
Social Media Marketing Made Simple

A Best Practices and Strategy Overview 

for Small Business and Nonprofits



Our Agenda

What Is Social Media Marketing?

Why Market Using Social Media?

Doing It Well: Best Practices for Social Media Marketing 

for Small Business

VConnections

VEngaging Content

VConversations

Managing Your Activity and Time

Next Steps

Copyright © 2011 Constant Contact, Inc. 2



Why Do We ñMarketò? 
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We Want 
More!

Moreé

V Customers

V Clients 

V Volunteers

V Donors/Members

V Brand Awareness

V Sales

V Time in the day!
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Important Tools for Marketing My Business
n=4,459, U.S. Small Businesses

New Tools Have Changed the Shape of

Small Business Marketing
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Source: Constant Contact 2010 Small Business Attitudes & Outlook Survey, Feb-Apr; 29% sole proprietor; 62% 1 to 25 employees;  9% over 25 employees

Find Social Media 

Tool Important

51% Facebook

29% Blogs

27% LinkedIn

26% Twitter

16% YouTube



Five Types of People:

Leverage Relationships to Inspire Engagement
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5

Suspects
Customers

DisinterestedProspectsRaving  
Fans



Social Media Marketing Isé

Building your social network 

of fans, followers, and connections, 

using

Relevant and interesting content

that is shared, allowing you to

Reach and engage more people

and 

Drive more business.



Concerns? You Are Not Alone
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Social Media Marketing looks interesting, buté 

I will never have a million customers or even 5,000é.

Using new, inbound marketing tools sound great, 

buté 

I will never write Thought Leadership articlesé.

Paying attention to whatôs being said on social 

media sounds useful, buté

Iôll never have a dedicated staff to do it righté

I hear about new tools and networks everyday, 

buté

I just donôt have the time to stay current



What  You  DO Have is Powerful
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You can successfully market your 

small business or association 

because you haveé

Å Loyal,  happy customers

Å An excellent customer 

experience

Å Interesting and important

things to say!



Set Reasonable Goals and Expectations
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Leverage your excellent 

customer experience for Social 

Media success 

ÁDrive engagement (action)

ÁEncourage repeat business

ÁEncourage referrals

ÁGet online endorsements

ÁReach new customers through 

online, word-of-mouth marketing



Dingo: Build Community and Contacts

Dingo,  a pet supply 

company, sent an Email 

Campaign to 8,934 

subscribers

Dingo shared the offer on 

Facebook and Twitter

Dingo had its fans join 

their email list through 

the CTCT Facebook App

Dingo kept their fans up 

to date on their progress

Dingoôs fans shared their 

campaign through social 

networks and on their 

own Blogs

Dingo now has

6,329 Likes and 14,140 Subscribers

It took them 3 days!



Be Where Your Customers Are
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Social
Networks

Content 
Sharing

Reviews & 
Ratings Sites

Location-Based 
Services

Social 
Bookmarking

VThe sites that your customers and members are using

VThe sites that your partners & suppliers are using

VThe sites that your competitors are using



Your Contacts Want To 

Keep In Touch, but on 

their terms

Email

Facebook

Twitter
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Add social icons to email 

campaigns to define your 

audienceôs preferred channels

Discover  Preferred Channels



Kick-start Growth:  Use Your Email List

Announce your new presence 

in your newsletter with a clear 

Call-to-Action

Include standard links in every 

email so subscribers can share 

your content

Include social media sign up 

icons in every email so subscribers 

can join you on your social sites
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Look Professional

Complete your business 

profile

ÁDescription

ÁContact information

ÁWebsite URL

ÁJoin My Mailing List

Brand your presence

ÁLogo, pictures, 

background

Add starter content
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Starter Content

ÁInformation, tips, and practical advice

ÁQuestions asked by your customers

ÁLinks to:

ïArchived email marketing newsletters

ïPolls and surveys

ïEvent homepages and registration pages

ïBlogs (yours and othersô)

ïWebsites (yours, and others in your area of expertise)

ïProduct or service reviews

ïThought-provoking discussions that inspires dialogue

ïRelevant videos, photos, podcasts
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Content is King!

Content is the feeder 
of social networks

ÁWrite great content once, then 
broadcast it. Create sound bites for 
shorter media.

ÁThe best content inspires sharing:
a word of advice or one sentence 
can go a long way!

ÁOriginal, personalized content is 
important

ÁLess is more! Short content is best, 
one idea at a time. You can always 
share links to more.
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Focus your Presence

Make your social presence a reflection 
of your business/organization. 
Donôt blur personal and professional use.

Be transparent.
New users should immediately identify what you do.

ñStick to Your Knitting.ò 
Deliberately choose your expertise and areas 
of engagement. 

Put the social in the social media.
Be broad and informaléand have fun!
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Make Content Shareable/Broadcast-able
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Content Reuse: Focus HR
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