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Is Social Media an 



NO - It’s Filter failure 



Technical filter can help sort through the 
unwanted info so you can find the valuable info 
 
 
 
 
 
 
That’s easy Part 
 
 
 
 
 
 
Learning to filter your content is the most 
difficult part 
 
 



Think Social Media as a time saver 



What is missing? 





Strategy is choice 

The challenge is to pick the right game to play and play to win 



5 important questions to build a strategy 

What is our  
Winning 
aspiration? 

 

Where will  
we play? 

 

How will we  
Win? 

What capabilities 
must be in place? 

What management 
systems are 
required? 

The motivating factor, aspiration.  

 what  customer 
segmentation, channels 

– Value proposition, competitive 
advantage 
Purpose should be at heart of strategy. 
What if you don’t exist? 

 

The resources, the activities 
that need to happen, etc 

Integrated Approach 

Source: Playing to win – How strategy really works: 
Harvard Business Review Press 



All 5 Questions need to be answered 
 
Strategy is Iterative process  
 
Organization has Multiple levels of nested 
cascades 
 
No one perfect strategy; find the distinctive 
choices that work for you 
 
Strategy should be dynamic 



Social Media – Need to know 
•Social Media Marketing 
•Renting a platform 
•Everything is controlled by the platform owner 
•The platforms will determine what you can do 
•For most part they own the data about your circles/likes, and in many ways the 
relationships too  

•BE SOCIAL FIRST then DO SOCIAL  

Rent Own 



What is your existing Social Media Strategy?  



Before you start 

Listen 
 

•About your brand 

•Your customers needs 

•Your competitors  

•What is being said about you 

•What is being said about your topics of 

interest or industry 

•Who is saying it? 

•How is your competition responding 

•Where are they saying it? 

 



Who is the owner of Social Media Strategy? 

Content marketing should help achieve 

business objectives, not content 
objectives 
 
The end goal is ACTION and not eyeballs 

Build Cross Functional Team 

Social impacts all corners of the company 

Start Lean 



Content Goals 
Content marketing isn't just about writing blog posts and hoping that's effective for search 
engine optimization. Content marketing is about actively creating and distributing work that's 
intended to lead consumers toward some predefined goal. 
 
Sharable (Viral): Discussion 

Lead Generation Conversion 

http://www.marketingprofs.com/articles/2012/9049/nine-tips-for-writing-effective-seo-content
http://www.marketingprofs.com/articles/2012/9049/nine-tips-for-writing-effective-seo-content


Sharable (Viral):  
 

Characteristics of Viral content: 
hilarious, cute, heartwarming, controversial, or scary.  
 
Has little substance beyond the initial spark that makes 
viral content unique.  
 
A fairly short shelf life.  
 
The main goal with viral content is to get your 
consumer to click the social share buttons 
 
Helps with Brand name 

Content that is designed to spread organically. 



Discussion:  
 

Characteristics of Discussion Content: 
hilarious, cute, heartwarming, controversial, or scary.  
 
Thought provoking beyond the initial spark that makes 
content shelf life much longer.  
 
The main goal with discussion content is to get 
consumers, community to comment, engage with each 
other and the brand 
 
Helps Brands and community to engange with each 
other.  Help to understand the behavior 

Content that is designed to spark conversation. 



Lead:  
 

Characteristics of Lead based content:  
This content exposes a gap in the consumer's 
knowledge and hints at a promise of closing that gap if 
the user acts by entering their email address or fills out 
a lead form or Download info.  
 
Content follows more slow thinking that fast thinking 
 
The Goal is to make the user feel that they need help 
 
Helps brands or companies to get data of a potential 
customer as they have already shown interest in your 
brand. 

Content that is designed to draw people into some sort of opt-in. 



Sales:  
 

Characteristics of Sale based content:  
Sales:  
This content exposes a gap in the consumer's 
knowledge and convinces to buy or sign up for their 
service Right away. 
 
People feel the urgency in getting this product or 
service 
 
Helps the brands aligning their content goals with 
business goals 

Content that is designed to create urgency in people to buy the product or service NOW. 



Creating Adaptive Content 

Put more effort into 
creating content in such a 
way that it can be reused 
effectively. 

Create Once, 
Publish Everywhere 

Content 



How people Really Use Mobile 

Mobile does not 

mean on the go 
 

68% use at home 

 
Most common use is 

ME TIME 



Pick a Primary Goal 

Awareness          Sales                Loyalty 
 



Which part of customer journey you 
want to target 





Primary Goal – Awareness 



Who are you trying to reach? 

•With whom will you be interacting in social media?  

•What are the demographic and psychographic characteristics of your current or 

prospective customers?  

•How does that impact what you can and should attempt in social media? 



What is your value proposition? 

• It doesn’t matter who you are, or what you sell, your product features and benefits 

aren’t enough to create a passion-worthy stir.  

• How will you or your organization appeal to the heart of your audience, rather than the 

head?  

Motivation Magic 

What are you in your customers Heart? 



How do you do it right 



 First - make the time 
 
 
 
 
 
 
 
 
 
 
 
 
We did not have email 20 years – But now it is part of life and we make time for it. 
 
Same with Social Media 
 

Perform a serious audit of how you’re spending every minute 
of every day and use that new found time vacuum to fit in daily 
social media participation. 



Fear of Missing Out Worry about Losing Information 

Plan for 



Pick what matter to you the most 

Tools Allow you to Filter what 
matters to you 



Team? - You? 
Social media tasks are difficult to outsource – It’s your voice.  
 

Think? 
Couldn’t you have a lot more people in your company creating 
content?  
Maybe they aren’t great writers.  
But video blog posts?  
Consider your fans – your advocates – your volunteer marketing 
army. Couldn’t you use them more effectively?  

That concept of fan promotion, of “leveling up” gives you 
access to a tremendous amount of free labor, and 
simultaneously strengthens bonds between your brand and its 
biggest fans.  

Gamify the experience – Engaging  and Sustaining  



Social Media as Gamification Tool 



Building the Right Tools 



Subscribe to RSS Feeds 



Set up Google Alerts 



Create an Bookmarking account  



Setup a Social Media Management Tool 



Clean up of your network: Annoying Friends, Farmville, MafiaWars, candy 
crush 



Create a Social Media Calendar 



Measure 
 It is not just what you do to attract traffic, but also what types of experiences you create 
(something people rarely think is marketing) and how good you are at delivering (only the 
rarest of marketers think with this lens on). 

Sharing Metrics 
Social Metrics 
Likes, shares, tweets, +1s, pins, etc 
Forwards, Inbound Links, Embeds, RSS feeds,  
Video Views, Document Views, Downloads 
Social mentions 
 

Business Metrics 
Increased Sales, New Ideas,  
New Behavior, reduced costs, etc. 
 
Important: Are these people engaging in other areas on the site. Are their behavior 
different from direct site visitors. 



Lean Startup Model 

Each component contains a series of hypotheses that you need to test 



Experiment – The Lean Way 

To Win – Set Metrics >> Build Hypothesis >> Experiment >> Action 

Step 1 – Pick what key metrics you want to improve 
 
Step 2 – Form  assumptions by  
 1. With existing data  
 2. Without Data  
 
Step 3 – Create an experiment 
 Who is your audience? 
 What do you want them to do? 
 Why should they do it? 
 
Step 4 – Measure  



Results 

If 
 
1. Success >> Next Metric to improve 
 
2. Failed spectacularly  - revisit hypothesis. It’s time to identify a new who, what, and why, 
based on what we’ve learned.  
 
3. Marginal success -  but not close enough, try another experiment. The hypothesis might still 
be valid, and we can try again, adjusting based on what we’ve learned. 



Experiment – The Lean Way 



Final Thoughts 

Create a strategy 
•What is your goal 
•What audience you want to reach 
•What do you want to tell them 
•Build the Social Media Toolbox 
•Measure & Management 
 

It’s Not about technology – It’s about you – THE HUMAN 

The Team 
 
Run an Experiment 
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Call Me 
901.270.4397 
 
Email Me 
sunkara@thinkebiz.net 

Questions? 


