Social Media Class 101
The goal of any PR campaign is to spread your message. In today’s modern environment you are expected to get the message out to TV, radio, newspapers, blogs and online social networks. There is no way to do this without the help of others. Whether it’s your friend at the local TV station you call a favor in with or that newspaper journalist you have been hounding, you need help to spread the message. But to reach what is the fastest growing medium on the planet, The Web, you need truly broad reach. This can only be accomplished through what is one of the oldest forms of story telling, word of mouth. People telling other people your message. 
Except in this case it’s not just around the water cooler or the local news it’s on Blogs, Facebook and other forms of Social Media. Social Media is simply a group think mentality around your message. You need to get your message onto the Cloud we call the Web quickly and efficiently. You have to learn and convince others in your organization that if you have a good message you can let it go free. Now that doesn’t mean you have to stop monitoring this message once it’s free. In fact you can monitor it in many ways you can’t with traditional messages. More on that later.

Think how many people are on Facebook in 2008. What if even 10% posted a video on their pages that you created to tell your story? That would be 200,000 people telling your story. Someone makes a video blog about your message (or you do) and it’s uploaded to Google Video, YouTube, Veoh or SharingHope.TV. However when this happens you can lose control of the message. But guess what? The minute your press release hits PRWeb or is sent to a journalist you lose control of the message. So get used to it. More importantly get over it and encourage your senior management to do the same. This is how the modern message ebs and flows. Somedays you’re the top post on Digg and somedays people post your message and make fun of you. The key to all this is that’s it’s mentions, it’s coverage. And in this modern environment it’s all measurable and trackable. 

In this next section let’s talk about getting people to talk about you in online social networks. The first thing to remember is the theory of the door to door salesmen. If you don’t know what this is it’s when people used to go door to door in a neighborhood trying to sell anything from knives to vacuum cleaners. The reason this went away is that no one to be bugged by people we don’t know. If you want to approach people on their own territory you need to know them. Let’s talk Bloggers first. The same approach goes for them. Don’t ever pitch a story to a Blogger if you have never talked to them first or worse yet never visited their Blog. Let’s say your pitching the story of your non-profits first 5K to raise money for cancer. What kind of people are out there talking about non-profits? What kind of people out there talk about races and running in your community? These are the first questions you should ask yourself. After figuring this out visit these Blogs and message boards. Sign up for an account. Start reading them for at least two weeks before leaving your first comment. After one or two comments, email the author or introduce yourself to the message board. The hard and fast rule is be honest. Let the community know who you are and who you work for. Sometimes you corporate PR people have better luck at this than agency folks. The reason being sometimes these Bloggers will be happy to have an official Nike or Reebok person talking to them. The backside of this is that to them you represent the official voice of the company. Your not just Jill Smith. You are Nike. You are Reebok. So be careful. Of course you should have a totally different personal account where you can be yourself. Keep the channels of information open and supportive and they will do the same. Of course like some news stations they won’t even give you the time of day. But if you find the right outlets and concentrate on the conversation you will succeed in the Blogosphere. 
Let’s talk Online Social Networks. Although it’s much harder to penetrate the walls of some of these private gardens the benefits can far outweigh the dangers. The best thing to do is go create your own account. Don’t be scared. I talk about the fears of social media in this video you can find at this link XXXXXXXXXX. So take my advice. Go create an account. Play around. Play is, and always will be, one of the human races best features. Add some flair to your online social network account. Search for and add people you know. Change your photo to a picture of your dog. Now you’re ready for more advance things. Create another profile for your work title. Make it look nice. Add your company logo and identify yourself. Now get to searching. Find a group where people are talking about your product. Join the group. A perfect example of this is the social media manager of GM, Adam Denison. Adam writes in the PRSA Tactics issue 567 that you should “..build a relationship with the group administrator(s). The phrase group administrator sounds kind of technical, but really, they’re very similar to editors in a publication.” He goes on to say: 
“…when I join a group on behalf of GM the first thing I do is introduce myself to the group administrator and let them know I’m an available resource to them. This has worked very well and usually makes the group administrator feel pretty important because they now have access to an inside source”
How true is that? If your totally into Corvettes, and run the largest Corvette group on Facebook, and all of sudden now GM is emailing you to volunteer info about the 2010 model. You are going to feel just like the journalists over at Road and Track do when they get to test drive the cars. Adam even goes a step further. He asks the Bloggers and Facebook admins to come to the same press events the newspaper and magazine journalists do. This is great blogger relationship management, or what I like to call BRM. Another important part about is BRM is make sure you are not double contacting people. Please send all info you want to pitch blogger to the Corporate Office for dissemination or at least double check out list before you approach Bloggers. Jerry Markham is happy to assist you in this task.

Even if you don’t have inside information sometimes people just like to know the organization is listening. In my work for the American Cancer Society this is a lot of what we do. My staff and I actively participate in cancer related groups on Facebook, Twitter, Flickr and MySpace. Sometimes we have a story to share, sometimes just a link to new research, and sometimes we just listen. It’s all about joining the conversation. As I mentioned earlier your audience is already talking about your story online and spreading your message.
So here are some hard and fast tips for understanding social media

1) Get on Facebook

2) Join Twitter

3) Sign up for Flickr and post a event photo

4) Set up a test account on PRWeb

5) Make sure all your news releases get posted to Cancer.org

6) Make sure any video (B-ROLL) you take gets posted to  SharingHope.TV along with killer photos you may take
7) Contribute to the master Blogger List at the Corporate Office as you find bloggers
Quiz

1) What was the name of the person quoted in this article? 

2) Where did he work?

3) Name two online social networks mentioned

4) Where is the master list of Bloggers for High Plains maintained? 

5) Who should you contact before pitching Bloggers in the High Plains Division?

6) Name two Blogs you read on a daily basis? 

7) What was the sign in the background of the video you just watched? 

8) What was the main point on the video you saw? 

9) Name the three tips the speaker in the video gave? 

10)  Where should all news releases be posted? 

