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Business Tips
///////// Strategy

SOCIAL MEDIA MARKETING 

FOR YOUR BUSINESS SUCCESS

Are you active on Twitter and 

Facebook because your competitor 

round the corner is? Do you just 

randomly enter comments with no 

overall thought to what you need 

to be doing? If so then Mike Yates 

from 1-2-1 business offers some 

simple to follow advice for creating 

a strategy for content that will help 

your business.

T
here is a huge am ount of em otion in the 

business world about the use of social media 

in bus iness in te rm s o f ac tua lly  ga in ing  

new clients. Many people believe it can be 

extremely time consuming with very little return. As with 

all marketing strategies they are right UNLESS they have 

a sound strategy in place to do so.

If we take a look at a typical business using social 

media -  they’ve probably started doing it without a solid 

strategy in place. Here’s what I mean:

1) They’ve viewed social media more as ‘the emperor’s 

new clothes’ i.e. they see their competitors doing it so 

they think they should be doing it too.

2) They hire someone in (or do it themselves) to just 

enter random  com m ents on Facebook, Linked-ln, 

Twitter and more...

3) They hope that if they enter enough information each

|T H E  SOCIAL MEDIA NUMBERS
As 2012 came to a close, there were more than one b illion members on 

Facebook, nearly 500 m illion Tw itter users, and approximately 200 million 

Linked-ln members.

Developing an effective social media marketing strategy can allow  small 

businesses to reach out and actively engage with prospective customers that 

they may not have been able to connect with using other marketing channels.
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day that more and more people will Tike’ them and at 

some point will decide to buy from them!

If you consider the strategy above in the cold light of 

day (which is practised by many, many businesses -  

whether they admit it or not) it then becomes very clear 

that this is, at best, a very random and reactive strategy. 

From a marketers point of view we need to take a step 

back and ask some very simple questions:

1) If I just view social m edia as another m arketing 

‘funnel’ for my business then are the type of prospects 

I’m looking for likely to be hanging out on social media 

(the answer by the way is a resounding yes -  you 

only need to look at the statistics for social media to 

understand the potential here).

2) If this is the case then how do I use social media 

strategically to attract these people into my business 

rather than just have a large number of people ‘following 

me’ without focus on gaining new business?

So here are some ideas on how we can set up a social 

media marketing strategy:

1) To keep things simple we are going to focus on the 

common platforms: Linked-ln, Facebook, Twitter and 

how you will link this into your business website (which 

I am assuming already has an integrated blog and or 

news page where you post ‘content’-  if not I suggest 

you start thinking about putting this together).

2) The important thing to realise here is how we connect



our social media up to our website via a blog /  news page and 

then have some form of ‘opt-in’ (somewhere that people can 

enter contact details into your site) that is linked to some form 

of ‘offer’.

3) Once you have this in place then each week or month 

you just need to p ick some topics that your target market 

is interested in reading about -  th is will be content w ithin 

your area of knowledge that positions you more now as an 

educator of your market. As an example, rather than just be 

a ‘hairdresser’ I could post content about the latest styles, 

fashions, types of hair, ‘do ’s and don’t ’s’ with hair etc -  you 

get the idea. For hearing impaired people -  you may want to 

educate your market regarding the different types of hearing 

loss -  there's a ton of information we can inform our market on 

regarding ‘ears’ and ‘ear care’ for example.

Once we have this link set up to our news or blog page on 

our website then this means that the people who follow us on 

social media are now taken to our website page where they 

can regularly be updated on information that they’re interested 

in (this is why this is call ‘opt-in’ marketing -  they self-select 

themselves).

We are now relationship building with our audience. They are 

getting to 'know, like and trust’ our expertise and information. All 

we need to do now is to create some form of ‘offer’ for them to 

engage with us -  this means they will need to supply us with basic 

contact details to accept that ‘offer’ (again they ‘opt-in’ to you). 

From a marketing perspective we now have a solid strategy 

in place where we can supp ly ‘tease r’ content on social 

media to take people to our website to have them ‘opt-in’ to 

various additional content rich information sources and /  or 

promotions. We are now also able to test and measure each 

part of the strategy in terms of response.

This method of using Social Media will serve to keep your 

fo llow ers focused on you more as a specia lis t or market 

educator, with a common theme of interest each month.

Mike Yates

Mike Yates, Business 

G row th Specia lis t, 

C oach, Speaker 

and Author.

Email: mikeyates@121business.co.uk 

W eb.www.TheBusinessGrowthSpecialist.com 
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