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FOREWORD


BY ANDREW & PETE, FOUNDERS OF ANDREWANDPETE.COM


Guess what. Social media isn’t the new way to market your business. Nope, it’s not.


In fact, calling social media the new way to market your business is like saying Amazon is the new way to buy your Christmas presents, or even better, that Maroon 5 is this new up-and-coming band that is going to be huge.


Want to feel old?


Did you know Maroon 5 won the Grammy for Best New Artist the same year Facebook launched? Bonus points if you know the year.


Social media isn’t new; marketing your business on social media isn’t new. This isn’t a fad—it’s here to stay.


In 2019, we walked onto a stage in front of five thousand of our peers.


The stage was at Social Media Marketing World 2019 in San Diego, the world’s largest social media marketing conference. We were the closing keynote on day one. Before a backdrop of palm trees and surfboards, we told the audience all about social media marketing success stories and how businesses and brands are thriving online, like fitness guru Joe Wicks, who now has more than 100,000 customers, thanks to the power of social media.


Or what about the UK TV show Love Island, which went from a “failed concept” to the country’s most watched digital TV program in 2018, thanks to the show’s savvy use of social media marketing?


Every day we see brands like Burger King, Spotify, Wendy’s, and Charmin, to name a few, connect with their customers in new and inventive ways that get them trending, while other brands like J D Wetherspoon and Lush get roasted for failing to talk to their customers on social platforms.


So, whether you’re a big brand, a small business, a TV show, or a blogger, social media can’t be ignored.


But social media can be a few other things, too:


• It can be like your last relationship … complicated.


• It can be like your in-laws … a little hard to bear sometimes.


• It can be like the Kardashians … hard to keep up with and remember who’s who.


• It can be like your favorite TV show that got canceled on a cliffhanger … Really. Blooming. Annoying.


Because here’s the thing: Social media isn’t new, but in a lot of ways it is. Social media is a little Maroon 5 mixed with a little Billie Eilish. It’s old and it’s new—all at the same time.


Because although a lot of the social media platforms have been around for what seems like forever, the features, capabilities, and what you can achieve with social media change on a daily basis.


So that’s why it’s good that you have this book, because as the title suggests, this is the Ultimate Guide to Social Media Marketing (it’s best if you say that in your head in a really epic voice, with an emphasis on the ULTIMATE).


If you want to know how to grow your business, using the not-so-new-but-still-ever-changing social media landscape, then this book is for you.


If you don’t like writing in the margins of a fresh-smelling book, we recommend grabbing a new notebook, buckling yourself in, and getting ready.


EPIC VOICE TIME: This is the ULTIMATE Guide to Social Media Marketing.


Enjoy.


PS: It was 2004. There’s no prize, but fist-bump if you got it right.




 


PREFACE


Trying to keep up with all the changes in every social network within a printed book is as futile as going to the ocean and keeping the waves back with a broom. To float on with this metaphor, it may seem as if the number of social media marketing services is so vast that if you use all of them, they’ll wash over you and drown your business.


And that was before a global pandemic and the rise of AI that were simply vague warnings and pipe dreams when we wrote the first edition in 2019.


Ultimate Guide to Social Media Marketing, Second Edition takes a different approach by showing you how to decide which social media platforms are right for you and use them strategically to drive more customers to your business.


You’re not the only one who thinks social media is vital to the success of your business. Sprout Social’s “The 2023 State of Social Media” report reported that 94 percent of business leaders say social media marketing helps them build brand reputation and loyalty. Eighty-eight percent of respondents also said that social media marketing is critical to delivering exceptional customer care.


What’s more, the Content Marketing Institute (CMI) showed that 73 percent of B2B marketers and 70 percent of B2C marketers use content marketing as part of their overall marketing strategy. According to the CMI survey, only 40 percent of B2B marketers have a documented social media strategy.


If your company is part of this 40 percent, this book will help you refine your strategy so you can get even more business. If your company is part of the 60 percent that don’t have a social media marketing strategy, we’ll help you put one together.


WHAT TO EXPECT IN THIS BOOK


Here’s a high-level overview of what we’ll cover in this book:


• Why businesses need to embrace social media marketing. To the casual user, social networks are about connecting with friends and keeping up with today’s latest trends and trending topics. In business, however, you need a strong sense of how social media marketing fits into your overall marketing strategy, especially the roles of content and email.


• Understanding today’s social networks, from big ones like Facebook and YouTube to emerging platforms. You need to know the nature of each social network, including the types of content that can be shared, how audiences are grown, and what the typical demographic is. Once you know the nature of different social networks, you’ll know which ones your business should be on.


• Learning how to craft your business’s social media strategy using today’s formats. We’ll not only tell you how to craft your social media strategy, but we’ll answer some important questions as well. Do you know the difference between a link post and an uploaded video? Do you know the requirements and restrictions for posting on different social networks? We’ll answer these and other questions so you’re not caught off guard.


• Using images and video in your social media outreach. You need to include images and video in your social media posts to communicate effectively with your customers. We’ll tell you how to source images and video as well as use them strategically.


• Leveraging AI, paid social media, and influencer marketing. These three features of social media marketing are very effective at growing your online community, and we’ll teach you how to use each feature on different platforms to drive customers to your business.


• Building your business social marketing team. Your time is limited, and if you want to spend your time serving customers rather than managing your social media, you need to outsource tasks to another business or hire a full-time employee. We’ll tell you about the key considerations you need to build your team effectively.


• Measure your social media outreach progress and improve your performance. Social media success is not measured by likes or comments. Instead, it’s an ongoing experiment to see how well your messages resonate with your audience. So we’ll show you the best ways to approach social media analytics, how to determine your real business ROI, and how to adapt and improve your message over time.


In sum, this book takes you through a 360-degree perspective of social media marketing, from strategy to tactics, from organic to paid, from B2B to B2C. It encompasses all the current social media networks, from the large ones like Facebook and LinkedIn to ascending platforms like Snapchat and TikTok. We’ve also included a list of useful resources and a glossary of terms for easy reference.


Before we dive in, however, you should have a good picture of what is and isn’t social media. That’s where we’ll begin in Chapter 1.




 


CHAPTER 1


THE POWER OF SOCIAL MEDIA


Humans are social beings by nature. We congregate in communities. We have a natural drive for social belonging. We learn from an early age to read social cues from those around us. We develop our sense of identity, self-esteem, self-worth, emotional intelligence, and a social hierarchy—such as respecting your elders—as we navigate through life. However, all of these things are highly sensitive to our environment, our social and community belonging.


Traditionally, our social interactions would have happened strictly in person. As our world has evolved and technology has advanced, humans have found new ways to communicate and stay connected.


When the telephone was first invented in 1876 by Alexander Graham Bell, it unlocked the ability to communicate by voice with people who were not in the same physical location. In phone conversations, we take social cues from the tone of voice and inflection of the voice. This form of communication lacks the additional cues from facial expressions and leads to a different social experience than in-person conversations.


Fast-forward to the evolution of the internet. In the early- to mid-1990s, we experienced the ability to join chat rooms on desktop computers and have conversations with people across the world in the form of back-and-forth text. Instant messaging services like AOL (America Online), MSN Messenger, and ICQ gave us new ways to maintain ongoing chat conversations with family, friends, and strangers who were worlds apart.


Text-based conversations lack both facial experience and tone of voice. This created a whole new form of communication and social interaction that came with its own unique style of language. Acronyms like LOL (laugh out loud) and BRB (be right back) became commonly understood globally.


Digital communication evolved at a speed that we haven’t seen in previous milestones of technology advancements.


The internet continued to evolve, and so did digital cameras, mobile phones, and social platforms such as Facebook, Instagram, and X (formerly Twitter).


Combining all of this technology and adding mass adoption of digital communication methods with our social groups has brought us to a spectacular place in time where we can now communicate by text, voice, and video and get the benefit of facial expressions, all while being in different physical locations from the people we are communicating with.


The digital extension of our person-to-person social interactions is the foundation of social media.


People use specific social networks to connect with, talk to, and learn from other people. If, as a business, you can insert yourself into that process and help them fulfill that need, you’ll be on your way toward a successful social strategy. If social media is the “what,” then platforms are the “where” social media occurs. Social media exists on a variety of platforms, and Figure 1.1 gives you a brief look at just how quickly the social media companies you’re familiar with popped up.
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Figure 1.1. Today’s social media landscape





All of these platforms share two common traits:


1. They help individuals find and connect with other individuals, fulfilling a basic psychological need.


2. They were not designed for businesses.


While most network founders had intentions at one point or another to “monetize” their platforms in some way, be it through display ads or something else, the initial goal was always to help people connect in some new and unique way.



BEING SOCIAL ON SOCIAL MEDIA



What started as a way for people to connect has quickly grown into platforms and networks where we socialize, shop, do business, grow brands, consume news, get our entertainment, and so much more. We live in a different world than our parents and grandparents.


Another significant shift in our interaction with each other and the content we consume is the transition of social media platforms from displaying content chronologically to using algorithms that sort and determine the order of the content we see.


Algorithms are a set of instructions a computer follows to automate decision-making based on set criteria. Our social feeds, the locations where we go to consume content on social media, are highly tailored to our own unique interests and interactions because of this algorithmic sorting. Algorithms also apply to how advertising is delivered to individuals on social media platforms.


As Jay Baer put it, “Focus on how to be social, not on how to do social.”


This means that to be effective at social media, businesses need to be effective at building relationships. And that’s admittedly hard because relationships are formed one person at a time. Businesses that are already large, or in a hurry to become large, may be more enamored with ideas of scale and rapid growth.


This leads us to what social media is not.


If social media is the digital extension of our person-to-person social interactions, then social media is not a place for businesses to set up profiles on each social platform and expect people to come to them to do business with them.


Yet this is what many businesses do. They create social profiles on each platform and either occasionally post content or post a never-ending stream of content on autopilot using scheduling tools. This content typically is not meeting the criteria for the algorithms to amplify it, and therefore it is being shown to very few people and not driving business goals forward.


There is so much more to participating in social media as a business, and this book provides all the details.


HOW ONLINE RELATIONSHIPS BENEFIT OFFLINE


Businesses that are successfully leveraging social media are regularly engaging with their current and potential customers through creating content that is educational, entertaining, informative, and impactful. Their content is timely or on trend. These businesses pay attention to how people interact with their content and reciprocate engagement with comments and direct messages, responding to customers and the general public. They are using social media as a digital extension of how they would normally interact with customers in real life, in turn building relationships. This helps build their brand, build awareness, attract new customers, and keep competitors at bay.


A great real-life example is your local florist. Walk into their warm and inviting shop and you’ll immediately be welcomed as a friend. Odds are you’re there to buy something for a loved one, and they know that. They’ll ask you how you’re doing and talk about the weather or some other locally relevant event before asking what brought you in the door.


Social media works much the same way. When someone follows you or comments for the first time on a post, it’s an opportunity for you to welcome them, virtually, to your storefront. Will you rush into the sales pitch, or take a moment to encourage some dialogue and attempt to build rapport?


It is critical that you and your brand establish your own presence and message, your own personality. Because even if you’re using social media and communicating with people as your brand, it should still be clear that there’s a person behind the logo that’s talking.


The benefit is that through the use of social media in a way that is eminently social, brands can build relationships with fans, followers, prospects, and customers that lead them to know, like, and trust that brand. And that often leads to tremendously valuable relationships offline.


It’s important to realize that social media is used by individuals in many different ways and for different motivations. The amount of time people spend on social media can vary by platform. For example, some people may spend hours watching YouTube videos as their primary source of entertainment, and they may use platforms like Facebook to keep in touch with family and friends. Understanding how users behave on different social platforms is key to forming a social media strategy as a business to connect with your audience in a more meaningful way.


To give you an idea of the scope and power of social media, Facebook has over three billion active monthly users (that’s not a typo), which they achieved in twenty-one years since they launched in 2004. When Facebook’s parent company, Meta, launched a new social media platform called Threads in July 2023, it gained over one hundred million users in the first five days since its launch. (That’s also not a typo.) The capability of such rapid growth of how people congregate to communicate globally is something we have previously never seen in our lifetime.


This type of rapid growth and amplification of content has benefits as well as consequences. A side effect of social media’s rapid growth, mass adoption, and popularity has led to another phenomenon known as “cancel culture.”


When content is shared on social media that can be particularly triggering to people’s beliefs or moral stance, it is becoming more common for people to ostracize, boycott, or stop supporting the person or business at the center of the controversy. When this happens on a small scale, it may have very little impact on someone’s life or business.


However, with the speed and amplification power that some social media platforms have today with a global audience, information can spread quickly, and within as little as twenty-four hours, billions of people may be exposed to this content. This is an example of what it means for a post to go viral. If upsetting information from a post has gone viral and people begin to boycott the person or business at the center of it en masse, it can lead to massively impactful consequences such as the closure of businesses or people being fired from their jobs.


Speaking of posts going viral, you don’t need to have a large social media following in order to have a post go viral, thanks to the way algorithms are sorting and favoring content. This means that even small businesses or small creators without a global presence can have content spread rapidly to hundreds of thousands or even millions of people. This has led to the increase in micro influencers. Micro influencers are people who have a larger audience than their average peers, but smaller audiences compared to celebrities.


In the past, a micro influencer would have typically spent years working on building up their exposure and social media presence to become well known among their audience for a particular niche. Now, an average person or business can have content go viral and gain instant notoriety within their niche, launching them into becoming a micro influencer overnight. A path to social media success for some businesses is identifying and working with micro influencers who align with their business goals.


The introduction of artificial intelligence (AI) is now greatly changing the face of social media as we know it by changing the methods and speed at which users can produce content. Another shift we are seeing is that although social media was built on a foundation of person-to-person interactions in a digital space, we are now interacting with both people and artificial intelligence.


Even with this constantly evolving technology, humans are still at the very core of social media. Whether you are an individual or a business using social media, it is important for you to continue to adapt to changing social media platforms, trends, and technologies.


Throughout the rest of this book, we will be diving deep into specific networks and strategies and tactics that you can employ and adapt to your own business. Take notes, develop tests, and always consider how what you’re doing can help develop relationships and contribute to the online experience that your fans are participating in.




 


CHAPTER 2


THE ROLE OF SOCIAL MEDIA WITHIN CONTENT MARKETING


So here’s how content marketing and social media work. You create a website and a blog. You create branded social profiles for your business on the major social networks. Then each time you publish a new blog post, you push those social sharing buttons at the bottom of the post, and now you’re using social media to market your blog, right?


Not so fast.


First, let’s be clear: Social media is not there to market your blog. In fact, marketing your blog shouldn’t be a goal at all. Your marketing should be all about promoting your brand and using your platform to grow and educate your audience. Your blog, therefore, is part of your overall marketing strategy.


We may talk a lot about blog promotion, but by that we mean that you’re using the blog, and the blog’s content, as a tool to market your business.


This is an important point, because if you approach social media without a blog or content plan, you lose opportunities to leverage many of the benefits social media can offer. While determining your content plan is beyond the scope of this book, we’ll assume you’re prepared to create and use website content accordingly.


So the rest of this chapter will focus on how you can use social media and content together as a wonderful tool for building your business. Specifically, we will discuss a number of approaches where social media and content complement and enhance each other.


We’ll start with how content can be used to create activity (shares) to your social profiles, which can deliver value and, of course, drive referral traffic. We’ll use those shares to build authority and drive conversations. We’ll then discuss how content and social media can be leveraged with influencers and other social media angles to achieve your business goals.


SOCIAL SHARING


Of course, the obvious way to market and promote your brand and content is through those initial social shares. But even then, just hitting all the buttons isn’t the way to go.


Social media is not a broadcast channel for your business. It’s a way for you to connect and engage with your audience, which means you need to share your new content in a way that’s sociable and conversational.


On Facebook, X, Pinterest, and LinkedIn, you have an opportunity to introduce your latest post and explain to your audience why they should be interested in reading it. It only takes a few minutes for you to write a sentence or three, and the result will be a dramatic increase in engagement and referral traffic.


Think about it. If you just spam your post to Facebook, you’re relying on your post title, and perhaps an image (if you set it up right) to entice your readers. On the other hand, if you talk about why you’ve written the article, and perhaps ask a direct question, people will be more likely to take an interest. In this way, you’ll be delivering value and interest right from the start, which will help to further your relationship.


Otherwise, you’re just asking your connections to do you a favor, and you’ll soon spend whatever capital you might have earned.


Of course, the obvious question here is, how do you know whether you’re seeing a real ROI from your social media activity? Google Analytics, a free website reporting tool you can install from Google, will tell you where your referral traffic is coming from, and if you set up goals on Analytics, like online purchases, sign-ups, or contacts, you can see that, too.


Additionally, the major social platforms offer high-level insights on follower growth and engagement. We will spend a great deal of time discussing metrics and reporting tools in Chapter 13.


But if you want to get a clearer picture across multiple channels, you’re going to need a social media management tool like Hootsuite. You’ll be able to track over time how your social campaigns are helping to build your brand awareness and authority, and ultimately contributing to sales.


Don’t worry, we’ll explain more about what HootSuite is and does later on. For now, just know that there are tools available to you, both free and paid, native and third party, that will help you measure your success.



AUTHORITY BUILDING



Take a step back for a moment and think about the blog posts, videos, and tips you regularly share on social media. Are they on-topic? Are they tied to a clear niche or area of expertise?


If they are, then over time, you’ll naturally start to develop a reputation as an authority in that space.


For example, in the early 2020s, Stephanie began writing consistently about livestreaming strategies for small businesses. She shared how local companies could use livestreams not just for webinars or launches—but for behind-the-scenes tours, product drops, and authentic community engagement.


She published tutorials, wrote breakdowns of platform features, and offered tips on how to create video content without a big team or budget. Her consistent focus on this topic helped her become known as a go-to expert in livestreaming for small business owners.


Within a year, her articles were being cited in industry newsletters, shared across business communities, and even featured on partner blogs. That reputation didn’t happen by accident—it was built, piece by piece, through valuable content, shared consistently, and aligned with a clear message.


You can do the same.


When your content aligns with a focused topic—and you amplify it through social—you don’t just create content; you create credibility.


But remember that it’s not just about hitting “publish.” Authority is built by staying in the conversation, answering questions, and offering perspective when it matters most.


Again, remember that social media’s purpose isn’t to promote business or content; it’s to form relationships and develop them through conversations and discussions. And today, that exists in two basic forms: comment exchanges and live video discussions.


You can go into Facebook groups, LinkedIn groups, and other social media communities to find other people talking about your industry and relevant topics. You’ll note that they’re raising points, sharing content of their own, and most importantly, asking questions.


The most effective thing you can do with your blog content, and to promote your business overall, is to notice someone asking a question that you’ve already answered in a blog post, and direct them to it. Simply say, “Hey! That’s a great question. I went in depth on that topic in this post—(insert link)—and I think you’ll find all your answers there. Check it out and let me know if you have more questions.”


To the person asking the question, that’s incredibly powerful. You just simultaneously demonstrated helpfulness and expertise, not to mention accessibility. That person is going to be very grateful and interested in what else you’ve written. They’re a hundred times more likely than a random visitor from X to share your post and subscribe to your email list. (And don’t forget your comment on a public post will be seen by others as well!)


Similarly, livestreaming on Facebook, YouTube, LinkedIn, and X offers the opportunity for multiple people to participate in live video discussions on whatever topics they wish. The moment Stephanie started to appear on other people’s video broadcasts and talk to their audiences about how to get more out of livestreaming was the moment her reputation took off.


And each time, she would provide very specific examples that were derived from blog content she’d already written. In fact, Stephanie was always thrilled to find that when she’d mention a particular blog post, the show host or even an audience member would go grab the link and share it in the comments for other audience members to check out.


More on how this works in a moment.


When it comes to YouTube, there are very few things that carry the weight and authority in modern social media more than becoming a thought leader within your niche of content or seen as an industry expert. By becoming omnipresent every time a question or topic is searched and having your brand appear in the top results of YouTube with relevant information, you establish top-of-mind authority with viewers who could potentially become customers.


Furthermore, this also gives you an opportunity to educate your buyers and onboard them though informative evergreen content, giving you the opportunity to qualify leads without spending a single dime to reach them.


Now, let’s combine the initial social sharing approach we mentioned earlier and the authority-building approach we just talked about, and see how we can spark some conversations of our own.


Those initial shares to your social profiles are great, and in fact, you should be resharing your content to those social profiles on a regular basis (since you’re always gaining new fans, and only a small fraction of your total fans would have seen the initial post). But even if you were able to get your blog content in front of all your followers, you’d still be talking about a relatively small number of people.


When you participate in other people’s discussions or live video events, that’s an opportunity to expand into larger groups of people who have potentially never heard of you. But the limitation there is that you have to wait for someone to post the right question or wait to be invited on someone’s show. And those are opportunities that you simply cannot force or predict.


So that means it’s up to us to spark some discussions of our own.



SOCIAL GROUPS



The first place to look for meaningful engagement isn’t a bigger audience. It’s better conversations.


And some of the best places to find those conversations?


• Facebook Groups


• LinkedIn communities


• Niche online spaces like Discord, Slack, Threads, or X chats


Just like with social sharing, you need to be intentional here. These aren’t places to blast your links. In fact, most groups explicitly ban that kind of behavior. (Check the pinned post or group rules. They’re usually clear about it.)


But what they do welcome?


Real discussions. Real contributions. Real people.


So how do you show up the right way?


Start by participating. Ask questions. Offer thoughts. Be visible in the threads before you ever consider dropping a link.


And when it’s time to share content, don’t just post and hope. Spark a conversation around your stance. Lead with perspective.


For example, Stephanie started noticing a pattern that was hard to ignore. So many small-business owners believed their biggest problem was that they just needed more followers. Her take? It’s not about getting more followers. It’s about doing more with the ones you already have. If you’re not turning your current audience into real conversations, adding more people won’t solve the problem. That’s not growth. That’s just masking the disconnect with bigger numbers.


So, she wrote about it. She broke down the psychology of trust, the importance of earning attention, and how real connection starts in the DMs, not on the timeline.


Then, instead of just dropping the link everywhere, she took it to a few key groups and communities. But she didn’t lead with “Here’s my article.” She led with the stance. She said something like, “Hot take: You don’t need more followers. You need to actually talk to the ones you already have. Most people are shouting into the void, trying to ‘scale’ before they’ve even learned to start a real conversation.”


And just like that, people jumped in. Some agreed. Some pushed back. But almost everyone had something to say. Not because she was promoting content. But because she was making a point worth discussing.


That’s how you create authority. By starting conversations that matter, not just sharing links that don’t.


And this brings up a key point: don’t wait until you have content to promote to start joining communities. Start now. Become part of the group. Show up with insight and consistency.


Then, when you do have something to say, you won’t be an outsider pushing a post. You’ll be a familiar voice continuing the conversation.


LIVE VIDEO


A somewhat similar slant involves the live video events that are going on constantly. At any time, you can see what Facebook, TikTok, or YouTube videos are live and start watching any that are of interest to you.


While the technical formats are different, the basic tenets are the same. One or more people will be participating in a live discussion and broadcasting their video and audio from their computers, while an unlimited number of viewers can be watching the live feed.


Audience members can chat with each other in the comments, mention that they liked something that was just said, or ask questions. Depending on the show format, participants can choose to answer questions live or perhaps come back and address comments after the show (if it’s a more formal presentation).


Sometimes there will be questions that the show participants don’t have the perfect answer for, and that’s where you and your content come in.


As an audience member, you’re free to share links to resources if appropriate. Of course, we don’t want to just spam links to our own blog posts, so be judicious. And, just as with social groups, make sure that the first comment you make isn’t a link to a blog post. You have to participate naturally, which means doing things like saying hi, asking some questions of your own, and so on.


Better yet, if you are a regular attendee to some shows (many people use Facebook Live to broadcast a regularly scheduled show that you can attend week after week), and you add to the show by participating and providing useful information, you may be invited to jump into an open slot during a show or perhaps be a featured guest in the future.


As we mentioned before, that’s what happened to Mike with regard to Hootsuite, and it made a tremendous difference in his business and reputation.


Spend some time familiarizing yourself with those platforms, and keep an eye out for others. Facebook Live and others are one-to-many broadcast platforms, so they work a little differently. We’ll talk about this quite a bit in Chapter 8.


BROADCAST TEACHING


Yet another way that businesses can leverage social media, and live video in particular, is to teach a live audience about a topic.


On average, when giving a presentation, you’ll deliver about 130 words per minute. That means an existing 1,250-word blog post will work out to a perfect ten-minute presentation.


Now, simply reading a blog post on a video platform like YouTube probably wouldn’t be very interesting to your audience. But you can hit all the highlights of your post in about three minutes.


And three-minute videos are particularly popular.


The real beauty of videos, whether you’re hosting a full-length show or making a quick YouTube broadcast, is that they can be repurposed. You can take a video from YouTube and upload it to YouTube and Facebook. You can pin it to Pinterest.


You can embed it on the original blog post or other blog posts, particularly if there’s a short snippet that answers a specific question well. You can pull out the audio and use that for a podcast, further extending your reach into an untapped audience.


Sometimes you might even reverse the process: Start with a video interview, and turn that into a blog post.


INFLUENCER MARKETING


This brings us to influencer marketing—the use of other experts in your industry who already have a sizable audience that respects and trusts them.


Regardless of what industry you’re in, there are likely other people in your field who have a more established reputation and audience. Maybe they have larger social followings, are published authors, or are a mainstream media celebrity.


These are people you can learn from, and it would be particularly valuable to have a relationship with them.


Of course, the obvious benefit to you is that when someone like that shares something you’ve written to their followers, you reach a vastly wider audience. But there are far more glorious and subtler benefits, which we’ll discuss in more detail in Chapter 10.


You can’t expect that an influencer will share your latest blog post unless you already have a relationship in place—one where they’ve come to recognize your expertise and look forward to seeing your new content, just like the rest of your readers do.


That said, there are things you can do to help foster relationships with the influencers in your niche. Then you should just wait to see what develops. If you have a set agenda, or want things to happen on your timetable, you’re going to be disappointed and come off as disingenuous.


Social media can be a great equalizer, particularly on X and Instagram, where you can follow anyone you want. Simply find the influencers in your niche, follow them, and begin to engage with them naturally. You know—like a real human being who isn’t a stalker.


Reply or comment on posts that interest you, and share posts you think your own audience would be interested in. If the influencer is blogging, become an active reader and engage with them on their blog with insightful comments and questions.


That will get you on their radar.


The next step is to begin to include them in your own content: by quoting them, linking to their blog posts, or including them in roundups, where you ask their opinion on a topic and publish opinions from a group of influencers.


Or you could do a live video interview (you read about that earlier in the chapter). Instead of being on someone else’s video, broadcast your own, and invite a key influencer to be your guest. It’s more work on your part to organize and promote, to be sure, but it’s also a tremendous opportunity for content creation.


You can center the show on a blog post you’ve already written, creating more interest in that post, or pick an entirely new topic and turn the recorded video into a follow-up post. Either way, the influencer who’s involved will likely help share the event and materials.


We’ve done many such shows with guests like Guy Kawasaki and Pretty Woman producer Gary W. Goldstein, and they’ve all been tremendously successful on a number of levels.


Chapter 10 goes into more detail on influencer marketing, including how to identify and work with key influencers in your niche.


DARK SOCIAL MEDIA


The one area you can’t measure is dark social media. This refers to all the ways people can share your content with other people without your knowledge. Examples include emails, text messages, and direct social messages. In each of these cases, someone decided to share your content with one or more people, but they did so in a way that couldn’t be accurately measured or recorded.


While it’s unfortunate that you’re unable to track the impact of dark social media, that doesn’t mean you should ignore it. In fact, you should make it as easy as possible for people to share your work this way if they want to.


For instance, consider putting email buttons on all your blog posts. Or, better yet, just make sure that your social sharing buttons include an “Other” button that links to email, texting apps like WhatsApp, and whatever other choices someone might want to take advantage of.


Within your email newsletters, include social sharing buttons and an invitation to share the newsletter via email along with a note that says, “Did someone email you this newsletter? Make sure you don’t miss another by subscribing yourself.”


And, of course, make sure all your blog posts have a strong call to action to either read another post, head over to a landing page, or at least sign up for your email list so that you can further capture some of those dark social readers.


PAID SOCIAL MEDIA


Finally, you should strongly consider incorporating paid social media in your marketing strategy. Every social platform now offers the ability to “promote” posts, allowing them to be seen by far more people than your existing follower base.


But be careful. It’s easy to run up costs without seeing a real ROI. Make sure that you’re using the best platform for your business, targeting the right audience, and sending that targeted traffic to the best possible content.


So let’s bring this back to your latest piece of content. Think about who you’re targeting with it. Is there a particular network where they’re more likely to be active?


Frankly, one of the least expensive platforms to advertise on is Facebook. It also has the best targeting and sports the largest global user base. So that’s probably a good place to start. But do give X, LinkedIn, Pinterest, and Instagram due consideration. Chapter 9 will help you distinguish among advertising on the different networks, their content, and their audiences.


We find that the best content to promote on Facebook is content that’s particularly strong for driving email sign-ups. Perhaps it has a content upgrade or related ebook that readers can download for free, creating targeted leads for your business.


A nice Facebook campaign, for just a few bucks a day, can send hundreds of readers and prospects to your blog post and business. So give that a try. Chapter 9 will show you how.


AT THE END OF THE DAY


We know we’ve covered a lot of ground in this chapter—that was deliberate. We wanted to make sure you had a complete picture of how social media can be used to market your business and coordinate with your content. But we don’t expect you to tackle all of these techniques tomorrow.
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