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Welcome 
Are you into social media marketing? 
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• According to Wikipedia: Social media marketing refers to the process of  

gaining website traffic or attention through social media sites. 

• Social Media Marketing is the art of  engaging customers (and their friends) on the 

internet via Social Web/Mobile  Applications in order to build relationships and sell 

products/services. 

 

• What creative Facebook status posts from brands have you seen that have 

encouraged interaction?  
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2. Definitions: 



3. Strategic Planning for Social Media Marketing 

• CASE STUDY: Ooshay.com 
– Step 1: Build an Ark - create a cross-functional team  

– Step 2: Listen and Compare – customers and competitors will teach you what to do 

– Step 3: What’s the Point? Awareness? Sales? Loyalty and retention? 

– Step 4: Select Success Metrics - Likes and engagement? Will you measure ROI? 

– Step 5: Analyze Your Audiences -What are the demographics of  current /prospective customers?  

– Step 6: What’s Your One Thing? How will your organization appeal to the heart? 

– Step 7: How Will You Be Human? Your company has to act like a person, not an entity.  

– Step 8: Create a Channel Plan - Now you can turn your attention to the “how” of  FB, Twitter, etc 
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4. Social Zones 
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5. Social Media Research and Measurement 

• With social media clearly entrenched as a mainstream business 

activity, the need to measure the impact on the organization 

has never been greater.  

• While social media practitioners talk about Like or Follower 

growth, organizations want to understand how social media is 

helping drive the business or cause forward.  
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Social Media Measurement is at a CROSSROADS 

• Early focus on wrong things 

• More is not always better  

• Lack of  accountability for results 

• Seduced by feel-good vanity metrics 

• Pressure to demonstrate impact and value 

• Business impact/ROI difficult and/or expensive 

 



The basics of measurement: Performance/Objectives 

• Write measurable goals,  

• Align goals with organizational KPIs 

• Assess performance against targets (Cross reference Google Analytics,  Alexa, AW Stats etc) 

For every social media initiative, you:  

• Must have a measurement plan  

• Must take a stand on standards  

• Must understand, articulate & demonstrate business impact  
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• We’ll discuss about several social networks, including LinkedIn, 

Facebook, and a relatively newcomer, Pinterest.  

• Consumers decide how much you are able to reach them (via 

Facebook) by how much they engage with your brand on that 

platform. So, how can you get them to interact? 

• What makes a facebook post more likely to be engaging for 

consumers?  
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Basic Principles 

 Photos are the number one way to get someone to interact 

with your Facebook page; A study has shown that the photo 

engagement rate is .37% vs .31% for video and .27% for text 

only 
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6. 36 RULES 
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IF ALL YOU DO IS RESPOND TO COMPLAINTS,  

                                          THAT’S ALL PEOPLE       

WILL SEND YOU 
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STOP AND ASK 
WOULD AN ACTUAL  

PERSON TALK THAT WAY? 
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MIND YOUR BUSINESS 
Fake friends want to know your  

business and share it, 

ALLOW THEM!!! 

But be a real friend 



EVERYONE SAYS THEY DON’T WANT TO BE MARKETED TO 

Really, they just don’t want to be talked down to 
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Vote for me jor… 

don’t you know I am Obama? 

X X 



THE CONSUMER 

is for himself.  

Not for you 
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AS MONETIZATION ATTEMPTS TO GO UP, 

Consumer satisfaction tends to go DOWN 
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DON’T TRY TO BE CLEVER, 

BE CLEVER 
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SOCIAL IS 24/7 
NOT A ONE-TIME STUNT 
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ALWAYS 

WRITE BACK 

21 



HAVE AN ROI 
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PEOPLE WOULD RATHER TALK TO 

Sarah of  Ooshay.com 
THAN Ooshay.com 
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SOLVE PROBLEMS FOR PEOPLE  
WHO TALK ABOUT YOU, 

EVEN IF THEY  
DON’T ADDRESS YOU 



NOT EVERYTHING WILL WORK 

AND THAT’S FINE 
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EMBRACE NEGATIVE COMMENTS 
ABOUT YOUR BRAND 
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EVERYONE IS AN 

INFLUENCER 
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INFLUENCERS 
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Influencers 



IF FANS DISTRIBUTE YOUR CONTENT  

WITHOUT YOUR PERMISSION, 

OFFER TO HELP 
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IT’S OKAY TO DRIVE PEOPLE TO YOUR SITE, 

INSTEAD OF FACEBOOK’S 
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UPDATE YOUR PAGE 

OR  
DELETE IT 
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DON’T MAKE PEOPLE DO X,Y THEN Z 

STICK WITH X 



LAST YEAR, PUMP OUT 
CONTENT.  
THIS YEAR, 

OPTIMIZE 
CONTENT  
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BECOME BEST FRIENDS WITH YOUR 

SOCIAL MEDIA REPS 
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SOCIAL MEDIA DOESN’T  

EXIST IN A VACUUM, 

MAKE SOCIAL  AND 

TRADITIONAL MEDIA  

WORK TOGETHER 
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DESKTOP IS  
CONQUERED TERRITORY, 

MOBILE IS THE  
BATTLEFIELD 



IF YOU DON’T SEE FINANCIAL RESULTS, 

YOU WASTED YOUR TIME & MONEY 
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PEOPLE FIGHT FOR THEIR  

PRIVACY. 
DON’T INVADE IT 
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THE ONLY WAY TO SCALE UP WORD-OF-MOUTH: 

PAID ADVERTISING 
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HAVE A CRISIS 

PLAN 
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DON’T USE ADS TO PROP UP BORING CONTENT, 

USE ADS TO ACCELERATE SUCCESSFUL CONTENT 

43 



FORGET INDIVIDUALS, YOU ARE CREATING CONTENT THAT 

ENCOURAGES GROUPS TO FORM 
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PEOPLE DON’T WANT TO SHOP 

WHERE THEY SOCIALIZE 
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FIND A WAY 
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CONTESTS AND SWEEPSTAKES ARE FINE 

IF YOU WANT TO ENCOURAGE SHORT RELATIONSHIPS 
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PEOPLE CARE WHAT YOU HAD FOR BREAKFAST, 

IF YOU ARE A FOOD BRAND 
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OOSHAY , PINTEREST, INSTAGRAM & TUMBLR WORK 

USE THEM TOO 
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IS 

 PROUDLY NIGERIAN 



YOUR FANS 

OWN YOUR  
BRAND 
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IF YOU’RE BORED BY SOCIAL MEDIA, 

IT’S BECAUSE  
YOU ARE TRYING 
TO GET 
MORE VALUE  
THAN YOU CREATE 53 



THINK POST-VANITY METRICS LIKE 

HOW MANY ARE BUYING? 
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IT’S AN ORGANISM, 

NOT A PROCESS 
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7. Summary 
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1. Don’t Focus 100% On Selling 
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2. Communication Is A Two-Way Street 
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3. The Value of Targeted Messages 
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4. It’s not all about you 
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5. Brands Have A Personality Too 
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6. Seeing Is Believing 
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7. Customer Service Can Be Fun 
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8. Put A Firewall Between Personal and Business Accounts 
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8. Questions? 

Thank you 
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 Idowu Olayiwola 

 08052243964, 08037830920. 

 idowu@cybuds.com, www.cybuds.com  

 

 Idowu Olayiwola is a graduate of  Computer 

Science, University of  Ilorin. He started his web 

development career in 2005 during his Industrial 

Training Course after completing his sophomore 

year at the university. 
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 He was part of  the team that developed the first Tastee Fried Chicken and 
University of  Abuja Teaching Hospital websites. He focused on the interface 
designs as well as integrating these designs with leading content management 
systems. He conceived the idea of  an onsite web development company in 2007 
and registered Cyberbuddies as a limited liability company focused on providing 
web development services in July, 2009.  

 

 He has a passion for creating quality relationships. Therefore he has been active 
in setting up, managing and marketing ooshay.com – a leading online gift-
sharing community. He intends to share the lessons he has learned over the 
years with anybody who is interested in creating their own social media 
presence. 
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