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The things people say on social media platforms can greatly affect the way your brand is perceived.
Fortunately, it's possible for you to play an active role in this exciting world by implementing some smart
social marketing techniques. We developed this guide so you can do social marketing the right way and build
a vibrant community for your brand.

Before we get into the social aspect, let’s talk a little about branding in general. I’
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Branding is the process that creates a feeling, attitude, or perception in a person aa.v"' o

toward a product or company. (414

Branding can help a company differentiate itself from the competition. For example,
both Coca-Cola and Pepsi make colas, but a person might see Coca-Cola as old-

fashioned or established, and Pepsi as edgier or for a younger demographic. That's
because each company has its own unique brand.

Branding also drives customer loyalty and influences purchase intent because people
who identify with a brand are usually more likely to buy products from that brand.
Ultimately, building a strong brand can help ensure that consumers choose you over
the competition.

Yes! You can measure the impact of branding before and after any marketing campaign.

Before the Campaign - When planning a branding campaign, you Daily Reach [ percent)
should have a clear idea about: Myapace.oM  facebuok. com

witter com
o[ T T T T

® Reach: the number of people (in your target audience) that s f
will see your message.

® Frequency: How many times each person will see your
message. (Typically, a person needs to see a message ik
multiple times to notice, absorb, and comprehend the ™ | i e
message.) . n 7 %on 14 %n 2 on 28

After the Campaign - You can determine if your branding campaign is successful by looking at the following
criteria:

e Brand Advocacy: How many more users are talking about your brand with family members, friends,
and colleagues?

e Aided awareness: Does a person recognize your brand when shown the name?
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e Unaided awareness: Does a person think of your brand even when they are not given any cues? (For
example, the words “luxury car” may for some trigger the image of a BMW, which is a good thing for
BMW.)

® Brand preference: Do people prefer your brand to the competition?

®  Purchase infent: Has your campaign made people want to buy your product?

Brand loyalty: Do people keep coming back for more?

Before the Internet, you could run a branding campaign by purchasing a TV or radio spot, a newspaper or
magazine ad, or an outdoor billboard. The problem with this: you’d never know specifically who saw your ad.

But on the Internet, people can express interest in your ad by signing up. The shroud of mystery is lifted, and
you know exactly who wants to hear from you.

Simply put before, you purchased anonymized impressions. Now, you acquire the user data (first name, last
name, email address) of people interested in your brand.

Once you do that, you can start a conversation with these people — through email, Facebook and Twitter. You
can talk to them in a way that is relevant to them.

Here’s an example: let’s say Sarah Smith is a regular
shopper at Tommy Hilfiger. However, she’s primarily
interested in the Fashion Week Specials and summer
dresses.

TOMMY A HILFIGER
SOME LIKE IT HAUTE

OF OUR NEW ARRIW

SHOP WOMEN'S NEW ARRIVALS ¢ SHOP MEN'S NEW ARRIALS » 1
Thanks to the Internet, Sarah Smith doesn’t have to
have to sift through the whole Tommy website to find
what interests her. Instead, she can sign up on the
Tommy Hilfiger website or sign up for their ad — and
tell them to email /Facebook message/Tweet her when
they have new specials or summer dress arrivals .
Voila, Tommy Hilfiger is now more relevant to Sarah

Smith!

Acquiring user data is the first step toward providing
a more relevant experience to your users, and
furthering deepening connections with your brand.

Social media plays a vital role in branding because it gives you an opportunity to communicate directly with
the people who care about your brand. You're not just speaking to the masses — you’re talking to specific
individuals who can spread the word about your brand in an organic way to friends, family members, and
colleagues.
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sections of blogs. If you can reach a significant number of these people and bring
them together around your brand, you can create something very powerful: a brand
community.

Your social media audience is spread across a wide variety of online platforms, from
social networks like Facebook and Twitter to online discussion forums to the comment ' \‘]

A community is a group of people who come together because they share a common goal or interest. You see
communities all the time in the offline world — a book club, a political party, etc.

Brand communities are formed when people come together because they are interested in a particular
company and its products.

Advertisers can connect to consumers through brand communities and have meaningful two-way conversations.
On the Internet, the most common examples of brand communities are e-newsletters, discussion forums,
Facebook Pages, Twitter groups, and loyalty programs. A good social marketing program talks to people in
multiple places, so that even if a person leaves one (unsubscribes from an e-newsletter, for example), that
person can be kept engaged through Facebook or Twitter.

Here are some examples of brand communities:
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Any community, whether it’s online or offline, is made up of real
people. Real people have names, email addresses, and zip codes,
data that you will need to speak with them online. You can’t build a

community of anonymous users.

So before you launch your campaign, you need to acquire the user
data of people interested in your brand. You should target two

audiences:

e People visiting your site or landing page.

e People on the Internet who are not on your site or landing

page.

Company Overview

You can use a variety of techniques to capture user data on your site:

Site Registration Form — Site registration forms are
pretty much “Website 101” standard issue. It is a very
easy way to collect user data directly from your site
visitors. The biggest issue with this method is still being
able to compel the user to enter the data, or have a
distinctive reason for the user to enter the data.

Facebook Plug-ins - You can use the Facebook Registration + Login plug-in to .I: Login with Facebook

access data that a person has chosen to make public on Facebook. This can
include a person's real name, email address, profile picture, and friends.
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Facebook recommends that you replace or .faCEbl]Dk

supplement your user account system with their

plug-in. However, we do not recommend that you
Connsct The Daesphere with Facebaok to nferact with your frignds on this site

make Facebook the sole user account system on and to share starles on Facabaok through your Wall and friends’ News Feads,

your landing page. This site wil also be able to automatically post one-ine stories bad to Facebook,
Please note: Many people have adijusted their n"“fm " Bring your friends and info facebook
aleisphere &

Facebook privacy settings to ensure that their ot storiestn you Wal

data is not available to third-party sites. If a g
person visits a third party site, they will see a

pop-up menu from Facebook asking for more
information, and this can be a highly disruptive By proceeding, you e sgreeng 5o the Feceback Pladfom User Terms of Service,

experience.

Ligaed in 2 s s (Mot you®) Camncel

We recommend you always give people the choice to sync up with Facebook as one of many available
options.

OpenlD Standard - OpenlD is an open standard that enables people to log in to

secure websites without having to create different usernames and passwords for each I Open”:)
one. People who have an account with any of the following services already have an

OpenlD:

e Google
e Yahoo!

e Livelournal

®  Flickr

e Orange

e Mixi

®  MySpace

When people log in to your site with their OpenlD credentials, you can access user information directly from
their Open ID account.

Most of the people on the Internet are not on your website. The majority of g .
FIGHT ANIMAL CRUELTY!
Sign up and learn how you can support
the ASPCA on Twitter and Facebook!

prospective consumers or advocates for your brand are on other websites —
including those of your competition.

First Name:

. . L
To capture the user data of people who are not on your site, you can run a mix |y e
of search and sign-up campaigns. A%

|
\“ (aueui)
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Search ads - Search ads are triggered when someone types a keyword belonging to your product category.
You can run search ads on a number of search engines such as Google, Bing, Yahoo!, and Ask.com to reach
across the whole market. When people click on your search ad, they go to a landing page. As described in
the previous section, you can use a variety of landing page techniques to capture user data.

Sign-up ads - You can run sign-up ads that acquire user data right inside the ad unit on the publisher website.
User information is sent from the publisher to the advertiser securely via back end transmission, so there’s no
need to for a landing page. With sign-up ads, you only pay when a user signs up, so you get results for every
dollar you spend.

As soon as you receive a person’s user data, you should send them an email thanking them for their interest in
your brand.

In the last few years, email marketing has become much easier, and you no longer need to be an email
expert to send emails to large groups of people. We strongly recommend iContact.com for online email
blasting and survey tools.

Now that you have a person’s email address, you can start communicating with them about your brand in
order to drive awareness, preference, and loyalty. You should look to spread the conversation across multiple
touchpoints such as email, community sites, Facebook Pages, or Twitter groups.

Below we've provided instructions on how to conduct a simple social marketing campaign. None of the steps
are set in stone, but they are a good foundation for giving people a meaningful brand experience and
growing your social presence.

AR b

As we mentioned earlier, send you first email as soon as the e
French Connection US: Thank You
person signs up. You may want to do the following:

EAEMCH COMMECTION

e Thank the person for signing up for your offer.

® Re-state the offer that the user signed up for. It never hurts to

forsigningup .

to receive style news &

remind people why they are receiving an email from you. Include gl

a link to a relevant landing page or section of your website, when
possible.

® Include prominent links to your Facebook Page, Twitter groups,

and/or community site.
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After a week, send a follow-up emadil. In this email you

might:

Provide something of value that the recipient wouldn’t get if
they hadn’t signed up for your email. For example, Tommy
Hilfiger sends subscribers emails featuring new arrivals.

Include one strong call to action.

Place share-on-social-network icons (e.g., the Facebook logo) in
the email footer.

Select the part of your email you want highlighted on social
network. This area will show up on a person’s profile when they
share your email.

Embed prominent links to your Facebook Page, Twitter groups,
and /or community site.

After two weeks, send a third emadil. In this email you can:

Highlight another promotion the person would not have received
if they hadn’t signed up for your email. You might connect the
promotion to the offer you mentioned in your last email.

Include one strong call to action.

Place share-on-social-network icons (e.g., the Facebook logo) in
the email footer.

Select the part of your email you want highlighted on social
network. This area will show up on a person’s profile when they
share your email.

Embed prominent links to your Facebook Page, Twitter groups,
and/or community site.

Now it's time to kick your social networking message up a notch.

Welcome 1o Tormery.com. Enjoy 20%
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b Off your fIrst purchase:

TOMMY R HILFIGER

woMEN  MEW  cHiLoRen  saie  MGHGER  pRERS SO

WELCOME TO THE IN - CROWD

shcionve to the ASPCA! You can alen red your massags
e e e e e e

Abwrays remember 1o Make Pet Adoption Your | Im op: ot
ASPCA | 424 £ 92nd St | New York, NY |1
Please visit our website: 22 £ 1]

In your prior emails, you included call-outs to your Facebook page, Twitter group, and/or community site.
Now you should explicitly spell out the benefits of clicking on these call-outs. For example:

Build a brand widget and enable people to embed it in their social
networking profile. Widgets allow you to give people different
messages (content, coupons, videos) every day, and they allow you to
stay in control of your branding.

For example, Kimberly-Clark developed a pregnancy countdown
widget for the HUGGIES brand. During the download process,
HUGGIES asked expecting mothers to provide their due dates.
HUGGIES could then provide each mother with provide customized
baby and pregnancy information based on her individual due date.
That widget was downloaded more than 10,000 times in less than a

month.

L, [ c 3 4BabylGountdown)

3 months 25 days
® until 'm due: 10/24/08

Day 176:

Many medical professionals agree that the 4
second trimester is the best time for travel.
Perhaps you could take one last quiet

vacation --

Get widget

choose a relaxing destination. W

Eree Newsletter
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Creating a brand for your page
A Facebook Page is different from a personal profile in that it is made for a business and not for a particular

person.

A Facebook Page is also different from a Facebook group. A Page is made for people who are fans of a
particular business or brand, whereas a Facebook Group is built around a common activity or interest.

Facebook Pages offer businesses important advantages over Groups:

e Every tab of a Page is publicly indexed and shows up on search engines. On the other hand, only the
home page of a Group is publically indexed.

e All Group administrators are listed on the Group’s home page. However, administrators on a Page
can remain invisible. This way, you can keep your Page all about your brand.

®  When you send an update from a Group, it comes from the Group manager’s personal profile. When
you send an update from a Page, it comes from the brand.

You can create a Page for your brand at

Make Your Page Useful:

Don’t merely provide information about your brand and f\%}'){—\‘y\ e e
Wal Infa Join the ASPCA Dormte Photos [
company on your Facebook Page. Instead, give people aseen v others [GEEY Jut thers

ASFCH ASPCA L

content that is useful to them. The ASPCA, for example, Q* %-; _
calls attention to pets that are up for adoption each

‘2 Lta &2 2 ymar-od e ocange chomestic shovthar mt. She's 2 Persoral
ABSSRAE, Yot woeking on hie compee s Let me press o the ks, Rradng the
pRper? IIP.Jd('\e[ s down for you \nthm L pop in your Bp s

Vo G pet e, 1 kv an crerty housshold, dom'tyou? 11 help you veh Al ...

. = 8
Fans can donate their status updates to these pets and “A‘ g
find pet adoption clinics in their neighborhoods. . T

week.

2 Friendy Like Thia

Encourage users to interact e 1

i Wall  Infiz Red Bl Web TV Athletes Games =

Facebook Pages are set up to be viral. When a person
interacts with the content on your Facebook Page, that
activity is published in their news feed. This means your
message can be seen by all of this person’s friends. There
are different ways to entice people to interact with your
Page:

e Upload brand videos to generate conversation. Red CLICK HERE
Bull has a collection of videos on its Facebook page. T WATCH RER BURL WERTY
Red Bull TV is a montage of different sporting
events sponsored by Red Bull, and the Red Bull
audience is passionate about sports.
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o Allow people to post content to your Page. Coca-

Company Overview

Coca-Cola | e3 ik

Cola’s Facebook Page is largely filled by user-
generated content. For example, comments appear
in real-time with no moderation. There is a downside
to this approach — undesirable content may appear

— but it’s a great way to convey the feeling of
authenticity.

FanPhotos 2% oo
e ConEan®

e Tommy Hilfiger asks users to post photos of themselves ===
wearing Tommy gear on its Facebook Page.
Remember that every time a user posts a photo the
message is broadcast to friends.

= Schiasthn € nuz Doda PRz L
PrEARLA . SIEMFRE COCA CO

snbehivg TOV STORY 1 i I0AS1 HENN fiag arve &
e o Eving B! mesgen is w0 st hehe (P

wal  Inle  ComColi  Photos Vil Dscusons 2

0, Fers
U BUENA SE D -.. Ul EXELENTE COMEMW RIZD FARA

i

® Run contests to generate buzz among your brand tart
community. Nothing gets fans excited like a contest. hwest Alrines |15 i
Southwest Airlines gives fans the chance to win a trip Well | Infn | FlayCalfo.,  BapsfiyFree  Phatos  Hore LV

to California by playing a themed game.

g - I_.. T ;Tu_l,l.r.. I, :_,I T ﬂ L,
MAT CALINORSIR ~ TIE E4ME RN DWIY & TRIF TO THE BOLDON STATE.

ELL YOUR FRIENDS — =z vsuss

Finp i - The Sarew lr

Refresh your Facebook community

As you may have noticed, people get distracted on the Internet. People will leave or ignore

your Facebook

Page, so it's important that you continually reach out to new potential fans. Visit the “How Can | Acquire User

Data” sections above to find out how you can grow your Facebook community.

In all cases, it is extremely important to respect user privacy on Facebook. People should know exactly what

they are signing up for and what their privacy options are. All communication should be on an opt-in basis.
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With its real-time messages and features that make it easy to pass on your campaign, Twitter is especially
suited for providing information, updates, tips, and special deals to consumers.

Here’s how you can build a robust Twitter presence:

e Have a dedicated person to monitor your Twitter account. Whatever happens on Twitter happens in
real-time. So make sure you have a dedicated person who can manage your account and:
o Answer questions.
0 Respond to complaints.
O Participate in conversations related to your brand.
e Decide whether you want a brand or personal profile for your company Twitter account.
o If you are using Twitter to engage people with your brand, it is advisable to create a profile and
voice that reflect your company as a whole (@skittles, @Nike).
0 However, if you have a person within the company whose personality exemplifies the values of
the brand (such as Tony Hsieh, CEO of Zappos.com), you can have that person tweet on behalf
of your brand.

e Decide on the goals of your Twitter campaign. —
o Be clear on why you want a Twitter page for your %q JetBlue ——
brand. Are you providing contfenté Asking people e
@

for feedback? Offering deals¢ Here are some “ou can find all our best

. . h tl | i
examples of how big brands use Twitter: ﬂgi’; e iy ! Eigm
o JetBlue provides real-time travel updates. .
o The ASPCA shares tips on caring for animals. _ Grast o e, Ik youl Wl paes e compeeart
akng i Jaime Lists
o DELL offers exclusive deals. (Dell has generated
A . . ety ey sy nobing 1 ogpaunies in o2
more than 1 million dollars in sales through its e
. Faolowng
Twitter account alone.) o [ p——— " PR
N N2 I30ErErip Banni W L T 5]

O Best Buy provides customer service.

Divide your Twitter followers into lists

Twitter lets you segment followers just as you would an email list. You can create different lists of people and
message each list differently. You can also follow what each list is saying about your brand and gain
valuable market feedback in real-time. If you can speak to people in a way that is relevant to them, you can
boost branding metrics.

To create a new Twitter list, sign in to your account and click “Create New List” in the top right corner of the
page.

Refresh your followers continuously

As with your Facebook community, it’s very important to refresh your Twitter followers. Research released in
June 2009 showed that 85.3% of all Twitter users tweet less than once per day and 21% of users have never
tweeted at all. Given that Twitter users may be easily distracted, you need more new followers all the time
for your Twitter program to be meaningful.
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Transformyx Inc. is known for its cutting edge technology solutions and award
winning design. Adaptation and change have been recurring themes in the
twenty-year history of Transformyx Inc. Constantly evolving in an ever
changing market place to suit the needs of our customers, we continue to grow
today by the same principles of adaptation and change adopted in the late
1980’s.

CEO and Chairman, Claude W. Bethed, founded the company in 1987. Then,
named Rockhopper Systems, the company gained success throughout the South
as a leader in custom software integration and networking. In 1997, with the
wide-spread commercialization of the World Wide Web, Mr. Bethea
recognhized the impact that the Web would have on business computing and
marketing.

This began an evolution that has positioned Transformyx Inc. to be a national
leader in communications, content, commerce management as well as online
marketing, educational solutions and internal business applications. Working
for small, medium and enterprise-level clientele like Coca-Cola USA, Culligan
Water International, The Chicago Board of Trade, Capital One Bank, the
State of Louisiana, Louisiana State University, University of Louisiana-
Lafayette, East Baton Rouge Parish Public Schools and others have established
Transformyx as one of Louisiana’s largest private technology management
firms.

More recently, Transformyx has added Managed IT Services, Cloud
Computing Services, Lifecycle Management, Broadband Internet, Mobile App
Development, and VolP Telephony solutions to its core offering allowing the
company to service the entire life cycle of the client. Transformyx Inc.
continues on with the same passion for innovation and change that has
provided over two decades of successful growth.

In 2010, Transformyx completed two mergers with existing Louisiana-based
technology firms, SimplifylT and Ascendant Technology Partners, making it one
of Louisiana’s largest technology and telecommunications firms.

Visit us on the web at www.transformyx.com.
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QOur Team

Claude Bethea has over 20 years of experience in technology, web technology and
web marketing, and Transformyx is known as one of the region’s most experienced
firms. Clients ranging from local and state government, to LSU, to East Baton Rouge
Parish Public Schools, the Catholic Diocese, and over 500 businesses trust
Transformyx.

Jim is an Information Technology professional of over 22 years. He has founded 7
technology companies in the areas of Services, Telecommunications, E-Learning, and
Systems Monitoring.  His expertise includes technology management, systems
architecture and strategic planning. In 1995 Jim founded the first commercial ISP in
the State of Louisiana, PremierOne serving thousands of business and residential
customers. In 2000 Jim was appointed by Gov. Murphy “Mike” Foster to serve as
the First CIO for the State of Louisiana. Clients ranged from Louisiana State
Government, Education, to Merrill Lynch, Hotmail, Yahoo, and Sony Pictures.

Charles has over 15 years of technology consulting experience working with some of
the world’s largest organizations. His experience includes business critical
applications specializing in Unified Communications. He is customer focused and
understands the value of a partnership between a trusted consultant and customer.
Clients range from Education and Governmental to Capital City Press, Fugro Chance,
Merrill Lynch, and Smith Barney.

Scott has been extremely proficient with network infrastructures and the operational
and security aspects of information technology systems for over 19 years, and has
been CISSP certified for 9 years. His focus is enterprise Security, Networking, and IT
Operations, but his specialty is seeing the big picture, and then reducing complex
problems to simple choices. Scott has a proven track record of successful on time and
under budget projects. Clients range from Education and State Government to
Franklin Press and Comprehensive Pain Management.

Ned has been involved in the sales and marketing of technology and
telecommunications since 1996. He is credited with selling the first official “internet
café” in the State of Florida (Pensacola) in 1996. Since then he worked in a senior
sales management capacity for such companies as Teligent, Nextel, AT&T Wireless,
Transformyx, Lucent Communications, Truistic Solutions and finally in his own company,
SimplifylT, which recently merged its operations into Transformyx. Ned currently
serves on the Board of Directors of the Louisiana Technology Council, and he has
established a strong reputation in the community as a professional and
knowledgeable source for information, conference speaking, and a reputation for
always putting his client’s needs first.
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What We Do

Managed IT Support for Business Broadband Internet services (anywhere)
Managed IT Help Desk for Business Cloud-based Voice-Over-IP Telephone
Managed IT for Municipalities Premise-based Voice-Over-IP Telephone
Cloud Storage & Backup services DynaSite.net (website management system)
Hosted Exchange & SharePoint 2010 DynaSite EDU (for K12 Institutions)
Hosted Dynamics CRM eCommerce solutions

Compliant Email Archiving services Search Engine Optimization services
Training &Workshops Software-As-A-Service (Saa$)
Facebook Implementation services Virtual Desktop services

LinkedIn & Twitter Implementation services Virtual Server Services

Custom Software Design IT Risk Assessment services

Custom Hardware /Network Design IT Policy Development services

Mobile App Design/Development IT Project Management services

Mobile Device Training services Lifecycle Management services

Mobile Device Management services Major brand procurement services
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How We Do It

TRANSFORMYX, INC.
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