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Around 73% of adults online use social networking sites 
and they spend 27% of all their time online on these 
networks. Facebook, Twitter, LinkedIn, Instagram, and 
more are where today’s consumers are hanging out. 

This social group includes many of your customers and 
prospects — so your business simply can’t afford to skip 
having a social presence. You would miss out on amazing 
and affordable opportunities to grow, increase visibility, 
create new relationships; the list goes on and on.

The purpose of this e-book is to get you up and running 
with a social marketing strategy that can help your 

business grow. On the following pages you’ll learn:

•	 How to set up your social profiles
•	 How to create shareable content
•	 How to be a good (social) listener
•	 How to be socially engaging
•	 How to know if all of the above is paying off

Keep reading and start doing big things with your social 
media marketing.

Why Social
Marketing?

Introduction
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Getting Set-Up on Social

Alright, first up is giving your business and brand a 
presence on social media. If you already have active 
accounts on Facebook, Twitter, and more, consider the tips 
below for potential tweaks you can make to update your 
existing social media marketing strategy.

Choose Your Goals
A great way to begin is to decide what your business 
goals are in the first place. Make them SMART: specific, 
measurable, achievable, realistic, and timed. Do you want 
to increase sales? Retain more customers? As you pinpoint 
your goals, you can also get more clear-cut. “Build brand 
awareness by 10% in six months” is one example. However, 
increasing your number of followers, while helpful for 
expanding your audience reach, should not be the main 
focus of your social media efforts.

Know Your Audience
Social media marketing is no different from any other 

marketing tactic in that you always need to identify your 
audience so you can talk to them in the best way. Makes 
sense, right? Here’s a tip: they are likely very similar to your 
current customers. This is important to recognize because 
if your prospects are, say, sales managers, your approach 
to them via social media would be very different than if 
your prospects are small business owners. 

Choose Your Platforms
Don’t put all your effort into Facebook if most of your 
audience uses another platform, like LinkedIn. To get this 
right, ask 5-10 of your customers about their social media 
activities. Use platforms like the Salesforce ExactTarget 
Marketing Cloud to scour a variety of social sites and 
industry blogs to see where people are talking about 
your brand and products, and discussing the market at 
large. You can also see what is and isn’t working with your 
competitors’ social media strategy and social profiles. (We 
will take a deeper look at social listening in Chapter 3.)

Chapter 1
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Make them SMART: specific, 
measurable, achievable, 
realistic, timed

Create a presence on the social 
media networks your target 
audience uses

Figure out who you’re targeting 
so you can reach them in the 
best way

Try to get the same user handle 
on all social media networks for 
consistency

Be a helpful resource, share 
interesting content, and keep 
posts short

Goals

Platforms

Audience

Handles

Posts

Choose Your Handles
Do your best to get the same username 
on all social media networks you intend 
to use (Facebook, Twitter, Instagram, 
Pinterest, etc.). Chris Penn, VP of Marketing 
Technology at SHIFT Communications, 
says an easy way to confirm a moniker 
can be used across the board is plugging 
it into a free tool like Namechk.com. If 
your business name is not available as is, 
create a username that is as close to the 
actual name as possible. Feel free to use 
abbreviations, but only if they are obvious, 
like “inc” or “mgmt.”

Choose Your Posts
We will take a deeper look at how to create 
shareable content in the next chapter. 
But in general, keep the following in mind 
when posting on social media. Build 
trust with your community by showing 
empathy and interest in them. Be a helpful 
resource. Don’t just talk about yourself. 
Lastly, keep it short. A Salesforce Buddy 
Media study found that tweets containing 
less than 100 characters received 17% 
higher engagement than longer tweets. 
Shorter posts are also better on the other 
social media platforms.

Your Social Media Checklist:
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An important part of your social media marketing strategy 
should be the creation of content to share with your 
audience on social channels. If this content is useful, 
your community will more than likely freely and gladly 
bookmark it, download it, and pass it along to others.

Why You Should Blog       
Sure you want people to share your blog posts, but here’s 
why blogging really matters:

Better visibility. Blogging increases the chances your 
business will be found. How? Because each new blog 
post you and your team writes creates a new indexable 

page. Plus, well-written and informative blog posts attract 
inbound links, giving your website a higher rank on search 
engines.

Increased credibility. If you consistently write content 
that is fantastically helpful and relevant to your readers, 
you will start to be known as a “thought leader,” a.k.a. 
someone who is viewed as an authority in their field. 
This will help earn you trust as you work to convert blog 
readers into customers.

Lead generation. Take a blog article and pair it with a 
piece of gated content, like an e-book where the reader 

- Social Media B2B

Companies that blog generate
67% more leads than companies
that don’t blog.

Creating Shareable Content
Chapter 2
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has to share their name and email address to get access. 
This is called “lead generation” because it gives you contact 
information for a potential customer.
 
Creating Your Blog 
Below are a few smart things to consider when setting up 
your blog:

Write content that people want. Your blog should not 
be about your products or even your brand. Write about 
the challenges that your current and potential customers 
face and provide solutions. Research commonly-asked 
questions in your industry by leveraging Google’s 
autocomplete or Keyword Planner and answer them in 
blog posts. You can also ask other departments, like sales 
and customer service, what they are hearing.

Include keywords in blog posts. Understand the 
keywords that your prospective customers search for on 
the Internet and then incorporate those into blog post’s 
title, description, images, headers and naturally within in 
the content itself. Doing this will also help improve your 
Search Engine Optimization. SEO is a way to increase 

online visibility for a website. It includes fine-tuning and 
organizing web content for search engines in ways that 
they understand. Until Google can read your mind, this 
means including keywords.

Make your blog appealing. Don’t throw a bunch of 
words on a page. Be sure to create concise paragraphs and 
to use images, bullets, lists, headers, and subheaders to 
break up the content so it’s easy for the reader to absorb. 
Check out other blogs that resonate with you for layout 
inspiration.
 
Blog on a regular basis. Start with at least one post per 
week. Whatever cadence you choose, make sure you are 
consistent about it. This will help show your readers when 
to expect a new post and also helps you plan ahead, so 
you always have fresh content to share on social channels.
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But to get this insight, you have to listen — and listen in 
the right way.

A great way to do this is by implementing a social 
listening technology that will help you monitor keywords 
related to your business. One tip for getting started is to 
simply use the SEO keywords that your customers and 
prospects search for on the Internet (which we touched 
on in Chapter 2).

Let’s take a look at other types of categories and terms you 
should be tracking:

Many brands see social media as just another megaphone 
to blast their marketing campaigns and news releases at 
their customers and prospects. Then they give up 
because no one seems to care. Why do they fail? Because 
they don’t bother to listen.

There’s a multitude of social media activity you can 
monitor that will give you insight into how you can grow 
your brand, delight your customers, stop a crisis, generate 
leads, surpass the competition, improve your products, 
learn from industry trends, and win over passionate 
advocates.

Listening On Social Media
Chapter 3
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Brand Monitoring:
•	Brand	name	
•	Seasonal	campaign	names	and	terms
•	Names	of	executives	or	stakeholders
•	Names	of	specific	products	and	services	you	offer
•	Support,	complaint	or	negative	issues	(so	you	can	
resolve, understand customer issues, and create 
resources to help in the future)
•	Nicknames,	misspellings	or	abbreviations	of	any	of	
the above
•	Hashtags	you	want	to	be	associated	with
•	Hashtags	you	use	for	live	event	social	sharing

Industry Monitoring:
•	Terms	related	to	verticals	you	specialize	in
•	Phrases	that	define	the	markets	you	serve
•	Customers	you	have,	or	want	to	have,	a	strong	
relationship with
•	Industry	keywords	or	categories
•	Professional	organizations	you	belong	to	or	that	fit	
your business profile
•	Names	of	your	industry	thought	leaders
•	Keyword	phrases	that	indicate	an	intent	to	purchase	
or learn more

Competitor Monitoring:
•	Names	of	competitive	companies,	brands,	products,	
and services
•	Stakeholders	in	those	companies
•	Buzz	around	competitive	campaigns	or	promotions
•	Nicknames,	misspellings,	and	the	like	of	any	of	the	
above

Businesses who practice social media listening gain an 
unprecedented agility and reach. They also foster the kind 
of dialogue needed to create a feeling of loyalty and trust 
with customers — and beyond.
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Now that you’re listening to what’s being said about 
you, your industry, and your competitors, it’s time to 
participate. Social media allows you to engage directly 
with your customers, potential customers, and brand 
representatives about everything from products to 
challenges, wherever they are.

Treat social media like a telephone, not a megaphone 
— this is the secret behind business success on these 
channels. By using engagement to reach beyond your 
walls, you enrich all of your marketing efforts with value 
and authenticity, giving you an agile platform to make 

business decisions, solve problems, share ideas, and have a 
two-way dialogue with your community. 

Consider the following ten tips for engaging with your 
community online:

1. Be transparent. You don’t have to give away all of your 
business secrets. Take customers on a behind-the-scenes 
tour, actively solicit feedback, and introduce employees.

2. Build trust. Transparency is a big part of this. Other 
ways to build trust include being a helpful resource, 

- American Express

25% of consumers who complain
about products on Facebook or Twitter
expect a response within 1 hour.

Engaging On Social Media
Chapter 4
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like on your blog, and showing genuine interest in your 
community.

3. Stay on pulse. Talk about things that are relevant now. 
On the flip side, know when, as a brand, you should not 
talk, such as in the case of a national tragedy, or even a 
holiday.

4. Don’t overshare. Stay in the loop, but remember that 
posting too often can turn off your audience. Make a 
schedule so you share throughout the day and when most 
of your audience is awake.

5. Tell a story. Share how a customer solved a problem 
with your product, or link to a story about a hometown 
hero. This also ties into the content you create for your 
blog which you can share on your social channels.

6. Contact influencers. Start reading and sharing their 
social media content. This will give you background for 
establishing a relationship and the chance to eventually 
ask them to write a blog post for your blog, or to host a 
webinar for you.

7. Respond to feedback. Thank fans for kind feedback. 
Return the favor by sharing their original content. Don’t 
delete negative feedback. Treat it as constructive criticism 
and communicate respectfully around it. Get back to 
everyone within 24 hours, even if it’s just to say, “We’re 
working on a solution.”

8. Have a clear focus. Look for conversations around 
those searching for a recommendation, those who prefer 
your business or brand, or those who imply you have 
room for improvement.

9. Show your personality. No need to be stiff. You are 
just talking to people, not putting out a press release. 
Responding like a normal human being goes a long way.

10. Follow your following. Not only is this a kind gesture, 
but it will grow your overall following. When you follow 
back, chances are you will get public responses, giving you 
added exposure.
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How to Measure
Build a simple dashboard to track and update your social 
media metrics every week or every month. This will 
help you monitor trends and set new goals, based on 
what’s working. If stuff isn’t moving in the right direction, 
monitoring the right metrics gives you a chance to mix it 
up and try new things.

What to Measure
According to this blog post, here are six metrics found to 
be highly effective in determining social media success:

You’ve already outlined what you want to accomplish 
through your social media marketing efforts, by outlining 
SMART goals: specific, measurable, achievable, realistic, 
and timed (see Chapter 1). Now it’s time to get a 
measuring system in place so you know when you reach 
(or don’t reach) those objectives.

While you should expect some trial and error when 
putting your measurement strategy together, the 
ultimate payoff will be worth it. Over time you should see 
correlations between social media and growth in your 
businesses’ revenue, web traffic, and general visibility.

- Gleanster

56% of companies struggle to efficiently 
capture and analyze information from 
multiple social media channels.

Measuring Your Social Marketing
Chapter 5

http://blogs.salesforce.com/company/2013/02/measuring-your-social-media-efforts.html
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1. Referring Traffic from Social - Set up goals based on 
the actions you want your visitors to complete (retweet, 
share, click-through, etc.). This should boost traffic to your 
website.

2. Conversions from Social - Set up conversion goals 
and measure the source. Is the referral traffic coming 
from social converting? If the answer is no, switch up your 
content strategy so you are attracting folks that meet your 
prospective customer profile.

3. Share of Voice - This refers to the number of 
conversations that are happening about your company 
vs. your competitors/market. There’s a simple formula to 
calculate this metric:

Share of Voice = Your Mentions / (Total Mentions for 
Competitive Companies/Brands)

4. Share of Conversation - This is similar to the Share of 
Voice metric, but instead takes a look at the more specific 
topical conversations around your business or brand vs. 
the market.

5. Sentiment - Although an imperfect science, paying 
attention to the human element is a very useful measure 
of success. Go through your mentions manually and tag 
them as “positive,” “neutral” or “negative.” Add up the totals 
and measure over time to see if the number of “positives” 
go up and the “negatives” go down.

6. Pipeline Contribution - Once you define what social 
success means for your business (shares, Likes, Tweets, 
form completes), you can determine how social touches 
like these contribute to pipeline creation.



Social media marketing is a relatively new frontier. It will 
take some time and patience, but adopting the best 
practices in this e-book will send you well in the right 
direction. Start by setting your business goals and then 
create your social marketing strategy around them. Do 
you want to increase sales? Retain more customers? Build 
loyalty? 

Set up your brand accounts on the social media platforms 
where your customers and prospects hang out. Begin 
blogging so you have great, helpful content to share. This 
will establish you as a thought leader they trust and seek 

out. Include the keywords your audience typically looks 
for in blog posts to earn higher rankings in online search 
engines.

Be sure to listen to what your customers and others are 
saying about you and your industry on social channels. 
Show your personality and human side when actively 
engaging with them. After all, it’s called “social” media for 
a reason. Use it to build relationships and create happier 
customers.

Conclusion:
Social Media Tips to Remember
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