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Introduction
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On August 23, 1999, Blogger launched as one of the earliest dedicated
blog-publishing tools. At that time, social media was considered a niche
activity on the fringes of the Internet. But today, Blogger is owned by Google
and hosts millions of blogs. In a span of ten years, Facebook has grown to
more than one billion users, and Wikipedia has, for all practical purposes,
replaced Britannica as an encyclopedia. Social media is the most important
phenomenon transforming the Internet. i

There is more to it than the phenomenon, though. Social media also pres-
ents unique marketing opportunities that force marketers to revisit the core
guiding principles of marketing while providing new ways to reach social
influencers, thereby encouraging people to influence each other and do the
marketing for the brand. Social media marketing (SMM) forces companies to
rethink how they market online, whom they market to, and how to structure
their own organizations to support these new marketing opportunities. For
anyone involved with social media marketing — and Internet marketing, more
broadly — this is indeed an exciting time.

Social Media Marketing For Dummies, 3rd Edition, is written to help you
make sense of the madness. Because it’s such a hot topic, the press and the
experts alike are quick to frighten marketers like you and introduce new ter-
minology that confuses rather than enlightens. This book cuts through all
that noise and simply explains what social media marketing is and how you
can harness it to achieve your objectives as a marketer. It also aims to help
you prioritize what’s important and what isn’t.

.About This Book

The social media marketing space changes rapidly, so by the very definition
of social media marketing, this book can’t be completely comprehensive. It
does, however, aim to distill the core concepts, trends, tips, and recommen-
dations down to bite-sized, easy-to-digest nuggets. As social media marketing
touches all parts of marketing and all parts of the Internet, too (from tradi-
tional websites to social platforms to the mobile web), based on your own
experiences, you'll find some sections more valuable than others.
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As you read this book, keep in mind that the way people influence each other
online and impact purchasing and brand affinity decisions is similar to the
way they’ve done for thousands of years in the real world. The technology is
finally catching up, and social media marketing is fundamentally about allow-
ing and encouraging that behavior to happen in a brand-positive manner
online, too.

This book helps you understand why social media matters to marketers

and how you can harness it to directly impact your own marketing efforts in
meaningful ways. Targeted at both marketers in large organizations and those
of you who work in small businesses or run small businesses, it includes
advice for every business scenario.

Foolish Assumptions

In writing this book, we imagined someone pulling a copy off a bookshelf in
a Barnes and Noble and scanning it to see whether it’s a valuable guide. And
we wondered what that person would need to know to find this book interest-
ing. Here are some of the assumptions we came up with about you:

» You have a computer with Internet access.

+ You've visited a social media site like Facebook or Twitter.

» You're working in marketing or want to join the marketing field.

+» You have customers or prospective customers who use the web
frequently.

v You sell a product or service that you can market online.

» You're curious about social media and whether it changes marketing.

Icons Used in This Book

In the margins of the book, you'll find these icons helping you out:

Whenever we provide a hint that makes an aspect of social influence marketing
easier, we mark it with a Tip icon.

The Remember icon marks paragraphs that contain a friendly reminder.




