


What is social media?

"Social media" is a way for people to communicate and interact online. While it has been around since the dawn of the
World Wide Web, in the last 10 years or so we've seen a surge in both the number and popularity of social media sites. It's
called social media because users engage with (and around) it in a social context, which can include conversations,
commentary, and other user-generated annotations and engagement interactions.

Publishing content has become exponentially simpler over the last several years, which has helped skyrocket the use of
social media. Non-technical web users are now able to easily create content on a rapidly growing number of platforms,
including those that are owned (hosted communities, blogs, etc.), rented (social networks or third-party communities), and
occupied (commenting, contributing, etc.). Today's web has shifted from a "one-to-many" to a "many-to-many" method of
engagement, and we're loving it.

For businesses, the shift in web consumerism and accompanying rise in social media brings both opportunity and
responsibility. The sheer amount of data that customers make available through social media alone has web marketers
jumping for joy. The real magic, however, lies in the opportunity to grow lasting and scalable relationships with your
organization's customer base through social media. This is also where your online responsibility to your customers begins to
take shape. Just as your customers' behavior has shifted, so have their expectations for yours. Whether your business is
listening and engaging or not, customers are having conversations relevant to your operations. It's better to be part of the
conversation, right? We sure think so!
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Why does my company need social media?

Whether you are running a small, local operation, or heading a global, enterprise-level effort, the statistics above make it
clear: Your customers are online. They are interacting in social channels with their friends, colleagues, and other brands in
search of information, recommendations, and entertainment. If your company is not around to answer, a competitor will be.
In doing so, your competitor will quite likely take away the customer at hand, along with anyone else listening.

There are tons of opportunities to add value—
even to delight!—and making that connection
can help build a person's relationship with a
company, brand, or representative. Those
relationships create the foundation for what can
eventually become one of your greatest
marketing assets: customer advocacy.

If you ever find yourself in a bind, your advocates will help remind the rest of the
world who they're rooting for. Advocacy is not something that you can stumble

upon or buy. Advocacy is earned over time through continuous and positive
engagement with your customer base. It is earned through experiences that

delight, and through the delivery of the highest class of customer service.

Advocacy is the nirvana of social media, and it is through advocacy that your efforts start to
truly scale and grow. It shows that your brand is doing such an amazing job that your customers shout about your brand
from rooftops, sharing their opinions and experiences with their networks. That sharing is the best marketing a brand can
ask for.

Identifying potential advocates is a good first step. You can use social tools (many of which are outlined in the rest of this
guide), site data, customer data, and even your own observations to help you pick out which customers are likely to go to
bat for your brand. You'll want to figure out what is most important to those potential advocates. What are they looking for?
Are they fishing for recognition? Are they excited by exclusive access to news and/or content? Figure out what type of
advocates your brand attracts and find ways to recognize them for their advocacy. It is important to note, though, that most
of your greatest community relationships will be built organically. While your research and brand knowledge encourages
people and helps you put the right foot forward, relationships take time.

The transition from a passive web to an interactive web has brought with it many changes affecting how individuals connect
with one another and also how businesses operate. At this stage in the game, it's fair to say that a web presence is critical to
the success of a business. You can't get ahead if you're ignoring your customer's online conversations or opting to look the

Because so much of the customer experience
now lives on the web, social media enables
brands to take part in a customer's online
experience outside of the typical channels.











measure the conversations you’re having on Twitter, Facebook, Google+, and even YouTube for content creation ideas. The
big takeaway: Members of your community are openly talking about what they want. In order to reap the benefits of that
conversation, all you need to do is listen. It's remarkably easy to derive meaningful insights when you're looking in the right
places.

Customer service

It's a pretty natural human reaction to complain when something doesn't go our way. In the past, we might simply have
vented our frustration to a couple of friends. Now, we turn to Twitter and Facebook. A much larger audience is listening there
—one that is not limited by geography and has the ability to easily amplify any complaints. As a company, when individuals
use their social channels as a means of complaining about you, it can be frightening at first. It can feel like you're being
attacked and like you have no control. But these truly are opportunities to jump in and help rectify the situation, even
improving the customer's experience with your brand.

Bottom line: We're rising with the tide of our
customers' expectations.

Not all customers will address you directly, however, so it helps to be
listening. Always make sure it's clear and easy for people to easily
contact you. It may help prevent a Twitter rant or an upset Facebook
update.

Some customers out there are ready to engage with questions, concerns,
and even complaints, and it's your job to be there. But you don't have to
do it alone. Remember that as you move your community members into
more meaningful relationships with your brand, they'll stand up to defend
you. You have to put in the muscle up front, but after a while, you'll start
seeing evidence of your community stepping in to help each other on
your behalf.

With some training and an emphasis on consistent voice, social participation can be picked up by other customer service-
oriented departments inside the company. When social engagement is not the sole responsibility of a social media marketing
professional, but rather a distributed effort across functional areas of the company, you'll be able to better serve your
customers while running an efficient and informed business.

Product development

At no other time in history have businesses had more access to customers at scale than they do now, and product
development stands to benefit from this perhaps more than any other group. Input from social media, though, can be both a
blessing and a curse, as people don't always know precisely what they think or want. There's a quote widely attributed to
Henry Ford, founder of the Ford Motor Company, that goes, "If I had asked the people what they wanted, they would have
said faster horses."



It's easy to make the mistake of treating all customer input as gospel. Feedback is incredibly important, but that being said,
you should take that feedback in the context of everything else you know about your product and your brand. A few
complaints are not necessarily representative of your entire userbase, so the feedback you're seeing may not be completely
representative of the truth. There are several tactics you can employ to make sure you're gleaning all the right benefits of this
customer feedback without assigning artificial weight.

Create beta/tester communities: This can be done in a couple of ways. You can curate a list of community
members who would be most helpful—power users from across the social web, enthusiast bloggers, and so on—into a
group connected by email, a Facebook group, or other social mechanism. You can also create special restricted areas of
your forum-based communities where these power users can converse, engage, and network while participating in
conversations you generate. This special access can serve as a reward for those community members, and it can lead to
incredibly useful insights for you and your brand.

Listen for your competition: As you listen for product feedback, you'll want to analyze sentiment, look out for
specific problems, and see what the greater community says about your competitors. Conversations happening around your
competition's products/offerings can provide endless amounts of insight for your own efforts.

Measurement: Just as you can glean insights about your products by sifting through your web analytics, you can gain
similar clues by watching and measuring the performance of your social channels. Do posts about one product frequently
outperform similar posts about another? Your customers might be telling you something about which they like better.

Human resources

Social media can play a wonderful role in HR, as well: encouraging employee engagement, finding and connecting with new
recruits, and even helping with retention efforts.

A word about governance: Depending on the culture at your organization, your HR department
might need to play a part in any implementation of social media, and regardless of the culture,
getting their buy-in is always a good idea. Working with your HR professionals during the
development of your social media policies and governance can help ensure your organization is
protected from risk while empowering its employees. Definitely get in touch with them before
pulling other employees into your efforts; this is one area where you'd rather ask permission than
forgiveness.

Beyond those governance considerations, though, social
media can be a remarkable tool for HR professionals. Some
of the areas you may be able to grow your efforts into HR
include:





organization is involved in some facet of the company's social media and has a deep understanding of their customers
through participation. Cross-functionally distributing the social media effort also helps ensure the right people take the helm
at the right time.

At the same time, it's important to maintain consistent voice and branding for every aspect of your company's social efforts,
so you'll want to at least create a set of basic guidelines for everyone involved.

How to get social media buy-in

As you make your case for your brand's social media endeavors, you'll likely need to show value to your leadership or
clients. The good news is that with a little analysis, the data is on your side. Let's start by building a business case that's
right for you.

You know your organization better than just about anyone, so trust your gut. If you're worried about pushback, you can run
some small-scale tests to see how it goes and build a case for your effort. In safe pockets—places where you can play
around and create the foundation for your business case without much risk—build out a trial or two that touch on some of
the most pressing issues your organization faces, and see if you can't prove the impact of social media in those areas. You
might even look to your competitors for some good examples. Once these tests have yielded results, present your new data
to whomever needs to give the social sign-off. This strategy of starting small helps buy you the permission and trust you'll
need to work towards some of the more difficult results.

Wow, impressive. I'm a marketer, though—what does all this
mean for me?

As more people throughout your organization realize the benefits they'll receive
from social media, you'll be better able to focus your efforts on marketing instead
of on being a help desk or a go-between. Additionally, you have the added benefit
of scaling some of the costs associated with social engagement, and you will
have multiple teams of people on your side helping to make the business case for
investments in engagement evolution rather than going at it alone. This is a
foundation for success.



If you have tried making a business case and you're still being met with resistance, don't give up. Try building out specific
case studies to add substance to your pitch, giving higher-ups a feel for what it will eventually look like. If you have an
opportunity to start small, dipping a toe in the water with minimal risk, your results can speak volumes. Once you have
something new to show, you can revisit and strengthen your business case. It's hard to argue with data.











If you don't answer these questions first, your social presence can veer toward one of two extremes: Either your
communication will come across as stiff and corporate, and the people you're engaging will feel like they're dealing with a
robot, or your community manager will use his or her own voice in your communications, leading to an inconsistent or even
inauthentic experience.

Providing a cohesive, branded customer experience that is completely agnostic of site, network, or location will serve to
galvanize your community’s comprehension of, memory of, and hopefully preference for your brand.

How to earn familiarity, trust, and
likeability in your community

Building a reputation around these three qualities is part of what goes into building relationships. We're all in this social
media puddle trying to accomplish big things for our businesses, but step back for a minute—let's think about this in a
different way. How do you build relationships offline or in person? Building them online for your brand is not all that different.

What is our brand voice and personality?

What do we stand for, and what do we represent?

What is our value proposition and differentiating factors?

What are our defined visual branding elements (logo, font, colors, etc.)?









Part of the beauty of online marketing is that you can measure nearly everything you do. Before you dive in, however, keep in
mind that measurement is only effective if you know what to measure and why. Collecting data from which no meaningful
insights can be derived can lead to time wasted in what's not-so-lovingly referred to as "analysis paralysis."

Ultimately, we're working towards measuring any return on your investment (ROI). But remember, in order to measure ROI
you need to have an I. Without a serious investment of resources, you may never find the return you're looking for.
Measuring that ROI can look very different for different campaigns, and opening a metrics dashboard the day after you
launch a social presence won't provide any useful insight.

For some, goals are as simple as driving traffic and measuring conversions. For many, however, things are far more complex.
Your ROI may come in the form of cost savings from handling customer service issues on Twitter instead of over the phone.
Perhaps you can track increased foot traffic from a Foursquare promotion or Yelp campaign.

One thing is certain: Measurement of useful data leads to action and (perhaps more importantly) budget. Solid data is what
makes your business case compelling; without it, you're basing decisions and pitches on assumptions and instinct. Those
can be helpful, but by measuring first, you can take your story to the next level.

How, you might ask, do you strike a balance? The key is finding the right things to measure and ultimately report for your
organization. When trying to figure out what those are, remember that you will have two kinds of data.
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A deeper understanding of the tools you use and how they work will give context to the numbers you see. Don't be afraid to
ask questions, dig deeper, and challenge the way things have been done in the past.

With any data you're collecting, whether it be quantitative or qualitative, the most
important things to ask yourself are "What can I do with this?" and "What are my
insights?" If you can't do anything with your data and you're not gleaning
actionable business takeaways from it, then you should question why you're
measuring it in the first place.



Deciding where to focus your social media energy can be a confusing process, as time is short and resources are limited. It's
easy to get distracted by the buzz and articles touting the next big thing that brands "must do." As with any marketing
channel, though, the more thought and strategy you put into your implementation plans, the greater your chance of success.
You can avoid being overwhelmed by stepping back and starting with your own business objectives, product offerings, and
target consumers.

What are the different types of social
channels?

Not all social media sites and platforms are created equal, and each social channel won't always work the same way in
helping users reach their goals. In looking across the online environment, it helps to organize your social options into
categories. By looking at groups of channels with common themes, it is easier to frame your decisions about when, where,
who, and how best to engage with your community online.

The easiest way to break up the categories is to think of them as owned, rented, and occupied. Here's how each of those
categories breaks down:

Owned properties
Owned properties may include blogs, forums, or homegrown social
networks, and they can be internal or external. The main difference with
this category is that you literally own the channel rather than occupying a
page on a platform that is owned by someone else. It may be on your
primary site or on another domain, but it is fully under your control.

Rented properties
Much like renting an apartment, a user occupies a portion of a channel
with the permission of the owner. Sometimes there is a cost involved, but
in the world of social media, that doesn't happen often. Sites like
Facebook, Twitter, and Tumblr fall into this category. Facebook owns its
site, and you're simply managing a presence on it. You may have official
claim to the page, but you have no claim to the platform itself or a say in
how it may change.

Occupied properties
This category is the most removed from your control. Your company
might have an official representative who interacts and engages in an
occupied property, but there is no ownership of any kind, and these
channels can be changed at any time. Reddit is probably the most
popular example. Employees of a company will frequently participate in
forums or community sites in either an official or unofficial capacity, but
always on behalf of the company.

Chapter 5

Finding the Right Social Network
for You









Focus on what is most important to your
community rather than what is most
popular

Once you get going in social, it's easy to get distracted. There are new apps, tools, and networks that pop up on an almost-
daily basis, and you could easily spend your entire day just checking them all out. The idea, though, is to strike a balance
between tools-obsessed marketing and being an ostrich with its head in the sand. It's better to do fewer things effectively
than many things ineffectively. But you should also keep your eyes and ears open for the up-and-coming social trends; there
will be a time when it makes sense for you to jump in. Here are some things to consider:

When all else fails, keep your eye on your goals, but don’t be afraid to dip your toes in the water and test, test, test. Invest
enough energy so you can get a meaningful response, and use this as your guiding light on whether or not you should go
deeper.

As new networks emerge, how do you
launch a new presence?

In social media, there are certain truths and norms. Once you've applied those to your business in launching a presence on
one network, you will quickly see that they are portable across nearly all other networks. The rules of engagement may differ
slightly from site to site, as will the semantics, perhaps, but the fundamentals will remain unchanged regardless of the
platform and are always the best place to start when branching out.

Goals and measurement: Determining your new channel's goals should be
something you think about from the very beginning. Why are you engaging on this new channel?
What are you trying to get out of it? After you have identified your goals, you have to decide how to
measure your success. For emerging platforms, this may take a while, depending on what analytics
tools are available in the marketplace and how the platform’s API is set up. (You could always build
your own if it’s open enough and you have the resources.)

Look for platform functionalities that work with your
product offering or market space. For example, clothing
retailers are well positioned for the image sharing social
networks that have become popular, like Instagram and
Pinterest.

Emerging technologies and/or functionality that allow
you to communicate and share with your community in
new ways.

Additionally, keep an eye out for technologies and sites
that have the potential to reach new demographics that
fall within your target audience or their influencers.













Etiquette tips and guidelines

Like offline social interactions, Facebook has its own set of unwritten do's and don'ts for users to follow. Facebook is, first
and foremost, a social network built to help users stay connected with one another. It has also evolved into a platform for
businesses to engage with their customers. This hierarchy is important to keep in mind, and means that you must know the
ropes before diving in. Here are a few tips to get you started with proper Facebook etiquette:

Don't spam: This is a big no through all of marketing. Always be tactful, classy, and do not spam. This includes
sending mass-event invites and messages and invitations to like your brand pages from your personal account. It's not
impossible to spam as a business page either, but Facebook's functionality prevents most of it.

Respond: Response times are going to vary based on the issue and the product in question, but in social media
timeliness is critical. Users expect things to happen much faster on social channels than on more traditional web channels
like email. In most cases, same-day responses are required. Don't ever let your community feel like they've been forgotten.

Say no to clustered updates: With the notable exception of image albums, avoid making multiple
updates within a short time span. Beyond News Feed algorithmic concerns, it's just annoying to your followers. Your signal-
to-noise ratio falls, and you may lose the long-term attention of your audience.

@Name: If you want to call out another public Facebook page or user, you can directly link to their Facebook page,
which also notifies them that you're talking about them, by putting an @ and then typing their name. (Facebook will help your
selection with a drop-down.) This also makes it clearer to whom you're addressing. Note that private users can't be called
out in this way unless you're replying to a comment they left on your page.

Highlight important posts: If your brand has any very important updates; e.g. acquisitions, sales, or
feature in news articles; you can highlight them in your page's timeline. This expands the post to both columns, and may get
these important updates further into people's News Feeds.

Messages: People can send your page private messages. You'll find the most of these messages will be customer
service-related, so make sure to check them. The messages section functions like an email inbox.

Notifications: The notifications box will show you the most recent likes, comments, wall posts, etc., on your
brand's page. Depending on the volume of incoming activity, this administrative section can be useful when tracking activity
by your community. Due to Facebook's focus on recent activity, you'll probably only receive comments and likes on recent
posts, but the notifications can help track activity on older posts.

Page favorites: You can mark other brand pages as favorites on your business' page. This is a helpful way to
promote partners, good causes, or others you're connecting your business with.

Posting: While many social media tools allow you to post from them to Facebook, you'll have the best results by
posting directly to Facebook from Facebook itself. Facebook's algorithm biases toward post that originate from its own
interface. Responses and comment moderation, however, can be done via social management software without issue.

Scheduling: Thankfully, Facebook does allow scheduling of posts directly in their interface. If you are sharing linked
content, this content must already be live on the web, which can be a pickle for those scheduling unpublished blog posts or
other content. Scheduled posts will appear only to the moderators in the "Activity Log." Keep in mind, though, that
engagement is a primary goal, and you'll want to be around for the responses to your scheduled posts.









Also, ensuring your account name and profile are filled out according to your brand guidelines is
critical. Think of these fields as your "first impression." Many people will visit a Twitter profile only
once to decide whether or not they want to follow you. Your bio should be on-point, and your
handle branded and appropriate. Your location should accurately reflect where you are. Your
follower count may come into play here as well. Controlling your follower:following ratio can help
you further establish credibility, showing that you care enough to follow your community members
back.

Responsiveness: Due to the condensed format and quick pace of Twitter, it's essential
to respond to your community as swiftly as possible. The platform makes it easy for people to find
your brand, and you're sure to get many customer service requests that need your immediate
attention. If you ignore a critical tweet for too long, you may find that one person's voice is soon
amplified by their followers. Also, don't just respond to emergencies or questions—make sure you
also say hello and respond to kudos given to your brand. As you grow, you'll have to figure out
how scale, but too much tweeting is a great problem to have.

Measurement: The beauty of Twitter is that data is plentiful; the tricky part is setting up
those measurement frameworks and dashboards so that they align as closely as possible with your
business objectives and goals. Data is what really influences your bottom line in social; it helps you
tell your own story and find both opportunities and successes.

What success looks like

Developing hordes of followers is no small feat and, providing enough value to keep them engaged can be tricky. Companies
consistently earning the attention of the Twitterverse are worth keeping an eye on; here are a few particularly impressive
examples:

Utilize tracking and variables in all of your shared links. This will help you to better evaluate the
success that individual content pieces have. Look at the day and time your audience is most active,
the types of content they engage with most frequently, and the style and tone of your language. From
there you can better understand how to share and engage with your community.

Be interesting: There's nothing worse than boring tweets. "Boring" is understandably
subjective, but you should strive to be interesting to your target audience. Streams that constantly
push promotional messaging get old very fast. How do you establish brand loyalty when the only thing
you say is, "Here's 50% off [something]?" There must be more than that you can say about your
business, and if there's not, you may need a new lens with which to view your organization.

Add value: It's important to be consistently present, but not so loquacious that you tweet simply
to hear yourself speak. Every tweet you send should add value in some way. A good rule of thumb is
to ask yourself why you would want to see this information if you were a follower.







Twitter lists: Making lists of users can help your targeting efforts when you're
trying to reach industry influencers or join in conversations relative to your niche. If you're
making a public list, remember to be empathetic to people who aren't on it; it's best to stay
away from lists that qualify or rate people or their services. Making the lists private avoids
this issue.

Use Twitter handles: If you're talking about someone who's on Twitter, use
their @username. It's just polite, and your community wants to know when you're talking
about them, as it's an easy ego boost. This also encourages the people mentioned to share
what you've posted or further engage with your community.



















Building customer advocates:
Be careful not to overdo self-promotion. Advocacy and word-of-mouth magic happen through
positive engagement. When brands engage customers and build strong relationships based on
respect and trust, customers will "like" the brand and perhaps even love it. LinkedIn makes it easy
to be both personal and specific. You know a lot about the person you're interacting with, so use
that information.

LinkedIn drives business value because it is based on a user's professional interests. This makes it an obvious and natural fit
for sharing brand-based updates, news, and info; as well as driving traffic to company-focused websites.

Add your blog's RSS feed to a widget that will
automatically pull the feed in and showcase to the
company page followers.

Groups are a great place to offer professional
assistance and advice, although they are only open
to individuals, not to companies.







A business card is not
an invitation to be
annoying: We've all likely
seen this happen: the business-
card crop duster. The high-speed
networker at an event circling the
room like a Roomba looking to
collect and distribute as many
business cards as they possibly
can. LinkedIn requests are
immediately sent, likely without a
personalized email, and invites are
sent for a bunch of groups, events,
or even to download their eBook.
Please don't be that person. :-)

Cold mail: You might find
someone on LinkedIn with whom
you'd like to get in touch. If you
do, use a personalized approach
and give context to the email you
send. Let them know who you are
and why you would like to
connect. (Your "why" should never
be because you have something to
sell.)

@responding: While
LinkedIn has no smart user alerts,
using the @name when responding
to comments on your Page or in
Groups is a good practice to keep
conversation flow coherent and
directed. However, LinkedIn did
recently start doing an activity
alert; instead of just emails, it now
tells people when conversations
that they've been part of are
updated.

Fix broken windows:
You want to make sure to clean
any spam from your LinkedIn
Groups. Members—especially
those who need new jobs or other
types of promotion—sometimes
have a problem telling spam and
low-quality postings from what you
need to engage and grow your
community. Be gentle and
empathic, but make sure to have
rules for your group which you can
cite when moderating comments.

Be genuine: In every
interaction you have on LinkedIn,
be yourself as much as you
possibly can. When connecting
with someone else, avoid sending
the standard "I'd like to add you to
my professional network on
LinkedIn." Not only is it less likely
to be accepted, you may even get
marked as spam, resulting in your
inability to send future connection
requests. Personalized interactions
make the other people feel like you
actually value and care about them
and take interest.

Recommendations:
LinkedIn recommendations can be
an incredibly powerful thing, but
should only ever be solicited from
people you know well and who
know your work. The
recommendation itself will be
much better for it. If you request
one, feel free to tell the person
you're approaching about a
specific goal you may have for the
recommendation. You don't want
to do this in a pushy way, but you
may get a more useful
recommendation, and it can
actually make their life easier as
well since they'll have a
predetermined area of focus.

Sharing content: Not all
your content needs to be shared
on LinkedIn, as what you share
here can very easily reflect on your
professional reputation or make
you look selfabsorbed. Avoid tools
that automatically transfer posts
from other platforms. Above all, be
conscious and aware of what
you're sharing, and try not to share
too much—since connections are
so important, LinkedIn is one place
where you really don't want to be
hidden from people's feeds.

Discussions: There are
ways to view LinkedIn Group
activity in "Discussions" under
"Choose Your View: Latest
Discussions" and "What's
Happening." "What's Happening"
shows the discussions with the
most recent activity, so you can
keep tabs on current
conversations. "Latest
Discussions" shows the most
recently posted discussions.







Strategies and tactics for success

Engagement: The comments on YouTube are famous for being a bit of a wasteland. Many of them are meaningless
and often from trolls. Many brands shut off their comments for good reason. You may opt to leave comments on, just to see
what type of engagement you get, and that is okay too. What is not recommended, though, is to leave them on and ignore
them; either tend to the garden or get rid of it altogether. And you can see powerful results by choosing to engage with your
audience.

In order to improve commenting on YouTube, YouTube comments are now directly tied to G+ accounts. As a business, you'll
need to link your G+ brand page and your brand's YouTube account. First, you need to make your YouTube account an
administrator on your G+ page. Then make sure you're logged into your YouTube account and then follow YouTube's
connect instructions. After everything's connected, alerts for new comments on your YouTube videos will appear in your G+
notifications, and your YouTube videos will show up in a tab on your G+ brand page

Measurement: Just like your other marketing efforts, it is imperative that you know what
success looks like. Tailor your efforts (content, engagement, etc.) toward initiatives that help you
move the needle and prove your success by measuring progress against your identified goals.

Content Strategy:

Help content and other how-tos: For some products, tutorials and
how-tos are going to be incredibly valuable. Help your audience learn how to
better use your product, including ideas about how to use your product in
novel ways. Help them learn how to do things that may not be directly related
to your product, but are highly relevant to their interests.

For example, a nail polish brand may occasionally highlight how-tos for special-event hair. This is
incredibly relevant to their audience, but not directly related to their product. This is a tactic we've
mentioned before: think horizontally.

Exclusive content: This can take the form of early access to new products, special channel-
specific promotional deals, or even insider company news. Giving these limited audiences
exclusive access to different types of content will make them feel honored and "in-the-know."
Also, creating channel-specific content will give each individual a reason to follow you on more
than one channel, increasing the depth of their relationship.

Incentivize participation: Have your community create content and share it on your behalf
across their networks. You then can curate based on hashtag or on a central repository (e.g. a
blog post holding YouTube content), or find some other way to help draw attention to and
connect the user stories. This activity can drive awareness of your presence and help engage the
audience while cutting down on the amount of work required of you.


















