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Do you ever ask yourself, ‘How do I use 

     Social Media for my Business?’ 

Or, can Social Media help me make more money in my business?   

Antony Welfare has been using Social Media for a number of years and in a number 
of businesses, to increase their online profile and help grow the business.

He is both an Ecommerce and Social Media expert and is often seen on TV talking 
about his specialist subject.He is the about his specialist subject.He is the Author of ‘The Retail Handbook’ and also advises 
the National UK Digital Business Skills programme. In this book he shares the 
strategies he has successfully used, and how the same principles can help you to build 
your business, and grow a following of customers who love you and your products.

The E-Revolution has changed the world of business

Ecommerce businesses have used the internet, and social media, to make our world 
a much more connected and technology led environment.  The speed of the growth 
of the internet, the technologies and social media, which make up the E-Revolution 
has allowed transactions to happen online. 

Once transactions started happening online, the business world we knew changed.  
Online transactions and trading has opened up a nOnline transactions and trading has opened up a new world to all businesses.  

We are now in a time when all businesses must start 
to utilise the world we now live in where “E-Transactions”
 are common place and growing. 

The E-Revolution is allowing every business to transact 
mobile-wise and technically -wise anywhere in the world 
at any time.

This book This book tells you, step-by-step what to do to raise your 
social media presence and grow your business.

“Having a presence on the internet is a must for every business, 
and social media profiles are cheapest and the simplest way to 
                               establish an online presence.”

 ‘Social Media Essentials
   for a Growing Business’
     by Antony Welfare
UK £12     €15    USA $20
         Limited Edition
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This book is for you if...

 

• your current Social Media isn’t genera  ng good 

enough results

• you think that Social Media is just a waste of  me

• you need to know what works and what doesn’t

• you don’t have a proper Social Media strategy

• you needs to be more easily ‘discovered’ by poten  al 

customers

• you need to understand what are the most eff ec  ve 

pla  orms for your customers

• you want to avoid the most common mistakes that 

businesses make on Social Media.
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Tes  monials

Antony Welfare provides a holis  c account of not only how Social 

Media has evolved to become THE dominant marke  ng tool, but also 

provides key insight into how Social Media can change how business 

is conducted. This book provides easy-to-understand steps that show 

how Social Media can increase your market share via intelligent 

applica  on and careful strategic posi  oning.

Chris Davies

Managing Director, Engage Insight 

-------

Antony is steeped in sales and passionate about Social Media. This 

book covers everything from the basic ‘What is Social Media?’ through 

to what the future might hold. But the bit in the middle is priceless for 

any business – how to create your Social Media strategy presented in 

a straigh  orward and easy plan to be implemented today. Enjoy!

Sue Ingram

Execu  ve Coach

-------

People are usually caught in one of two categories; 1. Knowing about 

Social Media but not understanding why they should get involved; 

2. Ge   ng wholeheartedly involved but not ge   ng results – and 

s  ll wondering why. With this book, it really puts everything into 

perspec  ve in a clear concise read that can be used to build your 

strategy. Social Media is here to stay. People are jumping on the 

bandwagon without a clear understanding of why and therefore not 

u  lising this massive marke  ng tool – and it’s FREE! Antony sets out 

the why, the when and, quite simply, the how. An essen  al read for 

anyone in business.

Gill Tiney

Co-founder of BeCollabora  on, interna  onal speaker, author and  coach
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As a business owner, I loved Antony Welfare’s encouragement 

to see that your Social Media community is one and the same as 

your customer base – and that it’s now absolutely vital to be part 

of the E-Revolu  on. A website alone won’t do; we simply must now 

embrace the global opportuni  es off ered to us via the technology of 

today AND tomorrow. Do you know your company’s keywords? Do 

you ‘get’ the power of hashtags? Is your LinkedIn profi le working hard 

for you? If not, you’re missing huge tricks. Showing all the advantages 

and disadvantages for each Social Media channel and how to use 

them to gain sales, this book equips you, in easy-to-understand terms 

(no web Klingon required!) to take your business to the level it needs 

to compete with one and all, just by selling and marke  ng products 

using the online Social Media models. It’s like gaining a huge online 

High Street presence without any real estate costs or leaving home! 

Best of all, it’s no ma  er that our marke  ng budget cannot compete 

with the mul  na  onals... because Social Media is free... therefore 

making your investment in this book the best return ever!!

Jane Malyon

Founder and Director, The English Cream Tea Company

-------

This book is an excellent Social Media guide for experts and trusted 

advisers looking to use their book as a marke  ng tool. I will be 

recommending it to my clients.

 

Richard White

Author of ‘Consulta  ve Selling for Professional Services: The Essen  al 

Sales manual for consultants and other trusted advisers’

-------

This prac  cal, down-to-earth guide is an essen  al part of any business 

owner’s toolkit. Antony’s exper  se and passion shines through as 

he clearly illustrates the importance of Social Media and how it can 

revolu  onise your business. Highly recommended.

Prue Nichols

Author of ‘The Natural Laws of Work: How to stay cool, calm and 

collected in the offi  ce’
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In today’s technologically advanced world where there is so much 

informa  on and noise, the challenge for many entrepreneurs is 

how to u  lise, harness, and maximise Social Media to communicate 

their unique message, be heard, engage with their customers, and 

get their product known to the right customer that is ready to buy. 

This book is a brilliantly executed, comprehensive Social Media guide 

for the modern age entrepreneur. Read this book cover to cover and 

implement all the steps discussed; you will nurture the seeds of your 

business to grow and become trees that over and over produce fruits. 

Tony J Selimi

Bestselling Author, and Elite Life and Business Success Coach

-------

This book gave me a very clear roadmap of how to not just to set 

the right goals, but equally important, how to deploy the strategies 

eff ec  vely and effi  ciently to achieve maximum results. The book 

shows me that u  lising li  le of my  me, Social Media has the ability 

to explode my business on a global scale with 100% sustainability 

built into it!

Tina Allton

Co-director of Circle Podiatry. UK’s #1 mul  -award winning private 

podiatry brand

-------

Not only does it guide you beau  fully into the right mindset around 

Social Media, especially if you are a bit averse, but it gives you clear, 

easy and doable steps to create and ac  on an eff ec  ve Social Media 

plan. Highly recommended.

Jessica McGregor Johnson

Life Guide and Mentor - connec  ng you to your spirit, the true heart of you.

Author of ‘The Right T-Shirt’
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This book is dedicated to all business owners                               

who wish to understand what Social Media can do 

for their business and their customers.

I would like to thank my family 

(A, B, C, K, M and V, C and M) 

and all my friends for their 

con  nued love and support.
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Social Media Essentials for a Growing Business

“Social Media is a signifi cant enabler 

to increasing your business success 

for li  le investment, 

but with a high return.”

Antony Welfare
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About Antony Welfare

A
ntony is an experienced Retailer, E-commerce, Digital and 

Finance Consultant. Antony spent 15 years with interna  onal 

retailers, before moving into smaller mul  -channel and pure 

e-commerce retailers. 

Antony is the author of the interna  onal bestseller The Retail 

Handbook and the creator of the UK-wide Digital High Street Skills 

programme. Both the book and the training programme are aimed at 

helping smaller businesses learn from the larger retailers and learn 

how to trade successfully online.

Antony has launched three brand new e-commerce businesses and 

relaunched two fashion brand e-commerce businesses, as well as 

developing the Dixons e-commerce businesses from the beginning.

Antony’s experience in retail is an impressive list of skills and 

achievements, including developing the Store of the Future 

programme for Marks & Spencer, managing the UK e-commerce 

websites for Dixons Retail and integra  ng a newly acquired £80m 

turnover B2B company. 
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He created a new European Shared Service Centre (SSC) where he 

developed the business and implemented SAP. A  er two years, he 

employed 250 people and serviced 11 countries. He later became 

Finance Director for the Dixons Commercial team.

Antony established a pure e-commerce business from scratch, 

launching an en  re brand, range, marke  ng programme in nine 

months. Following this, Antony has developed a number of mul  -

channnel and e-commerce businesses, partnering with the exis  ng 

teams or developing new teams to implement successful businesses.

Antony was born into a family of retailers. In the 1920s, his great 

grandfather Jack, at the age of 26,  set up a very successful provisions 

shop in Kent.

The shop traded successfully for many years with Jack diversifying 

into nurseries and garden centres un  l they were bombed during the 

war. Jack did not let this stop him and he con  nued the shop, and it is 

s  ll trading in Kent to this very day.

Antony’s own career started in a newsagent at the age of 15; Antony 

was soon running the shop on a Saturday and Sunday morning from 

6 a.m. un  l 10 a.m. – no mean feat for a 15-year-old. Managing the 

morning newspaper delivery team, ensuring all the stock was correct 

and dealing with the early morning customers before the weekend 

business started in earnest later in the day. The excitement of 

dealing with stock and customers led him to give up the usual ‘sports 

Wednesday’ at school in preference for some more  me in the shop. 

This is where he dealt with the stock orders and delivery, ensuring the 

shop was able to func  on effi  ciently.

This was when he fell in love with retail, and this progressed 

throughout his life and s  ll to this day. Once at college, he started work 

at Sainsbury’s as a checkout assistant and soon progressed to helping 

the customer service team and coordina  ng the checkout queues.

With retail now fi rmly in his blood, he went to Loughborough to study 

Retail Management for four years. Whilst there, he con  nued to work 
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in Sainsbury’s and would o  en work 30 hours a week, alongside study 

and a hec  c social life.

In 1996, Antony went to Marks and Spencer for his year in industry. 

This is where he started to learn the real detail of running a successful 

retail business. Based in the Chester region, Antony experienced 

the excitement and complica  on of running an extremely large and 

successful M&S store. During the year, he was responsible for the 

Christmas gi   shop, learnt the ways of HR and fi nance, and managed 

the store in Wrexham for two weeks.

On gradua  on, he moved to London to start on the Sainsbury’s 

Graduates Programme, spending one year at HQ in the property area 

and one year in the trading area for Homebase.

He then moved on to Marks and Spencer where he spent fi ve years at 

HQ, learning the trade in areas such as Store Development (where he 

developed the Store of the Future programme), Design, Buying and 

Merchandising, and the Financial Services business. During his  me 

at Marks and Spencer, Antony qualifi ed as a Management Accountant 

(ACMA)

The following fi ve years were spent at Dixons Retail, where he looked 

a  er the UK e-commerce sites, the Dixons chain (now Currys.digital), 

a newly acquired £80m turnover B2B company and fi nally spending 

two years in the Czech Republic crea  ng a new European Shared 

Service (SSC). The SSC was developed and built from scratch, and 

a  er two years it employed 250 people, serviced 11 countries and 

was fi nalist in the European Shared Service of the Year Awards. On 

return from the Czech Republic, Antony was the Finance Director for 

the Commercial team in the UK.

In 2009, he le   Dixons Retail to set up the e-commerce arm of 

SmartWeave. SmartWeave had been set up eight years previously, to 

invent the world’s only fabric which eliminates sweat patches. The 

‘SmartWeave’ technology is patented in the US and China, and is 

pending in the UK and Europe.
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Over the last few years, Antony has worked with many retailers, 

entrepreneurs and fashion brands, developing their retail business 

and growing their online presence and success.

In 2014, Antony created, and rolled out the na  onal training 

programme to get High Street retailers online and working in the 

digital world – Digital High Street Skills in associa  on with People 1st 

and the ATCM.

antony@retailpoten  al.com

@AntonyWelfare

h  p://uk.linkedin.com/in/antonywelfare

facebook.com/AntonyWelfare
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Social Media has come of age - fi nd out what it can 
do for you.
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Preface

Preface

T
he world of Social Media has revolu  onised our lives.  Whether 

we accept it or not, there is no doubt that Social Media is here 

and makes an impact on our everyday life.

I absolutely love Social Media and have embraced it wholly. I live 

my life using Social Media for both business and pleasure. I am a 

technology and gadget person, and Social Media was new to me in 

2007.  It took me a while to get into the world of Social Media, mainly 

due to privacy concerns, but once I fully embraced it, my life changed 

for the be  er.

I can say that thanks to Social Media, I have added a lot of value and 

joy to my personal life and I have added a lot of value to my businesses 

and my own understanding of life.  

The great benefi t of Social Media is when you can share and help your 

community grow and become happier and more informed. This has 

been the biggest benefi t for me and my life.  I can now add value to 

my community in whichever part of the world they live in.

Social Media allows you to see and understand the world like never 

before, and this should not be taken for granted. 

The world of the Internet and Social Media is not without problems, 

but you can manage your risk by using Social Media intelligently. I 

have never experienced any big problems with Social Media.  It takes 

 me to get used to it and understand it for yourself, but once you do, 

it will add value.

I hope this book helps you understand more about the world of

Social Media, and you learn how to market your business and build a 

customer community around your business. 
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Social Media Essentials for a Growing Business

I wish you all the best on your Social Media journey, and I look forward 

to interac  ng with you on your way.

Very best wishes

Antony Welfare

@AntonyWelfare

antony@retailpoten  al.com
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Introduction

Introduc  on

W
elcome to my book, which aims to help you navigate the 

world of Social Media.

In this book, I will discuss the world of Social Media, and more 

importantly what it means for your book and your business.  I will take 

you through my tried and tested processes and help you understand 

which Social Media channel is right for you and your business.  

I have lived in the Social Media world for a few years and have 

experienced amazing connec  ons and life-changing mee  ngs from 

using Social Media.  

Welcome to my book which aims to help you navigate the world of 

Social Media for your growing business.

In this book, I will discuss the world of Social Media, and more 

importantly what it means for your business. I will take you through 

my tried and tested processes and help you understand which Social 

Media channel is right for you and your business.  

I have lived in the Social Media world for a few years and have 

experienced amazing connec  ons and life-changing mee  ngs from 

using Social Media.  

I have wri  en a book specifi cally for you as a growing business, to 

help share my extensive experience over the last few years, growing 

businesses, in part using Social Media.

As described later in the book, I was born into a retailing family, where 

my great-grandfather bought and ran a provisions shop opening in 

1923.
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I spent 15 years in large corporate retailers, and in 2009 I le   that 

all behind and set up a new e-commerce business. This was a new 

challenge for me and we made a great success of the business, in part 

via Social Media. 

Following this success, I have subsequently launched and re-launched 

fi ve e-commerce and retail businesses, all of which were highly driven 

by Social Media.  The use of Social Media to grow a business has now 

become a skill and I advise many companies on e-commerce and 

using Social Media to grow.

Social Media is s  ll a rela  vely new form of marke  ng, and as such, 

there is much misunderstanding and concern.  I have real experience 

in using Social Media to grow businesses and I share that experience 

here in the book.

I am learning more and more about Social Media and businesses every 

day – I know I always will, but I have enough knowledge to share with 

you some of the models and strategies you need to implement now.

I am a structured person, and as such, you will fi nd a number of 

models and processes – I make no apologies for this; I am wri  ng this 

book for you to implement and use some of the ideas and strategies 

in your own business.  They are tried and tested in my businesses and 

the ones that I advise to my clients.
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Not all of the strategies are relevant to every business, but there are 

enough to help all businesses make a diff erence and start to use Social 

Media in a planned and strategic way.  

We have always had business plans and marke  ng plans, so why not 

have a Social Media plan? You need to plan your Social Media and I 

show you how to do this in the book.

The world is changing at speed, and we need to ensure our businesses 

are taking every advantage they can to sa  sfy and impress their 

customers.

To put the current world into perspec  ve, I want to introduce The 

E-Revolu  on. The E-Revolu  on has brought about some very big 

changes to our lives and our business lives. Social Media is one of 

these changes and we are all trying to work out what this new world 

is going to do for our businesses.

Along with all the technological changes, the world of Social Media 

has been born.  It started off  slowly, but gained trac  on and is now a 

major part of our daily lives.

My book is designed to take you through the uses and benefi ts of 

Social Media for your business. Social Media can be used for any 

business, and fi nding the best way to use Social Media is key for a 

successful business.

Remember: your customers are using Social Media, your compe  tors 

are using Social Media…YOU must use Social Media for your business.

Along with all the technological changes, the world of Social Media 

has been born. It started off  slowly, but gained trac  on and is now a 

major part of our daily lives.

My book is designed to take you through the uses and benefi ts of 

Social Media for your business. Social Media can be used for any 

business and fi nding the best way to use it is key for a successful 

business.
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Chapter 1: Introduction to Social Media

Chapter 1: 
Introduction to 
Social Media
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Background to Social Media – It is new and it is global

In this book, we look at the exci  ng and very current world of Social 

Media. Social Media has been around for a few years, but one thing 

that people do not realise is that Social Media is such a recent 

phenomenon, it has really only been ac  ve for 10 years or so. The 

way we use our Social Media accounts on our smartphones, you 

would think we have all grown up with Social Media.

So what is Social Media?

My defi niƟ on of Social Media: 

The interacƟ on of people and communiƟ es 

via electronic methods

We look at Social Media as the various websites, apps and businesses 

that allow people to connect with each other around the world.  

Communica  on and connec  ng is not a new phenomenon, but to do 

this electronically with people around the world is where we have a 

new opportunity and an exci  ng future ahead of us.

The wide adop  on of Social Media by large propor  ons of the 

popula  on, and in being used for businesses, has only really been 

made possible with the improvements in technology; compu  ng 

devices and of course the speed of the Internet. We now have wireless 

access to the Internet via our smartphones and tablets – this has only 

been available in the last fi ve to ten years.

I would argue the widespread adop  on of Social Media is only really 

the last fi ve years or so, even though Facebook (one of the clear 

leaders in Social Media) is 10 years old. At the start, Facebook was 

not anywhere near as big as it is now – it started small and has grown 

to over one billion users, and is s  ll growing.

Just sit back and think about that one fact… on Facebook, YOU can 

connect with one billion people across the whole world…When have 

you ever had the opportunity to do this before?
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If you look at Facebook, then follow some of the other Social Media 

giants, such as Twi  er, LinkedIn etc., they have only been used for 

businesses for the last fi ve years.  It is fair to say that Social Media is 

a new phenomenon, and it has grown much quicker in the last two 

years, even in just the last year.

It is important, at the outset, to understand this growth and the sheer 

fact that Social Media is now incredibly important for business.  In my 

view, if you are not present on Social Media, you are not present in 

the world as it stands today.

Everybody uses Social Media, it is everywhere – the access to Social 

Media channels is now so much bigger than it was, and that is really 

why Social Media seems as though it has been around for a while, but 

it has not. 

The other fascina  ng element of Social Media is that it is a global 

network. You are linking with people in every con  nent, in most 

countries around the en  re globe! Social Media is global, it is 

everywhere – as long as you have got an Internet connec  on, even if 

it is a slow Internet connec  on, you can connect.

Being connected is one of the biggest benefi ts of Social Media – you 

can connect with people you have never even physically seen, or 

speak to people in places you would never even dream of visi  ng.  

Social Media gives you the ability to connect and talk, chat, share 

ideas, share images, share videos and most importantly, and what 

businesses should be doing – share knowledge.

You can share knowledge with people in any corner of the world, 

as long as you have got some sort of Internet connec  on and some 

sort of connected device.  You can learn new knowledge from people 

in every corner of the world and see images from every part of the 

world.  Social Media opens up the world for you and your business.
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Ini  ally Social Media was a local method of communica  on, but 

businesses have woken up to the power of what Social Media can do 

for your business in the commercial context.

So, Social Media is; New, Global and Connected – 

it is the biggest change in the E-RevoluƟ on so far 

and it will only get bigger and beƩ er.

As I men  oned in the start of the book, you must approach Social 

Media, and this book, with an open mindset.  In the book, I will discuss 

the fears people have with Social Media, and I share my own personal 

story about how I fought Social Media un  l I needed to use it. That 

period of my life changed my world, and Social Media was a big part 

of this posi  ve change.

As we start the book, please open your mind and believe me when I 

say that Social Media is easy to use and fun… trust me, you will love 

using Social Media and it will enrich your life forever.
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The history of Social Media

There are many views on how Social Media started.  In this book, I 

discuss what I know from my extensive real-life experience, and share 

the journey that I have seen and been a part of.

Facebook is the start of real Social Media – there were social networks 

before, but I do not believe these made a big diff erence to the world, 

whereas Facebook has led the way and become the biggest network 

so far.

Social Media started as a local communica  on method, namely “The 

Facebook” which was shortened to Facebook quite quickly a  er it was 

launched.  Facebook was invented for people on a university campus 

to chat. That was the main goal of Facebook; to chat, share images, 

tell people where they were going and what fun they were going to 

have.  

This was in 2004, and what has happened since then is that businesses 

have worked out that Social Media is one of the biggest new forms 

of “ge   ng messages out there” – ge   ng business understanding out 

there and making commercial transac  ons happen, like never before.

Social Media has grown signifi cantly in terms of the business 

possibili  es, with the likes of Facebook, Google and Twi  er, who are all 

gearing up for businesses. They want to help businesses communicate 

messages, whether it’s a small business, a microbusiness or a mul  -

billion pound interna  onal business, they are all star  ng to use Social 

Media, but because Social Media is new, people are s  ll fi nding their 

way through this new world. 

As a business owner, you are at the start of this journey for your 

business, and you should have comfort in the fact that nobody really 

knows how Social Media works across all businesses, and we are all 

learning this new world.

In this book, I explore the diff erent Social Media channels and discuss 

what they are used for.  Armed with the knowledge I give you in this 
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book, you will be able to start your journey into Social Media, and fi nd 

what methods and ways work best for you and your business.  

All business owners need to get on board the Social Media train…now; 

it is only going to grow further and it is only going to get bigger.  The 

more people that join Facebook, the more people that join Twi  er 

etc., the more possibili  es you have to share your message and to 

share your messages with people around the world.

There are many diff erent ways you can use Social Media and they are 

evolving and will con  nue to evolve.  Learning what they are today 

will help you understand what will happen as these networks get 

bigger and be  er, and allow you to be a part of this world and not be 

a bystander.
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Social Media is changing the way we do business

Social Media is changing the way we do business; it is changing where 

we sync into our support networks and our business services. The 

business world is becoming a very connected and a non-geographic 

business world.  If you use any Social Media channel, within minutes 

you will fi nd connec  ons around the world – instantly, you can 

connect with people and businesses like never before.

We all need to appreciate that Social Media is here now, and it allows 

us to create our own space in the world; our own exper  se, and our 

own communi  es. 

In the past, we have always strived to be known for something, 

but only really big businesses had the resources and capabili  es to 

be known as the expert in an area that crosses borders. Only big 

businesses could be known for something globally; they could be 

experts in something, and to be worldwide, they had to be big. 

The new world is much be  er; you can be one person and you can 

use your own uniqueness, your own experiences in life, to become an 

expert and share that message with the world. People want to know 

why you are unique and they want to listen to you as the expert in 

your area.

We all have diff erent experiences  in our lives, but we all share things 

in common and being connected, being worldwide, as Social Media 

allows you to be, is the conduit that allows you to share your message, 

and share your exper  se with the world, which then opens up many 

business opportuni  es for you as a business owner.

The business world has adapted to new technologies that have been 

part of the E-Revolu  on. All these technologies are allowing us as 

business owners to become more and more connected. Becoming 

part of a connected community is what drives and grows us as people 

and our businesses.  
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Social Media is the conduit that allows the new technologies of the 

world to be used in a prac  cal way.  For example, sharing videos, 

which contain messages about your business, can now be uploaded 

quickly and shared on many diff erent Social Media channels.  That 

video could reach millions of people in a short space of  me… How 

did this happen in the past? Did this ever happen in the past?

In the past, the way to get your message across was to write to people 

and talk to people face-to-face – this is very  me-consuming and 

allows you to reach a very small propor  on of the popula  on.  

Today, you can use Social Media to reach millions of people who want 

to hear about your business. All it takes is an investment of  me to 

learn the process I will talk you through in this book.
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Focus on your customer – Think “customer” from now on

All types of business from consultancies, advisors, retailers, 

e-commerce, and anything to do with selling to customers, starts 

with your customer, understanding them and giving them what they 

want, and then you have to treat them, look a  er them, and share 

with them.  If you treat a customer well, they will then become part 

of your community and help grow and expand your message in your 

business.

You must understand what it is that your customers are looking for. 

You are not selling them what you think they want; you are selling 

them what you know they want.

Understanding the customer and what they want 

is more important than what you think they want.  

What you think they want is what you want, 

not what they want.

You must understand the customer from their point of view; 

interac  ng with them and asking them the right ques  ons is key to 

running a successful business.

You can only understand your customer by talking to your customer 

and interac  ng with them, and the great thing is that Social Media 

allows you to have a conversa  ons with your customers, whether 

they are in your town, or somewhere else in the world.

In fact, you can use Social Media to fi ne-tune your products and make 

sure that what you are selling is absolutely what there is a demand for.

Using Social Media to understand what your customer wants gives 

you the best product ever, because if you produce the product that 

the customer wants, and via Social Media, you can fi nd out what they 

want; they will tell you.  You can produce the perfect product for your 

customer.  
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In the end, you are solving their needs, you are solving their wants, 

which means they will buy your products, they will buy into what 

your message is and what your community is, but it all starts from 

understanding your customer inside out.

I will let you know at this stage, that throughout this book, I use the 

words “customer” and “community” in the same way.  As a retailer, 

I always think about my customers, but my community is also my 

customer.  Think of them as one and you will fi nd this book of great 

use.
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Know your customers’ habits – Visualise your customers

The saying goes, 

“A happy customer will tell fi ve people, 

whereas an unhappy customer will tell eleven.”

This means that knowing your customer is the only way you can make 

them happy.  How can you make anybody happy if you do not know 

them?

The great part about ge   ng to know your customer, is that once you 

have a happy loyal customer, you can guarantee that the people they 

tell will become loyal new customers. They in turn will deliver more 

poten  al customers to you; this will help grow and develop your 

business and community.

In order to understand your customer, and be able to sell the 

products and services they want, you really need to understand what 

makes them buy your products and services. To do this, you need to 

understand their lifestyle; their likes and dislikes, their daily rou  nes, 

their hobbies, their holiday des  na  ons, the issues that are important 

to them, etc.

Ask them, directly or indirectly, what are their interests, sports, 

hobbies, etc. Use this understanding to model a picture of their lives 

– look for trends in the informa  on you fi nd out.

To gather the customer informa  on, use the resources you have 

around you and use your Social Media networks.
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Possible ways to fi nd out more about your customers:

1. Your team. Good team members will always interact with 

your customers, so ask them what they know about your 

customers’ lifestyles. There will be many areas of your 

customers’ lifestyles that they will know already.  Help them 

to collate this informa  on and discuss how it can help your 

business.

2. Your stakeholders. Around your business, there are many 

people who want to help you succeed and help sell your 

products and services.  These are the people such as your 

accountant, your publisher, your marke  ng partner etc.  Ask 

them what they know and understand about your customer.

3. Hold VIP events to gather data from your customers. Your 

book launch is a great place to do this.  Off er some free drinks, 

nibbles and a discount in exchange for their  me comple  ng 

a short ques  onnaire, whilst they interact with you and your 

team.

4. Send out a ques  onnaire. Using Social Media, you have great 

opportuni  es to ask your customers and poten  al customers 

ques  ons. The ques  onnaire should cover all areas of the 

customers’ lifestyle and be detailed enough to allow you to 

analyse the results and informa  on.

5. Set up and build up a customer database – a must for all 

businesses. Collect your customers’ email addresses when 

they purchase an item. When they request a free download, 

ask for their email address in return.

6. Email a short ques  onnaire to your customer database. 

Again, the ques  onnaire needs to be detailed, user-friendly 

and take up no more than fi ve minutes of their  me.
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Social Media – My story

I wanted to share with you the story about how I have become so 

passionate about the world of Social Media. It was never the case 

that I was born and bred with Social Media, or even leading-edge 

technology.  

My life when I was younger was without Internet.  I remember black 

and white televisions at home, and at school we used BBC computers 

once a month or so.  My educa  on consisted of blackboards and good 

old-fashioned pens and paper.  I do chuckle when I think back to the 

teachers who had serious chalk dust marks on various parts of their 

clothing. I feel sorry for kids now; they never get the chance to laugh 

at “chalky teachers” anymore!

As a child, I was obsessed with technology and gadgets. Being born 

into a retailing family, I was used to working form the age of 15 and 

earning my own money so that I could buy the gadgets that I wanted.  

I used to save up my weekly wages from the newsagent where I 

worked, and buy the gadgets I wanted when I had saved the money.

I remember my fi rst gadget was a ZX81 which was a small ‘computer’ 

with 1kB ram – those of you who are non-technical, this means that 

it had the memory and capabili  es that are 500  mes less than the 
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phone that you have in your hand or on your desk now.  The only use 

of the ZX81 was to plug into a black and white TV and play a very basic 

game.

The next gadget I bought was a Psion Series 3, which was portable 

computer; I suppose it is like a Netbook today.  But again, the screen 

was black and white, and the func  onality was limited.

I then moved on to many more gadgets as they were invented and 

released to the public.  One important lesson I learnt was never to 

buy the fi rst batch. The same applies today; the fi rst batch of a new 

gadget is normally s  ll full of bugs and issues – always wait a few 

weeks and buy the gadget a  er all the early bugs are fi xed.

This love of gadgets moved on to mobile phones and pagers.  In 1993, 

I was the proud owner of a ‘Rabbit’ phone – the most useless mobile 

phone inven  on.  It worked as a cordless phone at home and when 

you went outside, you could make calls if you stood under an upside 

down ‘R’;  these were wireless connectors that made calls.  You could 

never receive calls and the Rabbit died as quickly as it came along.  

In 1994, Orange started a UK phone network and this is when I 

purchased my fi rst mobile phone, the Motorola MR1.  It could make 

and receive calls, but no tex  ng back then.

As the technology grew in terms of devices, so did the connec  vity 

and connec  ons that we use to connect to the Internet.  When I was 

at university, I was lucky enough to have the luxury of the Internet in 

my bedroom via ADSL. This meant that we had quick access to the 

Internet via a stable connec  on. Before this, we used dial-up which 

we all remember made a “whirring” sound as it connected and was 

painfully slow.

With all these new gadgets and new speeds to connect to the Internet, 

you would have expected me to have been the fi rst adopter of Social 

Media. This was not the case as I did not want to be on any Social 

Media at the beginning.  I am sure most of you have had, or s  ll have, 

the same feelings.
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With regard to Social Media, and more importantly with Facebook, I 

did not start using Facebook at the beginning when it was launched.  

I really did not want to be on Facebook or any Social Media network 

as I did not see the point.

This all changed when I went to live in the Czech Republic.  When you 

move away from your friends and family, you have to use electronic 

means to keep in contact.  I was emailing and making Skype calls and 

video calls, but I realised that I was telling my friends the same story 

on the phone, on video chat, on email.

I thought, “This is crazy,” because I was not having a full conversa  on, 

I was just upda  ng them on the general things that I had been doing.  

So I decided to look at Social Media and I joined Facebook, with no 

idea what it really was, but I had heard lots about it.  I was s  ll not 

sure if I really want to share my life via an Internet page at this stage.  

As soon as I took the step to go on to Facebook and set up my profi le, I 

never looked back.  I made sure it was completely private, where only 

my friends could see me, only people that I wanted to be added as 

friends were added, and I shared lots things; I shared photos, updates, 

“check in”s etc.  

When you are living abroad, you go to places that your friends have 

never been, you go to new places and you experience things that your 

friends have never experienced. But you have the innate desire to 

share all these new experiences with the people that you love. So, I 

started sharing my life on Facebook.

Once I started using Facebook consistently for my personal life, this 

made me think, “Well what is this bigger picture about? What is Social 

Media about?”

As a retailer, I was working in physical retail at the  me, so it really 

opened my mind to think, “Well, this opens my life, I am communica  ng 

with people thousands of miles away daily, throughout the day.” 
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I then looked at my business, where you physically have to come into 

the shop, walk in, exchange the money, take the products and go home. 

Whereas with this Amazon world, this whole e-commerce, e-tail and 

E-Revolu  on that is happening, you do not need to physically connect 

with your customers.  This led me to start to learn how Social Media 

and e-commerce could change the way my businesses ran.

At this  me, I was using Social Media personally, and I had to look at 

how does this Social Media work for a business and, more importantly, 

when I looked at wri  ng my fi rst book (The Retail Handbook), it was 

very much about the start of understanding Social Media for business.  

Social Media was becoming a big part of my business life and in The 

Retail Handbook, I actually used Twi  er hashtags for the important 

quotes and informa  on. The idea was to enable people to share 

the quotes from the book and then interact on Twi  er and start a 

conversa  on.  

At the  me I wrote the book, there was no precedent for using Social 

Media; I just tested the idea and then quickly saw that as a business 

and as a thought leader, Social Media was the way to go.  

Since then, I have grown my personal and business presence on all 

the Social Media networks, and I now train people on Social Media 

and help people through the process of how to be seen as an expert, 

either as a business, as an author, or as a speaker.
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What surprised me when I started using Social Media

The most surprising change once I started using Facebook and the 

other Social Media channels, for me personally, was just the ease of 

sharing your life.  You can post photos and updates on where you are 

and what you are doing, for your friends and family; this is a great way 

to keep in touch.  

The sharing of your life also allows people to understand you more.  

As an author, this is important for you to acknowledge.  When people 

are buying your book, they want to connect with and understand the 

author.  The power of Social Media allows you to share your life with 

your community.

When I say “sharing”, I mean opening yourself up privately. I keep all 

my Social Media networks private; I choose who I am friends with and 

who sees me, so this is not public. I am just opening that up within my 

circle of friends and family.

You can also open up your networks further, and with Facebook pages 

and other networks, Twi  er especially, you can connect with people 

around the world.  People that you just never would know physically, 

who can message you and say, “Hi, I read your book and I think it was 

great!”

So, the opening up of yourself and taking that step onto Social Media, 

will open up a new world of connec  ons and experiences that you 

would just never ever get in a physical world.  

It is impossible to have this amount of connec  ons and exposure 

to new things and new ideas without Social Media.  Social Media is 

truly a world and life-changing inven  on that every person and every 

business should u  lise.
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Why you must adopt Social Media

We have now passed a point where Social Media is an op  onal extra 

in your life or your business life – it is here and it off ers amazing 

opportuni  es for you and your business.

Social Media is not a fad – it is not going to go away. The companies 

that are leading the Social Media world, the big worldwide companies, 

which are valued at billions of pounds, are growing and changing the 

world around you.

Social Media companies are big and powerful – they are worth 

hundreds of billions of pounds.  A recent example of how big Social 

Media is, in terms of business deals, is when Facebook bought a 

messaging system for $16 billion. Now, $16 billion was what Ukraine 

needed to bail itself out of the problems. So Facebook in theory 

could have bought a country, which is a powerful place to be for any 

company.

Social Media and the companies that are leading this have so much 

money, so much infl uence, they are bigger and more powerful than 

countries. As far as I am concerned, if you are a person and more 

importantly a business, you need to join this; you need to get on to 

Social Media.  

Even if you only use one of the Social Media sites, one blog or one 

Facebook page, you don’t need to be on everything, but you need to 

get on to this now because in 10 years’  me, Social Media will be a lot 

bigger and a lot more connected.

Companies and businesses that have adopted the world of Social 

Media are seeing big benefi ts in terms of business. Before Social 

Media, you would have been unlikely to connect with people within 

another town in your country and you are certain to be unable to 

connect with people in most countries around the world.
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Your world, personal and business, 

will change when you start to use Social Media.

 

You will become:

• More knowledgeable

• More connected

• Be  er known

• Be  er understood

• Known in places you have never been to

• Admired by your community

• An agent of change for people in your community

• A place where people come to for advice

• A place where you can support people across the world

• An expert in your passion/exper  se for your community
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Grow your experiences and your world without the need 
to travel

If you are a person who wants to be a thought leader, and you have a 

message that you are passionate about, then Social Media is, as far as 

I am concerned, the only way to do that. 

I o  en talk about my passions and exper  se on E-Revolu  on, 

e-commerce, e-tailing and Social Media, and I fi nd people talking to 

me and wan  ng me to connect with them across the world.  I have 

had connec  ons in Saudi Arabia, for example, where I have advised 

a number of large retail people, and in Croa  a where I have spoken 

to their retailers who wanted to know about what we know in the UK 

and how we do things here.

As a thought leader, you become subsumed into this world of Social 

Media because you are learning more and more, each and every  me 

you log on. There is so much informa  on out there, and there are so 

many new, and interes  ng, ideas.  

Your brain is con  nually thinking, “Ah, what about that? That is 

brilliant, I need to tell my people about that; I need to share this with 

my community.”

Social Media really does open up a new world and a new way of 

thinking and understanding that you, as a thought leader, can really 

get your message out there to the world and share it.

We have always lived in a world where travel is said to broaden the 

mind. When people travel, their minds are broadened, and they, 

as people, are more aware of the world and their knowledge is far 

richer. 

The amazing fact for us all to recognise, is that you have got all these 

poten  al experiences available to you now – by using Social Media.  

You do not need to get on a plane, you do not to get on a boat or 

a train. You do not need to travel to experience other cultures and 

other people that you can connect with and learn from.
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You are a thought leader or a business leader, and you can connect 

with new people who are interested in your passion and your life.  

People around the world will talk to you, because you have got 

something in common, so you can share a common language.  The 

exci  ng and enriching part of this, is the fact that their culture is so 

diff erent to yours.  The value of this makes your community, in your 

world, so much more valuable and so much intriguing and interes  ng 

for your community.

Social Media is great for bringing informa  on together; you bring your 

experiences and that informa  on together for your community. You 

are adding value to them, you are adding value to your community, 

be that local or worldwide. 

Social Media helps you grow as a person, as a business leader and 

retailer. All the  me you are adding value to your community, you are 

improving their life and improving your own life through the Social 

Media.
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It’s not an “age thing”

Social Media is no longer age related and it has now become a tool for 

absolutely everybody, irrespec  ve of age and experience.

There is a major preconcep  on and misunderstanding with Social 

Media, which is that it is a “young person’s thing”.  It may well have 

started in a university in terms of Facebook, the biggest Social Media 

network, but it did not stay in university.

This has helped fuel the idea, “If I am not young, I do not need to be 

on Social Media. It is not for me, it is for these younger people that 

are coming through,” and this is absolutely not correct.  

Social Media is for everyone. Yes, it is with younger people where it 

started, but the younger people have driven Social Media’s growth, 

and those younger people have become working age. They have 

then started working and driving businesses, and they have set up 

businesses which allow us all to go global.  

If you look at some of the sta  s  cs, especially for Facebook, the 

biggest growing part of the user base is the older genera  on, the 

55+ age group, because what they are experiencing is that their kids 

who are in their thir  es and for  es are on Social Media, with maybe 

50 per cent using Social Media, but their kids, or the grandkids, are 

absolutely 100% on Social Media.  
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If the grandparents are living in a diff erent part of the country, or in 

a diff erent country altogether, if they want to connect, or want to 

be part of the younger genera  on’s life, which they do, they join 

Facebook and then they are ge   ng all the benefi ts because they are 

realising that their friend who moved to Canada is also on Facebook 

and a  er 50 years they can chat, video chat, share messages and 

share photos.  

So, the preconcep  on that this is a young person’s technology is 

absolutely false.  It is for everybody and it adds value to every single 

person’s life and, more importantly for businesses, it adds so much 

more to a business off ering.
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Social Media brings together like minds 

Social Media makes it possible to bring together like-minded people; 

people who have similar interests, beliefs, values, wants, needs and 

desires can all communicate together using Social Media, wherever 

they are in the world.

One of the biggest benefi ts of Social Media is that it brings together 

people who have an interest, who have a shared interest, or have 

shared likes in a way that we have never experienced before.

For example, imagine that your lifelong hobby is looking at, driving 

and researching vintage cars. We all know that there are lots of 

people in the world who love old vintage cars, and you can imagine 

the photographs and the videos of these vintage cars would be so 

exci  ng to these people.  

In the world before Social Media, you would have joined a local 

vintage car club, but maybe you live in a part of the country, or a 

part of the world, where there are only two other people and there 

is only one vintage car. This would mean that your world and your 

hobby is vintage cars, but you can see one car and talk to one other 

person.  That would not give you the sa  sfac  on you are looking for 

in a hobby.

Now, thanks to the world of Social Media, you could join groups and 

communi  es online with Social Media.  You can join groups where 

people who love vintage cars around the world are happy to chat to 

you and share stories and pictures. You could see vintage cars in Brazil, 

in Australia, in Peru, anywhere, and the power of this knowledge, and 

the enrichment of your life from this is immeasurable.  

You cannot measure the diff erence to people’s quality of life before 

Social Media and now in the world with Social Media. I have to 

reiterate that this will only grow as more people get online, more 

people share photos, more people share videos, more communi  es 

are formed, be  er technology is invented and faster connec  ons are 

developed.
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Take this experience into your world as a business owner, and you can 

start to see that by applying a few basic strategies and techniques, 

from this book, you can grow your own community of customers 

across the world.  All of these people choose to hear your story and 

want to be involved in your community.
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Social Media has grown thanks to the developments in 
technology 

Running in parallel with the growth of Social Media has been the 

incredible advance in mobile devices and network speeds; these two 

technological advancements have created the biggest uptake in Social 

Media since it began.

There has been an incredible advancement in technology, especially 

over the last three or four years. We used to be connected with a 

wire, and it used to make a strange noise when you had a dial-up 

connec  on and everything was slow.  To get a picture downloaded 

was very painful… I remember it as a kid – it felt like years to download 

one photo. 

We now have progressed through dial-up and fi xed connec  ons to 4G 

and Wi-Fi technology and superfast broadband.  All these technologies 

are allowing us to get data faster, to interact quicker, to share videos 

and to get media on demand.  

More importantly, the advancement in networks has allowed our 

world to become mobile.  We are now seeing most people star  ng to 

have smartphones. Smartphones where we can chat, share photos, 

share your loca  on and share videos at the touch of a bu  on or the 

swipe of a screen.  

The pace of change, and the E-Revolu  on, has brought about 

technology which has allowed us to be on the move connec  ng with 

people, sharing media, and Social Media is a conduit that makes that 

happen and enriches our mobile life – we no longer need to be sta  c, 

sat in front of a device connected to a cable anymore.
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Social Media gives you choices

Social Media give you choices in life and in your business. The 

E-Revolu  on and the developments in Social Media has handed the 

power to make an informed decision to the users of Social Media and 

away from the corpora  ons and governments.

Whatever you are doing in your life, you can research on the Internet 

and then use Social Media to interact and ask ques  ons about the 

required knowledge you are looking for.

Let us take a holiday as an example. We all know that your holiday 

 me is precious and you want to have the best  me possible when 

you are on holiday.  When you are looking at places to visit, you need 

to research them and fi nd out what they are like and what you can 

do there.

In the days before Social Media, we would have gone to a travel 

agent and cha  ed to them about what we were looking for.  They will 

have shown you a few brochures and you will have made a decision 

based on what they told you, and what the brochure told you.  Let 

us imagine that the travel agent is not a very honourable agency and 

they have a hotel in the place that you want to go to, which is not 

what you want, but they earn lots of commission from the hotel. Do 

you think the travel agent would tell you this fact, or do you think they 

would just tell you it is the perfect choice and book you in?  We like 

to think they would be honest, but let us be realis  c – they are being 

paid to sell you a product.  

Today, we buy our holidays totally diff erently. We use the Internet 

to search and, more likely, we go on Social Media and chat with 

our friends and community about where they go and what places 

are good. How many  mes do you see on Facebook, “Can anybody 

recommend a good hotel in xxxx?” or “I am thinking of visi  ng xxxx. 

Does anybody know any good places to visit?”
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With Social Media, it is now possible to bypass the travel agent and 

book your own holiday exactly as you want it, with knowledge gained 

from your friends and your community – people who you trust.

And for that extra comfort factor, we now have Social Media pla  orms 

that allow you to rate your hotel, restaurant etc.  This is a very powerful 

switch to giving the user of Social Media the power of choice and to 

make an informed decision.  

In business, you can use the same principles to allow your customers 

to become be  er informed. Using Social Media will allow you to 

spread your message to customers who will start to trust and like you.  

Building a community, which allows people 

to be informed and make their own decision 

is powerful and what all businesses should aim for.
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The E-Revolu  on 

I would like to introduce the ‘E-Revolu  on’ and help you understand 

how the new world we live in, and do business in, has been made 

possible due to major changes in technology and e-commerce.  

E-commerce businesses have used the Internet and Social Media to 

change our lives forever, and make our world a much more connected 

and technology-led environment. The speed of the growth with 

the Internet, the technologies and Social Media, which make up 

the E-Revolu  on, has allowed transac  ons to happen online. Once 

transac  ons started happening online, the business world we knew 

changed.  Online transac  ons and trading has opened up a new world 

to all businesses.  

We are now in a  me when all businesses must start to u  lise the 

world we now live in where e-transac  ons are common place and 

growing. There are diff erent methods of the e-transac  ons happening 

– as a business, you can now sell your products and services across 

the world; you can download digital media from around the world; 

and you can research informa  on all around the world.

Not only have e-transac  ons changed the world, connected and mobile 

devices have revolu  onised the way we live our lives, both personal 

and business. We now have access to many diff erent connected 

devices; they could be a desktop PC, mobile phone, tablet PC, laptop 

or any other connected device. For now, and the future, these mobile 

devices are where we can all order products and services. 

Your customers can now download a podcast, they could download a 

PDF training guide, they could watch a video on how to do something, 

or they could order your physical products and get them delivered to 

their house or their offi  ce, or even the nearest train sta  on.  

The E-RevoluƟ on is allowing every business 

to transact mobile-wise and technically-wise 

anywhere in the world at anyƟ me.
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The E-Revolu  on has changed the world of business 

One of the biggest benefi ts for businesses, and people sharing 

messages, is that the old world and the ‘old boys’ networks’ have 

disappeared.  

If you look at the music industry, the fi lm industry and at publishing 

books, the E-Revolu  on and the ‘e-business’ pioneers like Amazon 

have changed the way we interact and purchase our goods and 

services.

In the past, if you wanted to publish a book, you would have to go to 

a publishing house; you would have to go through their process – you 

would have to, in essence, impress them.  This was the same if you 

wanted a record deal or to become a TV star.  

The world has now changed and you can publish a book yourself online, 

easily, quickly and with you in control. For example, Amazon have the 

capability to publish a book straightaway online and if you want to 

produce physical books, there are a lot of new services available which 

allow you to publish a physical book across the world on your own.

The E-Revolu  on allows you to share and promote your products 

and services all over the world via the Internet and Social Media. 

The challenge now is that whilst it is a lot easier now to “share” your 

products and services online, business owners need to understand 

how to generate the demand for the products. Otherwise they are 

just going to sit there – nobody will know about your business or your 

products.

You need to know how to market your products and services, and 

how to sell these in the new world of the E-Revolu  on. It is the same 

with any part of your business; you need to fi nd out where your 

customer “is” and what Social Media channels they use as part of 

their customer journey.
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You could, and I am sure you have, the most amazing products and 

services, but if you do not sell these and market these in the correct 

channels, nobody will ever fi nd your products in the massive ocean 

of compe   on.

We are in a new world, 

and a new way of selling products and markeƟ ng products 

using the online Social Media model.

 



57

Chapter 3:  Th e E-Revolution and Social Media for you as a business

Bring your business to life using Social Media

The E-Revolu  on gives you a new way of thinking and opera  ng your 

business. You have lots of new technology, devices and Social Media 

– all of which combine to give you, as a business owner, the tools to 

market your business and services to a worldwide audience.

You need to add life to your products and services and bring your 

message into the Social Media world – bring your business “alive”. 

You need to add videos, you need to add photos, you need to share 

the understanding of your products and services using Social Media.

If you run a services business (such as a consultancy, training company 

or advisory business), you can use Social Media to share the content 

behind your business. Your business is founded on unique methods 

and systems; sharing the concept of these will help your customers to 

understand what you do and why you do it. You can do this by giving 

away knowledge gi  s.

Using Social Media to give these knowledge gi  s allows people who 

are interested from around the world to start to connect with you, 

with a li  le video or a free download, or a podcast or a model. Your 

target customer will then start to come into your world and join your 

community.

Bringing your customers into your community means that you can 

then interact with them, and share with them on a more personal 

basis, even though they could be thousands of miles away. This is 

powerful and helps you grow your business extensively and globally.
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Changes in technology and fear

In life, most people fear change and there is a big fear of the 

E-Revolu  on, Social Media, the Internet, mobile devices etc, across 

the world. I believe the fear is driven because of the speed of the 

changes in technology, systems and devices.  It is only a small number 

of years, measurable on two hands, that Social Media has been 

around, and we have progressed from using a computer to chat, to 

using a laptop, to now walking around with diff erent devices. We 

are even going to have watches and glasses to communicate and use 

Social Media. This speed of change takes people into fear mode.

You must understand that Social Media is not a fad; Social Media is 

here to stay.  It is an intrinsic part of the world.  Whoever thinks it is 

going to go away will not succeed long term.  Social Media will stay, 

and it will only grow because more people want to be connected.  

We have an innate desire to be part of communiƟ es 

and to interact – 

Social Media is that conduit.

Social Media is going to con  nue to happen. It is a case of accep  ng 

that social Media is here and then using it, because once you get on 

to it, the things that you can do and the things that you can see and 

fi nd out are amazing. 

You can see and experience things around the world that you would 

never see as a normal person fl ying around the world. By trying Social 

Media, just going online, just dipping your feet into the online world, 

into Social Media, trying a couple of sites, se   ng up a profi le.  

You will quickly start to see that there is so much out there, and that 

will take you into the new Social Media world.  I promise you will 

enjoy it and it will enrich your personal life, as well as your business 

life.       
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The world of “search”… Just Google it

Another area that runs in parallel with Social Media is what the 

search engines now make possible.  We have all started to use 

the Internet and we all use the search engines, mainly Google.  

Whenever we need to know something, the fi rst thing we do is look 

it up online, and that is the new start of our search for knowledge 

and informa  on. 

The E-Revolu  on and Social Media have meant that you almost have 

to have a presence online to ‘exist’. I would argue that in fact you 

MUST have a presence online and this is because we all hear the 

phrase “just Google it”.

If anybody wants to gain any knowledge, they will now automa  cally 

open Google and search for their interest and the informa  on they 

need. This could be looking for a restaurant, looking for a new pair of 

trousers or searching for holiday des  na  ons. Whatever we want to 

know, we can “Google” it.

If you as a person, and you more importantly as a business, are not 

online, you do not have a website, a blog, a Facebook profi le, or a 

LinkedIn profi le, then people cannot fi nd you. 

Having a presence on the Internet is a must for every business, 

and Social Media profi les are the cheapest and simplest way 

to establish an online presence.

The world is changing and whenever we do anything, because we all 

have smartphones, we arrive somewhere and we search. We fi nd out 

what there is in the area.  

If we need to learn anything, for example what is it like to live in 

a country or town, what is the best restaurant, how do I use this 

technology, or how do I write a book… we would instantly search for 

it.
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So as a business, you need to be online and have a presence.  If you 

are not online, you will not be found and you do not exist for people 

looking for your products and services.
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Social Media is real two-way communica  on

I like to describe Social Media as “the physical world online”. With 

Social Media, you can chat and interact with your friends, just like you 

would when you meet them in the local coff ee shop. Social Media 

allows, and encourages, conversa  on to happen between people.

When you grow your Social Media networks and develop your own 

communi  es, you will see the power of having a network of people 

in your community who want to interact with you and want to learn 

from you.

The fact that they can talk to you, and you can talk to them, shows 

that we are in a new world where online Social Media communi  es 

can learn and interact just like a physical community.

For the fi rst  me, we have a global way to have two-way communica  ons 

using all the media and devices you want.  You can share words, text, 

images and videos across your community and the globe.  You can 

share, like, comment and update your content for your communi  es 

across the world.

The E-Revolu  on has given birth to a new world of real two-way 

communica  on across borders and con  nents.

 



62

Social Media Essentials for a Growing Business

 



63

Chapter 4: Content and keywords are key

Chapter 4: 
Content and 

keywords are key



64

Social Media Essentials for a Growing Business

Content is key, and keywords are your key to success

Welcome to the chapter where I cover content and keywords. These 

are very important for Social Media. There is a process to create great 

content and keywords, which I cover later in the chapter.

Content is the informa  on that you share with your customers via 

Social Media networks and other media. This includes all you say, 

write, fi lm, produce and the images that you use in your marke  ng 

and in your business.

One of the most important concepts and understandings that you 

need to have as a business, is that:

Content is key

When you are using Social Media, having good quality, relevant 

content is an absolute must.  You can only build a large and engaged 

community with lots of relevant and quality content.

All content needs to be:

• Relevant – Ensure your content is relevant to your audience.  

Ensure the topic is what they are wan  ng to hear about and 

that you share this in the right communi  es.

• Timely – Some content is very  mely i.e blogs on events 

that are happening, and need to be shared at a point in  me 

where it will have the most impact.

• Good Quality – Make sure every piece of content you share 

with your community is of good quality, and refl ects you and 

your business well.

• Engaging – You are trying to build a community, and to do 

that you need to be engaging. Your content needs to engage 

with your community, and allow them to interact and engage 

with you.
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How to make great content for your customers

Make your content perfect for your customers and the search engines:

• Know your brand (your style of wri  ng)
You must ensure that you always write in the style of your brand. 

Over  me, your community get to know your brand style – they 

trust and become comfortable with it. This should be refl ected in 

everything you do, from the tone of your emails, to the wording 

in your tweets, to the colours in your pictures.

• Know your customer
Knowing your customer is key. If you do not know them well 

enough, you will not be able to interact with them in a way that 

fi ts their wants, needs and desires.

• Ensure keywords are included
Understanding your keywords is cri  cal to genera  ng content – 

you must research them well and use them in every tweet, blog 

and Facebook update.
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Tips for crea  ng and gathering content

Gathering content for your business takes  me, and you also need to 

gather ongoing content for your communi  es and your online world.  

Here are some  ps for making and gathering compelling content that 

will speak to your readers:

 

• Treat your readers like VIPs
• People who subscribe to your Social Media networks have 

given you an indica  on that they are interested and want 

to engage with you. Honour this by le   ng them be the 

fi rst to know about new products, special off ers or sales. 

Give them access to special benefi ts as subscribers.

• Keep it useful
• Think about the messages and posts that you read and 

you do not read - you do not read a post that does not 

benefi t or interest you in some way.  Make sure the  tle 

and content of your content are giving your followers 

something they did not have before.

• Show some personality
• Nobody wants to read dry, boring updates – inject some 

personality. Your voice, tone and sense of humour are all 

important reasons why your customers followed you in 

the fi rst place.  

• Keep it short
• We are all bombarded with messages every day. Keep 

your updates short, easy to digest, and to the point.  

• Get inspired 

• Keep a note of things that interest you and would 

therefore interest your customers. Use a notepad, or to be 

more digital, use an app - great for saving, organising and 

accessing content to use in your updates at a later  me. 
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Keywords

….and with content, you must use and understand keywords.  

Keywords: 

are the words that your customers use 

to fi nd you online and on Social Media networks

When you use a search engine, when you look at any sort of search 

func  on on any website on the Internet, you need to have a set of 

keywords that describe your business. These are common to your 

business across the board and are the descrip  ve words used to 

describe you and your business.

As a retailer, I see everything from a retail perspec  ve, and being part 

of a retail family, I have always been aware of keywords. In the past, 

we used to have ‘keywords’ clearly showing – if you can imagine a 

High Street, where we have signs outside the shops, that is in essence 

a keyword.  As you walk down the street, you see a greengrocer, 

butcher, baker and candles  ck maker in the good old days.  When 

you saw these signs, you immediately knew what they sold and what 

was inside the shop.
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On the previous page is a photo of my great-grandfather’s shop in the 

1920s. As you can see, on the le   his ‘keyword’ was “Bacon Specialist”, 

as he ran a provisions shop and he was the south-east importer of 

Danish bacon – his keyword and market niche.  ou can also see that 

there was a butcher and, on the right, a printers.  

In the same way, your Social Media world needs to have keywords, 

and those keywords that you used to see on a High Street need to be 

online and on your Social Media profi les.

When you are wri  ng any content, if you are wri  ng just a tweet, 

which is 140 characters, or if you are wri  ng a Facebook update, or a 

blog, then having content that is relevant and good quality, but with 

keywords included, is an absolute must.

Using keywords in all your content means that people can fi nd your 

message and understand that you are talking about a certain topic, 

which they can fi nd using the search func  ons. You must ensure 

that they can fi nd your video because it has the keywords, they fi nd 

your blog because it has the keywords, they fi nd your Facebook page 

because it has the keywords. 

This is why keywords are so important and why they really do 

fundamentally underpin everything that you as a person, and as a 

business, do online and on Social Media.            
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How to fi nd your keywords

How to fi nd your keywords is probably the ques  on that I get asked 

the most o  en, and there is no one single answer. There are a few 

places where you can fi nd them.  

The fi rst place I always start with is to ask your customers. Your 

customers are the people who are buying your product or service, 

and they will have a set of words that they use when they are looking 

for your product or service.  

You must fi nd out what words your customers use when they are 

looking for you. What do they actually physically type into Google?  

From understanding this informa  on, you will gain a set of words that 

your customers use to fi nd you.

From this knowledge, you can then really funnel down to the exact 

keywords that you want to be known for and you are se   ng your 

business up for.  Again, let’s go back to think about a High Street and 

shops. People know what a greengrocer is and they will look down 

the street to fi nd this shop. So your keywords would say: ‘fruit,’ 

‘vegetables,’ ‘fresh,’ ‘available,’ etc. 

The key task is to really get down to the words that people use to 

describe your business, and just expanding those slightly to really 

refi ne the exact messages that you are trying to give, and the exact 

products and services that you are actually trying to sell.     
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The simple keyword model:

1. Ask your customers/community what words they use to fi nd 

you and discuss you.

2. Research the market – look at your compe  tors and other 

people that are in your fi eld.

3. Use the Google Keyword Tool (see later in this chapter).

4. Test the keywords on your market (see the strategy chapter for 

more details).

5. Use the keywords in all your content.

6. Adapt your keywords with  me, and with new products and 

services.
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Is there a restric  on on the number of keywords that you 
can use? 

In terms of the number of keywords that you should use, there is no 

restric  on. You can have a million keywords if you want, but it would 

not work at all if you had that many; this would defeat the object of 

defi ning keywords to be ‘key’. 

The ideal number of keywords is probably three to four because 

people type into Google two to fi ve words and your goal is to be 

found with those keywords.  

For example, if you run an e-commerce business and you are wri  ng 

about e-commerce and e-commerce training, there are probably 

three words that you would want to be known for and talk about: 

e-commerce, training, online.

Having a small number of keywords is important, so that everything 

that you do, everything that you write online, should have those 

keywords in, and too many keywords will make wri  ng good content 

diffi  cult.

It is also important to bear in mind that from a very technical website 

point of view, on your website and on your blog, you need to have 

these words.  This is called SEO (search engine op  misa  on) and best 

prac  ce suggests that keywords should be in the  tle and in other 

parts of the website.

This is because Google (and other search engines) will look at these 

words and see if the website, the blogs and the Social Media content 

are all in line.  This is important, as searching on Google will show your 

details and you want to be found for your keywords in this search.

You want to be found all over the web searches so that the search 

engines will say, “This person is always talking about e-commerce – I 

can see it because it is in the  tle of his website, it is in every blog that 

he talks about and it is in his tweets.  Therefore, this person must be 

an expert and must know about e-commerce.”  
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The reality is, if you do not include keywords in all your online and 

Social Media channels, no ma  er how beau  ful your site, no ma  er 

how pre  y the colours and lovely graphics, it will be totally invisible 

to people who are looking for it.

Not having good keywords will make you invisible. You will not be 

found if you do not have good keywords and use them consistently; 

people will not fi nd you. You will not be on the top one or two pages 

of Google search, which is where we normally all start our search. 

Your role and your goal should be for your keywords to be the top 

page or the top two pages of Google, or YouTube, or other search 

engines.
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Tools to help you fi nd your keywords

In terms of a technical process, once you believe you know what your 

keywords are, once you have spoken to your customers and carried 

out your research, you can use the keyword tool that is on Google.

Anybody can sign up to a Google account; it is very simple to open a 

Google account, then you can just search for the keyword tool and 

it will tell you how to do it.  In this tool, part of the programme that 

Google runs, it tells you how many people search for your chosen 

keywords.  

You can, for example, if you are a physical business and you are 

selling shirts, type in shirts and it will tell you that quite a few million 

people each day search for shirts.  So you do not want to compete 

with millions of other websites.  You want to compete with a smaller 

number of compe  tors and that would be more focused keywords. 

You could try a couple of keywords together, maybe luxury or white 

shirts. The keyword tools will tell you the number of people who 

search for these keywords.  

Finding your perfect keywords is a process of elimina  on, of fi nding 

your best keyword combina  on. It is a combina  on of what your 

customer searches for, of what you know about your own business 

and then using these keyword tools to see what the people on the 

Internet do, what they search for; the Google Keyword Tool is probably 

the best place for that.

Hashtags #

In the last part of this sec  on, I would like to introduce you to the 

world of hashtags (#). These are keywords that people use on Twi  er 

and Facebook to search and use as a ‘theme’. 

Many people will use # on Twi  er during a conversa  on – you may 

have heard the phrase ‘trending on Twi  er’. This means that many 
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people are talking about that # (or keyword).  For example, during a 

public event, people will be cha   ng about it i.e. #LondonOlympics.   

Alterna  vely, when people have had a bad customer experience they 

will tweet the company – “I bought some shoes from xxx shop and 

they were rubbish #fail”

Hashtags are a very open and very clear use of keywords and mainly 

used on Twi  er and Facebook.
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All Social Media networks follow a similar format

Social Media networks have all developed signifi cantly over the last 

few years and they are all diff erent in a number of ways. They do, 

however, share a very similar anatomy irrespec  ve of their own words 

and their own purpose.

Remember, every Social Media network is diff erent and uses diff erent 

words, but the principles remain the same.  Start with these networks 

and you will quickly discover the similari  es with any other ones that 

you may wish to use.

There is a basic anatomy of Social Media networks that I will discuss 

with you over the next few pages.  

1. Profi le page

2. Business/Book/Product/Company pages

3. Friends and Connec  ons

4. Timelines/Ac  vity page 

5. Groups

6. Sharing – your community ge   ng involved

7. Commen  ng - your community ge   ng involved

8. Cha   ng – a more one-to-one world

9. Likes/Follows/Friends – people and things that you like – 

movies, food, places, people etc

10. Posts/Updates/Check ins – your individual posts and updates
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New Social Media networks will always be star  ng up over the next 

few years, and I will keep these up to date in later edi  ons and in my 

online communi  es.  For now, we will concentrate on the main eight 

networks.
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Profi le page

This is the page that has all the facts about you, your images, your text 

and your videos etc.  This is the fi rst page that people will read when 

they search for you on the Social Media networks.

This page is the start of every Social Media network.  At the beginning, 

you need to set up a profi le.  A profi le is basically the ‘About you’  

page where you share the details about yourself.

At this stage, you can share as much or as li  le as you want, but there 

are some basics needed for you to be able to communicate with and 

be a part of that social network.

All networks require you to set up a profi le as a person in the beginning; 

you can then set up a profi le as a busines.  

The likes, ac  vi  es and interests sec  on of any Social Media network 

is important to complete.  This sec  on allows people to search for you 

on that Social Media network via these keywords.  Although these 

are not strictly keywords, as we have discussed earlier, these words 

and phrases will help people understand you and understand the 

community you are trying to build.

The basics you would want to share on your profi le page as a 

business are:

1. Name

2. Loca  on

3. Profi le picture (of yourself, not your brand)

4. Cover photo (a larger photo which fi ts the width of a monitor 

screen, used to give a visual understanding of yourself)

5. Job  tle/Business purpose

6. Contact details

7. Likes, ac  vi  es and interests
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The rest of the profi le is more bespoke to the Social Media network 

and can include many diff erent pieces of informa  on.  

Here are two examples of profi les from Facebook and LinkedIn.
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As you can see, there is some similar key informa  on and then much 

more detail on certain parts of you.

It is important to stress that as a business owner, you must share as 

much informa  on as possible.  Once you start to share to your Social 

Media community, new people will be joining your network and they 

need to know as much about you as possible.  I tend to share as much 

informa  on as I can about me; that way, I know anybody new looking at 

my profi les will gain a good understanding of me and this will help them 

understand my community.

Privacy is a key concern on any Social Media network and I would 

always say to share the informa  on and images you are comfortable 

to share, and only ‘friend’ and ‘connect’ with people who you know 

and want to be part of your community.
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Business/Book/Product/Company pages

Once you have set up your own personal profi le, you then need to set 

up a business page.  

Diff erent Social Media networks name these diff erently:

Facebook  -  Page

Twi  er  -  They do not off er this ability (set up a second  

   profi le)

Linkedin - Company Page

Youtube -  Channel

Pinterest - They do not off er this ability (set up a second  

   profi le)

Instagram  -  They do not off er this ability (set up a second  

   profi le)

Google+ -  Page

For Facebook, Linkedin, Youtube and Google+, you can set up a 

business page for your business.  This is important to do, because this 

will allow you to focus your community on your products and build a 

clear community around that.
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Friends and Connec  ons

Your friends and your connec  ons are the people you choose to be 

connected to on the Social Media network and people who choose to 

be friends and connec  ons with you. These are your community and 

the reason you are using Social Media.

As a person profi le, you have to accept a friend request or send a 

friend request.  This is set up to make sure that you only connect with 

people you know, or you have something in common with.

As a business page, people will ‘like’ or ‘follow’ you.  This means they 

choose to read your business  meline and they choose to interact 

with you and your business.  You do not have to be friends with these 

people, so you can keep your friends and connec  ons to people you 

really know.

This is the main reason why se   ng up a business page is an important 

part of the Social Media networks. Pages carry limited personal 

informa  on and do not allow personal connec  ons. This means 

you can happily post informa  on to your page that is solely for your 

business and you do not need to be their friend.
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Timelines/Ac  vity page

With a profi le or a page, you have a  meline or ac  vity page.  This is 

where you tell your community what you are doing, share content 

and engage in conversa  ons.  This is the key page on any Social Media 

network.

On this page, you will share your content and share your ideas.  There 

are many diff erent ways to share, and diff erent media to share.  I will 

discuss Facebook as this is the biggest and most comprehensive Social 

Media network. The principles are easily applied to the other Social 

Media networks.

Here is a very standard view on most Social Media networks.  This is 

where you share your content with your community.

The fi rst way to share content is via the ‘status’ update; this can cover 

anything you want and will show on your  meline.  In this, you can 

add links to websites as well as comments.

The usual method to use this status is to share a few lines about a 

subject that you are discussing.  In the strategy sec  on, I discuss how 

to write and split the content down for each Social Media network. 

In the status update, you can also share videos and photos, as well as 

add events and milestones.  All of these updates will be shared with 

your community of people who like or follow the page.

Having a strategy for content sharing is important; if you just share 

random and unfocused content, you will lose your community.  They 

follow you for a reason and your content must be wri  en and shared 

for your community.
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Groups

Se   ng up groups on the Social Media networks is very important for 

building a community.  Once you have built your profi le and built your 

business profi le or page, you then need to allow your community to 

interact with you.

Pages allows this to happen as your community can comment, share, 

like and message you, but you may want to go the next step and set 

up groups.  These work especially well in LinkedIn, where you can join 

groups and really chat with like-minded people on a topic.

Groups can be set up on Facebook, LinkedIn and Google+, and they all 

allow you to discuss a certain topic (the point of the group) in either 

an open or private forum. Se   ng up a group is a great way to get 

people involved and discussing your products and services.

 

The diff erence between a page and a group is that a group allows a 

deeper interac  on via signifi cantly more sharing of ideas, documents, 

opinions, polls etc.  Groups are a great way to manage an ac  ve 

community and get lots of engagement.  A page is more ‘sta  c’ and 

used for an easier and simpler level of engagement.
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Comments

Your aim on Social Media is to build an engaged community, and to do 

this, you would like to gain comments from your community relevant 

to the content that you share and post.

The art of ge   ng your community involved via comments is a diffi  cult 

journey, but one that this book will help you to achieve.  The main point 

to remember is to make sure what you post allows your community 

to interact and comment on it. Ask your community ques  ons or 

share thoughts that make your community think about it and want 

to comment.

Here is how you comment on content on a few of the main Social 

Media networks:

Facebook: Comment

 

Twi  er: Reply

 

LinkedIn: Comment

 

Google+: Add a comment
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Likes

The introduc  on of the ‘Like’ bu  on came from the Social Media 

networks and is an easy way for any user to say, “I like this piece of 

content”.  It is used as a measure of how interes  ng or engaging a 

piece of content is.  

As a community builder, you want to build a community with lots of 

content that is shared, commented on and liked. Out of the three 

op  ons, ‘liked’ is the most passive form of engagement.

You will fi nd that your community will easily ‘like’ your content, but 

to gain more engagement by comments or shares, you need to refi ne 

and test your content.

Here is how you ‘like’ content on a few of the main Social Sedia 

networks:

Facebook: Like

 

Twi  er: Favourite

 

LinkedIn: Like

 

Google+: +1
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Sharing content

This is the main part of Social Media for you as a business is sharing 

content. Sharing content is the key to growing your community and 

ge   ng your community involved.  We have discussed how to create 

good content in a previous chapter, and the importance of great and 

relevant content cannot be forgo  en.

Sharing content on any Social Media website is easy. This is what 

they were set up to do.  Once you have joined the network and set 

up your profi les and pages, your sharing of content is easy for your 

community.

Here is how you share content on a few of the main Social Media 

networks:

Facebook: Share

 

Twi  er: Retweet

 

LinkedIn: Share

 

Google+: The arrow bu  on

 

There are many ways to help make sharing content easier and these 

are covered in the next sec  on where I discuss the main Social Media 

networks.
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Chapter 6: 
The Social 

Media channels 
for a business



90

Social Media Essentials for a Growing Business

The Social Media Interac  on Model

Before I take you into an in depth guide to the Social Media networks, 

I want to introduce the concept of the Social Interac  on Model.  

This model will help take you from an unengaged community to an 

engaged community.  

An engaged community is one which is likely to buy your products 

and services. Spending the  me developing an engaged community 

will allow you to sell your products and services easily.

In this model, we are trying to take your community to the ‘Interactors’ 

area. This is because these are the networks where your community 

can interact with you and other members of your community.

Not all Social Media networks are good at interac  ng. Some are great 

to ‘feed’ your community with small pieces of content and send 

them to your interactor networks to really build a solid and engaged 

community.
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There are many Social Media networks that I am introducing, but I 

categorise these networks into two types:

1. ‘Feeder’ Social Media networks

2. ‘Interactor’ Social Media networks

This concept is important to understand, as this will drive the 

behaviour and the way you manage the Social Media networks 

that you use.

1. The ‘Feeder’ networks

These networks are the networks that you use to ‘feed’ your 

communi  es which will interact with you in the ‘Interactor’ 

networks. A ‘Feeder’ network o  en uses limited characters, limited 

images and does not allow signifi cant interac  on.

2. The ‘Interactor’ networks

These networks are the heart of your communi  es.  You ‘live’ in 

these networks with your communi  es and interact on a deep 

basis with them. 
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The Social Media Interac  on Model explained 

There are two measures of the Social Media Interac  on Model:

1. Depth of interac  on – The ability to connect with your audience 

on a meaningful basis, with lots of content and informa  on.

2. Strength of connec  on – The strength of the connec  on as 

measured by the ability to interact fully, and share informa  on, 

opinions and data, and build a real community.

What does all this mean?

The way I view Social Media networks is based on the two axis of 

interac  on and connec  on.  The aim of Social Media for your business 

is to build and develop an engaged community.

To build the community, you need to ‘feed’ the community and 

expand your reach as far as possible – the ‘Feeder’ networks.  Once 

you have ‘fed’ your social networks and gained followers on the 

‘Feeder’ networks, you then need to take these people and engage 

with your community on the ‘interactor’ networks.

All Social Media networks are ‘feeders’ and there is a scale to which 

they become more and more engaged.  

Your goal is to use the ‘Feeder’ networks to get your message out to a 

wide audience and use the ‘Interactor’ networks to build and interact 

with your community.
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You need to build your main community in the ‘Interactor’ area.  

These Social Media networks are the networks where you have the 

best connec  on and best depth of interac  on with your community.

Here are the eight main networks I recommend and the Social Media 

networks we will discuss in detail on the following pages.
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Social Media 
Channel

Logo Website Feeder or             
Interactor

Facebook www.facebook.com Interactor

Blogs Various Interactor

Twi  er www.twi  er.com Feeder

YouTube www.youtube.com Feeder

LinkedIn www.linkedin.com Interactor

Pinterest www.pinterest.com Feeder

Instagram www.instagram.com Feeder

Google+ www.google+.com Interactor
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The diff erent Social Media channels/pla  orms that are 
available now

In terms of Social Media pla  orms, there are a very large number of 

providers that you can use. However, for businesses, there are four or 

fi ve that are key, and there are eight that I would recommend. 

I would suggest to every business to try and have a presence on all of 

them.  Not only does this allow you to gain a more diverse community, 

it helps with the SEO and helps the search engines to fi nd you.  The 

more profi les you have, the more places you will be found and the 

be  er this will make your SEO (search engine op  misa  on – this is 

basically making your business and your website more easily found in 

the search engines and on the Internet).

Within the following few pages, I will discuss the main eight Social 

Media networks that I recommend for businesses, and I will take you 

through what they are used for and how to use them to build your 

communi  es. 

Having a number of networks allows you to cater for the diff erent 

types of people in your community. Some of your customers may 

prefer to connect on Twi  er, some may prefer LinkedIn groups. It is 

therefore important to understand which networks your customers 

use, because these are the networks that are the most important to 

your business.

Whichever your customers are using, whatever they connect with 

best, use those ones more than the ones that you prefer.  Remember, 

this is not about you, this is about what your customers want and how 

they want to interact with you in the Social Media world.
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Blogs

The fi rst Social Media network I always talk about is a blog, and a 

blog is a very simple pla  orm. It’s normally hosted on a programme 

like WordPress or Blogger (which Google own). A blog is not strictly 

known as a Social Media network, but it is the founda  on of what you 

share on Social Media networks, and is the glue that binds together 

your Social Media networks and your community.

It is also important to understand that by blog, I mean the website 

where you host your longest and most interes  ng ar  cles. This is 

also very likely to be your website, or be a big part of your website.  

A blog and a website will allow you to share knowledge gi  s, allow 

interac  ons and sell products and services to your customers.

A blog is basically a place where you are sharing your messages in 

around about one page in length, maybe fi ve to ten paragraphs.  

It is the place where you write about your subject ma  er, all of it 

or just one part of it. For example, a blog could be a topical story, it 

could be how to do something, it could be showcasing your latest 

product, introducing the latest person in your team, discussing your 

latest service off ering etc.  

A blog is about wri  ng to your customers and informing them about 

you and your business. Great blogs look at your opinions and ideas, 

and they bring to life your business.  

When wri  ng any blog, make sure that you use your keywords.  

Whatever your keywords are, which you have already discovered in 

previous chapters, make sure that they are represented somewhere 

in the blog.  

Once you are happy with your blog, you can then publish and share 

the blog. Wri  ng a blog is really where you start the Social Media 

journey and this is the easiest part in terms of what we are already 

used to. We are already used to wri  ng quite long paragraphs about 

a topic, about a subject, and this is all a blog is.  
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Blogging is the start of sharing your content and is key to building a 

great community. There is a much more comprehensive look at the 

blogging at the next sec  on.

Social Media   
Channel 

What it’s used 
for

Examples of use

Blogs

• Blogs are 

used to share 

ar  cles, 

informa  on, 

research 

and opinions 

of your 

community.

• Share longer 

blogs about 

your area of 

knowledge, 

what’s 

happening with 

your business, 

and your 

products and 

services.

• Share your 

opinions on 

world events, 

things that are 

happening in 

your world 

that will 

interest your 

community.

• Share your opinion 

on the latest news 

in your industry.

• Show your latest 

products and 

discuss the thinking 

behind the range.

• Introduce your 

latest off ers and 

why they are 

relevant to the 

customers.

• Share a video of 

customers using 

your products and 

services.

• Update your 

customers on your 

latest addi  ons 

to your business 

services.

• Upload a few 

photographs from 

your latest trip.
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Facebook

The second Social Media network which I advise people to use is 

Facebook and par  cularly Facebook pages for business profi les. As 

an individual, you have a Facebook profi le, but as a business, you can 

set up a page. By doing this, you can separate your personal life and 

your business life.  

It is very much your choice whether you use the profi le as your means 

of having a presence on Facebook, or whether you use a page. As 

a person (with a profi le), you have to ‘friend’ people and they have 

to ‘friend’ you.  As a page, anybody can like and follow your page.  

I would recommend that as a business, you have a page, and as a 

person, you have a personal profi le on Facebook.  

The main idea with Facebook is to share messages, or images and 

videos. Write a few sentences, add a few images. or add a video of 

something of interest, and build up a set of updates, photos and 

videos.  You can also share links to other websites, blogs, videos etc.  

This is a great way to grow your community by sharing content that 

you like and commen  ng on that content.

Another great benefi t with Facebook is that you can join communi  es 

and groups, as Facebook calls them. You can set up a group on 

your book using your keywords and start interac  ng with people.  

These groups can be private or they can be public.  You can have a 

conversa  on with your community in private, or you can have an 

open conversa  on where other people can join in.  The idea is really 

to build a community to get people liking, sharing and just joining in 

the discussions on the pla  orm. 

When you have a Facebook page, people have to ‘like’ the page.  You 

should only post, on the page, informa  on that you want to be free 

and what you want people to know and interact with. You cannot 

make your page private, so it is important to know that what you post 

on your page will be seen by the world.  Make sure you post good, 

intelligent content. 
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In summary, Facebook has three types of presence:

Facebook 
Presence

Purpose Privacy       
op  ons

How to           
Connect?

Profi le This is where 

you as a person 

have your 

informa  on 

and share your 

own life.

This can be 

very private 

and there are 

various levels 

of privacy and 

interac  on.

You have 

to request 

connec  on as 

a friend.

You can follow 

a profi le, which 

means you 

get limited 

updates from 

that person.

Page This is where 

you set up a 

page for the 

world to see on 

your business, 

topic, subject, 

business etc.

This is open 

and people can 

interact on the 

page.

You can ‘like’ a 

page and then 

follow it.

Group This is set up 

for a group 

of people 

to interact 

and share 

informa  on.

Public or 

private.

You request to 

join a group.
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Advantages of Facebook

• Largest and most crowded. Facebook is the most crowded and 

congested Social Media site on the Internet. With the recent 

update of over a billion subscribers, Facebook is only second to 

Google in terms of online traffi  c.

• You can quickly gain a large community. Facebook users con  nue 

to grow each day which makes building a community here reach a 

large number of users in a very short  me.

• You can connect with everyone. The user base cuts across geography, 

educa  on, experience, age, sex, religion or culture.

• Everybody is on Facebook. Business people, individuals, religious 

crusaders and fun makers are all on Facebook for various reasons. 

This makes Facebook a place where you can keep up with anyone, 

and the connec  ons are easy.

• Once you click on a link, all your friends get informed. When 

you are doing any book promo  on on Facebook, you have the 

advantage of reaching many people when one person likes the 

post. Once one person clicks ‘like’ to a link, all his/her friends are 

informed at once about the update.

• Great analy  cal features. Facebook includes a data analy  cs 

func  on that informs subscribers of everything that is happening 

on their page and the page of their friends. 

• Varied and complex privacy controls. Users are able to use custom 

se   ngs that determine how they want to be seen or found on the 

site.

• Easy to navigate. Facebook is easy to use because all the features 

about sharing informa  on are just a click away.
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• Facebook Mobile and apps. Facebook is con  nually developing its 

access points and develops many apps to help you communicate 

with other Facebook users more easily and when you are on the 

go.

Disadvantages of Facebook

• Only one main profi le. You can only set up one profi le page which 

means there is no separa  on of personal and professional side of 

your life.

• Varied and complex privacy controls. The privacy and sharing 

controls are great, but because of the large numbers of users, the 

security se   ngs change o  en and privacy can be at risk if you do 

not keep up with the latest changes.

• Facebook Mobile and apps. Facebook is con  nually developing its 

access points and develops many apps to help you communicate 

via Facebook. This could become cumbersome and some apps do 

not work well.
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Social Media              
Channel

What it’s used 
for

Examples of use

Facebook

• Facebook is 

the main Social 

Media network.

• Used daily by 

millions of 

people to keep 

in touch, share 

photos and 

interact.

• View Facebook 

as you would 

view talking to 

your friends 

face-to-face.

• Upload 

professional 

and business 

photographs.

• Share images of 

your new product 

ranges.

• Update your page 

with your latest 

new services.

• Show the latest 

promo  ons and 

off ers.

• Promote an 

event to your 

community.
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Twi  er

The third Social Media network that I would like to introduce is 

Twi  er. Twi  er is a Social Media network where you write very short 

messages, 140 characters only, and these are called ‘tweets’.  This 

means your message has got to be very simple and to the point. 

Twi  er is a great way to ‘grab a  en  on’ for people in your community. It 

will test your wri  ng skills to make such a short, but impac  ul message.  

You can add images to the tweet, which is a great way to add more to a 

short message, and images are o  en more useful than words.  

Twi  er is very much used for the one-liners to hook people onto your 

website, to your blog and maybe to your Facebook page.  You should 

look at Twi  er as basically saying, “Look at this, this is happening,” or 

“Did you know this? Some interes  ng facts, interes  ng links, interes  ng 

photos etc.”

On Twi  er, you have got a few milliseconds to grab somebody’s a  en  on 

and literally it should be the shortest sentence you can imagine, but s  ll 

content rich and in line with your brand voice.  You must make sure 

that as a business you try not to sell too much, try not to be, “Buy my 

latest service, buy my latest product”.  People do not like being sold to 

directly; they like to join your community, be a part of you, get to know 

you and then you can sell through diff erent methods later. 

I would not advise directly selling con  nually on Twi  er, but you 

should do some selling of your business services. For example, out 

of my tweets, there are probably one in ten that are sales ones. The 

main purpose of Twi  er is to use it for messages to gain interest in 

your community and to ‘hook people’ into wan  ng to know more.  

One of the great benefi ts of Twi  er is that you do not have to friend 

another person; you can follow anybody you want on Twi  er.  This 

is a big opportunity for you as a business owner.  If you would like to 

communicate with a thought leader in another country, you can send 

a message to them directly or you can comment on their tweets.
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Good Twi  er e  que  e suggests that if you want to connect with a 

person, follow them and understand their messages.  When they post 

a tweet of interest, retweet it (i.e share it) and then send a response 

or reply to them.

On Twi  er, you can follow people and they will follow you.  Another 

 p for the good Twi  er e  que  e is to follow people who follow you.  

It seems it is polite to follow people back if they are interested in your 

message.  I would do this with cau  on; make sure you follow people 

you want to, not just people who follow you.

The fi nal point to make about Twi  er is to help you understand the 

Twi  er feed. This is the place where you see all the tweets from 

people who you follow. If you have a few people that you follow, it 

will be a slow-moving Twi  er feed, but when you follow hundreds 

and thousands of people, you will see that your feed has thousands 

of messages on it.  This is important to understand, because it means 

that you only have milliseconds to read a tweet from people you 

follow.

Think about this when you are twee  ng; if your follower is following 

2,000 other people, they are unlikely to see your tweet.  This is where 

I advise that you share your tweets more than just the once.  One 

share of a tweet will be unread by a large propor  on of your followers.

I use an automated system to send out my basic tweets (covered at 

the end of this chapter). By doing this, I know my community will see 

my messages at some stage in the twee  ng cycle.

Advantages of Twi  er

• Easy to follow topics and issues. With Twi  er, there is an easy use 

of hashtags (#) when a user intents to follow on a certain topic.

• Posts are brief. There is a limit to character usage that makes sure 

posts are only short. This way, it is easy to fi nd the informa  on 

you need.



105

Chapter 6: Th e Social Media channels for a business

Disadvantages of Twi  er

• Brief posts. While this appears as an advantage in terms of scanning 

the message you want, many people do not like it. It is not possible 

to conclusively address an issue and have a conversa  on on Twi  er.

• Missed posts informa  on. If you have a huge following on Twi  er, 

you will defi nitely miss out on some of their comments.

• No on-site analysis of data. There is no analysis of what happens 

with your tweets.  This feature is what makes Facebook unique 

and it is absent on Twi  er.  There are other systems that can track 

your Twi  er interac  on, and this func  onality will come over  me.

Social Media              
Channel

What it’s used 
for

Examples of use

Twi  er

• Quick and 

short updates 

(less than 140 

characters).

• O  en used for 

quick headlines 

from blogs, key 

messages from 

a brand and to 

interac  on with 

customers.

• Customer 

service issues 

are o  en 

highlighted on 

Twi  er - so keep 

an eye on it!

• Share the latest 

informa  on on 

your range of 

products and 

services.

• Update on daily 

facts and fi gures 

related to your 

topics.

• Share customer 

tes  monials and 

reviews.

• Ask for feedback 

on the latest blogs.

• Share the latest 

event for your 

community.
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LinkedIn

LinkedIn is your professional profi le and I think for anybody in their 

working life, and especially in a business life, having a good up-to-

date LinkedIn profi le is very useful. 

Connec  ons on LinkedIn are made by connec  ng people that you 

know. Unlike Facebook and most other Social Media networks, you 

must confi rm that you know the people you are connected to.  This is 

important to LinkedIn, as it shows that you know the people you are 

connected to and can vouch for them in a professional sense.

As you can see on this image, you must click “How do you know....?” 

to maintain connected integrity on the network.

LinkedIn is very much for job opportuni  es; it is your online CV, so 

people will approach you for job opportuni  es, which is normally 

not relevant for small business owners, but there is a group side to 

LinkedIn.
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On LinkedIn, you have a number of groups and they are professionally 

related. As a business, you can use these groups for research, 

connec  ons and to build a community. There are groups about 

authors wri  ng this subject, understanding Social Media, or diff erent 

groups where people join and, again like Facebook, can interact with 

each other, share ideas and just build a community. 

LinkedIn is similar to Facebook, but it defi nitely more ‘errs’ to the 

professional side, which as a business owner, it is very useful for the 

professional side of what you are doing.  

Building groups on LinkedIn can bring about great opportuni  es 

and the interac  ons can be of high quality as you grow a network of 

interested community members.

Advantages of LinkedIn

• Connect with old colleagues. You can post your CV, include all 

the companies you have worked for and it helps fi nd connec  ons 

from those jobs for you to connect with.

• Online, visible recommenda  ons. You can have recommenda  ons 

from people displayed on your page. Great to keep track of 

personal references for referrals. 

• Groups. You can join groups related to your business as a way of 

mee  ng new people and building a community.

Disadvantages of LinkedIn

• Not user-friendly. LinkedIn does need some  me to understand 

the way it works and how to best use it.

• Hard to make sales. Not a great site for genera  ng leads or ge   ng 

people to take ac  on to use your services, unless you are a 

recruitment agency.
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• You must have a real photograph. You have to use a photograph 

of yourself, or the site will fl ag you.  To be fair, this is important as 

LinkedIn is a professional network and people should know you to 

connect with you.

• Less frequent usage. Users do not check their pages daily, and 

some people will not check it for months.

Social Media              
Channel

What it’s used 
for

Examples of use

LinkedIn

• Business 

networking 

and sharing of 

professional 

informa  on.

• Not used 

extensively 

in marke  ng 

but used as a 

professional 

business 

person and as a 

business.

• Ensure you have a 

personal LinkedIn 

page with your 

history and 

details.

• Ensure you have 

a business page 

with your details.

• Use the page to 

share links to 

your blogs and 

some  mes your 

products.
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YouTube

One of the best and fastest growing Social Media networks is YouTube; 

here is where we get more visual. The most visual Social Media 

network is using videos.  There are a few other video sharing website, 

such as Vimeo, which are also very useful for businesses.

Video has grown signifi cantly over the last few years thanks to the 

improvements in technology.  As discussed earlier, the E-Revolu  on 

has brought about much improved networks and data transfer, 

alongside more powerful and more mobile technology.  The world is 

now full on smartphones on Wi-Fi or 4G networks; this is the perfect 

combina  on to watch videos at your leisure, wherever you may be.

Videos are very important for your business. Your products and 

services are sta  c items, but with a video you can tell a story much 

be  er. You can engage with your community much be  er, and you 

can add value to their lives.

If a picture tells a thousand words 

a video must tell a million words!

It is important to know that Google owns YouTube.  This means that 

whatever you put on to YouTube will be searched and indexed a lot 

higher (in the rankings) than any other video sites, because Google 

owns it, and obviously they want to promote it and share content.  

A video by far is the best way to get your messages across to your 

community, but it needs to be a good video; short, snappy, to the point. 

When you upload your video onto YouTube, make sure you use the 

‘tag’ func  on and the ‘descrip  on’ func  on to put in your keywords; 

this ensure that you can be found when people search for you.

YouTube is simple to join; you can use a Google account if you have 

one set up. Once on YouTube, go to ‘My Channels’ where you upload 

your videos. If you have more than one business, you can set up more 

channels with relevant videos for the diff ering communi  es. 
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Advantages of using Youtube

• Fast and easy video sharing. Once you have an account, uploading 

and then sharing your videos happens is a few minutes.  You can 

then share these videos to all your other Social Media networks 

directly from YouTube.

• Diff ering privacy features. You can make your video public, private 

or unlisted, depending on who you want to see your work.

• Quick access to various videos. The search func  on is powered 

by Google, and is therefore extremely fast and accurate in fi nding 

what you and your community are looking for.

• Safe browsing. The service is regularly monitored and ensure 

highest levels of safety and security for your videos.

• Easy ra  ng and feedback system. Once you have your video 

uploaded, it can be easily rated, viewed and shared by your 

community.

• Mul  ple size func  onality. YouTube can automa  cally share your 

video in diff erent sizes and formats, so you can embed the video in 

your website or share the video on Facebook, in the right format 

for the pla  orm.

• Mul  ple apps and browsers. YouTube has many diff erent apps 

and access points, so you can easily view videos on most devices 

and most systems.
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Disadvantages of using YouTube

• This is public, so anyone can see the videos you post. Your videos 

can be shared and sent around the world with li  le regula  ons.

• Anyone can post a video. There are issues of some videos being 

posted that are not correct and lack integrity.

• There could be issues of privacy invasion and copyright 

infringement issues if your video is taken and copied.

Social Media              
Channel

What it’s used 
for

Examples of use

YouTube

• Sharing video 

content.

• Very useful for 

‘how to’ videos 

and to really 

show off  your 

business.

• Post a video of 

you introducing 

your products and 

services.

• Film a ‘how 

to’ guide that 

explains how to 

use your services.

• Show your 

products being 

used in a real-life 

situa  on.
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Pinterest

Pinterest is a Social Media network for the more visual users.  Pinterest 

is perfect if you are in the crea  ve or visual industries.  Pinterest is 

a selec  on of photos and images, which is perfect if you are selling 

visual products and service, such as if you are advising fashion trends, 

or if you are an interior designer.

Pinterest is a simple concept as a social network. You literally ‘pin’ 

images that you like to ‘boards’ that you create.  Imagine you read lots 

of books or you like to photograph scenery; you can set up a ‘Books I 

love’ and a ‘Beau  ful scenery’ board.  The ability to set up boards is a 

clever way to sort your images and photographs into logical groupings.

With Pinterest, you can ‘pin’ other images and photographs from 

most pages on the Internet.  This is a powerful advantage if you want 

to build a visual image of you, your brand and your business.

What Pinterest does well, is to give a visual representa  on of you, 

your business and your niche.  This can be searched and viewed by 

everybody, which means that you can build a lovely set of boards and 

images that represent you and your business.

Pinterest is for all businesses, but works especially well in crea  ve 

industries and fashion industries.  People love the ability to ‘see’ this 

person, look at the images that they like, look at what they look at and 

it gives them inspira  on; it gives them an insight into the personality 

of the person in that business.  

The other great benefi t of Pinterest is to use it yourself as an ‘inspira  on’ 

board.  You can use the ‘pin it’ feature on your normal web browser 

to easily ‘pin’ photographs and images that you like.  You can then 

view these later when you are wri  ng your blog, or developing your 

next product; a very powerful feature for every business owner. You 

can also use Pinterest to keep note of ideas and images for your next 

blog and Social Media updates. This creates ready-made blog content 

for the future.
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Advantages of Pinterest

• Use it as a tool to record things that interest you and are part 

of your thought process when you build your product range and 

services, and blogs.

• Easy to save images to support your blog and Social Media 

networks.

• Pinterest is benefi cial for visual businesses such as interior 

designers, fashion companies and lifestyle magazines to promote 

their products and inspira  ons. 

• By crea  ng mood boards around your diff erent infl uencers or 

projects, you engage with your community and drive interest to 

your other Social Media channels where you can connect and 

discuss.

• Pinterest is also a great tool to use when you are planning an 

event and want to collate a variety of elements in one place.

• Unlike certain Social Media tools, Pinterest’s early adopters appear 

to have been women with mainstream interests like design, 

fashion and travel. They are genuinely engaged and hopefully will 

stay interested in your products and services.

• Pinterest is both a  rac  ve to look at and easy to use. 

Disadvantages of Pinterest

• There is no easy way to connect and chat via Pinterest

• There are poten  al privacy concerns because Pinterest forces you 

to link through either your Twi  er or Facebook accounts. 

• Pinterest’s current privacy policy is not crystal clear when it comes 

to what informa  on they share with your other Social Media 

channels.
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• Pinterest faces issues with images that are copyrighted. They 

face a growing backlash from media owners and users over their 

somewhat vague a   tude to copyright. Pinterest’s terms of use 

put the emphasis on you to make sure there are no copyright or 

licensing viola  ons, so it could be you that is sued.

Social Media              
Channel

What it’s used 
for

Examples of use

Pinterest

• A channel where 

you ‘pin’ photos 

of products and 

things that you 

like.

• Very visual – 

remember a 

picture tells a 

thousand words.

• Great to 

showcase 

you and your 

business images. 

Add plenty 

of product 

photography to 

your boards.

• Use this channel 

as a visual 

representa  on 

of your business.

• Open a page as 

a person and set 

up a ‘board’ with 

products you like 

– include yours 

and others.

• Use the boards 

as ‘bookmarks’ 

for images that 

inspire you.

• ‘Pin’ images to a 

board and use in 

your blogs and on 

the other Social 

Media channels.

• Open a page as 

your business and 

share the images 

that inspire your 

brand.

• Share the images 

that have inspired 

you to write your 

blogs.
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Instagram

The next social network to look at is Instagram.  Instagram is owned by 

Facebook, which is important to understand in the context of social 

networking sites.  For a start, this means Instagram is supported 

and will be here for the long term (assuming it is a viable business). 

It also means that you can easily integrate with Facebook and your 

communi  es. One of the issues with Pinterest is the lack of ability 

to connect with your community and discuss things.  Facebook is 

the place to have discussions and Instagram can be used in a similar 

way to Pinterest.

Instagram is a photo image social network where you upload and 

share a photo or image.  There are a number of ‘fi lters’ built into the 

apps which you use to upload the images.  These range from making 

the photo brighter and bolder, to making them black and white.  

These are easy to use tools, which can help defi ne your book and your 

business. You can also put text onto the message carrying the image, 

which makes Instagram more interac  onal.  

As a business, it is quite hard to work out how to use Instagram at the 

moment, but people tend to photograph where they are, what they 

are doing and put comments, and it builds up again an image and an 

understanding of the person.  

Your customers may not really look at Instagram too much, but they 

may see a picture of you delivering a training event. They may see a 

picture of your product and it may just set them off  thinking that they 

want to know more about this person. 

For me, Instagram is another method of just bringing new people into 

your community and your network. You could fi nd that some people 

love Instagram and they use it a lot to view and share images. Not 

having a presence on Instagram could mean that you miss gaining 

these people in your community.

Recently, Instagram have brought out the func  onality where you can 

fi lm a very short video, about 10 seconds in length.  This is a great 
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development as it can give a quick snapshot of what you are about, 

what your business is about, and allow people to learn more about 

you.

Using Instagram is very simple and it is an easy to use Social Media 

network. It is gaining in popularity and I would think that your 

community will start to use it, so make sure you take a look at it for 

your book and business.

Advantages of Instagram

• Instagram is great, especially if you are fond of taking pictures and 

uploading them right away for other people to see.

• It’s fast to upload on Instagram using the apps on smartphones 

and tablet PCs.

• Your photos can be automa  cally uploaded or posted on your 

Facebook and Twi  er accounts.

• Instagram off ers a lot of photo eff ects and fi lters.

• You can be updated on your friends’ happenings or your friends’ 

important announcements.

• It is a great way of making or mee  ng new friends.

• You can also adver  se your own products if you have a business 

or shops. You can take a photo of your products and post it on 

Instagram and it can help you gain more customers.

• Your posts also live on forever. They do not disappear or get 

archived like old tweets.

• Connect with a targeted audience. Take  advantage of the smaller 

community on Instagram to cul  vate real brand advocates and 

loyal customers. 
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• Instagram users are passionate and ac  ve. They want to interact 

with you and get to know you.

• Photos immediately convey emo  onal responses. You can easily 

use your posts to evoke powerful emo  ons in your community in 

order to produce the reac  ons you desire. 

Disadvantages of Instagram

• Instagram has limited features. It is simple for pos  ng a photo and 

a short cap  on.

• Loss of copyright ownership. Instagram owns the copyright of the 

photograph.

• Instagram is a great place to store, cap  on and share photos but 

the fear of Facebook using Instagram to generate revenues makes 

photographers rethink how they use the photo sharing app.
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Social Media              
Channel

What it’s used 
for

Examples of use

Instagram

• A place where 

you can post 

photos or 

videos. 

• Choose a ‘fi lter’ 

to enhance its 

look and feel.

• Use # to 

categorise 

content.

• Search for 

relevant content 

to follow.

• Easily follow 

and tag thought 

leaders.

• Upload photos 

of your products 

and service.

• Upload photos 

of customers 

interac  ng with 

your products 

and services.

• Upload photos of 

your business at 

diff erent  mes of 

the year.
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Google+

Finally, and by no means least, we have Google+. Google+ is very 

much like Facebook and LinkedIn. It is Google’s community or social 

app.  Google obviously owns this which means that content on here 

will obviously be searched and ranked very highly in a Google search.  

Again, it is about sharing; it is about establishing a community here 

– it is called a ‘circle’.  We would normally call it a community where 

you have a circle of friends.  You can have diff erent circles, or diff erent 

communi  es of friends which helps segment your community. So, for 

example, if you have got a number of products and services, you could 

set up a community, or a circle, for each of them.  So you can discuss 

and have group conversa  ons and interac  ons within that circle. 

Being Google, there are some cool technologies you can use. You 

can hold a Google ‘hangout’, which is video conferencing for the new 

world, or you can use Google messenger to keep all your messages 

in one place (see the next sec  on, Google – Your BEST friend on the 

Internet)
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Advantages of Google+

• Separates work and personal engagements with your diff erent 

circles and se   ngs.

• Google+ has an easy way of separa  ng your work contacts and 

personal life contacts.

• Video cha   ng is a great benefi t via hangouts. You can chat with 

your community through video, seeing them face-to-face from 

anywhere.

• It is interlinked with other services. All other services of Google 

are integrated within the social networking site. 

Disadvantages of Google+

• Lengthy posts. There is no limit to character usage and so you 

can exhaus  vely say what you want. This causes diffi  cul  es while 

scanning for specifi c things.

• Diffi  cult in naviga  on. The more people you connect to, the harder 

it becomes to navigate with ease.

• Not clustered. Since Google + is not as crowded as Facebook or 

Twi  er, there is clear lack of mass that can be reached at once for 

marke  ng purposes.
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Social Media              
Channel

What it’s used 
for

Examples of use

Google+

• Similar to 

Facebook, but 

more recent.

• Used daily by 

millions of 

people to keep 

in touch, share 

photos and 

interact.

• More business 

focused, but s  ll 

very new.

• Important to 

note – Google 

is the world’s 

number one 

search engine. 

Pos  ng updates 

and content on 

Google+ will 

mean you have 

a be  er page 

ranking and 

more visits.

• Upload product 

photographs and 

informa  on.

• Share a paragraph 

about a new 

product and 

services.

• Update your page 

with your latest 

new range or 

downloads.

• Share your new 

promo  ons.

• Promote an event.

• Hold a hangout 

with your 

community.
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Google – Your BEST friend on the Internet

I know this is not strictly Social Media but without sounding like 

Google’s number one fan, I would like to introduce and show you 

what Google has to off er for your business.

Throughout the book, you have seen references to Google, and here I 

will summarise why they are so important to your business.

The fi rst thing you need to do is to set up a Google account for your 

business:

h  ps://accounts.google.com/SignUp

Simply follow the ini  al signing up process, as shown below. You will 

need a Google account to use all the free tools Google provides to 

help you promote and grow your store.
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Applica  ons that you can access from your Google account… for 
your business

 

Image source: h  p://www.ewcer  fi ed.ca/google-for-your-business/

Google Web Search

This is where most people start their internet search... including YOUR 

customers.

How any  mes do you hear, “Just Google it?”... and we all know what 

that now means. People search for everything on Google, and that 

includes the products that you sell.

A Google search is based on complex algorithms, which have been 

developed over tens of years.  Google has one aim, and that is to give 

the user the exact answer they are searching for.  For Google to deliver 

that goal, they con  nually develop and improve their algorithms.

It is important to realise that as an online business, you cannot 

outsmart Google. Gone are the days when you could type in your 

keyword one thousand  mes and you come up on the fi rst search 

page.  Now there is much more to it, and more to come.
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The key rules for a Google search:

• Relevance – Is your website relevant to what the user has typed 

into the search browser (or spoken via the speech app)?

• Credibility – Is your website credible? With lots of credible content 

and plenty of interac  on?

• Accessibility – Is your website accessible for users and easy to 

navigate?

• Volume – Is there a decent volume of traffi  c to your website? 

Browsing and buying from your store?

• Links – Do you have credible links back to your website where 

people can share your content and like your pages?

Google Analy  cs

Google Analy  cs is a very useful tool for tracking and analysing your 

website’s traffi  c. The level of detail overwhelms many people who use 

Google Analy  cs. (More later)

Google AdWords

Google’s main revenue generator is its AdWords pay-per-click 

programme. Not all e-commerce owners want to spend money to 

generate traffi  c, but at some stage all e-commerce businesses use 

AdWords. 

The reason so many business owners do use AdWords is because it 

works for them in producing a posi  ve return on the ‘ad pounds’ they 

spend. 

At the very least, you should educate yourself about AdWords and 

make sure you use your keywords that you developed earlier in the 

programme. 
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Google Maps/Local Search

Google Local Search might not be relevant for every e-commerce site, 

but there is a rapid shi   occurring across all the major social/search 

web proper  es to emphasise the local aspect of search. You will want 

to develop a local strategy and stake your claim in your city or region. 

The best place to start is by establishing your Google local lis  ng. 

Here, you add your basic business details and it will then show up on 

Google Search for that loca  on – every extra placing on Google will 

result in more hits to your website.

Google is tes  ng a paid enhanced local lis  ng service, which allows 

par  cipants to create a more developed lis  ng that displays in Google 

local results, and includes links to photos, videos, coupons, and other 

specifi c business informa  on.

Google Webmaster Tools

Webmaster Tools gives you valuable stats about how Google views 

and crawls your website. You can see data, such as the most common 

keywords which Google associates with your pages, or the anchor 

text found in external links to your site.  

Webmaster Tools now has a site performance sec  on that gives data 

on the load  me of your pages.  

Some very useful informa  on to help grow your business. 
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Simple and automated ways to share content

Once you have established your Social Media profi les and pages, you 

need to fi nd a good way to share content across all these networks.  

I will discuss this in depth in the strategy sec  on, but for now I will 

cover a couple of key ways to share content.

The fi rst way to share content is via the ‘share’ icons that exist on most 

blogs and social networking sites.  You will all have read a news ar  cle 

or blog and seen a selec  on of Social Media icons which enable you 

to easily share this content with your network.

There are some very simple sharing icons and some more complex.  

Above is a very common and simple way to share your content with 

your networks.  All you need to do is click on the Social Media network 

image, log in and share the content direct with your community.

Ar  cles and blogs o  en have the ability to comment and engage in 

conversa  ons; this can be solely on the blog or as part of a Social 

Media network.  You should make sure that your blog has the comment 

and share op  ons, to enable your community to share your content 

easily.

There is a way to share content automa  cally, and  me your content 

updates. This is done by using so  ware which allows you to share.  The 

one I use is Hootsuite and they allow you to set up all your networks 

in one place and share content in a  med fashion.
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Using this type of so  ware is a great way to effi  ciently grow your 

community and market your books and business. I tend to share 

all my content via Hootsuite and spend a few hours once or twice a 

month se   ng this up.

As you can see in the screenshot, I have three networks on the 

profi le (Twi  er, Facebook and Vimeo) and it shows my Twi  er direct 

messages and the scheduled tweets.  

You can customise all these to exactly what you want to see and in 

which column.
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Social Media networks and mobile devices

Social Media is something that we do in our own  me and when we 

decide. This is a big change to old media which was ‘pushed’ at us. 

With Social Media, we are in control. As discussed in the E-Revolu  on 

chapter, the changes in technology and connec  vity has given us all 

access to aff ordable mobile devices such as smartphones and tablet 

computers.  

These new devices have allowed us to access Social Media 24/7 and on 

the move.  All Social Media networks off er mobile apps (applica  ons 

or so  ware) which allows you to access your Social Media networks 

on the go.

This is a great benefi t for you as a business.  Time is one of our most 

precious resources and I do not recommend you spending hours of your 

 me sat at your desk on Social Media networks.  This will not make you 

money; you must write and share content, and make sure you interact 

with your community.  Mobile and apps allow you to do this on the 

move and in between mee  ngs and events.

You can also use the apps to write and develop content whilst you are 

on the move.  You can use note apps that allow you to scribble down 

ideas wherever you maybe. You can use the camera app and then 

share the images with yourself if you have some inspira  on.  

Mobile use of Social Media networks is a game changer in terms of 

your  me. We now have the ability to be connected and interac  ng 

on Social Media networks 24/7, and more importantly when we have 

 me to spare, such as when travelling.

The quality and usability of these apps varies with the social 

networking pla  orm, but they are all available and will make keeping 

in touch with your community much easier.  They are all simple to 

download; just go into your app store (App Store or Play Store) and 

download the latest version of the networks you are using.
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Log on to the profi les and you are free to use Social Media on the go.  

This is a great way to share live photos of your training, update your 

community with breaking news, or just share a cool video that you 

have watched recently.
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Chapter 7: 
The import ance 

of  blogs
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The blog basics

What is a blog?

Originally, it was a type of online journal or diary, 

oŌ en including personal comments as well as web links and 

images. Now, a blog is the main method of communicaƟ on in 

the Social Media world.

Blogs are very popular and they are a great, inexpensive way to 

connect with more customers, and help build a community.

The great thing about blogs is that people read them for fun and 

in their own  me. Customers are becoming more jaded about 

adver  sing, but they will gladly read a blog that has some interes  ng 

things to say, and is relevant to their community. 

Many large companies are using blogs to deliver a be  er and more 

personal message about their companies, products and services – 

and this strategy seems to be working.

In general, you will want to develop a central theme for your blog in 

the same way that news columnists develop a theme for their ar  cles. 

This helps ensure that your blog is not too sca  ered and meets the 

needs of your community.

Next, fi nd some places to publish your blog. There are a number of 

sites – both paying and free – that give bloggers a chance to publish 

their material.

Along with your own places for your blog, you should take advantage 

of the blogging system that LinkedIn created in 2014. It is called a 

‘post’ and you can share your blogs/posts with the en  re LinkedIn 

network. This could gain you thousands of views and interac  ons 

(there is more on this in the LinkedIn sec  on).
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Once you have a place to publish your blog, you will have to set aside 

some  me each week to develop new content. This is key to crea  ng 

a long-term and sustainable community.

 

When you are wri  ng your blog:

• Write simply and clearly. Use small paragraphs and spell check 

before uploading.

• Use your own language. Your readers will trust what you have 

to say if you say it well and consistently.

• Go easy on the adver  sing. The idea of a blog is to give readers 

something fun, exci  ng to read and visually appealing. 

• Consider wri  ng about your day, the atmosphere your 

workplace has, and culture, rather than just your company. 

People like to get to ‘know’ companies and a blog is an ideal 

method to bring out a companies personality.

• Use images and videos. Consider many types of crea  ve 

content, not just text. Blogs allow you to upload images, create 

links, and allow users to make comments. Your blog will have 

many more readers if you make your blog exci  ng.
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Blog marke  ng ideas that work…

Once you develop a blog, you will want to use the best blog marke  ng 

strategies you can to sell your products and services. However, 

marke  ng blogs are diff erent from personal blogs, and blog marke  ng 

or adver  sing is very diff erent than other forms of marke  ng.

In order to make your blog a powerful marke  ng tool, you need your 

customers and community to see it. That means that you will need to 

provide content that gets a  en  on.

• Make your blog visually exci  ng. Choose an a  rac  ve background 

colour and provide photos or images. Develop your blog as you 

would a website, with the same visual appeal. Good bloggers 

even add video and sound to their blogs. 

• There is no need to spend many hours composing artwork, but 

know that simple text on a white background may simply not 

draw as many readers as you like.

Studies suggest that 50% of online users read blogs. This means that 

if you can give your blog community what they want, you can be 

reasonably sure of having a good audience. 
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• 

Ideas for content that you may want to include in your blog:

• Tips and advice. Many successful marke  ng blogs are much 

like successful customer magazines – readers tune in to read 

content that is useful. A computer company can off er computer 

 ps and advice. For example, an author’s blog can include daily 

ways to boost wri  ng skills.

• Create interest. If your personal or business life is fascina  ng, 

then great. There are many successful marke  ng blogs that 

detail the exci  ng lives of company presidents who are also 

hobby race car drivers or skydivers. This sort of material can 

ensure a steady audience.

• Humanity. One of the things that blog readers are most 

interested to see is the face behind the company. Many 

blog readers like a company run by people who have similar 

concerns. Building humanity into your blog by detailing your 

company’s eff orts to help the community, for example, is a 

great way to build credibility and customer loyalty.

• Style. Many readers just love to see a gorgeous, well wri  en 

blog. Plenty of marke  ng blogs simply provide interes  ng 

content and nice graphics, and do quite well in drawing readers 

and customers.
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Get more readers for your blog, get more customers

There are several ways to make your blog one of the ‘hot’ blogs 

online. Tradi  onally, those companies that have the largest ‘star 

power’have had the most popular blogs, since everyone loves to read 

about celebrity or success. 

However, many smaller companies and individuals are developing 

large followings on the web. 

• Keep it content rich. Blogs are a great way to generate keyword 

rich content, especially if you update your blogs each day. In fact, 

for some smaller businesses, blogs make more sense than web 

pages. Blog so  ware makes crea  ng a blog almost automa  c 

while the spiders on search engines seem to favour high-quality 

and regularly updated keyword-rich blogs.

• Keep keyword content high with plenty of keywords. As you write 

your blog entries, do try to use not only keywords having to do 

with your topic, but also synonyms for your keywords.

• Provide good quality and o  en updated content.

• Specialise and fi nd your niche. The best way to make use of the 

search engine op  misa  on of blogs is to narrow your focus. Rather 

than developing a range of ideas and themes, write with one theme 

in mind. It will help ensure that people looking for informa  on on 

your topic will always fi nd you through a search engine.

• Join in the community. Make sure that you promote your blog 

by joining the blogging community. Crea  ng a larger presence for 

your blog online will result in more blog readers and, possibly, 

more customers.

• Add the address for your blog to email signatures and include 

a men  on in any email newsle  er you have to let readers 

know about your blog.

• Men  on your blog on appropriate forums and groups, 

especially in your LinkedIn groups.
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• Allow for readers’ commentary on your blog. Many online blog 

publishing programmes already allow this. If your readers can 

post their comments and read the comments of other readers, 

they are more likely to return to your blog regularly, and so keep 

your company name in mind.

• Make your blog searchable through your interests. Many blog 

programmes allow you to create a user profi le, which allows 

readers to search for you and your blog by interest topic and 

loca  ons, in many cases. Do not overlook this simple way to 

draw readers. Simply fi ll out your profi le, taking care to use many 

‘interests’ to a  ract more readers and browsers.
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Build a community

The aim of Social Media for businesses is to build a community – to 

build a following of people that want to interact and connect with you.  

You want to build an engaged community who want to listen to your 

message and connect with you on a frequent basis via Social Media.

With Social Media, you can build your own community of people 

who want to follow you, like you, love you and connect with you. The 

diff erent Social Media channels call these diff erent things, but it is all 

about gaining engaged followers.  

You want your community to ‘like’ your comments – to say, “Yes I 

like this, this is an interes  ng blog,” or, “This is an interes  ng tweet,” 

and then you want your community to start sharing the content or 

messages.  You want your community to say, “That is a great piece 

of informa  on, I will share that with my friends and my community”.  

From this share or ‘like’, you will grow your community.  

The power of one person in your community ‘liking’ and sharing 

content comes from the fact that we trust each other, in terms of 

friends. If our friends like, share or tweet something, we want to 

know about it and we are interested in what they have to say.  

Within a social network, if we are connected and you tell me that this 

is a great book or that there is this great service or great product, I will 

look at it.  I will also Google it, and I will go on Facebook, look at the 

page or have a look at the tweets. If you have recommended it, there 

has got to be something about it that could be of interest to me.  

With all these diff erent Social Media channels in existence, the key is 

to use the ones your customers use, and engage with your community 

on these Social Media networks. Do not just ask them to share. Do not 

just ask them to like your content. Ask them to talk about it, and ask 

you ques  ons. Ask open ques  ons, post a blog or post an update and 

ask, “What are your thoughts? Do you agree that this is the future? 

Do you agree that this should happen?”  
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Engage with your customers, because the more community, the 

more discussions you have, and the more powerful and the be  er 

your product and services become. With all this informa  on, you can 

change your products and services, and update them to fi t exactly 

what your customers want. Remember, the power of Social Media is 

worldwide. 

Once you build your community, you may have customers interac  ng 

with you from diff erent con  nents, where their experience will be 

so diff erent from your local communi  es.  This can add a completely 

diff erent dimension to your products and services, and you can use 

this informa  on to enrich the lives of your community.

The key is to build the community, get people to like your content, get 

them to share it and, most importantly, engage with them and make 

it interac  ve and fun. Upload photos and images, make it a fun  me 

so that they want to go and look at your Facebook page or join your 

LinkedIn group.  Make them want to read your tweets and become 

excited about visi  ng your YouTube channel. 

Most importantly, build yourself a community and network with 

people who are your supporters, your fans who want to be part of 

your community.  They will be your strongest voice and your biggest 

cri  cs as you and your business grows.

To grow a successful community, you need good content and a 

suppor  ve outlook on life.  The next few sec  ons talk you through 

how to grow and build a successful and loving community. 
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Follow and be followed

When you start building your networks, you will have to build your 

followers. To do this, at the start I advise you to follow the rule of 

“Follow and be followed”. This means that if you follow a person, 

especially on the feeder networks such as Twi  er and Pinterest, 

people will follow you back.

Develop a strategy to follow people who you know are likely to be of 

infl uence and be a part of your community:

• Your industry leaders

• Celebri  es in your industry

• People who blog in your industry

• People who have large social networks in your industry

• People you know

• Customers you have worked for

• Colleagues you have worked with

• Clients you have served

• Your business network

Follow as many relevant people as you can. By doing this, they are 

likely to follow you back and will help build your community.
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Engage with who YOU follow

When you start following people, make sure you become engaged in 

what they are saying and what they are talking about.  One of the best, 

and quickest, ways to gain a following for your book is to comment on 

other people’s blogs and Social Media networks.

I do not mean adver  se your products and services on their blogs, 

but engage in the topic of discussion that they have posted on. Share 

your opinion and your exper  se. If people like what you are saying, 

they will follow you.

Ac  vely join groups on LinkedIn, follow people on Twi  er and follow 

pages on Facebook. By becoming an ac  ve par  cipant in relevant 

groups and on relevant pages, you will become no  ced for your 

opinions and content.  

The more you share and comment, 

the more you will gain a following and build a community.
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Make them love you

Building a community of people that like you is great, but building a 

community of people who love you is what you want to strive for.  

If you have a community that loves you, 

they will be all you need to grow and develop.

It takes  me for people to love you, just like in physical life, but the 

success from this eff ort will be worth it. To get people to love you 

takes a lot of understanding of your customer and what they need.  To 

have a person love you, you have to understand what they are looking 

for in your community and deliver that.  

Whatever informa  on they are looking for, you must deliver:

• Frequently. Make sure you interact with your community on a 

daily basis and keep it interes  ng and exci  ng.

• Consistently. Regularly update your community with the same 

style and quality of content from your products and your services.

• Unequivocally. Share your content without expec  ng a return 

on that content. A return will come over  me with your en  re 

package.

• With abundance. Give, give, give.  Share as much content as you 

can.

• And with a high level of respect and quality.

Delivering content and informa  on this way will help you build a 

community that loves you.  Remember to respect the fact that your 

community have chosen to give their own  me to you;  treat them 

like VIPs and give them the content and interac  on they love.
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Engage and enrich your community

To enable your community to love your content, you need to give 

something back to them and improve their lives in some way.

The fi rst part of this is to engage with your communi  es.  You need to 

start conversa  ons and you need to join conversa  ons.  Commen  ng 

on another blog, or your own blog, with your thoughts and feelings 

will engage your community, and allow them to join in with the 

conversa  on.

When you comment on other blogs and other people’s Social Media 

channels, be fair, honest and engaging.  You are building a community 

that loves you and you must respect other people’s opinions and 

other people’s views. That does not mean you do not comment; it 

means you comment and engage in conversa  on with respect.

The best way to engage with your own community is to enrich their 

lives. Add and share content that helps them improve their lives or 

understand their lives be  er.  Good quality content that enriches lives 

can be shared and used by your community. The eff ect of this will 

help grow your community and make them love you even more.
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Give, Share, Support – Principles for great communi  es

Sharing good quality content will enrich your community and you can 

follow these three principles for good content:

Giving and sharing alone do not make a great community; 

conversa  ons and support make the community.  Ensure you support 

and have conversa  ons with your community.

 

1. Give. Give lots of content; blogs, tweets, videos, images etc.  

Make sure you are always giving to your community lots of 

relevant and great content.

2. Share. Once you have given lots of content, make sure you 

share this content. Use the Social Media networks to share 

your content with other communi  es, other people who may 

be interested in your message, and your community

3. Support. Giving and sharing lots of content will lead to lots 

of engagement with your community. This engagement will 

not only be in the forms of sharing and liking, but also people 

commen  ng and having a conversa  on. Make sure you are 

suppor  ng your community and having conversa  ons with 

them and answering their ques  ons and concerns.
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Follow, Like, Love – The ul  mate aim of Social Media

The ul  mate aim of Social Media is to grow and cul  vate an engaged 

community.  

I have developed a three-step model in order to help you build the 

community that you want.

The next chapter will give you the strategy and techniques you need 

to build your community around your business.

1. Follow. Help your communi  es to follow you.  This is done 

by giving, sharing and suppor  ng great content and great 

conversa  ons.

2. Like. Once they are following you, get your communi  es to like 

you; give them a reason to say, “I like this post/image/video.”  

Provide life-enriching content for your community.

3. Love. Now that your community follows you and likes you, you 

want to help them love you. If you have people that love you 

in your communi  es, they become your ambassadors and your 

most infl uen  al supporters.  Help your community to love you 

by helping them engage with you, not just liking and sharing, 

but ac  vely commen  ng and interac  ng with other members 

in your community.  You want to make your community 

members proud of the community and happy to say that they 

love this par  cular community.
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You must have a strategy and plan Social Media

Failure to plan, is planning to fail

Have a plan, have a strategy

As with anything in business, you need to have a plan, and Social 

Media is exactly the same. A lot of people make the mistake of opening 

a Facebook account, se   ng up a LinkedIn profi le, and se   ng up a 

Twi  er account, then they write a few tweets, share a few videos and 

then sit there and wonder why nothing is happening. Why is nobody 

interac  ng? Why are people not visi  ng my website? Why is there no 

downloads of my products? Why are people not coming to see me? It 

is because there is no plan.  

You need to look at what you are trying to do and piece together 

the process to get there. It is quite a long journey in terms of how 

to get from a number of Social Media sites to a product, a service or 

something that your customer buys and interacts with.

Social Media Strategy for Business
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The Social Media for Business Strategy

1. Start with your blog. Your blog is the most important item of 

content. You should concentrate on wri  ng this fi rst and then 

use this as the basis for all the other Social Media channels.

2. Share your blog. Communicate it via all your Social Media 

channels. Make sure you have all the share bu  ons on your 

blog to allow for easy sharing by your community.

3. Links to your website. Make sure you have links to your products 

and images on the blog ar  cle; you want your customers to 

buy your products and services ul  mately.

4. Take the key points from your blog and write a paragraph for 

Facebook/Google+/LinkedIn.

5. Link this update to your blog page, so that when the customer 

reads, and likes the paragraph, they can read the full blog.

6. Write impac  ul and en  cing content. Make sure your content 

is interes  ng and  to ensure your Facebook/Google+ customer 

reads it and clicks through.

7. Take 10 key sentences from the blog and use them for Twi  er. 

Once you have wri  en your blog ar  cle and paragraph 

update, you should take the 10 key messages (of less than 140 

characters) and use these to en  ce your customers on Twi  er 

to click through and read the blog.  Make sure you add the link 

to your tweets.

8. Use images. “An image is worth a thousand words”.  Make sure 

you have images in every blog, even if the blog is for informa  on 

only.  Include pictures of your book and other images you have.  

9. Use videos. If you have a great story and want to share a 

message over a wider audience, keep it short and to the point.
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Social Media marke  ng plan for Businesses

To help you set your Social Media marke  ng plan for your business, I 

have developed a step-by-step plan. This can be downloaded for free 

as an excel spreadsheet from www.retailpoten  al.com to enable you 

to use it immediately.

Step Ac  on Details

1 Know your 

customer 

Understand what your customers 

are talking about in rela  on to 

your business. Translate these 

words and phrases to the Social 

Media world.

What keywords do they use? 

What words would they search 

for? Do they prefer words or 

images?

2 Know which Social 

Media channels 

your customers 

use

Understand which channels your 

customers use in the Social Media 

world – blogs, email, Twi  er, 

Facebook, LinkedIn, YouTube, 

Pinterest etc.

Which Social Media channels do 

they use?  What subject lines do 

they like? What  mes do they use 

Social Media? Do they comment 

on blogs? Do they share content?

3 Test, Monitor, 

Change (TMC)

Test the diff erent Social Media 

channels and diff erent words 

– this takes  me and needs to 

happen o  en to refi ne your 

message to your community.
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4 Target your 

customers 

Once you have trialled a few 

Social Media channels and words, 

start to target your customers 

using this knowledge.

Look at diff erent areas, interests, 

followers, groups etc.

5 Co-ordinate a 

‘theme’

Develop a Social Media theme for 

each month.

Co-ordinate all the Social Media 

channels star  ng with a blog 

– is this period’s theme about 

informa  on? Events? History?

6 Wri  ng Style Write in the style fi rstly for your 

customer and secondly for the 

channel.

Your wri  ng style is a refl ec  on of 

your brand.

7 KEEP – Test, 

Monitor, Change 

(TMC)

Test the diff erent channels and 

diff erent words.

Change the way you write and the 

channels.

It takes a few months to get the 

right blend - keep TMC.

8 Be confi dent with 

what you produce

Be confi dent with your content – 

people will choose to follow, like 

and sign up to your newsle  er.

They WANT to know about you, 

your brand and your products.
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9 Make every detail 

count

Remember the detail – ensure all 

your details are correct.

From the spelling and tags to the 

picture quality and posi  oning, 

get it right.

10  Use images People love images, and images 

speak “a thousand words” – 

make your blog and newsle  er 

interes  ng.

Post on Facebook and Twi  er an 

image and some text. Make it 

exci  ng and interes  ng; you want 

your customer to click the link.

11 Use # and @ on 

Twi  er

Use relevant # (hashtags) and @ 

(people) to ensure your tweets 

reach the target audience.

Try diff erent # and test the 

response.

Use the # of the day and trending 

topics on Twi  er.

12 Time your events. There are lots of events every day. 

Link in with them if your product 

works with them e.g. horse 

racing, Olympics, motorsport, 

football matches, etc.

People search and talk about 

events; be part of their 

conversa  on.
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13 Measure and 

respond.

Measure your success. At the 

start of the process, note your 

followers, email database size, 

‘Likes’ on Facebook etc.

Your success in Social Media is 

measured by the growth of your 

audience, as well as sales, traffi  c 

and conversion.
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Social Media Strategy for Businesses

To bring this all together, I want to share a Social Media model with 

you that you can use to market your business. This model takes 

all your previous tes  ng from the plan and sets up an ac  on plan 

for implementa  on of a successful Social Media strategy for your 

business.

I start the plan with a newsle  er or blog, which is meant for your 

email database. If you do not have one (read the sec  on on email 

marke  ng to learn why you should have one), just start with the blog 

and ignore the newsle  er sec  on.

The strategy:

1. Start with developing the overall theme. 

2. Write the basics of the theme .

3. Write the blog or newsle  er fi rst, whichever is the biggest 

item.

 

4. Once the main item is wri  en, develop the Facebook updates 

and then the tweets. 

5. If you have a video, link this to the blog and newsle  er. 

6. Set up the sending of all the channels and make sure they are 

all  med as per the guidelines. 

7. Have a clear ‘Call to Ac  on’ i.e. visit the website, sign up or 

purchase etc. Make it consistent.
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The  mings of when you share Social Media updates are important. 

Here are some suggested ideas:

Social Media Timings to be 
sent out

Guideline

Blog Blog
 3x a month   12.30 p.m. Share a story about your 

new product range or 

services.

Focus on one part of 

the range for the story 

behind the range.

Make that into an 

interes  ng blog.

Allow the blog to be 

interac  ve, and ask for 

comments and opinions.

Newsle  er  Newsle  er
3x a month 12.30 p.m.

 or

Use the blog and take 

one interes  ng paragraph 

that explains the majority 

story of the blog.

 6.30 p.m. to 

7.30 p.m.

Add images to the 

newsle  er.

Add links to your videos 

and Social Media pages.

Facebook Facebook
1 to 3 per day  12.30 p.m. 

6.30 p.m.

Key content from the 

blog.

 In the evenings Share the images and add 

the link to the blog.

Share the main messages 

and link to the blog.
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Twi  er Twi  er
5 to 10 per day  8.30 a.m. Key content from the 

blog.

12.30 p.m. Share the images and add 

the link to the blog.

6.30 p.m. Share the main messages 

and link to the blog.

to Keep it very short and 

a  en  on grabbing.

10.30 p.m.

YouTube YouTube
1 video per 

month

Linked to blog and 

themed as per the plan 

for that month.

Keep the intro interes  ng.

Use the keywords that 

you are using on all 

the other Social Media 

networks.

Once you have set up your Social Media strategy, you will need to 

monitor the  mings to see which of your content is being viewed and 

interacted with. You may fi nd that your community interact in the 

evenings, or you may fi nd they interact in the day  me or weekends.  

Try lots of diff erent  mes to fi nd which is best for your content and 

your community.
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Key points for your Social Media content:

Remember:
 

Blogs
• Customers choose to visit the blog; this needs to be more in depth

• Make the story a couple of paragraphs  

• This should refl ect the true heart of the brand 

Newsle  ers
• This is the key medium we have to drive interest, visits and sales

  

• Must be informa  ve and easy to read 

• Maximum of fi ve lines per story 

Facebook
• The purpose of Facebook is to get quick stories and comments to 

start a discussion 

• Good examples reference the blog or video and ask what your 

followers think and want 

Twi  er
• Very quick one-liners linked to the theme or real-life events

 

• Remember your keywords and #

YouTube
• Use great tags to relate the content and bring together the theme
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What gets measured gets managed?

As with any good plan, you need to have some measurements.  

Whatever you do in life, you should measure and we have all heard 

the saying:

“What gets measured gets managed”

This statement is absolutely true in life, in business and the same with 

Social Media.  You need to set yourself targets. When you are looking 

at Facebook, blogs, and when you are looking at engaging with your 

community, you need to set yourself targets. A part of strategic 

planning is to decide what the targets should be and how you are 

going to achieve them.  

To help you measure your progress in Social Media, there are a couple 

of ways that you can measure your Social Media progress from an 

external point of view, which will really help you on the journey. One 

of these is called Klout. 

It is a Social Media measuring tool, and their philosophy is “Be Known 

For What You Love”.  Basically, they are saying that if you want to talk 

about and be an expert in this topic, we will help you measure to see 

if you are achieving what you want to be.

It is a very simple process in essence. Sign up to their website, add 

your LinkedIn, Facebook, and Twi  er accounts, and they will then 

measure your Social Media networks, and every day you will have an 

updated ‘Klout score’ which is measured from 0 to 100.
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Anything above 30 or so is good.  Anything above 60 is very good. 

Anything above 70 is excep  onal.  Barack Obama and Jus  n Bieber 

are around about 99 and, bearing in mind they have millions and 

millions of followers, they are at the top of the Klout scale due to their 

massive Social Media following across the world. 

You should not join Klout to expect to be at 100; you will not be.  It 

is just not possible for small businesses, even large businesses, to be 

near the top.  But what you need to do is measure your own progress.  

When you join, Klout will measure you, and for the fi rst few days it 

will be up and down as it is measuring all your diff erent Social Media 

sites, but then you will start to see a steady pa  ern.  

For example, when you join and you are at a Klout score of 21, you 

would target a growth in six weeks  to a score you want to be at – let’s 

say 23.  You need to work out, “How am I going to get there?”

You can do this by looking at your Klout score breakdown and see 

which channel is giving you the best score. Have a look at whether 

it is your Facebook, Twi  er, or Pinterest. Whichever of your Social 

Media sites are adding the most to your score tells you where your 

customers are and where you are infl uencing them.  
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For example, look at the above example, where my Klout score is 

56% from Facebook. From this informa  on, I know that my Social 

Media impact is driven a lot by Facebook and the other ones are less 

important. This allows me to focus on the quality of the keywords and 

making great content for Facebook.  The other Social Media networks 

obviously do change over  me and you need to monitor this. 

You might develop a new product or service, and you might do lots of 

videos and all of a sudden your YouTube is measured at 50% of your 

score; this informa  on helps you know where you are progressing.  



165

Chapter 10: Measure and improve your Social Media strategy

You can also, if you need to, benchmark yourself against other people 

in your industry, but bear in mind they could be using Social Media for 

years or they could be at the start.  

Do not worry too much at the start about where your score is rela  ve 

to other people.  Worry about where it starts and what you want to 

get to, and whatever you do, do not expect to go from 20 to 30 quickly.  

That will take three months minimum, probably six to twelve months. 

It is a long process of building up credibility, building up followers, but 

all of the  me you are adding value to your community.  
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Social Media Trackers

The second way to measure your Social Media progress is by using 

my own Social Media Growth Tracker and Social Media Engagement 

Tracker.

Remember, the goal of Social Media is to build an community and 

to build an engaged community. You therefore need to track two 

sta  s  cs:

1. Number of followers or page likes (Social Media Growth Tracker)

2. Number of ‘engagements’ i.e. likes, shares and comments (Social 

Media Engagement Tracker)
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Social Media Growth Tracker

Social Media 
Growth Tracker

Month 1 Month 2 Month 3

Newsle  er
Subscribers 100 110 125

Blog
Subscribers 50 54 65

Facebook
Page Likes 205 247 350

Twi  er
Followers 214 250 321

YouTube
Channel Likes 5 8 20

LinkedIn
Friends 50 56 62

Google+
Page Likes 10 17 32

Instagram
Followers 50 62 75

Pinterest
Followers 10 12 15

Copyright Retail Poten  al Ltd 2014

Notes:
• We assume you are using Facebook as a page for business, not 

your own personal profi le.

• We do not suggest you grow friends on LinkedIn; just share your 

messages and grow your presence.

• You will not need to use all the channels.

• Growth is not necessarily an indica  on of engagement.
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Social Engagement Management 
Tracker

Social Media 
Management

Month 1 Month 2 Month 3

Newsle  er
Opens

Click Throughs

Blog
Comments

Shares

Facebook
Likes

Shares

Comments

Twi  er
Retweets

Favourites

Replies/Direct 

Messages

YouTube
Video Likes

Video Shares

Video Comments

LinkedIn
Group Likes

Content Likes

Content Comments

Google+
Likes

Shares

Comments
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Instagram
Favourites

Comments

Direct Messages

Pinterest
Pin Likes

Pin Shares

Pin Comments

Copyright Retail Poten  al Ltd 2014

Notes:
• Comments are stronger signs of engagement than likes and shares.

Monitoring your Social Media engagement tracker will show you how 

your community is becoming more and more engaged.  This is the 

best measure of your Social Media success and something you can 

gain a lot of informa  on from.

Analyse which of the channels is gaining the most engagement and 

review the posts and content that you have been pos  ng:

• Is there a theme in the engaging content?

• Is it a certain style?

• Are there lots of images?

• Is the content controversial?

• Are you pos  ng the content at a certain  me of day? 

• Is there a certain group of people within your community who are 

more engaged?

For all of the trackers, fi nd out which is driving the growth and see if 

you can understand why.  

Even if you do not know why, if it is working, keep doing it. I always 

say:

If it is not broken, do not fi x it
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Social Media engagement, not social reach

Many people talk about the concept of social reach when discussing 

Social Media.  Exactly what this means has never been fully explained, 

but I understand this in a more prac  cal way.  

For me, the social reach of you, your business can be easily measured 

via the sta  s  cs on your social networks.  As I have just taken you 

through, we have developed two models to track your social 

engagement, which I believe is more important than your reach.

For me, social reach is about volume, whereas Social Media 

engagement is about quality.  In my experience, businesses with high 

Social Media engagement scores have much be  er success rates than 

those with a large but unengaged network.

Social Media success is based on engagement of your community 

with quality and consistent content. A large unengaged network is 

nowhere near as valuable as a small and highly engaged network.

Make it your goal to have a high quality and highly engaged network, 

rather than a large unengaged network.  

ConcentraƟ ng on engagement will grow your community 

and make your business more likely to succeed.
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TMC (Test, Monitor, Change) 

Once you have started on the journey with Social Media, you have 

developed a strategic plan, you are star  ng to look at what is working, 

you are upda  ng your Facebook, you are cha   ng in groups on 

LinkedIn, and you are uploading some YouTube videos, you will then 

need to adopt a monitoring model and change model. 

I use the TMC model as my model to monitor and change what is 

happening.  

Firstly, you have to test your ideas; test diff erent ways of blogging 

diff erent words, diff erent content, diff erent images, on the diff erent 

social networks and monitor them to see what happens.  

Once you have started tes  ng ideas, you need to monitor them. You 

could use hits on your website, likes on your Social Media accounts 

etc. There are many diff erent measures; use the measuring tools I 

discussed previously as a beginning.

You should get into the habit and con  nue this on your journey. Test 

something out, measure it and then make the changes necessary.  

The TMC model (test, monitor, change) is very much a working model, 

because Social Media will evolve, your business evolves, your speaking 

evolves, your books evolve and you need to evolve all the  me. 

Make sure you test something out; do not be afraid of tes  ng 

something new, but monitor what happens.  

Measure the impact and then change your ac  ons as a result of what 

you’ve learnt from doing that process.

Throughout the book, we look at tes  ng new ideas and plans, which 

become ac  ons that we need to implement.  

Business, and life, is an ongoing and ever changing process 

which means we must conƟ nually innovate and change.
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Test

Test the idea, ac  on or plan – make it happen and implement the 

ac  on

Monitor

As soon as you have implemented the ac  on – monitor it; 

• What did you think would happen? 

• What is happening? 

• Are good things happening? 

• Are results changing?

Measure the impact of the change with real sta  s  cs from your 

website and business.

Change

Based on the results from the test and what you are have seen during 

the monitoring period, you are now able to change the ini  al plan 

and implement a new ac  on.
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Social Media and email marke  ng

How does Social Media and email marke  ng work together? Your 

email marke  ng is just an extension of your blog; you put your most 

important content on to your blog and the same on to your email, and 

just keep your community happy that way.

Lots of people talk about and ask ques  ons about email marke  ng 

and Social Media, because they are similar and they use the 

same process. In both cases, what you are doing is building an 

audience, building a community and engaging with them and 

communicating with them. Social Media and email marketing 

both do that. 

The main difference is that email marketing is a lot more one-

sided; it is a lot more you sharing your message.  Very few 

people would email you back and say, “I do not agree/ I do agree; 

could you tell me more?”  Social Media is where the interaction 

happens.  

So, how do you use and integrate the Social Media and email marke  ng 

strategy?  You should always try to build an email database, because 

whatever the sta  s  cs are, people s  ll read emails.  We all go on our 

phone and we look at our emails.  We all go to the desktop, or the 

laptop, and we open the email programme. 

Email is s  ll an integral part of our life. I am not sure whether it is 

going to grow, or shrink, but I believe email marke  ng will get a lot 

more personalised, and a lot more important in terms of a smaller 

number of email users, with more targeted content.

With that in mind, with Social Media you can target; you can build 

small communi  es and people choose to join these. With email 

marke  ng, you are pushing a message and it needs to become more 

personalised to the customer.  

If you have an enriched email marke  ng database, this is a very 

powerful companion to Social Media where you could email the 
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people who live in this area, the people who like this, the people who 

shop in this area etc. If you can segment your email, you can give 

them a lot more targeted informa  on. 

An interes  ng development in 2014 is when Facebook now allowed 

you to integrate your email database with their database; this will tell 

you who your customers are and what they are likely to react to. It is 

very much on their adver  sing side, so you need to pay for this, but 

it can enrich the experience for your community and for growing the 

community in which you are trying to grow.

One of the benefi ts of email marke  ng, in terms of gathering the 

informa  on, is you can actually build lists specifi cally from a campaign 

that you have wri  en, a marke  ng campaign. For example, if you have 

wri  en a blog about the E-Revolu  on and you have asked people to 

sign up to get videos, downloads, etc., they would sign up to your 

email list under the list ‘E-Revolu  on’ and you know that those people 

within your list are specifi cally interested in the E-Revolu  on.  

This is helpful when you are marke  ng to them specifi cally about 

this subject. This is a great example of a joined up strategy where 

everything links and Social Media cross-promotes with your email 

database.
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When you are signing people up to an email list, you are pushing 

informa  on to them, they are not choosing to read it as they would 

on Social Media.  You need to make sure that the reason they have 

signed up is the reason you have emailed them. If they signed up for 

informa  on on the E-Revolu  on, do not send them informa  on on 

how to buy a banana at the supermarket because they are probably 

not interested in that.  

If you do not use the lists correctly, your subscribers will unsubscribe. 

They will leave your list and all the hard work you went to, to get them 

to join your list, has disappeared because they have just clicked the 

box that says unsubscribe and that is it; you have lost them forever.  

Making sure you communicate with them for the reason they ask to 

be communicated to is very important.
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Social Media and PR

When you launch a new service, set up, renew or refresh a business, 

or develop a new product range, you need to plan a launch campaign 

and PR plan to capitalise on the opportunity to gain ‘free PR’ and 

make sure you get off  to the best start you possibly can.

 

PR (public rela  ons) is very diff erent from adver  sing and is the 

process by which you approach the press (TV, radio, newspapers, 

magazines, bloggers, ar  cles etc.) to write an ar  cle about your 

business or services.

 

Good PR is being able to deliver an interes  ng story to the readers 

of the media. All journalists need interes  ng stories to engage their 

readers on a regular basis, so any great news story is benefi cial to 

them and their readers.

In my opinion, the boundary between Social Media and PR has blurred 

signifi cantly.  We are now able to write our own PR stories and share 

them for free across blogs and Social Media networks.

Gone are the days when you had to contact a PR agency who would 

charge you to write your story and distribute it. You now have the 

power.  Does this mean that there is no need for a PR agency?  I 

believe there is a place for a PR agency, but they must understand 

and be experts in Social Media as well as tradi  onal PR.

There are two major benefi ts of using a PR company:

1. They have an understanding of the diff erent styles of wri  ng that 

work for certain types of media. They understand and use the 

best techniques for online and offl  ine PR, which is something that 

you will not have expert knowledge of.

2. They have a ‘black book’ of contacts. With Social Media, it is 

signifi cantly easier to contact and interact with thought leaders 

and infl uencers.  This does take  me, but it is completely possible 

to do this yourself.  Where a PR expert can add value is by having 
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a list of contacts, both online and offl  ine, who they can contact 

and market your business and your book to.  Personal contact and 

personal connec  on is s  ll the way that the best business deals 

are done.

Overall, I believe that a good PR expert, who is very aware and uses 

Social Media, can be an asset to your business.  They can off er the 

outside view on your business, and can off er the expert advice and 

knowledge when you need it.
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Social Media and “print”

Social Media Vs “old school print” is one of the hot topics.  Should 

you use the print media world anymore, or should it all be online?  I 

have a lot of experience of both media channels over the years, and I 

believe that print is not dead and s  ll has some uses.

I would not suggest that print is the fi rst place to market your business. 

The value of print has diminished signifi cantly as the E-Revolu  on has 

grown and Social Media has taken hold.  Print can have its uses for 

specifi c and co-ordinated marke  ng.

The best example I can use is for one of my clients, SmartWeave 

Shirts.  This a company that has invented a shirt that does not show 

sweat patches, and yet is 100% co  on and a luxury quality shirt.  

Amongst other markets, the product is of great use for men who travel 

to work on the London Underground.  Anybody who has travelled on 

the Underground in a typical Bri  sh summer will know that it gets hot 

and sweaty down there. Even in a Bri  sh winter, the deeper tubes 

are s  ll hot, and the transi  on from cold outside to hot inside makes 

people sweat.  
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On the Tube in rush hour, you are normally standing in a very crowded 

carriage and people are holding on to the poles on the roof of the 

carriage. This shows to everybody on that carriage the sight of an 

armpit!  Not a pre  y sight at the best of  mes, but in the heat it is a 

very unpleasant start to your day.

SmartWeave knew this fact, and they also know that when you are 

standing on a busy Tube, you o  en cannot read a book or newspaper, 

so you have to look at the adverts.  Bingo – you are stood on a sweaty 

Tube reading a print advert about a no-sweat shirt.

This was then combined with adverts in the London free newspapers, 

and backed up via Social Media campaigns. This total coordina  on 

of print and Social Media meant a very successful campaign for the 

company.

I am not sugges  ng we all use print for our businesses, but in certain 

circumstances, and as part of a holis  c marke  ng campaign, it can 

add signifi cant value to a business.
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Is Social Media the future of marke  ng?

I have worked with a number of companies over the last few years 

and seen the world of Social Media aff ect them in diff erent ways.  The 

biggest eff ect has been the ‘blurring’ of PR and Social Media.  I am 

convinced the PR as we knew it has completely died.  Social Media, 

with a smaller propor  on of the old-style PR, is the new world model.  

We can now tweet and update our Social Media networks with our PR 

stories a lot quicker than using a newsfeed or a newspaper.  The world 

of Social Media is instant and needs no wai  ng  me.

This speed of news to market is, of course, a big concern for companies.  

You must make sure that you word your message correctly before 

they are sent into the Social Media world. Once they are there, they 

cannot be deleted.

The marke  ng world and PR world have always been in line, and Social 

Media has meant that marke  ng has had to become more Social Media 

friendly.  Gone are the days of endless planning of an advert; with Social 

Media networks, you have to be short and to the point.

Social Media networks have become the new media pla  orms.

Newspapers and TV are in signifi cant decline. The world of digital 

marke  ng has also seen a massive shi   to more social networks.  The 

world of paid-for adver  sing exists and is thriving, but a signifi cant 

propor  on of this is now moving to Social Media networks.

Social Media networks will con  nue to grow, and with that the 

marke  ng opportuni  es will grow. The future of marke  ng is s  ll a 

balance between offl  ine, digital and Social Media networks.

The stronger marke  ng opportuni  es will be via Social Media networks. 

As they understand more about their members (your communi  es), there 

will be be  er and more personalised informa  on available.  This is gold for 

any business owner that has a product and service for a niche. Using Social 

Media networks, you are able to defi ne that community and sell more of 

your products and services easily via the Social Media networks.
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What are the biggest risks with Social Media?

When you start to work in any way online, you have to be aware of the 

new world of risks and issues.  The E-Revolu  on has changed our world 

forever and brought in some amazing changes and opportuni  es.  

Social Media is one of the biggest changes, and as this book discusses, 

there are so many benefi ts and improvements to lives and the world 

from this revolu  on.  

As you start to establish your Social Media presence and you open 

your diff erent Social Media profi les and diff erent pages, you do have 

to think about the risks and the security and privacy around all the 

new world.  You now need to think logically and look a  er your online 

and Social Media personas.  

Social Media is the same as life – when you leave your house, you 

lock the doors, you check that the windows are shut, you turn off  the 

gas etc.  You naturally take precau  ons.  We all live in the world, the 

real world, and things happen, bad things happen, and good things 

happen. 

In Social Media, the same rules apply.  Lots of people use the risks as 

an excuse not to open a Facebook page, or any other Social Media 

profi le.  That is your choice, but as a business, you will be out of 

business; you won’t survive. 

We know, from this book, that you have to be online, you have to have 

Social Media profi les, but what you need to do is to manage the risk.
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Main Risks:

• Not everything you read is real

 ○ There are no rules and laws regarding what you can post, 

write and share online.  There are guidelines by the network, 

but there is nothing to stop people pos  ng what they want. 

This causes a problem for anybody reading Social Media 

and content online – how do you know the content is real?

• Fake profi les exist

 ○ The reality on Social Media is that you can be anyone you 

want to be.  There are no checks for authen  city when you 

create a profi le; you just need an email address.  This can 

cause big issues when you accept people from a fake profi le 

and interact with them.

• People can have diff erent personas

 ○ With most social networks, you can open as many profi les 

as you wish.  All you need is a diff erent email address.  This 

can be used for legi  mate reasons, such as having a profi le 

for diff erent areas of your business or diff erent books you 

have wri  en, but it can also be used for the wrong reasons.

• What you post is a permanent record

 ○ This is very important. Once you have posted something 

to a Social Media network, there is a permanent record 

of that and it cannot be easily removed.  There is a new 

law allowing you to ask search engines to remove ar  cles, 

posts etc., but once you post something, it can be shared 

and copied onto many diff erent channels and Social Media 

networks.

• Iden  ty the   exists online

 ○ Unfortunately, this does exist online. People can ‘steal’ your 

online iden  ty and pretend to be you or your business.
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• Emails o  en have links to viruses, as do posts and links on Social 

Media

 ○ Spam and viruses are shared on Social Media, the same as 

they are via email.  In messages, posts, updates etc., the 

spammers ask you to click a link that takes you outside the 

Social Media network and you then get hit with the virus or 

spam.

• People broadcast ‘factless facts’; they are o  en not checked 

before they are posted and shared

 ○ On Social Media, it is very easy to share and like posts 

and comments. This means that people can o  en share 

an image or update that is factually incorrect; they do not 

research the link before they share.  This is happening o  en 

with news stories that are made up in the fi rst place.

• People ‘buy’ likes, views and friends

 ○ Social Media networks are o  en rated by the number of 

likes, shares, views or comments etc.  This ra  ng is seen as 

an important measure of your reach on Social Media. If a 

person wants to be seen as more popular or more credible 

that they are, they can buy likes from people who will go 

online and like, share, view etc.  These are en  rely fake and 

the networks are clamping down on these and star  ng to 

remove profi les with fake likes.
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How do you mi  gate risks on Social Media?

Manage your friends and people connec  ng with you

The fi rst thing you do when you are se   ng up these profi les, especially 

with Facebook, is to only friend people you know or you know are 

trustworthy. Do not friend random people, do not accept invites 

from random people.  You would not in your own physical world, you 

would not in your business world, so think logically, and apply the 

same common sense. 

If somebody is trying to sell you something, if somebody is trying to 

friend you and you have no idea who they are and whether they are 

part of your network, do not accept it.  

Only accept and allow people into your space, 

who you want to know your message and be connected to.

Own the profi les on each channel

The overall strategy for Social Media is to own each of the profi les on 

the eight main social networks I have talked about; your Facebook, 

your Twi  er, your blogs, etc.

The reason to do this, apart from because it is the best way to use 

Social Media and market yourself, is that when somebody searches 

for you, especially your customers, you will be in the fi rst few search 

results for your name.  This means that if somebody does steal your 

iden  ty, on a Social Media network, it is OK because all your other 

networks which are about you, what you do, how you work etc. will 

s  ll be showing what you want.  The hijacked profi le will then look out 

of place and you can then get this deleted.

Anybody looking at your social networks will see that the hijacked 

profi le is not you; they will see that it is somebody else because of 

the language.  
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I personally have never experienced any of this happening, but I have 

all my profi les up-to-date and in my name to prevent issues in the 

future.

Look a  er your passwords

This is simple. Keep an eye on your passwords; do not share your 

passwords, and don’t make them too easy.  If you have a team, make 

sure that your team do not share passwords.

Keep in control of what is posted on your Social Media pla  orms

Keep control of everything that is posted on the Social Media pla  orms 

and keep your presence regularly updated. You should always be 

pos  ng in ‘your language’ and ‘your style’.  By doing this, if anything 

untoward happens, and your iden  ty gets stolen on one of these 

networks, then you can easily report it to the network, close it down 

and restart. 
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What are the biggest risks with Social Media, and the 
solu  ons?

We have already covered the main risks on Social Media networks, 

but now I would like to help you mi  gate these risks:

• Not everything you read is real

 ○ The easiest way to check what is real content and what 

is rubbish is to cross reference the content and look for 

reputable sources.  Online, there are many reputable news 

sites, bloggers, companies, authors etc., and referencing 

informa  on across pla  orms and across users will verify if 

it is real or fake.

• Fake profi les exist

 ○ As with all these issues, use your common sense and look 

at the details of the profi le and see if anything is not looking 

correct. A good profi le will be fully completed and the 

informa  on will be cross referenced with other networks, 

giving a fully-rounded view of the real owner of the profi le.

• People can have diff erent personas

 ○ Make sure you cross reference people in your community 

and people wan  ng to connect to ensure they are who you 

think they are.  Also, a diff erent person could be useful for 

your community as it could be more targeted at what your 

community off ers. 

• What you post is a permanent record

 ○ The best way to fi x this is to only post good content and 

images. Always think before you post about the content 

and the audience. If it is not right, then do not post it.

• Iden  ty the   exists online

 ○ The easiest way to prevent this is by having good, strong 

passwords. Do not have the same passwords across 

networks, and do not share them with anybody. Make sure 

that you are present on the main Social Media networks; 
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that way, if your iden  ty on one is stolen, it will look out of 

place when people cross reference with your other profi les.

• Emails o  en have links to viruses, as do posts and links on Social 

Media

 ○ As with best prac  ce on emails, do not click on links from 

Social Media website that you do not know or recognise.  

The website addresses are normally not spelt correctly 

or they are just not in the same language as the proper 

website.  If you suspect a virus or spam link, do not click it. 

Have a look at the website address and contact the person 

who sent the link.

• People broadcast ‘factless facts’; they are o  en not checked 

before they are posted and shared

 ○ Always cross reference and check the authen  city of 

anything you share. A  er all, what you share to your 

network and your community is seen as coming from you 

and anything that is incorrect will refl ect on you and your 

business.

• People ‘buy’ likes, views and friends

 ○ The easy way to see if a profi le has fake likes, views etc. is to 

look at the ra  os and history.  For example, on a Facebook 

page that has 1,000 likes, you would expect a few people 

to like each post, maybe 10 people, but if a profi le has say 

100,000 likes and each post only receives fi ve likes, it shows 

that the profi le owner has bought the likes and is actually 

not that credible.

Managing risks on Social Media is not a big issue.  It is about managing 

the risks and understanding the risks. Spend the  me ge   ng to 

understand the privacy and security features on each social network, 

and ask for advice if you do not understand it.
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Future of Social Media

Lots of people ask me what the future of Social Media is; what is going 

to happen with the E-Revolu  on and the con  nued growth of Social 

Media?  To be honest, I cannot tell you what is going to happen; I am 

not psychic and there is no Social Media crystal ball available to me, 

but what I can tell you is the themes that are emerging and what is 

going to happen that is going to make things change.  
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Mobile, faster and cheaper

The big themes that are happening at the moment are fi rst of all 

mobile technology and mobile devices. Over the last two or three 

years, it has been all about mobile and m-commerce (trading via a 

mobile device). The new world is very much about people buying 

things, people searching for things, people watching videos, people 

sharing photos etc. all via mobile devices.

Life with mobile devices is simple. For example, with your smartphone 

you can take a photo, upload it to a Social Media network and share it 

with the world, all in a ma  er of seconds. This allows your community 

to know where you are, what you are doing, and that you have seen 

something cool and interes  ng that you want to share with them. 

Another example is fi nding your way around and using maps on a 

mobile device. I love Google Maps.  When I go to a mee  ng in London, 

I know to get from sta  on A to B, but I do not know where to go a  er 

that, however with Social Media, it is fi ne.  

I sit on a Tube and chill out, walk out of the sta  on, and open Google 

maps. I type in the address and follow the direc  ons – that is it.  Using 

a mobile device is a really convenient and effi  cient way to get around.  

I do not need to have a map; all I need is my smartphone, although if 

your phone is out of coverage, you are in trouble!

These are just two simple examples of what you can do on a mobile 

device.  The mobile world is going to get quicker and faster and more 

interes  ng. There are two trends that have led to the explosion is 

mobile devices:

1. New and faster data networks

2. New, faster and smaller mobile devices
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New and faster data networks

There are two types of data network that we use for our mobile 

devices: 

1. Mobile phone networks (GPRS, EDGE, 3G, 4G) 

2. Data networks (Wi-Fi).  

These networks are all improving every day, as the network providers 

develop faster and cheaper technologies.

Most of us use a mobile device during the day.  You start at home 

with it connected to your own home Wi-Fi network, then on the 

move you switch to the mobile phone network, and then in the offi  ce 

you connect back into a Wi-Fi network.  This wide availability of data 

networks has allowed us to use the mobile device 24/7 and on the 

move

In Japan, for example, everybody is on 4G or Wi-Fi and it is signifi cantly 

faster than anything in the UK. In Japan in fi ve years’  me, I am sure 

you can download the biggest movie ever in 30 seconds and watch it 

on your phone in HD, and the experience will just be immense.  

Over the world, the infrastructure is being upgraded, giving mobile 

users connec  ons to the Internet wherever and whenever they need 

it. The more powerful these networks become, the more we will 

be using the mobile devices and the more rich the experience will 

become.

New, faster and smaller mobile devices

The pace of change in the technology, the mobile devices that we 

use, is con  nual and relentless.  We all hear the news stories when 

a large technology company launches the next genera  on of the 

smartphone, or they launch a new tablet PC.  Technology is allowing 

devices to become smaller and more powerful, allowing us to use 

more of them on the move with richer content.
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We are already seeing watches and glasses which are connected to 

the Internet.  With the glasses, you can walk down the street and see 

where the nearest restaurants are, take a photo, view your diary and 

read your emails.  With the watch, you can read your emails, make a 

call and send out some Social Media updates.  The technology change 

will be con  nual.

The connected home and enabling household appliances with 

Internet connec  ons is now here.  We have Smart TVs that you can 

use to surf the Internet and connect your photos, but we now have 

the technology to set your washing machine from your mobile device 

or adjust your hea  ng when you are on your way home.

The growth of smaller and more powerful devices will change all 

our lives, not just for years, but for eternity. The development 

of life will con  nue whether we like it or not. The technology and 

the infrastructure is going to grow, which means more data, more 

downloads and more demand.  
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“Want it now” demand

We live in a demand-driven world. We live in the world of… I want it 

now, I want to see it now, I want the music now, I want that product 

now. The world of on demand is going to grow.  We want everything 

now and we do not want to wait any more.  

This new demand-driven behaviour is driven by the relentless 

development of new technologies and new devices. I remember when 

I had the Motorola MR1 in the early 1990s, which was one of the fi rst 

fl ip phones.  I thought that it was the best device I had ever seen and 

I could not imagine anything be  er.  That lasted a few months and a 

new device came out that had be  er features – the MR1 could not 

send SMS texts, so I needed to upgrade. 

This constant world of upgrading is now prevalent across our en  re 

society. We are now pressured from larger companies to get the 

latest gadgets and eventually the devices we have become obsolete, 

meaning we have to upgrade again.  

A lot of people say to me that they do not take part in this ‘latest 

device world’ and they are happy to keep their devices for years, 

but the reality is that this is not feasible. The large companies are 

deliberately stopping suppor  ng older devices or not upgrading the 

so  ware in them, meaning that you have no choice but to be a part 

of the “want it now” world by default.

The world of “want it now” will con  nue to grow. The companies 

behind the E-Revolu  on invest signifi cant sums of money in 

development and they only see a return when you and I buy their 

technology.  

I see this is as a world that you need to accept.  My advice would 

be to get the best device you can when you upgrade and keep it for 

as long as it serves your purpose.  This could be six month, or two 

years.  Eventually, the device will become slow, or the so  ware will 

be unsupported.  This is your cue to get a new device and upgrade.
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More choices and more knowledge

The growth of Social Media and technology will give us more choices 

in life.  We have seen over the last few years that Social Media allows 

us to see and research more than we ever could in the past.  This 

knowledge and research allows us to make be  er choices, and allows 

us to make more choices.

The more we know, the more choices we have in life.  Social Media 

will grow our knowledge much further in the future, and we can use 

this growth in our own knowledge to make be  er choices in life, as 

we will understand the op  ons available and the impacts of those.
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“Richer” lives

The future of Social Media will involve more growth and more 

knowledge, and with knowledge, people will have richer lives.  I do not 

mean people will have more money, I mean that people’s knowledge 

and understanding of the world will be richer and more rounded.

Of course, people may chose not to use Social Media to expand their 

knowledge, but just using Social Media and joining communi  es adds 

more knowledge and richer experience to people.

A richer life will help people make more informed decisions, learn 

about other people, share knowledge and just be able to connect and 

support each other in a be  er way.  The world is connec  ng on Social 

Media and it is down to your own choice what you learn from those 

connec  ons and how you can enrich your own life.

Mobile Payments/Wallets

A very exci  ng new area for the online world is the ability to pay 

electronically via Social Media and online services. The world is 

evolving quickly and transac  ons are star  ng to take place where you 

do not need to share your bank or credit card details.  This means 

transac  ng online becomes faster and more secure.

As this new technology grows, the ability to transact via Social Media 

channels will improve.  
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Last mile delivery

One of the biggest issues for the future that businesses must solve 

is how do we bridge the distance from where the products are, to 

where you want your products to be delivered?  In the industry, they 

call it the ‘last mile’, and the last mile is probably the biggest issue 

that any e-business is going to face… How to deliver the product to 

the customer.  

Retailers are trying lots of diff erent solu  ons, and at the extreme is 

Amazon who are tes  ng drones. This is a li  le helicopter that fl ies 

into your back garden and drops off  your parcel.  I am not sure how 

that will work, but the retailers must try to fi nd a solu  on that solves 

this issue.  

The more connected and the more mobile we get, the more we can 

shop whenever and wherever we want, and the bigger this issue will 

become for the retailers.

A good idea that has been around for a while is ‘Click and Collect’.  

This is where you can order an item and collect it from your local store 

later that day or the next day.  This is a nice service if you are planning 

to go to the shops later that day or the next day.

Another varia  on of this is to have your products delivered to a place 

where you will be walking or driving past later that day or the next 

day. So far, these have been a shop in your local area, but tes  ng on 

lockers at train sta  ons and other travel places are currently taking 

place.

For example, if I want something in the morning, a new jumper, I 

order it on my mobile device during the day, and on my way home, I 

go to the sta  on, open a locker and there is the jumper.

This is quick and convenient. This is where we are moving towards 

with some of the retailers and the locker boxes in terms of in your 

local High Street, in your local shops, you can order from the big 

names now and your local newsagents could have your product. 
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This last mile delivery, where you actually receive your physical 

product, will see a big change. I am not sure where it is going to end 

up because it is a physical product, but it will defi nitely become a 

quicker and a lot more intui  ve for the customers.  
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S-Commerce

S-Commerce is a very new part of Social Media:

The ability to trade and transact using Social Media.  

At the moment, there is very li  le opportunity for us to buy anything 

directly from a Social Media network.

Facebook does have a shopping app that allows a retailer to replicate 

their shop on Facebook. Twi  er is tes  ng a concept with Amazon 

where you can add a product to your Amazon basket by twee  ng.  

At the present  me, these are all trials and tes  ng of ideas.  What I do 

believe is that S-Commerce will become possible and it will become a 

large part of people’s shopping experience.  

Imagine that you are using Facebook and discussing with your 

community some new products or services. When you are in that 

conversa  on, your customers want to buy your product or service.  

Currently, you would have to send them to another page, for them 

to register, add to the basket and pay… all taking a lot of  me.  In the 

future, your customers will be able to click a bu  on and immediately 

received the download or receive the confi rma  on that the product 

is being delivered.
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The ‘dark web’ of the Internet

As is common in life, there is good and bad.  The Internet is no 

diff erent, and the world online has developed a whole new darker 

side where illegal ac  vi  es and communica  ons take place.  

This has been enabled with the use of ‘Tor’.  Tor is a so  ware 

applica  on that is used to access the ‘Dark Web’. The Tor Project 

describes their so  ware as “free so  ware and an open network that 

helps you defend against a form of network surveillance that threatens 

personal freedom and privacy, confi den  al business ac  vi  es and 

rela  onships, and state security known as traffi  c analysis”.

This means that you cannot be tracked back to your device or 

computer, and means you can say and do what you want online 

without recourse.  The world is waking up to this and there will be 

debates about this for a long  me.

For me, it is just a reminder to be careful online and enjoy the world 

of Social Media and the benefi ts it will bring to your business and 

your life.
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Social Media – more networks, more people

Finally, I want to look at the growth of Social Media itself.  More 

people will be connected.  For example, Facebook wants to bring the 

Internet to people less fortunate and in the less-developed countries. 

They are also trying to bring cheap tablet PCs and cheap laptops 

so that people in those countries can connect with us and we can 

connect with them.  There is a great value and educa  on that these 

companies could bring to some of the Third World countries, if they 

have given them a tablet or a laptop to access the world of data.  It is 

transforma  onal in terms of the standards in the world and educa  on 

in the world.  For me, this is the point of what we are doing in Social 

Media; we are trying to enrich people in our communi  es across the 

world.  

Social Media is only going to get bigger. It will get bigger with more 

networks and more people. As more people get access to the Internet, 

more people will join the Social Media world.

As we grow into bigger networks, I believe that the world will get 

more personalised.  We will be part of big networks, but within that, 

we will be part of smaller groups which are specifi cally your interests.  

This could be communi  es with interests in cars, in e-commerce, or 

in business.  We will talk to people around the world; amazing people 

that want to share your hobby, share your business and share your 

thoughts.
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Summary

As we come to the end of the book, and the world of Social Media, I 

want to make sure that you are part of the Social Media world.  It is 

very important that we all grasp the Social Media world; we all need 

to get on the train and get on the journey now before the train leaves 

the sta  on. 

If you miss the train now, you will struggle to catch up because the 

world is going to get bigger, and with technology, it is going to get 

faster and cheaper.  

Remember, with Social Media, 

you can connect anywhere across the world with anyone 

and the learning and the power of that, 

is absolutely immense.
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Your Social Media journey begins now, and here is my 
fi nal reminder of what to do:

1. Content, Content, Content 

This is the founda  on of Social Media, and the most important 

asset that you have. In your business, you have lots of content 

around your products and services. Use this amazing content as 

more and more content for the Social Media networks. Make 

your business come to life with online content.

2. Keywords are key

Finding out your keywords and using them in your content is 

the key to successful content.  Research your keywords, test 

them out and use them con  nuously on your social media.

3. Use the Social Media Strategy 

Write a blog as the basis. Write two paragraphs for Facebook, 

share on Google + and LinkedIn, write 10 tweets, and share on 

your networks.

4. Follow people and interact in your communi  es  

The more you interact and the more content you give, the 

more people will follow and become engaged with you.

5. Engage and excite 

Once you have a community growing, engage and excite them.  

Share good content and have great conversa  ons with them.  

Make them love you!

6. Once you have an engaged community

Make sure you sell your business and your services! We are in 

business and we need to make money from our assets.

7. Plan, Plan, Plan

You must plan your business.  Nothing happens without a good 

plan, hard work and a li  le bit of luck.  Write your plan NOW 

and start the journey.
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Does Social Media aff ect your business fi nances?

You may think that this is a very strange chapter to include in a book 

about Social Media, but there is method in my madness.

To start, anything in your business needs to be planned and understood 

in the context of your en  re business. You have limited resources in 

a business:  me, money and people. Working on Social Media will 

change the business dynamics and fi nances in a good way!

Taking this one step further, if you assume that you already have some 

 me available and you use the principles in this book, you will have a 

higher success.

As we know, ul  mately, the higher the success, the higher the rewards.

There are two parts to the Social Media equa  on:

Social Media Success = Time x Content 

The more  me you invest and the more targeted your content, 

the more Social Media success you will gain.  
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Social Media is free!

The best part of Social Media is the fact it is free! You do not have to 

pay to use it and interact on it. Using Social Media for your business 

becomes a no brainer, when you realise that you can use it to market 

your business at no fi nancial investment.

Of course, you do need  me and content. Using the strategies in 

this book will allow you to maximise the impact and reach of your 

content, and using the processes will help you reduce the  me spent 

on Social Media.

The biggest  me saver is the automated sharing process, which I have 

covered in a separate chapter.
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Manage your informa  on and fi nances
 

As with all parts of your business, you must understand the  me you 

are inves  ng in Social Media as this will take  me away from other 

areas of your business. Managing the  me will help you grow your 

business and you can measure this along with all your other business 

informa  on.

All businesses have vast amounts of informa  on and data which is 

very valuable if you manage it and understand it. Using real data 

that is from trading your business and from your customers can help 

improve and develop many parts of your business.

In the book, I share the Social Media trackers, these should become 

part of your management informa  on and be looked at with your 

other business metrics. Understanding your fi nances and managing 

them is key to a successful and profi table business.  

Knowing where your money comes from and goes to is something 

you should understand on a regular basis – even daily for sales and 

cash.  

Remember: you must manage cash correctly – cash is king, and 

without cash, your business will fail.
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Know and understand your profi t and loss account
 

Your profi t and loss account (P&L) is the place to fi nd out where your 

money comes from and where it goes to.  

It starts with the money coming in (sales revenue), and it takes off  the 

cost of those sales (cost of goods sold) to give you the profi t from your 

product buying (gross profi t).  

Gross profi t = sales revenue - costs of goods sold

Once you have your gross profi t, divide by the sales to get a gross 

margin percent.

Gross profi t margin = (gross profi t ÷ sales revenue) x 100

Example: calcula  ng gross profi t margin

Below is an example profi t margin for a bakery that sells cakes, 

pastries, pas  es, pies and a variety of bread loaves.

Product Cost of 
Goods (£)

Sale price 
(£) Inc VAT

Gross profi t 
(£)

Gross profi t 
margin (%)

Tiger Loaf 0.50 2.00 1.50 75%

Chocolate 
Croissant

1.00 3.00 2.00 66%

Sausage 
Roll

1.50 2.00 0.50 25%

If the bakery sold 180 chocolate croissants, 106  ger loaves and 100 

sausage rolls a day, the gross profi ts would be:
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Product Daily target Gross profi t 
(£)

Gross profi t 
margin

Daily gross 
profi t (£)

Tiger Loaf 106 1.50 75% 159

Chocolate 
Croissant

180 2.00 66% 360

Sausage 
Roll

100 0.50 25% 50

Totals 386 569

As a business owner, this is a useful exercise to understand what your 

most profi table and unprofi table products lines are. You may even 

decide to stop off ering some unprofi table lines and concentrate on 

your most profi table products.

Once you have your gross profi t, take off  all your other costs and you 

are le   with your profi t (or loss).

Your other costs will be all the costs of your business:

• Salaries

• Rent

• Rates

• Marke  ng

• Adver  sing

• Offi  ce equipment

• Sta  onery

• Travel

• Accountant

• Merchant services

• Bank charges

• Taxes

 

P&Ls should be reviewed on a weekly or monthly basis. In the 

beginning, managing your P&L daily is important to make sure you 

know where you are spending your cash.  
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Understanding the P&L allows you to make business decisions based 

on real facts within your business. Over  me, you will need to make 

posi  ve and nega  ve decisions, and these will all have an eff ect on 

the P&L; understanding that impact before you make a decision is 

very important.

 

The easiest way to get to know your P&L is by looking at it regularly, 

star  ng with sales which you can review every day. 

1. Review your sales data daily

2. Learn what is selling and what is not

3. Understand your product margins

4. Check your bank account weekly

5. Understand your costs
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Plan, Forecast, Budget
 

Throughout the book, I have stressed the need to plan and forecast 

your business.  Social Media is just one part of your overall business 

plan and it is important to start planning what the costs and revenue 

impacts are to your business.  

Once you have an understanding of your products and services, your 

business plan and an understanding of your marke  ng and sales plan, 

you can then put together a budget or forecast that predicts what you 

plan to sell each week and what the cost of those sales will be.

 

With all the plans together, you will then be able to forecast the costs 

within the business. These can then be measured to ensure you are 

on track and the business is performing as you wish it to.

 

A basic P&L format (this can be Budget, Forecast or Actual) is below.

Budget/Forecast/
Actual

Period  1 Period  2 Period  3

Sales Revenue
Cost of Goods

Gross Margin
Costs:

Staff 
Offi  ce Rent/Rates

Marke  ng/Adver  sing

Store Overheads

Delivery/Logis  cs

Finance/Admin

Profi t before Tax

This format can be used for diff erent periods (i.e. weeks, months, 

years) and diff erent types (i.e. Actual, Budget, Forecast).  All formats 

should remain consistent and all items should be calculated in the 

same way; this will enable comparisons and trends to be analysed.



215

Chapter 14: Social Media and your business fi nances

Cash is King

The management of cash will make or break a business – businesses 

fail due to lack of cash, not lack of profi ts. Therefore, managing the 

cash and the bank account is extremely important.  

The way to manage to a posi  ve cash fl ow situa  on is to set up your 

suppliers’ payment terms for a longer period than you need to sell 

the item.

For example, if you nego  ate payment terms of 60 days with your 

supplier and you sell the product to your customer for cash on day 30, 

you will have 30 days le   before you pay your supplier. 

 

Whichever method you use to manage your supplier rela  onships 

and customer rela  onships, you need to manage cash on a daily basis.  

A simple reconcilia  on each day of your sales revenues and your costs 

can easily ensure you know where you are with your fi nances.

The retail industry is a great ‘cash’ industry that most industries 

would be jealous of, due to its ability to manage to a posi  ve 

cash fl ow situa  on.  

This means that retailers (in certain sectors) can retail products 

that are bought by the customer before you have paid the 

supplier – this is called posi  ve cash fl ow, as you will have the 

money in the bank from the customer before you pay for the 

products you have just sold.  

Since the fi nancial crisis, this has been much harder to achieve, 

but striving to achieve a posi  ve cash fl ow is a great target.
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An example cash fl ow statement:

Budget/Forecast/
Actual

Period  1 Period  2 Period  3

Balance Brought 
Forward

£5,000 £10,000 £8,000

Sales Revenue 
(Cleared)

£10,000 £10,000 £10,000

Cost of Goods £10,000

Costs:

Staff £2,000

Offi  ce Rent/Rates £5,000

Marke  ng/Adver  sing £5,000

Store Overheads

Delivery/Logis  cs £2,000

Finance/Admin

Balance Carried 
Forward

£10,000 £8,000 £11,000

In this example cash fl ow, we started the period with £5,000 in cash 

in the bank and made cash sales of £10,000. We then paid the rent 

and ended the period at £10,000 cash in the bank. This was then 

rolled forward to the next period and we then spent £2,000 on staff  
expenses leaving £8,000 in the bank.

 

As you can see, this simple model will ensure you can monitor and 

manage your cash. At the end of any period, you should be able 

to reconcile the balance carried forward fi gure easily to your bank 

balance and any borrowings you may have.

Planning your cash fl ow from day one will help you understand your 

peaks and troughs with regard to cash.  

Most retailers have seasonal peaks and, in the main, this happens 

at Christmas. Managing cash during the quiet periods could be 
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challenging, as there will be  mes of the year when sales are very 

low, but you s  ll have to pay monthly bills etc.  

Planning this in advance will allow you to approach your bank and 

ask for a fl exible loan or an overdra  . Most retailers will use fl exible 

fi nancing through the quieter sales periods.
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Analyse your informa  on

Analysis is best described as ‘making sense of informa  on and data’.

In your business, you will have a lot of informa  on and data, and 

all this data is useful to you and your business. As long as you can 

understand what the data is telling you, you will be able to act on this 

informa  on.

Analysis needs to be simple and customer-focused. You are looking 

for trends and informa  on that will improve your business, which 

means the improvements you need to make to enable your customer 

to be sa  sfi ed.

 

The main analysis any business should look at will be the sales and the 

margins. You need to understand what this is telling you: where you 

are selling products, what products are selling and what products are 

not selling. You also need to understand what products are making 

you a good margin and what are making poor margins, and act on 

this analysis.

A list of the main areas to analyse is below (this is just a start; in your 

business, there will be many more things that you can analyse to help 

improve your business):

• Sales

 ○ What products are selling

 ○ What products are not selling

 ○ How many products are selling

 ○ What customer segments are buying

 ○ Which channels are products selling in

 ○ What  mes of the day, and which days, do products sell

• Margins

 ○ What each product margin is

 ○ How much you are marking down/discoun  ng products

 ○ Which customer segments are be  er margin contributors
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• Social Media

 ○ Which channel is driving the most visitors to the website

 ○ What products are the customers discussing the most

 ○ Which videos are being shared the most

 ○ What  mes of day are the most interac  ve posts

• Costs

 ○ Staffi  ng

 ○ Logis  cs and Delivery 

 ○ Marke  ng

 ○ Promo  ons

 ○ Overheads

For Social Media, understanding whether your customers click 

through to your website is a key measure. If you can see that you have 

website visitors from Facebook or Twi  er, you know the Social Media 

channels are working. They are driving customers to your website and 

this is what you want to see.

Analysis of all these areas will help to iden  fy trends and these are 

important for decision making. 

For example, if you analyse sales by customer segment, you may fi nd 

that one segment is con  nually buying lower margin products. You 

can then inves  gate why this is happening and work out a strategy to 

convert these customers to higher margin products.

Once you have iden  fi ed a trend, and you have inves  gated the 

reasons for that trend, you must act and develop a strategy to improve 

or develop this trend.  

Ongoing analysis and building up an understanding of the trends and 

drivers within your business will help you buy be  er products, reduce 

costs and make a healthy profi t.
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Lots of informa  on and analysis is great, but you need to act on this 

informa  on and make sure you put plans in place to achieve the 

improvements desired.  

Many businesses make the mistake of not ac  ng on the analysis and 

end up in a worse situa  on because of this. Make sure you make a 

decision and change things based on the analysis.
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Introduc  on to building an e-commerce website

All the way through the book, I have introduced online shopping as 

part of the growth of your business.

To maximise your income, and retain the customer informa  on, you 

need to set up an online shop.  From this online shop, you can sell 

your main products and services, but also the addi  onal products we 

have discussed, such as downloads and training events.

The easiest way to set up a shop is to add a checkout or cart to your 

exis  ng website.  This adds a simple process to your website that 

allows money to be taken and an order to be processed.

If you already have a simple website set-up, built on a content 

management system such as WordPress, and you’ve just fi nished 

developing your fi rst range of products to test the market. Your most 

simple op  on would be to add a few new pages onto your WordPress 

site describing the products, and a PayPal ‘Buy Now’ bu  on at the 

top.

When a visitor comes along and makes a purchase, PayPal will email 

you with all the details and you can use their admin interface to 

manage orders. 

This, of course, is the most basic of set-up, and is probably only 

benefi cial for a business with fewer than 20 products and a handful 

of orders a day. When you start ge   ng any more than that, it starts 

to get very diffi  cult to manage and you will miss the features an 

e-commerce system provides. 
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The following bonus chapter will cover the essen  al elements needed 

to set up an e-commerce shop:

• The current top 10 UK e-tail builders

• Customer service

• E-commerce terms and condi  ons

• Refunds/returns                        

• Shipping and delivery informa  on

• Payment services and fraud management

• PCI Compliance

• SSL Cer  fi ca  on

• CMS

Make sure that you do your research and visit www.retailpoten  al.

com for more advice and support for your e-tail journey
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The current top 10 UK e-tail builders

Here is a list of the top 10 e-commerce builders in the UK (Image 

source: Google 02/02/14). There are plenty to choose from, and we 

have taken you through what to look for and what ques  ons to ask.
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Customer service

An e-commerce off ering is now expected by all customers, regardless 

of age or gender.

A large propor  on of the popula  on use the Internet regularly and 

shop for many diff erent products and services online.

Having an online off ering will enable you to grow your customer 

database. Customers are ge   ng more and more pressured for  me 

so having convenient shopping op  ons is very important. 

Your customers now want to shop 24/7 and they want to shop on 

their terms at a  me that is right for them.

An e-commerce website fulfi ls these needs. The website is open 24/7 

and allows them to interact with your business whenever they want 

to and at their convenience. Providing you get your website right, 

your customers will be happier and more sa  sfi ed with your business 

and service.

An integrated mul  -channel opera  on will enable you to grow your 

product range more than you can in a physical retail store.
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E-commerce terms and condi  ons

Having clear and concise terms and condi  ons is important for 

customer clarity, and for some payment services, this is a must.

By law, you are making a contract with the customer, and for both the 

customer and the retailer, you need clear terms and condi  ons on 

your website.

An example of terms and condi  ons:

 

 



227

Bonus Chapter: Introduction to building an e-commerce website

Refunds/returns

When you are planning the e-tail business, you must work out how 

you will manage the returns process.  A big part of customer service 

is making sure you have an effi  cient policy and process to keep the 

customers happy and loyal.

An example of a returns and refund policy and process:
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Shipping and delivery informa  on

Clear and concise shipping details are important to manage the 

customers’ expecta  on and keep the number of ques  ons post-sale 

to a minimum.  

Did you know over 50% of customer queries are delivery related?  Any 

reduc  on in these queries will save customer service costs and  me, 

and improve customer sa  sfac  on.

An example of shipping and delivery informa  on:
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Payment services and fraud management

There are many choices for taking payments online. The most basic 

is via PayPal where you install an express checkout.  This enable the 

customer to process the transac  on on the PayPal server using their 

email address.

Credit and debit cards are the next level of payments.  There are many 

providers, and they off er diff erent levels of service and security.

Snapshot of a few providers in the UK now (Image source: Google 

02/04/14):
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Fraud management is key, and important to get right from the start.

ALL the e-commerce businesses we set up have suff ered credit card 

fraud in the fi rst few weeks of trading; most within a week or two of 

launching. 

The criminals use the stolen credit cards and order products for 

diff erent parts of the world and diff erent addresses. You MUST be 

aware of this. If you send an item to an address that is not registered 

with the card, you will receive a ‘chargeback’ – this is where the credit 

card company will take the money back from your account.  You will 

end up losing your product, the cost of postage and the income.

To help prevent the fraud, use as many of the following fraud methods 

you can:

• Make sure your payment system asks for the CSC number - 

some  mes called card verifi ca  on data (CVD), card verifi ca  on 

number (CVN), card verifi ca  on value (CVV or CVV2), card 

verifi ca  on value code (CVVC), card verifi ca  on code (CVC or 

CVC2), verifi ca  on code (V-code or V code), card code verifi ca  on 

(CCV), or signature panel code (SPC). This is the three-digit number 

on the back of the card.

• Make sure your payment system checks the postcode of the card 

holder.

• If you have the right level of payment service, use the 3D secure 

process.  This is the best level of fraud screening and o  en means the 

banks will NOT charge you if the transac  on ends up to be fraudulent.

• Monitor the transac  ons and use ‘Fraud Filters’ which are 

available on most payment services.  These will alert you to any 

possible fraudulent transac  ons.

• Use your common sense and keep an eye out. Most frauds at the 

start are easy to spot and your payment provider will help you 

look at any transac  ons that concern you.
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PCI Compliance

The Payment Card Industry Data Security Standard (PCI DSS) is a 

proprietary informa  on security standard for organisa  ons that 

handle cardholder informa  on for the major debit, credit, prepaid, 

e-purse, ATM, and POS cards.

This process makes sure that you and your organisa  on look a  er the 

data and security of your customer whilst they are engaging in business 

with you.  It is important to become PCI compliant when you start to 

trade seriously online – it protects both you and your customers.

SSL Cer  fi ca  on

SSL cer  fi cates are small data fi les that digitally bind a cryptographic 

key to an organisa  on’s details. When installed on a web server, it 

ac  vates the padlock and the h  ps protocol (over port 443) and 

allows secure connec  ons from a web server to a browser. 

Typically, SSL is used to secure credit card transac  ons, data transfer 

and logins, and more recently is becoming the norm when securing 

browsing of Social Media sites.

In English… it is the ‘s’ in the HTTPs of a website address and means 

that the website you are using is secure.

This is important and a prerequisite if you are taking payment on your 

website. An SSL page will be required to take the details from the 

customer.

Examples of PCI and SSL Cer  fi cates:
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CMS

The content management system you choose as part of your 

e-commerce build is important and needs to be thought through 

when you set up the business.  

What does the CMS do?

• Add products, categories, descrip  ons, images, prices, details etc. 

• Edit and update products, categories, descrip  ons, images, prices, 

details etc.

• Update promo  ons

• Add banners and images to the website

• Add blogs and informa  on

• Update and add web pages for informa  on, such as the terms and 

condi  ons pages

The CMS is the so  ware that you will use every day, so choose a well 

tested and easy-to-use provider.

An example CMS main page:



233

Bonus Chapter: Digital Marketing Plan and Strategy

Bonus Chapter: 
Digital 

Marketing Plan 
and Strategy
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Digital Marke  ng Plan and Strategy

Developing a digital marke  ng plan and strategy is bigger than your 

Social Media strategy, but your Social Media strategy forms a large 

part of the overall marke  ng plan.

Concentra  ng on the Social Media strategy will give great results, but 

if you now take the  me to develop a full marke  ng strategy and plan, 

you will see be  er results from your Social Media strategy.

There are four sec  ons to this chapter:

1. Marke  ng strategy

2. Marke  ng plan

3. SWOT analysis

4. Promo  onal plan

Follow the process carefully and you will have a plan that can be used 

in your business as a marke  ng and promo  onal planner.

A marke  ng plan covers all areas of marke  ng and is mainly external 

looking, whereas the marke  ng strategy looks at what you need to 

achieve and what you need to implement for a successful marke  ng 

func  on. 

1. Components of a Marke  ng Strategy

A good marke  ng strategy covers a number of areas. It starts from the 

mission of your business and ends with measurement of the results.

An important point to note here is the statement, ‘What gets 

measured gets managed’. This will help ensure you achieve the target 

and mission of your business by measuring the outcome of the plans 

and strategies.

This strategy is a great place to start to summarise the business 

strategy for a perfect focus on marke  ng, which in turn will lead to 

sales and profi ts.
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Sec  on Summary Example 
(SmartWeave 
Shirts)

The mission of 
your business

The mission is a 

statement of why 

you exist and what 

you wish to achieve.

Sell “No Sweat” 

Shirts online

and commercially 

prove the

technology and the 

fabric.

Customer 
segments and 
sources of 
growth

Clearly defi ne who 

you want to sell to, 

and how you will 

generate growth for 

these segments.

Men, South East, 20-

45, ABC1

Compe  tors This part of the 

strategy is to clearly 

defi ne who you want 

to sell to, and how 

you will generate 

growth for these 

segments.

Shirt retailers and 

sports technology 

products.

Diff eren  a  on 
(your USP)

What will make 

you diff erent and 

a  rac  ve to your 

customer segments?

A shirt that 

eliminates sweat

patches, and looks 

and feels like any 

other high-quality

100% co  on shirt.
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Strategies and 
ac  on plans

Once you know 

your mission, your 

customers and 

what you off er that 

is diff erent, you 

can then develop 

strategies and 

priori  es that will 

achieve these plans.

Measurement of 
the results and 
fi nancial plans

Developing a 

marke  ng strategy 

with clearly-defi ned 

targets and goals will 

help you achieve the 

overall mission of 

your business.
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2.   Components of a Marke  ng Plan

A marke  ng plan should encompass an in-depth review of the                       

following areas and help lead to the marke  ng strategy document.  

This is the summary of the plan and, more importantly, the focus for 

the marke  ng goals and targets for the business. 

Components Summary Example 
(SmartWeave 
Shirts)

Market Summary What is your 

market?

Men wearing shirts.

Market 
Demographics

What does your 

customer look like? 

Age? Sex? Loca  on? 

etc.

Men

A,B,C1

20-45

Living in London/

South East

Full-  me 

employment

Market 
Segmenta  on

Segment your 

customers into 

segments that you 

can easily market to.

Urban professionals

Like/need to look 

good

Internet savvy

Market 
Posi  oning

What type of 

products and 

services do you off er 

to your niche?

Quality and high 

regard.

Market Needs Why do customers 

need your product?

To look good at 

mee  ngs and dates 

etc.



238

Social Media Essentials for a Growing Business

Market Trends What are your target 

customers looking 

for now and in the 

future?

Male professionals 

are progressively 

more image 

conscious.

Market Growth What is your market 

size now? And in the 

future?

London’s business 

centre is now Canary 

Wharf, the most 

densely populated 

area of the country, 

over 1.24 million 

people, either 

working or shopping.

75% aged 25-44. The 

highest earnings per 

head of anywhere 

in the country - over 

£100K pa. A cap  ve 

audience who work, 

shop, eat and drink 

in the Wharf.

SWOT Analysis
Product Off ering Details of your 

products.

Shirts which do not 

show sweat patches. 

Used for every 

occasion where 

you need to look 

confi dent.

Keys to 
Success/Critical 
Success Factors

How will you 

measure your 

success? What is 

important to your 

Business?

The successful 

launch would open 

the doors to physical 

retailers (M&S).
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3.   SWOT Analysis of your Business

• Strengths – internal strengths of your business and proposi  on

• Weaknesses – internal weaknesses within your business

• Opportuni  es – external opportuni  es to improve and add value 

to your business

• Threats – external threats to your business

Complete the following SWOT analysis of your business to help you 

piece together your marke  ng plans and strategy. 

It is important to be aware of your strengths and weaknesses – these 

are what makes your business work now. The key is to improve the 

strengths and monitor the weaknesses.

Strengths of your business Weaknesses of your business
• Unique product

• Lots of great content

• Excellent customer service

• Effi  cient supply chain

• Scared of technology

• Complicated supply chain

• Lots of compe   on

Opportuni  es for your business Threats for your business
• Social Media

• Mobile commerce

• Social commerce

• New physical loca  ons

• Partnering with other 

businesses in your area

• Not being online

• Believing that my customers 

have not changed

• New compe  tors taking my 

customers

Make sure you use the plan to address the threats and opportuni  es 

– these are events that will happen in the future that you need to plan 

for to ensure your business is a success.
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4.   Marke  ng/Promo  on Planner

The marke  ng and promo  onal plan is a tac  cal document that you 

will use daily in your business.

Use this format to plan out your promo  ons by week: 

Week Date (Weekly columns)
Theme Develop an overall theme for the promo  ons 

and marke  ng

Promo  on What are the exact promo  ons you are running?

Online

Online Promo Is there anything specifi c happening online?

Physical Events: What events are you holding?

Event 1

Event 2

Event 3

Event 4

Newle  ers: What are the themes of your newsle  ers?

Monday 12.30

Thursday 12.30

Other

Social Media: What is happening on other Social Media?

Blog

Facebook

Twi  er

LinkedIn

YouTube
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Would you like to know more? 

Would you like to connect with your fellow 

community on Social Media?

Please join our two groups for 

Social Media Essen  als, where you will get the 

latest advice, models and support.

You can interact with all your community as well as 

author Antony Welfare.

Enjoy your Social Media journey! 

h  ps://www.linkedin.com/groups/

Social-Media-Essen  als-3887706

h  ps://www.facebook.com/

SocialMediaEssen  al


