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Introduction

You’ve probably heard that “business as usual” is no

more. The way that people communicate, market, and

sell has changed dramatically since the advent of social

media marketing. We’re here to tell you that even though

the tools are new and different — and seem to change

regularly — you can definitely find out how to master

them.

Every step of the way, we coauthors emphasize the best

practices of online marketing, customer service, and

genuine human communication. As a business owner,

you benefit from knowing not only how Internet tools

work but also how people use them and how you can

leverage them to better reach the customers and

prospects who matter the most to you and your business.

About This Book

Social Media Engagement For Dummies starts by

shedding light on the fundamental principles of social

media engagement — the ingredients that put the social

in social media marketing. Effective social media

engagement (or SME, as we often refer to it throughout

this book) should provide tangible and measurable

results for your business and boost your bottom line.

By mastering the techniques in this book, you strengthen

your connections with potential customers. But don’t

stop there: Convert potential customers to actual

customers, and then use SME tactics to turn customers

into active and passionate evangelists for your company.

This book is a practical, hands-on guide to social media

engagement, and we speak from experience. We don’t



only consult and teach others to engage well via social

media — we also benefit daily as business owners

ourselves, by avidly using social networks and social

media tools and platforms. We use these tools to

communicate our messages to our respective audiences

and to connect with the people who read, listen to, and

watch what we publish online.

We build relationships with our audiences and truly care

about them. In turn, we are humbled to see that our

audiences trust us and respond positively to what we say

and do online. We are confident that you, too, can benefit

from social media engagement.

Here are some of the things you can do with the

information in this book:

 Understand and apply the elements of social media

engagement.

 Find out how to plan ahead for engagement.

 Determine which social media tools are right for you.

 Effectively incorporate engagement into your social

media campaigns.

 Measure your social media engagement efforts.

Social Media Engagement For Dummies isn’t meant to

sound technical or geeky. We take a down-to-earth

approach to the technology and provide a lot of

explanations and examples so that you can immediately

incorporate SME strategies and tactics into your online

marketing efforts. We’re results-oriented, and we know

you are, too.

Foolish Assumptions



We do our best to be clear and detailed in our

explanations of suggested tools and tactics. We assume,

however, that you have a basic understanding of several

ingredients:

 You have more than entry-level knowledge of the

Internet.

 You have a website and you know what a blog is, even

if you don’t personally blog.

 You’re aware of, and familiar with, some of the most

popular social networks.

 You have at least one social networking account for

your business.

 You’re engaging in forms of online marketing and

even social media marketing, and you’re looking to

increase the effectiveness of those efforts.

 You know that your participation is the key to

successful social media engagement.

 More than anything, you value your customers — you

want to bring more customers to your business, and

you want to turn all your customers into enthusiasts.

Conventions Used in This

Book

To be consistent, we use these common For Dummies

conventions:

 The first time we use a new term, we define it and

italicize it.

 When we tell you to type something (in a box or a

field, for example), we put it in bold.



 When we mention a website, a network, a platform, or

an online application, we provide the URL for your

convenience.

 When we provide a URL, it looks like this:

www.dummies.com.

What You Don’t Have to

Read

You don’t have to read this book sequentially, and you

don’t even have to read all its sections in any particular

chapter. You can skip sidebars and read only the material

that helps you complete the task at hand, or you can

start by reading only the sidebars, to access information

that you can apply immediately to your social media

engagement efforts.

How This Book Is

Organized

Social Media Engagement For Dummies is split into six

parts. Think of the earlier parts of the book as

introductions to theories, concepts, and tools; think of

the latter parts as plans for turning concepts into

actions. In this section, we briefly describe what you’ll

find in each part.

Part I: The Basics of Social Media

Engagement
We start this book with an overview of social media

engagement, from understanding the concepts to using

the tools. Part I begins by justifying your investment in

social media engagement and explaining the concepts.

http://www.dummies.com/

