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2 Scope

This document contains the Functional Specifications for TestonDemand platform.
3 References
	
	


4 Terminology and Conventions

4.1 Definitions

	Application
	

	
	

	Bilateral Test
	

	End_User
	

	
	

	Face to Face Test
	

	Face Test
	

	Function
	

	
	

	LinkedTest
	

	
	

	TestFest
	

	
	

	Test Online
	

	TestOnDemand
	

	
	

	Virtual TestFest
	

	
	

	WikiTest
	


4.2 Abbreviations

	OMA
	Open Mobile Alliance

	TF
	TestFest

	TOD
	TestOnDemand

	VTF
	Virtual TestFest


5 Introduction
5.1 Cycle 3
Social Media Presence
6  Software Development
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7 Overview of test on-demand web portal

7.1 Information Levels

· Same look & feel as the OMA Members Portal

· The User Interface is broken down into different Levels
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The information contained in this page is broken down into the following levels:

	Level
	Description

	Level I
	· Allows the selection of Working Groups, WG

	Level II
	· Upon selecting a particular WG, this level allows the selection of a particular Working Area, WA, or Sub-Working Group, SWG

	Level III
	· This level contains all the applications supported by the Portal

	Level IV
	· Contains filters and functions. This level is customized for each application

	Level V
	· Contains general information:

	Level VI
	· Footer information


7.2 Summary of Main Features

	Level
	Feature
	Sub-Feature
	Description

	0
	Header
	Email to Test Event Team
	

	
	
	New Feature Request 
	

	
	
	Change TestFest password
	

	
	
	Admin logging
	Administrative access

	I
	Working Groups
	
	

	II
	Sub-Working Groups
	
	

	III
	Applications
	General Information
	Default or index page. Contains information as described in Level III

	
	
	Test Events
	Information on current & past Events

	
	
	IOP Documentation
	Latest IOP documents available for testing

	
	
	TestBank
	Test event registration

	
	
	WikiTest
	Customized Test information

	
	
	Social Network
	Access to OMA Test Engineers Community, e.g.:

· LinkedInTest

· TestOnline Forum

	
	
	TestOnLine
	Access to allocated Test Sessions

	
	
	Search
	Search tool

	
	
	PollTest
	Facilitate the creation and dissemination of test surveys within the community

	IV
	Functions
	Links
	Creation of new Events, Bilateral Packages, etc 

	
	
	Filters
	Filters to sort out the available information, etc

	V
	Information
	
	Bulk of data customize to each application and function

	VI
	Footer
	Web site map
	Web pages available on this platform


7.3 TestOnDemand - Process Flow
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7.3.1 TestOnDemand - Web Pages
The TestOnDemand platform contains the applications listed below. Each application contains a set of functions.

	Code
	Web Pages

	TD-0
	TestOnDemand Home page

	TD-0-1
	TestOnDemand Home page +

· List of Working Areas (WA) and Subworking Groups (SWG)

	TD-0-1
	TestOnDemand Home page +

· List of Working Areas (WA) and Subworking Groups (SWG)

	Mp-0
	Site Map Home page

	Gi-0
	General Information Home page

	Te-0
	TestEvent Home Page

	Td-0
	TestDocs Home page

	Tb-0
	TestBank Home page

	 St-0
	SocialTest Home page

	Wt-0
	WikiTest Home page

	Lt-0
	LinkedTest Home page

	Ft-0
	ForumTest Home page

	
	TestOnline Home page

	Tp-0
	TestPoll Home page

	Ss-0
	SearchTest Home page


8 Social Media Presence

This section 

· Social Media Strategy Discussion

8.1 Social Media Strategy Discussion

This section suggests what aspects should be considered in order to define OMA IOP Social Media Strategy. Hopefully, the list described in this section will assist us to build a Social Media Strategy based on results not hype.

	Concept
	Suggestion

	What are we trying to accomplish?
	· Build a OMA Test Community representing the interest of the OMA Test Engineers

	Why Social Media?
	· We want to build a strong relation with the end-user (Test Engineer)
· Use online word-of-mouth

	What Social Media to use
	· LinkedIn

· Create a group (close/open) within LinkedIn community

· Allow the possibility to display LinkedIn widgets within TestOndDemand platform. Test Engineers will have the ability to decide if their LinkedIn profile can be displayed in the TestOnDemand platform
· Online forum 

· Add to TestOnDemand platform an application to allow online discussions among members of the OMA Test Engineers Community
· WikiTest

· Develop an close WikiTest environment to deal with the needs for information of OMA Test Engineers Community

	Are we prepared to make this social network effort open outside of OMA members?
	· This is a key question for OMA to answer
· Close group restricted to OMA Members

· The audience is restricted to only OMA Members 

· Open group to non-OMA members

· OMA has to be prepared that some level of control is lost if the forum is open to non-members

· There is the possibility to appeal a much bigger audience

	What we will do to encourage participation?
	· We need a plan to reach OMA Test Engineers community

	Who will maintain our social media presence
	· Participation in social media takes a lot of work

· We must have something to  say and have someone to say it on regular basis

· It wouldn’t happen unless it becomes part of someone’s job

	Do we have the resources to keep this up or will this be a short campaign?
	· What is the limited duration of this activity?

· People will expect us to keep it up

· Can we have a budget for this?

	How does engaging users via social media integrate into our overall marketing/communication strategy?
	· This activity has to be part of a larger marketing/communication strategy

· How social media fit into what we are trying to do in other areas of the organization?

· How we will use other areas of interest to support this activity?

	How are we going measure success?
	· How we are going to measure success and what metric we will apply?


9 Functional Analysis

This section describes each TestOnDemand application.
9.1 TestPoll Application

9.1.1 TestPoll Surveys & Results – Screenshot
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	| Create TestPoll Questionnaire |

	
	Back

	Surveys & Results


	
	Poll
	Results
	From
	To
	Poll Status

	Polls (Admin: Create TestPoll)
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	Results Link
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9.1.2 TestPoll Survey & Results - Requirements

The header section contains the following components:

	Components
	Description

	Functions
	Admin Function:

· Create TestPoll

·  A click in this links opens a new web page to create a new TestPoll

· Update an existent TestPoll, 
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	Body Table
	Poll:

· TestPoll title

Results:

· Link to the particular results for this survey

· Absolute URL

From / To:

· Dates when the Survey will take place

Poll Status:

· Indicates if the Survey is Open or Closed


9.1.3 Update TestPoll – Screenshot
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9.1.4 Create TestPoll Questionnaire – Screenshot
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	| Past Surveys & Results |
	
	
	
	
	
	
	Back


Creation of Survey Questionnaire 
	Submitter Details:

	Company Name:
	

	Contact Name:
	

	Contact Email:
	

	Submitter Comments:
	

	OMA Enabler and Social Media Presence:

	OMA Enabler to Survey:
	

	Type of Request:
	

	Social Media Presence:
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 LinkedInTest 
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 Online Forum 
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 WikiTest 

	Survey Poll Questions:

	Free format
(write your questions here)
	Q.1:
Q.2:
Q.3:
Q.4:


[image: image30.png]‘Send Information




9.1.5 Creation of Survey Questionnaire - Requirements

The header section contains the following components:

	Components
	Description

	Functions
	Send button

· This button will send the form to: 

 TEST-FEST-LOGISTICS@MAIL.OPENMOBILEALLIANCE.ORG  and also a reply to the submitter

	Form
	List of questions to be completed by the end-user:
Submitter Details:
· Company Name:
· Contact Name:

· Contact email:

· Submitter Comments:

OMA Enabler and Social Media Presence:

· OMA Enabler to Survey:

· Type of Request:

· Social Media Presence:

· FaceTest:

· LinkedInTest:

· Online Forum:

· WikiTest:

Survey Poll Questions:

· Free form questions:

· Q.1:

· Q.2:

· Q.3:

· Q.4:


9.2 WikiTest Application

9.2.1 OMA WikiTest 

The OMA WikiTest application is a wiki – a collaborative, open-source medium – used by OMA Test engineers community to describe and summarize how to test OMA Enablers. It is a collaborative ongoing project.

The work is organised by different roles:

· Administrative role:

· Provided by OMA staff

· Editors role:

· Role granted to WID Champions, IOP Champions, WG Chairs or individual member by OMA staff upon group agreement

· Writers role:

· Any OMA member with access to the WikiTest application

9.2.1.1 OMA WikiTest articles

· It should be balanced

· Neutral

· Containing notable & verifying knowledge

· Provides hyperlinks
9.2.1.2 OMA WikiTest five pillars

· It is online encyclopaedia

· It is written from a neutral point of view

· It is free content

· Editors interact with each other in a respectful and civil manner

· There is no firm rules
9.2.2 WikiTest – Main Page Screenshot
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9.2.2.1 WikiTest – Navigation Page Requirements
	Components
	Description

	Navigation
	Main Page:

· Article

· Table containing all the information maintained by OMA staff
· Contains a table that lists all the OMA Working Groups and Enablers within the IOP Program

· It only can be edited by OMA staff

	
	Community Portal:

· Table listing all the editors and administrators within OMA WikiTest
· It only can be edited by OMA staff

	
	Current Events:

· URL, pointing to latest test event


	
	OMA Working Groups & Enablers

· Article. List of OMA Enablers classified by working groups

	
	Help:

· Article. How to create new pages and how to edit existent ones
· List of templates that can be used to create and edit content

· It only can be edited by OMA staff


9.2.2.1.1 Main Page
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At the end of this article there will be the following content tables:
List of Enablers within the program organized alphabetically
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Another table listing the services provided by the OMA IOP Program
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9.2.2.1.2 Community Portal

Placeholder for an article listing WikiTest Editors

	Topic
	Editor
	Add @ omaorg.org

	TestFest Topics
	Martyn Adams
	madams

	
	
	

	
	
	

	Device Management
	Xxxxx
	xx.sss@ddd.com

	
	
	

	
	
	

	
	
	


9.2.2.1.3 Current Events

http://toddev.openmobilealliance.org/TestOnDemandDev/Events.aspx 

9.2.2.1.4 OMA Working Group and Enablers

Placeholder for an article containing an introduction to OMA Enablers from the point of view of the Test Engineer and a table listing all Enablers within the program


At the end of the article there should be a table listing all the Enablers within the program in alphabetic order.
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9.2.2.1.5 Help

Placeholder for an article explaining how to use WikiTest and its rules
9.2.2.2 WikiTest – Toolbox Page Requirements
	Components
	Description

	Toolbox
	Non-Disclosure Agreement
· Article

· Only can be edited by OMA staff

	
	Test Calendar
· http://toddev.openmobilealliance.org/TestOnDemandDev/OMA-TestFest-Calendar.html 

	
	Type of Events
· Article

· Only can be edited by OMA staff

	
	Problem Reporting Tool
· http://www.oma-tech.org/pr/Frontpage.aspx 

	
	Product Listing

· http://www.openmobilealliance.org/Application/ProductListing/disclaimer.aspx 

	
	OMA XML Validation Service

· http://www.openmobilealliance.org/xml/OMA_XML_validation.aspx 

	
	Test Material – Download & Servers

· http://www.openmobilealliance.org/tf/OMA-Test-Material.htm 

	
	TestBank (Pre-Registration)

· http://toddev.openmobilealliance.org/TestOnDemandDev/TestBank.aspx 


9.2.2.2.1 Types of Events
Placeholder for an article.
At the end of the article there will be a table summarising all the service provided by OMA IOP Program
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9.2.2.2.2 General type of article to use in WikiTest
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10 Business objects analysis

11 Search Engine Optimization – SEO

11.1 What is Search Engine Optimization?
Search Engine Optimization or SEO is the process of ensuring that your website is optimized for web users and search engine web crawlers, with the aim of improving organic search rankings (not paid search) for the site, for specified keywords. Search Engine Optimization is a form of Search Engine Marketing (SEM) which allows you to connect your product / service with search engine users searching for the product / service they are looking for.
When a searcher is searching the web, there are 3 main ways in which you can market your website:

1. Organic search engine listings (via SEO)

2. Paid search listings (Via Pay per Click PPC e.g. Google AdWords)

3. Content network Listings (Via PPC e.g. Google AdSense) 

Search Engine Optimization (SEO) allows your site listing to be seen by users, and is the only method out of the three which does NOT incur a cost with every click. The page results are displayed in a sequence according to the relevance of the match between the keyword phrase typed into the search engine and the web pages, determined by a ranking algorithm. It is the method of matching relevance to particular keywords to achieve placement that we know as SEO.

11.2 SEO – What determines your ranking?
Search engines use algorithms to weight different factors of a website to determine which pages of which websites most closely match the search term query. It is very difficult to determine what factors the algorithm contains, and no one except the search engine engineers themselves can claim to know exactly what formula is used. 

Although it is not possible to tell exactly what the algorithms are, there is enough evidence built up over the past few years to highlight two main areas of focus for SEO. These encompass many different factors in SEO:

1. On Page optimization

2. Off page optimization e.g. Link building

These two areas should be addressed as part of an SEO Strategy to maximize their effect.

11.2.1 On Page optimization

SEO occurs on a page level basis- not on a site wide level. Many people make the grave mistake of assuming that if they try and include all of their keywords on all of their pages, then they will achieve better rankings. This will have the opposite effect. 

TIP: Read the clues that Google provide in their Webmaster Guidelines http://www.google.com/support/webmasters/bin/answer.py?answer=35769 .

Of the main factors that we know are included in determining the relevancy of web sites to search queries (and so high rankings) are:
· Keyword and synonym matches in the page copy
· Keyword density of the page copy
· Keyword formatting in the page copy
· Keywords in anchor text on the page/ navigation pages leading to the page in question
· Page title tags
· Page description tags
· Page keyword tag

· Other meta tags
How these on site factors work are as follows:

1. User searches for ‘grow daisies’ in Google

2. Google checks through list of pages in Index for pages containing matching phrases and / or synonyms

Of those pages containing this phrase, Google checks for:

3. Highest keyword density within the copy on the page found

4. Matching keywords in Heading tags on page

5. Matching keywords bolded on page

6. Anchor text links formed from these keywords on the page and on links to this page

7. Matching keywords in the page title tag

8. Matching keywords in the page description tag

9. Matching keywords in the page keyword tag

10. Further instructions for robots to follow & valid HTML layout

Google ‘scores’ or weights these on page factors and the page with the highest weighting or score is ranked in the highest position when the search result is shown to the user.

These factors are not the only factors that are taken into consideration by the search engines within their algorithms, but they are factors which can exert a large effect if implemented together. 

PageRank relies on the uniquely democratic nature of the web by using its vast link structure as an indicator of an individual page's value. In essence, Google interprets a link from page A to page B as a vote, by page A, for page B. But, Google looks at more than the sheer volume of votes, or links a page receives; it also analyzes the page that casts the vote. Votes cast by pages that are themselves "important" weigh more heavily and help to make other pages "important."

Important, high-quality sites receive a higher PageRank, which Google remembers each time it conducts a search. Of course, important pages mean nothing to you if they don't match your query. So, Google combines PageRank with sophisticated text-matching techniques to find pages that are both important and relevant to your search. Google goes far beyond the number of times a term appears on a page and examines all aspects of the page's content (and the content of the pages linking to it) to determine if it's a good match for your query.
11.2.2 Off page optimization

Probably the most well known of the off page factors are linking strategies. Google in particular merits sites with a greater ranking if they have lots of other sites that into it. Google’s Page Rank process details how Page Rank works, which is in a similar way to how other search engines’ link ranking works:

11.3 SEO Strategy and Best Practice

The most important aspect in order to get the most of SEO is to set an SEO strategy to follow.
Possible strategies are:

1. Position based: when setting position based targets for key phrases it is important to choose keywords and phrases that have a high volume and high buyer intent as these are the keywords that are most beneficial e.g. to achieve 50 number 1 positions, 100 number 2 positions and 150 number 3 positions

2. Visitor/ Traffic Volume based- This is best used for non-transactional sites, but can be used as a measure of brand awareness in the SERPs e.g. to get 5000 clicks on organic rankings per month

3. Action based- this is best used for transactional sites where sales are the obvious action. However it might be that one of your goals is to increase you database of customers, so in this case a Registration action can be measured e.g. to get 700 sales per month from SEO 

4. Market Share based- analysis of keywords and phrases can allow you to approximate the market share of search within a particular product category. Tools such as Hitwise or Google’s traffic estimator are useful in this case e.g. to achieve 20% share of search within 12 months for a particular key phrase.
11.3.1 Niche Keywords Analysis & Identification
Before you can optimize your site, you need to know what keywords and phrases are best to optimize for in terms of driving traffic and qualified visitors to the site. This is a key aspect to any SEO (or PPC) campaign, as it identifies the core words and phrases pertinent to your marketplace on the web. 

Analysis of keywords and phrases will allow you to:

· Identify phrases and words that potential customers are likely to search for

· Identify phrases and words that convey the customers’ intent to purchase

· Set cost goals for the identified phrases

· Develop your SEO strategy

· Review success

What is important to understand about keywords and phrases, is that if a searcher types in a key phrase, for example ‘fisher price pink bouncer’, the search engine will attribute more relevance to the web page that contains this exact phrase – and so give it a higher ranking.

11.3.2 Key Phrase Categorization and Prioritization

When undergoing key phrase analysis, it is important to categorize your keywords and phrases into groups and decide how you will prioritize each of them. 

You can categorize and group your phrases according to:

· Product categories e.g. enablers, services, protocols
· Search behavior- e.g. ‘exploring’ customers use adjective qualifiers such as protocols
· Volume

· Competitiveness

· Performance e.g. position in Google results

· Intent- based on the qualifiers mentioned earlier e.g. type of mobile services, etc
11.4 Write for your audience
Your keyword analysis and research will have identified a list of keywords and phrases that you target audience are likely to search for. These key phrases need to be incorporated throughout the content of you site in a way that is natural, descriptive and that sells the product.
1. Include the keywords and phrases (and variations) as many times as naturally possible with the copy, with the most important of the keywords as close to the beginning as possible (or in Headings where appropriate). This will ensure the copy is optimized for search engines

2. Grab the reader. Tell them what they want to know. That's going to mean throwing out many of the conventions of "good writing" that you learned in school.
3. NO introductory paragraph on home or landing pages. The first few lines are often the only ones a visitor to your site will read. If they don't convey the really important information, chances are that information will never be seen.
4. Short paragraphs. Even single sentences set off with paragraph spacing-are most effective on the web because they can be differentiated and skimmed at a glance. Visual formatting is a key aspect of effective copy on the web.
5. Most writing aimed at the general public should be geared toward a secondary school reading level.
6. Formalistic language slows the reader down, and when web readers get slowed down, they tend to feel bogged down, and move on. 
11.5 Writing for the Web – The Goals

Effective web content writers know that most readers aren't going to finish the article. Therefore you must: 
· Tell the readers everything you want them to know RIGHT UP FRONT and include most important keywords

· Make the copy readable enough-and compelling enough-that readers want to continue to the end 
Although most of us were conditioned to begin with an "introductory paragraph", on the web that introductory language only serves as a hindrance. 
11.5.1 Six Simple Rules to Writing Effective Marketing Copy

These six simple techniques will help you deliver key information up front and keep your potential customers reading.

1. Write Like a Journalist. Newspaper writers know that many readers only skim the first few paragraphs of a story, and that most never turn the page to see the end of the story that's buried inside the section. The first paragraph contains all the key information and keywords. Whatever it is that you want to communicate to your reader should hit him right between the eyes when the page opens. The same is true for search engine spiders.
  

2. Keep it concise. One of the most crucial aspects of writing effective web copy is making it clear and easily readable. That means short, concise sentences that get to the point and include keywords. Unnecessary ‘flowery’ clauses, descriptions, side notes, and redundancies simply slow down the reader and distract from the key words and phrases that you want to be noticeable.
  

3. Make your text visually accessible. A designer isn't going to chop up your paragraphs for you or turn something you have written in sentences into a bulleted list. Remember that you want the most important points to be readable at a glance. Don't make your reader work to find important information: odds are that he'll simply look elsewhere.
4. Break up the Text and include the most important keywords in headings or in bold where possible. Spiders attribute greater importance to words bolded or in headings and readers often skim, so this also helps them find what they're looking for. Keep paragraphs short and limit each paragraph to a single subject, so that a keyword scan will allow the reader to quickly locate the right piece of text. For longer copy, use headings and physical divisions within the text. 
  

5. Ensure the language is natural and flows well. Good copy enhances optimization and carries the reader forward almost unconsciously, so avoid monosyllabic words, complex syntax, and multiple clauses which hinders the flow of the reader. 
  

6. Check your spelling! Nothing says "amateur" like obvious misspellings and grammatical errors. Always ask someone else to proofread your copy before it goes online. However, if your brand name is frequently misspell, you may wish to include a selection of the most frequent misspellings somewhere for the purposes of optimization.

Ensuring that copy is densely populated with keywords, and highlighting those keywords within the text where possible will ensure that your pages are well optimised for your keywords and phrases and rank higher in the search engines. 

Also keeping the reader in mind and writing concisely to allow him to find the information he wants, will encourage him to go forward and learn more about your company and its products and services. This will drastically increase your chances of achieving your ultimate goal: to turn the initial visitors into customers.
11.5.2 Preparation for writing for the Web
In preparing yourself to write copy for your website it is important that you make sure that you are both writing to attract YOUR customers, and ensuring that you are including the language that they are likely to search for (i.e. keywords) frequently. Similarly to the process followed in ‘Persona based design’ procedures, a useful exercise is to think of yourself in the persona of a typical OMA customer- then think about the language that you are likely to use.

Think about:

· What type of visitors do you want to attract to the page
· Which messages do you want them to achieve when they reach this page

· What do you want to achieve when they visit this page.

12 Access rights

12.1 Public access rights

12.2 Staff access rights

12.3 Participants access rights

13 Interaction with other web portals

13.1 OMA Members Portal

· Gathering available IOP documents from OMA Portal

· Web Services link

· New flag to identify documents agreed by IOP WG
13.2 OMA Public Portal

http://www.openmobilealliance.org/ 
13.3 OMA Product Listing

http://www.openmobilealliance.org/Application/ProductListing/disclaimer.aspx 
13.4 OMA Problem Report Tool

http://www.oma-tech.org/pr/Frontpage.aspx 
13.5 WikiTest Portal

OMA testfestwiki pages have already being integrated in our web servers  http://testfestwiki.openmobilealliance.org
13.6 Online Forum
It is an - OMA-only members - forum where OMA Test Engineers can freely share information relevant to them
13.7 Social Network Portals

The concept of the Meeting Point for the OMA Test Engineers Community can be materialized with the use of social network tools. These tools will create social experiences, as in Facebook, LinkedIn, to drive growth and engagement on our new web pages.

13.7.1 LinkedlnTest

It is also possible to integrate our web pages with the LinkedIn platform. Among other things this will allow us to increase our reach by allowing share the good work our Members are doing in our website with their LinkeIn network. In this way our web pages will get exposure and our members can build their professional identies. 

Appendix A.  

A. 1 Social Media Presence

OMA IOP should have a discussion in relation to the following two topics:
· Key principles on how to use Social Media successfully
· The DO’s and DON’Ts of Social Media Updates

A.1.1 Key principles on how to use Social Media successfully

· Map out a clear objective (SMART)
· How to get better search engine rankings

· Social media properties?

· Consider how to use social media properties if the search engines did not exist, ideas to consider include:

· Branding

· Networking

· Exposure

· Relationship/ Trust Building

· Customer Relations

· Customer comes first

· Understand your target audience

· Consider what your customer – or your ideal website visitor – wants to see from OMA

· Build the profile of a standard user and consider what they see on their end with everything that we do

· Create a Digital list of Contacts and content

· Subscribe to blogs in our industry and make a list of influencers who are relevant to our business

· Join the Conversation to Develop Relationships

· Start joining the conversation by posting comments on blogs and forums, answering questions on e.g. LinkedIn, joining groups related to your industry 

· Develop relationships by following and friendly influencers and those in our industry

· Strengthen Relationships

· Face to face is very powerful

· Attend or create offline events to strengthen relationships with end-users
· Consistent, quality content

· The content that we post to social media properties should be:

· Make your content consistent by having regular updates, and

· Make content consistent with your overall message or objective

· Whatever message make it consistent across the web

· This helps to achieve our branding objectives, and allow us to create the perception that you want people to have of OMA

· Focus on content, not marketing

· Make the content easy to share by our engineers, they can share it with their own groups

· If people like what we have to say they will share it (share engines will take notice)

· Don’t over-optimize

· Provide deep links – pointing to internal pages on your website rather than to home page

· Deep links gives more exposure in the search engine results, since the internal pages will begin ranking for specific relevant keyword phrases

· Be a valuable resource

· Be a valuable resource in our niche by sharing links to domains that we don’t own but there are valuable to our groups

· Use social networking

· As a goal we should locate every competitor in our level and create with then an “inner circle” of friends or business peers

· Stop looking at them as a competition, and start looking at how we can leverage each other’s position in the marketplace

· Build rapport

· Get involved in discussions, reply to blog comments, ask for feedback (and then respond to it and act on it)

· Syndicating and socializing in a professional way

· The right way to hyperlink to resources and content on social media is to share a cool link (whether it’s ours, or something of interest to our readers from another website) and to open a discussion on that topic

· Measure Results

· Measure our success

A.1.2. The DO’s and DON’Ts of Social Media Updates
Do be informative

· Ask our customers to share their tips and personal experience while testing our Enablers

Don’t be a parrot

Do make a tradition

· Build our tradition around a theme relevant to our products and invite users to participate. The tradition is to send e.g. weekly appointments on different type of topics 

Don’t neglect replies

· Social media is not about broadcasting, but about conversation

· Connect with our members and engage them in conversations

Do call for action

· Ask end users to ‘Like’ comments, prompt them to share your content and thank them when they do

Don’t rely on text alone

· Keep a variety and spark up conversation with the help of images and videos
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