How to Get Traffic with Social Media Marketing

Hey,
Are you struggling to get traffic to your store, the kind of traffic that converts?
Would you like to know how to get the best results with your social media marketing?

Here's how...

#1: Attract Leads With Facebook Offers

If you’re looking for a new way to attract quality leads using social media, try Facebook
Offers.

Facebook Offers are a type of Facebook ad, but they work a bit differently than a traditional
Facebook Ad. You can set them up directly from your Facebook Page (no need to go into
the Ads dashboard) and they can be created for offline and online businesses.

Although you can use them for many different promotions, I’ve seen the highest
conversion rates when marketers use Offers to attract quality leads.

| Whole Health Designs, LLC posted an offer.
=l |

FREE 3 Day Juice Cleanse!

[-2] Get Offer - 41 claimed

Here's an example of a lead generating Facebook Offer.
Here’s why they work:

1. Offers are promoted in the news feed (as opposed to being placed in the right-hand column
on Facebook where you usually see marketplace ads).

2. Adsin the news feed can get up to six times more engagement than ads in the right-hand
column on Facebook.

3. You can hyper-target your Offers to ensure that only the Facebook users who will have a
genuine interest in your brand see them.

4. When a user clicks on your Offer in the news feed, Facebook sends that user an email to their
personal email account outside of Facebook. That means that your Offer is not only seen on
Facebook, but now you are getting into the email boxes of interested prospects.

5. When prospects open their email, they will see a link to your website or an opt-in page
(wherever you choose to send people to claim your offer).


https://www.facebook.com/help/410451192330456
https://www.facebook.com/help/410451192330456

See how powerful Facebook Offers can be? Not only do you get optimal exposure in the
news feed, you also get into personal email boxes and you can hyper-target each Offer.
The way | see it, Facebook Offers are a triple threat!

#2: Use Social Media to Engage With Your Email Subscribers

The best social media marketing tip that I have for businesses is to use social media to
engage with your email subscribers.

| can’t take total credit for it—it’s a concept that | heard at the Traffic and Conversion
Summit in San Francisco. You see, everyone is trying to use social media to get new leads,
which you definitely can do, but not enough business owners are using social media to build
lasting and profitable relationships with their current subscribers.

You probably don’t want to email your list every day, but you likely want to stay top of mind
and connect with them on a daily basis somehow. Social media is the perfect solution!

>

Use social media to build lasting and profitable relationships with your current subscribers.
Image source: iStockphoto

| suggest putting an email in your autoresponder and invite your new subscribers to follow
you on Pinterest, or like your Facebook Page, and then remember to tell them WHY .

Do you host exclusive promotions and contests on your Page? Will they have access to
information that you don’t share anywhere else? Make it worth their while and watch your
business and your bank account flourish.

Remember, when it comes to your audience, you want quality over quantity.

#3: Combine Your Marketing Channels

My biggest tip is strategic: combine all the best of digital marketing for what I call your
“Perpetual (Pro)motion Machine.”


http://trafficandconversionsummit.com/
http://trafficandconversionsummit.com/

If you use SEO, organic social media, search advertising, social advertising and Google
remarketing ads, then you’re doing the best of everything.

You’re raising awareness for new business via Facebook, you’re getting the low-hanging fruit
of buying-intent keywords via Google, and you’re making sure that people who’ve been to
your site keep seeing you via Google remarketing and your Facebook fan base.

THE PERPETUAL (PRO)MOTION MACHINE
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The "Perpetual (Pro)motion Machine.”
Also, most companies’ analytics are incomplete. They usually make Google look better than it
really is and Facebook look worse than it really is. So allocate some money to raise

awareness via Facebook as a best practice. Win the war at the mindshare and awareness
level, not just at the bottom of the sales funnel.

#4: Create a LinkedIn Company Page
If you don’t have your company page up on LinkedIn yet, what are you waiting for?

LinkedIn Company Pages are not only a great way to get more branding for your business, but
they are also an excellent way to reach your target market on LinkedIn.

Many business owners and executives like to keep a more private profile on LinkedIn, but
would also like exposure for their company.
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Get exposure and target your products and services.

LinkedIn Company Pages are the way to do that. You can grow your company following as
large as you want, regardless of the size of your personal network. If you have employees,
they can also become administrators of your page and help you promote and manage it,
thereby exponentially increasing its visibility.

You can also target your updates and services and products to a specific market. This
allows you to craft a message and a presence specific to your different audiences. If
someone comes to your Company Page from the financial, legal, medical or marketing
industry, you can customize your message to speak directly to them.

Not only that, but you can create “click-through” banners to entice your target market over
to your website, sales page, commerce site or other social media sites. And it’s free!
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Add video, documents and pictures to your Company Page.



And you can add video, documents and pictures to your company page too!

So if you don’t have a LinkedIn Company Page yet, what are you waiting for? And if you do,
now’s the time to refocus it to target exactly the people you are hoping to do business with.

#5: ldentify Your Outcomes

When we talk about the best thing to do in social media marketing for any given business, we
have to begin with what that business is trying to achieve—its “desired outcomes.”

The best thing for a manufacturer of underarm deodorant is likely to be something quite
different from what might be best for a company that tests those same products.

Before you go jumping into one platform or another, imagine what it would require for you or
the company to go out and buy a $1,000 bottle of champagne and share it with the team.
That’s your “1K Champagne Result.”

Start thinking about your 1K Champagne Results. Image source: iStockphoto

The next part of the puzzle is to understand that not all social media efforts are the same.
There are some really big differences in approaches, and thus outcomes. The five big
approaches are:

e Brand maintenance—monitor your channels and respond when appropriate, and perhaps
post a bit here and there.

e Community-building—whether it’s internal advocates, external brand ambassadors or groups
of people who share the underlying passions of the brand, in this work you endeavor to join
and nurture community.

e Influencer outreach—identify and engage the people who are influential around your
passion points or industry.

e Reputation management and development—the project wherein you either repair or
develop thought leadership or positive reputation.



e The big splash—these are the big creative campaigns that garner a lot of short-term
attention.

You might very well decide on a mix of these five approaches. If you start by thinking
about your 1K Champagne Results, you can more easily line up your big approaches with
whatever it is that’s going to make that cork go flying across the room.

#6: Become the Wikipedia of Your Industry

Over the last couple of years, a very interesting shift has occurred with each and every one of
us who use the Internet. And what is this shift?

We’ve all grown incredibly impatient online.

In other words, if we go to a business’s website, and we can’t find what we’re looking for, it
bothers us. We get frustrated quickly. And unlike a few years ago when we might have “hung
around” to try to find the answers we were looking for, we now move on quickly—knowing
that if we keep searching, we’ll eventually find a website that has the answer(s) we seek.

Interestingly enough, although we’ve all grown more impatient when it comes to websites
that don’t bother giving us the answers we’re looking for, we’ve also grown more loyal once
we stumble upon the information jackpot.

Basically, if we feel a website is a true “go-to source” for information and answers, we’ll keep
coming back—again and again and again.

It’s for this reason that the best social media strategy any company can take in 2013 and
beyond is to become a true teacher (Wikipedia) within their industry. The golden rule of
marketing is this:

They ask, you answer.
In other words, if a consumer has ever asked a question, you should be answering it on your

website. And considering most industries have literally thousands of potential consumer
questions, content should always be growing, evolving and added to.

Yale Appliance Web Traffic



http://en.wikipedia.org/wiki/Teacher

After owner Steve Sheinkopf followed the "They Ask, You Answer" strategy for his
company's content marketing approach in 2012, the Boston-based business Yale Appliance
watched their web traffic, along with sales, explode.

With the average business website answering about 10 consumer questions, if a company is
willing to follow the “They Ask, You Answer” mentality, amazing results will often occur.
The brand will grow. Traffic on the site will increase. And above all else, sales will likely
have a huge upturn.

#7: Meet in Person or “Virtually Connect”

Some of my strongest online connections and relationships have developed because | took the
time to connect in person.

Either by organizing a “meetup” or “Tweetup” with a group, going to a conference (such as
Social Media Marketing World) where | knew the people | wanted to meet would be or even
just connecting one-on-one through Skype.

I highly recommend you take some of these online connections offline to make a deeper
connection.

Repoe an issum
Use Google+ Hangouts to meet up with your peers.

Think about organizing a Google+ Hangout with several like-minded people with whom you
are interested in connecting.

Even “virtually” connecting can help strengthen that relationship and spark some ideas for
collaboration. Meeting someone makes retweeting and sharing their posts much more fun.
Not only that, it can have a profound effect on your business. | know it has for me!


http://beta.skype.com/en/

#8: Ask Your Audience Anything

Ask. Plain and simple—just ask. Ask anything. Why? Because when you ask your audience
something, you give them permission to speak. When it comes to social media, you want to
do two things: engage and get people involved.

Asking encourages both and taps into the human nature of people who are online and
participating in social media—the urge to be heard.

Asking your audience anything gives them permission to speak. Image source: iStockphoto
Once you’ve enabled others to speak by asking, you’ll learn a lot about your business—
what’s working, what’s not and where to go from here. At the same time, you’ll learn a lot
about your audience—who they are, what they like and dislike and the language they speak.

From there, you can start a real conversation and build a deeper relationship with your
audience.

#9: Like Your Customers on Facebook

Instead of asking your consumers to like your brand on Facebook, why don’t you start liking
them?

Most brands use Facebook as an extension of their traditional and mass-marketing initiatives.
As such, we have what can only be described as an “arms race” for likes on Facebook.

The average person on Facebook has 120-200 connections (depending on whom you ask...
and when).
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Start liking your customers on Facebook. Image source: iStockphoto

As big as Facebook is, it’s actually many, many, very small circles of close (and semi-close)
connections.

Facebook and brands are less about advertising and much more about creating, nurturing and
developing a more direct relationship between individuals and the brands that serve

them. This isn’t for all brands. This isn’t for all consumers. This is (still) a massive
opportunity for those who can rise above a traditional advertising strategy.

#10: Listen First and Never Stop Listening

Listening to your customers across social media is most important. There is little sense in
social media marketing if you are not following this simple rule.

Social media is based on conversations; it’s not just another marketing channel for you to
push out your content or promote your product. You have to have a conversation in which
you’re engaging your customers. And in order to have a good conversation—whether online
or offline—you have to listen and respond to your audience.



Listening to your customers is most important. Image source: iStockphoto

Use Twitter search terms like “need an accountant” if you’re an accountant or “We’re hiring”
if you’re a recruitment firm. Then take what you learn from listening and use it to build
better products, services and marketing campaigns.

Sun Chips, for example, returned to their old packaging after customers complained widely on
the Internet that the new biodegradable packaging was too noisy.

Following this simple tip of listening to your customers AND prospects will empower your
business with knowledge about what your customers really want. This is crucial for your
business to grow and achieve high customer satisfaction. Customers like businesses that
listen and respond to them.

#11: Move From Social Like to Social Trust

Smart marketers use free content as a way to attract fans and followers. Others create and hide
content in an effort to get Facebook and Twitter users to like their Page or submit their email
to get to the good stuff.

If you really want to see the power of this idea, combine these approaches. Create and share
valuable content with no gate or requirement. Then offer those readers even more
content when they like your Page or visit a landing page to sign up for more updates.


http://www.huffingtonpost.com/2011/03/01/sunchips-biodegradable-bag_n_829165.html
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The power behind this two-step approach is that it not only allows more people to see and
interact with your first wave of content, the people who then take your call to action are much
more highly qualified because you’ve already built a layer of trust with them before you asked
for anything in exchange.

This approach works in almost any social network and is particularly effective using a
combination of Facebook Offers and Sponsored Updates.

#12: Secure Your Brand and Product Names

Whether you’re taking baby steps into social media or have jumped in with both feet, it’s
critical that you secure your brand and product names on all major social media
channels. This is as important as the domain name you choose for your company.

Too often companies will tweak or completely change the name of their company to fit an
available domain name but they don’t treat social media channels the same way.



http://www.facebook.com/help/184217158375330/

Secure your brand and product names on all social media channels. Image source:
iStockphoto

Even if you’re not ready to launch an active presence yet, at least secure your company
handles on social networks such as Twitter, Facebook, YouTube,
Pinterest, SlideShare, Flickr, Instagram and others.

Ideally your company handle will be consistent across all social media channels (e.g.,
@yourcompanyname), because once you start setting up variations on different channels, it
makes it more difficult for your prospects, customers and fans to find you.

To that end, take a few minutes to set up minimal branding such as adding your company
logo, website and bio information. Once you’ve completed this exercise, it becomes easier to
just secure your company name on the new shiny social network of the month.

However, initially you may consider using a service such as KnowEm which allows you to
easily search across 550 social networks. KnowEm even has premium packages available
where they will take care of complete signup of all profile info, thus making it even easier for
you.

#13: Find Your Content Marketing Mission Statement

According to Wikipedia, a mission statement is a company’s reason for existence. It’s why
the organization does what it does.

Southwest Airlines’ mission statement has always been to democratize the travel experience.
The mission statement for CVS is to be the easiest pharmacy retailer for customers to use. So,
in simple terms, the mission statement must answer the question, “Why do we exist?”

In almost every one of my keynote presentations, | cover the content marketing mission
statement. | feel it’s critical to set the tone for the idea of content marketing and social media,
or any marketing for that matter.

Marketing professionals from so many small and large businesses get so fixated on social
media channels such as blogs, Facebook or Pinterest that they honestly have no clue of their
underlying content strategy.

So, the why must come before the what. This seems obvious, but most marketers have no
mission statement or core strategy behind the content they develop.

Think of it this way: What if you were the leading trade magazine for your niche area? What
if your goal was not to first sell products and services but to impact your readers with amazing
information that would change their lives and behaviors?

If you can get your mission statement straight, you’ll make social media marketing that
much easier for yourself.

Inc. magazine has its mission statement in the first line of its About Us page.


http://www.slideshare.net/
http://www.flickr.com/
http://instagram.com/
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http://www.inc.com/about
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Inc. magazine has its mission statement in the first line of its About Us page.

Welcome to Inc.com, the place where entrepreneurs and business owners can find useful
information, advice, insights, resources and inspiration for running and growing their

businesses.
Let’s dissect this a bit. Inc.’s mission statement includes:

1. The core audience target: entrepreneurs and business owners
2. What will be delivered to the audience: useful information, advice, insights, resources, and

inspiration
3. The outcome for the audience: growing their businesses

Inc.”s mission statement is also incredibly simple and includes no words that could be
misunderstood. Perfecto!

If you want your social media to work, first stop what you are doing and start thinking about
what your content marketing mission statement will be. Put the “why” before the “what”

or “where.”

#14: Listen 100% of the Time

The best social media marketing tip I can offer is this: Talk about yourself 10% of the time,
engage with others about what matters to them 90% of the time and listen 100% of the time.



Make sure you listen 100% of the time. Image source: iStockphoto

I was having lunch with a really sharp guy and the conversation turned to social media
(Twitter specifically). He said, “I just don’t get Twitter. | post some stuff there and that’s
about it. I don’t see any real return.” | quickly checked his stream and the only thing in it were
his posts about his business. Later, | replied, “Twitter is a two-way conversation. Think of it
as a cocktail party. It’s not a place to talk only about yourself and hawk your wares.” “Huh,”
he said. “I never thought of social media as a conversation.”

I know people who go to cocktail parties and don’t think they’re for conversations either.

Don’t be the guy no one wants to talk to because he’s only interested in talking about himself.
Be the one who draws a crowd because you are interested in and attentive to others. Offer
helpful resources and connections. Solve problems.

This earns you the right to eventually talk just a little about yourself and what you are up to.
And when you do, everyone will be listening.

#15: Create a Systematic Approach

To be successful in leveraging social media for growing your business, | believe you have
to create a systematic approach to building your network and your brand.

Developing a system that is focused on high-impact social media marketing activities while
spending the least amount of time possible allows you to be a consistent and efficient
marketer. Consistency builds trust and efficiency lowers your marketing costs.

Many people don’t realize how important consistency is in marketing. Simply by staying top
of mind with your community, you will reinforce your messaging over and over and create
loyalty within your community (your messaging must be unique, helpful and insightful).
Also, by being more efficient with your marketing, you will save time and money.


https://twitter.com/

Be more efficient with your marketing. Image source: iStockphoto

By developing a systematic approach, the members of your network will be able to count on
you to show up week after week with valuable insights, information and guidance. You
will grow accustomed to a schedule that works for you, and over time, you will build online
influence by meeting the expectations and experiences of your clients and prospects.

Here are some components that your digital marketing system should include:

e Time to create and publish unique content to your blog each month

e Time to share reputable and helpful content with your community on social networks
e Time to engage in conversations and discussions on social networks

o Time to empower and promote others

e Time to grow your network and community

e Time to analyze and reflect upon what’s working and what can be improved upon

Planning, dedication, and social media marketing software tools can all help in achieving a
systematic approach while shaving off significant time in building your brand. It is feasible to
spend only 3 hours a week on your system and realize success. If you map out your plan and
make the commitment to marketing, you will achieve results.

#16: Create Your Voice

Of all the companies | consult with, the one social media marketing tip that is always part of
my advice is the importance of blogging.

Creating a social media presence and engaging with both consumers and potential clients
requires companies to have a “voice” and to be able to share something of value in social
media communities.

A blog is a perfect place to establish that “voice,” and it also serves as a logical vehicle to
help both seed conversations in social media and help lead those same social media users back
to your own website.



Simply being active in social media helps attain brand awareness, but when a user comes
back to your website, it gives you a higher probability of converting them into a customer.

A blog is the perfect place to establish your voice. Image source: iStockphoto

Obviously, providing unique content means that you can reap the potential benefit of that
content being shared in social media, helping to expose your brand and website to more
potential customers.

It’s also a logical boost for your search engine optimization. Some have claimed that with the
advent of social media, blogging is dying. | believe that blogging is more important than ever
before, and those who blog relevant and shareable content for their social media communities
will continue to reap the benefits.

To build upon this tip, the keys to successful blogging are being able to create content that
others would want to share (“shareable content”) and also create a content strategy for
your blog that is aligned with your marketing goals.

Start with organizing content into “buckets” of categories that are aligned with your
present sales or future marketing plans. If you can organize these categories into four
“buckets” of content, blog once a week for each category and you’re on your way to
becoming successful at business blogging.

#17: Share Content That Resonates With Your Audience

Stick to your passions! Share messages and content that resonates with your audience.
Are they going to feel strongly, “I agree with that!” or “I strongly disagree with that!”” when
you share your message? Those are the types of messages you should be sharing.

Passion should emanate from every part of your social media campaign. From the name of
your Facebook Page, to your advertising, to the content you share. Everything should resonate
and strike a chord, in one way or another (usually in a positive way), with your audience.



Share content that really resonates with your audience. Image source: iStockphoto

When you focus on passion, your engagement will go up, your shares will increase and your
audience will grow. When you can create content that builds passion, your audience will
come. Focus on passion and you can’t go wrong!

#18: Exchange Contact Information

There are no guarantees that the social media network or platform that you are part of will
have the same shelf life as your business. Networks come and go (MySpace, anyone?) but
your business, hopefully, will not.

Yes, social media is a “party” and you want to play and interact on the terms of your host. But
just as important is the simple fact that said party will end at some point.

Just as you might exchange phone numbers or email addresses (with some people) at any
social event, you should, and want to, consider doing the same thing on any social network
you want to be part of.

‘ﬁ‘“_m‘;_




Consider exchanging phone numbers and email addresses with people within your social
network. Image source: iStockphoto

Regular contextually appropriate opportunities to exchange phone numbers or addresses
inside of a social network are just good business. Be strategic, but be purposeful. The test of

any good party is the relationships that come from them. Everything else is just fleeting
memories of “another party” and a bad headache in the morning.

#19: Distribute Your Blog Content to the Most Popular Groups on LinkedIn

It is easy to gain very valuable distribution of your content to some of the 200,000,000+
members of LinkedIn.

Here’s how to get exposure to some of the largest and most popular groups.

¢ Find the LinkedIn Share button on articles or posts throughout the web.
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Find the LinkedIn Share button on articles or posts.

e Cut and paste your content under Post to Updates and then check the Post to Groups box.
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Cut and paste your content under Post to Updates.
e Select the groups you want your post submitted to.
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Select groups.
Done! This is super-easy and helps accelerate massive exposure.
#20: Integrate Social Media Best Practices

The most important social media marketing tip for businesses is to integrate, integrate,
integrate. Social media can’t exist in a silo. Instead, it should be a core part of your strategy.



A company that’s responsive on Twitter but has poor customer service practices won’t do
well. A company that produces great content on Facebook but has a closed, non-transparent
corporate culture will eventually fail. Successful social media has to start with integration.

Integrate your efforts for successful social media outcomes. Image source: iStockphoto

Social media is not just a function of marketing or public relations. Of course social media
includes marketing, public relations and advertising, but it also includes customer service,
customer relationship management, sales, operations, human resources and research and
development.

Ideally, everyone at your company should be trained in the fundamentals of social media as it
touches many different areas of a business.

Furthermore, there are numerous opportunities throughout the customer experience for
integration of social networks and social media best practices. The more open and transparent
you are with customers throughout the entire customer life cycle, the more comfortable they’ll
feel about continuing to buy your stuff, hire you, like you and your Pages and recommend you
to friends.

#21: Focus on Getting Attention First

If I had to boil it down to one social media marketing tip, it is to focus on the marketing
element.

We are marketers, we need to get some movement beyond buzz and really drive progress. In
that vein, my tip is to focus on getting attention FIRST.



e

Focus on getting attention first. Image source: iStockphoto

So many of us think about the end game of generating leads or sales, and others think about
the metrics of engagement. But like a magazine ad, you must get someone to stop the virtual
page flipping and say “Hmm, that’s interesting.”

Focus on headline writing and visual storytelling to get someone to pause for that
millisecond and lean in. Your content is only as good as that which gets the attention of the
inundated user.

Then of course you must test, iterate and measure. Tools to do this will be critical.
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