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TODAY’S AGENDA

1. Establishing the Foundation - The key pieces you need in place to be 
able to drive revenue through the social channel 

2. Developing a Plan - Operationalizing campaigns and content that 
create engagement and lead to purchase

3. Measuring the Results - Setting the right KPIs and evolving your 
programs

4.   Case Studies - Who’s doing it well and how

5.   Opportunities - What’s on the horizon
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Establishing the Foundations 
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A Social Organization:

An organization that has social media 
weaved into its fabric through a unified 
strategy across all departments, allowing 
all employees to use social media safely 
and consistently, to improve customer 
relationships and experiences.
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“Improved communication and 
collaboration from social media could 
add $1.3 trillion annually in value to the 
economy and raise knowledge worker 
productivity 20-25%.” 

McKinsey Report
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Interaction workers 
tasks
(%)

Increase value-
added time

(%)

Productivity 
Improvement 

(%) 

Reading and answering e-mail 28 7-8 25-30

Searching and gathering information 19 5.5-6.5 30-35

Communicating and collaborating 
internally 14 3.5-5 25-30

Role-specific tasks 39 4-6 10-15

TOTAL 100% 20-25% 20-25%

How can social media improve our jobs and organizations?

Source: McKinsey Report
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Digital – Tools & Technologies

Cloud
Mobile Devices & Apps
Big Data
Analytics
Security
Internet of Things/Senors
User Interfaces
Software as Service
Wearables

Social – Skillsets

Culture
Collaboration
Cause
Customer
Co-creation
Communication
Conversation
Engagement 
Sharing Economy

Why is Digital not Social? 

Source: Scredible
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Traditional Enterprise Structure

Management Leasing Development Marketing Branding
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Social Organization

Management

Leasing Development

Marketing

Branding

Social
Consumer
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Customer Experience

Consideration Purchase Retention Advocacy

WOM

Online 
Reviews

Website

Loyalty Program

Advertising 

Events 

Sales Team Ambassador 
Program

Enterprise 
Advocates

Email 
Customer 
Success

PR

Service Team 
Customer
Support 

Social Networks: Twitter, Facebook, Flickr, Pinterest, YouTube, LinkedIn
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Social Media Maturity Matrix 
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Social Media Maturity Matrix 

Organization A Organization B
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Developing a Plan 

Operationalizing campaigns and 

content that create engagement and 
lead to purchase 
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Vision/
Mission

Situational 
Analysis

Objectives/
KPIS

Strategy

Plan/Budget

Monitoring & 
ROI

Where do we want to go?

External & internal 
audit
SWOT analysis

How do we get 
there?

How do we measure success?

How do we 
allocate resources 
and implement? 

How did we do?

How do we improve?

Strategic 
Planning 
Process
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Sales funnel + content

Distilled

Awareness

Consideration

Preference

Purchase

Loyalty

Advocacy

Sales Funnel
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Sales funnel + content
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Content Types:

• Text 

• Video

• Images

• Infographic / Visuals

• Links

• Whitepapers

Content Categories:

• Campaigns/Contest

s/Promos

• Customer stories

• Retailer Content 

• Advertisers

• Support

• 3rd Party

• Real-time

Content Matrix & Types
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Social Media

Article 
Posting

In-person 
Events

Videos

Case 
Studies

Blogs

White 
Papers

Webinars

Common Content  / Tactics
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Planning Content
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Executing Content
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Getting your content to the right audience

1. Your customer is very diverse: the platforms they use may be equally as diverse 
(ex: specific discussion forums, blogs, may be outside traditional social) 

1. Understand the conversations your audience is having and where they are having 
them: it’s all about them

1. Identify who your influencers are: listen and monitor keywords to identify people 
that influence your customer’s purchase decision

1. Use geo-targeting to uncover nuances within new markets and interact with people 
within specific locations

1. Measure your results: what content is resonating with your audience?
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Measuring Results - Setting the right 
KPIs and evolving your programs 
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Vision/
Mission

Situational 
Analysis

Objectives/
KPIS

Strategy

Plan/Budget

Monitoring & 
ROI

Where do we want to go?

External & internal 
audit
SWOT analysis

How do we get 
there?

How do we measure success?

How do we 
allocate resources 
and implement? 

How did we do?

How do we improve?

Strategic 
Planning 
Process
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• Connect Objectives, Strategies, Tactics, Budget and Monitoring

• Example:

• Goal: Increase revenue.

• Objective: Increase sales by X % 

• Strategy: Promotion

• Tactic: Specific action

• Budget/Resources: 

• Monitor and Measure Results: Change as necessary

Connecting the Process
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Key Performance Indicators KPIs

Content Consumption 
Metrics

Social Sharing
Metrics

Conversion 
Metrics

Unique Page Visits & 
Pageviews

Social Share & Reach Download

New Visits Comments Email Newsletters/
Blog Subscribers

Time On Page & 
Bounce Rate

Mentions Sales/Marketing 
Qualified Leads

Visitor Flow Engagement Sales Cycle & 
Retention Rate

Inbound Links
TechWys
e
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Social ROI

Full Frontal ROI & Hootsuite

Cost Per 

Impression

Cost Per 

Click

Cost Per 
Engagement

Cost Per 
Site Visit 

Brand Awareness 

Customer 

Retention Rates

Avg.  Revenue 

Per Purchase

Avg. Units Per 
Purchase

Avg. Transactions 
Per Customer

Lifetime Value of 
a Customer

Customer Retention 

Cost Per Lead Cost Per 

Subscriber 

Cost Per Sale Avg. Revenue 
Per Sale

Avg. Units 
Per Sale

Conversion Rate 
Of Leads

Shopper Visits 
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Case Studies - Who’s doing it well 
and how
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Using Style Guides JLL 

Valuable and engaging, image-based content 
utilized in email blasts and social media posts
• Images link to the center’s appropriate 

Pinterest board to generate awareness of the 
center’s presence on Pinterest, increase 
followers, and ultimately, drive retail sales

• Four different types of content/images will   
be provided each month:

1. Editor’s Picks
2. Trend Report
3. How To
4. Gift Guide/Holiday Guide
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1. Editors Picks

• Showcases variety of merchandise                               
relating to a specific theme                                                 
or mood determined by                                                          
the “editor”

• Examples of content:

- Black & White

- Sorbet Pastels 

- Ruffles
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2. Trend Report 

• Highlights examples of                                                                
one specific trend or                                                                           
item 

• Examples of content:

- Oxfords

- Mod Shift Dress

- Chunky Heels
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3. How To Wear
• Gives fans hints on how to wear certain 
trends/merchandise by highlighting                                                      
one item and showing                                                   
complementary merchandise                                                          
for how to wear the trend                                                                      
multiple ways

• Examples of content:

- Denim shirt

- Printed pants

- White jeans
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4. Gift Guides/Holiday Guides
• Mini gift guides developed to promote smaller holidays 
and/or popular gift giving 
time periods 

• Examples of content:

- Easter

- Graduation

- Mother’s Day
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Promotion Best Practices

• On Pinterest

• Pinterest boards (a.k.a. “the guides”) are fill 
with at least 10 pins prior to using the 
corresponding Style Guide images on 
Facebook or eblast

• The Scoop Pinterest page to pin from the 
boards and to serve ideas on what to pin

• Each Style Guide image used as the Cover 
Pin on that guide’s Pinterest board
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Promotion Best Practices

• On Facebook
• Pinterest board (a.k.a. “the guide”) filled with 

at least 10 pins prior to posting the 
corresponding Style Guide image

• Posts include:
- Style Guide image
- Trend copy 
- Tagged retailers 
- URL linked to the corresponding   
Pinterest board
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Example Eblasts

Trend Report
Lace up for the season ahead! Spring 
forward with a fresh pair of oxfords from 
Journey’s, Payless, PacSun and more! Click 
the image for more style inspiration!

Holiday Guide
Hippidy-hop-hop, Easter’s on its way! Be ready 
for the bunny with Easter looks, décor, and 
goodies from Sears, Claire’s, JCPenney’s and 
more! Click the image for more style 
inspiration!
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Example Facebook Posts 

Tred Report
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4. Communication: 
•Monthly E-blast
•Monthly Text

1. Registration:
Website

3. Promotion: 
•Full Social Integration
•Onsite Collateral
•Website/Text
•Wi-Fi Integration

2. Exclusive Benefit:
Online Shopping Guide 
(desktop & mobile sites)

Comprehensive Loyalty Program
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Tred Report
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Save and Share Offers
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Plaza Las Americas Social Customer Service

The thing I enjoy most is that I always find something, I always find everything! :)

Plaza las Americas is the center of everything! What do you enjoy most about PLAZA?

Enjoy! RT @lenamounier: Shopping at @elcentrodetodo  with my bestie!

Thanks it was great!
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Plaza Las Americas Social Customer Service
Good Afternoon, what kinds of Vans shoes do you have?

Hi Romano, 

We have multiple stores that sell Vans. Some of the stores are: Journeys and Foot Locker. 

Please call each store for more information. 

Journeys Phone Number: 787-758-0170

Foot Locker Phone Number: 

787-777-0378

None of the stores in PLAZA sell my Salvatore Ferragamo perfume. I c

Macy’s will order the fragrance for you. Also, Perfumania carries a v
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Plaza Las Americas Social Customer Service

Hello! Please, I was looking at the page and after I looked at everything, I couldn’t find anything about the booth, Esencias (perfumes and

We have a cart called Extractos, you can contact them at: 

787-356-0476

Where can I buy these jeans? 

At Express. 

Thanks a million! Have 
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Opportunities - What’s on the 
horizon
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Strategy Planning & Content 
Planning
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COMPLETE YOUR SHOW EXPERIENCE
MORE THAN 30 SESSIONS CAPTURED LIVE DURING RECON!

• Recording Package $150 usd

• Extend Your Own Education

• Share Sessions with Colleagues

• Compatible with Mobile Devices

icsc.sclivelearningcenter.com
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Course Evaluation

Please Complete Your Evaluation Now.

1. Take Out Your Smartphone or Tablet

2. Go to survey.icsc.org/2015RECON

3. Select this course: 

Driving Revenue from Social Campaigns


