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social media marketing madness



poll #1: 

content sharing1

stay connected/nurture2

monitor for new opportunities3

4 promote exclusive offers

5 cross/up-sell

Why do you use social media? 



social media maturity



getting started



why does it matter?

By 2016, advertisers will spend $77 billion on interactive 
marketing — as much as they do on television today. 

Search marketing, display advertising, mobile marketing, email 
marketing, and social media will grow to 35% of all advertising 
spend as they are embedded in the marketing mix.

Source: Forrester Research



getting your company ready

 strategy

 value

 channels

 people

 operating model

 information technology



your LinkedIn profile

change your 
‘Professional Headline’
from job title to 
company services

list two or three website 
pages to specific areas ie
blog, services, target 
markets. provide good 
description of where the 
link is taking them 

add mardevdm2 and your 
twitter account handles 



your LinkedIn profile
edit  ‘Summary’ to what 
value mardevdm2 can 
provide to target 
prospects – problems, 
challenges and how our 
services can help them.

change ‘Specialities’
to everything that 
Mardevdm2 provide
and are involved in.



your LinkedIn profile

get recommendations 
from happy clients or
past jobs

add apps



LinkedIn groups

join 50 relevant groups

use keywords to 
find niche groups

blank search to 
rank highest 
members first



LinkedIn companies

refine your search

search by company

see who is in your network 
and keep uptodate with 
movers and shakers



twitter

follow other B2B advocates

search for your clients
search keywords
search questions



twitter tips

 send a personal message to new followers
 create lists
 use # tags
 retweet
 follow who your followers are following
 find thought leaders and bloggers
 collect twitter names at events
 be involved at events
 don’t follow too many



facebook page

join in the discussion



cultivate leads



traditional methods

primarily through email

 requires contact information

 confined to the inbox

 potential customers on email only 
8.3% of the time – what about the 
other 91.7%

Source: NielsenWire 2010



new call to action



 development of relationships

 content without registration

 treat as contacts 

how can social media help demand

seed nurturing



lead nurturing

 maintaining 
relationships

 greater relevancy

 segment and trigger 

how can social media help demand



opportunity nurturing

 support sales cycle

 lead-recycling

 score 

how can social media help demand



customer nurturing

 deepening 
relationships

 reaffirm customer 
purchases

 advocates

how can social media help demand



poll #2

 LinkedIn

 Twitter

 Facebook

 YouTube

What is your favorite social media site 
for business purposes?



taking control



social media sharing: you are in control



what’s everyone else doing?

Sources:  UM, The Socialization of Brands, Social Media Tracker 2010;  Forrester Research; King Fish Media, Social Media Usage, Attitudes and Measurability Study, 2010

industry trends:

 61% of frequent internet users globally have a profile on a social network

 77% of B2B technology decision-makers are now active in social media

 72% of companies currently have a social media marketing strategy 

 27% without a social media marketing strategy (1% were undecided), 80% 
plan to have one within the next 12 months

 75% plan to increase their social media investment in the next 12 months

 Companies planning a social media spending increase:

- 35% are tying it to a specific project or custom media program 
- 33% will make social media an incremental budget increase

 90% of companies using social media state that managing it is a part-time 
job mixed in with other responsibilities



Which of the following quantitative metrics 
do you track in your social media campaigns?

Source:  King Fish Media, Social Media Usage, Attitudes and Measurability Study, 2010

Number of visitors/page views 93% Bounce rate 64%

Number of members, fans, followers, etc. 85% Info/newsletter subscriptions 61%

Traffic generated to corporate site from social 
media 79% New customer conversion 58%

Search engine rank changes 78% Shared links 55%

Traffic sources/method of discovery 77% Customer reviews posted 55%

Leads generated 72% RSS subscriptions 46%

Number of comments posted 71% Social bookmarks 34%

Mainstream media 
mentions/mentions/comments/responses 
(via email/blogs/forums)

67% Increase in average order size 24%



measurable benefits

what most companies promote with social media
The majority of companies use social media to promote their company as a whole. Others focus on an 
individual or specific product or brand. Most site the goal of their social media campaigns as new customer 
acquisition and customer retention.

Source:  King Fish Media, Social Media Usage, Attitudes and Measurability Study, 2010

Investment in social media to
rise from a variety of sources

Will you be increasing your investment
in social media over the next 12th months?

Most companies promote
the company as a whole

Who is the focus of the social media efforts of 
your organisation?

Which of the following best 
describes the scope of your 
social media campaigns?

Which response best 
characterises your 
investment in social 
media?



technology support

Hootsuite

Spreadfast

MediaFunnel

TweetDeck

seesmic

Social Media Integration Network



76% of marketers agreed that “many natural search listings 
today are linked to social media content, so the integration of 
social media and SEO tactics is absolutely essential.”

Percentages of marketers who say social media is somewhat or very 
effective at achieving specific SEO objectives:

 improving search rankings: 91%
 increasing traffic from targeted keywords: 90%
 expanding content shown in universal search results: 89%
 improving the ROI from search programs: 80%
 generating more qualified leads: 78%

measurable benefits



Considerations for getting started with social media

 knowing where your customers and prospects “live” online

 time you are willing to allocate to social media

 how you will track the leads generated through social channels

Best practices for building social media into your marketing strategy

 show the human side of your business, make social media personal

 produce interesting, relevant and engaging content

 start small, spend 10-30 minutes a day in your social communities

 begin by listening to what’s important to your audience, then contribute

 decide what to say, mix it up to keep your audience engaged
- company/product specific
- interesting industry information
- some just plain fun

how can social media help demand
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