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Presenter
Presentation Notes
Thank you for having me here today and I hope that I am able to give you all the insights you are looking for about using Twitter in the B2B setting.

Quick background on Toshiba America Medical Systems.  Toshiba is a global company that is more than 125 years old and creates products in a variety of areas – laptops, TVs, electric car batteries and medical imaging equipment.  Part of the global Toshiba company, Toshiba America Medical Systems is a B2B company that delivers medical imaging equipment to the U.S. market.



Challenges 
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 Highly Regulated Industry 
 Complicated Products 
 Multiple Audiences 

Presenter
Presentation Notes
Being in the healthcare industry, we face some challenges when communicating on Twitter.  Perhaps some of these are familiar to those of you in other industries.

First, this is a highly regulated industry.  For example, if a product isn’t yet approved by the FDA, we can’t talk about it without noting that it is “pending 510K clearance” – that’s 22 characters I can’t use to get my message across before I even start to write a tweet. A side effect of being in a regulated industry is that we have to be cautious about what we say, when we say it and how.  That means every tweet and response needs to be approved by business units and the legal department.
Second, we sell complicated products.  If you sell pencils, people understand the purpose.  But breaking down a more complex product into bite-sized concepts that can be understood in under 140 characters (minus the required legal jargon) is a challenge.
Third, and this is a challenge that everyone faces regardless of whether you are B2B, B2C or a nonprofit, while we direct our messages to our customers, we are aware that others are listening as well.  These can be patients, media, medical students, etc.  We have to be mindful that what we share with one audience is see by all.  Also, we must be prepared to respond to these audiences when they contact us through Twitter.
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Rewards 
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 Visibility 
 Share Your Message 
 Immediate Brand Feedback 
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But, where there are challenges, there can also be rewards when using Twitter.

First, and foremost, increased visibility for your brand.
Second, the opportunity to share your message with a large audience and have them become your brand advocate is invaluable.  “According to Nielsen’s [2012] Global Trust in Advertising report, 92 percent of consumers around the world say they trust earned media, such as recommendations from friends and family, above all other forms of advertising—an increase of 18 percent since 2007. ”**
Finally, and this is my personal favorite, immediate feedback for your brand.  I’ll give you an example.  We attend a major tradeshow each year and at the end, attendees are surveyed and the results are tallied and shared with all of the vendors, letting everyone know what people thought of their exhibit, brand, messages, products, etc.  This takes up to 2 months after the show to get.  Now this is great and useful feedback but the wait is a problem because our executives, like yours, want to know at the show what people think of us.  Through social media monitoring, we know.  While I am on the show floor I see what people are saying, unsolicited, about our brand/look/feel.  This feedback is great for your bosses but its also the kind of promotion you simply can’t buy.

**Report: http://www.nielsen.com/us/en/newswire/2012/consumer-trust-in-online-social-and-mobile-advertising-grows.html
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Hashtags & Keywords 
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 Join Conversations 
 Better Understanding of 

Your Audience 
 Don’t Overuse Hashtags 

Tools: 
 Twitter Search 
 Hashtags.org 
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I find that one effective way of getting our message in front of the right people is by joining the conversations they are already having on Twitter.  The best way to do this is by using the hashtags and keywords that your audience uses and searches for.  So, as with anything we communicators do, it all starts with research.

Researching the appropriate keywords to use for your campaign will help you to gain a clearer picture of what your audience is talking about and what is most important to them.  In fact, your first assumption of what the best keyword or hashtag to use may be wrong.

There are a hundred tools out there that you can use.  Probably the easiest to use is Twitter Search.  You simply type in what you are looking for and then review the related conversations to see what primary hashtags and keywords are being used by all participants.

The other tool I recommend is Hashtags.org, it has graphs and information on Twitter hashtags and their use so you can find the newest and most popular.  The interesting thing about this tool is it allows you to see not only how well the hashtag is doing but also, who the biggest users are.  If the users are all your competitors but none of your target audience is using it, maybe it isn’t the right hashtag for you.  I’ll give you a quick example from two years ago.  I was looking for keywords and hashtags to use for messaging around transradial cardiovascular intervention.  Speaking to our clinical experts, transradial was the keyword that anyone in the industry would be using.  I started looking and while there was some mention, it was cardiovascular that was the hook.  Not that we dropped transradial but I made sure cardiovascular was hashtaged so that we would come up in searches. Today, transradial is coming up more and we adjusted accordingly.

One rule I do follow is do not over use hashtags.  Too many starts to look more like spam than a friendly message. I like to keep it to no more than 3 with 3 hashtags being the exception.
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Challenge 
Join a noisy conversation during 
major industry tradeshow 

Research 
Who is talking? 
What are they talking about? 
What hashtags/keywords are 
used? 
How can we join the 
conversation? 

Resolution 
#PatientsFirst 

#prnbig3 

Real-World Example: Hashtags & Keywords 
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So here is a real-world example of joining a conversation using a hashtag that someone else created.  I truly wish I had thought to create this particular # myself but in some ways it worked out better that it was generated by a third party first.

Our challenge was to find a way to join an already noisy conversation before and during one of the biggest industry tradeshows.

I started with some research about hashtags and keywords that were being used beyond just the official tradeshow hashtag that could cause our message to be lost in the clutter.  The questions I was asking were:
What hashtags/keywords are used by attendees?
Who is participating in the conversation?
What are attendees talking about/what do they care about?
How can our brand join the conversation?

And then I came across a hashtag that made my day.  We have a grant program we support with an industry association called Putting Patients First.  That year, the tradeshow decided to make their theme Patients First.  And the resulting hashtag that attendees latched on to was #PatientsFirst.  I wish I had thought of it because we do this program BUT because the attendees already took ownership of that hashtag and ran with it, we were able to join the conversation.  We were able to use that to share our message of how we can help healthcare providers put their patients first AND promote our grant program.  Nearly 6 months after the tradeshow and the hashtag is still being used daily.



Direct Messaging 
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 Move Sensitive 
Conversations Offline 

 Avoid Miscommunications 
 Build Relationships 
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The point of social media is to be transparent and personable.  While it is always great to have a conversation in the open to show others how responsive you are, some times you need more than 140 characters to do that.  At Toshiba we live by our mission statement which puts customer satisfaction at the top of the list.  So, the rule of thumb I use to determine if I should respond publicly or privately to a Twitter comment is can I answer their question to their satisfaction in 140 characters?  If I can’t answer them in 1 tweet, then I move the conversation offline.  I specify 1 tweet because if it takes more then the person might not see the entire conversation and confusion and miscommunication could ensue. 

Now, when you take the conversation offline, you have the freedom to have a larger conversation and truly provide the best customer service possible to that follower.  When you do this, you are building that personal relationship with that follower and they will in turn tell others about their positive experience.  And as we remember from the rewards slide, recommendations from friends and family mean far more than advertising from the company.  Don’t tell people you care, show them you care.

As a side note, I really can’t recommend auto direct messaging – its impersonal, people know it is and that defeats the purpose of social media – building relationships.



Challenge 
Customer requests to attend an 
invitation-only event 

Resolution 
Conversation moved offline to 
enable a better dialogue and 
resolution 

#prnbig3 

Real-World Example: Direct Messaging 

Presenter
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Here is an example of how taking a conversation offline made for a happy customer.

A customer contacted us on Twitter and publicly asked to attend an event they knew we were putting on.  The problem was, this was an invitation only event. We were inviting a specific audience and it wasn’t the right fit for this person. 

Now, we could have responded, “Sorry, this is an invitation only event.”  I guarantee that would have earned us some bad Twitter press.  Before responding, we had to consider not only the request that we couldn’t fulfill in the way this person wanted, but we also had to consider the customer’s feelings because, as I said earlier, putting the customer first is paramount.

Rather than the public “No” answer, we posted for him to please DM us so that we could help him.  We were able to ask him questions about what he was really interested and why he wanted to go to that event and in the end found a better event for him to attend that fit his needs and made him happy.



Measurement 
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 Use Tracking URLs 
 Integrate Tracking with Website 

Metrics to See Where Traffic 
Originates 

 Evaluate Messaging Effectiveness 

Tools: 
 HootSuite 
 Google Analytics 
 Social Mention 
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Okay, now you have found the right keywords and hashtags to use.  You know when to answer publicly and when to pull the conversation offline.  How do you know if your messages on Twitter are successful?

Metrics.  That seems to be a big buzzword these days.  Every other article we read is about the importance of measurement. And they’re right. If you know where you have been and where you are now, it is much easier to see where you are going.

We believe in looking at all of the metrics so that we can get the whole picture.  This means, not just looking at retweets and clicks but also integrating that with our website analytics.  Social media is just one strategy in an overall campaign.  I like to use a few different tools.  HootSuite and Social Mention are great tools for tracking followers, share of voice, retweets, engagement, etc.  We also track our website metrics using Google Analytics to tell us how much traffic we are driving to our site from Twitter and other sources. From this, we can see what pages those visitors looked at and how long they stayed.

The biggest help in determining the success of each campaign are tracking URLs.  We use an in-house tool that provides us with a unique URL that we can use for all campaigns from social media to email blasts.  If I didn’t have an in-house solution, I would recommend using something like HootSuite which gives you some of the same tracking ability.  You can look at each unique link and see how many people clicked and how they got to your site.  Combine this with your Google Analytics and you get insight into how successfully you are reaching your goals and how specific messages are received.  

One way this is very useful for me is when we are communicating a few different messages during an event like a tradeshow.  After the show is over, I go back and look at our metrics to determine which messages were received the best.  This feedback helps us to see what is resonating the best with our audience and what is falling flat or of no interest and we adjust messages accordingly.

Another reason we track these metrics is that they are combined with other metrics we keep on department projects each month quarter email campaigns and advertising to media placements and events.  Using all of this information together, we are able to see how effectively we are meeting business goals.

Finally, sometimes in social media you know what you are doing but explaining it to people in other departments can be a challenge.  Others might imagine our job to be easy because we just hangout online all day chatting it up.  But metrics give us what we need to tell a story that can explain to decision makers in our organizations why we are making certain recommendations and how we are impacting the business.

Tip: If you do not have automated reports that are issued monthly, then set a date on your calendar each month where you go through and pull the metrics.  It makes tracking a lot less burdensome. 
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Crisis Communications 
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 Monitor Conversations 
Constantly 

 React Thoughtfully 
 Learn from Other 

Companies 
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Presentation Notes
I want to touch briefly on crisis communication on Twitter.  I don’t have an example from my own experience (thankfully) to provide you, though you can certainly find plenty online.  But I can tell you that I have used Twitter to monitor situations that could have become more serious.

We can have a crisis communication plan in place and prepare until we are blue in the face but the truth is each crisis evolves differently and we can’t predict what will happen.  But with social media, at least now we have a chance to see if something might be coming our way.

You should already be monitoring social media channels using your favorite tool. When something potentially negative comes up, don’t be alarmed and do not think you necessarily have to respond immediately if they are not calling you out by name.  Sometimes it pays to be patient and see how the story unfolds.  If something negative starts to be echoed by others, be mindful of the consequences of what you say.

A great example of how you should do B2B crisis management on Twitter is Boingo Wireless.  Their product is internet access for business travelers.  One day an email was accidently sent out to some customers that their subscriptions were being cancelled.  Upset customers went on Twitter to complain.  The social media team was monitoring conversations and picked up on the issue early.  They quickly alerted their team to help solve the issue and then they went on Twitter to try to answer as many of the Tweets as they could.  Because of the quick response, the conversation changed from upset customers to one of forgiveness for a human mistake.  The full story is told in Paul Gillin’s book, “Social Marketing to the Business Customer,” but the big take away is that the company was paying attention so they caught the issue early and responded, answering customer’s questions in the forum where they were asked.
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Research keywords and hashtags before choosing them – the 
best choice may not be what you think 
Respond publicly if it can be done in 140 characters 
Measure each campaign for effectiveness, not just in clicks but 
also in what they did after clicking 
Evaluate your social media strategy                         
continuously, adjusting messaging and tactics                          
as necessary 
Monitor conversations to stay ahead of                           
potential issues 

Key Takeaways 

#prnbig3 
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I hope that I have given you some useful examples of how I use Twitter in a B2B setting.  Here are the key takeaways for you:

Research keywords and hashtags before choosing them – the best choice may not be what you first think
Respond publicly if it can be done in 140 characters – if not, then move the conversation offline using direct messaging
Measure each campaign for effectiveness, not just in clicks but also in what followers did after clicking (i.e., visited 3 pages on your site and stayed for 5 minutes)
Evaluate your social media strategy continuously, adjusting messaging and tactics as necessary
Monitor conversations to stay ahead of potential issues. 
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