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Just as with any piece of your overall communications strategy, the more planning you put into each social media platform, the more benefits you’ll receive.

Are you one of the individuals or organizations that have said: “We have a website with a capture form.  We’re posted on Facebook and/or LinkedIn, we’re not tweeting yet because we haven’t gotten any results from the other two and we don’t have enough staff to blog meaningfully.”

Each social media platform has its own unique benefits.  But if you don’t know what those are, and you don’t have the resources to invest in them, you won’t receive any benefits no matter how much money you’ve spent on installing the “donate” or “sign-up” here button.

When you think of social media, you need to consider what you want to do there.  You know you want to include it in your overall communications. Social media in a nutshell provides you with a system to expand your networking opportunities.  If you want to expand your influence to enhance your affluence, how do you plan on doing that?

Let’s put it in perspective.  When you walk into a room for a business networking session, (maybe it’s a mixer, maybe a trade association seminar), what are your tactics to developing relationships with individuals in that very same room?  There may be as few as 20 people; there may be as many as 2000.

How do you know which individuals you want to talk with, develop a relationship and leverage that relationship at some point in time in the future?  Are you shy?  How will you get introduced to someone – anyone?

Are you the person who wants to collect business cards from every person in the room? What are you doing with all of those cards?

When you are crystal clear on what you want to achieve with face – to – face networking, then you can think about viral networking.

Think about each of the social media platforms as if they were a room.  So in LinkedIn, you are inviting approximately 80 million people into your living room.  With Facebook, imagine 250 million are there.  Twitter has many more active individuals than either of the other two platforms.  What are you going to do with 80 million in your living room?

Can you or your organization truly benefit from thousands of friends and followers?  Maybe you can. But, it starts from sitting down and focusing on a method to bring more people into that circle of influence.

Here are ten vital questions to develop your social marketing plan.

   1. Who do you want to reach out to? 

   2. Why do you want to reach them? 

   3. How will you go about establishing yourself as a trusted advisor? 

   4. How much time will it take? 

   5. How will you factor that time into your overall marketing strategy?

   6. Does it matter what type of information you post on Facebook rather than LinkedIn?

   7. Why would you prefer one over the other?

   8. Where can you find the demographics you are seeking?  Again, reflecting on your target market, who do you want to attract to your organization? Are they young, middle-aged, more mature?Are they middle-class? Lower upper class? Upper class? Are they in cities, or in the rural areas? Are they monster truck aficionados or are they avid theatre goers?

   9. When is the best time to reach them?

  10. How do you know which members of your target market are using the platform you have adopted?  Are you missing the boat completely because you don't know where your potential associates are posted?

Yes, that's more than 10.  But here's the biggest factor to consider. While you are determining your cost of doing business or growing relationships virally, don’t forget to consider the cost of not being present in or on those platforms. 

Social networking should be a vital piece of your overall marketing strategy.  It could bring you more volunteers, more donors or more clients. Once you have clarity for your end results, your efforts can be more focused and success will be within reach.
