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Social Media Agenda

Background

Social Media Examples

SEO PR

Content Syndication

Online Reputation Management (ORM)
Measurement, Monitoring and Analysis
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Anvil Media, Inc. Background

Search engine marketing agency
Specialize in SEO and PPC management
Founded in 2000

13 full-time employees

60 clients
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Anvil Clients
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Social Media Marketing Benefits

Create or extend brand awareness
Build credibility & thought leadership
Low cost and ROI potential
Generate qualified leads or sales
Leverages existing media assets
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Social Media Success Factors

Honesty
Transparency
Relevance
Value
Commitment
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Top 10 Social Networking Sites among US internet
Users, Ranked by Visits, December 2006 & December
2007 (% market share and % change)
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Efoctive ov Hedia iatforms Used by Warketers at
US B28B and B2C Companies, June 2007 (% of
in each group)
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Social Media & The OneBox

Compound Effect
Content types

Trusted sources
Domains

Social Networking Sites

Free & easy with basic metrics Image Sharing

Post & optimize images

Networking & awareness opportunity

Good for online reputation management Syndicate via RSS

Integrate with PR
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Video Sharing
Create your own channel

Optimize and syndicate
Manage via TubeMogul

Microblogging: Twitter
Inform constituents

Highlight events & promotions
Linking and search visibility

Virtual Networking: Facebook
Similar to LinkedIn

Explosive growth beyond youth
Open API = custom applications

Virtual Networking: LinkedIn
Electronic profile/resume

Measured by “connections”
Ability to ask & answer questions
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Community: Yahoo! Answers
Knowledge database

Incentives for best response
Research and marketing opp

SEO PR: Press Releases
Direct response vehicle

Distribute via wire services
Purchase keywords via PPC

SEO PR: Press Releases
Maintain news value

3Cs of SEO
Can maintain visibility over time
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Content: Articles
Address an industry issue

Optimize accordingly
Syndicate to relevant industry sites

Content: Article Syndication
Develop a relationship with sites

Create and build a profile
Further leverage content

Content: Blogosphere
Thought leadership & SEO value

Corporate & personal blogs
Industry blog monitoring & outreach
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ORM: Starbucks Example
| Manage social media profiles

Engage with anti-Starbucks sites
Create SEO & PPC content

Reputation Audit: Nautilus Bowflex
Identified & analyzed reviews
Included type, tone, topic and site

O Negative

Aided in development of ORM Plan
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Social Bookmarking: Jive Software
8,000 impressions from Digg

.02% conversion rate
450 visits from StumbleUpon

SEM PR: Attensa

Obijective:
Increase coverage and associated downloads
Strategy:
Identified, analyzed & tracked online coverage
Collaborated with PR team on outreach strategy
Measured impact of coverage on downloads
Results:

SEM PR Measurement: Attensa
301% increase in PPC impressions

142% increase in media coverage
36% increase in downloads

Resources

battellemedia.com
blogpulse.com

clickz.com
marketingpilgrim.com
marketingprofs.com
reputation-watch.com
seomoz.org
searchengineland.com
searchmarketingstandard.com
technorati.com




