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Objective:
To create an online presence through social media that will allow Master-Bilt to:

· Share product and company information
· Monitor online reputation

· Network with businesses
· Direct traffic to the Master-Bilt website
Overview:
Master-Bilt has an excellent website that features information on products and services, an existing Twitter page, and YouTube channel. These outlets will provide a solid foundation for an effective social media campaign. 

The existing websites and social media profiles lack a consistent presence and provide meager opportunity for interactivity.  

Social media involves websites and other online means of communication used by large groups of people to share information and develop social and professional contacts. Today’s social media users seek opportunities to gain information about products and desire to feel connected to companies. According to a 2007 report by RainToday.com only about 10 to 30 percent of leads are actually ready to buy and only 50 percent are qualified but still require nurturing in order to make a purchase decision.

As a result, social media marketing is becoming one of the most effective tools for marketing because it allows companies to relate to one another while becoming more approachable. It is a valuable tool for “lead nurturing,” especially among business-to-business companies. 
KnowledgeStorm performed a recent study and found that 48% of business-to-business companies are increasing the amount of money they are spending on online marketing and 69% of business-to-business companies are already participating in some form of social media. 

The following chart displays the common online social involvement of the typical U.S. adult:
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A social media campaign for Master-Bilt will target each group of online adults. Spectators, those who spend a majority of their time online reading posts and material without actually creating material themselves, dominate today’s adult online presence. Second to the spectators are the critics, who will often comment or post on something that was posted by another author but rarely post original content. 
Our plan is to target the spectators and critics and help them become creators by providing them with an opportunity to interact with the company allowing them to share their knowledge and experiences with the Master-Bilt company. We will use social media to increase traffic to the Master-Bilt website while successfully promoting featured Master-Bilt products. Social media will serve as a valuable tool for following up and nurturing leads on potential sales by allowing companies to connect with Master-Bilt on a personal level and providing them with resources to make informed buying decisions. 
Method:
Platform: Social media includes hundreds of websites and programs designed to connect people and promote the exchange of information. The goal is not simply creating a profile but having a presence and engaging others in what the company has to say, share or do.

Master-Bilt will be best served participating in the top three social media platforms: Facebook, YouTube and Twitter.  (Other sites such as LinkedIn and Google+ will be added later)
· Facebook: Facebook is a social networking service and website that allows users to share information, ideas, photos and videos among their networks. As of May 2012, Facebook has over 900 million active users.

· YouTube: YouTube allows users to discover, watch and share originally created videos.
· Twitter: Twitter is a real-time information network that connects users to the latest stories, ideas, opinions and news about what they find interesting.

Content: Master-Bilt’s website already contains many resources that can be recycled and used for social media sites. By using the existing information and connecting content across different social media outlets, Master-Bilt can expand the impact of its marketing and generate maximum exposure with minimal effort. By the intentional release of relevant and well branded content Master-Bult can build brand identity thus making it more recognizable among customers.  
Marketing: To promote Master-Bilt’s social media plan, a recognizable link to all social media pages will be placed on the Master-Bilt webpage and on all marketing materials.
Sample Online Marketing Plan:
Note: Social media content will be created, developed and uploaded by DCA/DCPR.  Facebook posts, Twitter posts and YouTube posts will be approved ahead of time by an appointed member of the Master-Bilt team. 

Facebook: The designated member of the Master-Bilt team will approve approximately three posts each week. Posts will include:

· Information about Master-Bilt products

· Stories or web links related to Master-Bilt

· Announcements of new products, promotions or services

· Photographs of members of the Master-Bilt team and a brief bio on each along with contact information (similar to that found on the website)

· Photographs of Master-Bilt products

· Video and various media related to Master-Bilt

YouTube: A designated member of the Master-Bilt team will approve all video content and information uploaded to YouTube. Uploads will include:

· Edited videos about the Master-Bilt company

· Edited videos about products

· Testimonial videos from customers

· Each video will be identified by the Master-Bilt logo, website and contact information

Twitter: The designated member of the Master-Bilt team will approve approximately five posts (“tweets”) each week. Tweets will include:

· Information about Master-Bilt products

· Stories or web links related to Master-Bilt 

· Announcement of new products, promotions or services
· “Retweet” pertinent content

· Respond to tweets when necessary 

Video comments will be approved and responded to whenever necessary. YouTube uploads will be shared and promoted using Facebook and Twitter posts. 
Sample Facebook Account:

    (screenshot)
Sample Twitter Account:
   (screenshot)

Sample YouTube Account:

   (screenshot)
