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the World 

Facebook, 2013 



monthly Google+ users 

Global Web Index 



active Twitter users 

Twitter, 2013 



It ranks as the 
number one 
professional 
networking site  

259m 

LinkedIn, 2013 

LinkedIn 
users 



70m 

Pinterest , 2013 

Pinterest 
users 



150m 

Instagram , 2013 

active 
Instagram 
users 



Social media sites and blogs 
reach 8 out of 10 people 

Content Marketing Institute 

U.S. internet users account 
for 23% of all time spent 

online 



 How can Social Media 
help achieve your 
Business Goals? 



 

What Can Social 
Media Really Achieve? 

1. Brand Awareness 
2. Customer 

Acquisition/Sales 
3. Retention/Customer 

Loyalty 
 



 How should you 
measure Social 

Media? 



 

How Can You Show 
Social Media ROI? 

- Awareness: 

- Followers/Fans  

- Shares/Tweets/Pins 

- Page Rank in Google 



 

How Can You Show 
Social Media ROI? 

- Customer Acquisition: 

- Website Traffic/Referrals 

- PDF/Document 
Downloads 

- Licenses/Registrations  



 

How Can You Show 
Social Media ROI? 

- Retention/Loyalty: 

- Engagement (Likes, 
Comments, Shares) 

- Social Chatter 
(Mentions, Tags) 



 

Building Social  
Media Strategies 



Build Your Strategies 
- Determine the best channels 

for you and your time  

 

 

 



 

Build Your Strategies 
- Make sure that each strategy maps 

back to a goal 

 



 

Build Your Strategies 
- A different strategy per channel 

 



Build Your Strategies 
- A different strategy per channel 

 



Build Your Strategies 
- Create a content calendar 

 



Build Your Strategies 
- Provide useful and sharable content 

 



Build Your Strategies 
- Consider photos 

 



Build Your Strategies 
- Give your customers a call to action  

 



Build Your Strategies 
- Be time-sensitive 

 



Build Your Strategies 
- Be simple and conversational 

 



Build Your Strategies 
- Use tags/hashtags appropriately 

 



Build Your Strategies 
- Make a daily commitment 

 



 

Build Your Strategies 
- Use scheduling tools 

 



Build Your Strategies 
- Be transparent 

 



Build Your Strategies 
- Respond in a timely manner to both 

positive and negative feedback 

 



 

State Examples 



 

What Can Social 
Media Really Achieve? 

1. Brand Awareness 
2. Customer 

Acquisition/Sales 
3. Retention/Customer 

Loyalty 
 



 

Goal #1 

Create 
Awareness 



Awareness 



 

Awareness 



Awareness 



 

Awareness 



 

Goal #2 

Customer 
Acquisition/ 
Sales 



Acquisition/Sales 



 

Acquisition/ 
Sales 



 

Acquisition/ 
Sales 



 

Goal #3 

Retention/Loyalty 



 

Retention/Loyalty 



 

Retention/Loyalty 



Retention/ 
Loyalty 



 

Key Takeaways 
- Define Your Goals 

- Set Metrics 

- Create Useful and Sharable 
Content 

- Give Customers a Call to Action 

- Be Transparent 

 

 

 



 

Resources 
- www.facebook.com/takemefishing  

- www.twitter.com/take_me_fishing 

- https://plus.google.com/10770120949
7488665483/ 

 

 

http://www.facebook.com/takemefishing
http://www.twitter.com/take_me_fishing
https://plus.google.com/107701209497488665483/
https://plus.google.com/107701209497488665483/


 

Resources 
- RBFF Marketing Guide (Sample 

content calendar) 

- Tools:  

- www.Hootsuite.com 

- www.Tweetdeck.com 

- Google Analytics 

 

 

http://www.hootsuite.com/
http://www.tweetdeck.com/
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