
Social media for business in 10 easy steps
Engaging with your audience is made easier than ever through the use 
of social media. However, this audience has high expectations; according 
to current research, 42% percent of consumers who complain about 
products on social media expect a response within one hour. The high 
volume of content on social media platforms and the high expectations 
of your audience mean you’ll need top-notch tactics to be heard and to 
keep everyone happy and engaged. Follow these guidelines to lift your 
engagement and make social media central to your communications 
strategy.

1. Learn when your audience is most 
active online

Each social media platform has different peak 
hours, and each user group may use social media 
at different times. Test posts at different times of 
the day to see which ones get the most visibility 
to figure out when your audience is most active. 
Tools such as Cision Social Media, Followerwonk, 
Who Talking, Facebook Insights and good ol’ 
Google Analytics can help you determine who your 
audience is, which platforms they are most active 
on and when they are likely to interact with your 
content online, and publish your posts accordingly. 
This is especially pertinent if you are targeting 
particular geographic locations - be they local or 
international. Experiment with scheduled tweets 
and posts to get your message out when your target 
audience is most likely to see and share.  

2. Tap into your social media 
community for content
Social media success starts at home. Most 
companies that already have a social media 
presence will most likely be sitting on a mine of 
valuable information in user-generated content 
that can go a long way, without too much effort. 
Pictures of consumers interacting with your product 
or comments generated from a previous post or 
hashtag can all be repurposed in fun and interesting 
ways allowing your core community to be a part of 
your brand’s story – while also making the most of 
the content that’s obviously of proven social value. 

3. Lean on influencers

Social media is a great medium to interact with 
consumers but it is also an effective route to 
engage the powerful media contacts in your 
industry who have the ability to push your story 
out to other influencers in their network. However, 
simply identifying key influencers is not enough - 
you have to be able to engage in conversation with 
them and monitor and analyse these interactions 
for it to actually have an impact on your overall 
communications. 
Cision’s Influencer Search allows you to mine real-
time conversations on social media so you can 
tailor and target your content accordingly. Using 
hashtags or Twitter handles, the tool enables you to 
quickly identify pitchable media contacts and then 
rank these contacts by Cision’s influencer score.
Further, social demographic data on influencers 
can be useful in better understanding the digital 
influence of media contacts with a breakdown by 
gender, age, income and interest of their network. 

4. Keep content relevant and timely
Companies using social media often do so with the 
goal of talking directly to customers and getting 
them to talk back. An even better strategy is to 
get customers to interact with each other. Rather 
than pushing out links and directing your audience 
away from your social media account, try to mix 
in conversational topics. Follow the social media 
‘Rule of Thirds’ - 1/3 should be your own content, 
1/3 should be curated content, and 1/3 should be 
engagement. 
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Try different strategies on different platforms. Try 
posting a video on Facebook or Instagram, starting 
a discussion on LinkedIn or ask a pertinent and 
timely question on Twitter to get people talking 
and interacting with your brand.
Keep in mind that to be an industry thought leader, 
it is important to lead discussions pertinent to your 
industry. Posting original content on trends or 
joining conversations real-time on social media (so-
called‘newsjacking’) gives your brand a voice.
Social media monitoring is also a great way to find 
out what your competition is talking about so that 
you are constantly in the know, and ahead of the 
game. 
Tools such as Radian6, TweetDeck and Cision 
Social Media help you manage multiple channels 
simultaneously while tracking brand mentions and 
evaluating performance. Introduce social metrics to 
your weekly reports and include social statistics in 
your marketing funnel.

5. Stay socially engaging
Consumers often use social media to communicate 
their opinions to companies and brands that 
they follow. It is therefore a good idea to run 
competitions and create polls to learn more about 
your audience and encourage engagement. For 
example, you can create a post asking followers to 
“Like” to choose one option and “Share” to choose 
another. For Twitter, Facebook, Pinterest, and 
Instagram you can leverage distinct hashtags. 
Such activity not only helps keep your audience 
connected to your brand but also gives you room 
to experiment with fresh, creative and interesting 
ideas.

6. Create and adhere to social media 
company guidelines
While social media engagement undoubtedly 
does wonders for a brand, a slight mishap in 
its management can do double the amount of 
damage. 
JPMorgan, British Gas and Ryanair have all felt the 
heat of social media interactions going drastically 
wrong, lowering public trust in the brands. This is 
because the global social media community is vast 

and very active - reputations built over years are 
susceptible to suffer in a matter of a few #fails. 
For this reason, having a trained social media 
team or a designated communications manager 
is imperative for every brand’s success on social 
media. 
Well thought out social media policies for the 
business is further recommended as it keeps 
the conversation tone consistent and within the 
framework of what is beneficial to company’s 
reputation and legal interests. 

7. Social selling
Social selling is the latest buzzword in e-commerce 
today. What does it mean? It essentially makes 
use of the digital footprint of employees within 
the organisation by starting the lead generation 
process from social channels such as LinkedIn or 
Twitter. 
By sharing the right stories, creating pertinent 
content and interacting regularly with key 
audiences and promoting branded content, 
sales reps will be able to create awareness of the 
company in a less formal setting. 
However, when considering social selling, it is more 
important than ever to refer to  point 6 above on 
companies adhering to social media guidelines. To 
get it right, social sales teams should work closely 
with the social media teams or representative 
in creating a clear and positive communications 
strategy. 
A handy tip would be to use social selling to build 
relationships with key people but leaving the actual 
selling offline and in line with traditional business 
practices. 

8. Show off your personality
Once the social media accounts of the company 
are in good hands, it is a fun place to show off the 
personality behind the brand and away from the 
‘About Us’ page. 
By sharing photos that illustrate your company 
culture or updates on celebrations and public 
announcements, you make the brand more 
approachable to audiences. 
Make use of platforms such as Vine, Pinterest, or use 
YouTube or Google+ Hangouts to bring the brand 
to life. 
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9. Pictures spark a 1,000 shares
Leverage multimedia content to drive engagement, 
interaction, and consider posting videos, photos, 
and infographics more frequently. If you are linking 
to a blog post, be sure to add an accompanying 
image. 
Research shows that posts with photos receive 53% 
more Likes, 104% more comments and a whopping 
84% more click-throughs on links. On Facebook, 
images are given a higher priority than text-only 
posts through the social network’s EdgeRank 
algorithm. To boost engagement, post multimedia 
content which is unique, colorful, and highly 
shareable.

10. You’re in the year of micro video

Social media is all about succinct yet timely 
communications, and video fits right into the 
paradigm – made easier now with micro-video 
platforms. Marketing magazine forecast 2014 to be 
the year of micro-video and the prediction seems to 
be playing out well so far. Vine, Instagram Video and 
SnapChat are among micro video platforms recently  
launched that are being used by top brands as part 
of their marketing mix. 
However, uploading videos for the sake of it can 
be futile unless it is entertaining, informative and 
intriguing.
So whether it is a video post, consumer response 
or product promotion, videos should be used to 
make it easier for your audience to understand the 
message and compel them to want to share it on 
their network. 

To find out more how Cision can help 
your business achieve social media 
success, call us on 0800 358 3110 or 
email us at info.uk@cision.com
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