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Hall Web Services
www.hallme.com

Amanda O'Brien
Inbound Marketing Manager
amanda@hallme.com
@amanda_pants

We Are
10+ Years in Business
Web Design
I M k iInternet Marketing
Suite of Online Tools

Kyle Pouliot
Inbound Marketing Specialist

k l @h llkyle@hallme.com
@kyyuulle



Road

What is social media?• What is social media?
• Why should you care?
• Research buying
• Why you aren’t using social media• Why you aren t using social media
• Benefits of social media
• Strategies, Goals, Policies, Measuring
• Blog Facebook Twitter LinkedIn• Blog, Facebook, Twitter, LinkedIn

“Don't foc
tools, fo

t

d Map

cus on understanding how to use the individual 
ocus on understanding WHY people are using 
the tools.”   - Mack Collier Viral garden g



What is So
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p://www.slideshare.net/mzkagan/what-the-fk-social-media



What is User Gennerated Content?



Why you sh

This is how your customy

hould care?

mers are communicatingg



Informationn Evolution



The most important platforThe most important platfor
target audience and c

rms are the ones that yourrms are the ones that your 
customers are using.

Photo credit: http://www.flickr.com/photos/victoriapeckham/164175205/



Customer Service
of marof mar

e has become part 
rketingrketing



Research

• People are looking online BEFO
• Give them something to find
• Corporate transparency
• We value the opinions of others
• Ability to converse with hundred

make a decision

h Buying

ORE they buy

s when decide
ds before we 



Why you a
S i lSocial 

1. Fear
2. Lack of knowledgeg
3. Time constraints

ren't using 
M diMedia



Fe
“People are going to say ba

“Our customers will not be 

Map out the fear. What is actual and 
how can we prevent it from p

happening.

Create policies FIRST not afterCreate policies FIRST not after 
something has happened.

ear
ad things about my company”

safe”



Lack of Kn

Social Media is just likeSocial Media is just like 

Research, have goa

nowledge

any marketing initiativeany marketing initiative. 

als, measure results.



Tim

• Set expectations
• Set goalsg
• Track time spent
• Adjust accordingly

me



Benefits of Soc

• Corporate Transparency
• Build Trust with new and existing custome
• Generate Inbound Links
• Reputation Management
• Promote your blog and website
• Inexpensive – timep
• Build relationships before purchasing poin
• Be a part of the conversation that is alrea
• Extend your events, news, promotions

cial Networking

ers

nt
ady going on



Social Media is

• Internet is becoming more social
• Media is becoming more social
• Companies are expected to be more soci• Companies are expected to be more soci
• ‘Everyone is a reporter’ mentality
• More selective about who we do business
• Don’t have to be perfect but do have to be• Don t have to be perfect but do have to be
• Communications tool

sn’t going away

alal

s with
e responsivee responsive



Strategy a
1. Set company policies
2. Set measurable goals
3. Listen before you talk
4. Find communities that matter
5. Create a content strategy
6 Choose the tools that will work best6. Choose the tools that will work best 
7. Deliver engaging and interesting con
8 Measure results8. Measure results
9. You have to give to get

and Goals

for youfor you
ntent



Create policies b

• Policies provide structure
• Protect your brand 
• What you will and will not do• What you will and will not do
• What employees can and cannot do
• Members of the public can and cannot do
• Editorial Calendar• Editorial Calendar
• Empowering

before, not after

o



Why Measure
• Qualify your social media efforts
• It's not about how many eyeballs. It is abo
• You are what you measure – decide what
• Conquer your fears

– Afraid measuring will show it's not worki

e Social Media

out which eyeballs.
t is important to track

ng? Why waste your time?

Photo credit: http://www.flickr.com/photos/ppdigital/2327029777/sizes/l/



Getting 
Setting oSetting o

• Where are you now?• Where are you now?
• What do you want to achieve? And by w
• How does this fit in with your business?

Wh i di d h t d th• Who is your audience and what do they 
• What makes you different?
• What measurement tools are you going 
• What is your strategy? And company po
• What works for you is different
• What are you going to measure?y g g
• Check back and start over

started
bjectivesbjectives

when?

t t h ?want to hear?

to use?
olicies?



Popularity - ReachPopularity Reach

• Number of friends on Facebook
N b f f ll T itt• Number of followers on Twitter

• Number of fans on your fan page
• Number of blog subscribers

Li k dI C ti• LinkedIn Connections Engaging - Conversion
• Number of retweets• Number of retweets
• Number of blog comments
• Brand Mentions
• Industry mentions• Industry mentions
• Comments to LinkedIn discussion
• Website Traffic



Blo
• Announcements

P R l• Press Releases
• Demonstrate Expertise
• Home base for Social Media

G l l bl• Google loves blogs
• New content on your website
• Editorial Content

S i l M di t h t t• Social Media to share new content
• Be helpful

og



Face

• Groups and Fan Pagesp g
• Events
• Very personal

book



Link
• Originated in 2003
• Social Network for Business
• Groups and Discussions
• Question and Answer section• Question and Answer section
• Personal Profiles
• Company Profilesp y
• Have a strategy

edIn
To help protect your privacy, PowerPoint prevented this external picture from being automatically downloaded. To download and display this picture, click Options in the Message Bar, and then click Enable external content.



YouT

• Valuable even if not viral
• Educational
• Answer questions
• Testimonials• Testimonials

Tube

http://www.youtube.com/user/rivercitybank



Twi

• Microblog – 140 characters
• What are you doing?
• Community banks on Twitter: http://twitterCommunity banks on Twitter: http://twitter

banks
• First Market Bank, Richmond: http://twitte
• MountainOne FP: http://twitter.com/Moun
• Listen First
• Search.twitter.com

tter

r.com/CommunityBanks/american-community-r.com/CommunityBanks/american community

er.com/FirstMarketBank
ntainOneFP



Re-c

• Be helpful, educate
• Don’t shout
• The buyers are in control• The buyers are in control
• Give something to buy by providing value
• Create Policies before you begin
• Set your goals and measure them• Set your goals and measure them
• Find out what works, make changes
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http://www.swapmeetdave.com/Humor/Cats/CatHat1.jpg



Learn
Web Vision Blog - http://www.hallme.com/blog

Webinars http://www hallme com/webinarsWebinars – http://www.hallme.com/webinars

Follow Hall on Twitter - @Hall_Web

amanda@hallme.com and kyle@hallme.comamanda@hallme.com and kyle@hallme.com

Social Media Breakfast Maine 12/18: http://www.

Case studies and content: http://delicious.com/c

eBook on Policies: http://davefleet.com/downloa

Ebook 10 Steps to Social Media Success:

http://www.hallme.com/sage-social-media-su

 More

socialmediabreakfastmaine.com/

chrisbrogan

ads/social-media-policies-ebook.pdf

ccess.php


