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Developing a Social Media 
Strategy That Makes Sense!
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About 
Dana VanDen Heuvel

Dana VanDen Heuvel is an award-winning marketing blogger, author of the 
American Marketing Association's MarketechGuide to Marketing 
Technologyand  the MySpace, YourSpace, TheirSpaceGuide to Social 
Network Marketingand the creator of the AMA's TechnoMarketing
training series. Dana is a widely recognized expert on blogging, podcasting, 
RSS, Internet communities and interactive marketing trends and best 
practices and speaks regularly on these topics at industry events. Dana 
founded BlogSavant, one of the nation's first weblog and social media 
ƳŀǊƪŜǘƛƴƎ ŎƻƴǎǳƭǘŀƴŎƛŜǎ ŀƴŘ ŎǳǊǊŜƴǘƭȅ Ǌǳƴǎ ¢ƘŜ aŀǊƪŜǘƛƴƎ{ŀǾŀƴǘϰ DǊƻǳǇΣ 
a marketing technology consulting and training firm that helps marketers 
leverage emerging marketing technology to reach and keep customers. 
Learn more from Dana's blog at www.marketingsavant.com.

The MarketingSavant Groupis a specialist company that focuses on transforming our clients into the preeminent 
thought leaders and trusted advisors in their industry. Through our thought leadership marketing approach and 
deep experience in digital and social media marketingwe do extraordinary work for B2B clients to move your 
entire organization beyond the competitive realm and into the unique niche of industry thought leader. We focus 
on genuine organizational transformation through marketing, innovation, intellectual capital development and not 
ƻƴ ǇǊƻŘǳŎƛƴƎ ŀ ŎŀƳǇŀƛƎƴ ǘƘŀǘΩǎ ƳŜǊŜƭȅ ŀ ǉǳƛŎƪƭȅ ŦƻǊƎƻǘǘŜƴ ŦƭŀǾƻǊ-of-the-month tool.

We formed MarketingSavant to work with ethical, intellectual, innovative and challenging clients in the Business-
to-Business market sector. Our approach and our philosophy are to always put altruism before capitalism. We do 
well by doing good, and we like to work with clients who share our philosophy.
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Social Media is the #1 
Activity on the Internet!

via: WWW.VIRTU-ASSIST.COM
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ÅHow people use 
decentralized, people-
based networks to get 
the things they need 
from each other.

Å WHAT IS SOCIAL MEDIA?

Å BOTTOM LINE:

Å{ƻŎƛŀƭ ƳŜŘƛŀ ƛǎƴΩǘ Ƨǳǎǘ 
a list of destinations.

ÅLǘΩǎ ŀ ƴŜǿ ǎǘŀƴŘŀǊŘ ƻŦ 
expectations.
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Leading the way, off-site social media, where 73% of those 

polled said they will increase their budgets this year. 

ñOff-siteò means taking campaigns to the Facebooks

and YouTubes of the world , the places that are already 

drawing traffic in droves, as opposed to building a social 

community on oneôs own Web site and convincing users to 

show up.
ExactTarget, Marketing Budgets 2010

THE SITE-LESS WEB
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Connecting Content 
with Consumers

Source: Ogilvy
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5ƻƴΩǘ /ƻƳƳƛǘ wŀƴŘƻƳ !Ŏǘǎ ƻŦ 
Social Media Marketing!
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Social Content

Social Platforms    

The Social Media Channels

BLOGS

VIDEOSMICROBLOGS

AUDIO 
(PODCAST)

PHOTOS

BRANDED SOCIAL 
NETWORKS

WIKIS

WHITE-LABEL
SOCIAL NETWORKS

EMAIL 
(BACN)

SMS and TEXT

EVENTS and 
CALENDARS

STATUS 
UPDATES

Social media is created and shared within social platforms: status updates and 
similar interactions drive participation by increasing visibility of use. 

Social Interactions
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World-Class Social Media 
¦ǎŜǊǎ aŀǘŎƘ ǘƘŜ /ǳǎǘƻƳŜǊΩǎ 
Buying Phase to Social 
Media Channels
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.ǳǘΧǿƘŀǘ ǎƘƻǳƭŘ 
we do next?

Social Media + Path to Purchase

Source: Ogilvy
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Define the Social Media Plan

1. Outline Your 
Objectives

2. Risk Profile

3. Define Your 
Audience(s)

4. Social Media Content

5. Determine Integration 
Points

6. Culture Change and 
Adaptation?

7. Enterprise Social 
Media Assessment

8. Policy / Protocols

9. Choose Social 
Channels (Tools & 
Tactics)

10.Capacity and 
Commitment

11.Social Media Systems

12.Measurement
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Social Media Objectives

ÅHow to we plan to measure the success of our social 
media efforts? (Qualitative and quantitative metrics)
ÅWhat other benefits can you derive, such as creating a 

community with suppliers, vendors, and partners?
ÅWhat do we expect people to do with the social media 

tools that we roll out?
ÅWhat are our data do gathering objectives? (email, 

address, downloads only)
ÅAre we ok with not seeing an immediate and direct 

return on are social media investment?
ÅWhat are our short term and long term investment 

expectations?
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Common Social Media Objectives

ÅResearch and Learning
ÅLead generation
ÅE-commerce sales
ÅStore traffic
ÅIncrease Brand or Issue Awareness
ÅReputation management
ÅGet your fans to talk about you (word of mouth)
ÅContent Generation and Issues Awareness
ÅIncreased Relevant Visitor Traffic and Page Rankings
ÅTake Action (sign petition, send email, leave comment, 

etc)
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Exercise: Your Social Media
Objectives

Objective: _______________________________

Target Result:    ____________________________________________________________________      

How Measured: ____________________________________________________________________      

Objective: _______________________________

Target Result:    ____________________________________________________________________      

How Measured: ____________________________________________________________________      

Objective: _______________________________

Target Result:    ____________________________________________________________________      

How Measured: ____________________________________________________________________      

Objective: _______________________________

Target Result:    ____________________________________________________________________      

How Measured: ____________________________________________________________________      
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Write the Strategy

ÅObjective: Develop a clear strategy statement 
for your plan.

ÅActivity: Define the core plan elements.

ÅOutcome: Be clear about what the plan entails 
and the expected outcome.
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Indium employs social media to generate leads for electronic assembly components

Toolkit
VBlogs (10 of them)
VVideo
VRSS feeds
VLinkedIn
VTwitter
VFlickr
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Social Media Marketer
Indium Corporation

Å25% reduction in 
marketing spend

ÅMajor account wins

ÅEntire organization 
involved
ƛƴ ǘƘŜ ΨŎƻƳƳǳƴƛǘȅΩ

Åά¢ƘƻǳƎƘǘ 
[ŜŀŘŜǊǎƘƛǇ {ǘŀǘǳǎέ 
in their industry
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Define the Social Media Plan

1. Outline Your 
Objectives

2. Risk Profile

3. Define Your 
Audience(s)

4. Social Media Content

5. Determine Integration 
Points

6. Culture Change and 
Adaptation?

7. Enterprise Social 
Media Assessment

8. Policy / Protocols

9. Choose Social 
Channels (Tools & 
Tactics)

10.Capacity and 
Commitment

11.Social Media Systems

12.Measurement
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Balance Risk & 
Reward
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Nicolet uses a blog and social media to educate and connect with their tribe

Social & Thought Leadership Toolkit
VBlog
VTwitter (rates)
VRSS feeds
VPodcasts
VBusiness Pulse Survey
VVOC community center


