Social Media Marketing
AL B 4 B8 AT 8
Course Orientation of
Social Media Marketing

(ALBF AT H REZ N 8)

1022SMMO01
TLMXJ1A (MIS EMBA)
Mon 12,13,14 (19:20-22:10) D504

Mln-Yuh Dav

" Assistant Professor
o Ve ELE &
Dept. of Information Management, Tamkang University
RIKRE BREEEA I

http://mail. tku.edu.tw/myday/ ™
2014-02-17 Ok3




R RE1022 55 K 5 2%
FEHUEFER
(Spring 2014) (2014.02 - 2014.06)

RAEL AR AR AT B
(Social Media Marketing)

IRFZER © BALF (Min-Yuh Day)

A% - &5 —*A gf‘iﬁA(TLMXJlA) (MIS EMBA)
E'ﬁg%;é‘ff’" : l—%ﬁ% ;‘i%/ﬁﬁ 3 'E%j‘/ﬂ\ (3 Credits, Elective)
EREFR] 3 —12, 13, 14 (Mon 19:20-22:10)
ERFE D504



FEGN

o RFRZABAL G HEBATH A A S EIT 5 A o
o« FRENANBLIE

— BT ER A

— BAEBE S hE

— B B A SR YLAT A

— A B IRAT B o BE R

— ITHAREAR

— ABEEIE R

— HBFERATH ]

— /78 APP 4T4¥ -

— HBFEB T F AR

- AR ELIEE TR

— ABHEATH B F AR o



Course Introduction

* This course introduces the fundamental concepts and research
issues of social media marketing.

* Topics include
— Business Models of Social Media,
— Customer Value and Branding,
— Consumer Psychology and Behavior on Social Media,
— The Dragonfly Effect of Social Media Marketing,
— Marketing Communications Research,
— Social Media Strategy,
— Social Media Marketing Plan,
— Mobile Apps Marketing,
— Social Media Metrics,
— Big Data Analytics of Social Media, and
— Case Study on Social Media Marketing.



A2 AR
o BEARRJE A AL BT 48 B AT B
A S PRI SR

¢ ATALBFUE IS AT 4
MHZEBEREEAE -



Objective

 Understand and apply the
fundamental concepts and research issues of

social media marketing.

* Conduct information systems research
in the context of social media marketing
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#1 Activity on the Web?

Socual Media
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Social Media

Strategies for Engaging in Facebook, Twitter & Other Social Media
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http://www.amazon.com/Social-Media-Marketing-Strategies-Engaqing/dp/0789742845




OVER A QUARTER MILLION COPIES IN PRINT
IN MORE THAN 25 LANGUAGES

Source: http://www.amazon.com/New-Rules-Marketing-PR-Applications/dp/1118026985
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Dave Evans

Foreword by Susan Bratton, CEQ of Personal Life Media

Social Media
Marketing

AN HOUR A DAY

SECOND
EDITION

Source: http://www.amazon.com/Social-Media-Marketing-Hour-Day/dp/1118194497 16




Copyrighted Material

Chris Treadaway and Mari Smith

Facebook
Marketing

INSIDE: Get your free ticket to an
online Facebook Marketing Workshop

with the authors!

Source: http://www.amazon.com/Facebook-Marketing-Hour-Chris-Treadaway/dp/0470569646
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INSIDE: Y - AdWords™ gi { worth $50 -5}

Greg Jarboe

Forewerd by Brian Cusack, Head of Displs

Youlube and Vldeo
Marketing

AN HOUR A DAY

SECOND EDITION

om SERIOUS SKILLS. ﬂ

http://www.amazon.com/YouTube-Video-Marketing-Hour-Day/dp/047094501X 18
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1

BESTSELLER!

FACEBOOK

MARKETING

Third Edition

Leveraging Facebook
for Your Marketing Campaigns

JUSTIN LEVY

Source:_http://lwww.amazon.com/Facebook-Marketing-Leveraging-Facebooks-Campaigns/dp/078974113X
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Michael Miller

BESTSELLER!

Youlube

Online Video Marketing for Any Business

for Business

Source: http://www.amazon.com/YouTube-Business-Online-Marketing-Biz-Tech/dp/078974726 X
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Tube
Marketing

Handbook

Marc Bullard - YouTube Marketing Handbook

nformarkotingoxports 1bhock = Subscribe

Marketing Efforts

ke P 4 Add v Share W

443,731

T e e

Step by step Mstruchon on how 10 use and market with
just about every single feature of YouTube. Leam how to
market, analyze, and research potentiad cusiomen with

FREE tools provided by YouTube R by Marc Bu"ard
Video Marketing Specifically for YouTube

http://www.amazon.com/YouTube-Marketing-Handbook-Marc-Bullard/dp/1463711530
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SOCIAL MEDIA
MANAGEMENT
HANDBOOK

EVERYTHING YOU NEED TO KNOW
TO GET SOCIAL MEDIA WORKING
IN YOUR BUSINESS

L) STRATEGY, CULTURE,
( METRICS, POLICIES,
( 2 ROLES, AND
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: L RESPONSIBILITIES

L
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NICK SMITH & ROBERT WOLLAN

WITH

CATHERINE.ZHOU

e: http://www.amazo

n.com/Social-Media-Management-Handbook-Everything/dp/0470651245/
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Source: http://www.amazon.com/The-Social-Media-Bible-Strategies/dp/1118269748
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The Complete Social Media
Community Manager's Guide

Marty Weintraub and Lauren Litwinka

Source: http://www.amazon.com/Complete-Social-Media-Community-Managers/dp/1118466853
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THE

DRAGONFLY
EFFECT

QUICK, EFFECTIVE, AND POWERFUL WAYS
TO USE SOCIAL MEDIA
TO DRIVE SOCIAL CHANGE

-

DQAGOP‘FLY;

JENNIFER AAKER
ANDY SMITH with carLYE ADLER

FOREWORD BY CHIP HEATH, AUTHOR OF MADE TO STICK
AFTERWORD BY DAN ARIELY, AUTHOR OF PREDICTABLY IRRATIONAL

Source: http://www.amazon.com/The-Dragonfly-Effect-Effective-Powerful/dp/0470614153
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Social Media Landscape 2013
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Social Media Management Pyramid

[ )
Business
Researc h
@]

w Content
w Generation
O

w Relationship Building

http://www.infobarrel.com/Social Media Management: Hiring a Social Media Manager
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Social Media Marketing For Business
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Marketing 4P to 4C

Product = Customer solution
Price 2 Customer Cost

Place = Convenience
Promotion = Communication

Source: Kotler and Keller (2008)
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Four Pillars of Social Media Strategy
C2E?

Social Media Strategy

Source: Safko and Brake (2009)
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Social Media Can Help Orchestrate Three Spheres to
Influence to Boost a Company’s Innovation Efforts

Internal

Innovation

Trusted

Network

Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011.
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Examples of Social Media
Selling Strategies in the Market Today

Strategy #3 — “Appealing Strategy #1 — “Accessing
to Influencers”: Target Engaging the User Reviews social Consumers”: Use
Influencers Who Can Advocates Social Media as a New

Move the Masses Channel to Individuals

“Pro-sumer” Social Media
collaboration Wildfire

Influencer-Led Creating Urgency/

b Social Media Spontaneous
Communlty Selllng

Customers as “Pass it along”
“Community promptions

Organizers”

Recruiting others/
Group Seles

Strategy #2 — “Engaging the Hive”: Get Customers to
Mobilize Their Personal Networks

Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011. 32



Social Media takes TIME
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(Kaplan & Haenlein, 2010)
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(online services)
Google+, Youtube, Facebook, Plurk




Social Media Marketing-
Marketing and Sales in Social Media

Social Media and the Voice of the Customer

Integrating Social CRM Insights into the
Customer Analytics Function

Using Social Media to Drive Product
Development and Find New Services to Sell

Social Community Marketing and Selling

Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011.
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Marketing

 “Marketing is an organizational function
and a set of processes for
creating, communicating, and delivering
value to customers and
for managing customer relationships
in ways that benefit the organization and its
stakeholders.” (Kotler & Keller, 2008)

Source: Kotler and Keller (2008) 37



Marketing Management

* “Marketing management is the
art and science
of choosing target markets
and getting, keeping, and growing
customers through
creating, delivering, and communicating
superior customer value.” (kotler & Keller, 2008)

Source: Kotler and Keller (2008)



Marketing Research

 Marketing Research is the
planning, collection, and analysis of data
relevant to marketing decision making and
the communication of the results of this analysis

to management.

Source: McDaniel Jr. and Gates (2009) 39



The Nature of Marketing Research

Customer Goals
Ma!rketlng Marketing Opportunistic
Environment Nature
Concept
Systems Marketing

Mix



Dragonfly Effect

Stanford SOCIAL
[INNOVA T TONRVIEW

By John Kania &

Effect | s

How to use social media for social good, ‘ Orphan
By Jennifer Asker & Andy Semith ' Innovations
Paes 30 By Susan H. Evans &
Perer Clarke

Pasn 0l

Microfinance
Needs Regulation
By Anedd Karnand

Pasaar

Source: http://www.theispot.com/whatsnew/2010/12/carl-wiens-the-dragonfly-effect.htm
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Dragonfly Effect

WING ONE - FOCUS WING TWO - GRAB ATTENTION »
Identify a single, concrete, Make someone look

measurable goal

avi.

WING THREE - ENGAGE WING FOUR - TAKE ACTION

Foster personal connection Enable and empower other

Source: http://fatimanaveed.wordpress.com/tag/the-dragonfly-effect/
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Definition of Business Model

A business model
describes the rationale of
how an organization
creates, delivers, and captures
value.

43
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€Y Customer
Activities Relationships

Key Value Customer
Partners Preposition Segments

Key

Channels
Resources

Cost Revenue
Structure Streams

Source: http://nonlinearthinking.typepad.com/nonlinear thinking/2008/07/the-business-model-canvas.html
https://www.youtube.com/watch?v=QoA0zMTLP5s
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Business Model

Key Customer
Activities Relationships
Key Value Customer
Partners Proposition 3 Segments
Key Channels
Resources
9 Cost 5 Revenue
Structure Streams

Source: Alexander Osterwalder & Yves Pigneur, Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers, Wiley, 2010.
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Social Media Management Framework

Culture

Process

Business
Value

Metrics

Source: Robert Wollan, Nick Smith, Catherine Zhou, The Social Media Management Handbook, John Wiley, 2011.
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CEO CIO CFO

CEO

Strategy and
Sales
(Leading)

-

CIO CFO-COO

Enterprise Finance and
Technology Operations
Integration (Lagging)

Source: http://www.r3now.com/what-is-the-proper-relationship-for-the-cio-ceo-and-cfo/
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CEO CIO CMO

N

CEO

Strategy and
Sales
(Leading)

-

CIO CMO

Enterprise Marketing
Technology Communication

Integration

Adapted from: http://www.r3now.com/what-is-the-proper-relationship-for-the-cio-ceo-and-cfo/
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Vision
Strategy
Mission
Tactics Goals
Objectives
Operations
Tasks

CEO CIO CMO

Adapted from: http://www.argowiki.com/index.php?title=The Relationship_Between_the CEO_and_CIO
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CIO
Chief Information Officer

Source: http://pcdynamix.com/professional-services-2/managed-it-support/virtual-ciocto-services/
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CMO
Chief Marketing Officer

S

CMO

Marketing
Communication

52



Overlapping roles as data-driven
engagement becomes a top business priority

CMO: cMO  Clo
C h i Ef Market-Facing &r&uniuw

I\ ,I k e h. I1 Operations
a r g Innovation
Business .
Function = NP
- Customer Experience
Officer ——
Relationship Management
—— -
c Applied Business Intelligence
I O . - y :
° :
P
Growth
. ve
C I e Competitive Advantage
B:lse.::: ; Cost Efficiency

Information i

Managing Disruptions

Officer N d

Shifting Balance of Responsibility

R
From ‘ [blog/ on ¥4»Net.

http://www.zdnet.com/a-new-reality-between-the-cmo-and-cio-7000011720/ 53
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CMO Social Media Landscape

A soclal-networking site where
users can add friends, send
messages, and bulld their own

A microblogging site that
enables users to send “tweets,”
or messages of 10 characters
or less

An image-and video- hosting
Web site where community
members can share and
comment on media

A soclal-networking site for
business professionals

(11 Tube|

A video-sharing Web site where
users can share and upload
new videos

CUSTOMER
COMMUNICATION

is the hub through which
businesses want to drive soclal
interaction. Positive or negative,
companies can use Facebook to
get their messages out and to

Twitter Is the ultimate outbound
messaging tool. Inbound
customer communications are
?;ldtmdtohpolm,dlmhg
simple monitoring and

BRAND
EXPOSURE

Using pages as a persona allows

companies to position thelr

brands on other relevant pages.

For example, Starbucks' page
Itself can now post on large

others to say about you that
has the real impact. Getting
retweets and interactions can

do more for brand exposure
than any other soclal site.

Linkedin Is great for personal

D

Your YouTube branding Is
second only to Facebook when

TRAFFICTO
YOUR SITE

Even If you get tens of
thousands of visits to a photo
with your URL hyperlinked
below, the click-through rates
are among the lowest around.
All links are "nofollow.”

Google and Bing have both indic-
ated that they are using "soclal
signals® as part of their ranking
algorithms, pointing to Facebook
and Twitter, in particular. While
the links themselves are “no-
follow," the search benefits exist,
especlally in instances where
"Query Deserves Freshness."

Flickr Is very much indexed In
search engines and passes links
and page rank. It Is also a major
part of Google's and Bing's social
search component—photos
liked by Individuals can be seen
more prevalently in thelr friends’
searches.

I R

Linkedin continues to
improve its standing In traffic
generation by encouraging
sharing through every new
feature It has rolled out
during the past year. It sn't as
consistent as Facebook or as
viral as Digg, but it's getting
better.

value
name, but that Is about it.

I R

YouTube Is growing in the
traffic-generation segment,
particularly through in-video

m;oodfcrmnglhlu
to your site because the
videos rank very well. YouTube

way to send some really good




Nothing
IS
so practical
as a
good theory

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2"® Edition, Sage



Summary

* This course introduces the fundamental concepts and research
issues of social media marketing.

* Topics include
— Business Models of Social Media,
— Customer Value and Branding,
— Consumer Psychology and Behavior on Social Media,
— The Dragonfly Effect of Social Media Marketing,
— Marketing Communications Research,
— Social Media Strategy,
— Social Media Marketing Plan,
— Mobile Apps Marketing,
— Social Media Metrics,
— Big Data Analytics of Social Media, and
— Case Study on Social Media Marketing.
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