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Introduc7ons	  
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The	  Client	  



1)	  Iden7fy	  the	  business	  objec7ves	  

•  How	  can	  social	  support?	  	  
•  As	  a	  research	  or	  as	  a	  markeHng/communicaHons,	  
CRM	  tool?	  

•  Understanding	  the	  audience	  
•  Understanding	  percepHons	  among	  audiences	  
•  Driving	  thought	  leadership,	  awareness	  and	  engagement	  
•  Servicing	  customers	  
•  Driving	  sales	  and	  traffic	  

•  Be	  realisHc	  about	  your	  capabiliHes	  and	  resources	  
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	  	  STRATEGY	  A	  	  
	  

Posi7on	  
AGCO	  as	  a	  
global	  
thought	  
leader	  	  

	  

	  	  STRATEGY	  D	  	  
	  

Grow	  global	  
sales	  

	  	  STRATEGY	  C	  	  
	  

Engage	  with	  
employees,	  
dealers	  and	  
customers	  to	  
build	  brand	  
loyalty	  

TACTIC	  2:	  Host	  
a	  symposium	  
for	  technology	  
and	  innovaHon.	  

	  	  STRATEGY	  B	  	  
	  

Reinforce	  
AGCO	  as	  a	  
global	  brand	  

TACTIC	  1:	  
Secure	  
adverHsing	  
opportuniHes	  at	  
trade	  shows	  

TACTIC	  1:	  
Develop	  a	  
microsite:	  25	  
years	  of	  
excellence	  in	  
innovaHon.	  	  

Overall	  Strategy:	  Demonstrate	  how	  excellence	  
in	  innovaHon	  impacts	  lives	  around	  the	  world	  

TACTIC	  2:	  
Develop	  a	  
global	  
innovaHon	  
YouTube	  series	  

TACTIC	  2:	  
Create	  a	  virtual	  
presence	  for	  
the	  major	  trade	  
shows	  

TACTIC	  2:	  
ConHnue	  to	  
promote	  AGCO	  
branded	  
apparel	  at	  
global	  
conferences	  

TACTIC	  1:	  
Create	  a	  25th	  
anniversary	  
campaign.	  	  

TACTIC	  1:	  
Encourage	  
employees	  to	  
parHcipate	  in	  a	  
global	  
charitable	  
effort	  	  
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Tie	  listening	  objec7ves	  to	  business	  	  
ques7ons	  to	  derive	  insights	  that	  impact	  
results	  
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2)	  Get	  a	  seat	  at	  the	  table	  
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TradiHonal	  survey-‐based	  trackers	  allow	  a	  
consistent	  framework	  to	  monitor	  brand	  health…	  
	  

Positive 
Neutral 
Negative 

Over a 20 week period 

…while	  online	  listening	  provides	  a	  means	  to	  
observe	  how	  brands	  are	  being	  talked	  about	  in	  
an	  unfiltered	  environment	  

When	  paired	  together,	  this	  ‘unfiltered’	  consumer	  voice	  uncovers	  emerging	  
issues	  not	  ‘asked’	  about	  in	  survey	  research,	  and	  can	  also	  serve	  as	  a	  diagnosHc	  
tool	  bringing	  in	  an	  addiHonal	  layer	  of	  depth.	  	  

3)	  Determine	  what	  other	  data	  is	  
available	  
Use	  social	  to	  augment/supplement	  other	  research	  modali4es	  
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CONTENT	  UNIVERSE	  

The	  flexibility	  of	  layering	  pre-‐made	  and	  custom	  filters	  against	  the	  content	  universe	  

is	  what	  leads	  to	  extrac7ng	  focused	  Insights	  

Sen7ment	  
•  PosiHve	  
•  Neutral	  
•  NegaHve	  

Branded	  &	  Unbranded	  Content	  Across	  Channels	  and	  Content	  Sources	  

Da
ta
	  F
ilt
er
s	  

Media	  
Channels	  

•  News	  
•  Blogs	  
•  Forums	  
•  Facebook	  
•  Twi`er	  
•  Surveys	  

Purchase	  
Drivers	  

•  Cost	  
•  Ease	  of	  Use	  
•  Path	  to	  Purchase	  
•  Quality	  

Audiences	  
•  Students	  
•  Commuters	  
•  ReHrees	  
•  Employees	  
•  Tourist	  

Behaviors	  
•  Ask	  a	  quesHon	  
•  Referral	  
•  Switching	  
•  Detractor	  

OTHER	  
•  Themes	  
•  Influencers	  
•  Issues	  

	  
Product	  
Types	  

•  Mobile	  phone	  
•  Laptop	  
•  Tablet	  
•  E-‐reader	  

	  

4)	  Create	  a	  Data	  Framework	  
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5)	  Audit:	  Understand	  Your	  Target	  

#PowerOfPR	  @crmills	  @gojohnab	  @mvangelic	  



The	  addiHon	  of	  organic,	  online	  consumer	  conversaHon	  provides	  candid	  descrip7ons	  of	  	  
an	  individual’s	  purchase	  path	  and	  unbiased	  opinions,	  delivers	  in-‐depth	  insight	  into	  	  
why	  consumer	  opinions	  shi^	  and	  can	  fill	  in	  the	  missing	  pieces	  to	  the	  puzzle.	  

.	  	  
Social	  insights	  
narrow	  the	  gap	  

WHAT	  PEOPLE	  DO

It’s	  more	  than	  what	  people	  say…	  
Social	  can	  also	  tell	  us	  what	  people	  think	  and	  what	  they	  do	  	  
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Where	  are	  they?	  
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Understand	  your	  target’s	  unmet	  	  
needs	  and	  the	  way	  they	  talk	  
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What	  are	  they	  saying?	  
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How	  o^en	  are	  they	  talking?	  
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Key	  takeaways	  from	  Audit	  

•  Technology	  and	  agriculture	  
– Drones	  

•  Global	  fan	  base	  	  	  
– Addressing	  global	  audiences	  on	  variety	  of	  
channels	  

•  Opportunity	  to	  grow	  female	  audience	  and	  
younger	  farmers	  

•  Poverty	  is	  a	  concern	  

@crmills	   #PowerOfPR	  @crmills	  @gojohnab	  @mvangelic	  



6)	  Create	  the	  Social	  Plan	  
GOAL	  3:	  

Increase	  global	  social	  media	  
audience	  and	  engagement	  

across	  all	  plagorms.	  

GOAL	  1:	  	  
Increase	  	  brand	  awareness	  
and	  posiHon	  AGCO	  as	  a	  
global	  leader	  in	  the	  

agricultural	  and	  technology	  
community.	  

TACTIC	  2:	  Develop	  and	  
promote	  noteworthy	  
stories	  through	  social	  
media	  channels.	  

GOAL	  2:	  
Educate	  target	  audiences	  
about	  the	  family	  of	  brands,	  

products,	  and	  key	  
iniHaHves.	  

GOAL	  4:	  
Drive	  AGCO	  social	  media	  
audiences	  to	  purchase	  
merchandise	  from	  
ShopAGCO.com.	  

TACTIC	  1:	  Create	  editorial	  
calendar	  for	  2015	  to	  drive	  
social	  content.	  

TACTIC	  3:	  UHlize	  geo-‐
targeted	  Facebook	  ads.	  

TACTIC	  1:	  Develop	  a	  
blog	  for	  Fuse	  
Technologies	  focused	  
on	  innovaHon.	  	  

TACTIC	  2:	  Spotlight	  
technology	  and	  
innovaHon	  during	  trade	  
shows.	  	  

TACTIC	  3:	  Incorporate	  
info	  from	  family	  of	  
brands	  into	  social	  
content.	  

TACTIC	  2:	  Share	  	  AGCO	  
YouTube	  clips	  on	  
Instagram	  

TACTIC	  2:	  Implement	  and	  
manage	  a	  yearlong	  25th	  
Anniversary	  e-‐commerce	  
campaign.	  

TACTIC	  1:	  UHlize	  listening	  
tools	  to	  find	  people	  
looking	  for	  AGCO-‐branded	  
merchandise;	  drive	  sales	  
to	  ShopAGCO.com.	  

TACTIC	  1:	  Host	  a	  quarterly	  
Instagram	  giveaway	  
contest.	  Secure	  new	  
assets.	  

TACTIC	  3:	  UHlize	  geo-‐
targeted	  Facebook	  ads.	  	  
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What	  does	  success	  look	  like?	  
Assign	  Key	  Performance	  Indicators	  

• Likes,	  comments,	  shares	  
• Reach	  
• Engagement	  rate	  
• Applause	  rate	  
• AmplificaHon	  rate	  
• ConversaHon	  rate	  
• Global	  following	  (demographics)	  
• Web	  traffic	  
• Bounce	  rate	  
• DuraHon	  on	  site	  
• Merchandise	  sales	  through	  social	  
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Goal:	  Growing	  Fan	  Base	  
Instagram	  
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Goal:	  Collec7ng	  Assets	  
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Goal:	  Thought	  Leadership	  
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Is	  it	  working?	  	  
How	  does	  conversaHon	  shim	  over	  Hme?	  Use	  metrics/KPIs	  as	  a	  founda4on	  

•  A	  foundaHonal	  framework	  for	  
analysis	  serves	  as	  a	  
consistent	  data	  set	  for	  
gauging	  shims	  over	  Hme	  in	  
core	  KPIs	  

•  FoundaHonal	  quanHtaHve	  
data	  views	  can	  point	  to	  areas	  
of	  interest	  for	  deep	  dives	  into	  
segmentaHons	  or	  parHcular	  
hot	  topics,	  emerging	  themes,	  
or	  business	  quesHons	  

Applying	  Structure	  to	  
Unstructured	  Data	  
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Is	  it	  working?	  
Sen4ment	  and	  share	  shouldn’t	  be	  your	  only	  focus;	  how	  are	  percep4ons	  changing?	  
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Is	  it	  working?	  
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Is	  it	  working?	  
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Is	  it	  working?	  
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ALWAYS...ALWAYS...ALWAYS...	  
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New	  Opportuni7es	  
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Closing:	  Key	  Takeaways	  
•  Understand	  the	  overall	  goals	  	  
•  Create	  realisHc	  social-‐specific	  goals	  	  
•  Use	  social	  listening	  to	  find	  key	  insights;	  turn	  
them	  into	  opportuniHes	  

•  Create	  your	  plan	  
•  LISTEN	  &	  Measure!	  
•  Apply	  insights	  
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Appendix	  



LISTENING	  

Making	  Meaning	  from	  Sound	  
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Social	  Listening	  

Making	  Meaning	  from	  Social	  Sound	  
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It’s	  noisy	  
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4)	  Develop	  a	  social	  strategy	  

•  Create	  a	  plan	  	  
•  Make	  it	  transformaHonal	  
•  Make	  sure	  it	  works	  
•  Don’t	  please	  everyone	  
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