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~ 7 Classification of Media Channels
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What’s popular or relevant for

Russia
Facebook
Di:cussion VK
orums
Blogs LiveJournal
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Sample Toolbox

« Ad Campaign

« Facebook Page

« Social Media News Release
 Video
« Sweepstake / Lottery
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9 Objectives for PR Departments

 Plan a Social Media Strategy bearing in mind not only budget but
human resources

o Structure your Online Presence
« Beresponsive — Conversation is Crucial
« Transparency is a Must

 Share Valuable Information

 Monitor and Manage
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Common Tactics

* No Middle Man Situation
o A story to teli
« Besure it’s original

 Use Person/Human to improve it

e Learn from feedback




How to generate exciting content
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= Useful Links

 http://mashable.com/quideb

ookl/twitter/

 http://ltinyurl.com/d4e5sgx

social media

e http://ltinyurl.com/btz48ph

e http:/ltinyurl.com/7rf593e

B socIAL
MEDIA
RO

P Managing and Measuring
gy : Soclal Media Efans
in ‘mu {ifrganrzatmn

| UI-MEH' watm.nn
DAYID MEERMAN SCOTT


http://mashable.com/guidebook/twitter/
http://mashable.com/guidebook/twitter/
http://tinyurl.com/d4e5sgx
http://tinyurl.com/btz48ph
http://tinyurl.com/7rf593e
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Contact Profile

Sokur & Associates
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