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Dedicated to those that have said:
"Social media doesn't work for my business"
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WELL HELLO THERE!
If you are reading this, you have decided that it is time to take this whole social media
marketing thing seriously. Glad to hear it! We don’t know why exactly you have waited
so long to learn more about creating a winning digital marketing strategy, but the past is
the past! All that matters is that you are here now ready to rock n’ roll!
 
We started SocialSurge Marketing with the idea of helping small businesses grow in
their respective markets and hit whatever goals they had for growth. We wanted them to
know that you don’t need an elaborate marketing strategy that costs thousands of
dollars to be successful. We saw all the marketing agencies out there selling overpriced
services with no results for businesses that need to count every penny and knew that
there was a place in the market for a company that had small businesses at the
forefront of everything they do. Small businesses have unique challenges, so they need
a unique marketing agency.
 
And if we are being completely honest, most of you don’t even need an agency. You
don’t need to spend the money to have someone like us run the show for you. You know
much more about marketing than you think you do but as a small business owner, you
just lack one major resource - Time. 
 
So instead of trying to sell to all of you, we decided to just help. With “Simplifying Social
Media: A Small Business Guide”, we want to give you a simple, yet comprehensive guide
to creating a marketing strategy that can help you reach all of your business goals while
not forcing you to spend hours a day to execute it. 
 
By the end of this guide, we want to show you that marketing strategies don’t need to be
complicated to be successful. This guide gives you exactly how we approach marketing
strategies for all our small business clients here at SocialSurge Marketing. This is the
formula that we have found to be the most successful for all kinds of businesses - from
personal trainers and chiropractors to painters and junk removal companies - and it can
work for you too!
 
You have big goals for your business, and you are closer than you think to achieve them.
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WHAT DOES IT MEAN TO
CREATE A SOCIAL MEDIA
STRATEGY?
What do you think is involved in creating a social media strategy? Your mind probably
goes right towards the obvious: Figuring out what channels you are going to use, what
time of the day you are going to post, and what you profile picture is going to look like?
 
While all those things are important and we are going to cover them all in this eBook,
what if I told you that is only a small part of the process? Most social media strategies fail
because they skip some very important steps in the planning process that make or break
the entire strategy. So here is the agenda for the rest of the time you are in this eBook:

1) Building an ideal customer profile: pg. 04
2) Creating your content strategy: pg. 06
3) Develop your social strategy: pg. 08
4) Paid advertising: pg. 13

Why is it so important to not skip those steps? Because if you don’t know who you are
targeting on social media or what content you are going to post, you are defeating the
whole point of social media - To be social.
 
Most people think about this in reverse. They want to put the cart before the horse and
start making the flashy decisions without putting in the groundwork. We are going to flip
that today and show you the best way possible to develop a strategy.
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STEP 1: BUILDING AN IDEAL
CUSTOMER PROFILE
Who is your ideal customer? Most of you can probably answer this question immediately
without giving it too much thought. After all, in order to create the business you created,
you probably had some idea of who your future customers were going to be.
 
The problem is that 99% of people don’t go far enough. It is not enough to just know the
basic demographic information about your ideal customer to build a successful social
media strategy, you need to go deeper, WAY deeper.
 
Let’s use an example to help with this. We will use a real client of ours that is a personal
trainer in a major metro area. Here is how we approached helping her create her ideal
customer profile to be the most effective with her strategy.

What are the demographics of my ideal customer?

What are their interests not related to your business?

Middle-aged women
Suzi - 40 year old - Mother

College Educated Business Professional
Upper Middle Class

Books Music Fashion Wine

Tip: Really spend time here. Ask people you know who hit the profile if you get stumped!

What are their interests related to your business?

Running Weight Loss Diets

Tip: Why do people come to your business? Think about the questions that you commonly get.

Tip: Give them a name that fits the profile and have some fun with it!
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STEP 1: BUILDING AN IDEAL
CUSTOMER PROFILE
I cannot emphasize this point enough so I will let a ridiculous amount of bolded letters
do it for me.

That might have been a little aggressive… sorry about that!
 
Building your ideal customer profile is so important because every decision that you
make from this point on is going to be based on this profile - including the content you
are going to create.

DO NOT SKIP ANY OF THESE STEPS.
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Content is the fuel that your marketing engine is going to run on. 
 
When we say “content” what do we mean? Content takes on many forms depending on
your business and what your skill set is. Whether it is photos, videos, blog posts or
something else, your content has one goal - Provide value for your target market. 
 
This is why we told you to list out all of those interests above. The interests of your ideal
customer profile is the perfect place to start in deciding what content to create, even the
interests that don’t seem to have anything to do with your business at first. 
 
Let’s continue to use the example of that personal trainer who is a client of ours. How
did we use the interests of their ideal customer profile to create content? We quickly
narrowed in on one of the interests in particular; wine.
 
Also because of their profile, we knew that pit included runners. It is common practice to
serve beer at the finish line of races, but never wine… why? BOOM a fun blog post that
relates perfectly to the target market and provides value to them (and has been one of
her top performing posts to this day!).
 
But developing a content strategy is less about knowing exactly what you are going to
talk about in each piece and more about knowing what form of content you are going to
make and how you are going to actually execute it. After all, a strategy isn’t very good
unless you execute it.
 
So, when it comes to forming your strategy, here are our best tips to making it
successful.

STEP 2: CREATING A CONTENT
STRATEGY 

Your content should have one goal: 
 

Provide value for your target market.
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STEP 2: CREATING A CONTENT
STRATEGY 

CREATE THE CONTENT THAT YOU ENJOY CREATING

DON'T BE A PERFECTIONIST

YOU DON'T NEED FANCY EQUIPMENT

FORCE YOURSELF TO BE A "DO'ER"

Do you enjoy writing? Then write. Are you good at taking photos? Then take photos.
Deciding the content you are going to make is just that simple
 
If you are making content that you are forcing yourself to make, it won’t resonate with
your audience, ever. So, make the content you like, develop your skills, and have a little
fun along the way!

A couple takes because you don’t like the sound of your own voice? Understandable.
Spending 3 hours to get something just right? Stop. This is easily the biggest hurdle for
people to get over. If you leave perfection at the door, you will be amazed at how much
you can actually get done.

Most phones these days have the ability to shoot in 4k video. Heck, there was even a
major Hollywood film that was shot using 3 iPhones… use the tools you have available to
make great content!

I understand that there are going to be 1,000 other things you are going to want to be
doing than recording a video or sitting down to write another blog post, we go through
the same struggle and we are a marketing agency but I promise, if you put in a little work
up front, creating content gets easier and becomes much more fun!
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STEP 3: DEVELOP YOUR SOCIAL
MEDIA STRATEGY
This is probably the part you actually care about. 
 
When people think about developing a social media strategy, these are the things they
think of the most. Any workshop we do or meeting we have centers around the questions
you are going to get answers to below. While the answers to these questions are very
important, do not just skip to this step. So, if I caught you skipping, back to the front of
the eBook with you!
 
The first part of the strategy is deciding which platforms you should be using for your
business. We typically recommend that most businesses start with 2 platforms and
learn to be extra effective with those platforms. Many businesses will try to do too much
too quickly, spreading them thin and making them ineffective.
 
So, which do you choose? The answer to this question is easier than you might think it is.
Utilizing a mix between the content that you chose to create and the audience you will be
targeting you can identify the most effective platforms for you.
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WHICH PLATFORMS SHOULD 
I BE ON? 

18-55 years old
Men 48%

Women 52%

Best Content:
Photos, Video,

Blogs, Live Video
 

13-29 years old
Men 42%

Women 58%

Best Content:
Images and 
Short Video

13-29 years old
Men 53%

Women 47%

Best Content:
1-to-1

Conversations

19-49 years old
Men 54%

Women 46%

Best Content:
Images, Video,

Blogs

13-29 years old
Men 30%

Women 70%

Best Content:
Video and Photo
(Documenting)

Source: https://www.spredfast.com/social-media-tips/social-media-demographics-current
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WHICH PLATFORMS SHOULD 
I BE ON?
FACEBOOK

INSTAGRAM

TWITTER

LINKEDIN

Facebook is truly the “catch all” of social media marketing. There is a lot of content that
works really well on this platform that you can use to your advantage. Despite the lack of
organic reach for business pages, we typically recommend this channel to 99% of
businesses because there are just so many people on it and it is the most flexible.

Instagram is the big up and comer in the social media space and needs to start being
respected as the second biggest platform for consumers. Instagram is known as the
photo platform, but the video also has a big play both in the newsfeed, and in stories.
Speaking of stories, they are Instagram's biggest advantage so make sure you are using
them! Even better, with the introduction of IGTV into the newsfeed, long form video now
has a play which is making things even better!

Twitter is always a big question mark for people as they are not exactly sure how to use
it. The truth is that Twitter is an ok place to share content, but its primary function is
interaction with your audience and the marketplace. Use hashtags to join in on
conversations that are relevant to your business and help them grow!

In the B2B space, this is a no brainer. But if you are in B2C, there can definitely be a good
strategy for you as well. Are a lot of your customers also business people? Then think
about developing content that relates your business to their daily lives and struggles.
LinkedIn is pretty flexible as well and has excellent organic reach.

SNAPCHAT
Snapchat is still a little new to the space and the user base is still so young that they
might not be your primary customer, but if you are going to use snapchat, the word I
want you to remember is document! This is supposed to be a place of organic and
spontaneous content so don’t plan too much stuff and just let your brand shine through!
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HOW MUCH SHOULD I POST AND
WHEN SHOULD I POST IT?

Secondly, let’s talk about the posts themselves.
 
This is where people typically have the most questions. They want to know what time of
day to post, how many times per week they should post, and how to best structure a post
to have the most success.
 
Unfortunately, the answer for a lot of this is “it depends”. There are tons of benchmarks
out there that try to generalize the answers to these questions, and we want you to
ignore all of them. You have access to more data than you think to make those decisions
on your own. 
 
Let’s start with how many days per week you should post. Of course, we would love for
you to post as many days as humanly possible, but we also understand that you are
likely a small business owner or have a lot of responsibility… and s*** happens. So, what
should you aim for? One word CONSISTENCY
 
 
 
 
 
 
 
 
Being inconsistent is the number one reason why people fail at social media. Businesses
will post one week and take the rest of the month off and wonder why their social media
strategy didn’t go as planned. So, in the beginning, focus more on consistency and less
on a specific number of posts per week.

CON•SIST•EN•CY
Marked by harmony, regularity, or steady continuity: free
from variation or contradiction
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HOW MUCH SHOULD I POST AND
WHEN SHOULD I POST IT?

Once you have outgrown the “just be consistent” phase, it is time to move into it and
really strategize the best times and days to post for your audience.

As you can see, both Facebook
and Instagram have free
analytics to show you exactly
when your followers and people
who would be interested in your
business are online. In these
examples, you see that these
pages Facebook followers are
typically online around 9 AM and
7 PM and on Instagram between
12 PM and 6 PM. Facebook even
shows that Sunday, Monday, and
Friday might be the best day.
These are the times and days of
the week that you should post.
This data can update daily so
make sure you are looking at it
often! 

Facebook

Instagram

This is going to look a little
different for every business
depending on what your market
is which is why it is so important
to base your decisions on YOUR
data and not someone else's.
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WHAT ABOUT PAID ADS?
For a lot of people, using paid advertising seems like a scary thing, but in today's social
media landscape, it’s unfortunately, a necessary evil.
 
On most of the popular social media platforms (especially on Facebook) organic reach
for business pages is not great, meaning, it is almost impossible for your stuff to show
up in the news feed and reach new people. 
 
This is where using paid advertising comes in. 
 
Now we aren’t telling you to spend a ton of money and run yourself out of business - we
typically recommend $100 a month for an average client, but you can spend even less
than that if you want! What we have found is that it is not how much money you spend,
but where you spend it. 

A lot of us are familiar with that “boost” button at the
bottom of Facebook and Instagram posts. Now most
people are going to tell you to avoid that button at all
costs… we disagree. The boost button on Facebook and
Instagram is an incredibly useful tool for small
businesses. While you might not get all the features of
creating an ad from scratch, it’s quick and easy to
understand, which a lot of the ad platform is not.

We wrote a blog post of how to boost a post the right way:
 
https://socialsurgemarketing.com/how-to-boost-a-facebook-post-the-right-way/

https://socialsurgemarketing.com/how-to-boost-a-facebook-post-the-right-way/
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WHAT ABOUT PAID ADS?
What types of posts are you looking for to
boost? 
 
There is a term we have in the industry
called “social proof”. Social proof means
that a post performs extremely well
organically with your audience. This is so
important because it gives you
reassurance before you put money behind
a post that your money is going to be well
spent on a piece of content that you know
for a fact will resonate well with your
audience. Look for those posts that are
outperforming the rest in terms of
engagement and use those to send out a
broader audience of people that might
also be interested in what your business
has to offer. 
 
So, looking at these posts to the right,
which one would you boost? (the answer
is the top one!)
 
One quick last note: Don’t just boost one
post and call it quits. Boosting posts,
while simple, still takes a little bit of
finesse and experimentation to get just
right. So, when you boost a post, look at
the results and make adjustments. Try
different audiences, objectives, and calls
to actions and then make your judgement
as to whether or not something is
working.
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SOO.... WHAT NOW?
Oh, hey there again… I am not going to lie, I’m a little surprised to see you here! I know
reading eBooks the entire way through is not something people normally do, so the fact
that you made it all the way here to the end must be a good sign!
 
What were your biggest takeaway? Did you learn something new? Did you ask yourself
some questions that you haven’t asked yourself in a long time? Did you discover
inspiration in something you read? I hope all of it! 
 
If you remember way back to the opening section, the goal of this eBook is to help you
build the foundation for a killer social media strategy that will help your business grow
and reach new people. We wanted to take social media marketing, something that
people tend to overcomplicate, and give you simple methods to make it effective. These
are the exact steps we take with our small business clients every single day and we
stand behind them 100%. 
 
But the world of social media marketing is always evolving and changing. As I sit here
today, these are the best methods of seeing success, but next year, next month, or heck
even next week, things could all change. What I want you to realize is building your ideal
customer profile and your content strategy will never change. No matter what new
platform bursts onto the scene next, those two exercises set you up for long term
success. 
 
To summarize, here are the 3 biggest things for you to take back to your business.
 
1) Know your audience. Really, really know them. 
2) Create the content you enjoy creating.
3) Execute. 
 
And that is what you do now. You execute.


