
How do I start my company’s Social 

Media Plan? 

2011 – Puer t o Ri co 
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Salomon Dayan:     

Email: sdayan@lih.com     

Twitter : http://twitter.com/sedayanr    

LinkedIn: http://do.linkedin.com/in/salomondayan  

Slideshare: http://www.slideshare.net/sedayanr 

Google+: https://plus.google.com/109134724726450874915  

Website: http://lih.com/  
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Soci al  Medi a Behavi or  

Forrester’s Social Technographic Ladder – 7 levels of 

participation 

 

1. Creators 

2. Conversationalists  

3. Critics 

4. Collectors 

5. Joiners 

6. Spectators 

7. Inactives  
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Soci al  Medi a Behavi or  

Listen for:  
 

• Missed opportunities and niche topics that 

your company may be overlooking 
 

• Identify what messaging is resonating with 

the audiences 
 

• What is driving engagement 
 

• What questions people are asking and 

searching for 
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Before start you need… 
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Before start you need… 
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Social Media Research Tools 

• Mention 

• Keywords 

• Alerts 
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Social Media Research Tools 
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• Entre las palabras relacionadas, todavía no hace referencia directa al banco 

 

Tweet Cloud 
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Google Alerts 

Google Alerts get to your emails and allows to set type, frequency  
 



Customers 

Competition Brand 
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Before start you need… 

Listen and learn before diving into social. Understand 

the opportunities available for your brand 
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Strategic Model 

Source: Internet Advertising Bureau (IAB) – Social Marketing Playbook 2009 
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Source: Internet Advertising Bureau (IAB) – Social Marketing Playbook 2009 

Meet our 

Objectives

? 

Leverage 

our 

Arsenal? 

Follow the 

Rules of 

the Social 

Outlet? 

Strategic Model 

Does it has 

Value 

Exchange? 
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Source: Internet Advertising Bureau (IAB) – Social Marketing Playbook 2009 

arsenal 

rules 

value 
 

Objective 

St rat egi c Model  
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Common SM Obj ect i ves 

Building Brand Awareness 

Sales Pipeline 

Community Activation/Engagement 
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Source: Internet Advertising Bureau (IAB) – Social Marketing Playbook 2009 

Arsenal 

rules 

Value 

St rat egi c Model  

Objectives 
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I am a Fan…   



31 

Personal i zi ng Cust omer Servi ce 
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Customer Service Announcements:  (a) Share real 

time updates to keep your customers informed, (b) Pre-

empt questions or concerns 

Personal i zi ng Cust omer Servi ce 
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Personal i zi ng Cust omer Servi ce 
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Information & Knowledge: Build knowledge bases 

and/or Provide additional product-related content 

Personal i zi ng Cust omer Servi ce 
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Identify Value – Check Li st  

Build a comprehensive customer profile that 

includes:  
 

• Tips about their sense of humor 
 

• Information about their lifestyle 
 

• What they value in life, their struggles 
 

• Their concerns 
 

• Their expectations 
 

• Document influencers in each market and note 

suggested conversation topics and tactics 
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Source: Internet Advertising Bureau (IAB) – Social Marketing Playbook 2009 

rules 

Arsenal 

St rat egi c Model  

objective 

Value 
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Bui l d your Arsenal  

Assets such as content, video, celebrity endorsements, partnerships can 

be considered 

Create differentiating assets in order to 

reinforce the program 

Ensure that content must be portable 

and shareable 
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Bui l di ng Consi derat i ons 

Commitment to create content for 

Fans/Followers 

Content & Community 

Management 
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Arsenal  Tact i cs  

Details about your company: People follow 

brands to learn more about them. Share: 
 

•  Culture 

•  Company news 

•  Employees 

•  Product or services    
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Arsenal  Tact i cs  

Details about your company: People follow 

brands to learn more about them. Share: 
 

•  Culture 

•  Company news 

•  Employees 

•  Product or services    

 
Simple way to show who we are and how we do it. 

Doesn’t take too much effort 
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Arsenal  Tact i cs  

Details about your company 
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Arsenal  Tact i cs  

Details about your company 
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Arsenal  Tact i cs  

Thought Leadership: 

 

• Promote content illustrating your domain 

expertise that also provide value 

 

• Share whitepapers on industry trends, pictures 

and infographics  
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Arsenal  Tact i cs  

Thought Leadership 
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Arsenal  Tact i cs  

Event Marketing + Social 

 

• Promote events details, activities, and news 

broadly 
 

• Real-time updates, alerts and reminders 
 

• Audiences can participate more easily 
 

• Community sharing of content and ideas helps 

amplify buzz and attendance 
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Arsenal  Tact i cs  

Event Marketing + Social 
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Arsenal  Tact i cs  

Event Marketing + Social 
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Arsenal  Tact i cs  

Share Content from the events: connect to 

community members who aren’t present  



49 

Arsenal  Tact i cs  

Product launches + Social  
 

•Affordable channel to reach active audience 
 

•Enhance other media spends by reinforcing messages 

and increasing impressions 
 

•Build excitements with information and offering exclusive 

deals 
 

•Growth adoption opportunities by reaching a large, 

interactive audience at launch 
 

•Product Demonstrations: don’t just tell people, show them 

with compelling demonstration 
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Arsenal  Tact i cs  

Product launches + Social  
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Arsenal  Tact i cs  

Product launches + Social  
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Arsenal  Tact i cs  

Provide Pre-Packaged Content:  Make easy to share 

content on your behalf, leverage your community to 

further bolster your brand  
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Arsenal  Tact i cs  

Provide Pre-Packaged Content 
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Source: Internet Advertising Bureau (IAB) – Social Marketing Playbook 2009 

Rules 

St rat egi c Model  

Objective 

Value 

arsenal 
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Soci al  Out l et  Purpose  
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Reach 

Inf orm 
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Reach 

Inf orm 

Sampl e 

Inf orm 

Reach 

Sampl e 

Pass- Al ong 

Invol vement  

Conversat i on 

Market i ng 

Promot i ons 

News 

Support  

 

Market i ng 

Support  

Soci al  Out l et  Purpose  
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Source: Internet Advertising Bureau (IAB) – Social Marketing Playbook 2009 

Meet  

our  Obj ect i

ves? 

Leverage 

our Arsenal

? 

Fol l ow t he 

Rul es of  

t he Soci al  O

ut l et ? 

St rat egi c Model  

Does i t  

has Val ue Ex

change? 
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Measurement s 
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St rat egy 

Tact i cs 

KPI KPI KPI 

Resul t s Measurement s 

Obj ect i ve 
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Objective # 3 –

 Communi t y Act i vat i on/ Engagement  
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Obj ect i ve 

KPI 

Awar eness 

Reach 

Number  of  Fol l ower s,  Fans,  Susbcr i ber s,  Shar e Of  Voi ce,  

Impr essi ones ( FB) ,  Vi deo Vi ews ( YT) ,  Vi si t s/ Vi si t or s ( FB)  

Facebook = FB;  Twi t t er  = TW;  YouTube = YT;  Googl e Anal yt i cs = GA 

Resul t s Measurement s 
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KPI 

Inf l uence 

sal es/ pur chase 

Cl i ck,  Vi ews & Leads 

Ment i ons of  t hemes;  ment i ons of  pr oduct s;  Shor t - URLs 

( Bi t . l y) ;  Hast ags;  Tab Vi ews ( FB) ;  Ref er r al s t o websi t e ( GA)  

Facebook = FB;  Twi t t er  = TW;  YouTube = YT;  Googl e Anal yt i cs = GA 

Resul t s Measurement s 

Obj ect i ve 
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KPI 

Engagement  

Int er act i ons 

Act i ve User s ( FB) ;  Tot al  Int er act i ons ( FB) ;  

Rat i o Vi si t s/ Vi si t or s ( FB) ;  Rat i o Int er act i ons/ Vi si t or s ( FB) ;  

Rat i ng,  Comment s,  Favor i t es ( YT)  

Facebook = FB;  Twi t t er  = TW;  YouTube = YT;  Googl e Anal yt i cs = GA 

Resul t s Measurement s 

Obj ect i ve 
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KPI 

Faci l i t at e suppor t  

Compl ai nt s & Resol ut i ons 

Shor t - URLs ( Bi t . l y) ;  Ref er r al s t o Websi t e ( GA) ;  Number  of  

compl ai nt s t hr ough Soci al  Out l et s 

Facebook = FB;  Twi t t er  = TW;  YouTube = YT;  Googl e Anal yt i cs = GA 

Resul t s Measurement s 

Obj ect i ve 
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Li st en 



Quest i ons 
Sal omon Dayan:      

Emai l :  sdayan@l i h. com    

Twi t t er  :  ht t p: / / t wi t t er . com/ sedayanr  

Sl i deshar e:  ht t p: / / www. sl i deshar e. net / sedayanr   

Li nkedIn:  ht t p: / / do. l i nkedi n. com/ i n/ sal omondayan 

Googl e+:  ht t ps: / / pl us. googl e. com/ 109134724726450874915 

Websi t e:  ht t p: / / l i h. com/  
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