
· Targeted follow strategy in which you first search for and follow a few profiles with similar interests, make some mentions to increase the chances of being followed back, and then choose which of your followers to follow back.

Suggestions for long-term Twitter success include:
· Self-promote cautiously - focus on relationships first. To distinguish oneself from the crowd of advertisers, focus on relationships first. Promote others more than yourself. A good ratio is 10:1. 10 messages promoting others to 1 message about your company/self.
· Choose optimal tweet times - post updates at times that followers are also updating
· Respond to questions - useful information can build a brand’s reputation and thought leadership. This is the most frequent use of twitter for firms; to answer customer questions and concerns.
· Gather feedback - seek feedback whenever possible
· Provide unique value – such as special deals only available to Twitter followers

Possible benefits of Twitter include:
· Increasing brand awareness
· Connecting with customers
· Providing support, and 
· Distributing information



Chapter 13

Mobile computing is the use of portable wireless devices to connect to the Internet.
Common mobile computing devices include: 
· cell phones
· PDAs
· Smartphones
· tablet PCs, and 
· netbooks

Marketing with mobile computing
Mobile computing provides marketing  opportunities, such as:
· text messaging,
· mobile applications
· mobile advertising
· branded social networks delivered through applications, and
· location-based social networks and applications

Two key opportunities for marketers to leverage mobile as a part of social media marketing strategy.
Branded social networks delivered through applications
· A branded social network is a social network created by and for a specific brand.
· Are usually delivered through an application on a mobile device
· They can be difficult to createand must have strong incentive for the user to create another social media account.
· A growing number of pharmaceutical companies are using branded social networks such as Children with Diabetes
· Another example of a branded social network that is driven by a mobile application is the SitOrSquat application (www.sitorsquat.com) that is sponsored by Charmin

Location based social networks and applications
A location-based social network refers to a social network where people can share their location with friends
Some of the other popular social location-based networks and mobile apps are:
· Gowalla
· Facebook Places
· Google Hotpot
· Yelp
· MyTown, SCNVGR, Loopt, Brightkite, etc.
One of the most popular opportunities for marketers to connect with consumers on location based social networks is by offering deals, discounts, couopons




Benefits of location based coupons
· They build awareness for a business
· They give the business the chance to reward loyalty
· Can also help drive new customers to come back to the location to earn badges points and deals.
Another trend of location based marketing is “context – aware” where your mobile device will become familiar with your everyday routine the same way you friends and family know where you are on certain days of the week based of your routine.



Features of location based social networks and gaming
1) Each location has a mayor, who checks into the location the most frequently. In reality it dosnt mean much more then bragging rights.
2) Users can earn badges as they report into the app, such as foursquare.
3) The leaderboard. Apps reward points for different things such as checking into certain locations, adding new venues.

While gaming through foursquare increases both the consumer and marketing opportunities, studies show that gaming is not among the top reasons people us it.

QR codes
· A QR (quick response) code is a two-dimensional matrix-style image readable by smartphones, QR scanners, and other hand-held  devices
· Scanning a QR code eliminates the need to type in information on a mobile device
· QR codes provide a powerful way to link mobile computing with location-based marketing


Chapter 14: Social Media Marketing 
Social media monitoring is defined as the process of tracking, measuring, and evaluating an organization’s social media marketing initiatives
A five-step approach to efficiently and effectively finding relevant content on the social web:
1. Choose Focus Areas
2. Select Target-rich Platforms
3. Identify the Appropriate Keywords and Phrases
4. Restrict or Widen the Search
5. Adjust Searches
Social media measurement is the determination of the volume of content and the sentiment toward a brand or topic on the social web.
How to Measure Social Media
1. Defining an organization’s qualitative and quantitative social media goals
2. Choose key performance indicators (KPIs) that will accurately measure progress toward those goals
3. Set a baseline or benchmarks, which will act as standards against which all social media KPIs are measured
4. Compare an organization’s social media KPIs to its benchmarks over a period of time
Quantitative social media measuring is a methodology that focuses on counting the volume of specific types of content on the social web
Qualitative Key Performance Indicators
· KPIs for Measuring Customer Support
· Resolution Rate is the percentage of customer service inquiries resolved satisfactorily using social media channels
Total # Issues Resolved Satisfactorily =Issue Resolution Rate
Total # Service Issues 
· Resolution Time indicates the amount of time required to produce a human-generated response to customer service issues posed in social media channels
Total Inquiry Response Time = Resolution time 
    Total # Service Inquiries
· Satisfaction Score indicates the relative satisfaction of customers by dividing positive customer feedback by all customer feedback
Customer Feedback(input A,B,C…n) = Satisfaction Score 
All customer Feedback
· KPIs Measuring for Spurring Innovation
· Topic Trends measure key brand/product/service topics identified by monitoring social media conversations
# of Specific Topic Mentions = Tropic Trends
      All topic Mentions
· Sentiment Ratio indicates the positive, neutral, and negative brand mentions about specific products or services over a given time period
Positive: Neutral: Negative Brand Mentions = Sentiment Ratio
All brand Mentions 
· Idea Impact measures the rate of interaction, engagement, and positive sentiment generated from a new product or service idea
# of Positive Conversations, Shares, Mentions = Idea Impact 
Total idea conversations, shares, mentions
Qualitative social media measuring is the process of accessing the opinions and beliefs about a brand
Qualitative Key Performance Indicators
· KPIs for Measuring Dialog
· Share of Voice indicates how a brand stacks up in comparison with its competitors
	     Brand Mentions	          =Share of Voice
Total Mentions (Brand + Competitors)
· Audience Engagement shows the level of a company’s engagement in comparison to its viewership
Comment + Share + Trackbacks = Audience Engagements 
Total Views 
· Conversation Reach reveals the number of unique visitors who participate in a specific brand/issue/topic conversation across one or more social media channels
Total People Participating = Conversation Reach 
Total Audience Exposure 
· KPIs for Measuring Advocacy
· Active Advocates measures the number of individuals generating positive sentiment over a given time frame
# of Active Advocates (w/in past 30 days) = Active Advocates 
Total Advocates 
· Advocate Influence indicates the unique advocate’s influence across one or more social media channels
Unique Advocate’s Influence = Active Influences 
Total Advocates Influence 
· Advocacy Impact measures the direct or indirect contributions of advocacy on conversions
# of Advocacy Driven Conversions = Advocacy Impact
Total Volume of Advocacy Traffic 

The NPS assumes that every company’s customer can be divided into three classes:
· Promoters - loyal enthusiasts (customers with a score between 9-10)
· Passives - satisfied but unenthusiastic customer (customers with a score between 7-8)
· Detractors - unhappy customers (customers with a score below 6)
· The score is obtained by asking customers to answer a single question using a scale of 0-10 rating scale.  The question is “How likely is it that you would recommend [company X] to a friend or colleague?”
The NPS is calculated by taking the percentage of customers who are Promoters and subtracting the percentage who are Detractors
· An NPS that is above zero indicates a good customer relation’s rating
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