Social Media
Marketing

ALL-IN-ONE

dummies
A Wiley Brand







ummies

A Wiley Brand






[ ~ "~ Y

060

Social Media

Marketing

ALL-IN-ONE

5th Edition

by Michelle Krasniak, Jan Zimmerman,
and Deborah Ng

dummies

A Wiley Brand



Social Media Marketing All-in-One For Dummies®, 5th Edition

Published by: John Wiley & Sons, Inc., 111 River Street, Hoboken, NJ 07030-5774, www.wiley.com
Copyright © 2021 by John Wiley & Sons, Inc., Hoboken, New Jersey

Published simultaneously in Canada

No part of this publication may be reproduced, stored in a retrieval system or transmitted in any form or by

any means, electronic, mechanical, photocopying, recording, scanning or otherwise, except as permitted under
Sections 107 or 108 of the 1976 United States Copyright Act, without the prior written permission of the Publisher.
Requests to the Publisher for permission should be addressed to the Permissions Department, John Wiley & Sons,
Inc., 111 River Street, Hoboken, NJ 07030, (201) 748-6011, fax (201) 748-6008, or online at http://www.wiley.com/
go/permissions.

Trademarks: Wiley, For Dummies, the Dummies Man logo, Dummies.com, Making Everything Easier, and related
trade dress are trademarks or registered trademarks of John Wiley & Sons, Inc. and may not be used without
written permission. All other trademarks are the property of their respective owners. John Wiley & Sons, Inc. is not
associated with any product or vendor mentioned in this book.

LIMIT OF LIABILITY/DISCLAIMER OF WARRANTY: THE PUBLISHER AND THE AUTHOR MAKE NO
REPRESENTATIONS OR WARRANTIES WITH RESPECT TO THE ACCURACY OR COMPLETENESS OF THE CONTENTS
OF THIS WORK AND SPECIFICALLY DISCLAIM ALL WARRANTIES, INCLUDING WITHOUT LIMITATION WARRANTIES
OF FITNESS FOR A PARTICULAR PURPOSE. NO WARRANTY MAY BE CREATED OR EXTENDED BY SALES OR
PROMOTIONAL MATERIALS. THE ADVICE AND STRATEGIES CONTAINED HEREIN MAY NOT BE SUITABLE FOR
EVERY SITUATION. THIS WORK IS SOLD WITH THE UNDERSTANDING THAT THE PUBLISHER IS NOT ENGAGED
IN RENDERING LEGAL, ACCOUNTING, OR OTHER PROFESSIONAL SERVICES. IF PROFESSIONAL ASSISTANCE
IS REQUIRED, THE SERVICES OF A COMPETENT PROFESSIONAL PERSON SHOULD BE SOUGHT. NEITHER THE
PUBLISHER NOR THE AUTHOR SHALL BE LIABLE FOR DAMAGES ARISING HEREFROM. THE FACT THAT AN
ORGANIZATION OR WEBSITE IS REFERRED TO IN THIS WORK AS A CITATION AND/OR A POTENTIAL SOURCE OF
FURTHER INFORMATION DOES NOT MEAN THAT THE AUTHOR OR THE PUBLISHER ENDORSES THE INFORMATION
THE ORGANIZATION OR WEBSITE MAY PROVIDE OR RECOMMENDATIONS IT MAY MAKE. FURTHER, READERS
SHOULD BE AWARE THAT INTERNET WEBSITES LISTED IN THIS WORK MAY HAVE CHANGED OR DISAPPEARED
BETWEEN WHEN THIS WORK WAS WRITTEN AND WHEN IT IS READ.

For general information on our other products and services, please contact our Customer Care Department within
the U.S. at 877-762-2974, outside the U.S. at 317-572-3993, or fax 317-572-4002. For technical support, please visit
https://hub.wiley.com/community/support/dummies.

Wiley publishes in a variety of print and electronic formats and by print-on-demand. Some material included with
standard print versions of this book may not be included in e-books or in print-on-demand. If this book refers to
media such as a CD or DVD that is not included in the version you purchased, you may download this material at
http://booksupport.wiley.com. For more information about Wiley products, visit www.wiley.com.

Library of Congress Control Number: 2021931633
ISBN 978-1-119-69687-2 (pbk); ISBN 978-1-119-69694-0 (ebk); ISBN 978-1-119-69693-3 (ebk)
Manufactured in the United States of America

10 9 8 7 6 5 4 3 21


http://www.wiley.com
http://www.wiley.com/go/permissions
http://www.wiley.com/go/permissions
https://hub.wiley.com/community/support/dummies
http://booksupport.wiley.com
http://www.wiley.com

Contents at a Glance

Introduction.................. 1
Book 1: The Social Media Mix.................................... 5
cHAPTER 1:  Making the Business Case for Social Media......................... 7
cHapTER 22 Tallyingthe BottomLine. ... ... ... et 27
cHAPTER 3:  Plotting Your Social Media Marketing Strategy..................... 47
cHAPTER 41 Managing Your Cybersocial Campaign. ..., 69
Book 2: Cybersocial Tools ....................................... 89
cHAPTER 1:  Discovering Helpful Tech Tools . ...t 91
cHAPTER 22 Leveraging SEO for Improved Visibility. . ............ ... L. 115
cHAPTER 3: Optimizing Social Media for Internal and External Searches ........ 147
cHAPTER 4:  Using Social Bookmarks, News, and Share Buttons. ............... 171
Book 3: Content Marketing .................................... 193
cHAPTER 1: Growing Your Brand withContent .......... ... ... ......ooet. 195
cHAPTER 22 Exploring Content-Marketing Platforms. ............ ... ... .. 205
cHAPTER 3: Developing a Content-Marketing Strategy....................o... 233
cHAPTER 4: Getting Your Contenttothe Masses. ..........coovvviiiiie... 245
Book4: Twitter.................ciiiiii 255
cHAPTER 1:  Using Twitter as a Marketing Tool........... ... oot 257
cHAPTER 2. Using Twitter as a Networking Tool. . .......ooovvvi i, 271
cHAPTER 3:  Finding the Right Twitter Tools. . ... 287
cHAPTER 4:  Social Listening with Twitter........ ... . o ., 299
cHAPTER5: Hosting Twitter Chat . ... ... .. e 305
Book 5:Facebook ... 319
cHAPTER 1:  Using Facebook as a Marketing Tool ..., 321
cHapTer 22 Creating and Sharing Content on Facebook ...................... 343
cHAPTER 3: Advertising and Selling on Facebook ............. ... ... .. ..., 361
cHAPTER 4: Streaming Live Video on Facebook.............. ... ... ..., 373
Book6:LinkedIn........................ 383
cHAPTER 1: Promoting Yourself with LinkedIn........... ... ... ..ot 385
cHAPTER 22 Promoting Your Business with LinkedIn.......................... 403

cHapTER 3:  Using LinkedIn as a Content Platform ............ .. ... ..., 421



Book 7: Getting Visual ........................................ 431

CHAPTER 1: Pinning Down Pinterest. . ... 433
CHAPTER2: Snapchatting It Up!. ... .o e 465
cHAPTER 3: Getting Started with Instagram ......... ..., 485
cHApTER 4:  TikTok(ing) Aroundthe Clock ... ...t 507
cHapTer 5:  Watching and Listening: Videos, Podcasts, and Your Brand......... 519
Book 8: Other Social Media Marketing Sites................ 533
cHApTER 1: Weighing the Business Benefits of Minor Social Sites . ............. 535
cHAPTER 22 Maximizing Stratified Social Communities........................ 547
cHAPTER 3:  Profiting from Mid-Size Social Media Channels ................... 575
cHAPTER 4: Integrating SocialMedia ......... ... 583
cHAPTER5: Advertisingon SocialMedia ... 601
Book 9: Measuring Results and Building on Success ...... 629
cHAPTER1: DelvingintoData ......cooviviii i e 631
cHAPTER 22 Analyzing Content-Sharing Metrics. .........ccooiiiiiiiiie... 645
cHAPTER 3: Analyzing Twitter Metrics . ... ..o 659
cHAPTER 4: Analyzing Facebook Metrics......... ..ot 669
cHAPTER 5: Measuring Other Social Media Networks. ........................ 677
cHAPTER 6:  Comparing Metrics from Different Marketing Techniques. ......... 687
cHapTER 7: Making Decisions by the Numbers.......... ... ... ..ot 707



Table of Contents

INTRODUCTION ... e 1
ABOUt ThISBOOK. ... 2

Foolish ASSumptions. . ...t i e 2
lconsUsedinThisBook ............o it 3

Beyond the BoOK. ... .ot 4
WheretoGofromHere ... ... ... i 4

BOOK 1: THE SOCIAL MEDIAMIX..............ci. 5
caerer ;. Making the Business Case for Social Media.......... 7
Making Your Social Debut ........... i 8

Defining Social Media Marketing. . ..., 9
Understanding the Benefits of Social Media...................... 13

Casting a wide net to catch your targetmarket . ............... 14

Branding . ... .o 15

Building relationships. ........ ..o i 15

Improving business processes ..........c.oouveiiiinniin... 16

Improving search enginerankings .................. . ... ... 16

Selling in the social media marketplace....................... 17

Finding alternative advertising opportunities.................. 18
Understanding the Cons of Social Media. . ....................... 19
Integrating Social Media into Your Overall Marketing Effort ........ 19
Developing a Strategic Social Media Marketing Plan............... 21
Establishinggoals ....... ... 24

Setting quantifiable objectives ........ ... ... .. oo 25

Identifying your target markets. . . ...... ... i il 25

EStimating CoStS. ... oot e 26

Valuing socialmedia ROl . ... .ottt 26

caerer 2. Tallying the BottomLine............................... 27
Preparing to Calculate Return on Investment. .................... 28
Accounting for Customers Acquired Online ...................... 29
Comparing the costs of customer acquisition ................. 30
Oneissilverandtheothergold ........... ... .. ... ... . ... 32

Establishing Key Performance Indicators forSales ................ 32

Tracking Leads. . ...t e 36
Understanding Other Common Business Metrics ................. 37
Break-even point. ... ... i 37
Profitmargin ... 38

Revenue versus profit. ...... ..o 38
Determining Returnoninvestment ............ ... oot 38

Table of Contents vii



viii

caerers: Plotting Your Social Media Marketing Strategy ... . 47
Locating Your Target MarketOnline. ..................cooiviin, 48
Segmenting Your B2CMarket . ... 48

DemMOgraphiCs . oottt 50
Geographiclocation ... 50
Purchasing behavior in different life stages ................... 53
Psychographics or lifestyle. ..., 54
AffiNity BroupS . oo 55
Researching B2BMarkets ..........iiiiiinniiiiniiinneaan, 57
Conducting Other Types of Market Research Online............... 59
Identifying influencers ... ... .. i 59
Understanding why people use social media services .......... 60
Setting Up Your Social Media MarketingPlan..................... 60

caerer ;. Managing Your Cybersocial Campaign .............. 69

Managing Your Social Media Schedule ....................... ... 70
Controlling the time commitment ........................... 70
Developing your social date book. .................. . ... ..., 71
Creating a social mediadashboard .......................... 72

Building Your Social Media Marketing Dream Team ............... 76
Seeking a skilled social media director........................ 77
Looking inside . ... i 78
HIirNg eXperts. . oot e e e 78

Creating a Social Media Marketing Policy ................. ... .... 79

Staying on the Right Side of theLaw .......... ... .. ... . oot 81
Obtaining permission to avoid infringement .................. 82
Respecting Privacy. . ...oovt i e 84
Revealing product endorsement relationships................. 84

Protecting Your Brand Reputation .............ccooiiiiiiina.n. 86

BOOK 2: CYBERSOCIALTOOLS...............cooiiii 89

cuaeer: Discovering Helpful Tech Tools........................ 91
Keeping Track of the Social MediaScene......................... 92
Saving Time with Content-Distribution Tools ..................... 93
Alternative Content-Distribution Services........................ 94
Snipping Ugly URLS . . oo 96
Using E-Commerce Tools for Social Sites. . . ...t 97

Selling through links . ... e 98
Displaying products on social media channels................. 98
Selling directlyon socialmedia..............coooiiiiiiaa.. 98
Reviewing third-party products for selling through

socialmedia.......... 102

Social Media Marketing All-in-One For Dummies



CHAPTER 2:

CHAPTER 3:

Keeping Your Ear to the Social Ground . ........................ 107

Deciding what to monitorandwhy.......................... 107
Decidingwhichtoolstouse. ..., 108
Using free or inexpensive social monitoringtools............. 108
Measuring the Buzz by Type of Service ........... ... ... .. 112
Leveraging SEO for Improved Visibility ............. 115
Making the Statistical Case for SEO ..., 116
Thinking Tactically and Practically. . ........... .ot 17
Focusing on the Top Search Engines ............. ... ... ... 118
Knowing the Importance of Search Phrases..................... 120
Choosing the right searchterms. .......... ... . ... . ... 121
Where to place search termsonyoursite.................... 123
Understanding tags and tagclouds .................cooa... 124
Maximizing Metatag Muscle ........ ... .. i i 126
Tipping the scales with the page title metatag .. .............. 128
Pumping up page description metatags ...............oo... 128
Optimizing Your Site and Content for Search Engines. ............ 129
Writing an optimized first paragraph........... ... .. ont. 130
Updating often. ... i e 131
Making your site search engine friendly ..................... 134
Optimizing forlocalsearch ......... ... ... 140
Getting inbound links from social sharing, social
bookmarks, and social news services. . ......... ... o .. 141
Reaping other links from socialmedia....................... 144

Optimizing Social Media for Internal

and External Searches................................. 147
Placing Search Terms on SocialMedia................ ... .. .... 148
OptiMIziNg BIOZS . . . oo vt 150
Optimizing WordPress . ...t 152
Optimizing Blogger . . ... oo 153
Optimizing WiX. . ..ot e 153
Assigning permalinks . ... ... i 154
Optimizing Images, Video, and Podcasts...................co... 155
Optimizing Specific Social Media Platforms. ..................... 156
Optimizing Twitter. . . ... e 156
Optimizing Facebook ....... ..o 158
Optimizing Instagram .. ...ttt i 159
Optimizing Pinterest. . ...t e 161
Optimizing LinkedIn . ... o e 162
OptimizingYouTube . ...t e 163
Optimizing for MobileSearch ........ ... ..o i, 164
Gaining Visibility in Real-Time Search..................... ... ... 166
Gaining Traction on Google with SocialMedia................... 167
Monitoring Your Search Engine Ranking . ....................... 168

Table of Contents ix



caerera: Using Social Bookmarks, News,

and ShareButtons............................... 171
Bookmarking Your Way to Traffic................... ...t 172
Sharingthe News . ... i i i 174
Benefiting from Social Bookmarks and News Services............ 176
Researching a Social Bookmark and Social News Campaign ....... 177
Executingyourplan. ... ... 178
Monitoring results. . ... .ot 179
Submitting to Bookmarking Services .......... ... . oL, 180
Submitting to Social News Services .............coiiiiinn... 181
Selecting content for social news services.................... 182
Preparing social news stories for success.................... 183
Using Application-Specific Bookmarks. . ...t L. 183
Timing Your SUbMISSIONS. ... ..o 184
Encouraging Others to Bookmark or Rate Your Site .............. 186
Using Social Media Buttons . ... 188
Follow US bUuttons ........ ..ottt 188
Share buttons. . ...t 189
BOOK 3: CONTENT MARKETING.......................oooee. 193
cuaerer 1. Growing Your Brand with Content .................. 195
Introducing Content Marketing. . ..., 196
Defining content marketing. ..., 196
Examining how content marketing can help your business.. ... 196
Determining the Best Content Platform for Your Needs. .......... 199
Selling Your Brand through Content Marketing . ................. 200
Making Your ContentStand Out. ..., 202
caerer 22 EXploring Content-Marketing Platforms ........... 205
Building @aBlog. . ..o ov i 206
Understanding how blogging can benefit your business ....... 207
Deciding if blogging is rightforyou ......................... 209
Settingupyourblog ... i 209
Using Podcasts and Video on Your Blog or Website .............. 212
Deciding if podcasting is rightforyou ....................... 212
Using podcasts to drive trafficand land sales................. 214
Creating viral videos . .. ...t 215
Interviewing expertsON Camera ......o.oovvevineenennnnn. 216
Sharing IMages ... .o 218
Using images for your onlinecontent ....................... 218
Legalities: What you need to know about sharing images ... .. .. 219
Findingimagesonline....... ... .. i 220
Sharing images on photo-sharingsites . ..................... 222

X  Social Media Marketing All-in-One For Dummies



Using Social Media Platforms for Online Content ................ 223

Deciding which social media platformstouse ................ 224

Creating and sharing content with social media. .............. 225

Understanding the importance of community................ 227

Guest Blogging to Grow Awareness and Expertise ............... 228

Understanding guest blogging ............ ..ot 229

Finding relevant blogs and pitching your content ............. 229

Promoting your guestblogposts ..., 231

caerers: Developing a Content-Marketing Strategy......... 233

Determining Content Goals. ...t 234

Driving traffic . ... 235

Making sales. ... ..ot 236

Establishing expertise....... ..o, 238

Growing your online community .......... ..., 238

Collecting leads withyourcontent .. ..................... ... 239

Putting a Strategy on Paper....... ... 240
Understanding the elements of a

content-marketing strategy . . ... o i 240

Doing acontentinventory ..., 241

Taking steps to achieveyourgoals.......................... 242

Delegating tasks. ...... ...t 243

cuarrer 2. Getting Your Content to the Masses................ 245

Creating an Editorial Calendar to Keep Content Flowing .......... 246

Exploring the benefits of an editorial calendar................ 246

Deciding what to include onyourcalendar................... 247

Finding the Right Mix between Evergreen and Timely Content. . ... 248

Executing Your ContentStrategy ..., 249

Sharing Your Content withthe Public........................... 250

Measuring the Success of Your Content Strategy................. 252

BOOK 4: TWITTER ..., 255

caerer ;. Using Twitter as a MarketingTool................... 257

Deciding Whether Twitter Is Rightfor You....................... 258

Communicatingin 280 Characters. .........cooviveeiinneeenn. 260

Promoting without Seeming like You're Promoting............... 261

Researching Other Brandson Twitter ................ .. ...t 268

Knowing Quality Is More Important than Quantity ............... 269

caerer 22 Using Twitter as a Networking Tool................. 271

Finding the Right Peopleto Follow . ........... ... . ...t 272

Finding the Right Topicsto Follow . ....... ... ... i it 273

Finding Out Who Is Talking about You on Twitter ................ 274

Table of Contents xi



xii

RespondingtoTweets ...... ...t 275

Searchingon Twitter. ... ..ot i e 276

Filtering Search Results ........ ... o i 277

Tweeting like @aPro . ... 279
Articulatingin 280 characters .......... ... i 279
Usingthehashtag ... 279

Sharing on TWitter. . ..o v v e e e e 280

Knowing when to @reply and direct message ................ 281

Retweeting and being retweeted .......... ... ... .. il 281

Blocking people . ..ot 282

Creating a successful Twitter campaign. ..................... 283

Using keywords inyourtweets ........c.ovvivinenennn.n. 285

Following the Twitter Rules of Etiquette ........................ 285

caerer3: Finding the Right TwitterTools ...................... 287
Customizing Your Twitter Profile Page.......................... 288
Creatingaheaderphoto ..., 289

Creating a custom Twitteravatar ...............coovvvn... 291

PiNNiNng TWeetS. . ..ot e e e 292
Embedding Tweets . ... .o e 292

Using a Twitter Application ........ ..., 296

Exploring Twitter desktop applications ...................... 296

Tweeting fromagadget ... i 297

cuaerera: SOCial Listening with Twitter ......................... 299
Using Twitter to Listen to Your Customers ...................... 299
Responding to questions and complaints.................... 302

Gaining new customers by being helpful.................. ... 304

CHAPTER 5: Hosting TwitterChat................................... 305
Benefiting from TwitterChats ... ...... ... o 305

Finding a Hashtag for YourChat.............. ... ... it 306

Keeping Track of Who SaysWhat . ........ ... ... it 307

Finding Guests for Your TwitterChat........................... 308
Promoting Your Twitter Chat. . ......... ...t 310

Hosting Your Twitter Chat . ........ ... it 313

Following Twitter Chat Best Practices. . ...t 315

BOOK 5: FACEBOOK...... ..o, 319
cuarrer 1: Using Facebook as a Marketing Tool................ 321
Understanding the Appeal of Brands on Facebook............... 322

Branding with Facebook Pages.......... ..., 323
Examining the Components of a Facebook Page................. 324

Social Media Marketing All-in-One For Dummies



Making the Most of Your Facebook Page. . ...................... 327

Adding a profile picture ........ .. 328
Addingacoverphoto ..o 329
Adding finishingtouches ........ ... .. i i 330
Understanding Your Facebook Administrative Functions.......... 331
SN gS o vt 331
INSIgNES « e 333
Filling Out What You're About . .....covvin it 333
Using a Custom Username for YourPage....................... 334
Inviting People to Join Your Community ......... ...t 335
Inviting friends to likeyourpage. ..., 336
Getting likesfromothers .. ...... ... oot 336
Liking Other Brands ........oviiitin it 338
Creating Facebook Events ........ccvviivinn i 339
caerer 22 Creating and Sharing Content on Facebook . ...... 343
Creating a Facebook Content Strategy. ..., 344
Sharing Your Brand's Story . .......ooiiiiii 345
Creating Content ThatSings ...... .ot 347
Sharingand BeingShared . .......... . ... . o i, 348
Posting content that followers willwanttoshare ............. 349
Using hashtags inyourposts. ..., 350
Bringing Your Community intothe Mix ......................... 351
Selling on Facebook. ..... ... oo i 351
Creating polls, quizzes,andcontests . ...........covvvunon.. 353
Offering discounts to your community ...................... 355
Making Connections with Facebook Groups. .................... 356
Learning through Insights ......... ... oo i i, 357
Getting the scoop on your fans through Insights.............. 358
Putting Insights datatogooduse.............coovivvnnn... 359
caerer3: Advertising and Selling on Facebook................ 361
ReachingMore Fanswith Ads . ...t 361
Deciding whether you want to investinanad ................ 362
Choosing the right goal for your Facebookad ................ 363
CreatinganadwithAdCenter...........coiiivinneeon.. 365
Targetingyourfans. ... ... 366
Measuring Your Ad'sROI .. ... oot e 367
Selling on Facebook ........ .o 368
Facebook Marketplace ...... ...t 368
Shop Now button ... ..ot e e 370
Facebook Shops. . ...t 370

Table of Contents xiii



Xiv

cuaerera: Streaming Live Video on Facebook.................. 373
Understanding the Benefits of Live Streaming................... 374

Setting Up Your Live Stream . ......o it 377
Engaging with Your Community via Facebook Live ............... 380
Brainstorming Ideas for Live Videos. .. ...t 381
BOOKG:LINKEDIN...............c s 383
caerer1: Promoting Yourself with Linkedin .................. 385
Exploring the Benefits of Using LinkedIn........................ 386
CreatinganOnline Resume. ....... .ot 387
Projecting a professional image on LinkedIn ................. 388

Choosing and uploading a profilephoto..................... 390

Filling outyourprofile. ... ... i i 394
Understanding Recommendations and Endorsements ........... 396
Receiving recommendations . .............o i 396

Giving recommendations. . ... .ot i 398

Asking forendorsements. ... .o i i i 398

Using LinkedIn M@SSages. ... .vvviin it 401

caerer 22 Promoting Your Business with Linkedin ........... 403
Exploring the Benefits of a LinkedInPage....................... 404
Creatinga LlinkedInPage ..., 404

Setting up your brand'sprofile . ......... ... oo 405

Optimizing your COMpPany Page ........ceuveenneennenneen.. 407

Adding and removing administrators. . .......... ... o .. 409

Sharing your brand’'scontent ............ ... i, 409

Selling and Promoting with LinkedIn Showcase Pages ............ 410
Highlighting your products and services . .................... 410

Utilizing showcase pages . ... vovv it iie e 411

Benefitting from LinkedIn Groups .........cooviiiiiiin .. 412
EXPlOring BroUpsS . . oot e 413

Growing a community with a LinkedIn group................. 413

Establishing group guidelines ......... ... ... oo, 415

GrOWING YOUE 8rOUP &« v v ottt et ettt e e e ea e 416

Moderating your LinkedIngroup .........cooviiiiiin ... 419
Recommending poStS. . ...ovviin i i e i 420

ciarrer3: Using LinkedIn as a Content Platform.............. 421
Bloggingon LinkedIn. ... ... 421

Creating your first post. . ..o ieiii 422

Writing in a professional voice .......... ... .. ... . .. 424

Promoting Your LinkedIn Articles .. ....... ...t 425

Posting Contenton LinkedinPages .............c..o ... 426

Deciding onthe contenttopost ..., 426

Taking advantage of LinkedIn's contenttools................. 430

Social Media Marketing All-in-One For Dummies



BOOK7: GETTING VISUAL ..., 431

cuarrer: Pinning Down Pinterest ............................... 433
Understanding Pinterest ........ .ot 434
Getting Started. .. ...t e 436
Joining Pinterest. . ... ..ot 437

Setting up your Pinterest profile............... ... ... . ... 440
Navigating Pinterest . ... ...t i 441
Businesshub ...... ... o 443
GettingonBoard. ... ..o 444
Planning yourinitialboards. .......... ... ... .. ool 445
Creating your firstboard .......... ... i, 446
Pinningon Pinterest . ... ... i 446
Pinninganimage. ...t 447
TaEEINg o vttt 451
Following on Pinterest ........ .ot i 451
Following friends . ...t s 451
Following folks youdon'tknow................ ..., 452
Sharing on Pinterest . .......ooit it i 453
Sharing other people’sPins . .......ccovviiiiiiiiii . 453
Usingsharebuttons .......... ..o 454
Driving Traffic with Pinterest........ ... .o, 454
Being descriptive butbrief........ ... ... 456
Using Keywords . ...t 458
Building Your Pinterest Community..........ovviinneennnn.n. 458
Commenting ON PiNS. . ..ottt 459
Playing nice. . ...t 459
Using Tools for Pinterest Marketing. ..., 461
Scheduling and automation. ............ .o, 461
Growing your audiencCe . .........viiiiinn et 462
Finding boardstofollow. ........ ... .o, 462
Creatingcontent ....... ..ttt 463

CHAPTER 2: Snapchatting It Up! ..................................... 465

Setting Up a General Snapchat Account ........................ 465
Understandingthe lingo. ... iinn... 469
Touring the Snapchatscreens. ........ ... ... 471
Adding followers . ... .. 473

Taking YoUur First Snap . ...ovvii i i i 474

Telling Your Snapchat Story. ...t 476
Knowing who is viewing your stories . .......... ... ..., 477
Engagingwith Snapchat.......... ... .. i, 479
Using lenses, filters, and geofilters.......................... 480

Table of Contents XV



Xvi

CHAPTER 3:

CHAPTER 4:

CHAPTER 5:

Getting Started with Instagram...................... 485

Promoting Your Brandon Instagram.................ccoovvii.n. 486
Creating and Using Your Instagram Account .................... 487
Setting UPp YOUr @CCOUNt . ..o vttt e e e 487
Completingyourprofile ... 491
Finding friends and fanson Instagram ...................... 491
Sharing photos. . ... 495
Controlling notifications. ......... ..o i 497
Determining What Is Photo-Worthy for YourBrand .............. 499
Using Hashtags in Your Instagram Posts. ..., 501
Using Instagram Stories . . ...t e 502
Going Live with Instagram Live . ....... ... .o, 503
TikTok(ing) Around the Clock......................... 507
Using TikTok for Brand Promotion..................coovioi... 508
Creating and Personalizing Your TikTok Account................. 508
Setting UPp YOUr @CCOUNt . ..o vttt e eeen 508
Completingyourprofile ... i 511
Touring the TikTok screens ... ... 512
Following (and getting followers) on TikTok .................. 513
Sharing videos . . ... 515
Determining What Videos You Should Create. .. ................. 516
Watching and Listening: Videos, Podcasts,
andYourBrand ... 519
Deciding if Video and Podcasts Are Right for You ................ 520
Determining What ContenttoCreate. ............oiivineenn.. 521
Informative. . ... 522
Company-related. ... 522
Attention-catching (and keeping) .......... ... i, 522
Competitive . ... e 522
Funl o 523
Getting Set Up with Equipment........... ... .. i, 523
Choosing software. . ... e 523
Pickingacamera ...t 525
USIiNg @atripod. . ..ot 525
Selectingamicrophone ........ ..ot 526
CreatingYourContent . ...ttt 528
Publishing Your Content. ...t 530

Social Media Marketing All-in-One For Dummies



BOOK 8: OTHER SOCIAL MEDIA MARKETING SITES....... 533
cuarrer 1: Weighing the Business Benefits

of Minor Social Sites.................................... 535
Reviewing YoUur Goals . ...t 536
Researching Minor Social Networks. ............ ... ..o .t 537
Assessing the Involvement of Your Target Audience.............. 540
LUNKING e 540
Responding. . ...t 541
Quantifying market presence ...t 541
Choosing Social Sites Strategically ............... oo, 542
caerer 22 Maximizing Stratified Social Communities ........ 547
Making a Bigger SplashonaSmallerSite ....................... 548
Taking Networking tothe Next Level ........ ... ... ..o it 548
Selecting Social Networks by Vertical Industry Sector............. 550
Selecting Social Networks by Demographics. .................... 553
Selecting Social Networks by Activity Type . ...t 556
Finding Yourself in the Real World with Geomarketing. ........... 558
Going geo for good reason ....... ..o 558
Deciding whether geomarketing is right foryou .............. 558
Spacing Outwith Twitter ... .. oot i 560
Checkinginon Twitter ... ..ot it 560
Searching real space with Twitter........................... 560
Finding Your Business on Facebook............. ... ..., 561
Geotaggingon Facebook ...l i 561
Getting close with placesnearby. ............. ... ... oL 561
Checkinginon Facebook .......... ..o, 561
Making a Facebook offer they can'trefuse ................... 562
Making Real ConnectionsinMeetup ...........covviiinennon.. 564
Making Deals on Social Media. ......... ..o, 565
Offering savings, gaining customers. ..........covviivenn... 566
Making an attractiveoffer ........ ... ... . i i, 567
Setting Terms for Your Coupon Campaign .........c.oovvnennnn.. 568
The depth of thediscount ......... ... ... .. 568
Thescopeofthedeal ... 569
Grapplingwiththegotchas .......... ... . i, 569
MeasUriNg SUCCESS ... v vttt ettt e e 570
Further leveragingyourdeal .......... ... ... oiviiin... 571
More upsidesand downsides ......... ... i, 572
Digging into GroUPON . . ..ottt et 573
Diversifying Your Daily Deals. . ..., 574

Table of Contents xvii



xviii

CHAPTER 3:

CHAPTER 4:

CHAPTER 5:

Profiting from Mid-Size Social Media Channels ... 575

Deciding Whether to Invest Your Time. . ..., 575
Entertaining Your Audience with Streaming Content ............. 576
Turning Up New Prospects with Tumblr ......... ... . ... .. 578
Setting UPan accouNt. .. ..o vttt i e 579
Advertisingon Tumblr ... ... 579
Promoting Video withVimeo........... . ... oo it 580
Signing up for a Vimeo Businessaccount .................... 581
Advertising onVimeo ... 582
Integrating Social Media .............................. 583
Thinking Strategically about Social Media Integration............. 584
Integrating Social Media with E-Newsletters..................... 585
Gaining more subscribers .. ... .. i 587
Finding more followers and connections. . ................... 587
Finding and sharingcontent ........ ... ..., 588
Integrating Social Media with Press Releases.................... 589
Setting up an online newsroom .......... . ..., 590
Cultivating influencers ....... ... i 590
Distributing your NeWS . . ... .ottt 591
Emphasizingcontent. ......... o 593
Pressing for attention....... ... ... i 594
Measuring results .. ...t 594
Integrating Social Media with Your Website ..................... 595
Coupons, discounts, and freebies. ............... ... .. ... 596
Contests and ames ... ..ot 597
MICrOSIteS . . oot 598
Private membershipsites. ...... .. ... i i 598
Community forums. ... ..o 598
Advertisingon Social Media .......................... 601
Integrating Social Media with Paid Advertising................... 601
Advertising on social mediasites ............. ... i 602
Maximizing your advertising dollars. ........................ 603
Engagementads ... 604
Advertising on Facebook and Instagram ........................ 605
Getting started. . ...ttt 605
Boosting or promotinga post .. ... 608
Paying for your Facebookads ............... .. ... . oL 608
Advertising on TWitter. . ...ttt e 609
Promotingyourtweets. ... ...t 609
Followers campaign .........ooiiiiiiiin i, 609
Promotingatrend. ... ... oot 610

Social Media Marketing All-in-One For Dummies



Engaging your Twitter audience ............. ..., 610

CreatinganadonTwitter. ..., 611

Dealing with Twittercards .. ..., 613
Advertisingon LinkedIn ... ... 614
Targeting Your LinkedIN Ads ... i 617
Advertising on Pinterest. . ... i e 618
AdvertisingonYouTube . ... ..ot i 620
Advertisingon Snapchat. . ... i 622
Advertising on TIKTOK . . ..o et e 624
Interfacing with Influencers........ ... oo i i, 626

BOOK 9: MEASURING RESULTS AND

CHAPTER 1:

CHAPTER 2:

CHAPTER 3:

BUILDINGON SUCCESS ... 629
DelvingintoData....................................... 631
Planning a Measurement Strategy .........c.covviivinnneenn.. 632

Monitoring versus measuring . ... ...vvuvenennnennenennenns 633
Decidingwhattomeasure...........ooiviiiviinenennn.n. 634
Establishing responsibility for analytics. . .................... 635
Selecting Analytics Packages ........ooiviii i 637
Reviewing analytical options for social media................. 639
Selecting a URL-shortening tool for statistics ................. 640
Getting Started with Google Analytics ......... ... ...t 641
Integrating Google’s Social Media Analytics ..................... 643
Analyzing Content-Sharing Metrics ................. 645
Measuring the Effectiveness of Content Sharing
with Standard Analytics ...... ... 645
Maximizing websitestats........ ... 646
Tracking comments. . ...t 648
Evaluating Blog-Specific Metrics ...t 649
Visualizing Video SUCCESS . . ..ottt 651
Understanding Podcast Metrics .........ooviiiinniiinneeenn. 653
Measuring Your Results from Pinterest............... .. ... ... 654
Finding out about your Pinterest audience................... 656
Third-party Pinterest analytics. . ........ ... ... 657
Comparing Hard and Soft Costs versus Income.................. 658
Analyzing Twitter Metrics............................. 659
Tracking Website Referrals with Google Analytics . ............... 660
Tracking Shortened Links. . ... ..ot 661
Using Twitter Analytics . ..o oot e 661
Using TweetDecK. .. ..o i 662
Using Third-Party Twitter Analytics Applications ................. 663

Table of Contents Xix



XX

CHAPTER 4:

CHAPTER 5:

CHAPTER 6:

Tracking Account Activity with the NotificationsTab..............
Monitoring Mentions . ...... ...ttt
Checking your retweetranking............ccoovviiinao...
Gleaning meaning from direct messages ....................

Using the Hashtag as a Measurement Mechanism ...............

Calculating the Twitter Follower-to-Following Ratio. ..............

Analyzing Facebook Metrics..........................

Monitoring Facebook Interaction with Insights ..................

Using Pagelnsights. ... .. e
Accessing INSights . ...t
Exporting Insights ... i

Exploring the Insights Overview and Detail Pages................
Actions on Page detailpage. ...,
Total Views detail page. ...t
Reachdetailpage .......ccooiiiiiii e
Post Engagementdetailpage ...........coiiiiiiiii i,

Measuring Other Social Media Networks..........

Plugging into SocialMedia. ...,

Measuring Linkedin Success ...
ViSItOrS. Lo
Updates. ...t
Followers. . ..o

Exploring Instagram Insights. ......... ... o i i,
OVEIVIEW. .o
ContentYouShared ....... ..o,

Comparing Metrics from Different

Marketing Techniques.................................

Establishing Key Performance Indicators .......................
Overcoming measurement challenges ......................
UsSing A/Btesting . . ...oviiit

Comparing Metrics across Social Media ........................
Tagging lINKs. ...
Analyzing the clickstream. ...... ... . i i
Tracking your own outbound links..........................

Integrating Social Media with Web Metrics......................

Using Advertising Metrics to Compare Social Media

with Other Types of Marketing . .......... ...,
Obtaining metrics for paid advertising. . .....................
Applying advertising metrics to socialmedia .................

Juxtaposing Social Media Metrics with Other Online Marketing . . ..

Contrasting Word-of-Web with Word-of-Mouth..................

Social Media Marketing All-in-One For Dummies



caerer 7. Making Decisions by the Numbers.................. 707

Using Metrics to Make DeCiSions ... ...viviiinn e, 707
Knowing When to Hold and WhentoFold. ...................... 708
Diagnosing Problems with Social Media Campaigns.............. 713
Fixing Problems . .. ..o oo 714
Your social presence can'tbefound......................... 715
Inappropriate match between channel and audience.......... 715
Poorcontent....... ... 715
Lack of audience engagement.......... ... i, 716
The four Psofmarketing ... ... 717
Adjustingto Reality ... ..ot 719
INDEX 721

Table of Contents xxi






Introduction

ou sat back, sighing with relief that your website was running faultlessly,

optimized for search engines, and producing traffic, leads, and sales. Maybe

you ventured into email marketing or pay-per-click advertising to gener-
ate new customers. Then you thought with satisfaction, “I’ll just let the money
roll in.”

Instead, you were inundated with stories about Facebook pages, Twitter and
tweets, blogs and podcasts, Snapchat, Instagram, and all other manner of social
media buzz. By now you’ve probably tried more than one of these social media
platforms. Perhaps you haven’t seen much in the way of results, or you’re ready
to explore ways to expand your reach, increase customer loyalty, and grow your
sales with social media.

Much as you might wish it were otherwise, you must now stay up to date with
rapidly changing options in the social media universe. As a marketer, you have no
choice when more than 77 percent of Internet users visit blogs and social media
and when your position in search engine results may depend on the recency and
frequency of social media updates. Social media marketing is an essential compo-
nent of online marketing.

The statistics are astounding: Facebook has more than 2.7 billion monthly active
users as of the second quarter of 2020; more than 4.4 million blog posts are pub-
lished every day; more than 500 million tweets were sent per day on average
in 2020; and nearly 500 hours of video are uploaded every minute on YouTube.
New company names and bewildering new vocabulary terms continue to flood the
online world: TikTok, Snapchat, Bitmoji, influencer, and sentiment monitoring,
for example.

Should your new business get involved in social media marketing? Is it all more
trouble than it’s worth? Will you be hopelessly left behind if you don’t participate?
If you jump in, or if you’ve already waded into the social media waters, how do
you keep it all under control and who does the work? Which platforms are the best
for your business? Should you take advantage of new channels or stick with the
comfortable ones you’ve already mastered? This book helps you answer both sets
of questions: Should your business undertake social media marketing? If so, how?
(Quick answer: If your customers use a social media service, use it. If not, skip it.)
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About This Book

The philosophy behind this book is simple: Social media marketing is a means,
not an end in itself. Social media services are tools, not new worlds. In the best of
all worlds, you see results that improve customer acquisition, retention, and buy-
ing behavior — in other words, your bottom line. If this sounds familiar, that’s
because everything you already know about marketing is correct.

Having the most likes on Facebook or more retweets of your posts than your com-
petitors doesn’t mean much if these achievements don’t have a positive effect on
your business. Throughout this book, you’ll find concrete suggestions for apply-
ing social media tactics to achieve those goals.

If you undertake a social media marketing campaign, we urge you to keep your
plans simple, take things slowly, and always stay focused on your customers.
Most of all, follow the precepts of guerrilla marketing: Target one niche market at
a time, grow that market, and then reinvest your profits in the next niche.

Foolish Assumptions

We visualize our readers as savvy small-business owners, marketers in compa-
nies of any size, and people who work in any of the multiple services that support
social media efforts, such as advertising agencies, web developers, graphic design
firms, copywriting, or public relations. We assume that you

¥ Already have or will soon have a website or blog that can serve as the hub for
your online marketing program

3 Are curious about ubiquitous social media

¥ Are comfortable using search terms on search engines to find information
online

3 Know the realities of your industry, though you may not have a clue whether
your competitors use social media

¥ Can describe your target markets, though you may not be sure whether your
audience is using social media

¥ Are trying to decide whether using social media makes sense for your
company (or your boss has asked you to find out)

3 May already use social media personally and are interested in applying your
knowledge and experience to business
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¥ May already have tried using social media for your company but want to
improve results or measure return on your investment

¥ Have a passion for your business, appreciate your customers, and enjoy
finding new ways to improve your bottom line

If our assumptions are correct, this book will help you organize a social market-
ing presence without going crazy or spending all your waking hours online. It will
help you figure out whether a particular technique makes sense, how to get the
most out of it, and how to measure your results.

Icons Used in This Book

Q

TIP

REMEMBER

®

WARNING

o
S
TECHNICAL
STUFF

To make your experience easier, we use various icons in the margins to identify
special categories of information.

These hints help you save time, energy, or aggravation. Sharing them is our way
of sharing what we’ve figured out the hard way — so that you don’t have to. Of
course, if you prefer to get your education through the school of hard knocks, be
our guest.

This book has more details in it than any normal person can remember. This icon
reminds you of points made elsewhere in the book or perhaps helps you recall
business best practices that you know from your own experience.

Heed these warnings to avoid potential pitfalls. Nothing we suggest will crash
your computer beyond repair or send your marketing campaign into oblivion. But
we tell you about business and legal pitfalls to avoid, plus a few traps that catch
the unprepared during the process of configuring social media services. Not all
those services create perfect user interfaces with clear directions!

The geeky-looking Dummies Man marks information to share with your devel-
oper or programmer — unless you are one. In that case, have at it. On the other
hand, you can skip any of the technical-oriented information without damaging
your marketing plans or harming a living being.
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Beyond the Book

You can find an online cheat sheet on the book’s companion website. Go to www.
dummies.com and type Social Media Marketing All-in-One For Dummies in the Search
box. The cheat sheet contains secrets for social media marketing success, online
resources, and more.

The website also has a Downloads tab you can open to download copies of the
Social Media Marketing Goals and Social Media Marketing Plan forms, which you
can use to develop your own marketing plans. In addition, the website is the place
to find any significant updates or changes that occur between editions of this
book.

Where to Go from Here

4

As always with All-in-One Dummies books, the minibooks are self-contained. If
there’s a topic you want to explore immediately, start with the detailed Table of
Contents or index.

If you’re just starting out with social media, we recommend reading minibooks 1
and 2. The chapters in Book 1 act as an overview of social media and will help you
figure out how to integrate social media into your online marketing plan, which in
turn is part of your overall marketing plan. Remember, social media is the tail —
your business is the dog! Book 1 will help you establish reasonable expectations
for a return on investment and structure an appropriate allocation of time, per-
sonnel, and funds to achieve success.

Book 2 offers an overview of tools to manage your social media marketing efforts.
You'll also learn how to leverage your existing search engine optimization
approach to maximize the value of social media postings to earn better ranking on
search results pages.

The six minibooks that follow focus on popular and niche social media services,
with detailed how-to descriptions for putting together a content marketing strat-
egy, marketing with social media, and advertising on social networks. The final
minibook is a deep dive into social media analytics, so you can gather the infor-
mation you need to make data-driven marketing decisions.

We wish you a fun and profitable experience going social!
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