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Abstract

Social media is an expanding and evolving collectbonline tools, platforms and applications thikdw
individuals and businesses to create, interact aith share information. Social media enables basegand
organizations to engage consumers through inteeadtalogue making interactions feel more perstegsding to
improved relationships. This new marketing tooltdaa marketers to know their customers and prospeatays
that were not previously possible. Nearly every dayew social media platform is brought online oiffg texting,
audio, video, images, podcasting and other chamfietailtimedia communications. With this mind-numgdpiarray
of new social media platforms being introduced mizay that the study of social media is like shogtat a moving
target. But, is it really? By looking at the fundambal principles that set social media apart froaditional media
we can make a determination as to whether socidiang a moving target or not.

Introduction

When discussing social media it is important toeerther that it is born out of the promotion elenuthe
marketing mix. Promotion incorporates advertisipgrsonal selling, sales promotion and public refti In the
past these categories of promotion had concretactiosns. However, since the advent of new tecbgies that
gave birth to social media these lines have bedessedistinct, in fact, they are quite blurredtHis paper |
examine the uses of social media as it pertaitiset@romotional mix.

The key word in promotion today is “engagementi% Itritical to engage customers and prospecta filan’s
marketing communication. Social media is the maglaging, interacting and transparent form of comigation. It
is an inexpensive, fast and efficient way to gatrymessage communicated worldwide. It enables pagomhare
information, which, in turn, can be shared agaid again by subsequent receivers. A marketers dream!

Social Media Strategy

The first step in creating a social media straiegyp create a written plan of goals and objectived criteria for
success. The following list of goals and objectikiage a hierarchy and the first goal of relatiopstévelopment
carries extra weight. Relationship development thatop of the list followed by finding new custers, market
research, introducing new products, selling anduitieg staff.

Do you notice where selling is located in the hielhg? In today’s world of permission-based marlkgtiris
imperative that companies understand the 80/20aslie pertains to social media. Eighty percerd 6fm’s posts
should be informative and/or entertaining. Posas thllowers want to see and become engaged. (hpefcent of
posts in social media should be self-promoting. &tdwn (2013) This concept is new to marketers héwe a long
history of delivering “in-your-face” advertisementa traditional media.

When a company establishes social media policidgpercedures they need to consider technology détjesh
departmental and individual responsibilities, tiagy content parameters, and engagement strat&gleen creating
a social media road map one must make sure thtegyrs consistent with overall marketing commutiaragoals.
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Marketers must research social networks to find@mmate vehicles that are used by their targetesnog and will
facilitate the delivery of the firm’s message. tiddion, brand advocates must be found and levertmbelp share
your message. George, T. (2013) And one mustdecin evaluation method to determine return onsitmvent.

Social Media Policies and Procedures

Companies want their employees to use social medielp bring business. However, management musisehthe
voices of the company wisely. Younger employeestgrown up with internet access and come to thé&place
with the ability to use their “knowledge” at theiorkplace. While employees should be encouragédoim post
and participate on social networks, companies tabe very careful about what information is posted

Some social web guiding principles for employeeatude listen before you talk, think before you dpesay who
you are, respond to ideas not people, know yous faed cite your sources, stay on the record becausare on
record, when you respond to a problem, you owprdtect the organization from liability and sland8oss, J.
(2009)

Keep in mind that like the all night diner sociatdna is 24/7/365. Therefore management shouldydats
employees to monitor social media networks outsideorking hours. Conversations need to be contrarel
problems addressed in “real time.”

Social Media Promotion

Social media is an excellent, cost effective wapraimoting a business or organization. One impodédference
between traditional promotion and social media ptom is networking. Building a large network isyki®
promoting on social media. Building your networlais ongoing task and a considerable amount of simelld be
dedicated to it. Your network/audience should ideleustomers, prospects, brand advocates and sdkiehcers.

In social media promotion takes the form of po#scompany must have a strategy for posting. Thagtmost
often but not too often. A determination must bedmas to how many posts are appropriate for yogetanarket.
Every situation is unique and the number of pastieiermined by the desire of the audience totsepdsts. Some
companies may post once a week, others multiplestiper day.

Posts should give something of value to your awdieNalue can be in the form of interesting infotiom,
entertainment, fun activities, contests and sweadpst discounts, etc. The 80/20 rule applies B&eure that no
more than 20 percent of your posts are self-pramgofiwo important aspects of promotion include gatieg an
immediate response to an offer and creating braralemness to keep your brand top-of-mind. Rementbéo toth
with your social media promotion.

Creativity is essential to get people to pay aitento your posts. Creative, interesting postsalan help build your
network when shared by your audience. Make youmptin easy to share. Sharing must be easy anitivet
Sharing is instrumental for effective social megiiemotion. Find creative ways to initiate user-geted content in
your promotion. Technology has made it very easyémple to submit text, photos and videos on $oo@ia. The
key is to share users’ posts right away to breakdl and provide others with inspiration for thmivn submission.
Pickering, B. (2012)

Know your social networks. Some require apps fonmtion, and others have constraints you have & wihin.
Some are based on text, others image and othe¥s.Jidyou run a promotional contest be sure t@ gilestones
and updates regularly to increase interest andgemgent. Vaughan, P. (2012¥xpand your network by cross-
promotion to include partners and sponsors whidhhelp all parties increase audience reach.
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You have spectators who will just watch, joinersowtill engage in low barrier formats such as a qstakes, or
text format, and creators who will post photos idews. Pickering, B. (2011) Current customersnaost likely to
engage. You should use traditional media to drigkit to your social media promotions.

Social Media and Public Relations

One of the biggest changes social media has onetiragkcommunications is in regard to public relasioBy
definition public relations is building good relais with the company’s various publics by obtairfianprable
publicity; building up a good corporate image; dwaehdling or heading off unfavorable rumors, stoded events.
Kotler & Armstrong (2012) Pg. 450 Historically ormgaations have had to rely on traditional, non4iatéive media
to relay PR messages. In the past, organizationddwerite a press release about a newsworthy iteail/fax it to
appropriate media and hope they conveyed the mes§hg media was not paid to convey the message.

Every business needs to create and maintain ne&dtips with their public. Social media has madeaangtic
change in the way businesses communicate withuhkcp Specific public relations disciplines indkt IPR.org.uk.
(2012)

» Consumerl/lifestyle public relations- gaining pultlidor a particular product or service
»  Crisis communication- responding in a crisis

» Financial public relations- communicating finanai@sults and business strategy

* Internal communications- communicating within tlenpany itself

» Government relations- engaging government depatsrerinfluence public policy.

An online public relations strategy can help baildieb presence that gets increased search engibiityi, creates
social interactions that deepen relationships wdtlr customers and builds your brand. Social mediaitoring is
important for today’s public relations professiardbnitoring social media conversations about yoand enables
you to get involved. Most major social media shiege tools to monitor conversations concerning ywwand.

Public relations duties have become more demanéiuiglic relations professionals need to be abtadue faster
and think quicker than ever before. The “Golderh@drs” when a company was expected to resporsstes has
become the “Golden Hour!” Burnside, B. (2013) Tleendinds of the PR professional are 24/7/365. Negatws
will always spread faster than the positive. Wiven¢here is a mention of your brand on social mediu need to
know because if it is negative it could be a pdsdibreat to the company.

Obtaining coverage in the media is a great waytead the word about an organization. Public matatigives a
business free third party credibility. Use creatieamtent as outreach tool. Create fun and intergstbntent and
promote it in social media. Utilize a pull stratdmybecoming part of media. By posting dynamic eantou will
attract the attention of media. They will sharenyoentent and build your network for you. TopR&hline
Marketing (2009)

Customer Relationship Management — Social CRM

Data is the key to an effective customer relatigmstanagement program. Social media will open thar do a
plethora of data! Take advantage of the power ofasonedia to become closer to your customers.&dggal CRM
to improve customer support, streamline customsgarch to understand the customer experience,afevel
innovative e-commerce programs to increase sdl@ghié increasing revenue and efficiency whileueithg costs.

An IBM survey found that customers are more intiexeén getting real value out of their social medi@ractions
with companies, rather than seeking them out tbcd@enected to the brand. Baird, C & Parasnis,2810) So,
instead of just managing customers, the role obtigness is to facilitate collaborative social exgnces and



E-Leader Bangkok 2014

dialogue that customer’s value. Does this soundlif@® The importance of the 80/20 rule cannot bero
emphasized.

Social media is a game changer and the custonrecantrol. Only a small percentage of consumersanial sites
can be counted on to interact regularly. Most corexs interact with brands or businesses with wttiely already
have a strong connection. Parrish, M. (2013)

Businesses may be confusing their own desire fstoooer relations with consumers' motivations fayaging. To
make the customer experience picture perfect ttauking like a customer. If you don’t know whatstamers
value, ask them. Give your costumers what they wwadtmore! Companies need to deliver tangible vidue
customers’ time, attention, endorsement, and data.

Retention and building brand loyalty is the keyisltess expensive to sell to existing customeas ihis to find new
customers. Customers who have some interactiomsanitand via social media spend 20-40 percent mothat
brand. Dugan, L. (2012) Over 50% of posts to camgsare being ignored. Pring, C. (2012) So, byoeding to
these comments quickly and reacting to customemoents as soon as possible, a business may create a
competitive advantage.

Companies can utilize applications that searclbfand names and key words on social media. Tlilesed posts
can be used to help create a strategy to resparustomers appropriately. Divide comments into gatties, like
questions, criticism, and compliments. The quest&hould be answered as quickly as possible, andukiness
should set up a process for questions to be diteotthe appropriate responder. The number of goessiusing
social media for customer service response is &song greatly and social media is a significantasumity to
cultivate good will toward your brand. Pring, CO{2)

Creating Online Social Brands

A brand is the promise a company makes to consur@erapanies should use social media to communibate
brand strategy, their promise. It is importanktow your target market. An organization must hawery detailed
definition of the target market that includes denapdic, psychographic and behavioral charactesisticwell as
how they utilize the web and social media for infation discovery, consumption and action with domatent.

Locate your target audience and bring them baglkto Gunelius, S. (2011) Find your target audigmgcsearching
keywords that consumers would be likely to use wéearching for your brand. Follow the paths thase
consumers would follow and locate where your bra@elds to be involved.

Develop a social content plan that includes youique selling position, key topics, phrases and wohat best

support your message and drive traffic to all yonline vehicles. Create an online home... blog, psticédeo

channel, etc. Then expand into appropriate soe@orks committing a consistent amount of time gngayour
networks by sharing, engaging and being usefubte gommunity. Gunelius, S. (2011)

Make sure your social media profiles match younriemage. Optimize your logo for social media ukkse your
corporate colors strategically. Include your slogad other brand identity elements in your societlim. Cross-link
your web site and social media. Include your saugvork icons on your web site. Consistently usgaords on
your web site, blog and social media for searchrengptimization. Be sure to have a uniform braressage
across all of your social networks. Spoerl, C. @01

Networking, content creation and engagement shoelscheduled in a marketers daily plan of actisiti&pend 30
minutes daily finding useful resources to share softedule times to publish. TopRank Online Markge{@2013)
Schedule time each day for content creation. Giigats key... and that takes time! Take time each ereview
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social channels, answer comments and interact onsaxial channels. Connect with social influeneerd brand
advocates. Seek them out and engage with themnagi (2013)

Give more than you receive. Being successful inasocedia marketing depends on relationships. Ydulese
followers if you spend the majority of your timeopnoting. Use the 80/20 rule. Spend 20% of your tselé
promoting and 80% of your time providing informatior entertaining posts that of value to your ancke
Robertson (2013)

Build your authority from the messages and intéoacyou have with members of your community. Hirt€s,
(2013) Join social networks to answer questiBagh time you interact with members on a sociakak you'll
be reaching friends of these people. That givep@fteption of authority and will help build youstaork.
Participate in conversations about your brand. Abuake time to respond to posts on your blog &b
networks. Also proactively search for conversationsocial media outside your brand’s page. Belaviai to
answer questions and respond to comments, bottiyeoand negative. Social media builds awarenedsianes
conversation. Social media is a powerful way tald@ communication between company and consumet,. B
always remember, selling is a secondary benefbofal media.

Encourage outside discussions where users wilicgzate in the site for emotional and social reasdrhis keeps
them coming back and strengthens the bond betvineen &nd the company. However, letting go of contrelns
the business may be faced with criticism beinggub#d the site. This is not a bad thing, as thiglims the company
can gain from complaints are valuable tools.

Create an online community. Include forums for désions unrelated to the brand, ability to possqeal history,
pictures, videos, ways to announce social eventsyeputation tools or ratings by fellow users.u¥Youst
influence people by inspiring and enabling peoplsttare messages and stories about your brantbrgighat
communicate with each other begin to feel a pag sfpecial group, growing in loyalty to your bra@hnsumers
are more likely to purchase a brand they engage isocial media. Chadwick Martin Baily, Inc. (2010)

Social Media and Viral Marketing

Viral marketing is online advertising that religsnparily on word of mouth to gain brand recognitioyreaching
many people in a short amount of time. Verhoef®1® The strategy encourages those to pass omkating
message to others, creating the start for expaadegrowth. By creating buzz a great viral campaign inject new
life into a business!

An effective viral marketing campaign depends oa d8pects: outstanding content and excellent soetatorking
skills. It must provide for effortless transferdthers, and scale easily from small to very lardeem a few to
millions!

With the escalating use of cell phones to accessvib and social networks a successful viral maretampaign
must focus on the mobile component. But, you cajusttsend an ad to consumers’ phones and exp@ecgt viral.
Viral campaigns need to drive the viewer to takisoae— submit a photo, watch a video, get sometliag, enter a
contest, etc. Verhoeff, (2013)

It takes creativity to design a campaign that tilinulate viewers to share it to the point whetgeitomes viral.
Build a story with wings to fly! Content should benotionally charged! The desire to be cool. Gregged people.
So does the hunger to be popular, loved, and utwadets A combination of imagination and creativign improve
viral marketing tactics within social media charmigy capturing the users’ attention.

The campaign should encourage viewers to join goarmunity and give you information. Getting reviewshe
form of photos, videos and stories about your bistralild also be a goal of a viral marketing campaitpwever,
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remember that a business must also convert tleistath into an actual sale or call-to-action. Aty the primary
goal of any business is to make a profit.

Social Media Analytics, Metrics and Measurements

Every brand has a different social media strategyriicking metrics and return on investment. Tiharfce
department will calculate return based on investraad they will ask the marketers to calculate vguaial media
brings to the bottom line.

Return on investment is measured by financial g@&wvenue, transactions, new customers) minus imegst (time,
manpower/consultants, technology). The traditionetrics, which are easier to track, include traféads,
impressions, and revenue. But social media campaiguire assessing different metrics. Social meditics
include social page views, video views, engagemaet sharing rates, social referrals and applingtrogramming
interface (API). Leibowitz, B. (2013)

One goal of social media is to drive traffic to yaueb site. You also need to measure web site osetrich as page
views, time on the site, actions and sales. Thexteigs are available in the form of web logs.

Businesses should designate a web analytics teast tgp the correct reports and track social miettieconversion.
It is best to include management, marketing ancepFesentatives on the team. The team should takiethe data
from online consumers and turn it into an undexdadite dashboard with actionable recommendationsieékly
activity log should be kept to track improvementsietermine where improvements are needed. It®itant to
keep a close eye on what is working and what isinotlude social media as part of your overall malimarketing to
view a larger, more complete picture of how onlimarketing is achieving brand objectives.

Choosing Appropriate Social Media Platforms

New social media networks and platforms pop up nearly every day. An organization must think about what they
are trying to achieve with its social media strgtetpen selecting appropriate platforms.

One must consider what type of platform would repmlr target audience the best, and make surestteeysing
the platform in the way you are intending for theemDefine what kind of content you want to shaeeduse
different social media platforms fit different typef content.

Understand the significant features of each majoias media platform and think about any speciehimlogical
needs the platform might have. Also consider castsreturn on investment. No social media is freemwou
consider the time it takes to set up and maintain.

Questions to consider when selecting a social m@diform. Sprague, M. (2013)

What is the demographic profile of your user base?

Which social networks are your consumers and paispesing?

Is the community in-facing (for employees), outifec(for users) or both?
Build the platform in-house, or hosted by 3rd party

What do you want your users to do while engaged?

What is your social communications strategy?

What type of content will you be primarily seekitogshare?

What types of messages appear to engage your aedies most?

© N TO MNP

What are the goals of the community, what do yoatvia accomplish?
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Selection of an appropriate social media platfara process not an event and should be reviewéatljuely.
Remember, what is popular today may disappear tamwoiChoose more than one social network to drihaing
across platforms and increase brand awareness.

When choosing a social media platform for your bess make sure you will not abandon it. When yain g few
followers on it those that followed you will noké that you deleted your account and you will lowast.

Writing for Social Media

Businesses need to generate content on social rketwo a regular basis. That could be multiple §raelay or
once a week, depending on the situation. Frequehpgsts — you don’t want to post too often or oftén enough.
You need to understand your target market andammsirding to their needs and desires.

When writing for social media don't forget the 80Aile. Robertson (2013) It is important that 864our posts
should be performing non-self-promotional activatieOnly 20% should be self-promoting. This hepbuild trust
with your audience. Trust is imperative to buildiognd loyalty in your customers.

Be sure to include keywords — including keywordganr posts enhances search engine optimizatioratratts
relevant traffic to your post who will in turn sleait with others. However, do not over stuff yowsts with
keywords. DiSilvestro, A. (2013) Search engines asets will recognize this and it will not be appated.

Write a killer headline. The headline should betteri to attract attention. Safwan, A. (2013) Sorputh thought
into writing headlines. Newspapers have one petiedlicated to only writing headlines. The headlinestitompel
the user to read on. Competition for attentiondauy on social networks. Your headline will deterenhow
popular your social media content gets.

Follow with a great opening. If your headline gattention you only have a few seconds to maintaan attention.
Brantner, E. (2008) So your opening sentence narapel the user to keep reading. It should cutgititato the core
of what the post is about. Many people will orgad the opening sentence and appreciate gettirdjyigimmation
quickly. Others will want to read on so give thésls more detail and a reason to move on to yoel site.

Writing short is not easy — some social networksehzonstraints on length of articles. Practiceingishort,
effective articles. It is harder than it soundsydfi have an interesting “story” that compels yfmliowers to read
on you can add a link to your web site where thaytioue reading and hopefully view other contenilevthey are
there. But be sure readers that don’t want to ozackan get the idea of the post from your openamence.

Content should be unique. Don’t post duplicate enhpeople can find in another place. This wilegyou a bad
reputation and you will lose followers. Content gldobe valuable and interesting — post only contieat compels
users to read and then be happy that they did.néed to understand your target market and know thiegtare
looking for.

Use the power of emotion — know what emotionallgrgizes your audience and pack your posts with iemealty
charged content! Don't just think about peoplehas/tare — think about people as they would likbee- liked,
loved, powerful, athletic, beautiful, etc.

Allow your content to be easily skimmed. We ardiangning society. You are lucky if a person read%o28f your
post.Meyer, R. (2013) So use a thumbnail image, a dreatiline and opening. Eliminate fluff — everyoséni a
hurry, don't include any content that is not valieadind relevant to the reader. Focus only on eiséémformation
that supports the topic. Brantner, E. (2008)
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Use a conversational tone. The key word is “sdcfagt rid of the stiff, boring content that lacksrponality. Bring
your readers into the conversation. Talk to theleesjust like you would if you were sitting negtthem. An
interactive, personal tone will generate buzz faunycontent. Brantner, E. (2008)

Use proper grammar and always check your spelRegders will quickly point out your mistakes! Dohiirry.
Take your time and make sure your post is erra. fre

Be the expert. If you want your content to ris¢hi® top of social media sites and to generate stearéd comments
you need to write articles that act as a resolBramntner, E. (2008) Provide information that cd€tfound
anywhere else. Continue to do this and you willegate long-term followers who rely on your postd gaur web
site as a place for reliable, trusted information.

A picture is worth a 1000 words. Well-chosen piesido two things—they will attract attention antphtell your
story. Let's face it, no matter how great your imgtis, few online readers want to be greeted waitbng block of
text when they click on your post. Pictures aregtecause they make your content easier to schthay add
another aesthetic to your post. Brantner, E. (2008)

Social Media Ethics

Ethics are simply people’s values and their betrawith regard to right and wrong. People learruealat a very
early age. Right and wrong don’t change when ydarghe world of business.

A business has to decide what audience they wasttame what information with and make an accomniloglat
social media policy. The policy should include estations of employees who post on social media.aidtien of
an employee’s online presence reflects on the basinVhen creating a policy, the behavior expexctaif the
employees needs to be addressed. State what tyjpésrmation should be posted and when. Determihe is
responsible for responding to others’ posts. BakcBc (2013)

Understand other people’s perspectives and opirdodde open to what they have to say even if thiégize the
business. You can learn how to better serve themes. If something negative is being shared,yamesit for
credibility and respond appropriately. When yospand to a hegative post be fair in your post éate “social
happiness” and build positive customer relationsh@fieveland, J. (2013) Respond in a positive matanghow
you care about the customer and explain the attiais being taken to improve.

Social Media Risks

Social media risks include reputation risks, laggits and security risks. Reputation risk involpesting
information that could negatively impact the braBdery company has the potential for a public refet disaster.
While social media can take a PR issue and sptéilid wild fire it can also be utilized to quickbddress the
problem. Moreno, K. (2012) A business should haviskamanagement team who will determine possibisc
scenarios, the type of content used to respondottesof the response, and responsibilities fohéaam member
during an actual crisis. A business needs to hagecil media component of its risk management jlgolace that
outlines how to respond in social channels wheroblpm arises. The risk management team shouldaso
employees how to best avoid potential problemsvelmat to do in the event of a crisis. Dreyer, Laket(2009)

Legal risks include industries that have governmestrictions placed on information sharing. Finahand other
regulated businesses should have very specificigslin place to define what is appropriate totp8spyright
infringement is another issue that companies shaddbfess in their social media policy. All textages, audio and
video is automatically protected under copyright.lahis is something some people seem to ignotkisn‘sharing
age.”
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Security is always a risk in business. Cyber cratsrare trolling social networks looking for peopled businesses
to target. There is a risk that cyber criminalsldaitack your social networks via online scambaxking. The
more information you post on online the more vuidsée you are to cyber-crime. A company should reasgecial
media policy for your employees to make them aweétbe risks tell them how best to avoid them. Tgoicy
should be reviewed regularly to determine if nesksihave developed that need to be addressednRuliR013)

Conclusion

While the list of social media networks changedydhie principles that a business or organizatitizas to take
advantage of the marketing potential they offeystae same. When the cell phone disappears anddbstry
moves into thought-controlled computer interactigth holographic displays the same fundamentalguesi and
procedures that lead to success today will stplapCompanies that wait until things shake out b left behind
the businesses that use social media to shakesthjpig

References

Aquino, J. (2013) Boost Brand Advocates and Sddidia Influencers, January, 2013
http://www.destinationcrm.com/Articles/Editorial/ldazine-Features/Boost-Brand-Advocates-and-Socialidie
Influencers-86675.aspx

Babcock, P. (2013) Using Social Media to Boost &tlind Compliance, August 9, 2013
http://www.shrm.org/hrdisciplines/ethics/articlesges/social-media-ethics-compliance.aspx

Baird, C. & Parasnis, G. (2010) From Social Medi&bcial CRM, IBM Institute for Business Value, tGlwer
2010 http://public.dhe.ibm.com/common/ssi/fecm/eef@#391usen/GBE03391USEN.PDF

Brantner, E. (2008) 10 Foolproof Steps to Writireg 8ocial Media Conten, November 22, 2008
http://www.digitallabz.com/blogs/10-foolproof-stefiswriting-hot-social-media-content.html

Burnside, B. (2013) Social Media Listening — An &sal Part of the PR Toolkit, February 20, 2013
http://digimind.com/blog/best-practices/social_nzedistening_pr/

Chadwick Martin Baily, Inc. (2010) Consumers Enghyféa Social Media Are More Likely to Buy, Recomnagn
February 9, 2010 http://blog.cmbinfo.com/press-eenbntent/bid/46920/Consumers-Engaged-Via-SociedHst
Are-More-Likely-To-Buy-Recommend

Cleveland, J. (2013) Social Happiness: A Look at&6ola’s Social Media Policy, April 28, 2013
http://jonathancleveland.wordpress.com/2013/04(28&-happiness-a-look-at-coca-colas-social-medixp
Denegre, T. (2010) Viral Marketing in Social Medrebruary 3, 2010 http://ezinearticles.com/?Virasketing-in-
Social-Media&id=3691927

DiSilvestro, A. (2013) Viral Marketing in Social M&, February 3, 2010
http://socialmediatoday.com/node/1593381

Dreyer, L., Grant, M. & White, L. (2009) Social Madrisk and Policies for Associations, 2009
http://www.socialfish.org/wp-content/downloads/sdfish-policies-whitepaper.pdf

Dugan, L. (2012) How Are Companies Using Social Mdebr Customer Relations Managemtn?, November 6,
2012 http://www.mediabistro.com/alltwitter/sociaheinfographic_b30856

Erker, K. (2013) Writing for Social Media Marketing Golden Rules, April 11, 2013
http://www.moosylvania.com/blog/writing-for-sociatedia-marketing-5-golden-rules/

George, T. (2013) How To Leverage Social MediaYour B2C Brand, May 16, 2013
http://www.cmo.com/articles/2013/5/14/how_to_levggasoci.html

Grosshandler, J. (2010) Using Social Media Boosth$\te Promotion, October 27, 2010
http://ezinearticles.com/?Using-Social-Media-Boeéatsbsite-Promotion&id=5252261\

Gunelius, S. (2011) Building Your Brand with Sddiedia, January 5, 2011
http://www.entrepreneur.com/article/217815



E-Leader Bangkok 2014

Hines, K. (2013) How to Setup Social Media Disemsssroups for Business, July 31, 2013
http://www.socialmediaexaminer.com/social-mediazd#sion-groups/

IPR.org.uk. (2012) Public Relations Discipline812 http://www.ipr.org.uk/public-relations-pr-digtines.html
Jefferson, E. (2013) Finding the Right Social Mdeliatform for your Business, April 9, 2013
http://intellectuallysocial.com/2013/04/09/findinlge-right-social-media-platform-for-your-business/

Kotler, P., Armstrong, G. (2012) Principles of Matikg, New Jersey: Pearson

Leibowitz, B. (2013) Metrics to Measure Social Me&OlI, January 28, 2013
http://socialmediatoday.com/bosmolskate/119415 Ilosemeasure-social-media-roi

McKay, L. (2010) The 6 Hidden Dangers of Social Medwugust 7, 2010
http://www.destinationcrm.com/Articles/CRM-News/BaNews/The-6-Hidden-Dangers-of-Social-Media-
69145.aspx

Meister, J. (2012) Social Media Training Is Now Maitory: Five Ways To Make Sure Your Company Does It
Right, October 31, 2012 http://www.forbes.com/djemnemeister/2012/10/31/social-media-trainingeasy-
mandatory/

Meyer, R. (2012) Measuring Social Media, Septenilter2012 http://newmediaandmarketing.com/measuring-
social-media/social-media/

Meyer, R. (2013) People Don't Always Read Web Conte They Skim It, March 23, 2013
http://www.newmediaandmarketing.com/people-dontagisvread-web-content-they-skim-it/a/

Moreno, K. (2012) Social Media Risk Is Like WildfirWhere's the Fire Engine?, August 7, 2012
http://www.forbes.com/sites/forbesinsights/201 2008 ocial-media-risk-is-like-wildfire-wheres-thediengine/
Parrish, M. (2013) How Marketers Can Reach the 22%S Online Adults who Connect Everywhere, Ap£l, 2
2013 http://www.forbes.com/sites/onmarketing/204&2@/how-marketers-can-reach-the-22-of-u-s-onlidels-
who-connect-everywhere/

Pickering, B. (2011) How to Run a Successful Sadiatlia Contest, May 24, 2011
http://www.socialmediaexaminer.com/how-to-run-aeassful-social-media-contest/

Pickering, B. (2012) 8 Tips for Running Social Meéiromotions, June 28, 2012
http://www.socialmediaexaminer.com/social-mediarpotion-tips/

Pring, C. (2012) 216 Social Media and InternetiStias, September 15, 2012 http://thesocialskinom216-
social-media-and-internet-statistics-september-2012

Pullen, J. (2013) How to Protect Your Small BustAgainst a Cyber Attack, February 27, 2013
http://www.entrepreneur.com/article/225468

Robertson, E. (2013) The 80/20 Rule for Social Me#liccess, September 2013
http://www.marketingofadifferentcolor.com/2012/38¢8020-rule-for-social-media-success/

Ross, J. (2009) A Corporate Guide for Social Mediidy 27, 2009 http://www.forbes.com/2009/06/30iabc
media-guidelines-intelligent-technology-oreilly.Htm

Safwan, A. (2013) How To Write A Killer HeadlinedMake Your Post Shine, February 28, 2013
http://kikolani.com/how-to-write-a-killer-headlin@rd-make-your-post-shine.html

Shin, N. (2010) 7 Steps for a Successful SocialiM&trategy, July 21, 2010
http://www.socialmediaexaminer.com/7-steps-for-aeesssful-social-media-strategy/

Spoerl, C. (2013) The Importance of Branding: MatghVebsites, Blogs, and Social Media Profiles,t8eyer 19,
2013, http://lwww.callthemarketingguy.com/the-importe-of-branding-matching-websites-blogs-and-seniedlia-
profiles/

Sprague, M. (2013) Selecting a Social Networkirgtférm, 2013, http://marksprague.wordpress.coméoci
media/selecting-a-social-networking-platform/

TopRank Online Marketing (2009) Why Use Social MeHor Public Relations
http://www.toprankblog.com/2009/11/social-media-pr/

TopRank Online Marketing (2013) The Power of WewHo Build Personal & Corporate Brand Thought
Leadership Through Social Content http://www.toptdaag.com/2013/02/grow-personal-brand-online/



E-Leader Bangkok 2014

Vaughan, P. (2012) The Ultimate Facebook Marke@hgat Sheet, April 11, 2012
http://blog.hubspot.com/blog/tabid/6307/bid/244 28 TUltimate-Facebook-Marketing-Cheat-Sheet.aspx
Verhoeff, C. (2013) Social Media Viral Marketingcsets, March 10, 2013
http://www.prweb.com/releases/2013/3/prweb103930H0.

Vinjamuri, D. (2011) Ethics and the Five Deadly Sof Social Media, November, 3 2011
http://www.forbes.com/sites/davdvinjamuri/2011/13/&hics-and-the-5-deadly-sins-of-social-media/



