Step-by-Step Guide to
Social Media for Small Business

Social media touches nearly every customer who walks through your door and 98%

of digital consumers are social media users too. It's one of the most effective ways to
build a brand people frust and it gives small businesses a huge advantage. According
to Statista, social media ad revenue exceeded $50 billion in 2018 — that’s over $17 per
social media user around the world.

Social media provides you with the platform to better connect with your community
and handle comments and gquestions from your customers. You can personalize and
weave social media intfo every aspect of your business.

This step-by-step guide should make the process of building your small business social
media presence less daunting.

Importance of Social Media for Small Business

As a small business owner, you're likely the jack-of-all-trades. You have a lot on your
plate — and social media may be one of the first items to fall off your to-do list.
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However, there’s no arguing how valuable social media marketing is for businesses of
any size or industry. Finding customers to connect with on social media has a direct
impact on sales and your bottom line.
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From initial research to the final purchase stage, social media is a powerful tool for
bbrands to connect and engage users throughout the shopper journey.

How you respond to your customers is just as important as having a social media
presence. Consumers are quick to turn to social media for customer service,
problem-solving and to get answers quickly. How your business responds to positive
or negative interactions is critical.

People are 71% more likely
fo buy after a positive
experience on social media.
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Sefting Social Media Goadls

Whether you're a local brick-and-mortar retail store or a small e-commerce food
company, how you measure success is unique to your business.

One thing is for sure: social media goals are crucial to getting you from where you are
now to where you want to be. Make the most of your social media budget by sefting
measurable goals, but keep in mind not every goal should be freated equally.

Step 1: Identify Your Business Goals

Ask these questions to get in the goal-setting mindset:

e Which industry are you in? - Business-to-business (B2B) or business-to-consumer
(B2C)? Retail, hospitality, nonprofit, food and beverage?

e What are others in your industry doing? - While you don’t want to copy,
looking f or inspiration from others can help give you insight info what works.

e What do you want to achieve with your social media strategy? - Increased
brand awareness, new customers, repeat purchasers, more sales?

Small Business Highlight:

What worked best for us
Pint T; th h
S H E I S R E B E L xzsspgn?rze;oer:wir;ey?g? [
WORLDWIDE .
Melis Sawerschel

founder of She |Is Rebel

e Problem: "We started at 100 followers on Pinterest with very little impression
(30K) and no steady growth between September 2017 and February 2018.”

e Goal: "We wanted to create brand awareness, attract people to our products
and make sales as a new brand.”

Once you know what you want to get out of your social media campaign or strategy,
you can narrow your focus and identify metrics to accomplish your goal.
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Step 2: Set Goal Metrics

Posting blindly or af random times, then expecting results, would be like cooking
without a few key ingredients and expecting a perfect dish. By setting goals before

you begin, it’s easier to measure your successes or failures.

Whether it’s providing answers to your customers’ problems or increasing sales,
your social media goals should be S.M.A.R.T. and hyper-focused on what you want
to achieve.
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ATTAINABLE

e Specific: What's the purpose of the goal? Identify what you want to
accomplish and the resources needed to do so.

e Measurable: Can you easily measure and track your progress? Pinpoint one or
two performance metrics for your goal.

e Aftainable: Can your business redlistically achieve this goal? Be sure the bar
isn‘t set too high (or low).

e Relevant: Does this goal support a positive business outcome? If you're not
sure, reevaluate priorities.

e Timely: How long will this goal take to accomplish? Establish weekly, monthly or
quarterly check-ins to stay on frack.

Some common, broad social media goals include:

Increase brand awareness
Improve ROI

Create aloyal fan base
Increase in-person sales
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Once you set a larger social media goal, break it down into specific S.M.A.R.T. goals.
Let’s use the first (and most commmon) social media goal as an example:

Grow Facebook Achieve 25 page
community by 100% likes per week
Increase brand
awareness online s et .

in 3 months Increase Facebook

—> engagement —>
by 50% per post

Get 26 comments
or shares per week

Small Business Highlight:

Being a small business, we have
been advertising on various channels
(Instagram, Facebook, Linkedin and
Pinterest) experimentally, meaning

S H E I S R E B E L making changes on the fly in
response 1o results, frying new options

WORLDWIDE and budgets, varying from $10 to

$100 a day, to figure out the best ROL”

Melis Sawerschel
founder of She Is Rebel

In spite of this, growth was stagnant, so She Is Rebel decided to craft a strategy
based on its goals.

Plan:
e Pin 5-30 pins daily, at least 4 times a week, of both original content and related,
quality content
e Follow accounts based on who they follow and their followers
Clean up current boards
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Result: "We grew organically to 27K followers with more than 5 million impressions and
300K engagement from March 2018 to now, generated remarkable daily, steady
traffic of engaged people and made more than half of our sales through referrals
discovering us on Pinterest.”

Common social media success metrics include engagement, growth, website
clicks and reach. For many small businesses, the most important of these metrics
is engagement.

Engagement 20%
Audience Growth 19%

Website Clicks 16%

Leads/Conversions 15%

Number of Posts

Reach

Engagement sheds light on what your followers are interested in and what they have
to say. Just having a ton of followers on your social account isn‘t enough. To be truly
successful, you need an engaged audience. Read on to the next section for fips on
how to build and grow an engaging social media presence.

Social Media Tips

Social media is a great way to connect with your customers, get feedback,
answer guestions and offer promotions. Below we outline the steps and top tips
to strategically develop and manage your social platforms.
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Step 3: Pick Platforms for Your Industry

You may be wondering which social media platform  will work best for your small
business. Different social networks have different user bases, so you don’t want to
invest in one network if your core audience is on another,

Consider the following guidelines to find which of the big five platforms is best for
your business;

Facebook

Twitter

Best for; B2C, in some cases, B2B
Top industries: Fashion, auto, e-commerce, retqil, entertainment, real
estate, marketing, sports, health and wellness, news and information

Target age: 25-55+, both men and women
To note: Start with a Facebook page if you're new to social media

Best for: B2C, some B2B

Top industries: News and information, retail, e-commerce, health and
wellness, tfravel and hospitality, telecom, finance, fashion, retail and sports

Target age:18-29, both men and women
To note: Good for customer service and demonstrating your expertise

Pinterest

Best for: B2C

Top industries: Retail, health and wellness, travel and hospitality, fashion,
e-commerce, arts and crafts, food and beverage, beauty, home and garden
and event planning

Target age: 18-45, mostly women
To note: Share visual products or visual planning (e.g.. home remodeling project)

Instagram

Best for: B2C

Top industries: Travel and hospitality, fashion, health and wellness, arts
and crafts, food and beverage, e-commerce, beauty, photography,
auto and event planning

Target age: 18-35, primarily millennials and teens
To note: Use high-quality images or video content that tells a story
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LinkedIn
e Best for: B2B
e Top industries: Financial, employment, science and technology, legal,
manufacturing, marketing, education, professional services, health and
wellness and IT
e Target age: 25-45, both men and women

e To note: Relies less on visual content and more on text-based updates

Keep in mind, compelling images and video are key for social media. More than
half (68%) of people surveyed prefer “visual-first content, with graphics, images and

produced video taking the lead.” This is particularly frue on highly visual platforms
like Facebook, Instagram and Pinterest.

Step 4: Craft Your Profiles

Once you decide on your social media platforms, it’s time to think about the image
you want to portray. What is the voice and tone of your business messaging? Come
up with descriptions, images and keywords to include on your social media profiles.
Be sure you're consistent throughout your entire online presence.

It’s helpful to look for inspiration by researching the social media presence
of competitors or leaders in your industry. Do you want to be a source of comedic
relief? Or an expert in your space?

Small Business Highlight:

Sifted is a lunch delivery service for what it calls “radically original teams.” Everything

from its welbsite to social media profiles is branded with a light and bright presence
and a side of humor.
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HOW IT WORKS

SELECT A FREQUENCY TELL US HOW YOU EAT DIG IN

Doily, weekly, or somewhers in batween Ourin-house chefs create customized menus for all distary restrictions Ourteam delivers. Your feam enjoys.

LET'S DO LUNCH

Sifted isn’t afraid to let its brand personality shine through by having fun with captions
and witty puns. Its Instagram presence grew from 500 followers of just clients,
employees and friends to 10.5K followers using this strategy.

We use mostly fun, professional
photos of our product with clever

°
S I fte d puns and engaging confent.”

Emily Endara
Sifted
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siftedco « Follow
Austin, Texas

siftedco We'll take the pasta... and the
chicken... Hm, but maybe some sweet
potato fries.. ok, but definitely the
hotdog too. *When you try to order
food on an empty stomach.*
#loodplease Hiwantitigotit

siftedco .

#CorporateLunch #Lunch #Austin
#StartupLife #Entrepreneur
#CorporateCatering #Seattle
#EatingForThelnsta #Boulder
#Denver #AtlantaEats #ATL
Habarine #hiachavillof b

siftedco « Follow
Denver, Colorado

siftedco Carrots and Green Beans and
Lemons, ohmy! & € ¥ At #Sifted, we
*carrot* about the freshness of our
produce... a lot. That's why we never
hald fresh produce for longer than 3
days.

siftedco .

#CorporateLunch #Lunch #Austin
#Entrepreneur #CorporateCatering

#Seattle #EatingForThelnsta
#Boulder #Denver #ATL #Catering

#Nasheville #SeattleFood #Seattle
HEansaste HEarmTaTahla

oan H

84 likes

(Ve H

77 likes

Add a comment. Add a comment...

Similarly, some companies decide to use social media for the power of good. Oracle
is a brand that promotes its corporate social responsibility and brand message to
potential employees as a desirable place to work.

Oracle’s Twitter feed is fairly diverse, given the number of products it markets, but its
philanthropic ventures and positive messages shine through on social.

Oracle @
Follow v
@0racle

What’s #HerStory? Tell us who inspires you
for #WomensHistoryMonth @ . Tag a friend to
share their story, and be sure to include
@Oracle, @GirlGeekX, and #HerStoryContest
to enter for a chance to win Oracle t-shirts or
#AirPods. More details: ora.cl/vz8ka

2:49 PM - 5 Mar 2019

7aremees 10lkes PEH P OOOBD

Oracle & 4 \

As we celebrate #I\WD2019 (,\' , Director of
Diversity & Inclusion @tracipwade reminds us
that an inclusive #culture is the responsibility
of every employee and not only the HR team
& execs. Read more on how you can create a
culture of #workplaceinclusion here:
ora.cl/uy3Y6

It takes a little
courage,willingness
to learn, and the
desire to help

develop an
inclusive culture.

TraciWade
Director, Diversity and Inclusion
ORACLE

2:07 PM - 8 Mar 2019

10Retweets 27Lkes @D QLGS P2 @

Step 5: Create Your Strategy

Consistent and quality content will engage your audience and attract new followers.
Creating a conftent calendar is the best way to make sure you post consistently. It's
easy to forget or scramble last minute without a plan.
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Time spent on social media directly correlates with your business size and resources —
however, 43% of small businesses spend about six hours per week on social media.

Try allocating a specific time of day to take care of all things social. Be sure to include
fime to respond and engage with your followers too.

For example, if mornings are slow for your business, block out 8 to 9 a.m. to create and
schedule posts and 9 to 10 a.m. for response management.

Keeping your social media schedule organized is difficult without a content calendar.
Planning ahead helps save you fime, keeps you accountable with deadlines and
enables you to post more strategically.

Calendar

Drafts

Post via RSS

Needs Approval

Rejected

Asset Library

Notifications

MESSAGES

27

=

SUNDAY
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MONDAY

28

TUESDAY

29

! a

PUBLISHING DISCOVERY REPORTS

DATE RANGE Q

LIST WEEK MONTH

09/01/2019 09/30/2019
‘WEDNESDAY THURSDAY FRIDAY SATURDAY
30 31 1 2

PROFILES

Refine Profiles List

L

f
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] 7 8 9 )

P
13 14 15 16

To create your social media schedule, start with these steps:

o bk oDd -

Figure out what content appeals to your follower base
Decide which platform you'll post on

Decide how often you'll post
Create content in advance
Fill your content calendar at least a month in advance

MESSAGE TYPES
Messages
Scheduled Messages

Try starting with the 80-20 rule when scheduling content. Use 80% of your content
to inform, educate or entertain your audience and 20% to promote your brand or

sell your products,
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Step 6: Follow Post Best Practices

How does B2B differ from B2C on social media platforms? Which channels require more
formal language as opposed to fun and witty wordplay? And most importantly, how
much should you write for a post? Let’s dive into post best practices by platform:

symbols, prices,
promotional info
or exaggerated
claims.

Platform Idedl Length | Max Ideal Image | CTA Hashtags
Length Size
Facebook [ One to 80 63,206 1080 x 1080 | Ask questions Keep to a
characters | characters | pixels that prompt minimum
discussion. since they
Clickbait don’t help
language like with
“Share this post” | engagement
will be penalized
in the News Feed.
Instagram | 138-150 2,200 1080 x 1080 | Use brief copy Posts with five
characters | characters | pixels and a to nine
(Stories: compelling hashtags at
1080 x 1920 | CTA. Show off less than 24
pixels) your brand characters get
personality. the most
engagement.
LinkedIn Fewer than | 600 1200 x 628 Avoid question Keep to a
128 characters | pixels marks; minimum (five
characters exclamation or less). Use
points perform event or
better. industry-specific
hashtags.
Pinterest Between 75 | 500 Vertical One or two Be specific
and 150 characters | image that’s| keyword-rich and
characters 736 x 1102 sentences with descriptive.
pixels a positive Use no more
senfiment. Avoid | than 20
using excessive | hashtags.
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https://blog.hootsuite.com/ideal-social-media-post-length/
https://blog.hootsuite.com/ideal-social-media-post-length/

Twitter 120-130 280 Maximum is | Emojis attract the| Keep to one
characters | characters | 1024 x 512 eye. Roundup to two

pixels. Can [ tweets of industry| relevant
tfweet up to | news provide hashtags per
four images | digestible, tweet.

at one time. | shareable
snippets. Humor
is effective.

Step 7: Post at Optimal Times

When are the best times to post your content on Facebook, Instagram, Linkedin,
Pinterest or Twitter?

While there are studies on the pest fimes to post on social, the answer changes often.

If every business, influencer or marketer posted at the same time, the feed would be
overcrowded and your message would get lost in a sea of others.

Here are some popular times to post as a helpful starting point:

Platform Day Times
Facebook Wednesday Noon and 2 p.m.
Thursday land 2 p.m.
Instagram Wednesday 3 p.m.
Thursday 5a.m. 11 am. and 3-4 p.m.
Friday 5a.m.
LinkedIn Wednesday 3-5p.m.
Pinterest Friday and Saturday 8-11 p.m., 2-4 a.m. and
2-4 p.m,
Twitter Friday 9-10 a.m.

Across all industries, finding the right posting frequency is key. Being too promotional is
one of the top reasons customers will unfollow you on social (34.9% of all unfollows).

Other reasons for an unfollow include irrelevant information and too many posts.
Focus on quality over quantity and be sure every post and interaction is connected
to a broader goal or objective.
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https://sproutsocial.com/insights/best-times-to-post-on-social-media/
https://sproutsocial.com/index/

Some industries are tougher to break through with social media than others:

e Health care: This is a difficult industry given the rules and regulations to
remain HIPAA compliant. Be sure to follow industry regulations and keep
your voice consistent.

e Travel and hospitality: Poor customer service or negative reviews can make
or break your business. Focus on reputation management, reviews and
customer satisfaction.

e Real estate: This market is very competitive. Educate potential buyers and
stay on top of industry trends and emerging tfechnologies with your social
media posts.

e Finance and banking: To avoid social media trouble, consider the rules and

regulations of marketing your institution. Mitigate risk and use your
reputation as an industry expert.

Step 8: Use a Social Management Platform

Social management platforms help you manage multiple social profiles in one place,
schedule posts in advance and frack analytics across platforms. If you're busy, these
tools really are game changers for keeping your strategy on track. Luckily, many
platforms have a free plan, so you can experiment and find what works for you.

Social management platforms:

Buffer. With the free plan, you can manage three social profiles, schedule up to 10
posts and shorten and track links. Also consider the free image creator and GlIF/video
uploader to create and schedule more visually appealing content.

€« c ttps:// /app/profile/s O w =
£ buffer Admin Help Team My Accoun
\CCOUNts g Content = Analytics «l1 Schedule B Settings &%
™) kevaniee . 5 ) i Fecdh
50 rter Queve 29 uggestions ontributions eeds
Viewing All Topics 0 Get Suggestions on i0S
3 Surprising Science-Backed Ways to Find More Time Today: Add
http:/fbuffly/1 nyhoHD
How Binge-Watching Is Changing Our Brains: http://buffly/1in9ra2 Add
= 10 Ways Gratitude Can Change Your Life Add
<f hetp://buff.ly/1 nUOKNM ANK K

Experiment Shows Up To 60% Of "Direct" Traffic Is Actually Add
Organic Search hitp://buffly/1p8fU4T via @marketingland

Three Basic Design Principles Everyone Can Use In Everyday Life Add
http://buffly/1 nskz0q via @lifehacker

Why Aren't "App Constellaticns” Working? Some Diverse Opinions Add
http://buffly/XytQPd
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Hootsuite: With the free plan, you can manage three social profiles in one place,
schedule 30 posts in advance and generate leads with social contests.

(J v + Addstream

+ Add Social Network

Home r gQ:
a

Hootsuite @hootsuite
ﬁ 21 mins ago

How to write good Instagram captions:
ow.ly/Ueu630If0Ap Tips, ideas, and tools

B¢

)

5 10
Hootsuite @hootsuite
1 hour ago

5 ways to use psychology to increase your social
media engagement: ow.ly/QryH50i8Bys

Lo¥ ﬁ- T =,
R %

2 Home roorcars aQ

Hootsuite @hootsuite

6 hours ago
There are now 3.196 billion people using social
media, which is up 13% from last year. Don't you
want to connect your brand with them?

Add all of your social media networks to your
Hootsuite dashboard so you can reach your
audience most effectively. ow.ly/D4me30Id3ES

Hootsuite @hootsuite
7 hours ago

Build a loyal Instagram audience by using

[ New Followers |

‘ Annett Forcier @Hoo
Mar 8, 2017

Happy International Woman"
#InternationalWomensDay #
Illustration by Yvenne Preibis
twitter.com/i/web/status/s...

Annett Forcier @The,

2days ago
@otherside_uk @ActionRocke
) 1

1P show Conversation

stephanie @stephani
Jul 19

RT @NPR: RAICES, a nonprofi
families separated at the bor
accept a donation from Sales

a

& L surnn Enldan @l

Zoho: With the free plan, you can manage one brand and shorten URLs. The free zShare
browser plugin also makes it easier to curate and share content you find on the web.

B Social

V4

Zylker Inc.

Home

Brand Health

3 zyiker
[ 2yiker
[ 2ylker Inc.

Zylker

Brand Index

G Zywker

ker [ Zylk

31,203 5% 3193 -165%
17,807 +0.53% 1743
17931 +166% 637

525 +96 35

Jnm Jan12 Jan13

ne. Zylker

17858 -06% 1561 +16
493 w75 241
163 0 96
84 +9.6% 43

Jen 4 Jan15 Jan 6

Q Se

Live Stream

(g
=

Jénis Brx @Janis_Brx

8 Business books actually worth reading. A
reading list for lfelong learners
hitp/fwp.me/pawskC-ox2 via @TEDTalks

Julia Leask has commented on your post.
John Swift has commented on your post
Amy Scott has posted on your wall.

Blank Box Studio @BlankBoxStudio

A sneak peak at our latest project
#residential #interiordesign #apartment

Chris Coweher @sixty_thirty

Watching the very talented #SheridanSmith
in #Cilla @ITV. Fab music & taking a call in a
phone box... The simpie life before moble
phones!

Rebecca Craven @BeckySeel23

Interested to hear- do people have two
profiles, a personal one & a professional
one? -or just manage Google+ through
circles? #smallbizhour

valsak@



Step 9: Engage with Your Audience

For 45% of consumers, social media is one of the first channels they go to if they have a
question or issue. Social media platforms that focus on customer service can drive
customer satisfaction and be a source of brand loyalty.

[ts important to show responses to negative reviews or comments as well as positive
ones. A business that acknowledges, fixes and responds to unfavorable comments can
have a positive impact on prospective customers.

Noft responding could even mean losing a customer. According to Sprout Social, 29% of
consumers are more likely to visit a competing business if they are ignored on social
media.

Try responding with these templates if you happen to get a harsh comment:

Template 1:

“Hi___ , we're so sorry this happened to you. That is definitely not what we want our
customers to experience. Reach out to and we’ll get this straightened out.”
Template 2:

"Hi _____, thank you for bringing this to our aftention. We want to fix this for you right
away and make sure you are gefting the you were promised. Can you

direct message us so we can get the process started for you?”

Studies show businesses that engage with customers via social media earn 20 to 40%
more revenue per customer.
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My numlber one fip for any new business

attempting to get inferaction on social media

is fo actually engage with people who are

active on social medial It's amazing how many

business owners/content creators think simply

DT uploading pictures will result in engagement.

DOLLARTEECOMPANY Stop waiting for customers to come to you,

it's time for you fo be engaging.”

Eric Sheffield
founder of DollarTeeCompany

Hashtags are a great way to engage with an audience and help others interested in a
topic find your social media page. DollarTeeCompany utilizes hashtags in its strategy to
find an active and relevant community:

"On Instagram, search for a topic by hashtag that has similar interests to your business. |
sell a subscription service that delivers clothing monthly, so | am going to search
"#rmensclothing" and/or "#subscriptionbox.”

Brainstorm relevant hashtags and start incorporating them into your social media posts.
Relate social media posts, campaigns and hashtags to well-known events. Take
advantage of a trending topic so more people find your posts, which will help boost
engagement. To get started, reference a marketing calendar for relevant events and

dates like Natfional Get to Know Your Customer Day or Small Business Saturday®.
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Step 10: Promote with Influencer Marketing

While every industry is unique, one strategy that’s successful for most is influencer
marketing, which is set to reach $10 billion by 2022, as reported by Business Insider.

Influencer marketing involves coming up with a list of influential and reputable
accounts that have content similar to yours, then engaging with these accounts by
following them and liking/commenting on their posts.

Once an influencer account has followed you back, send a direct message asking if
there are opportunities for collaboration and promaotion.

Small Business Highlight:

DollarTeeCompany worked influencer marketing into its strategy, thoughtfully
establishing meaningful relationships with influencers:

"When dealing with influencers, be aware of what they post and if they often post
about other companies and competitors. Sure, it'd be nice if an influencer who has
100K followers shouts your company out, but what if they shout out 10 different
companies every day? Well then, that post isn't worth nearly as much as you thought.
Look for an influencer who rarely posts about competitive products and other
companies.”
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https://www.businessinsider.com/the-influencer-marketing-report-2018-1

DollarTeeCompany’s influencer marketing strategy seems to be working:

In just 10 short months, we accumulated
thousands of orders and have grown

a social media presence on Instagram
with over 10K followers.”
DOLLARTEECOMPANY

Eric Sheffield
founder of DollarTeeCompany

This strategy also extends to bigger companies we know and love. For example,
Walmart partnered with seven influencers and celebrities to get the word out
about its “Fight Hunger. Spark Change.” campaign.

@ rosannapansino @ « Follow |

rosannapansino So honored to be a part of
the #FightHunger Campaign! Supporting
charities is something that has become more
important to me over the years.

For every like, share, or use of the hashtag
fiFightHunger on this post, between April
17th and May 15th, the @Walmart
Foundation will donate $0.90 to the charity
@FeedingAmerica (up to $1.5M). A $0.90
donation is enough to help secure 10 meals
for families in need. To learn more, check out
Walmart.com/FightHunger. #ad @

Load more comments

milliekocis #fighthunger

jacklyn.k.ay #fighthunger
jacklyn_whity fifighthunger
scenic_dreamer__ #FightHunger

oQun A
149,315 likes

APRIL 17,2017

Log in to like or comment

The group of seven influencers had a total combined reach of 29.5 million users. Each

influencer created sponsored Instagram posts to announce that for every like, share or
#FightHunger comment on their post, The Walmart Foundation would donate 90 cents

to Feeding America.
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https://docs.google.com/document/d/1ptL5ZLxcrKJ307mwUzPYsQGxGeLsGwXun7wdvRNXPvw/edit#FightHunger

[ y
.,{f"__‘ katherineheigl @& » Follow |
] v

katherineheigl | need your help, guys! Let's
#FightHunger! Please like this photo
because for every like, share, or
#FightHunger this photo receives between
now and May 15th, @Walmart will donate
$0.90 to @feedingamerica (up to $1.5MM). A
$0.90 donation is enough to help secure 10

| meals! Visit walmart.com/FightHunger for

1 more information. #sponsored

1 Load more comments

_agneesa__ #FightHunger

Qo N

142,695 likes

Log in to like or comment

The influencer campaign saw huge success. It had an engagement rate of 23% and
generated over three million likes and 200,000 comments. Walmart raised nearly $1.5 million
during the campaign — which translated to over 16 million meals — while boosting a
positive brand sentiment.

Advertising on Social Media

Social media is a helpful advertising medium that can cost much less than other forms of
advertising, especially for small businesses. Well-placed social media ads can help you
reach leads in new markets and demographics. They help you diversify your business
strategy to reach customers and promote your business.
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Social media is cheaper than traditional
forms of advertfising like AdWords. We can
get leads through social media for about

40% less than the AdWords costs for the
//@ KETTLEBELL same fargets. Leads convert at about 10X

KINGS from social media compared to 6X from

traditional forms of online advertising.”

Jay Perkins
co-founder of Kettlebell Kings

Step 11: Reach Your Target Audience

Advertising on social media can take many forms, helping you:

e Drive traffic to your website to announce a new product or service
e Generate leads

e Boost brand awareness by circulating aftention-grabbing ads

e Offer time-sensitive promotions for improved visibility

One way is with social ads. On Facebook and Twitter, for example, you can set your
own budget and bid on advertising. Ads help you achieve awareness, consideration
or conversions on social.

Your social ad should be relevant, enticing and have a clear call-to-action. Without a
CTA, your customer may not know what the next step is. Examples of CTAs include:
“Shop now, ” “Learn More,” "Sign Up” or "Download.”

Shopify’s Facebook campaign is a great example that checks off all the boxes. The

ads leverage aspirational messaging paired with clean and minimal design to create
a compelling experience.
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Shopify is an e-commerce software that gives users a platform o start, run and grow a
business online. Starting a business is not always an easy step for people to take. A
Shopify ad plays into this emotion. It asks a thought-provoking or motivational question
then encourages people to take that first step in their entrepreneurial journey through
the "Build Your Store” CTA.

You can choose to target your audience in a variety of ways:

e Based on interest: You can target users by a numiber of chosen interests or
groups. If your company sells cameras, you could target people who've
expressed interest in photography and Canon.

e Retargeting: Each platform offers retargeting to help you reach people who've
already visited your website. The benefit of retargeting is that a conversion is
more likely to occur when you know a prospect’s interested. You may also
upload an email list and use Facebook Custom Audiences 1o serve ads

directly T o subscribers.

¢ Lookdlike audiences: Upload a list of your customers to a social media platform
to find users with similar profiles. This lookalike audience, which is similar to your
existing customer base, is more likely interested in your business.

Organic and paid marketing can also be combined to create a powerful campaign
that reaches different audiences and achieves different goals.

Step 12: Understand Social Media Pricing

Social media, in some cases, is pay to play. In fact, on average, businesses only
reach 6% of their fans without using paid ads.
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Each platform offers different billing options that vary based on your goals and
the ad unit. Common billing options are listed below:

Term

Definition

Cost per click (CPC)

You pay for an ad placement when an
individual clicks on the ad.

Cost per view (CPV)

You are charged every time an
individual views your ad.

Cost per action (CPA)

You are charged every time an individual
completes the action you specify, such as
signing up for a newsletter or making a
purchase directly from an ad.

Cost per like

You are charged for every like given to
an ad, photo or page.

Cost per thousand (CPM)

You are charged for every 1,000
impressions (times your ad is displayed).

Other factors impacting social media cost include:

e Social media bidding: You have the option to select maximum or automatic
bidding. Maximum letfs you decide how much you‘re willing to spend to achieve
your campaign objective, while automatic allows the platform to automatically
set a bid for your campaign based on your goal and budget.

e Budget structure: You have the option to set a daily or lifetime budget. A daily

budget means you set the limit you want to spend each day, while a lifetime
budget lets you set the total amount you'll pay for the duration of that

campaign.

More ad specifics for Facebook, Instagram, LinkedIn, Pinterest and Twitter are

available on each site.

Social Media Analytics

By diving into your analytics, you’ll have a better understanding of your audience
and what resonates most with your followers. In turn, you can create engaging
and relevant content based on your research.
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Without analyfics, there’s no point for a
marketing strategy or campaign. Analyfics
help you understand at what fime your

" audience is most engaged with your confent
and what kind of content they like engaging
MERCER with - e-books, videos, audios, white papers,

reports... Did they visit the welbsite after...

mettl how much fime they stayed on the website,

demographics and other crucial information.”

Siddhartha Gupta
CEO of Mettl

Step 13: Access Your Analytics

One of the most important elements in crafting a social media strategy is identifying
and understanding your audience.

Are your typical customers male or female? Are they young or old? What are some of
their likes and dislikes? Are they locals or do they live all over the world?

If you have a general idea of your audience, social media data can help you narrow it
down even further, Once you have your data, you can identify who and where your
audience is, so you can create content they will enjoy!

Accessing audience data depends on the platform:

e Facebook: Visit your Facebook Ad Manager > Tools > Audience Insights

Instagram: Go to your Business Profile > Insights
e LinkedIn: Add an Insight Tag > sign info Campaign Manager > Account Assets >
Insight Tag > Create an Audience (more detailed steps here)

e Pinterest: Navigate to Analytics at the top of Pinterest > Audience Insights
e Twitter: Click on the icon in the top right corner > Analytics > Audiences

Rather than blindly posting content, you’ll have a better idea of whom you're talking
to. Sharing relevant content with your customers will help with engagement too.
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Equally as important as identifying your audience is tracking your social media
campaign progress. Below are some common social analyfics ferms you’ll come across:

Term Definition
Impressions The number of times your content is displayed
Engagements The number of times an individual intferacted with your

content (shares, likes, retweets, comments, follows)

Engagement Rate

The number of engagements divided by the
numiber of impressions

Visits The number of fimes an individual visits your page
Mentions The number of fimes your business is mentioned
Followers The number of individuals who follow you on social

Most social platforms have a built-in analytics tool that gives you access to
additional data beyond shares and likes:

e Facebook Insights:

o Available to any admin of your company once you have over 30 followers
o Offers detailed metrics about your posts, engagement metrics and
audience analysis

e Pinterest Analytics:

o Available to any business account

o Tracks traffic from Pinterest to your site

o Tracks metrics like pin activity, audience activity and which pins are
driving fraffic to your welbsite

e Twifter Analytics:

o Available to individuals and businesses
o Tracks tweets, impressions, visits, mentions and followers
o Monthly statistics on your performance

e Instagram Insights:

o Only available for business accounts, can only access through the app
o View metrics like impressions, reach, calls, emails, likes, profile visits, texts
and website clicks
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For example, Twitter Analytics provides a robust monthly report on your content. It's
broken up into five sections (Tweets, Tweet impressions, Profile visits, Mentions,
Followers). This dashboard is helpful for viewing month-to-month trends. From the
account "Home” tab, you can view:

Your number of tweets

e How many people have seen your tweets, visited your profile, mentioned your
business or followed your account

e How many times people have shared links to your site
e Your top tweets and followers with the largest network in any given month

28 day summary with change over previous period

Tweets Tweet impressions Profile visits Mentions Followers

213 237k 2,175 601 v 312 4,777

Under the "Tweets” tab, Twitter Analytics offers detailed analytics on each tweet. You

can filter organic impressions by a specific day and time period, then export this data
into a spreadsheet.

Tweet activity

Last 28 Days v & Export data

Your Tweets earned 21.1K impressions over this 28 day period

During this 28 day period, you earned 742
impressions per day.

Top Tweets Tweets and replies  Promoted mpressions Engagements Engagement rate Engagements R

Another helpful feature of Twitter Analytics is Audience Insights. Your Twitter data will
change depending on your audience type, but it empowers you to view insights for
all Twitter users, your followers and your organic audience.
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After you select an audience, you can narrow the percentage of your audience to
things like interests, lifestyle, gender, behaviors and mobile footprint. It gives you a
more in-depth look at what your audience enjoys.

Interests
Interests name % of audience

Tech news 79% I

Technology 79% I

Business and news 74% N Gender

Business news and general info 74% [

Entrepreneurship 62%

Business and finance 60%

Palitics and current events 59% Male Fernale
Comedy (Movies and felevision) 53% 73% 27%
Movie news and general info 52%

Startups 51%

Many of the built-in dashboards offer additional features to take advantage of. Twitter
Analytics, for example, enables you to browse industry-related or trending events to
work into your social content. You can also connect it to other apps with App
Manager for a streamlined workflow.

Omnichannel Marketing and Social Media

Omni translates to “in all places,” so omnichannel means you're giving customers a
seamless experience across every channel. Each platform is connected, from in store
to online to mobile, and customers can expect the same result.

Step 14: Create an Omnichannel Experience

Old Navy, for example, rolled out an omnichannel marketing strategy integrating its
digital and brick-and-mortar shopping platforms. The clothing chain now offers a
quicker shopping experience by giving customers the ability to check store availability
of items and select a “buy online, pick-up at store” option. Store signage points visitors
to a designated online order counter for easy pickup.

Old Navy also ufilizes Shopping for Instagram where shoppers can click directly on a
product tag, which takes them to that product page for more information or to make
a purchase.
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Support your customer through the buying journey by connecting every channel. There
are simple ways to incorporate omnichannel marketing into your small business.

Imagine you run a local pizza shop. Consider every channel to optimize the customer
experience. Rather than just selling pizza slices in store, offer delivery and carryout
through methods like call in, order online and order on mobile. Delivery services like
Postmates, DoorDash or Uber Eats provide additional opportunities for customers to
place orders that also help put your business on the map.

Social media can feel overwhelming, especially as a small business owner who's pulled
in many different directions. Luckily, even if you are a business owner who dislikes social
media, you can be successful if you're strategic in your approach. Use the helpful tips
we’ve outlined in this guide to get started, then download and save it for an easy
reference.

Looking for help with your social media management?

Valpak® offers management of all social platforms to drive consumer engagement
with your brand. We have the resources to manage your content strategy: crafting
offers that bring traffic to your door, knowing the best time to deploy new messages
and gaining solid insight info what your customers want now.

Get started today! Fill out your information at www.valpak.com/advertise
and we’ll be in touch.

Sources; Global Web Index Flagship Report 2018 | 2018 Sprout Social Index | Statista
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