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BUZZ & MOMENTUM 

For good and bad, social media has forever changed the way the
human race connects. In an interesting (if not, alarming) study,
college students were untangled from their mobiles and tablets to
spend a weekend participating in highly interactive, engaging
activities with their fellow peers. However, many exhibited
withdrawal systems from a lack of “connection,” missing the “fix”
they normally got from their social media platforms. Chronic
feelings of disconnection, isolation and disorientation were
reported despite a weekend of high social engagement. 
 
Social media, or SM for short, has conditioned us to “feel”
connected in a different way. Yes, nothing can replace face-to-
face contact—solitary confinement is still a harsh and effective
form of punishment—but feeling engaged via social media is now
very much part of the human experience. Unless you want to
return to that cave you’ve been living in? (There are days when I’m
seriously tempted.) 
 
Like with so many things in life, self-control and moderation are
antidotes to SM addiction. That said, social media represents a
valuable tool when used smartly, both for our personal lives 
and for our business’ marketing efforts. 

Page 4



© SEO WEB Designs

Let me introduce you to the two most important concepts to
grasp when it comes to social media and your business. 
 
Buzz and momentum. 
 
Creating excitement around what you do is the gist of marketing.
Awakening an interest. Getting people’s attention. This is what
buzz is all about. 
 
Keeping people’s attention is what momentum is all about. A
flash-in-the-pan SM spike in traffic is relatively easy to pull off.
(And if one goes by the smut that often goes viral, pulling off is
probably more apt than I intended.) One-hit wonders, by
definition, come and go all the time. Sustaining an engaged
interest in what you offer is what separates a successful online
campaign from an iffy one. 
 
Now, momentum is a science all in itself. By momentum, I’m not
referring to the idealistic notion of always-upward, “to infinity
and beyond!” 
 
That is actually a recipe for personal fatigue and wearing out
your audience. Why? Well, think of the relationship between 
buzz and momentum like this: 
 
               BUZZ + MOMENTUM = SUCCESS 
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We could display it as follows: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
A buzz-momentum graph that looks like this is unrealistic and
is the sort of obsessive, success-driven model that leads to
breakdowns (of creativity, or worse, sanity) and breakups (of
partnerships and friendships)—as indicated by the sudden and
dramatic drop. 
 
Too fast, too furious. Too soon. CRASH! 
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Consider this alternative: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
This is a far more realistic (and healthier) buzz-momentum
graph. Sustainable momentum involves rhythm: peaks
followed by troughs; periods of pressing followed by pauses
for rest—where reflection and regrouping can take place
ahead of a new season of re-firing. After summer comes
autumn. Circle of life and all that stuff. 
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What has this got to do with social media? 
 
Everything! 
 
If you’re going at social media hammer and tongs to create
buzz, gunning it 24/7/365, you’re going to frazzle your audience
and wear yourself out. Remember, if you’re shouting all the
time, people go deaf. And you end up hoarse. 
 
Once you’ve got your social media platforms up and running,
work in time frames, plan in projects, and promote in threes
(we’ll come back to this in Step 7 below). 
 
For example, once you’ve written a great blog article, hit all your
SM platforms at the same time ... and milk it for all that you can
—incorporating every possible means of promoting your
content. 
 
And then … give yourself the space to rest and re-calibrate
before relaunching another buzzing SM campaign. 
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Something that needs to be said. 
 
Let me tell you a little secret. Despite the reams of digital ink
spent on promoting the importance of social media (including
this guide), the actual conversion rate of social media marketing
is a paltry 0.07%. Eek! That makes it the least effective medium
around. 
 
So, why even bother? 
 
As part of a comprehensive marketing strategy, SM plays a
supportive but important role. When used well, it enhances
other more effective means of marketing (most notably,
content marketing). When part of a well-oiled machine, the
overall result is greater than the sum of the parts. 
 
So, purpose to get a good grasp of how social media can work
for you through the rest of this guide, but don't let social media
burn you or your audience out.  
 
Okay, let’s now get your social media platforms primed and
polished, shall we? 
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SOCIAL MEDIA 101 

A quick word of explanation upfront, especially for those who
have found the way we’ve designed our other resources helpful. 
 
We’re going to depart from our usual habit of dishing out
copious screenshots with this guide, useful though that might
have proved. Why would we do this? Because social media
platforms have a nasty habit of regularly rearranging their
"furniture". Why do they do that? To keep us all guessing. To
keep people like me from helping people like you. To keep in
control. I’m just speculating (read: ranting), of course, but it does
bring up a critical point at the very outset of this SM guide. 
 
In building an online presence on social media remember that
you’re doing so on someone else’s online turf. 
 
Your Facebook page, with all the followers you have built, all the
information you have gathered, and all the great content and
links you have acquired ... is NOT yours. 
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Let me repeat that because I know you didn’t get it. 
 
You are borrowing a little piece of Facebook’s cyberspace, rent-
free remember, and you can be evicted at any time. Many a
horror story is told of people losing their entire hard-earned
mass of followers. Because of a policy change, an interface
shift or a glitch. Just like that. No warning; no explanation. No
apology. And if you have a Facebook business page, which you
should have, you need to know that Facebook actively limits
your reach. Why? To urge you into utilising their advertising
services. 
 
Not fair, you say? I disagree. Politely, of course. You and I pay
nothing for the fantastic technology they provide, and they’re
entitled to engineer their platform to derive what benefit they
can from it. I know I would. And I’m sure you would, too. 
 
Am I a Facebook associate in disguise? No. It’s just good to
remind myself of this reality before I start to feel entitled. 
 
More than merely reining in misplaced expectations, there is an
important, practical point in all this waffle. And here it is... 
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Work hard at funnelling all your social media activity back to
your website, onto your online turf ... where you’re in charge
and where you call the shots. 
 
Social media is, first, a conveyor belt to disseminate your
website’s content to the world; second, it’s a halfway house to
engage potential fans; and third, it’s a funnel to channel back
your growing fan base to your online property. 
 
Of course, it may be more than that when you use it for
personal use. But we are talking about your business here, and
specifically how to use social media for this purpose. 
 
So, conveyor belt for DISSEMINATION. 
 
Halfway house for ENGAGEMENT. 
 
Funnel to CHANNEL BACK traffic to your online home. 
 
Got it? Good. 
 
So, while it’s not always easily done, and it seldom runs
perfectly or smoothly or perfectly smoothly, keep this in mind
as we now talk all things social media. 
 
 
 
 
Page 12 



© SEO WEB Designs

STEP 1 

The purpose of social media is rather obvious: the utilisation
of electronic tools to enable users to network in virtual
communities on the Internet. Yeah, that’s perhaps not the
sexiest way to put it. Okay, it’s to show off pictures of your
new [add appropriate noun here]. 
 
Now, every SM platform has its own way of achieving this
lofty goal. For example, Facebook is the all-rounder, allowing
for a good mix of content and multimedia. Pinterest,
Instagram and Flickr put the spotlight on images, of course.
LinkedIn specialises in business-minded users. Twitter?
Twitter is like a billion people shouting all at once—with no
one bothering to listen. 
 
And that’s just skimming the surface. 
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But here’s the thing. Pick the social media platforms that best sync with
your business, and work them well. It is better to use less platforms and
maximise them than spread yourself thinly across too many. 
 
How do you know which social media platforms align with your
business goals?  
 
The answer to that question lies in yet another question: Which
platforms do your intended audience utilise?  
 
If social media is about addressing your audience, engaging your
audience and inviting your audience back to your online turf, it goes
without saying that the "best" social media platforms are the ones your
audience uses. 
 
Rocket science, I know. 
 
Now that I've dispensed with such ground-breaking wisdom, here's
some more earth-rattling advice. 
 
Reading how each SM platform describes itself gives us a good start in
understanding how each platform could work for us. 
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Here are a few of the bigger platforms and what they say about
themselves: 
 
Facebook is a social utility that connects people with friends and others
who work, study and live around them. 
 
Twitter is an online social networking service that enables users to
send and read short 280-character messages called “tweets”. Connect
with your friends—and other fascinating people. Get in-the-moment
updates on the things that interest you. 
 
LinkedIn is a business-oriented social networking service. Manage your
professional identity. Build and engage with your professional network.
Access knowledge, insights and opportunities. 
 
Instagram is a free and simple way to share your life and keep up with
other people. Capture and share the world's moments. 
 
Pinterest is a visual discovery tool that you can use to find ideas for all
your projects and interests. 
 
Tumblr: Post anything (from anywhere!), customize everything, and find
and follow what you love. 
 
Flickr: Picture galleries available with social networking, chat, groups,
and photo ratings. 
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PS. What about Google+? Google has been deprecating this failed
platform since January 2017. And while not technically a social media
platform per se, we cover Google My Business at the end of this guide. 
 
*** 
 
Interesting stuff. By the way, aren’t you glad Twitter clarifies what a
“tweet” is? Say what you really, really mean in 280 characters. Yeah, I
thought everyone was just shouting at me. (Since November 2017, the
original 140-limit was doubled to 280 characters. Now you can really
express yourself.) 
 
Most people can manage three to four platforms well, especially if
there’s some variety between them. Facebook, LinkedIn, Twitter and
Instagram, for instance, are very different animals from one another,
allowing for breadth and diversity. And unless you’re a photographer or
artist, I’m not sure there’s much value in using Pinterest, Instagram 
AND Flickr, for example. Instead, pick one and work it well. Plus,
quadruplicating exactly the same comment may be quicker, but it lacks
punch … unless you’ve been able to build separate audiences for each
platform. 
 
Okay, you’ve got Step 1 covered. Pick your social media platforms
carefully … and use them purposefully. 
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STEP 2 

For the sake of this resource, I’m going to demonstrate
principles applicable to all social media platforms by picking
on two: Facebook and Twitter. Why these two? Well, both
Facebook and Twitter remain the Internet’s juggernaut SMs,
even though Facebook is losing large chunks of the SM pie
as we speak. (See Social Media Market Share at the end of
this guide. Hello, Pinterest.) 
 
Okay, on to Step 2. 
 
Every SM platform gives you the chance to tell your story. To
describe who you are and what you’re all about. Your pitch.
Your identity. Your unique selling points (USPs). 
 
So, tell me. Why do we see so many SM profiles that look
like this? 
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The platform is ‘live,’ but no one’s home.  
 
I’ve blotted out the name, but 1,133 viewers came to see this Google+
profile. That’s 1,133 missed opportunities to make an impression. 
 
How does that saying about first impressions go? Yeah, you don’t get a
second chance. 
 
And this is not just a mistake made on Google+. Twitter is heaving with
profiles that look like this: 
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Again, I’ve blotted out the name, but seriously? 
 
Rather delete your account than allow your name and business identity
to be associated with this kind of online faux pas. It’s taking egg on
your face to a whole new level. (Sorry, bad Twitter joke.) 
 
Because whether we like it or not, people make judgments based on
how we come across on social media. 
 
So, let's do this properly, shall we? 
 
Facebook requires that you open a personal account, or Profile, before
you open a business Page. The distinction is important. 
 
Your Facebook Profile is your personal platform. 
Your Facebook Page is your business platform. 
 
That provides two options to make a good impression. 
 
Twitter provides just one, and asks you to nail a good pitch in 160
characters. 
 
Here's the point. Make sure you utilise every option available to share
your story and to profile what you offer. 
 
Not only is this a "free promotional" opportunity, but each SM platform
uses the info you provide in their search algorithm to help users find
you. Botch this and you hurt yourself TWICE. 
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Here are a couple of pointers to consider when completing your info
on your chosen SM platforms: 
 
(1) Aside from your business tagline and slogans (if you have these),
avoid duplicating any content from your website on your SM platforms.  
 
Your website content must be unique. You certainly don't want your 
SM profile or page competing with your website in search results. 
Work hard at creating fresh content for your SM platforms. 
 
(2) Make sure you include relevant links back to your website. 
 
It goes without saying that you should include a link back to your
website's Homepage, but also look for the opportunity to link back to
other important pages, such as your product/service pages, and
important blog posts. 
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STEP 3 

It goes without saying that we ought to play nicely in
someone else’s house. Respecting the House Rules of the
SM platforms you use is not just professional netiquette but
common decency. 
 
And here’s another reason if you think I’m being overly
obsequious. Because of the emotional chasm that social
media puts between you and your audience, perception is
reality. Or at least, that’s the banner we’ve got to operate
under. The way I’m perceived on social media is what
potential clients will believe about me. 
 
However, Step 3 is not just a call to do no harm. Rather, it’s
a call to do all the good you can. 
 
In other words, use each SM platform to show your
professionalism, to demonstrate your values, to model your
commitment to excellence. Use social media to make the
world a better place. In a nutshell: add value to others. 
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This is a game changer, so I'll say it again. 
 
Add value to others. 
 
Yes, social media gives us the opportunity to add value to our world.
To enrich others. To bless others. To make others smile. 
 
Create great value-adding content and offer it to your audience. 
 
Now, if that doesn't light your fire, let me remind you of the other side
of this. 
 
Most people don't have the stomach for overt self-promotion and can
smell it coming a mile away. 
 
If we bang away on our SM platforms trying to sell our stuff, get our
message across, push our thing, yadda, yadda, yadda, without
respecting our audience, without first adding value ... we'll lose our
audience. 
 
Convinced? Great. 
 
Okay, so, inspired by this high calling, here’s some rather down-to-
earth advice. 
 
3:1. Yep, 3:1. 
 
Let me explain. 
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The 3:1 Rule 
 
What’s your knee-jerk reaction to this Twitter feed? 
 
 
 
 
 
 
 
 
 
 
 
Yuck? Spam? Run? All three? Yeah, me too. 
 
No one likes a thread that’s chock-full of links. Even a thread chock-
full of "pretty links" looks ugly. Like a minefield. 
 
The 3:1 Rule is simply this. Add three non-linked posts for every post
you share that does include a link back to your website. 
 
And yes, my Twitter account doesn’t actually look like that. It was 
for your benefit, dear reader, that I temporarily abused my Twitter
account. 
 
If not links in every post, then what do I post? 
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Good point. 
 
Finding value-adding content for a range of SM platforms can be a
challenge. Of course, answering Facebook’s question, What’s on your
mind? is easy to do on your personal account, but you don’t really want
to vent about the peak-hour traffic you chewed all the way into work on
your business page. And the creepy What have you been up to?
question doesn’t help either. 
 
Using multimedia, inspirational quotes, and random (but tactful)
musings all help enliven and personalise your SM thread. To generate
some ideas for you, consider this list of 7 Cs to grab attention. (Most
marketing efforts and adverts are pitched in one or more of these
categories. Why? Because they induce the “catchy” factor.) 
 
• Current – trending local or global news. 
• Comical – who doesn’t like to laugh? 
• Corny – yep, we also like the cheese. (And remember, one man’s
comic is another man’s corn). 
• Cute – anything that begets the Aww effect. 
• Concern – tugging at the sympathy strings. 
• Controversial – whatever gets the blood flowing and passions
roused. 
• Clever – earning the nod of approval. 
 
Post regular, catchy, non-linked VALUE-ADDING content to keep your
SM feeds active and engaging. 
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Here are some ideas considered cast-in-concrete winners to
incorporate into your VALUE-ADDING approach... 
 
• Using multimedia increases interaction. 
• Using emoticons and asking questions increases comments. 
• Using shorter (punchy) posts increases engagement. 
• Using giveaways or running contests increase participation. 
 
And remember, responding promptly to engagement multiples
engagement. 
 
     A quick shout-out: meet your new best friend to help you create  
     engaging graphics quickly and professionally: 
 
           https://www.canva.com/ 
 
 
Now, into the mix, confidently share your value-adding blog posts to
your SM platforms, inviting your audience back to your website. 
 
Yep, along with an engaging graphic, add a short call-to-action and
include a link to your value-adding blog article. Easy as. 
 
 
"Okay, got it," I hear you say, "but when is the best time to do all this?" 
 
That leads rather aptly to our next point. 
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STEP 4 

Let’s use an extreme example to make a point. If you’re
trying to reach a local audience, disseminating that gripping
blog post that took you 40 hours to craft via social media at
2:00am is not smart. 
 
Don’t be r-r-r-ridiculous. *Said in my best Myposian accent* 
 
Oops! I’m showing my age now. Actually, everybody’s
favourite Myposian and his luckless cusin Larry Apleton
were back on the small screen recently for a re-run, and my
kids fell in love with these Perfect Strangers like they were
long-time family members. Balki’s description of America as
the Land of my dreams and the home of the Whopper, is still
one of my favourite TV lines. 
 
Anyway, this little trip down memory lane isn’t as off-topic
as you may think. Balki Bartokomous was, of course, a
shepherd on Mypos before he headed for Chicago, and this
step of the guide is all about knowing your flock. Get  
out of the city! 
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Yeah, you can connect anything if you have a will and a way. SM
taught us this. 
 
Anyway, back on topic. If you want to do the Dance of Joy more often
than not, in order to optimise your reach on any given SM platform, get
to know when your audience is most inclined to be using it. 
 
This is a little trial and error, and is completely dependent on your
industry, niche and specific audience. The best way is to monitor your
own successes and failures by analysing the analytics your platform
provides. Hence, the title of this fourth step: know thy flock. 
 
Can you give me a generally speaking though? 
 
Even that’s difficult. Studies are often done on the subject, but they’re
just as often confusing and contradictory. Leveraged sample sizes
and a reliance on big brand statistics askew the results, in my opinion. 
 
That said, Quicksprout* has done a bang-up job of creating an
infographic with the best times to post on various social media. I
highly recommend it. Their information about Pinterest is interesting
and makes my opening extreme example sound lame and tame. 
 
FastCompany* also has a great infographic comparing best and worst
times that is worth checking out. 
 
*See links at the back of this guide. 
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Here are some thoughts for you to consider: 
 
• When would your prospective audience most likely be looking for
you? During work hours, as an escape from work ... or after hours,
once work is done? As Buddy Media claims, “The less people want to
be at work, the more they are on Facebook.” 
 
• When would your prospective audience prioritise looking for you? At
the start of the week as part of their own business to-do list, at the end
of the week as a reprieve from work, or with their feet up on the
weekend? 
 
• What are the demographics of your prospective audience and how
does that influence the above questions? 
 
So, yes, consult general research but then conduct your own. You’ll no
doubt find your flock has their own unique engagement patterns. 
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STEP 5 

Facebook et al. can offer their platforms free of charge
because they make a heap of dough off their PPC
advertising services. And because PPC—Pay per click—
advertising works. 
 
Pay per click is simply the amount you spend per
advertisement clicked, and it offers you a good Return on
Investment (ROI) … if your “adverts” attract the audience you
want. 
 
In my opinion, Facebook does a great job of explaining the
concept, and so rather than regurgitating what they say
there, let me just offer two points of advice: 
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1.) Invest in your Big Promos. 
 
We started this resource speaking about buzz and momentum. And
we’ve mentioned the importance of adding regular, engaging, non-
linked posts to your SM platform feeds. Plus, we spoke about offering
value-adding links to your engaged audience that funnels traffic back
to your website. 
 
Great. You’re a natural! 
 
Now, as the buzz is starting to ... well, buzz, and the momentum is
well, building, it’s time for a Big Promo. This may be a special you’re
running, a discount on offer, or perhaps even a giveaway—a great
tactic to drive new traffic to your website, by the way. 
 
When you really want to make a splash—you’re busting to hit that
spike in momentum and push the buzz over the top—run a three to five
day PPC campaign on your best functioning SM platform. 
 
Even at just $10 a day, you may pull up some trees. (And with PPC, you
can set the daily budget so that it never gets away from you.) 
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2.) Don’t be too novel or overly catchy in your paid-for promos. 
 
This may sound like I’m contradicting myself. So let me try to be as
clear as possible. When it comes to free, be as current, comical, corny,
cute, concerned, controversial or as clever as you can. With free, any
SM traffic is good SM traffic. 
 
But when you’re paying for it, you want targeted traffic. There’s no
point in attracting, let's say, a college football player, on the hunt for a
cheap laugh, via a ridiculously funny, innuendo-wrought advert when
you’re offering a discount on a classy maternity photography session,
for instance. (You have to admit that extreme typecasting does make 
for the best examples.) 
 
Be as specific as you can in setting up your audience in your PPC
campaign (Facebook and co. offer myriad fields to zero-in on your
target market) and then craft an advert that appeals directly to this
target audience. 
 
Imagine Customer Joe or Client Jane in your head and pitch the advert
to address their perceived need. As Fred Gleeck says, “Combine your
customer’s greatest need with your product’s greatest benefit." 
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STEP 6 

Spraying your messages and activities around social media
is a great start. And if you’re doing it well, no contribution is
wasted. 
 
However, after dissemination (think: conveyor belt), the next
goal is engagement (think: halfway house). The objective is
to connect with your prospective clients. 
 
This is relatively simple when someone, for example, likes
your post on Facebook. Acknowledging a response is both
polite and it begets goodwill. 
 
Following up positive responses or questions and tending to
iffy feedback are part and parcel of running a professional
business. 
 
But what if people are talking (online) about you behind your
(cyber) back? 
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How great would it be if you could find out where people are bragging
about you on their websites, or on their online turf? Or how good would
it be if you could find out where dissatisfied clients are whinging about
your product and service? So you can nuke the suckers—I mean,
engage in some level-headed, tactful damage control? 
 
How cool would it be if you could keep track of your online footprint? 
 
Well, you can. Of course you can. This is the twenty-first century and
anything is possible. Just about. 
 
By using either Mention or BuzzSumo, you can track wherever you are
mentioned on the Internet. 
 
While both offer premium packages, their free options are usually
sufficient to get busy and effective with a fairly robust Big Brother, um,
I mean to say, customer service campaign. 
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STEP 7 

Social media can be a lot of fun … and it can be downright
exhausting. It can also suck you in and rob your focus from
your core business. So, remember what we said about
sustainable buzz and momentum. It's about working smarter
not harder. The following ideas may help. 
 
Work in time frames… 
 
Schedule your marketing efforts into time frames that suit
your natural rhythms. You may find it helpful to get onto
social media for the first thirty minutes of each working day
when you’re feeling fresh and bouncy. Unless you’re not that
kind of morning person. Then maybe look at grabbing thirty
minutes during that lunch hour you never really take. 
 
Whatever works for you, think time frames: schedule in the
time or you will never find the time. (Or you’ll blow all your
time on SM!) 
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Plan in projects… 
 
Sync your social media efforts around your blog posts or resource-
creating projects. If you’re carving out 2-3 hours every second week to
create a zinger of a blog post, ask yourself how you can use social
media not merely to present what you have freshly published, but to
also preview what you’re working on before it’s published (share hints,
teasers, etc.). And when it comes to that Big Promo, use as much
energy to build up the buzz before the actual promotion. 
 
Promote in threes… 
 
Or fives. Or sevens. There’s no magic number here, save to say,
momentum is only created by a consecutive series of engaging events
(or in this case, SM posts). 
 
You’ve heard about the straw that broke the camel’s back, right? 
 
I’m not sure how many bales of hay it took to perform that cruel act, or
who the guilty party was. But I do know this: they sure understood the
concept of building momentum. 
 
Three phrases may help you to promote in threes: 
 
Teaser, Event, Follow-up. 
 
Let me explain. 
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Rather than just randomly posting to social media, ask: “What do we
want to promote and how can we do so in a sustained blitz rather than
a single shot?” 
 
Teaser, Event and Follow-up help to plan the sustained blitz. 
 
Teasers create expectation that something is coming. The Event is the
big reveal, which may be a new blog article or a competition or
important news. Follow-up spins the buzz a little further (sharing
feedback or the competition winner, etc.). 
 
In other words, initiate buzz through Teasers. Then go big on 
the Event, boosting it if possible. Ride the wave as far as you can 
via Follow-up. You've just experienced a little momentum. 
 
Got it? Good. 
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CONCLUSION 

"Help! My brain is going to explode!" 
 
If you’re struggling to manage this all, and your brain feels
like it’s muddled and scrambled, and you’d like to manage
your social media platforms in one place, and you now need
a snorkel and oxygen tank to keep up with the length of this
sentence, Hootsuite is the answer to your dreams. 
 
Breathe. And take another lung-filling breath. 
 
You can execute campaigns across multiple SM platforms
from one dashboard and manage your social media
accounts, track conversations, schedule messages and
measure your results with comprehensive analytics. And
yes, along with their paid-for plans, they do offer a free
option. 
 
Right, managing effective social media campaigns is an
important skill to master. So, let's quickly recap on the three-
pronged purpose of social media... 
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Social media is a... 
 
• conveyor belt for DISSEMINATION. 
 
     Share both your value-adding, non-linked content and your 
     value-adding, linked content at a ratio of 3:1. 
 
• halfway house for ENGAGEMENT. 
 
     Be personable, build trust and aim for maximum engagement 
     with your audience. 
 
• funnel to CHANNEL BACK traffic to your online home. 
 
     Invite your audience back to your online turf. And think through 
     what you do with them when they accept your invitation. 
     (This is another topic in itself!) 
 
 
What now? 
 
An effective social media campaign is the first step in building a
comprehensive network portfolio. You may want to check the next
page for further resources. 
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RESOURCES 

Along with our website packages and targeted SEO services,
you can also purchase the following resource guides: 
 
How to Write a Blog Post that gets Google 
 
In this 43-page guide, we lay the bedrock foundation to a
winning SEO formula for content marketing. Covering
multiple specific on-page SEO metrics with helpful
screenshots, tips and tricks, including a handy checklist,
you’ll become a bona fide SEO master blogger by the time
you’re done. 
 
Building a Comprehensive Network Portfolio 
 
In this mind-boggling 40-page guide, we unlock the secrets
to an organic backlink structure with multiple robust, proven
strategies and tactics. There really is no better resource
around on the subject. We’re so confident of that claim that
we’ll refund your money if you can prove us wrong. 
 
 
* Our clients get the above guides free. 
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GOOGLE MY BUSINESS 

While technically not a social media platform per se, 
Google My Business is a must for local businesses and
organisations. It is absolutely essential if you want your
business to appear in local search and on Google Maps.
Plus, it's free. Yep, free. 
 
Okay, I know this is where some screenshots would be
dynamite. Believe me, I’ve done this exercise a few times 
(in various blog posts) and Google has made me look like 
a fool too many times. Outdated screenshots are more
disorientating and frustrating than no screenshots. 
 
Fool me once, shame on Google. Fool me four times, and
I’ve finally wised up. 
 
So, you’ll have to fly solo and allow my voice to guide you.
Ooh. Let’s play Star Wars. I’ll be Obi-Wan Kenobi and you
can be Luke on your way to confront Vader. Or Leia … doing
whatever Leia did. No, wait. That means I’m a creepy dead
guy who, what? Can see everything you’re doing? Okay, let’s
not play that game. 
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Registering for Google My Business is pretty straight forward, at least
it is in the latest version of Google’s perpetual Game of (Musical)
"Interfaces". 
 
Simply go to https://www.google.com.au/business/ and hit the 
"Start Now" button. (It goes without saying that you'll need a 
Google Account. Again, it is free.) 
 
Enter your physical location to see whether your business has already
been registered. 
 
Now, follow the prompts and complete your profile in as much detail
as possible. (You can edit your info later but make sure you pay
attention to important details, as your info will be made public via
Google My Business. For instance, make sure you provide accurate
operating hours. If you've disclosed different opening times on your
website or another business listing, Google will flag it.) 
 
Google will then send you a verification code to your physical location
via snail mail within 10 days. When you receive the code, complete the
verification process and you're good to go. 
 
There are some helpful features offered via your Google My Business
portal, such as Google Reviews and Google Posts. Make sure you're
utilising all Google offers to enhance your presence on local search. 
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SOCIAL MEDIA MARKET SHARE 

In Australia as of August 2017 
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http://gs.statcounter.com/social-media-
stats/all/australia/#monthly-201708-201708-bar 
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SOCIAL MEDIA MARKET SHARE 

In Australia as of August 2018 

Page 43 

0

14

28

42

Fac
eb

oo
k 6

2.2
6%

Pint
ere

st 
21

.31
%

Twitte
r 5

.86
%

Ins
tag

ram
 3.

14
%

Tum
blr

 2.
65

%

56

70

 
Facebook is hemorrhaging market share after their recent 
data privacy blunders. 
 
Biggest winner? Pinterest ... but all the other platforms have
benefited, too. 
 
SOURCE 
http://gs.statcounter.com/social-media-
stats/all/australia/#monthly-201808-201808-bar 
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HELPFUL LINKS 

BuzzSumo 
https://buzzsumo.com 
 
FastCompany 
https://www.fastcompany.com/3036184/how-to-be-a-
success-at-everything/the-best-and-worst-times-to-post-on-
social-media-infograph 
 
Hootsuite 
https://hootsuite.com 
 
Mention 
https://mention.com 
 
Quicksprout 
https://www.quicksprout.com/2015/01/02/what-are-the-
best-times-to-post-on-social-media 
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