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The Change in Thinking

“Should we do this?” is no longer the question.

* The conversation has shifted to: “How do we do this?”

Confidence Gap
How Marketers Use Social Media Effectiveness Ratings of Social Media Platforms
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cfggge;;igigns Twitter Basics

* Before you use Twitter for your business, you must understand the basics

* Afew resources if you're a little unsure:

— Anatomy of a tweet

— Navigating Twitter

— How to send a tweet

— Understanding hashtags

— The entire Twitter basics quide



https://media.twitter.com/best-practice/anatomy-of-a-tweet
https://media.twitter.com/best-practice/anatomy-of-a-tweet
https://media.twitter.com/best-practice/getting-familiar-with-twitter
https://media.twitter.com/best-practice/how-to-tweet
https://media.twitter.com/best-practice/how-to-use-hashtags
https://media.twitter.com/the-basics

cfg;ge;;i;igns The Basic Idea of Twitter for Business

Twitter Is all about sharing content and engaging
In conversation.

* Twitter gives you access to millions of potential customers (yes, even for B2B)
* Your goal is to be interesting enough to entice people to engage with you

* For businesses, the tolerance for uninteresting or not useful content is much
lower than it is for individuals

* You must create value

* How the heck do you do that?

Intel “inte

@ Happy #StarsWarsDay. We were going to announce our new

— lightsaber-powered chip, but the plans were on an R2 unit that is
now missing.

Expand
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Step 1. Form a Twitter Strategy

Don’t just dive in! Put together a strategy so your
efforts are not in vain.
* Who is my audience?

*  What are their challenges?

*  What kind of content do they consume?
social media

st me 591

*  What business results do | want to achieve?
* Engage with customers and potential customers
oord’rol

* Offer customer service

* Drive traffic to our website

* Attract new leads

* Listen to what is being said about our brand
* Position our brand as a thought leader

How will | know if this stuff is working?




Social Media Management Tools
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Social Media Dashboard
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o Analytics: What to Measure

* Engagement « Other
People who are replying, * Clicks
retweeting, favoriting or * Follower demographics
otherwise engaging with your - Tweeting habits
post
* Reach
The number of people who could
have potentially seen your post - ?gz """"':""""""""""
woaleal Lttt
- Growth . 5K ol

A growth in followers is a good
way to measure your
effectiveness, but understand i 62% 2 136
that a smaller number of
relevant followers means more
than a large number of irrelevant
ones

0261 @9




connectiout Value Engagement over Followers

It’s not all about the
number of followers
you have!




c cccccc ticut

innovations

Step 2: Content Marketing
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Twitter Strategy = Content Marketing Strategy

Goodbye to the “Four P’s” and hello
to the “Four C’s”

1. Creating

2. Curating

3. Connecting
4. Culture

10
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Content Marketing for B2B Businesses

Articles on Your Website

eNewsletters

B2B Content Marketing Usage

(by Tactic)

76% 76%

73%73%
68%

64% g3% _
Read the entire report here
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Articles on Other Websites
White Papers

Online Presentations
Research Reports
Branded Content Tools
Mobile Content

Print Magazines

Mobile Apps

Digital Magazines

=1
3 Podcasts
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http://www.iab.net/media/file/B2BResearch2014.pdf

c Twitter Should Be a Part of Your Content

connecticut

innovations Strategy

Content allows customers and prospects to
connect with your brand. Twitter Is a vehicle.

* Current clients, prospective customers and partner companies all want to know
more about your company

* The desire to understand a company's culture has expanded beyond just
potential employees — more and more customers now want to connect with a
brand on a personal level

* The biggest benefit of delivering on this want for brands is the increased trust and
sense of transparency you communicate

* Twitter is a vehicle to spread these messages

12



cfg;ge;;i;iu;ns Step 3: Understanding Twitter’'s Unbalance

Always follow the 80/20 rule

» 20 percent brand specific posts, 80 percent other
* That seems low, doesn’t it?
* Think of it like a conversation with someone in person

* But what else do | post to fill that other 80 percent?

What to Tweet

®m Brand
Specific
m Other

13



cfg,qge;g;iu;ns The Other 80 Percent: What

Interesting, shareable content relevant to your
audience

* Your original content

* Articles/news relevant to your industry
* Content from industry influencers whose message you agree with
* Retweets

* Inspirational quotes

* Photos, videos and links

14



cfg,qge;g;iu;ns The Other 80 Percent: How

Make the content come to

8.
you iy
-
* Follow influencers in your niche and mine
them for ideas and insights KE E P
* Stay current on industry news and trends AND
* Follow other brands to get ideas CU RATE

* Always give credit when you’re sharing
someone else’s content

* Build an RSS feed (e.g., Feedly)

KeepCalmAndPosters.com

15



cfg;ge;;i;igns Optimizing Your Tweets

The Time in Which You Tweet Will Affect Your
Engagement

* Best time to tweet

— Since your audience is composed of businesses, tweet during business hours

— Peak time: 10 a.m. — 11 a.m.
* Best day of the week
— Wednesday

* Experiment to find your own sweet spot

16



cicgp,ge;g;iugns Optimizing Your Tweets

How You Tweet Will Affect Engagement

* Photo, videos, links, numbers and hashtags will get you more engagement

35%
28%
19%
17%
15% I

Hashtag Digit Quote Video LURL Photo URL

’ Source: Twitter Media Blog, Get the data, Embed this chart
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(o S D B Brands That Do It Right

@Adobe

. Adobe o

Retweet if you've heard this before.

2. Follow

Adobe
Ready for a crash course in graphic design?
Matt Greenwood covers the basics in 50

seconds: bit.ly/InlYNjB

. Adobe

Alessio Albi explores light and shadows in
these atmospheric portraits: bit.ly/Inh2bfw
——— % ———————— » A

18



cconnectic.ut

innovations

B2B Brands That Do It Right

@IntEI Intel'g_--;_;

The smell of back-to-school: new clothes, crisp paper and recently
unboxed devices. #TechTruth

39 42
=) Intel @intel - 13 = Intel @intel - 24
The real-world systems that inspired “Don’t worry about that stain - I'll just zap it
aUbisoft 's #WatchDogs Chicago of the with my laser cleaning glove.”
future: intel.ly/TAP3wQ8 intel.ly/InI5fTa @Electrolux

a2y

View more photos and videos

Intel @intel - Aug &
DidYouknow that duct tape should never be used on duct work? Vote

to rename it "Everything-But-Ducts Tape,” anyoneg?

39 6

19



cfggge;;i;igns B2B Brands That Do It Right

c Sg}gsfg@e ¥ <2 Follow
@ S aI e S f O r C e The Secrets of Mobile Productivity

sforce.co/TtTXf3P #salesforcelselfie

c Salesforce £ <& Follow

The Rise of the Chief Customer Officer (by
astein_nick) sforce.co/locQurG

How salesforcel users are
maximizing their productivity

1 O O/o () suectore 5 e

CRM is like an ice cream sandwich...oh—we
of Fortune 500 companies have already just want to celebrate Ice Cream Sandwich
adopted the role of Chief Customer Officer Day!

ICE CREAM

SANDWICH DAYIE 2
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Brandon.Gearing@ctinnovations.com

@CT Innovate
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