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an experimental approach where you “learn by
doing” to discover what works best.
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2 STRATEGIES

Focus on organisation objectives

We encourage you to take a strategic approach
to social media by using your organisation’s
corporate objectives for the next 1 — 3 years as
a starting point. Some examples are as follows:

1. Develop a closer relationship with loyal
customers

2. Become a thought leader driven by senior
industry figures

3. Launch a new service

4. Capture 30% new customers from your
competitors

We believe that a social media strategy that
supports your organisation’s main objectives
will lead to more engagement from within your
organisation and more successful results. We
think this is preferable to starting using social
media platforms directly.

Understand opportunities and risks

Starting a social media program offers a unique
combination of opportunities and risks as
follows:
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Spending time evaluating opportunities and
risks will give you a more realistic approach to
using social media.

Develop a communication strategy

You are recommended to develop a
communication strategy based on one or two
of your organisation’s corporate objectives.
Please refer to the following framework:

1. Define your audience
Examples: demographic profile, lifestyle,
consumption habits

2. Define your goals
Examples: generating leads and new
members, improving customers service,
building relationships

3. Formulate your message style
Examples: inform, educate, connect,
position, call to action

4. Identify the platforms most relevant to
your audience
Examples: Twitter, LinkedIn, Facebook (see
“Tools” section for more details)

5. Craft your content
Examples: internal news, external news,
event invitations

6. Measure results
Examples: number of new customers,
number of comments on posts
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Keys to success

Most companies that are working with social
media today started with an experimental
phase. Here are their tips for success:

Define measurable communication goals

You can’t manage what you don’t measure.
Make sure you set up communication
goals that are measurable. Make sure the
measures you choose are not just “noise”
and they really support your overall
corporate objectives.

Communicate with others in the
organisation

When you share what you are doing
with others in the organisation, other
departments will normally provide the
content you need to communicate. Make
sure they understand what you are doing
and why you are doing it.

Find champions

Identify a few people within your
organisation who are willing to champion
your work in social media and contribute
relevant content. These people will support
you as you go forward.
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Make time

Success is best achieved by working “little
and often”. Social media requires significant
maintenance activity over time. When you
choose which tools to use, make sure you
are realistic about how much time you need
to maintain them.

Build on success

When you reach some of the communication
goals, make sure you share your results
with others. Evaluate whether the results
are worth the effort you put in and start to
define a longer-term plan.
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3 TooLs

To help you navigate the social media
landscape, we introduce 3 key types of social
media tool as follows. We recommend you to
focus on one or two tools to get started. That
way you can build up expertise step by step.
A useful question to ask is: “Which tools does
audience use the most?” For example, supply
chain professionals in the retail sector may use
LinkedIn whereas small business owners may
use other social media tools, like Facebook.

Social Networking

Social networking sites allow users to add
friends, send messages and share content.
People on social networking sites group in like-
minded communities. Examples are:
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Facebook Advertising [ i
Reach your exact audience and connect real customers t business =t

Facebook

Millions of people use Facebook everyday

to keep up with friends, upload an unlimited
number of photos, share links and videos, and
learn more about the people they meet.
HLUEETRIR FBX{ERFacebookiRAA A
HEE . FHEXERF - HEMBERNT
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Users: around 500 million

RR:#HAaE

Main focus: consumers
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ﬁ Facebook in plain English
http://www.youtube.com/watch?v=GJINM2KWYtc

Linked [f}].

Linked [}

Linked [

LinkedIn

Operates the world’s largest professional
network on the Internet. LinkedIn allows
business contacts to exchange knowledge,
ideas, and opportunities.
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Users: around 100 million
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Main focus: professionals
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ﬁ LinkedIn in Plain English
http://www.youtube.com/watch?v=IzT3JVUGUzM
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360renren.com

China’s largest and most influential social
networking site which allows users to share
instant messages, photos, and blogs. Itis
equipped with a variety of entertainment, social
networking and information exchange features
to meet the needs of various users. It is now at
a leading position among young users and the
networks for white-collar users and schools have
been opened as well.
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Users: around 170 million
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Main focus: youth
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These tools are widely used globally. On a local
level, other tools may be dominant. For example,
in China, Tencent’s QQ.com is more widely used
than Facebook and in Germany XING is more
widely used than LinkedIn. Make sure your
selected platforms are most relevant to your
audience.

Twitter and Weibo
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Twitter

Twitter is “micro-blogging” platform that allows
you to communicate and connect to information
you find interesting. It enables its users to send
and read text-based posts of up to 140 characters.
Twitter2— 1@ " i@ . T & - BREMA
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Users: around 200 million
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Main focus: consumers
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Weibo

Weibo is the Chinese word for “microblog(ging)”.
It usually refers to one or all of the China-based
microblogging services.
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Users: around 250 million
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Apart from Twitter and Weibo, blogging also
allows you to share news and opinions easily
and for readers to share their views through
comments. With the popularity of Facebook
and Twitter, there are fewer users on blogging
platforms nowadays.

Media Sharing

Media sharing sites help you share photos,
videos and other types of media. Visitors can
express their views through comments and
votes. Examples are:
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YouTube
videos &%

Yﬂu s

HE BRI

Tips for Increasing Video Views:

Go to : YouTube > Help articles > Getting Started Guide > Promoting and Optimizing
your content > Increasing video views

%: YouTube > Help articles > APHERI > #ERBILIROINE > MM HAET

Tudou

, videos TS H

¢@b:taﬂ
tudou.com B RN ER R

( Chinese Only REHX )
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Tips for sharing videos with friends:

Flickr

photos fH

Tips to get most popular tags:
ESRIBUEENET
Go to: Flickr > Explore > Tags
ZEFlickr > T > 1Z%

flickr

Slideshare
presentation slides FS¥R¥% &7

Linking Slideshare with External Applications

‘g5 slideshare | smidesharesziz s BE MRS

Go to: Slideshare > Forums > External Applications

%: Slideshare > %18 > /I EERER
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Other useful tools

Social bookmarking applications allow users to
share their favourite online content with each
other. Examples are Delicious, StumbleUpon,
Digg and Reddit.

Wikipedia is a key information source that is
generated by a network of volunteer editors.
Wikipedia is often a key source of traffic to
local websites, so make sure the keywords of
your company websites stay up-to-date in local
Wikipedia.

Google Alerts are email updates of the latest
relevant Google results. They are a great way
to stay up-to-date with what and how your
organisation is being discussed on the web and
in social media.
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4 BEST PRACTICES

The following best practices are used by
organisations already active in Social Media.

e Lead with the strategy, not the platform

Twitter, Facebook, YouTube, LinkedIn and
the other platforms are all just tools. Start
with a business objective or a content
strategy and determine which social media
tools would be most effective at driving the
initiative.

¢ Integrate with existing marketing
campaigns

Don’t treat social media as a separate
marketing activity. Part of the strength of
social media comes from its ability to extend
the reach of what you are already doing. A
great way to experiment is to add a social
media dimension to existing marketing
campaigns.

e Keep content relevant and brief

Like all web content, content used in social
media needs to be relevant and brief.
Make sure you develop expertise needed
to develop content that will be effective at
engaging your target audience.

Branding
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Clear rules of engagement

Social media involves dialogue between you
and your stakeholders. Make sure you have
clear rules about who in the organisation
participates in this dialogue and ensure that
adequate time is allocated not just from
initiating conversations with new content,
but responding to comments on existing
content. The time and resource you invest
in developing dialogue is normally where
the real value of social media activities is
generated.

Have realistic expectations

By definition, engaging in social media
means that you don’t have full control of
conversations about your organisations.
Be prepared for dialogue to be sometimes
critical. Critical views may drive your
organisation to change to meet clients’
needs better, so it can ultimately be positive.

Plan your content

You can make your life easier by writing
content such as tweets or blog posts in
advance. This is particularly appropriate
when you have a specific campaign such as
promoting an event or a new service.
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Make it easy for people to share

Using “social sharing” buttonsatappropriate
places on your website makes it easier for
website visitors to share your content in
their preferred social media tools. If you
want people to comment, make sure the
topics you share are engaging and posting a
comment is easy.

Measure results

Without measurable results, it will be
difficult to sustain your activities in social
media. Be clear about what you want to
measure and how your will measure it. By
measuring the number of enquiries received
from social media channels, you will be able
to prove the effectiveness of its efforts.
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