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Praise for The Zen of Social Media Marketing

“The Zen of Social Media Marketing demystifies the wacky, yet immensely powerful new world of online conversational marketing and serves as a great primer to understand where to allocate your time, money, and energy. A great read for entrepreneurs, professionals, and small businesses.”

—JONATHAN FIELDS, Author of Career Renegade
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“Building on a strong background of expert marketing advice, Shama has again produced a body of work that is at once complete and practical. This is a book that you can read quickly when you’re frustrated by what seems like endless contradictions of social media, and then reference again and again as you develop your own sense of place on the social web. It is, after all, quite correctly titled The Zen of Social Media Marketing. I highly recommend this book.”

—DAVE EVANS, Social Media Strategist, and Author of Social Media Marketing: An Hour a Day
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“Shama breaks down the ‘why’ and ‘how’ with easy-to-understand examples that can get you on the right track immediately . . . and ultimately grow your business.”

—JOE PULIZZI, Coauthor of Get Content. Get Customers, and Founder of Junta42
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“Finally! A true authority on the subject of social media has broken through the utter noise of get-rich-quick-with-social-media hysteria. Shama takes the mystery and hype out of social media and gives readers a practical step-by-step action plan to start, grow, measure, expand, and optimize their online presence. It is a must-read for any marketing professional, C-level executive, or entrepreneur. Her conversational writing style, numerous case studies, and ‘how-to’ guides with screen shots make learning and implementing almost elementary. It will be required reading for all our clients.”

—JOE ABRAHAM, Founder and Managing Director at En Corpus Group, and Author of B.O.S.I. Entrepreneurship
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“Ready for a true social marketing awakening? If so, be sure and take Shama Kabani’s The Zen of Social Media Marketing on your path to web enlightenment.”

—DEAN LINDSAY, Author of The Progress Challenge and Cracking the Networking CODE
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“The Zen of Social Media Marketing is a comprehensive guide for maximizing the marketing opportunities from online networks. Shama Kabani helps you make the most of your efforts in marketing through a stronger knowledge of social media.”

—PENELOPE TRUNK, Founder of the Social Network Brazen Careerist
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“Shama is hands-down the industry leader in social media marketing and creating buzz. She has a rare combination of social media savvy and law-of-attraction mastery that businesses clamor to find. It’s easy to see why she’s called the ‘Shaman of social media.’ She will transform your marketing and increase your sales. Listen to everything this luminary says.”

—SHAWNE DUPERON, Five-Time EMMY® Award Winner, ShawneTV
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“The Zen of Social Media Marketing is for anyone that has ever felt overwhelmed by all of the online options available now for networking, socializing, and just plain being online in general! Shama breaks it down so that even the most social media–phobes will be breathing sighs of relief at how simple she makes it all sound! Get this book today and be on your way to a stress-free online experience that you will groove and align with, thrive, and enjoy.”

—SALLY SHIELDS, Author of The DIL Rules


[image: ]


Copyright © 2016 by Shama Hyder

Previous edition copyright © 2013

All rights reserved. No part of this book may be used or reproduced in any manner whatsoever without written permission except in the case of brief quotations embodied in critical articles or reviews.

[image: ]

BenBella Books, Inc.

10440 N. Central Expy., Suite #800

Dallas, TX 75231

www.benbellabooks.com

Send feedback to feedback@benbellabooks.com

First E-Book Edition: August 2016

Library of Congress Cataloging-in-Publication data for an earlier edition is available upon request.

e-ISBN: 978-1-942952-40-4.

Copyediting by Rebecca Logan and Deb Kirkby

Proofreading by Erica Lovett, Gregory Teague, Chris Gage, and Christine Koch

Cover design by Faceout Studio, Tim Green

Text design and composition by John Reinhardt Book Design

Printed by Lake Book Manufacturing

Distributed by Perseus Distribution

www.perseusdistribution.com

To place orders through Perseus Distribution:

Tel: (800) 343-4499

Fax: (800) 351-5073

E-mail: orderentry@perseusbooks.com


 




Special discounts for bulk sales (minimum of 25 copies) are available. Please contact Aida Herrera at aida@benbellabooks.com.




 




Contents

        Acknowledgments

        Foreword by CHRIS BROGAN

        Introduction

  1    Online Marketing Basics

  2    Websites and Content Marketing

  3    Search Engine Optimization (SEO): The Art and Science of Driving Traffic to Your Website

  4    Social Media Marketing: What You Need to Know Before You Start

  5    Identity Before Community: Why Most Companies Fail at Social Media Marketing

  6    Facebook: King of the Social Media Jungle

  7    Twitter: Conversation, Engagement, and Sharing

  8    LinkedIn: The Social Media Platform for Professionals

  9    The Many Flavors of Social Media

10    Social Advertising: Facebook Ads, Sponsored Tweets, and More

11    Video: A Powerful Social Medium

12    Crafting a Social Media Policy for Your Organization

13    A Final Word on Social Media: Tools for Attracting Even More Business

        Burning Questions and Answers: Taking Questions and Dishing Out Answers and Advice

        Social Media Marketing Case Studies: Highlighting Real-World Best Practices

        Discussion Questions: A Guide to Sparking Engagement on the Topic of Social Media

        Index

        About the Author


Acknowledgments

This book has been a group effort. I couldn’t have done it without the entire team at Zen Media, and special thanks goes out to Angela von Weber-Hahnsberg and David Kirkpatrick.

This book is just as much theirs as it is mine.

To our clients at Zen Media: Thank you for allowing us to be your digital Sherpas. Thank you for your trust, your respect, and your belief in us.

And THANK YOU, DEAR READER! You have shown this book enough love to make it to a 4th edition. I hope you find this edition, too, worthy of your time and attention.


Foreword

Shama Hyder starts off her book with a scene from The Matrix. I know the scene well. It’s a little bit of philosophy thrown into Hollywood and made simple to consume. Shama’s right for giving us this gem; The Matrix seems to have motivated a lot of us to think differently about how we live online, and how business works.

I know. I wrote about The Matrix a few different times in Trust Agents. We could have just written, “To be a trust agent is to know how to be Neo,” and it would’ve been a shorter book.

There is a Zen to social media. There is a way. Shama’s right about that. And her way—her thoughts, her experiments, her recommendations in this book—is one that can get a lot of people closer to the prize than anything they might intuit and do on their own.

Business rules are different now. Don’t believe me? How are the banks in the United States doing? How are the three big carmakers? How are small businesses doing? You want to keep marketing the way companies have been for the last fifty years? Not a good idea, I’m afraid.

We’re writing new code, and Shama knows it.

There’s human code out there all about how human you can be, how you can connect with people, and what that means for business. I’m flying all over the planet right now writing new versions of this code for companies, showing them how to be human. The goal is simple: explain to people that, while face-to-face is just as important as it ever was, now we’ve got all kinds of new tools that let us tighten bonds in between those in-person moments.

These tools leave a wake of data behind them. Follow these invisible trails of data and you can smell new customers, new opportunities. New networks don’t form inside your inbox. New phone numbers don’t start following you (frankly, that’s probably a good thing). Social media provides the links and connections that allow these networks to form. I’ve taken to calling Twitter the Serendipity Engine, because that’s what it harnesses: serendipity. And you, too, can harness it for your business.

Shama has a way of teaching this new code—her business-savvy Zen approach—that fits the business you’re in, the person you are, and the results you want. I might do a few things differently, but we all might. (After all, if you see Buddha on the road, kill him. Isn’t that the quote?) And you need to consider what parts of her approach you’ll benefit most from implementing. But ignoring her isn’t a good move.

Get into The Zen of Social Media Marketing. Keep a notepad file handy. Write down notes. Seek out everything that makes sense for you. Start setting up some next moves based on what you learn. Shama will show you.

Meanwhile, I’m waiting for the white rabbit.

—Chris Brogan,

coauthor of the New York Times and Wall Street Journal best seller Trust Agents


Introduction

Why Write This?

When the first edition of The Zen of Social Media Marketing came out in April 2010, I was truly humbled by the amazing response we received. Readers from every walk of life and every corner of the world sent me their stories, their challenges, and their questions. Two years later, I knew the vast world of social media had changed enough to require an updated guide. Although the principles of online marketing and social media remain unchanged, new platforms, opportunities, and tools have emerged that make marketing online more efficient and easier than ever.

Social media is now an integral part of everyday life. Yet many continue to struggle with it.

A while back, I realized the main reason people are struggling with social media marketing: They are going against the natural order of things! The traditional marketing rules cannot be applied to social media because social media is not a marketer’s platform. It belongs to consumers.

For the longest time, marketing consisted of putting out a message about a business or product that was controlled strictly by the business itself. Think about a square peg. The square peg represents the traditional marketing message. Now, imagine square holes. Each hole is a traditional marketing medium—print, radio, and television. The square peg fits the square hole perfectly.

However, here comes social media: multiple online mediums all controlled by the people participating within them—people who are busy having conversations, sharing resources, and forming their own communities. Social media is full of constant activity controlled by no one individual in particular. Unlike radio, television, and print, it isn’t passive—users don’t just receive content; they create it, too. Social media is a circular hole. Yet most marketers are still using a square peg. They are working against the grain. And they’re finding themselves thoroughly stumped and no better off than they were when they started on their journey.

I wanted something I could hand to these frustrated folks, something that could help social media make sense to them. I wanted something that would finally help marketers (and make no mistake—we are all marketers) understand how to utilize social media marketing concepts in a practical and efficient manner. I wanted to help them find the circular peg to fit the circular hole.

I wanted to show them the Zen of social media marketing. Once you truly understand how social media functions, marketing using social media channels becomes effortless.

The Zen of What?

Yes, I know. Spending hours on social media sites only to be disappointed by a zero return on your investment doesn’t put you in a Zen-like state. But that happens only if you are doing it wrong! If you go with the flow, you can rake in the profits and have fun. Imagine that!

The Zen of Social Media Marketing is about understanding the mind-set of people who are using social media and then using it to your advantage.

Do you remember the famous scene from The Matrix where Neo bends the spoon? It went like this:


       SPOON BOY: Do not try and bend the spoon. That’s impossible. Instead . . . only try to realize the truth.

       NEO: What truth?

       SPOON BOY: There is no spoon.

       NEO: There is no spoon?

       SPOON BOY: Then you’ll see that it is not the spoon that bends; it is only yourself.



Social media is like that spoon. If you try to bend it, it won’t bend. If, instead, you bend—if you alter your own attitude and how you market—you win. Have you ever wondered how some people rack up friends and followers, cultivate fans, and just seem to be everywhere at once? These people are true Zen marketers. They may not even realize they’re doing anything special; they just go with the flow. They make it look effortless because so much of it is effortless.

Now, if you are thinking this book is just going to tell you to breathe deeply and use the force, think again. Like every good Zen master, you need some tools in your arsenal. In the following pages, I will share with you all the tools and techniques you need to become the ideal social media marketer—the guy or gal people want to be friends with and whose business gets talked about constantly.

A Personal Story

I launched my online marketing firm, Zen Media, right out of graduate school, on my own, with no resources. Today, we have a full-time team of thirty and a global clientele. And 100 percent of our clients came to us from our online marketing efforts, specifically our social media marketing efforts. Today, we are recognized as one of the leading digital marketing companies in the world.

I continued to hire the best people to help grow our team until we became a truly full-service web agency. Whatever our clients needed online, we could provide. Soon, the business fueled its own growth. Word spread quickly; that’s the nature of online marketing! I started receiving invitations to speak at top industry conferences, earned interviews with television media, and we had to start turning away more clients than we were taking on. As the business grew, so did my personal brand. I am humbled by and grateful for our growth.

My company is living proof that, when done right, social media marketing works for businesses. And it works, albeit slightly differently, for businesses of all sizes and types. I know this because we have worked with clients at all stages—from start-ups to Fortune 500s—to leverage social media. It is my sincerest intention to share with you the same wisdom that helped our company and our clients’ companies grow. Throughout this book, you will find the stories of businesses from a variety of industries that are successfully marketing through social platforms. If they can do it, so can you!

Who Is This Guide a Perfect Fit For?

If you are responsible for marketing in any shape or form, this guide is written for you. Perhaps you are a small-business owner responsible for attracting your own customers or clientele, or the CEO of an Inc. 5000 company that wants to solidify its online reputation. Or perhaps you’re a CMO looking to constantly generate inbound leads. Maybe you want to get the word out about your nonprofit. It doesn’t matter; the principles are all the same. This book will show you exactly how to leverage social media to accomplish your goals.

What does matter is that you are


       •  committed to marketing or promoting your service/product/blog/organization in an ethical and unassuming manner;

       •  willing to listen, communicate, and share (the building blocks of social media marketing); and

       •  okay with doing things the easy way and don’t insist on going against the grain.



Social media marketing does not have to be a struggle.

Who Is This Guide Not a Good Fit For?

This guide is not for those who want to become overnight millionaires, internet marketers looking to turn a quick buck, or those looking to grow their Facebook friend count so they can spam those friends. Sorry to disappoint you! The strategies and techniques I lay out in this book are for legitimate businesses that will apply them with consistency and commitment—two necessary elements for social media success.

What You Will Learn

     [image: ]  Where social media marketing fits in the bigger scheme of things

     [image: ]  How to make your website or blog the hub of your online marketing efforts

     [image: ]  How to use Facebook, Twitter, and LinkedIn for online marketing in an ethical manner

     [image: ]  How to drive traffic to your sites

     [image: ]  How to navigate the constantly growing world of social media platforms

     [image: ]  How to leverage social advertising

     [image: ]  How to build credibility and establish expertise

     [image: ]  How to generate leads

     [image: ]  How to build your own community of fans

     [image: ]  How to build your e-zine/newsletter list

     [image: ]  How to measure your social media marketing efforts

     [image: ]  How to pitch bloggers and engage in Digital PR

     [image: ]  How to pitch and create strategic joint venture relationships using social media

     [image: ]  How to leverage your past success to gain future customers and clients

     [image: ]  How to get speaking engagements

     [image: ]  What you must have before you start social media marketing

     [image: ]  The #1 reason people fail at social media marketing and how to avoid that mistake

Case Studies and Profiles

In addition to the case studies peppered throughout the book, you will find a group of profiles at the end. These profiles present real people and businesses using social media marketing to achieve their goals. They aren’t all marketers by profession but are marketing and promoting their causes successfully nonetheless.

Here’s to you—a future Zen master of social media marketing! Let the journey begin.


1

Online Marketing Basics


 




“Success is neither magical nor mysterious. Success is the natural consequence of consistently applying the basic fundamentals.”

Jim Rohn




 



BEFORE WE LOOK AT ONLINE MARKETING, let’s look at traditional or offline marketing. This will help set the foundation for marketing on the internet. Before the advent of the internet, there were predominantly three main ways to market. These traditional marketing avenues were print, TV, and radio. Print included newspapers, magazines, Yellow Pages, posters, billboards, and even direct mail. Radio and TV included commercials and spots or segments. Traditional marketing worked very well for many years for three main reasons.


REASON 1: Marketing was a one-way street. Companies talked at the consumers, and this was expected because there really was no viable way for customers to talk back. Sure, word of mouth existed. However, you would realistically only tell Joe, Sally, and maybe Mary (if she was in town) before moving on. Moreover, it took a long time for word to get around. So, basically, if the nice-looking lady on television said the laundry detergent was amazing, we believed it. Today, we can go on a company’s Facebook page, find them on Twitter, or even comment on their blog. Customers can—and are—talking back!

REASON 2: We were all the same, more or less. Let’s face it! We wore the same clothes, had the same habits, and enjoyed the same activities. It was easier for marketers to target buyers because they knew exactly who and where they were. Targeting a woman in her thirties? She was most likely a married mother of two and a stay-at-home mom. She put her family first and most likely went to church on Sundays. Try targeting a woman in her thirties today. She may be a stay-at-home mom to two kids and go to church on Sundays. But she may just as likely be a single woman focused on her career who enjoys hiking on the weekends. Today, you need a multipronged approach. You can’t reach a demographic through one channel. You have to reach people through the channel of their choice.

REASON 3: We were less tired—and a little less jaded. At first, we believed the man on television when he said that his product could eliminate any stain. We believed it when the woman who reminded us of Grandma said the cookies tasted freshly baked. We believed it all—for a while. We were so transfixed by the well-written copy in the magazine or the flashy ad on TV. Today, we are a lot savvier. We check reviews, leave comments, and demand trial versions.



Does this mean traditional marketing is over? Not at all. It has, however, evolved. The internet has woven its way through every form of traditional marketing. When was the last time you got a piece of direct mail that didn’t have a website address for you to visit? Every morning I listen to NPR (National Public Radio), and every morning the broadcasters invite me to tweet them my questions or fan their Facebook page.

What is online marketing? Online marketing is the art and science (dare I say the Zen?) of leveraging the internet to get your message across so that you can move people to take action. Whether that action is donating their time to your cause or buying your product or service, the goal of marketing has always been the same—to get people to take action. The tools just keep changing.

If online marketing is the act of leveraging the internet in general to get your message across, social media marketing is the act of leveraging specifically social media platforms (places where people connect and communicate) to promote a product or a service to increase sales.


 




The social media movement has provided the business owner powerful tools for reaching thousands of prospects and clients at the click of a mouse. However, without a strong business strategy and knowledge of online marketing, these tools are often used in vain. Success in this new media requires you to lead with a strong business mind-set.

To that end, ask yourself:

       •  What exactly am I trying to accomplish with social media and why?

       •  What are my readers’ most pressing challenges, and how can I help them overcome these?

       •  What are the most effective delivery tools for my messages?

       •  How can I build enduring relationships and turn strangers into lifetime customers?

Mitch Meyerson,

author of Mastering Online Marketing and eight other books (www.MitchMeyerson.com)




 



First I want to share with you a simple framework for marketing online. This framework is necessary because social media marketing is not a stand-alone process or an outcome. So, before we delve into the specifics, we have to take in the big picture.

Successful online marketing can be broken down into three distinct components. I like to use the acronym ACT to describe the process.

The ACT Methodology

[image: ]

A is for Attract. To attract means to get attention or stand out. Practically, this means attracting traffic to your website—your main online marketing tool.

C is for Convert. Conversion happens when you turn a stranger into a consumer or customer. And there is a difference between the two! A consumer may take in your information or even sample your product, but he or she may not always buy. That’s okay! Over time, that consumer may become a customer. The more expensive a purchase is, the longer it may take. This means that you constantly have to work to convert people into consumers and customers.

T is for Transform. You transform when you turn past and present successes into magnetic forces of attraction.

Let’s use Sue as an example. Sue sells quilts on the internet. So do hundreds of other people. How can Sue bring people to her website? If she has a Facebook page, she could create an album of her quilts. Jane, a Facebook friend of Sue’s, looks at the pictures and instantly thinks of getting one for her granddaughter. She sees that Sue has placed a link to her website right below the pictures, so she clicks over to her site. Sue has successfully ATTRACTED Jane to her website.


 




With social media, you are the publisher! The sooner you realize you are a publisher, the more successful your business will be. Wouldn’t it be great if people relied on you and your business to help them in their careers and personal lives? It’s possible, but you have to start thinking differently about the way you market. Publishing valuable, relevant, and compelling information targeted to your customers and prospects is the answer. What’s your expertise? How does that expertise relate to your customers’ pain points? Then create the story and reach people where they are—through email, ebooks, blogs, social media, and more. Then watch the magic happen: you become the authority for that niche. You are the expert, and you may never have to actively sell again!

Joe Pulizzi,

coauthor of Get Content. Get Customers




 



Once Jane visits Sue’s website, she takes a closer look at the quilts. She finds one that she thinks her granddaughter would just love as a holiday gift. She makes a note to herself that she will make sure to come back closer to Christmas. Now, what are the chances that Jane will actually be back? Very slim. Luckily, Sue has a newsletter sign-up box on her home page. She offers Jane some tips on quilt making in exchange for her email address. Jane gladly gives it; she is CONVERTED from a stranger to a consumer. Now, Sue can email Jane whenever she has something exciting to share—a new shipment, some more tips, or even news of a sale. Come Christmas, Jane receives an email from Sue reminding her to get her Christmas shopping done—and Jane buys. She is CONVERTED from a consumer into a customer.

Jane loves the quilt she receives from Sue! It even has a nice note. Jane’s granddaughter loves the quilt just as much. In fact, she drags it around the house. It has become her favorite blankie. Jane just has to take a picture and send it to Sue. Sue takes this picture and shares it on her company blog. She TRANSFORMS the success with a customer into an attraction tool. She explains how each quilt leads to long-lasting memories and how happy it makes her to see her customers happy. Enter Don. Don has been thinking about purchasing a quilt for his own daughter but wasn’t sure if she would really enjoy it. He just stumbled across Sue’s blog after his wife forwarded him an article in which Sue was featured. Seeing Jane’s granddaughter’s smiling image with the quilt makes Don smile. He thinks, “If that little girl loves it so much, perhaps mine will, too.” He also notes how much Sue seems to care about her customers. He buys a quilt instantly.


 




AHA! Zen Moment

In this book I’ll be using the words “customer” and “client” interchangeably to refer to both, because there isn’t much difference between them when it comes to using social media marketing techniques: you can ATTRACT, CONVERT, and TRANSFORM both with the same methods! [image: ]




 



Through the ACT process, Sue ensures that she will never be short of customers. It is a simple yet effective process.

Start thinking about all your online marketing tactics as falling into at least one of these categories. Whenever you think about marketing, ask yourself this question: Am I using this technique to Attract, Convert, or Transform? Keep in mind that there are plenty of instances in which an online marketing tactic can perform multiple functions. We will cover these instances later.

Attract

Nowhere is social media marketing more successful and useful than in the “attracting” phase of online marketing. During the attraction phase, you are trying to drive traffic to your site and stand out from the masses.

We will look at the how of driving traffic later in the book. For now, let’s focus briefly on what you need in order to make your product or service attractive online.

This may seem like a detour from social media marketing, but it is in fact the framework you absolutely must have to attract people to your product or service.

What do you need to attract prospects online? A great BOD!

• Brand: If your brand could be summed up in one word, what would it be? I will use my company, Zen Media, as an example. Our clients use many words to describe us, but at the end of the day, the best phrase is “full service.” We constantly aim to provide anything our clients may need relating to digital marketing and PR.

• Outcome: What’s the outcome you help clients achieve? Not the process you use but the final result. Sum it up in one line: Our company helps businesses grow by leveraging the internet. Simple. We may create websites and conduct social media trainings and so on, but those are all part of the process. We do those things to accomplish a goal. That goal is to help our clients make more money. That goal is our outcome.

• Differentiator: What makes you inherently different from your competitors? The online marketing field is a competitive one. However, most marketing companies only offer one piece of the puzzle. They may offer graphic design, or optimize websites, or focus on simply consulting. There isn’t anything wrong with this approach, but this is where our company, Zen Media, decided to stand out. We recognized that many clients out there didn’t have the time or in-house resources to handle their web marketing. Moreover, they didn’t want to hire and manage multiple companies and consultants. So, we offered to literally take over web marketing for our clients. In essence, we offered to become their online marketing department and drive inbound leads. It has been an amazing differentiator for us! So, your differentiator, in other words, is simply what makes you stand out.

I can’t stress enough how important these principles—these basic building blocks—are to online marketing and social media marketing in particular. There is no lack of information and noise out there. As consumers, we are constantly inundated with data. It is a continual grand bazaar. If you don’t have the right elements, you can’t stand out from the noise. If you don’t stand out, you can’t attract people to do business.


 




The branding principle “everything communicates” has only been magnified by the rise of social media.

To be effective in this space, you have to be clear about what you want to be known for—what your brand stands for. And then, you have to be vigilant about building an integrated marketing presence that supports your identity consistently. Due in part to the blurring of personal and professional identities online, you can “leak” messages that are incongruent with your brand. Frustrated offenders might say, “I didn’t want that to communicate!” But it’s not our choice; the experience of the target audience determines our identity, and they decide what to include as an element of our brand.

From its essence to its look and feel, business model, affiliations, and so on, it has never been more important to thoroughly plan your brand.

Samantha Hartley,

Enlightened Marketing (www.EnlightenedMarketing.com)




 



The #1 reason people fail at social media marketing is that they don’t have a solid foundation. They don’t have a brand, they don’t understand the outcome they provide, and they have absolutely no way of differentiating themselves from the competition.

Social media is the ultimate amplifier. If you have a good product or service, it will be amplified until it is perceived as great. If you have a shoddy product to begin with, that will also be amplified. Think about when you speak to your friends. Do you tell them that a restaurant you liked was good or do you say it was amazing? Inside each of us is a storyteller. We like to amplify. Social platforms and the internet in general allow us to do that. They are a megaphone for your message. The people who consistently do well using social media are the ones who were already doing well to begin with. The medium simply amplified their success.

Convert

So, what happens after you attract clients or customers? If they are an ideal fit, they convert. I say if they are an ideal fit because not everyone you attract will be. In our story earlier, Sue attracted Jane, who was an ideal fit. She was looking for quilts to buy. Let’s say Sue also attracts Edgar to visit her site because he likes the pictures of the quilts on her Facebook profile. However, he doesn’t have any use for a quilt; he just thinks they are pretty. He may never buy. And that’s okay. You want to convert the Janes out there, not the Edgars.

As I mentioned previously, conversion can happen in one of two ways: (1) a stranger turns into a consumer, or (2) a stranger turns into a client or customer.

People become consumers when they subscribe to your blog, get on your newsletter list, or merely like your Facebook page (more on this later). They are consuming your information. At this point, they have converted. They are no longer strangers.

Why is this important? Even if they aren’t paying for the content they’re consuming, they are still being exposed to your company and your brand. There is an old marketing adage that says a person must come into contact with your brand seven times before he or she will make a purchase. Seven times!

Think about the last time you went grocery shopping at a big chain store. Chances are that there was some table setup that allowed you to sample a product—whether it was a new juice or old-fashioned jam. Studies show that when people sample, they are more likely to buy! This same “sample table” concept also works online. Offering people a sample of your work—whether through written content, pictures, or videos—can also lead them to buy from you.

Ideally, the formula works like this:


Consumption of Valuable Content + Time = Client



Time is a variable. Some people may buy right after sampling your product or service. Others may need much longer. Some of our clients received our newsletter for over a year before they decided to become clients. And not everyone should turn into a client. You only want those who are a perfect fit. The more qualified the buyer, the fewer the returns.


 




Consumers and business buyers want to make up their own minds about what they need without interference from noisy marketers. In fact, by the time they are ready to talk to you, they will be armed with information about your company, its people, and its products.

Benefit from this new buyer behavior by engaging with them as they search for answers. Deliver content that is relevant and compelling in their search for solutions. You can do this before they ever call you or walk through your front door.

You become the expert your future buyers can count on. Your content engenders a trusted relationship that makes it easy to buy from you. That’s what content marketing is all about.

Newt Barrett,

coauthor of Get Content. Get Customers




 



How Does Social Media Marketing Fit When It Comes to Conversion?

Let’s be completely honest about what social media rarely does—lead to instant clients. For example, if you are looking to put up your LinkedIn profile and immediately get swamped by client requests, you may be disappointed. I won’t say that social media marketing doesn’t ever lead directly to clients because it does happen, but this should not be your goal. If you want to gain clients quickly, there are better ways of achieving it.

What social media is great at is turning strangers into consumers. It’s the perfect channel for allowing people to get a taste of your product or service—it’s sampling made easy.


 




AHA! Zen Moment

Social media marketing works best as a tool for attracting traffic and attention. It doesn’t work as well for converting strangers into clients. It’s better suited to converting strangers into consumers (i.e., blog readers or newsletter subscribers), if simply because “free” is an easy sell. Free works! And over time, it can and will lead to business. [image: ]




 



What’s the Best Conversion Tool?

Your website! There is no getting around this one. You shouldn’t be engaging in social media marketing if you don’t have a website first. Every time I speak on the subject of social media marketing, someone inevitably asks me, “Can’t I substitute a social media profile (say, on Facebook or LinkedIn) in lieu of a website?” The answer is always no.

Why should you have your own website and not depend on social media profiles?


       •  You own your website. You don’t own your social media profiles. Your profile (and your hard-earned contact list) is owned by the social media site itself. If it goes “poof” tomorrow, then so does your online presence.

       •  Social media profiles are limiting. You can convey only so much information on your profile. Although
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