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are you LT K 2

are you being:
real,

honest,

authentic,

transparent,

inviting,

collaborative,

trusting,

and in rich,

regular conversation

with your best customers, your co-workers,
maybe even yourself?



requests today

» input:
- Of those STEPers who have implemented social media what
have been your biggest challenges: technically, organizationally,
culturally, other?

- To whom would the ‘frank / inside’ overview and toolkit be of
most use: business leaders, IT, training & organization
effectiveness, other?

» feedback:

- Today: What's missing from the toolkit?

- Post-STEP meeting ‘test drivers’: Would you (or someone you
know) be wiling to beta test some or all of these tools?
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what 1s frank / 1nside?

Technology-Neutral
Social Media Methodology
& Downloadable Toolkit

Online
Community

Spring 20009:
* “Ala carte” downloadable
tools & templates for license
e individually
* in packages
» Social media, organization
effectiveness and branding
consulting services
* Webinars, workshops,
frankosphere meet-up events

Fall 2009:

* Online interactive tools, templates

e Community development manager
certification
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Spring 2009:
* Open “basic” membership includes:

* blog

» free articles, podcasts, tools

* “practitioner question of the week”

discussion threads

* member profiles with expertise tags

» Downloadable tools for purchase

Fall 2009: membership levels,
pricing structure to be re-evaluated
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who might benefit from frank / i1nside?

Anyone who is:

» considering a social media implementation and
who wants to:

» determine the right social media for the
organization’s culture

» work effectively with their technology organization

* minimize legal, hr, tech team and community
resistance

» interested in measuring social media’s value to their organization

% seeking more online conversation participation and organizational
alignment
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why frank / 1nside?

1. “One stop shop” for practical how-to tools and tips, many of which are
free. Tools are “a la carte”: buy as many or as few as you need.

2. Includes both strategic perspective to align social media to business
needs and also practical, tactical tools for implementing.

3. Addresses the diverse needs of social media project teams, including
technology, change management, business rationale, legal, branding
and others.

4. Holistic cross-functional implementation methodology increases
chances of project success.

5. Technology-neutral toolkit assists organizations with successful
implementation — no matter what their project scope or platform.

6. No “one” expert drives frank / inside: it includes an entire online
community.

7. Toolkit is constantly evolving based on community input: it will stay
relevant to your needs.
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frank.

authentic branding + organizational
courage through social media

home

frank
fact:

Open, honest conversations. Individual expression. Leadership
transparency. Co-creation and collaboration. With ideas like these evolving
the business world, organizations face new opportunities and game-

free

tools & resources
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recap

Biz Leaders, HR, OE,
Sponsors, Learning &
Champions Development

Internal Comm,
Community .
Relations Conv.er.satlon
Participants

Marketing,

Branding

Project Team /
SM Community
Development
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methodology road map

phase 1: phase 2: phase 3: phase 4: phase 5:
forward visioning reality check action “now go!” decision keep it going
o : ing:
8.+ \Vision Initial: * Final Plan "community On%(z)lrr:wgrﬁunit Dev
@ « Objectives e Team « Integration & Development y
Q _ : Feedback to
e Audiences * Plan, Scope Alignment & Awareness
. : . . T Leaders, QA,
® - Success » Deliverables * Legal Review easer Customer Sve
« Resources « Ongoing Status Campaign ’
= Measures going paig + Measurement g
Organizational . Ongoing
T ) o -
>y, Readiness: Communi Team & Organizational
+  + Cultural fit cations Individual & Individual
O ¢ Macrowork * Readiness Role Alignment,
m integration Gap Mgt Alignment Communication
\““
Brand Identity: :
@+ Audiences Brand Design Brand Support Ongoing
% . Brand & for Community Brand Support
% Standards & Development CD)(ravell?Oepar(r:I]iennetsgsL, fo|r COImmumtty
a Elements g. nvolvemen
o | ¢ Tech check « Tech Design « Tech Training,
S « Tech and Integration Technology Support
= Alignment Plan, +/or Implementation « Enhancements
S * Resource * RFland RFP « Ongoing Data
< Planning * Development Integration

Downloadable social media implementation toolkit available June 2009 at areyoufrank.com.
Many tools and resources will be free. Check out our preliminary stuff on www.BizBehindTheBuzz.com.




phase 1 — forward visioning - toplics

phase 1: phase 2: phase 3: phase 4: phase 5:
forward visioning reality check action “now go!” decision keep it going
-U “g . . . 1 .
3 - Vision Initial: » Final Plan * Community -On%%rr:wgrﬁunit Dev
®  « Objectives « Team * Integration & Development y
Q . . & Awareness Feedback to
—, * Audiences * Plan, Scope Alignment Leaders. OA
® - Success » Deliverables * Legal Review « Teaser ' '
3

« Resources « Ongoing Status Campaign Customer Svc,

Measures e Measurement ’

* Assessment:
Organizational +
Web 2.0 Culture
Fit

» Biz Rationale
Worksheet

e Audience
Analysis Data
Collection

e |nitial Tech
Considerations

* Project ROI
Overview +
Process

» Kickoff Meeting
Agenda, Team
Roles

» Sponsor Role +
Communications
Worksheets

* Legal
Considerations
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pl Detai |+

phase 1:
forward visioning

-
o+ Vision
@« Objectives
—, * Audiences
S+ Success

3 Measures

Tool #

Task ! Tool

D escription

How to use this toolkit

General overview and FAQ's introducing frank ! inside and how to use it.

phaze 1 overview and gate criteria

description of the first / "f" phase - what to expect, howto know when it's done.

P.1.2 iorganization culture azzessment an overview o fvizual and behavieral cues for identifying an organization’s culture (and
whether that culture is a good match for social media )

P.1.2.1 torganization culture quiz/ planning sheet quiz fordetermining the "ft" between an organization's culture and social media.
D ebrie fsheet includes feedback and "next steps” planning

P.1.3 ikickeffmeeting agenda agenda and setup tips for helping the client lead the projedt kicke ff meeting: whom to
invite, agenda items, key cutcomes

P.1.3.1 jbusinessraticnale worksheet interadive worksheet assisting projed team in creating a business raticnale for project
cost justification

P.1.4 :project charter and steering committee project charter tem plate getting baseline for scope, roles, deliverables

P.1.4.1 istakeholder map an overview o fkey audiences, their relationship to the project and level o fsupport

project charter detail

they'll need to manage changs.
detailed project overviewthat establishes a baseline for project change control

¢ Assessment:
Organizational +
Web 2.0 Culture
Fit

* Biz Rationale
Worksheet

e Audience
Analysis Data
Collection

e |nitial Tech
Considerations

» Project ROI
Overview +
Process

» Kickoff Meeting
Agenda, Team
Roles

» Sponsor Role +
Communications
Worksheets

» Legal

Considerations
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keyproject roles

list ofimportant team roles for any social media implementation project. Different roles
for different project scopes. Checklist for defining this particular projed’s team.
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P16 faudience analysis /! defining the communityto questionairre that helps the client articulate the demographics and psychographics of
£ngage each key participating audience
P .1.6.1 {audience analysis summary summary o faudience analysis, provides outline of keytalking peints for
communicating impacted cemmunity.
P.1.6.2 iconversation structure guide brief descrption o fdifferent types of communication, and how to match the media to
the meszage / communication
P.1.7 iinitialtech check a list of functional and technical considerations to ensure that the client organization
has the abiltyto implement successfully
P.1.7.1 jinitial tech inventory list o fguestionsto assist the dient in determining what architedure is available to
support social media
P.1.8 i=sodal media tactice / priorities an overview for identifying social media's critical success factors, and priontizing sccial
media tactics based on thoese characteristics
P 1.9 :tech check -technical design guestions list o fquestionsto assist the dient in determining the optimaltechnical design for a
portal solution
P .1.10 isponsors, champions, project team, allies: 1D'ing an overview o fthe different types ofleaders, each of whom will be critical to project
wvourleaders SUCCESS
P.1.11 wendor criteria / checklist while the project functionality will drive specfic vendor requirem ents, this will help the
client to determine "baseline’ vendor criteria (solvency, expertize, etc)
P.1.12 iproject cutcomes and measurem ent strategic approach for measuring social media success. Questions for aligning biz and
project measures.
P.1.13 iproject plan, timeline, budget, status updates documents and/ or sy=tem for the project manager and traffic control to keep the
project focused on success, on time and on budget.
P.1.14 project team successmeasures: celebration, list o f considerations for retaining projed team members through reward and
reward ! recognition recegnition (for long-term projects)
P.1.15 iproject summary worksheet for sponsor "cheat sheet” for project leaders to create an "elevator speech” of keytalking points for
communication SPONSOrs
P.1.18 isponsor role and to do’ checklist an overview ofthe sponsor role. This is a checklist to help the project manager

determine if the aponsor is the best fit.




phase 2 — reality check - topics
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phase 2:

reality check

Initial:

Team

Plan, Scope
Deliverables
Resources

Organizational
Readiness:

\’W

Cultural fit
Macro work
integration

Brand Identity:
Audiences
Brand
Standards &
Elements

Tech check
Tech
Alignment
Resource
Planning

Project plan and project budget templates

Project ROI detailed steps and questionnaires, checklists
Deliverable scoping and prioritization process and tools

Project team role clarity tool enabling team alignment, efficiency
Project team status update, issue log, scope change templates
Sponsor key message worksheet

Organizational culture questionnaire and inventory

Stakeholder map and process impact worksheets

Organization, team and individual impact worksheet

Change capacity toolkit to assess the organization’s history with
change and current capacity for change

e Brand standards data collection checklist
» Brand scoping and alignment tool for the project

Audience scoping tool
Audience key message worksheets
Functional and technical questions to ensure optimal brand impact

Tech check toolkit to assess project tactics’ fit with existing
technology architecture and to ensure the optimal technical design
for your project’s online solutions

Guide to working with the IT department, including IT Department
contacts and questions to ask (in plain English)
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phase 3 — action! - toplics

phase 1: phase 2: phase 3:

forward visioning reality check action « Gate criteria checklist for previous phase
T » Site map and wireframe templates and
S+ Vision Initial:  Final Plan instructions
g « Objectives e Team * Integration & » Legal considerations, legal review outline
: * Audiences * Plan, Scope Alignment « Detailed social media measurement process
g e Success e« Deliverables + Legal Review » Evangelist identification (finding champions)
3 Measures « Resources « Ongoing Status « Community development overview

X » A guide to creating and working with
guerrilla marketing street teams

Organizational

;IU Readiness: « Communi-  Strategic communications plan template
+ « Cultural fif cations » Organizational change readiness

o « Macro work * Readiness assessment and gap analysis tools

m integration Gap Mgt » Force field analysis, gap prioritization and

action planning tools
* Managing resistance overview, checklist

Brand Identity:

* Branding style guides

o . ;

s Audiences Brand Design - Concept review agenda, client feedback form
=1 B Brand & « Editorial guidelines, calendar for ongoing

5 Standards & Development social media content and events

« Elements » Creative components tracking sheet for

traffic coordinators to manage deliverables

o | * Techcheck * Tech Design « Technical roles required

Q. ¢ Tech and Integration « Social media vendor selection guidelines,
S Alignment Plan, +/or RFI template

Co_) « Resource * RFland RFP » Vendor comparison and selection weighted
8 Planning « Development average matrix
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phase 4 — now go! - topics

phase 1: phase 2 phase 3 phase 4:

forward visioning reaity check action “now go!” decision « Gate criteria checklist
U _ for previous phase
S+ Vision Initial: . 1al %33 an e Community - Community
@ . Objectives “ ’iwm . tm tion & Development development manager
f:@ » Audiences «  Plan, Scope Alignment & Awareness role descriptio'n,
ggj »  Success . Det vef&biezg ¢« Leg ai F%eview » Teaser success criteria,
= Measures «  Resources «  Ongoing Status Campaign selection process

.
R S B B B B B B B s

Organization go-live

T Organizational c o reaqliness checkli_st

Y Readiness: » Communi- Team & « Project team go-live

+ * Cultural fit cations Individual readiness checklist
)+ Macro work » Readiness Role * Issue prioriti_zation and
M integration Gap Mgt Alignment action planning tools

* Production and

Brand ldentity: distribution guidelines

Brand Support

DL . Audiences Brand Design :
2 . Brand 3 for Community
- ¢ wile s
o . -
= Standards & Development Developm_ent &
& —laman e Org. Readiness
Elements
. . e Go-live technical
B o readiness checklist
pos »  Tech check » Tech Desi gn « User acceptance testing
Q. “{ﬁ@h and Integration Technology guidelines
5 Alionment Plan, +/or Implementation » Technical update and
o - B . :
& ® ygg;b{jug{«‘gg +  RFland RFP ongoing maintenance,
= Planning »  Development integration plan
b . templates
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phase 5

phase 1:
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keep 1t goina - tobics

phase 2:

nhase 3:

forward visioning reality check action
('t? . Vision Initial- «  FEinal Plan » Gate criteria checklist for
D . Objectives «  Team . Em@f‘"i”%" ‘@ & previous phase
=1 Audiences e Plan, Scope lgnmen * Project measurement
;%«i ) o N - . Deliverables . Jaal Revien checkll_sts and data
) Success eliverables Cf Review collection templates
3 Measures « Resources . ngoing Statu ., Feedback process for
‘“?@EEEEEEEEEEEEEEEEEE@@@@@@@@@@@EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE@@@@@@@@@@@EEEEEEEEE&@ﬁﬁﬁﬁi%w%&%ﬁ us | n g SOC | al m ed | a
community input to
- ilf anizational . Communi improve business
py Readiness: ",‘_ . operations
+ o Cu EE ral fit Lo  Project team celebration
¢y e+ Mact ms‘f}z’% * Readiness and appreciation ideas
M Iﬂtgmcgrcgi Gap Mgt « Project close-out
y CheCkIISt’ documentgtlon
templates for recording
Brand ldentity: and sharing successes
Eg » Audiences Brand Design  and discoveries
= »  Brand &
Eé%’f Standards & Development
E= Elements
@ Techcheck Tech Design Treigrr]ir':ilgstlil)SnS;ﬁéocglose-
O« Tech al m ntegratiol P
- ' , out process
égg Alignment - +/ or :
&; o Resource “§ and RFP
Egg F>§.§§E’”§ niﬁ g Dev @ig} }:? ment

phase 5:
keep it going

Ongomg
Community Dev

* Feedback to
Leaders, QA,
Customer Svc,

» Measurement ’

Ongoing
Organizational
& Individual
Alignment,
Communication

Ongoing
Brand Support
for Community

Involvement

* Tech Training,
Support

 Enhancements

 Ongoing Data
Integration

© 2009 Please contact info@areyoufrank.com for use permission




requests today

» input:
- Of those STEPers who have implemented social media what
have been your biggest challenges: technically, organizationally,
culturally, other?

- To whom would the ‘frank / inside’ overview and toolkit be of
most use: business leaders, IT, training & organization
effectiveness, other?

» feedback:

- Today: What's missing from the toolkit?

- Post-STEP meeting ‘test drivers’: Would you (or someone you
know) be wiling to beta test some or all of these tools?
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please ping me with your thoughts..

Thanks STEP!

areyoufrank.com

Jacqueline Prescott

jp@areyoufrank.com

@jcprescott (Twitter)
jeprescott (Skype)
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