The Power of Creating an Online Voice Through
Social Media Marketing



Social media 1s a powerful complementary marketing tool for

engaging your target audience. But solid marketing strategy
IS essential to taking advantage of social media marketing
tools. You need a well thought out plan.



What I1s Social
Media®?

« Any online platform or tool that
facilitates communication,
Interactivity or sharing.

 How you make use of all of these
tool is part of your social media
marketing strategy.




Social Media Tools

e Leve rage Effective and
inexpensive way to stay connected.

* Engagement creates dialogue

with your target audience and brings
new people into your world.

* VValue communicate the value of
your product/service.

e Trust Above all. trust takes time to

develop through communication
between two parties. Social media
tools are a great way to expand
communication and build trust faster
by creating transparency and , - .
continued dialogue in a way that was s SRS —dDiseelTravel
never nossible before. —— . X




How do you stay
connected?

* The power of good content — the main
way of leveraging social media is
through good, engaging content.

» Brand Voice — Know thyself - spend
some time defining and understanding
your brand and it’s consumers. Your
brand voice is usually a combination
of the core values you share with your
consumers and your story. It will
determine how you communicate with
others and how they communicate
with you.

« Everyone has a story. Find your story
and share it.




A few guidelines to go
by when producing your
content:

People value information — it’s one of the top
reasons people search for things online and it will
make your content and your social media outlet
valuable.

Give them access — people love to get an up close
look at lifestyles and experiences they envy or
aspire to. Give them access to the life you live,
there is a story there and it will build trust.

Notoriety and the personal story — humans like
personal stories, they are emotional to us and it’s
how we empathize. If you can use people who are
Interesting, engaging, or are social, political or
Intellectual leaders, it will be even more powerful.

Keep it fresh and entertaining — use beauty, fun,
humor, interesting people, whatever you can to
make sure your content is not stale. Edit it down,
keep it short. Intrigue them.




Best Advice:

Study Good storytellers.

Start with a blog, do it once a week, it doesn’t have to go live until you're ready, but you need
practice. If you can make a blog work, you have enough content to make any one of the other social

media outlets interesting.



Case Study:
Fostering Media
Connections

« FMC harnesses the power of
journalism and media to
Improve the well being of
children experiencing foster
care.

« Engage traditional media
outlets and the general public
through social media.




Video Strategy

« Share stories of people and
heroes in the community.

* Behind the scenes, reality type
videos that show the work being
done by the sponsoring
organization.

 Highlighting success stories
within the community.




*Share stories of people and heroes in the community.




*Behind the scenes, reality type videos that show the work
being done by the organizations and/or communities.




» Highlighting success stories within the community.




Placements for the
Videos

Leveraging existing social media
platforms.

 Video pitches to complement
traditional press releases.

* On FMC blogs and partnering
organizations’ websites/marketing
materials to drive traffic to FMC
website.

« Journalistic outlets:
www.barackobama.com
www.thehuffingtonpost.com
Various TV and News outlets
around the country.
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FMC's second media market took the project from Monterey
County all the way up to Chico, with stops in the Bay Area
and Sacramento along the way. Stories covered included
The Guardian Scholars Program at SF State, to foster youth
run advocacy in Sacramento, to a weeklong news series in
Chico/Redding covering foster care issues.
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