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WELCOME

As an outgrowth of client feedback and the continued interest in new technology and cutting-edge trends of our
industry, Experient has spent time and resources exploring social media and its impact on the event industry. Through
that effort we learned a number of things, including that organizations tend to reach a common stalling point with
social media when it comes to connecting leveraging these online tools platforms and communities and technology to
achieve strategic business goals.

After the Facebook pages are built and the first tweets are sent, organizations and event managers begin asking
themselves: Now what? How do | use these tools and leverage engage my growing community to achieve real
business goals? What can | do with social media to recruit new attendees, generate event buzz, and increase my
organization’s brand visibility?

To help organizations tackle these kinds of questions, Experient authored the Social Media Playbook for the Event
Industry. It has been designed to help customers accomplish 4 things:

Define their strategy for participation in social media

Grow their online community to increase interaction with and among their members
Leverage their social network to achieve critical, industry-specific objectives
Measure the performance of their social media activity and campaigns

This playbook is a step-by step guide that details what to do — specifically — to achieve industry-specific goals
using social media.
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TABLE OF CONTENTS

FORWARD: Social Media Fundamentals for Events

Recruit New Attendees

Use social media to find, invite, and entice potential new attendees to learn about, and
ultimately register for, an event. Inbound marketing techniques are introduced inside
a number of the plays that work to attract communities to you and invite them deeper
into your organization’s brand and sales funnel.

Find & Grow Online Community

The broad reach of social media enables organizations to access new online
community members quickly, and in this section of the playbook we help you develop
your online presence, enhance your social media efforts, and subsequently find and
grow your online community.

Enhance Social Networking
Develop value for your online community by enhancing participation, encouraging
interaction of people with related interests, and continuously driving discussions
among community members in online environments.

Increase Brand Visibility & Awareness
Explore the strategic process of expanding your online footprint to increase brand
exposure and serve as your industry’s subject matter expert while providing relevant
and interesting content. Through these efforts, your organization will encourage
people to return to your social media outlets, engage in your online communities, and
participate in your events.

Enhance Exhibitor Recruitment

Identify social media communities that contain exhibitor prospects and produce
content and campaigns to attract those exhibitors to your event.
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Create Value Opportunities for Exhibitors
Focusing on one specific segment of your community — Exhibitors — the plays here
identify ways tradeshow and event organizers can deliver value and opportunity to this
important audience using social media tools.

Augment Event Buzz

Use social media to give attendees and exhibitors a richer experience before, during, and
after an event. Apply strategies for increasing interaction between event-specific
community segments and to include participation in the event from people who can’t
attend or how aren’t local to the event site.

Drive Purchase Transactions

Use Inbound Marketing and social media tools to direct interested members of your
online community into your organization’s products and services sales funnel.

Gonduct Research

Leverage social media platforms to conduct primary or secondary online research with
industry experts, brand generals, exhibitors, attendees, and other online groups to learn
more about your organization, design better events or services, gather feedback, or
collect data on other business-critical issues.

Provide Social Media Connectivity at Event

Use these plays to connect your community members to your brand and each other
during your event and prepare your website, social media platforms, and other
technology tools to create a complementary online experience for your attendees. Plays
in this section also work well in concert with the Augment Event Buzz plays.

Manage Reputation
Change the way your organization interacts with its community by using social media to
listen and engage with an audience to improve customer service efforts, brand
perception, and your ability to drive customer and member satisfaction.



experjent Social Media Playhook

SOCI AL M ED I A Social media is the use of web-based and mobile technologies to convert individual communication into interactive
dialogue. Show managers and event producers are increasingly faced with the ever-expanding challenge of defining

FU N DAM ENTALS how social media will benefit their organization. Understanding the fundamentals will provide event organizers the

F OR EVENT S foundation to select and execute the plays related to their social media goals and objectives.
Four simple actions center on three basic building blocks to provide a framework for every social media strategy:
Actions: listening, engaging, measuring and evolving
Building blocks: content, community and conversation

LISTENING ENGAGING MEASURING EVOLVING

What is the ~ How can your brand What are the results of What direction has

CONTENT community saying provide relevant  brand participation in the community moved
COMMUNITY about your brand, your information to the the community  and how should your
i ity? ion? ?

CONVERSATION competitors e:rr:g&gg community? conversation? brand respond?

This fundamentals section is a primer on social media. Provide it to all stakeholders to ensure that there is shared
understanding of the plan and that everyone is working with the same terms and definitions.
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CONTENT
ENGAGEMENT

What is Engaging Content?

Content is considered the nucleus of any social media campaign. Community members that connect on a
tradeshow floor or throughout the conference produce a lot of content. Speakers, exhibitors, press, bloggers,
attendees, and the event organizer themselves often engage in digital conversations and messages as a result
of the event. These conversations happen before, during and after the event. Evidence of these interactions is
often observed as spikes in website traffic analytics. A community member’s focus increases with an upcoming
event and online traffic peaks during the event, while often crashing back to normalcy a few days after the event
ends. Harnessing and utilizing this content becomes a bit more complicated and challenging for many
organizations.

Community engagement has become a hyped concept that is actually just a fundamental marketing approach to
gain and hold the attention of customers and prospects through regular business-to-community online
interactions.

For event organizers, the goal of engaging content is to acquire the attention of the community as an expert
source and re-direct that attention as a face-to-face experience to be continued at the event. This opportunity to
“connect at the event” should ultimately drive traffic to generate and register additional attendees and
exhibitors.

Within the context of social media, engaging content usually means online conversations with a targeted
audience during which the event brand is referenced at some appropriate point. Engagement becomes valuable
when the event brand provides prospective customers with valuable content and messages that increases
audience or exhibitor recruitment.
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Community

Generating an online community is the effort to recruit individuals who are interested in the topics and conversations
relevant to your marketplace into a collective body. It involves listening to community members and participating in
conversations. Where appropriate, your organization has the opportunity to invite potential audience members and
exhibitors to learn more about the event.

Determining where you should participate starts with ascertaining where your customers currently exist. Many events
underestimate their own community or the discussion on their brand. One of the best ways is to discover what your
community already says about your event via social media sites. Your audience may appear in only a few places to start,
or perhaps many places if your event is inherently social. However, you’ll be able to identify exactly where that audience is
through your listening strategy.

Make your event easy to find.

Social media allows event organizers to reach beyond the typical list of audience prospects. Part of that “viral” effect is
dependent upon your organization’s efforts to place your brand in a variety of communities. Combined with strategies
designed to maximize search engine optimization (SEO) around key industry terms or issues, building a community
involves consistent placement of quality content and conversations that make your brand a valued participant within the
community. This allows you to invite people to learn more about the topics and content presented through your event. A
trade show or event provides community members an opportunity to convene by bringing the online conversations and
content to a face-to-face setting.

Always provide a compelling call to action

Event organizers need to remember the purpose of the community is to generate business or promote the event brand.
Since creating a community for the sake of having a community often misses the ultimate business objective, stay mindful
of the goal to either generate revenues or build some type of event ROI. The best way to recruit audiences or exhibitors is
simple — ask. That means including an invitation or call-to-action asking prospective customers to purchase or

register for the event. However, the first time that you engage doesn’t have to be a hard sell, but rather an invitation to
learn about the event. Eventually, the compelling call-to-action should be to attend, sponsor or exhibit. Without this
actionable request, your community is just a group of online friends or peers.
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GETTING
STARTED

Social Media Community Overview

Facebook:

Facebook is a social networking service and website. Users register and create a personal profile, add other users as friends,
and exchange messages, including automatic notifications, when they update their profile. Additionally, users may join
common-interest user groups, organized by workplace, school, interests, or other characteristics.

Because of the strict standards for users to provide their true identity and the level of control users have on privacy,
communications between users are often considered safer than email or internet. This accountability, similar to LinkedIn and
Twitter, creates community security and enables users to screen unwanted messages, relationships and advertising.

Facebook Pages are for organizations, businesses, celebrities, and bands to broadcast great information in an official, public
manner to people who choose to connect with them. Similar to user profiles, Pages can be enhanced with applications that
help the entity communicate and engage with their audiences, and capture new audiences virally through friend
recommendations, News Feed stories, Facebook events, and beyond.

Event organizers can appreciate the value that Facebook pages can provide to their event brand as a way to connect in a
presentation of pictures. Combined with Facebook advertising, show and event management can present relevant pictures
and videos of past events and invite visitors to learn more about an upcoming event. Facebook has grouped many of the
tools for organizations’ use at www.facebook.com/business.

Linkedin:

LinkedIn is a business-oriented social networking site that allows members to establish contacts with colleagues, business
prospects or people of interest. Utilizing search features that enable the ability to link with others based on your own
relationships, LinkedIn has designed robust community tagging and connecting solutions.
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GETTI NG LinkedIn allows users to create a professional profile, list their present and past employment, and link up with former
and current colleagues. It also allows users to stay in touch with clients, vendors, suppliers and other business

STARTED contacts via secure email messaging.

Many event professionals have harnessed LinkedIn’s capabilities to recruit new community members that in turn
become prospects to participate in face to face events.

LinkedIn represents a valuable demographic for marketers with an affluent & influential membership.

LinkedIn Groups provide a place for professionals in the same industry or with similar interests to share content, find
answers, post and view jobs, make business contacts, and establish themselves as industry experts. New Groups
can be established by anyone, and most existing Groups are available to join upon simple request.

Creating a Group on Facebook or LinkedIn

To set-up a Facebook or LinkedIn group you should consider the goals and guidelines established for
the community. Is it acceptable to mention your event? The best communities limit the amount of
organization or product promotion keeping the discussions focused on pertinent or educational
topics. If you want that group to succeed, then keep the conversation going. If things start flagging
or die down altogether then you’ll need to initiate a new topic of conversation. Think of it as hosting a
party: you'll should be attentive to your guests, welcome new people to your group, tell them what’s
been happening and about what’s coming up. Stimulate participation and you’ll create a community
that people will want to join.

The general rule with social media is to be pro-active. It's a good idea to appoint deputies or advocates
as your group grows. If you can’t pay your advocates, then pay them in kind with free products,
discounts, power or position. That way you have more eyes and ears on the ground, and you also have
a team of brand ambassadors.
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GETTING | T

Twitter delivers some of the same social networking opportunities as Facebook and LinkedIn, but limits the
STARTED size of the message. Twitter is often referred to as a mini-blogging platform since the user has the ability to
own and post content in short messages of 140 characters or less directly to connections or to the general
Web community at-large.

Users can also choose to follow other Twitter community members’ posts, either by navigating directly to their
Twitter site, subscribing to that particular Twitter RSS feed, or getting Twitter posts sent to a mobile device.

Twitter can be leveraged to broadcast information and create a community, or both; but just like Facebook and
Linkedlt it requires consistent monitoring and community engagement in order to be valued by community
members.

Creating a Twitter Feed

Creating a Twitter feed is free. It takes two seconds to start up, but it is important to consider the
amount of interactive engagement that you expect. Is it a one-way feed of information or are you
seeking to be more proactive within the community? Event promotion is acceptable if your
followers understand the purpose of the feed.

Twitter can be used quite successfully as a broadcast medium, but you should always be
transparent if you are speaking on behalf of your organization’s event. Try to provide useful
information that everyone will appreciate, whether they are attending the event or not. If you
have earned their attention and loyalty through other valuable content, it is more likely community
members will be willing to share (“retweet”) your messages.

Twitter works well when you already have a growing community and when you integrate it with
other social media such as blogs.
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GETTING 2

A blog is an online chronicle for you to discuss industry topics, products, business or market issues — usually focused on
STARTED a particular area of interest. Authoring a blog, maintaining a blog or adding an article to an existing blog is called

“blogging”. Individual articles on a blog are called “blog posts,” “posts” or “entries”. A person who posts these entries is
called a “blogger”.

A blog comprises text, hypertext, images, and links (to other web pages and to video, audio and other files). Blogs use a
conversational style of documentation and typically allow for comments and feedback from readers in comment threads
below it — extending the static article into living content.

Creating a Blog

Since blogs provide information, opinion or news about applicable topics of interest to the community, they
can become interactive, (however some communities prefer to “lurk” and solely read without commenting).
Some of the more successful blogs promote controversy or passion about a topic that stimulates additional
dialogue or questions to consider. One blog example, Trade Show News Network (TSNN.com) relies on a
collection of opinion leaders all speaking specifically to one industry.

Often, the more discussion a blog provokes, the blog will increase its success and number of followers. If
you want to blog to solely promote an event, then consider writing a press release and allowing the other
bloggers and media to use it as source material.
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GETTING
STARTED

You Tube:
YouTube is a video-sharing website on which users can upload, share and view videos.

YouTube uses Adobe Flash Video to display a wide variety of user-generated video content, including movie clips, TV clips,
and music videos, as well as amateur content such as video blogging and short original videos. Most of the content on
YouTube has been uploaded by individuals, although media corporations including CBS, BBC, Vevo, Hulu, and other
organizations offer some of their material via the site, as part of the YouTube partnership program.

Unregistered users may watch videos, and registered users may upload an unlimited number of videos. In November
2006, YouTube, LLC was bought by Google Inc. and now operates as a subsidiary of Google.

Google+

Google+ (Google Plus) is a social networking platform — in the vein of Facebook and LinkedIn — operated by Google Inc.
that integrates social services such as Google Profiles and Google Buzz, and introduces new features called Hangouts,
Sparks, and Huddles. One of the more popular features, “Circles,” enables users to organize contacts into groups for
sharing across various Google products and services. Individuals and event organizers will likely approach Google+ with
similar strategies as with their Facebook and LinkedIn platforms, but perhaps engage with new or different audiences
there.

Flickr

Flickr is an image hosting and video hosting website, web services suite, and online community acquired by Yahoo!. In
addition to being a popular website for users to share and embed personal photographs, the service is widely used by
bloggers to host images that they embed in blogs and social media. For mobile users, Flickr has various apps for a variety
of smartphone platforms.
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Foursquare
GETTI NG Foursquare is a location-based social networking website based on hardware for mobile devices. The service is available
STARTED to users with GPS-enabled mobile devices such as smartphones. Users “check-in” at venues and events using a mobile
website, text messaging or a device-specific application by running the application and selecting from a list of venue or
event options that the application locates nearby. Each check-in awards the user points and sometimes “badges” and
the application allows users to post their check-ins on Twitter and/or Facebook as well as identify friends who are in the
same location.

Stay Active in the Community
Connecting with your marketplace using social media shows that your organization cares about customers
and attendees, but there is a need to stay involved in the conversations and discussions. Social media is a
bit like a garden, if you don’t tend it and water it, then it will either grow wild or die.

After becoming familiar with these social media basics in order to launch your social media strategy, use the
accompanying playbook as a way to move to more specific efforts that will help reach your organization’s
goals with social media.

/./ 11 | Social Media Playbook: Social Media Fundamentals For Events
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The Playbook
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RECRUIT
NEW
ATTENDEES

How can we grow our event attendance? As an organization, we would like to expand our database of potential
attendees, but where do we find them? How can we attract the next generation of members and event participants while
expanding our reach into new communities?

Event organizers often consider these questions and seek new methods of recruiting new attendees, especially once
they have exhausted their current marketing avenues. For many organizations, the success of their event is measured
on the final number of registered attendees or even by the growth in attendance from previous years. However, planners
and organizations are faced with the challenge of reaching potential new attendees and encouraging them to register for
their event.

This section of the Social Media Playbook addresses these questions and suggests a number of social media “plays”
to find, invite and entice potential new attendees to learn about, and ultimately register for, your next event. The plays
range from basic to multi-layered and you’ll find that many complement each other in an effort to help you reach your
goal. You’'ll also find a number of inbound marketing techniques introduced inside the plays that work to attract
communities to you and invite them deeper into your organization’s brand and sales funnel.

7 131 Social Media Playbook: Recruit New Attendees
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PLAYS

Extend event registration invitations, and links to event information, to the online community using
social media platforms and tools.

a.

b.

Design event registration invitations to promote through social media platforms with a goal to
mention event, relevant content, and links to register.

Use social media platforms and tools to extend invitation to your community members.

Place relevant, event-specific content in websphere with invitation calls-to-action to drive
registration and grow marketing database.

a.

Identify and promote content related to the event into your community using social media
platforms and tools (video interview with a keynote speaker, blog article, session abstract,
testimonials from previous event attendees, promotional/viral YouTube videos, photo albums,
presentation slides and speaker video from past or upcoming event, etc.)

Content placement is driven by:
Community
Format
Discussions
Relevance
Include direct event registration links on all content pages where possible

Use call-to-action tactics (on-screen, sidebar buttons/boxes that invite visitors to participate
further with your organization in some way through an included link) to invite community
members to view this, or additional, related content directing them through landing pages to
gather their contact information in exchange for access to all, or select, content

Collect all new contact information from landing pages and insert data into marketing database
for lead nurturing and e-marketing campaigns

Extend event registration invitations to marketing database through a planned e-marketing
campaigns
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Find and strike a balance
between sending event
promotions versus content

related to the event. Overselling
in social media will quickly turn
an audience off to future

messages
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PL AYS 3. Provide exclusive and insider content to be distributed by Brand Generals (the organization’s

ambassadors and advocates), along with event invitations and discounts, into their individual online
communities.

a.

Offer exclusive content not available to the public except through specific community
distribution channels (those owned/managed by your organization or your Brand Generals)

Tie event invitations and discounts to exclusive content using call-to-action links directing
the community to the registration site and/or landing pages to collect contact information for
marketing database.

4. Stimulate discussions in LinkedIn, Facebook, and Twitter platforms with a six-month discussion
topic campaign around event-related content.

a.

Brand Generals and/or Community Manager should place questions or conversations into
communities and platforms according to traffic activity and subject matter. (Be careful not to
overwhelm the discussions with branded messages.)

Monitor conversations and comments, participate.

Discussion owner, if deemed appropriate, can directly invite discussion participants to the
event and share links to the event site and registration page.

When appropriate, invite participants to visit related content that requires passing through a
landing page and collect their contact information.

Insert new contacts into marketing database and include them in all e-marketing and
traditional marketing campaigns designed to promote event.

5. Use non-hosted blog contribution or sponsorships to help extend event registration invitations into
new communities.

a.

Contribute to non-hosted blogs by writing articles related to your event’s content with links
back, or sidebar calls-to-action, directing readers to your event site and registration pages or
additional content landing pages (to collect contact info and insert into marketing database and
existing marketing campaigns).
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Brand Generals can come

in all forms. They share the
common trait of enthusiasm
about the brand, a willingness
to communicate this
enthusiasm and expertise that
the community appreciates.

One important rule for a
Community Manager involves
the execution of various
marketing efforts, which are
often departmentalized in large
organizations. The ability to

compile and place brand
messages through a single
coordinator can enhance
social media marketing
results.

Tweetdeck supports several
link shortening services; bit.ly,
is.gd, twurl and tinyurl. Of these,
bit.ly tracks real-time click data
of links created through the
bit.ly website. Sign up for a
bit.ly account and integrate

with Tweetdeck to have this
done automatically.
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PLAYS | °

6. Contact and encourage exhibitors to become recruiters for the event.
a.

Pay for placed event logo on various social media platforms, blog sites, and websites linking
back to organizations webpage, event page, or registration page.

Design event registration invitations for exhibitors to use to promote through their online
platforms with a goal to mention event, relevant content, and links to register.

Have exhibitors place the event logo, linking back to your event site or registration site, on
their website or social media platforms/communication outlets.

7. Launch webinars tackling hot topics with community Brand Generals, event speakers, or industry

leaders.

a. Select and launch webinar platform.

b. Secure Brand Generals or event speakers/keynotes to participate in webinar.

c. Choose session topics for webinar themes related to event content.

d. Market webinars via all social media platforms and all blog connections as well as through
Brand Generals and webinar presenters.

e. Add online tool to webinar platform to allow online dialogue during webinar.

f.  Invite webinar participants to event with an on-screen link, through direct request, and via

e-marketing campaigns afterward.
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A blog post has the
potential to impact
communities, especially if it
is well linked. Search engine
rankings can increase the
power of a well read post
over time.

Build greater community
participation for the webinar
by inviting members to answer
a pre-webinar survey, and
announcing the results of the
survey during the webinar.

Webinars are an excellent

way to announce new
products or services.
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FI N D Our organization would like to use social media, but where do we start? We have a Facebook page and Twitter account,
but now what? We recognize that our members and attendees are online, but how do we find them and plug into the
& G ROW conversation? Where can we find more people to participate in our online community and discussions? As social media
gains popularity, organizations appreciate the potential opportunities to connect with their members, discover new
0 N LI N E partners or sponsors, and attract new participants into their online communities. However, creating a brand presence
and providing engaging content remains the largest challenge for most organizations.

CO M M U N ITY The broad reach of social media enables organizations to reach new online community members quickly, and this

section of the Social Media Playbook addresses methods to develop your online presence, enhance your social media
efforts, and subsequently find and grow your online community.
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PL AYS 1. Establish brand presence in the 3 mainstream social networking platforms (Twitter, Facebook and
Linkedln).

a. Inorder to take the organization’s current community online, contact current customers, partners,
members, sponsors, industry leaders, and thought leaders, and ask them to connect with the
organization in each/all of these social media platforms and promote connection to their
respective communities, where appropriate.

b. Place icons or links to Twitter, Facebook and LinkedIn in organization communication pieces
including emails, website pages, registrations pages, newsletter, blogs and any other content
placed in the websphere.

c. Design regular invitation emails and marketing campaigns to specifically mention online
community discussions and invite recipients to visit and join these communities and to participate
in the dialogue.

2. Place content in other mainstream tools like Slideshare and YouTube and provide a link to the online
community.

a. Create an organization slideshare presence and require all speakers to upload their final
presentations for public access.

b. Video record and publish live speaking opportunities (both internal and external) to your
organization’s YouTube Channel.

c. Invite all visitors to join the online community to receive ongoing content.

3. Find and recruit new community members from other online locations

a. Profile your community members (What do they “look like”?). These traits will better identify and
portray members that fit into the community and give key descriptors for search efforts. This can
be accomplished through a variety of research efforts including simple customer interviews and
online surveys and evaluation of existing community and audience members.
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Community Members can
change platform preferences.
Stay current on which platforms

members are using since the
goal is to be present where
your community is.

Do research on the

community to determine

the different video and
presentation sharing sites,
ensuring the intended audience

is using these platforms. YouTube
and SlideShare are two of the
largest sharing platforms, but
aren’t the only choices. Vimeo
and SlideRocket are other
alternatives.
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PLAYS

b. Determine online arenas where community members might congregate. Upon creating a clear

profile of your community, a short-list of online arenas and social media sites can be derived
that might contain prospective audience members, beyond the current online community. This
list will embody the focus of the social media campaign.

Questions to ask include:
What are the top places the audience spends their time online?

Where does the audience go to network, research, read the news, and participate in
discussions?

What are the reasons our audience visits these sites?
Is our content disruptive or conducive to the online conversation?
Conduct online research.

Evaluate Findings: Which posts and messages are the most exciting? Which posts and
messages invite the most comments? Which are the most useful for our audience?

Profile Activity: Investigate community profiles. What groups do they participate in? What
discussions do they start?

This information gives a window into the heart of a community and can help focus future
discussions and group involvement.

Don’t hesitate to shop competitor’s communities.

Listen First, Recruit Second: The only way to interact naturally (not disruptively) with an
audience is to communicate with them, not at them. The best way to spread a message is
simply by observing what is already being shared, discussed and admired by an audience.

Design message: Understanding the community enables an organization to define content that
is pertinent to their concerns. Content that generates passion and discussion participation also
works to recruit members. Questions that might help shape a message include:

What content is most important to the audience?
What value or benefit can be delivered to the community?
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Social media doesn’t happen
in a void. People will find
brands through a variety

of community platforms. A
comprehensive social media
plan will consider and leverage

a variety of platforms. Make
sure and allow content to be
shared on other solutions to
increase viral connections. Just
be sensitive to overwhelming
community discussions.

Research what content is
valuable to the community
membership. Not all

communities value the same
types of content.
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PLAYS

What are the demographics and characteristics of the ideal audience member?
What kinds of groups or associations would they join?

Engage and Recruit: Traditional “push” marketing strategies don’t work with social media. By
utilizing “pull” strategies, brands introduce content or conversations of interest to a community
as the best way to attract and recruit an audience. By weaving pull marketing into the overall
communication mix, organizations can enhance awareness and visibility within online
communities and allow interested audience prospects to self-select based on their interest.
Thoughts to consider include:

What is the community interested in? What would they want to read? What do they search
for? How can they be entertained?

Be a person from a brand, not just a business. Blending a friendly and personal tone makes
relationships easier to build.

Pose Questions. Ask the community what they think about a topic. This helps stimulate
one-on-one interactions and humanizes the approach.

Play Nice. By sharing relevant content from other users with the community, they’ll return
the favor in droves and further the brand reach

4. Establish a valuable, reliable, and consistent community environment.
a.

Attract appropriate visitors to your online platforms and sustain their interest and participation
by continuing to engage them and provide relevant content.

Develop a plan for participant training and technical support on any proprietary platforms and a
method for contacting the organization for questions/help on all other platforms.

Use a consistent technique for the promotion of content that your community becomes
accustomed to looking for.

Establish a “feel”, “culture”, and/or “voice” for the network and the organization’s online
presence.
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Content delivered through
blogs or other social media
platform tools should closely

follow a focused topic.
Consistency of message and
voice is important at this level
of social networking.
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EN H ANCE How can our attendees continue to network and participate with each other after the event concludes? Can we use
social media to further discussions from our events or debate hot topics in our industry? Our organization has diverse
SOCI AL members, how can we develop specific content and create connections among specialized segments of our audience?

NETWO RKING Recognizing that people attend events to network, conduct business or further learning, event organizers design their
conference programs and schedules to enhance those objectives. However, many organizations are still challenged

with providing an extended community where members can continue to participate beyond their events. Most of all,
members seek to participate and engage with others within their industry around content and ideas specific to their
interests.

This section of the Social Media Playbook provides methods to enhance participation, encourage interaction of people
with related interests, and continuously drive discussions among community members in online environments.
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PLAYS

Use platforms that allow for interaction and participation between members of specific community
segments around your posted content.

For example:
a. Blogs allow the ability to interact through comments.

b. During webinars, enable tweetchat to allow members of different segments the opportunity to
discuss the content being presented.

c. Use the blog to identify segments and hot topic points by looking for themes or debates or
discussion items in the comments that could be important to that, or other, segments. Use this
discovery to drive other segment-specific content and invite these participants to that new
content.

Create special group pages (via Facebook, LinkedIn) for specific community segments to connect on.

Identify a community segment and content related to their interests, and then invite other
segments to participate in that group around an opportunity (a chance for collaboration or
research, information sharing opportunity, relationship-building, or transaction).

For example:

» Invite press to attend an online community forum with selected experts discussing a
topic.

» Host a panel webinar with community buyers and invite suppliers to attend in order
to understand buyer requirements.
Spark discussion and connection within segments of your online community by posing niche
content specific to those segments. Monitor what works and what doesn’t. Use content such as:
a. Open-ended questions, directed toward the specific segments.
b. Create polls and use segment-identifying demographic questions to divide the community.

Post results where possible, directing the post to the segments of interest and those who
participated.
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Enable community members
to influence and provide

feedback on topics. Treat them
with great respect.

Define an editorial policy.
Points to consider in the policy
include: What topics to blog
about, how often to blog,

maintaining a consistent mes-
sage, revealing the human side
of the event, and keeping the
information relevant to

the target audience.
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PL AYS 4. In order to encourage relationship-building between community segments, the Community

b.
C.
d

Manager might consider the following tactics:
a.

Welcome members and acclimate them to the community.
Build relationships with key members of the community and influencers.
Moderate conversations and encourage specific topics.

Promote members, making introductions to other members, and encouraging relationship
formation.

Find internal resources to respond to specific community discussions and coordinate cross-
functional needs.

Enforce guidelines/boundaries.
Plan and develop strategies for increasing engagement and conversion.

/./ 23 | Social Media Playbook: Enhance Social Networking

Community Manager, or
any other event blogger, should
closely follow the social media

vision statement created and
support tactics that adhere
to this vision.
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INCREASE
BRAND
VISIBILITY &
AWARENESS

How do we promote ourselves as thought leaders in our industry? Our organization offers compelling content for
our members, but how do we make this known more broadly and establish ourselves as an authority on the matter?
How do we increase awareness of our organization and brand? Social media provides an ideal forum for
organizations to promote their brand, products, content, expertise, and events to their respective industries, online
communities and other relevant organizations.

This section of the Social Media Playbook explores the strategic process of expanding your online footprint to
increase brand exposure and serve as your industry’s subject matter expert while providing relevant and
interesting content. Through these efforts, your organization will encourage people to return to your social media
outlets, engage in your online communities, and participate in your events.
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PL AYS 1. Use strategic keywords when creating content for blogs and social media platforms.

a. ldentify, in advance, keywords that best represent the organization, industry, and customers
and build content around them. Be sure to include these keywords in the optimization tools
and tags to increase page rank and visibility.

b. Possibly create a keyword(s) that uniquely identifies the organization or industry niche. Build
content around this keyword to increase optimization and organization’s identification with this
keyword.
2. Co-create content with members of your community and use their networks for co-promotion.
a. ldentify a topic/subject matter that appeals to the organization and community.
Community Manager should

b. Invite participation. strive to create a brand

c. ldentify a platform that allows co-creation (such as Wordpress collaboration tools) and a “voice” by delivering messages
content development method (Note: The organization should retain final revision rights.)

in a consistent tone, creating an
online personality (i.e. if the
d. Finalize the piece. org/event is playful, use

layful voi
e. Distribute and promote the content via the organization’s channels as well as through the A,

channels of the co-creators, thus multiplying the content’s reach with organization’s brand
attached to it.

3. Design compelling/interesting/return-worthy social media pages and interfaces.

a. Use consistency of design to match Facebook event page to mirror event theme using
applications and plug-ins available through Facebook (e.g. FBML.)

b. Install a “skin” on the organization’s, or event’s, Twitter page that mirrors the brand image.

c. Use interactive elements on the organization’s various sites to increase the length of time a
visitor spends on the site.

Also, make various types of content easily accessible from the website’s front page that
don’t require clicking-away.

d. Update pieces of site content with a frequency that requires visitors to return at a specified
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PLAYS

time to see (e.g. a “daily”, “weekly”, or “monthly” piece of content.)

Use games or challenges that require visitor to spend time on the site, bring others to the site,
or learn more about the organization to be successful.

Research successful approaches by other organizations and adapt their methods to your
industry, organization, and site.

Create content with the best potential of being promoted online by others.

Use Brand Generals and industry experts to help spread new content through their networks

b. Developing authoritative content:

Identify experts, and have them create content for event on a free or paid basis.

Build upon existing marketing materials, such as white papers, e-books, and press
releases, and deliver new supporting content through your blog site.

Look to create visually stimulating pages.

Conduct video interviews with event speakers or industry thought leaders posted to YouTube,
with links back to main site.

Photo sharing platform tools, such as Flickr, can be used to categorize and feature images
from events, trade shows, and community involvement. Links should also be created with the
images, directing traffic back to main site.

Photos and videos can easily be distributed through the 3 primary social media platforms,
or in future blog posts.

Slideshare can be utilized to deliver an event related presentation, either publicly or privately.
If done publicly, users have the ability to search for the presentation and then download and
share the presentation with others, embed the presentation in their own site, and comment on
the presentation.

Presentation views and embeds can be tracked to measure the effectiveness of the
presentation and/or topic.
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Use social media sites as a
way to extend the branding
and message of the event.
All tactics should correlate to
other event marketing efforts
to deliver consist branding.

Be careful not to deliver the
same message, the same

way, every time a blog or post
is made. This will cause the
community to become numb to
the message.

Humanize posts and tell the
story. Storytelling is the
most effective way of edu-
cating people on your post’s
message. Great storytellers
always triumph
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PLAYS

Presentations should be given relevant, easy to search titles and tagged with specific
company keywords.

g. Use video and images and incorporate them into text content where possible.

h. Employ tactics that make content go viral (surprise/shock/unexpected, humor, content that a
viewer would feel excited to share or “break”, etc.)

Add tools to organization’s content sites that make content easier to spread through social media
channels, thus expanding your brand’s reach.
a. Facebook has a few, easy plug-ins that can be added to an existing site.

Like button, activity feed plug-in, and recommendations plugin.

b. Include a “Tweet this” or similar (“Share This”) button to allow for easy sharing of any content
through a number of channels (Twitter, Facebook, Digg, etc.)

Expand your online footprint to increase brand exposure.
a. Participate on non-hosted content.

Commenting on related blogs can also help raise visibility. A well-written comment or
critique of a blog can demonstrate expertise.

Guest blog on non-hosted blog sites.
b. Identify additional online platforms that enable information to be shared.
Review online sponsorship opportunities by looking for potential to brand online communities that are
relevant to the organization or event.

a. Find online communities that offer content related to the organization that attracts community
members matching the organization’s ideal profile.

b. Coordinate with the site owner on a type of sponsorship:

Labeling/Branding of content area in exchange for dollars or in-kind trade such as for
submitted content, content management, hosting, etc.

Any sponsorship that allows brand visibility related to relevant event topics.
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Focus on quality over

quantity. Make sure there is
something of substance being
said, not just content for contents
sake. Interesting topics that draw
community attention are much
more important than always
having a branded message

in front of the audience.

Conversations are

happening online about your
brand, with or without you.
Participate in those conversations
and do so in a way that pays
close attention to the interests
and needs of customers —
providing them with information
and interactions that further
support your event.
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ENHANCE
EXHIBITOR
RECRUITMENT

How can we find new exhibitor prospects and potential event sponsors? Where can we enlist additional exhibitors
that are relevant to our customers and attendees’ interests? As our industry grows, how can we grow our
marketing database and diversify the companies that exhibit at our tradeshow?

Exhibits and tradeshows are not only an important source of revenue, but also an opportunity for attendees to
gather information on industry developments, discuss the latest trends, and decide what products or services to
buy. Nonetheless, many event organizers still struggle to find new exhibitors especially during industry downturns
or challenging economic times. With the increasing magnitude of social media, organizations can leverage online
communities to develop relationships and recruit additional exhibitors.

This section of the Social Media Playbook examines how to identify relevant online communities, engage in
stimulating discussions, cultivate burgeoning relationships, and ultimately attain exhibitor participation. Through
social media engagement, your organization will increase exhibitor participation and provide attendees the chance
to explore new trends, nurture their networking connections, and conduct face-to-face business while saving them
time and expenses in the long run.
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PLAYS

Identify online communities that contain prospective exhibitor companies and engage with them to
qualify and invite to be exhibitors at your event.

a. Find online communities where current customers participate.
Ask current exhibitor customers what online communities they participate in.

Identify industry-specific groups and communities that contain companies that match your
exhibitor profile.

Search on industry-specific terms and topics to find communities that support those themes.

b. Monitor these communities to observe discussions and content and begin to determine value.

c. Join communities that offer relevant content and conversations pertinent to your organization’s
event.

d. Participate in discussions (with authenticity). Offer information about your event only when
requested or when appropriate.

e. Seek new supplier relationships.
Post inquiries about services and products relevant to your event audience’s needs.

Filtered by event criteria for exhibitors, make introductions and request product
demonstrations.

. Invite all qualifying companies to participate in your event as exhibitors.

Place relevant, event-specific content in websphere with invitation calls-to-action to drive exhibitor
recruitment and grow prospective exhibitor database.

a. ldentify and promote content related to the event into your community using social media
platforms and tools (video interview with a keynote speaker, blog article, session abstract,
testimonials from previous event attendees and exhibitors, promotional/viral YouTube videos, photo
albums, presentation slides and speaker video from past or upcoming event, etc. Also, consider post-
show content, testimonials, statistics, case studies, and compelling metrics to generate interest for
future events.)
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Remember, not all online
community segments will exist
on every social media platform.
Also, segments that do exist on

multiple social media platforms
may behave differently on each
platform. The point? Know
your audience and platform.

Sharing interesting and

relevant content leads to
followers. Followers then

share the content, and may also
comment on the content. The
goal is to listen to what they have
1o say, because this gives

opportunities to build relationships
with them. The dialogue has
been started. Now building
relationships, asking and
answering questions, building
trust, and reputation can

occeur.
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PL AYS Content placement is driven by:

»  Community
» Format

» Discussions
» Relevance

b. Use call-to-action tactics (on-screen sidebar buttons/boxes that invite visitors to participate
further with your organization in some way through an included link) to drive exhibitors to the
exhibitor prospectus or to gather their contact information in exchange for valuable content.

c. Collect all new contact information from landing pages and insert data into marketing database
for lead nurturing and e-marketing campaigns.

3. Stimulate discussions specific to event content in your LinkedIn, Facebook, and Twitter
communities.
a. Content examples include:
Messages from buyers/attendees on what they want to see on the event floor.

Video of suppliers/exhibitors from past events discussing why they exhibited at your event
and the benefits they saw from the show.

b. Through discussion threads, ask about products and services related to your event audience’s
needs.

c. Filtered by event criteria for exhibitors, make introductions and request product
demonstrations or collect contact information to build marketing database.

d. Invite all qualifying companies to participate in your event as exhibitors.
Use platform messaging services or traditional communication.
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Discussions are a great way
to generate community
interaction. LinkedIn and
Facebook are good platforms
to utilize for discussions
because they offer threaded

conversations. Conversations
on Twitter are harder to follow
because linking to specific
comments is much more
difficult, and there is a limit to
the length of posts.
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PL AYS 4. “Follow” prospective exhibitor companies on LinkedIn, Twitter, and Facebook to generate exhibitor
leads.

a. Monitor their company’s status updates to identify open doors (new product launch, new sales
executive, etc.) to engage them in a discovery discussion regarding your event.

b. Filtered by event criteria for exhibitors, make introductions and request product demonstrations
or collect contact information to build marketing database.

c. Invite all qualifying companies to participate in your event as exhibitors.
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CREATE VALUE
OPPORTUNITIES
FOR
EXHIBITORS

How can we provide additional value to exhibitors, ensuring their continued participation in our tradeshow or event?
Our exhibitors seek efficient ways to connect with prospective clientele while managing their relationships with
current and future customers, yet how can our event facilitate those connections? Learning about new products and
services would benefit our attendees, but how can we support exhibitors in introducing and promoting their latest
developments?

Companies are constantly looking for ways to generate business and to maximize their benefits from exhibiting at
tradeshows and events. Although exhibitors primarily strive to establish contact with buyers and to initiate

product or service purchases, event organizers can leverage social media to offer exhibitors additional opportunities
to engage potential customers and promote their product offerings.

This section of the Social Media Playbook addresses methods to incorporate your exhibitors in content generation
and promotion which provides additional publicity and valuable marketing for their organizations. Furthermore,
exhibitors can gain valuable insight into their customers’ needs, conduct research and refine their product offering
through social media engagement.
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PLAYS

Drive exhibitor participation in content generation that benefits your organization’s community and
drives traffic back to exhibitor.

a.

C.

Encourage exhibitors to create content that is relevant and valuable to the organization’s
community.

Host content on organization’s website and/or promote it through organization’s online
channels (keeping exhibitor branding intact).

As content host, organization can include calls-to-action to direct visitors to a specific
location on exhibitor’s site from the content piece.

Drive traffic to the content from both the organization’s and exhibitor’s communities.

Conduct surveying or research on behalf of exhibitors into organization’s community.

a.

Help exhibitor’s organization refine their products, services, or gain other valuable data by
granting access to community for surveys and research.

Exhibitor organization can then collect data (and/or organization can assist in data collection) to
improve their product, services, processes, etc.

Consider sharing research results back to community in the form of valuable content.

Build links and calls-to-action into the content pages leading visitors back to the exhibitor’s
related site pages.

Serve as a Brand General for the exhibitor company (as they would for you).

a.

Promote exclusive discounts, special offers, content, or other communications or offers to the
organization’s community on behalf of that exhibitor company.

Use Facebook to highlight a “featured exhibitor” in one tab.

a.

Use the opportunity to give your community an engaging experience with that exhibitor inside
that Facebook tab using various tools and features. (This adds value to the organization and
exhibitor company simultaneously, as well as drives traffic back to company site.)
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PLAYS

Create an “in conjunction with” opportunity for exhibitors to engage an audience during a webinar.

a.
b.

During webinars, utilize a twitter tool that displays twitter discussions about the current topic.

Encourage suppliers to discuss how their product or service is relevant to the topic (assuming
this adds value to the conversation/webinar).

Allow exhibitors to provide additional information or web links for interested community
members to explore their related products and services.

Discourage any selling or promotional messages that overwhelm the current dialogue or
distract from the webinar/community discussion.

Represent/Involve exhibitors in LinkedIn group conversations.

a.

b.

While engaged in conversations with people who are talking about services related to exhibitor
offerings, invite them to visit your online supplier directory (if available) or reference an
exhibitor who has an appropriate solution.

When appropriate, bring exhibitors into the conversation directly or make an introduction.

Utilize LinkedIn Groups prior to the event to support a hosted buyer program.

a.

Define how relationships and introductions of suppliers/exhibitors and buyers created in
LinkedIn Groups will be managed by the hosted buyer program process.

Invite suppliers to submit innovations and new solutions for consideration of hosted buyer
program.

Invite buyers to submit their service requirements.

According to established selection guidelines, invite suppliers/exhibitors and buyers to
participate in hosted buyer program.

If appropriate, make introductions of suppliers/exhibitors with buyers prior to the event.
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Tweetchat.com offers
an easy way to follow and
converse in real-time using

any #hashtag. Tweetchat will
automatically link to a
Twitter account, and include
the #hashtag in all tweets.
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PL AYS 8. Develop an online directory of suppliers specific to your organization’s industry.
a. Create an online directory of suppliers/exhibitors.

Possible exhibitor sponsorship opportunities are included here.
Consider featuring exhibiting companies ahead of non-exhibitors.
b. Promote this directory in all social media platforms and on your website.
c. Encourage community buyers to start their search for solutions at the online directory first.

9. Create an “advertising” thread inside your organization’s LinkedIn Group.

a. Under the discussion tab, establish a thread that allows exhibitors to place an advertisement
about their products and services.

b. Establish clear rules on appropriate advertising in the community. Encourage advertisers to
advertise through a specific thread to eliminate community spamming.
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AU G M ENT Besides traditional marketing techniques, how can we create a “buzz” around our event to ensure its success? Our
conference offers exceptional content and phenomenal speakers, but how do we encourage people to talk about our event
EVENT and generate excitement to attend? How can we extend the enthusiasm from our event and keep the conversation going
after our attendees are home? Social media presents a dynamic community where people connect with their peers,
BUZZ converse about industry issues and trends, and ultimately spread the word about interesting content and enticing
opportunities.

This section of the Social Media Playbook provides techniques for event organizers to leverage social media to not only
create enthusiasm before, during and after the event, but also to facilitate community growth, generate additional
networking opportunities, and further attendee interaction.

/ 361 Social Media Playbook: Augment Event Buzz
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PL AYS Consider many plays listed in “Recruit New Attendees,” plus the following additional options:

Prior to the Event:
1. Form event-specific groups on various online platforms (Facebook, LinkedIn, Flickr, etc.) to engage
your audience around that event and generate interest.

a. Use the group pages to communicate messages about the event, offer pre-event content and
opportunities, promote event speakers and sessions, show photos and video from previous
events, and market registration discounts or other exclusive offers.

b. Drive traffic to these locations with links from other popular content and web pages.
2. Establish an event-specific Twitter #hashtag. This will serve as a single, branded location for online
community conversations.

a. Promote the #hashtag on the event website, collateral, messages, and through use of it in
Twitter messages.

b. Drive discussion using the #hashtag about your event, the content, speakers, to gather attendee
feedback, etc. Set up and host Tweetchats around specific topics.

c. Place a Twitter feed of that #hashtag on the event website.
d. Specifically request Twitter followers to re-tweet important messages to their communities.

3. Encourage event community to connect with the organization’s event-specific, online locations.
a. Have registrants add their social media information through the registration process.

b. Encourage event community to connect with the organization’s social presence through links on
the event website.

c. Use this information to communicate with the audience and encourage them to communicate
with each other through these platforms.
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PL AYS 4. Create event spots and “badges” on geo-location services such as Foursquare, Gowalla, etc.

5. Install Facebook “Like” or “Recommend” buttons on the conference page, content pages, and other
key locations of your website to virally promote your event and related content through individual
Facebook user pages.

During the Event

6. Use the groups created in LinkedIn and Facebook to promote special breakouts, meetings, or net-
working opportunities during the events.

7. Update the event website, and related social media sites, with some or all of the following:
a. An attendee list, with links to participants’ web sites, Twitter feeds, and connection information.
b. A Facebook like button linking to the event’s Facebook page.

c. AFlickr badge and links to tagged photos and videos.

d

Flipcharts and graphs can be scanned or photographed, then posted to Flickr and to the web
site as JPGs and PDFs.

A Ustream video feed.

Video of many sessions can be fed live into the site, then archived.

A link to content posted on YouTube optimizing search results with event-specific tag.
An RSS feed for tracking changes to all of the above.

@ — o

8. Encourage event attendees to tweet real-time content using the event #hashtag.
a. Monitor use of the #hashtag to see what the event audience is talking about during the event.

b. Make sure to listen to the audience. Address any needs or concerns that arise during the
event. Have a process in place for the best way to address concerns.
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PL AYS 9. Ask Brand Generals, Community Manager, and others to write daily blog posts about key sessions,
events, and announcements made at the event.

After the Event
10. Upload all event content and promote through the organization’s social media outlets and
communication channels.
a. Post pictures to Facebook and Flickr using event-specific tags.
b. Post speaker videos to event-specific YouTube page.
c. Post speaker presentations to Slideshare.
d. Make podcasts of the sessions available.
e. Reply to comments made on blogs, videos, and presentations.
11. Ask Brand Generals, Community Manager, or others to write blog articles about their experiences
and learnings at the event.
12. Follow up with new Facebook and LinkedIn group members.

Track conversations that were started in these groups, and make sure all questions have
been answered, concerns have been met, and follow-up activities have been planned.
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DRIVE Our organization produces and sells various publications, training, certifications, and membership, but how can we
facilitate online promotion and sales? How do you convert social community participation or online interest in a
PU Rc H ASE product or service into an actual purchase transaction or registration? Inbound marketing is a strategy focused on
getting found by prospects and customers, and then inviting them further into the brand experience and your sales
TRANSACTIONS funnel. Social media is a powerful enabler of inbound marketing and serves as the outreach of the organization
to attract community members toward you. By leveraging inbound marketing and other social media strategies,
organizations can increase their community base with customers and prospects interested in engaging in online
purchase transactions.

This section of the Social Media Playbook addresses methods for event organizers to utilize social media to entice
visitors to your online communities, promote your products and services, and, most importantly, convert interest into
sales transactions and revenue.
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PLAYS

Note: The following plays assume that development of the online community has already been planned

or exists and that transactional processes are in place — either online or otherwise.

1.

Use inbound marketing to attract visitors to your site and brand and then convert them into
customers of products and services.

a. Generate valuable content for your community and publish it into our social platforms.

Create content that is valuable, relevant, and ties back to the product and service you wish

to sell logically. The goal is to get someone to the lip of your marketing funnel.

Examples include:
» Selling a book: provide an abstract from the book or an interview with the author.

» Selling training and certification: post sample test questions related to the test or
articles related to the body of knowledge.

Optimize that content for search.
b. Promote the content through your social media sites and by use of your Brand Generals.

c. Include calls-to-action on your content pages that direct the visitor further into your inbound
maketing funnel.

Calls-to-action should invite the visitor to do one of the following:

» Promote a deeper and more valuable piece of related content and give access by
passing through a landing page capturing their data.

e The more complex the sale (or more expensive), the more you’ll need to give
away first to help justify the purchase.

» Ask for the sale by directly promoting the specific item and providing a link to the
online store or purchase method.

d. Insert collected visitor data into a marketing database and lead nurturing program.
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Development of an inbound
marketing pipeline is a critical
element as it creates a funnel

to the brand assets to complete

that transaction. Hence strate-
gic product positioning enables
organizations to optimize online
communities for community
commerce.

In order to gain buyer
attention, organizations should
focus on cutting through the
ambient “noise” and establish-
ing @ moment of real contact
with the intended recipient.

Social media not only offers
that opportunity to connect, but
can also deliver a call to action

which allows the recipient to
respond with a purchase
transaction.
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PL AYS 2. Offer exclusive discounts to your communities or the communities of your Brand Generals.
Push discount codes into those communities along with links to the online store.

3. Offer an affiliate marketing program through partners, exhibitors, sponsors, and brand generals.

a. Provide compensation to outside parties to market your products and services in their blogs,
content, reviews, and to their communities or by use of more traditional marketing efforts
(banners, outbound, etc.)

Disclosure of affiliate relationship is required by FCC.

Affiliate partners include links back to your online store for the purchase of the product or
service.

Complimentary to efforts to build the community and generate positive brand participation, the design of the inbound
marketing funnel is key to closing deals. Question to consider in this effort include:

¢ Can the sale be completed quickly (smaller price tag — lower purchase catalyst versus higher price — great barriers to purchase)?

o Will free trials or discounts help convert more sales?

e Are additional online resources valuable to the conversion (i.e.white papers and webinars)?
o Will a subscription purchase model generate greater revenues?

o Will personal follow up help convert sales?
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co N DUCT We strive to be our industry’s thought leader and provide the most relevant content to our community, but how can we
achieve this? Is there a way for our organization to explore issues concerning our members and trends affecting our

RES E ARC H industry? Where can we find feedback on our events, products or services?

Through social media engagement, organizations can directly or indirectly investigate numerous questions and uncover a
wealth of information regarding their members, industry trends, competitors’ endeavors, and their own brand reputation. This
acquired knowledge allows organizations to directly address their members’ concerns, create content or events focused on
their communities’ interests, and to refine their products and service offerings.

This section of the Social Media Playbook establishes a process to employ social media and online communities as a source
for valuable information and means to solicit feedback from target audiences and customers. Utilizing this knowledge,
organizations can establish themselves as industry thought leaders which will ultimately foster community and event
attendance growth.
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PLAYS

Important definitions:

a. Primary Research: Information that is solicited directly from the target audience. This
information is compiled via surveys, focus groups, interviews, and through other direct contact
methods.

b. Secondary Research: Information that already exists and is retrieved and organized to support
a research effort. Sources typically include: public and government resources, commercial
sources, educational institutions, and individual statements.

Common, industry-specific research subjects include: event content ideas, event evaluation, product
or service design and feedback, industry trends, supplier ideas and feedback, case studies, and best

practices.

1. Conduct secondary research using search tools and social media platforms.
a. Linkedin
Identify and join groups with members and a focus area that supports your search topic.

Use the Search option inside your Group pages to find conversation threads and
community content specific to the topic. Comments by community members can be
gauged for opinions or quantified.

» For example, the community manager might look for specific positive and negative
comment regarding a competitor event. These comments can be collected and
reviewed or they can be counted to measure the ratio of positive/negative
responses.

b. Google Reader
Sign up for a Google account.
Add Google Reader as a Google tool.

Use the search bar to search for terms, companies, competitors, or other keyword-based
information.
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Google Reader is a web-
based aggregator capable of
reading Atom and RSS feeds

online or offline. This creates an

easy way to follow blogs, cus-
tomers, competitors, keywords,
news, and tweets all in one
easy-to-check place.
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To obtain updates from a website, or to track a website page (or blog), ‘subscribe’ to the
page in Google Reader using the subscribe bookmark.

» You can also enter the url of the page into the “add a subscription” bar and
subscribe to specific locations this way.

Google will collect all bookmarked pages, feeds, and sources and consolidate them into
your Reader to monitor.

c. Use the Twitter tool, TweetDeck, to isolate Twitter feeds according to a keyword, #hashtag, or
Twitter name.

Establish a TweetDeck account.
Create a column based on the term to be monitored.

» An example of a research campaign could be a search on keywords related to the
event content/theme to find speakers, possible exhibitors, or audience prospects.

Filter the column through one of the below options:

» Click on the “popular” icon to see a topic cloud and select a specific term to further
filter by.

»  Click on the “filter this column” to further narrow your search.
Adjust Twitter feed topics and feeds to gather research.
2. Conduct primary research through inquiry directly into your online communities and on social media
platforms.
a. Conduct research through Facebook (ideal for products and services).
On non-owned pages:
» Conduct a keyword search on a product or service.
» Join the page.
» Ask research questions into community regarding the product or service.
e Monitor responses and engage.
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Using FBML, an event can
also create a tab on a
Facebook fan page that either

contains a questionnaire or in
some way solicits feedback on
a product, service, etc.
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PL AYS »  If further in-depth discussions would provide additional information, invite interested
parties to either complete an online questionnaire or conduct a telephone interview
in order to fully gather their feedback.

» When needed, offer some type of compensation for their time. For example, provide
a 20% discount to the upcoming event.

» When available, ask for any links or documentation that might provide further
secondary research.

On owned pages:

» Build a survey tab on organization’s Facebook page to solicit feedback from
community.

e Be transparent with the community, when needed, about company-owned
products or services.

» When needed, offer some type of compensation for their time. For example, provide
a 20% discount to the upcoming event.

» When available, ask for any links or documentation that might provide further
secondary research.

b. LinkedIn Groups

Identify and join groups with members and a focus area that supports your research topic,
or conduct research through your own group.

Publish a message or question with clear explanation of research goals.
Promote your message through your social media platforms, providing a link.
Continue dialogue with respondents to vet ideas and advice.

Encourage further comments or responses as community participates.

Invite interested parties to learn more about brand when appropriate.
Categorize and document key feedback from the responses for reference.
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PL AYS c. Linkedin Polls

Publish a message or question with clear explanation of research goals into LinkedIn’s
polling tool.

Continue dialogue with respondents to vet ideas and advice.

Choose top responses through LinkedIn tool as a way to recognize and express
appreciation for the feedback that has been received.

Encourage further comments or responses as community participates.
Invite interested parties to learn more about brand when appropriate.
Categorize and document key feedback from the responses for reference.

Consider publishing the results of the poll in a blog post to gain additional feedback and
dialogue.

d. Identify and engage industry bloggers and online advocates in research interviews.
Determine which bloggers impact the organization’s community and industry.
Interview them directly for research purposes.

Inquire if they will survey their communities on your behalf.
Collect and consolidate data.
Publish the results of the poll in a blog post to gain additional feedback and dialogue.

» Possibly co-author the article with the blogger(s) and offer to make the content
available for their blog site.
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PROVIDE
SOCIAL MEDIA
CONNECTIVITY

AT EVENT

As event organizers, we consistently endeavor to increase participation during the event, but are there new ways to
engage attendees? How can we integrate interactive technology and audience participation into our sessions? Where
can we establish an inclusive event community that enables our members to continue networking, cultivate knowledge
sharing, and display photos or other event updates? The advent of social media provides event organizers an
innovative outlet for attendees to connect with the organization, speakers, exhibitors and each other.

This section of the Social Media Playbook employs social media strategies to create pre-event excitement, establish
opportunities for interaction and participation at the event, and further your organization’s connection to members,
attendees, presenters, and supporting companies.
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Encourage event attendees to tweet real-time content using the event #hashtag.

a. Monitor use of the #hashtag to see what the event audience is talking about during the event.

b. Make sure to listen to the audience. Address any needs or concerns that arise during the
event. Have a process in place for the best way to address concerns.

c. Display the event’s Twitter feed in high-traffic areas so attendees can see what other people
are saying about the event (possible sponsorship opportunity).

Use the groups created in LinkedIn and Facebook to promote special breakouts, meetings, or
networking opportunities during the event.

Ask Brand Generals, Community Manager, and others to write daily blog posts about key sessions,
events, and announcements made at the event.
Consider a live stream of the event for people who can’t make it.
Using a service such as Ustream, all or portions of the event can be shared to create a
buzz outside of the physical event location.

Designate event staff to capture content (video, photo, tweets, write short blog posts, etc.) and
publish/promote that content on a daily basis.

Establish an audience-to-presenter live feedback and Q&A forum with Twitter.

a. Incorporate a live Twitter monitoring back-channel on stage for the presenter to reference.
b. Use the event #hashtag (or unique session-specific hashtag).

Depending on the volume of tweets, perhaps appoint a Twitter moderator to pull themes,
ideas, and questions to be addressed by the presenter.
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Prior to the event, be sure to
coordinate with the meeting
venue to make sure it has ad-
equate power and bandwidth
(both wired and Wi-Fi), and

that it does not block ports.
Ensure that the event facility
can provide internet connec-
tivity to allow a video stream,
an audio stream, and frequent
web updates.
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PL AYS 7. Update the event website, and related social media sites, with some or all of the following:

a.

b.
C.
d

s @a ™ o

An attendee list, with links to participants’ web sites, Twitter feeds, and connection information.
A Facebook like button linking to the event’s Facebook page.
A Flickr badge and links to tagged photos and videos.

Flipcharts and graphs can be scanned or photographed, then posted to Flickr and to the web
site as JPGs and PDFs.

A Ustream video feed.

Video of many sessions can be fed live into the site, then archived.

A link to content posted on YouTube optimizing search results with event-specific tag.
An RSS feed for tracking changes to all of the above.
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M AN AGE Our organization would like to expand our customer service presence, but through what additional means can we

engage our community? How can we proactively react to both positive and negative comments about our
REPUTATION organization, brand, and events? Is there a way to respond to online comments and publicity while maintaining our
organizations’ brand and reputation? With the expanding reach and influence of online communities, many
organizations find that both positive and negative publicity can spread quickly. However, they are challenged with
finding an avenue to address those comments in an effort to maintain the organization’s reputation.

This section of the Social Media Playbook explores methods for event organizers to monitor member feedback,
engage in constructive conversation while establishing a customer service presence, utilize negative comments to
implement change, and create public awareness that the organization is attentive to issues and a resolution.
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PL AYS 1. Listen: Discover what online communities are saying about your brand using many of the
secondary research techniques discussed above.

a. Use research tools to set up “listening posts” that continuously collect feedback on the
organization and brand using select keywords and search terms.

b. In order to listen to the feedback on the brand, search about the event or organization through
the above listening posts using some of the suggested terms below:

Event/Organization Name
Event/Company URL
Products
Public Facing Employee Names
Competitor Names
c. Respond to issues via the same channel where the issue was posted.

Acknowledge that the organization has received the customer problem will provide a
response and resolution quickly.

Solve customer problems online and in public view. It may also solve several other
customer problems at the same time.

»  Provide clear definition of the issue and the brand’s stance and response. If the
issue is recurring or could continue, be honest and yet define candid steps the
brand will take to resolve issues.

» If appropriate, define compensation or repair to issue in full community view.
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With the proliferation of

Social Media you can, and
should, target your PR campaign
to the web publishers that can

position you with the people you
want to reach. It's a ’sphere of
influence’ that you must
connect to.

Monitoring by itself is not
enough. Adverse comments
often indicate it is usually too
late and damage has been
done. The best outcomes
occur if brands pro-actively
participate in reputation

management by becoming
involved in what the commu-
nity reads about the brand.

It is important to analyze the
current reputation in order to
take action to influence it.
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PL AYS 2. Create a customer service presence on the organization’s social media platforms.

a. Use the organization’s Facebook wall or Twitter account to directly, and publicly, interface
with customers on product and service issues.

b. Design internal processes for responding and managing customer service issues posted to
these platforms.

c. Solve customer problems online and in public view. It may also solve several other customer
problems at the same time.
3. Create opportunities for customer feedback through social media.
a. Create, post, and promote feedback links to capture feedback relevant to the brand.
b. Place questions into community threads around brand issues to stimulate discussion.
c. Track results and publish relevant information for community and stakeholders.
d. Take action to address critical issues by contacting the individual directly to resolve the issue.

Ideally create public awareness of the organization’s attentiveness to issues and their
resolution.
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