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What We’ll Cover

• How to begin--and maintain--a social media 
strategy

• Why social media matters

• What networks make the most sense

• Who are the targets and users

• What type of content and dialogue to post

• How to measure your impact
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How to Begin — and Maintain 
– a Social Media Strategy
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• It needs to be part of a bigger goal.

• It’s about having smart conversations.

• It’s a dialogue and not a monologue

• It takes time and effort to be successful.

It Starts by Understanding That…

LISTEN ENGAGE MEASURE
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Why Social Media Matters
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Why Should You Care
• 57% of US workers use social media for business purposes at least once 

per week

• #1 reason cited by US workers for using social tools for business was to 

“acquire knowledge and ask questions from a community”
IDC, State of Social Business, 2010

• 3 out of 4 Americans use social technology

Forrester, The Growth of Social Technology Adoption 2008

• Visiting social sites is now the 4th most popular online 
activity – ahead of personal email

• Time spent on social networks is growing 3x the overall Internet rate, 

accounting for 10% of all Internet time
Nielsen, Global Faces & Networked Places, 2009

http://www.raintoday.com/
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And…Your Audience Is Already Here
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What Networks Make the 
Most Sense

Who Are the Targets and 
Users

What Type of Content 
Works
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Why Care: 

• #1 social destination 
Stats:

• > 400 million active users

• > 1.5 million local businesses have Pages

• > 20 million users become fans of Pages daily

• If Facebook were a county, it would be 5th largest
Getting Started:

• Start by monitoring other Pages for ideas.
• Create a business Page.
• Promote on your materials and website.

As of Nov 2010
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Create a Facebook Fan Page – not a group or 
personal version – better tools

Create profile and post content with SEO in mind –
Fan Pages are indexed

Customize and add applications, events, 
discussions

Submit opinions, ask questions

Reach out to connect and grow Fan base –
sweepstakes and contests are popular
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Five Tips to Consider: 
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Why Care: 

• Laser focus for warm leads
Stats:

• Over 80 million users

• More than 1 million businesses listed

• Executives from all Fortune 500 companies

• Largest age group – 37-52 average age
Getting Started:

• Complete personal and business profile – think SEO
• Invite people to join and participate
• Evaluate groups to join and participate

As of Nov 2010
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Complete your profile fully, include keywords for 
SEO value.

Ask for and provide recommendations for clients, 
colleagues, vendors.

Search for and join groups for your industry and 
profession….then ask questions.

List your upcoming events and conferences.

Synchronize your contacts to find new connections.
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Five Tips to Implement: 
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Why Care: 
• 3rd most popular social network and rapid pace

Stats:

• 145 million users, w/ 300k new per day

• Largest age group: 35-49

• Tweets per day: >65 million (avg 750/second)
Getting Started:

• Monitor for a few weeks to understand process
• Begin adding tweets on a set schedule
• Promote @ account and engage in conversations

As of Nov 2010
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Retweets or links from others – share information, 
show respect for original poster, expand network

Showcase thought leadership – original content 
articles, blogs, newsletters, videos

Share news and updates – awards, projects, 
milestones, congratulations 

Thank followers, clients, retweet-ers

Use hashtags # and keywords to get information to 
prospects and to identify leads
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Five Content Ideas to Post: 
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Why Care: 
• 2nd most popular search engine

Stats:
• 13 hours of video content uploaded every minute
• 420+ years = time to view every video uploaded
• 100 million videos viewed per day

Getting Started:
• Create a channel under your company name.
• Syndicate the uploaded videos.
• Feature on website, social networks, etc.
• Read tips at http://youtube-global.blogspot.com/

As of Nov 2010

http://youtube-global.blogspot.com/
http://youtube-global.blogspot.com/
http://youtube-global.blogspot.com/
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Recordings of presentations or speeches you’ve 
given, slide shows or podcasts

Product and service overviews – approach, finished 
projects, value points

Short, educational tips – how to, trends, 
regulations

Client testimonials 

Team member introductions and office tours
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Five Content Ideas to Upload: 
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How to Begin — and Maintain 
– a Social Media Strategy
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Five Key Tips to Get Started
Create an editorial plan or calendar for managing 
how, when and what you post. (evergreen, retweet)

1

Link your accounts to save time and increase your 
distribution. (Twitter first)

2

Use bit.ly to shorten and track links for posts.3

Mine networks for business development leads or 
referrals. (6 degrees separation)

4

Watch and follow competitors, potential partners or 
thought leaders. (stealth mode)

5
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How to Measure Your 
Impact
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Track Your Exposure

1. Create a monthly tracking system to monitor growth 
– set baseline, overlay activity timeline to track.  

2. Evaluate audience demographics, engagement, 
loyalty, actions to alter approach.

3. Leverage free tools to track and evaluate success.

• www.socialmention.com

• www.icerocket.com

• www.kurrently.com

• www.google.com/alerts

• www.tweetdeck.com (desktop)

• www.ubertwitter.com (mobile)

• www.cotweet.com (business)

http://www.socialmention.com/
http://www.icerocket.com/
http://www.kurrently.com/
http://www.google.com/alerts
http://www.tweetdeck.com/
http://www.ubertwitter.com/
http://www.cotweet.com/
http://www.raintoday.com/
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Recommended Resources

TOP THREE MUST FOLLOW/WATCH:

• www.hubspot.com tons of interactive tools, good social media content

• www.shankman.com Peter Shankman, social media guru, author

• www.chrisbrogan.com Chris Brogan, social media guru, author

OTHER GREAT RESOURCES:

• www.raintoday.com professional services sales/marketing

• www.go-to-marketstrategies.com great research, toolkits

• www.cmocouncil.org great research, executive level view

• Get Content, Get Customers by Joe Pulizzi and Newt Barrett 
(www.getcontentgetcustomers.com) 

• The New Rules of Marketing and PR by David Meerman Scott 
(www.webinknow.com) 

http://www.hubspot.com/
http://www.hubspot.com/
http://www.shankman.com/
http://www.chrisbrogan.com/
http://www.raintoday.com/
http://www.hubspot.com/
http://www.raintoday.com/
http://www.cmocouncil.org/
http://www.cmocouncil.org/
http://www.cmocouncil.org/
http://www.cmocouncil.org/
http://www.cmocouncil.org/
http://www.cmocouncil.org/
http://www.cmocouncil.org/
http://www.getcontentgetcustomers.com/
http://www.webinknow.com/
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