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What We Will Cover:

 Strategies for using LinkedIn, g g ,
Twitter, Facebook, Blogs and 
Google+
 How to use Social Media to drive 

people to your company web site
 Techniques to measure results
 How to join groups, find j g p ,

connections and acquire 
business through these sites
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Social Media Marketing & g
Networking is the hottest new trend 

in business today:

 30% of B2B marketers are spending millions 
each year on social media marketingy g

 Nearly 30% of these users are not tracking 
the impact of this marketing

 20% of Google searches each day hae 20% of Google searches each day hae 
never been searched for before

 34% of marketers have generated leads 
i T iusing Twitter

 55% of Twitter users access the platform via 
their mobile
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What Really is Social 
Networking?

 Networking from your computer
 Another way to get the word out about who you 

are what you do and how to find youare, what you do and how to find you
 Creating new relationships with people you 

probably would never have met using traditional 
th dmethods

 Unlike most marketing where information 
“flows” one way, social networking is meant to 
be a two way conversation

 You are an expert if people think you are an 
expert!
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History:History:

 1997: First recognizable social network g
site launched – SixDegrees.com

 2003: LinkedIn MySpace 2003: LinkedIn, MySpace 

 2004: YouTube, Facebook

 2006: Twitter

 2011: Google+

 2012 to 2015: ?????
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MySpaceMySpace

 Geared for young adult demographic Geared for young adult demographic 
with music, music videos, and a funky, 
feature-filled environment

 Once the king of all social networking 
sites it has been replaced at the topsites, it has been replaced at the top 
spot by Facebook and is disappearing 
quickly
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MySpaceMySpace
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FacebookFacebook

C l d i l b l i l Current leader in global social 
networking

 Founded by university students whoFounded by university students who 
marketed it to other university students

 Opened to general public in 2006
S f Success due to ease of use, and easy to 
access features

 Very successfully used by someVery successfully used by some 
industries and businesses
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Facebook

M iM i ifiifi

Facebook

 Many companies use companyMany companies use company--specific specific 
sites to promote their products and sites to promote their products and 
servicesservicesservicesservices

 Create a business account for your firmCreate a business account for your firm
Joining “Groups” that are tailored to yourJoining “Groups” that are tailored to your Joining Groups  that are tailored to your Joining Groups  that are tailored to your 
industry help people to find your siteindustry help people to find your site
Get “Fans” of your site to increase it’sGet “Fans” of your site to increase it’s Get Fans  of your site to increase it s Get Fans  of your site to increase it s 
popularitypopularity
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TwitterTwitter

 Created by a virtual software company 
as a way for employees to keep tabs on 
each othereach other

 So successful, they stopped the project 
and marketed the product to the worldand marketed the product to the world

 Features sending and receiving of Short 
Message Service (SMS) messagesMessage Service (SMS) messages 
(similar to phone text messaging)
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TwitterTwitter

 Send messages of 140 characters or less g
(including any url)

 Keep your messages at 130 characters or 
less to allow “retweeting” by othersless to allow retweeting  by others

 Create a User name (12 characters or less), 
your name or firm name, web site link, one y
line description, picture and your location

 Readers of tweets like interesting topics and 
informationinformation

 Avoid sales pitches and heavy marketing
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TwitterTwitter

 Search for topics (i.e. Business Valuation)
 Follow those who you find useful or interesting
 Those you follow may in turn follow you to build 
up your networkup your network
 Review the followers of those you follow and 
those who follow you to find more potential 
connectionsconnections
Provide links to interesting or informative articles 
on the web
 Use www.tinyurl.com or www.budurl.com to 
reduce web link lengths
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TwitterTwitter

 Key terms:
 RT – Retweet (include someone else’s tweet 

in your own this is considered a bigin your own – this is considered a big 
compliment)

 #XXXXXX – Hashtag (added to tweets to g (
create categories, groups or topics that 
others can use as well and found using the 
search twitter com feature)search.twitter.com feature)

 DM (Direct message – personal message to 
another person)
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TwitterTwitter
 Utilize web sites that support Twitter:
 http://www hootesuite com (handle all http://www.hootesuite.com (handle all 

your social media accounts from one site 
/ analyze your social media traffic)
 www.peerindex.net (find on-line 

authorities in your industry)
 http://wefollow com (who/what are http://wefollow.com (who/what are 

people following on Twitter)
 http://trackingtwitter.com (top peoplehttp://trackingtwitter.com (top people 

on Twitter)
 http://www.tweetdeck.com
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LinkedInLinkedIn

 More serious, sober approach to social 
networking
St t d d till i t ki Started as and still is a networking 
resource for business people who want 
to connect with other professionalsto connect with other professionals

 Over 135 million members (up from 50 
million two years ago)million two years ago)

 Most popular networking site used by 
business professionals

18
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LinkedInLinkedIn

Allows you to create a virtual network ofAllows you to create a virtual network of 
clients, potential clients, referral sources 
and colleagues
 Degrees of separation:
 715 contacts

O 179 800 f i d f f i d Over 179,800 friends of friends
 Over 6,831,100 through friend and one 
of their friendsof their friends
 Over 135,000,000 users of site
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LinkedInLinkedIn 

 Keys to success:Keys to success:
 Create a sizeable network through 

searches and invitations
 Create a thorough profile use key words Create a thorough profile, use key words, 

web site and contact information
 Provide a photo!
 Join groups – there are many prominent 

business & industry related groups
 Recommend others and ask forRecommend others and ask for 

recommendations
 Provide updates on your business 

weekly or monthly
20
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LinkedInLinkedIn

 Other tools and tips: Other tools and tips:
 Paying for upgrades is not necessary
 Business upgrades - $19 95 to $99 95/moBusiness upgrades $19.95 to $99.95/mo.
 Sales upgrades - $15.95 to $99.95/mo.
 Job Seekers - $15.95 to $49.95/mo.
 Recruiters - $39.95 to $499.95/mo.
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LinkedInLinkedIn 

 Other tools and tips (continued)
 Ask and answer questions (be viewed as 

an expert in your field) (A / A k Aan expert in your field) (Answers / Ask or Answer a 
Question)

 Add profile for your company (Companies)

P id i t t ti f Provide power point presentation of your 
firm in “Google Presentation” (Applications)

 Add LION (Linked In Open Network) toAdd LION (Linked In Open Network) to 
your name – means you will accept 
anybody into your network
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BlogsBlogs

 Type of website, usually maintained by an 
individual with regular entries of 
commentary description of events orcommentary, description of events, or 
other material such as graphics or video
 Many blogs provide commentary or news Many blogs provide commentary or news 
on a particular subject.  A typical blog 
combines text, images, and links to other , g ,
blogs
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BlogsBlogs

Are good a to comm nicate information Are good way to communicate information 
to current and potential clients and referral 
sourcessources
 Blogger may be viewed as a expert in the 
subject area by readersj y
 Often set up on or as a firm or personal 
web site and are usually easily updated 

R l d ti i th h Regular updating improves the search 
engine optimization of the web site
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BlogsBlogs

 Many blogging platforms and tools exist to 
help you quickly set up a blog
 Most popular are WordPress, Blogger & 
TypePadTypePad
 Don’t have your blog include the name of 
the platform in the URL Set it up with yourthe platform in the URL.  Set it up with your 
company URL (self hosted) – this way 
entries gives credit to your company‘s g y p y
search engine optimization (SEO)
 Regular updating improves the SEO of 

b it
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Google+Google+

 Announced June, 2011 / Opened to the , p
public September, 2011

 Often called the “Facebook Killer”
 Configured to provide many of the same 

features as Facebook, but with some 
enhancements

 Initial users seem to feel there are not 
enough new features to translate into a 
mass exodus from Facebook
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Google+Google+

 Circle - your groups of friends; 
organized by type (Friends, Family,organized by type (Friends, Family, 
College Buddies, Roommates,etc.)

 Drag and Drop your contacts into these g p y
groups
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Google+Google+
 Sparks - like Google Reader; brings 

t t t ti ll b dcontent automatically based on your 
interests
H t id h t f Hangouts – video chat room for your 
circles
Huddles group messaging within your Huddles – group messaging within your 
circles

 Instant Uploads share your mobile Instant Uploads - share your mobile 
pictures

 +You – sign up location on Google toolbar
33
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Social Media ToolsSocial Media Tools

Videos
A t t li d Are a great way to personalize and 
brand yourself – viewers see the real 
you

f Will be standard part of web sites and 
profiles over the next decade
 Can be created inexpensively for p y

daily or weekly message, or 
elaborate professional production 
with background, voice over, music,with background, voice over, music, 
etc.
 Easily create video with still pictures 

& music - Animoto com
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Social Media Tools

Posting Comments

Social Media Tools

Posting Comments
 Shorten long links or urls for 

posting – and see how many post g a d see o a y
people have clicked on your links 
– budurl.com & cli.gs
 Enter entries once – get posted 

on all your social networking sites 
from anywhere to anywherefrom anywhere to anywhere –
ping.fm
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Social Media Tools

Klout com

Social Media Tools

Klout.com
 Premier site for evaluating who has “Klout” 

and influence on Twitter, Facebook and 
Li k dILinkedIn

 Measures influence on a scale of 1 to 100, 
with 100 being the most influential.

 Measures
 How many people you influence (True 

Reach)Reach)
 How much you influence them 

(Amplification)
H i fl ti l th (N t k S )
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Social Media ToolsSocial Media Tools

 See what type of a participant you are in 
Social Media in chart form

Li t Listener
 Casual
 Participatinga t c pat g
 Sharing
 Consistent
 Focused
 Creating
 Broad

40
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Social Media ToolsSocial Media Tools

See your LinkedIn contacts in a graph y g p
grouped by type (color):

http://inmaps.linkedin.com
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Social Media Tools

50% of Companies Entering Social Media

Social Media Tools

 50% of Companies Entering Social Media 
Have No Plan
A majority of marketing professionals and A majority of marketing professionals and 
company decision makers view social 
media as essential, but…most have notmedia as essential, but…most have not 
made any money using it!

 Don’t confuse activity with progressy p g

 SOURCE – www.socialtimes.com
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Social Media ToolsSocial Media Tools

 STUDY – compared companies that reported 
increased revenue or profit using social media 
with those that did not - those benefiting were:with those that did not those benefiting were:
 Twice as likely to have a formal social media 

strategy
 Twice as likely to have a dedicated 

headcount for managing social media
 Three times as likely to have read a book on Three times as likely to have read a book on 

social media
 SOURCE – www.socialtimes.com
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Social Networking ToolsSocial Networking Tools

 Develop a Social Networking Plan for you 
or your firm – tie it into your overall business 
plan

What do you want to achieve using SocialWhat do you want to achieve using Social 
Networking?
What specific groups could benefit fromWhat specific groups could benefit from 
what you have to offer?
What specific solutions do you have to p y
offer people?
 How do you differentiate yourself from 

titi ?
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Social Media Tools

Create a Social Media Plan for

Social Media Tools

Create a Social Media Plan for 
Your Business and Yourself
 Who do you want to connect to? (Prospects, Clients, 

Business Resources, Experts in Your Industry, 
Mentors, Vendors, People with Common Interests) 

 Develop relationships with key people (referralDevelop relationships with key people (referral 
sources, colleagues & potential clients)

 Build trust with key people
G t th t t b it t l Get them to come to your web site to learn more 
about you

 GET THE PHONE TO RING!
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Social Media ToolsSocial Media Tools

 Biggest Dangers for Businesses? 
 All social media sites and blogs are targets for 
viewing by potential employers attorneys and othersviewing by potential employers, attorneys and others 
who may want to find “dirt” on you
 Change your passwords frequently
 Be careful about posting future travel
 While you should always be careful about 
protecting your site accounts information picturesprotecting your site accounts, information, pictures, 
etc. – don’t limit what you put out there so much that 
people ignore you
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Social Media ToolsSocial Media Tools

S th S i l M di P li i f 150 See the Social Media Policies for over 150 
companies and organizations:

http://socialmediagoverance.com/policies.php
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Don’t Forget Your Web SiteDon t Forget Your Web Site

 Go to marketing.grader.com
 Enter your URL or those of your competitors
 Site will review your web site and give you a 

grade of 1 to 100 on it’s effectiveness and 
gi e tips on ho to impro e itgive tips on how to improve it

 Secure all URLs that might benefit your 
businessbusiness

 Make your website your marketing hub!
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How Effective is Your Web Site?How Effective is Your Web Site?

 RSS (really simple syndication) your web site –
technology that allows content to be published and 
pushed to users that are subscribed to a feed Letspushed to users that are subscribed to a feed.  Lets 
readers know when you have created new content 
on your site without having to check
 Use a RSS reader – Google has one that’s free, 
completely web based with nothing to download –

www.google.com/readerg g
 Use Google analytics to get traffic stats –

www.google.com/analytics
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Don’t Forget Your Web SiteDon t Forget Your Web Site

 Start it up once - the right way
 How would Google categorize you?How would Google categorize you?
What would potential customers type 
in Google to find you?in Google to find you?
 Keep in mind - when using Google, 
people are typing in their problem orpeople are typing in their problem or 
need
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Social Media Tools
 Create “key words” that describe what 

t t b t th ld d th

Social Media Tools

you want to be to the world and use them 
in your social networking regularly – use 
google com/sktool to find the popular keygoogle.com/sktool to find the popular key 
words used in searches
 Use your “key words” regularly in all your y y g y y
entries 
Check to see if your User Name is 

already taken in over 90 social networking 
related sites –

www checkyourusername com
55
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How Effective is Your Web Site?How Effective is Your Web Site?

 Create a landing page where potential 
prospects, colleagues and interested 
parties can input their name and emailparties can input their name and email 
address
 Put your social networking sites on yourPut your social networking sites on your 
web site and business cards
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Social Networking ToolsSocial Networking Tools

Manage your contacts & email lists 
(unsubscribe / auto responders/ etc.) ( p )
emailchimp.com (first 500 contacts 
are free) – also constantcontact.com 
and coollifesystems.com
 Stay up to date on the latest trends in 
Social Media on http://mashable comSocial Media on http://mashable.com
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Your Social Networking Goals?Your Social Networking Goals?

 A good plan will allow you to 
spend your time productively
 Set aside at least 10 minutes a 
day
 Initiate communication with 
industry experts, colleagues, 
vendors, potential customers, etc.
 Start simple – but get started
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Examples of excellent uses of 
Social Media & Web Sites

 BCG & Company (Ohio); web site–
www.bcgcompany.com; Twitter- @bcgcompnay; (Blog, 
Twitter, LinkedIn)
Skoda Minotti (Ohio); web site Skoda Minotti (Ohio); web site-
http://blog.skodaminotti.com; Twitter- @skodaminotti 
(Blog, Twitter, Facebook)

 James M. Blumer (South Carolina); Twitter-James M. Blumer (South Carolina); Twitter
@JamesMBlumer (Twitter)

 James Maynes, CPA (Utah); Twitter- @TheDullCPA; 
(Twitter)

 Adrian Dayton (New York), Attorney; Web-
http://adriandayton.com; Twitter- @adriandayton (Twitter, 
Facebook, LinkedIn)
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Beginning Today!Beginning Today!

 Get an account on LinkedIn - by far the 
most popular site for business valuators

 Get a Twitter account and start sharing 
information
S f Set aside ten minutes each morning for 
your social media sites
M k l fi l f f Make a personal or firm plan for use of 
social media sites
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RecommendationsRecommendations

 Books: Books:
 “Inbound Marketing – Get Found 

Using Google, Social Media andUsing Google, Social Media and 
Blogs”, Brian Halligan & Dharmesh 
Shah – Wiley ($16.47 on amazon.com)
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RecommendationsRecommendations

 Books: Books:
 “Social Media Strategies for 

Professionals and Their Firms”,Professionals and Their Firms , 
Michelle Golden – Wiley ($29.70 on 
amazon.com)
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Follow My Progress
in Social Media Networking:

John Misuraca
Avalon Advisors IncAvalon Advisors, Inc.

Laguna Hills, CA
Email- jmisuraca@avalonadvisorsinc.com

W b l d i iWeb- www.avalonadvisorsinc.com
Twitter- AvalonBusVal

LinkedIn – John Misuraca, Orange County
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