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Track evangelists, detractors and influencers on an individual basis
Setup protocol for persistent engagement in their conversations
Track, analyze and pattern the influencer behavior

Track conversation outcomes

Maintain archive of relevant conversations & responses
House email threads in online account (Gmail recommended)

Store (PDF, HTML, Database) high-profile conversations & comments
immediately upon discovery (high risk = may change/disappaear)

Maintain commenting history (via Disqus or coComment)

Determine the type of conversation, is it worth engaging in?

Method of engagement & participation (tweet, post, email, video response, etc.)

Online or offline or both?

Active or passive (confront, forward, respond, retweet or bookmark, tag, mention?)

MarketingSavant MindMap — Social Media Monitoring and Engagement Process
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Create keyword watch list for you and competitors
o Maintain persistent searches, monitor dail
Discover the P %
Coversation Monitor your brand through RSS, email, alerts

Namechk.com - discover 'brandjacking’ incidents

Collect all conversations in ‘monitoring dashboard' (email, RSS, database)
Aggregate the
Conversation Share conversations with internal team(s) (newsvine, wiki, etc.)

Create protocol and process for internal comment routing and escalation
Route the Distrubute and delegate

Conversation
Personal, department and company-wide alert & distribution lists
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RSS Reader
Inbox

Copernic

Keotag.com

Socialmention.com

Search.twitter.com

Backtweets.com

Google or Alerts

Google Blog/Web Search
Google Reader

Google Trends or Trendrr
Twitter

YackTrack

Social Mention
FriendFeed search
Technorati

Serph

SocialMention
FeedRinse

BlogPulse

Backtype

BoardReader

Summize (search.twitter.com)
Filtrbox.com

Flickr (photos)

YouTube (videos)

Facebook Lexicon

MarketingSavant MindMap — Create a Social Media Monitoring Strategy & Toolkit
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Social Media
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Setup a Google RSS Reader account [google.com/reader] 4§
Setup a group Gmail account for email alerts [www.gmail.com] g
Consider Copernic Tracker [copernic.com] g &
Company name

Products/Brands

Executives

Key Customers

Patents

Press releases

Competitors

Stocks

Services

Blogs

Newsgroups

Social networks

Podcasts

Q&A venues (i.e., Yahoo Answers)
Search engine results

Wikipedia
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Contribute to multi-author blogs

Re-purpose content for a newsletter

"Not worth a blog post"
lllustrate leadership by who you "point to"
Participate in others discussions

Create a LinkStream / LifeStream

Shareaholic

FriendFeed

Delicious & TOOLSET

Disqus [

Syndicate &

Synchronize

Inside the Thought
Leading Blogger
Process

Share, Link,
Guide &

Comment
Create,

Remix &
Synthesize

MarketingSavant MindMap — Inside the Thought Leadership Blogging Process

Blog comments

Industry chatter

Customer concerns

Trends & transferable ideas

Networking & Interviews

RSS Feeds

Google Reader j Feedly &

TOOLSET Google Alerts 4

Twitter / Search

Email Newsletters

Substantive content for your own blog
Housed on a connected platform

Sharable & discoverable

Wordpress (1)

Scribefire
TOOLSET

Shareaholic
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1. Attract new clients.

2 Conduct markst ressarch

3. Recruit staff

4. Provide customer service

MarketingSavant

5. Evangelize your praduct or service

6 Discover new PR opportunities

Twitier is a microblog, which means you can post siatements, called twests. Teals wrw limited 10 140 charmcta
7. Tasi marketing messages

8. Track emerging trends & hot conversations use and has a growing sco-systam of companies bulding tools o
wittar's capabillies
9. Announce new services and products are milions of Twittar users and the sia is growing fast
Yo can Twkter fro st ot s, i s corpuilr, ghens, o

10, Run Innovalive social media campaigns many third party applk

20 Business Uses
for Twitter

11. Buiid relationships with your customers
12. Help your customers evangelze your products
13 Promate your blog, website, company. eic
14. Share ideas. inspiration and 3uppart others
15. Connect with thought leaders and Industry experts
18. Strengihen your persanal and corporate brand
17. Network with pes
18, Ask for help
18. Grow your community

20, Search angine optimization

1. Don't bore yaur followars
2. Don't follaw thousands when no one is folowing you
3. Don't have incomplate Bio information

7 Twitter Practices
to Avoid

Don't push ads or brand messages, engage in relevant conversation that
4. supports your messages

. .

How to Twitter
for Business

5, Don't repart on your dally activities
6. Don't say things you'l regret

7. Don't forget to add value

Make & interesting
Inwvi others to follow
Don't forget o spell check — 1. Inchude a Blo

For companies. idensly the person who is tweeting

Ta your business

Your biog
2. Add a link
your profile on another networking site

You can use this image o further promote your
wark of interesis

vere aro multiple twesters on a company
BCcoUnt, You €At Use this $pace 1> Kanlly who i
tweeting

3, Add  background image

You can quickly check out your follower's link & bio

nd o por sage, you never know what

Ser 9 Twitter Best
nppur\umly iy s

Practice:

Say helio to new followers

5. Be human! Don't just broadeast company announcements:
6. Answer repiies and Girect messages
7. Use Search to sea If anyone refarences you or your brands
8. Gheck your accoun dally
Link 10 blog posts you created o found Interesting or useful
Add quotes that inspire or provake conversation
AsK questions

Post finks o relevant software. applicatians.
websiies, interesting

9. Make your posts valusble
Share useful information from conferences that you attended
Provide usaful tips, tricks

Link 10 news from your company or indusiry

MarketingSavant MindMap — Twitter for Business

15 Ten
for Twitter

Members ace known by thair useenamas. You can leam mors about tham
from their brief bios and links 1o their wabsita o blogs

‘You can tweet to the public, reply to specific people publically by including
9 @MichasiDeulch) or send
private direct message to followers.

People twes! breaking news, quesiians, though's, answers, Interesting or
promational links, blog posts. quotes and more.

1fyou dan't have a sirategy or purpose for using Twitter, you'll lkely elther
waste your time or stop using if. Gheck i out, 5ee how others are using it
successfully, buiid a plan and jump in!

And finally, don'tjust braadcast on Twitter. be a part of the communiy by
answering questions and sharing useful information and links

ign up for Twiter, its free!

Use Twoat Dack on your deskiop instead
1. of & browser to read & write your tweets

Find conversations wah

2. Twitter Searc T
Cheek if your followers are following

3, you with FriendOrFollow

Schedule Tweets in
4. advance with Twestlater 5,
Check out popular links that are
5, baing shared with Twittfurl)y a

Share plctures with your followers.
6. using TwiPic

Ta keep a record of all your

7 nisiorical tweeis, use Twootake g
Survey your followers with

8. SochiToo

Share finks from your browsar
9. dirsctly wih TwitThis

Automatically follow people who follow you of send
10. them automated messages wilh SecialToa

-
Compress URLS o easily share
11 with others using is.gd
=
Usa TweatBoap 0 create emall alerts on
12. conversations that you want 1o follow

Tweetburnar tracks the number
13 of people who click your link B

Use twittermetor to compare
14. popularty of words on Twitter iy

Mo dinf oy oAy
15. words is with TweetVol

For a more complote list of Twitter t
out Mas of 140+ tools

Whan you find interesting people or pecple talking about subjects you're
interested in, ‘lollow’ them. This is like making ‘friends' on social networks
lie Facebaok or ‘business contacts’ in Linkadin, It also creales a subsel of
tweets o read making it easier for you to find relevant Infammation and links.

Others will follow you too! This is important If you'd like to use Twitter for
salos. marketing, PR. support, sic
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Track &
Existing webstats evaluate weblog
Buzz metrics | @ implementation

Circulation Industry keywords & terms
Read and subscribe to other weblogs | Competitive keywards

T i ° J?.arket Space Blogging . Organization name, services, products
IPEMe Tor e 1t ve bl
Include blog URL in marcom assessment

Link to and comment on other blogs Consumer generated media
Pings & ASS inherent in most Develop/Deploy Weblog ustomer fequirements (T angelists

blog platforms Ping blog search engines | 3 Marketing Strategy

RSS feed in search results

“Educate” your customers on D:_ter?ine goals and Vis-a-vis competitors
:::j to use your weblog / RSS @ objectives What do you expect from blogging? INVESTIGATE PHASE
Write project plan_

7. Series postings

Long art
?I“"‘ELHTCT Map blogging to overall Integral part of communication plans
SiOPE SUCIE, W marketing strategy? inta reportin;

4. List | 7 kinds of weblog posts e ! i

3 e Ly T inds ot WEDBBOSE . g mogaing! | compliment existing online tactics
S OHETEmArE Weblog Implementation Roadmap

2. Link blurb

m Control writing style and editorial

i Consider the inherent | resources for writing;

Trackbacks and comments @ challenges managing
Legal implications

Hosted or on-premise I weblog Consumer media
Separate domain or i dinto current | 3 galution
Blog several posts hefare + Publish unigue informatian
releasing to the public
= Publish on a regular schedule
Develop a Weblog « Encourage feedback from

WIIFM 1op
! y @ Publishing Strategy | Your readers
e 1. Personal 2. Permalink 3.

distinctive point-of-view, Publish 4. Ping 5. Participate

Avoid canned corporate-speak P's of Blogging | 1. Point 2. Passion 3.
Change management 3 Blogger recruitment Personality 4. Perseverance

Blog culture

How to write posts
Media education - Blogger training / education Single or multi authors

LA single or many blogs
Ll i L @ Select weblog technical platform | Hosted solution for quick start.
IT support required & available

Scale of initiative

On premise solution

Categories
Features Design considerations

_Blogs = niche content jgentify blogging niche
Research and brainstorm

Topics of bloggi N
! L @ topics and content
Frequency of posting Develop content strategy
Editorial calendar Set organization iati ; ;
N " + Org tion blogging poli
’b' ]ng guldellnes rganization bloggin alicy

Integration with other Tied to existing policies
marketing content/messaging

Editorial calendar

CREATE PHASE

MarketingSavant MindMap — Weblog Implementation Roadmap www.marketingsavant.com — 888.989.7771




Outlook/Email Contacts @

"Keep in Touch" Contacts

Contacts Not Yet in Networks

Distant Contacts

Social Networking
Contact Map

Former Colleagues

Key Target Prospects

Supervisors, Managers, Likely
to Recommend

MarketingSavant MindMap — Social Networking Contact Map

MarketingSavant

Personal Contacts @

Contacts Already in Networks Y

Online Sources Q

=

Friends & Family

Current Clients u

N
Association Members

=

Former Classmates @
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. Business Development + L
Thought Leadership Material '

| Committees, Initiatives, Causes

MarketingSavant

- Podcast & Video Inteviews

| Broadcast Media _|
| Appearances

Lead Nurturing Program

< Webinars —

- symposiums —m'

Trade Shows

+ Workshops —

Client Seminars Speaking Engagements §

< Industry Conferences —

- Video Testimonials — Case Studies

MarketingSavant MindMap — Thought Leadership Marketing

Personal Briefings
Podcasts -
. - Social Networking
| Board Positions . Social Media - Video/Photo Sharing
) J Industry and : )
- Industry Associations Community Involvement ~— Micro updates (ping.fm) -
Vol in your ind . | Internet Radio Show
1 Aligned Non-Profit Support —I Blogging
} Cause Marketing
Higher-Calling in Industry
- Answering Media Queries —|
< Interview Availability E-mail
}~ PR & Media Presence

Thought Leadership
Marketing Toolkit

Marketing/Newsletters

- Client Interviews

|
— Original/Academic Research

e Research Reports '
— Industry Statistics -

Industry Association
Endorsement

me  White Papers

. E-Books
Write a Book S
“~ Published Book -
.
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Dana VanDen Heuvel and the MarketingSavant Group

Are You Looking for a Marketing Firm You Can Trust? One Who Really Gets It?

Not only does Dana VanDen Heuvel and his company, The MarketingSavant Group, have more than 14 years of internet
marketing experience, he’s been an entrepreneur and business owner since he started his first business at age 13. As
a marketing trainer, Dana has helped hundreds of marketers with their internet, thought leadership and social media
marketing challenges.

Marketing consultants are everywhere. Whether you’re looking for help now, or just want to bat around a few ideas,
why not trust someone who’s taught hundreds about the latest marketing techniques, spoken at dozens of conferences, and helped businesses
just like yours achieve success through marketing.

With The MarketingSavant Group, you’ll never encounter freshly minted MBA’s who’ve never seen the inside of a boardroom or an inexperienced

account manager or a poorly written strategy. When you work with us, you get our best and brightest talent every time, all the time.

MarketingSavant Marketing Consulting Services

The MarketingSavant Group will work with you to find a working arrangement that meets
your needs. We offer several consulting options for our clients. If you’re just looking for ac-
cess to our ideas and talent, well that works too. You decide how you want use us and when
you need us. Our clients appreciate the benefit of adding a nationally-renowned marketing
consultant to your team without the overhead of hiring full-time staff or engaging an ad
agency.

How We Work With You

* Phone consultations - you pick the hours needed and you decide when to use our market-
ing expertise.

e On-site training/consulting - have Dana spend a day or two or ten with your company,
evaluating your projects, providing expert advice and making your next marketing project
a success.

e Remote web training — when you need to train a team of marketers on blogging or go-to-
market strategy or whatever, we’ll come to you over a Webex meeting or a teleconference.

e Retainer-based consulting - if you know you’ll need Dana’s expertise for an extensive period
of time, you can hire The MarketingSavant group on a reasonable monthly retainer basis.

e Al a carte — What do you need? Tell us what’s on your mind and we’ll work with you.

MarketingSavant

Email us at info@marketingsavant.com or learn more
about our consulting services at www.MarketingSavant.com.

“Dana’s vision and insight into digital and thought leadership
marketing has been a significant contribution to our business.
He offers not only the knowledge, but the systems to make on-
line marketing a natural extension of the work we do every day.
I recommend him highly.”

Kyra Cavanaugh, Founder, Life Meets Work

“Dana is one of those people who just “gets it.” His knowledge
and granular understanding of how blogs and social media can
be used as a marketing tool place him at the head of the pack in
this burgeoning field. He was one of the blogging early adopters
and someone to whom | looked for insight and information.”
Paul Chaney, President, Radiant Marketing Group

“I've had the honor of working with Dana and found him to be a
forwardthinking visionary especially on subject matter pertain-
ing to interactive marketing. I turn to him not only for consulta-
tion on my own projects and challenges, but also to help enrich
AMA member benefits by providing information and insights to
our membership. | wouldn't hesitate to recommend him or work
with him again!”
Amy (Komenda) Zelenka, Marketing Manager
American Marketing Association
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