
Holly Berkley &
Amanda Walter

THE SOCIAL MEDIA 
ADVANTAGE
An Essential Handbook
for Small Business

Self-Counsel Press 
(a division of) 

International Self-Counsel Press Ltd.
USA     Canada



Copyright©2013 by International Self-Counsel Press Ltd.

All rights reserved.

No part of this book may be reproduced or transmitted in any form by any means — graphic, elec-
tronic, or mechanical — without permission in writing from the publisher, except by a reviewer who 
may quote brief passages in a review.

Self-Counsel Press acknowledges the financial support of the Government of Canada through the 
Book Publishing Industry Development Program (BPIDP) for our publishing activities.

Printed in Canada.

First edition: 2013

Library and Archives Canada Cataloguing in Publication

Berkley, Holly

The social media advantage: an essential handbook for small business / Holly Berkley and 
Amanda Walter.

ISBN 978-1-77040-142-6

1. Internet marketing—Handbooks, manuals, etc. 2. Social media—Economic aspects—Hand-
books, manuals, etc. 3. Online social networks—Economic aspects—Handbooks, manuals, etc. 
4. Customer relations—Technological innovations—Case studies. I. Walter, Amanda  II. Title.

HF5415.1265.B4738 2012              658.8'72              C2012-901789-2

Illustrations by Charlene E. Nelson

Self-Counsel Press
(a division of)

International Self-Counsel Press Ltd.

 Bellingham, WA North Vancouver, BC
 USA Canada



   v

1 Why Social Media Marketing is Essential  
 for the Success of Today’s Small Business 1

The Time to Get Started Is Now 2

Where Do I Start? 6

Getting Company “Buy-In” 6

The First Step 7

2 Finding Your Target Audience /  
 Determining the Best Social Network for  
 Your Business 11

Never Interrupt. Instead, Foster Dialogue. 19

Understanding Key Influencers Within Your  
Target Audience Group 22

Finding New Employees on Linkedin 23

CONTENTS



vi   The Social Media Advantage: An essential handbook for small business

Reaching Your Goals With Twitter 25

Who’s on Facebook? 26

Getting to Know Generation Y  
(Your Future Employees/Clients/Vendors) 28

Why Blog? 28

Differentiate Your Social Strategies 31

3 Amplifying Your Communication Efforts 33
Practice Patience When Starting Your  
Social Media Campaign 35

Participate Unselfishly 36

Make the Most of Your Offline Assets 42

How Often Should You Tweet, Post, Comment…? 45

Consider the Benefit Social Media Plays  
Into Your Google Ranking 46

A Look At Amplification Strategies By Social Network 48

Facebook 48

LinkedIn 55

Twitter 57

YouTube 59

Blogging 60

Google+ 62

Yelp 63

4 Engaging Your Most Valuable Asset:  
 The Role Employees and Customers  
 Play in Your Social Media Strategy 65

Identifying Internal Social Media Collaborators 66

Strength in Numbers 70

Keep Marketing Goals in the Forefront 72

Employee Training 74

Choosing the Right Employees to Carry the Company Voice 76

Recommended Employee Guidelines 77



Contents   vii

5 Expert Positioning 81
Investing in Multiple Thought Leadership Roles  
Within Your Company 82

Become a Part of the Conversation 83

Building Your Fan Base 88

Using a Blog for Expert Positioning 89

Leverage Existing Thought Leaders’ Blogs,  
to Promote Your Own Ideas 89

Get Conversations Going on Your Own Blog 90

Optimizing Your Blog for the Search Engines 91

Promoting Your Blog post on Other Social Networks 92

Self-promotion on Facebook and LinkedIn 93

Ideas for Saving Time on Content Creation 95

6 Building and Nurturing Communities 99
Key Benefits of Building an Online Community 101

Building Your Own Social Networking Site 101

Designating a Community Manager 103

Online Communities Need Loyal Members 107

7 Evaluation Strategies 117
Defining the Health of Your Online Community 118

Tracking Social Listening 119

Google Analytics  121

Measuring Search Engine Optimization 122

Tracking Through URL Shorteners 123

Facebook Insights 123

8 The Future of Social Media 125
Growth of Location-Based Social Networking 126

The Reputation Economy is Coming 128

The Critical Role of Influencers in Your  
Social Media Strategy 129



viii   The Social Media Advantage: An essential handbook for small business

How Social Media Will Impact Journalism 130

Further Customization of Social Networks and Tools 130

More Connected Buildings and Spaces in the Future 131

Glossary 133

About The Author 141



   ix

Laws are constantly changing. Every effort is made to keep this publi-
cation as current as possible. However, the author, the publisher, and 
the vendor of this book make no representations or warranties regard-
ing the outcome or the use to which the information in this book is put 
and are not assuming any liability for any claims, losses, or damages 
arising out of the use of this book. The reader should not rely on the 
author or the publisher of this book for any professional advice. Please 
be sure that you have the most recent edition.

NOTICE TO READERS
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Social media is not just a marketing tactic. It’s a social phenomenon 
that is here to stay. It is the way consumers find new products and 
services as well as receive the input they need to make that final pur-
chase decision. Whether it’s trying a new restaurant or seeing the latest 
summer movie, consumers have always relied on personal recommen-
dations. Social media takes these recommendations to the next level. 
It makes what was once between two people, public. It puts word of 
mouth recommendations, both good and bad, out there for the whole 
world to see. While the voice of social media is personal, the reach is 
massive. And depending on what your customers are saying about you, 
can literally make or break your business.

To be successful in today’s world of smart phones and constant 
connection, even small businesses need a social media strategy. The 
right strategy can not only help catapult your business ahead of your 
competitors, but also prove critical in avoiding detrimental business 
decisions. Social media puts the power back into the consumer’s 
hands. And when consumers have that much voice, businesses need to 
listen, and act accordingly.

1
Why Social Media Marketing 
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The Molly Katchpole story was a perfect example of how so-
cial media can magnify one customer’s complaint, and force even a 
billion-dollar world corporation to pay attention. This is exactly what 
happened when the 22-year old college-graduate posted a complaint 
about Bank of America regarding the new $5 per month fee for using 
her debit card. She turned to Change.com, a web site that allows 
people to use social media to post petitions and solicit signatures.

Mainstream media such as TV producers and newspaper writers 
turn to the social web to see what’s trending and hot on the public’s 
mind. They caught wind of Molly’s story and as a result, she was inter-
viewed on TV talk shows. In the interviews, she came off as a smart, 
respectable young American, who people could identify with — espe-
cially those living pay-check to pay-check that were tired of extra fees 
big banks were imposing on them. She became the voice of what so 
many Americans were already feeling. In about a month, she received 
more than 300,000 signatures from Bank of America customers who 
publicly announced they were leaving Bank of America in protest of 
the extra fee. In the end, Bank of America removed the extra $5 fee, 
a decision that costs the bank more than $3.4 billion in potential ad-
ditional revenue.

So let’s bring this back to you, the small business owner. If you 
have not yet started using social media, the time is now and this book 
will help you get started. If you are already using social media, this 
book will help you further amplify your messages and help you create 
a social media strategy in line with your business goals.

the time to get Started is now
We interviewed hundreds of owners of small businesses across the U.S. 
about their use of social media and how they plan to integrate it into 
their overall marketing and communication strategy. There were many 
similar responses:

“I don’t have time.”

“We don’t need it.”

“We just haven’t gotten around to it yet.”

“I don’t know where to start.”

Even today, with its wide-spread use, many small business owners 
are still claiming a lack of time, resources and understanding of social 
media tools, as well as intimidation by the vastness of the social media 
space as primary factors for not yet integrating a social media strategy 
into their communications efforts.
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Figure 1.1: Results from the Social Media in Action survey conducted by ZweigWhite.
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While some small business owners are still watching from the 
sidelines, cautiously dipping their toes into the waters of social media, 
there are millions of professionals who’ve already dived into social 
media and are riding that wave with some exciting results. These so-
cial media savvy professionals are watching their efforts exponentially 
ripple throughout the industry in powerful ways. They are successfully 
branding themselves as innovators in their industry by turning their 
social media connections into their most powerful advocates.

But like any tactic, the results are always better when they are di-
rectly connected to business objectives.

One of the major driving factors leading small businesses to inves-
tigate the effectiveness of social media as a communications or mar-
keting platform has been the recession. “At the beginning of 2009, our 
phone stopped ringing,” shared Laura Davis, architecture principal 
and director of marketing for HPD Architects in Dallas, Texas (http://
www.hpdarch.com/). “It became apparent when 197 people showed 
up for a pre-submittal meeting that our chance for success in winning 
the project was dwindling. We realized we had to take action to bring 
in business.” HPD included social media as a way to support their 
face-to-face networking and to expand the reach and influence of the 
firm’s brand.

Howard Blackson, principal and director of planning for San 
Diego, California-based PlaceMakers (http://placemakers.com), a 
multidisciplinary planning and urban design firm with seven principals 
located in seven different cities, also points to social media as an asset 
for today’s economic climate. He refers to social media as not only 
a way to conduct research and distribute thoughts and ideas, but as 
the core of their “New Economy” business model, which relies on the 
internet and social technologies to function with no overhead, no full-
time office staff or central office. For PlaceMakers, social media tools 
allow them to run a more efficient business, bringing in expertise from 
all over the U.S. and Canada to easily collaborate on a single project.

Businesses of all sizes are quickly learning that social media tools 
enhance the efficiency of both internal and external communication 
needs. A single tweet or post is not only quicker than traditional forms 
of communication, but can reach more people faster and has a longer 
“shelf-life.”

According to a 2011 survey (http://www.umassd.edu/cmr/studies 
andresearch/socialmediaadoptionsoars) from the University of Massa-
chusetts Dartmouth Center for Market Research, more companies than 
ever view social media as an essential asset to business communications, 
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with 86‰ reporting that social media technologies were “very impor-
tant” to their business and marketing strategies in 2010. According 
to the survey, 71‰ of businesses used Facebook in 2010, 59‰ used 
Twitter and more than half surveyed blogged. Of this group, 85‰ 
view Facebook as successful in helping them meet their business goals, 
while a whopping 93‰ report message boards as a successful tactic.

As one social media advocate, Vik Duggal (@VikDug), said “The 
internet is about 17 years old, just about to graduate high school and 
is about to really blow up.” Social media is even younger.

Although still young, social media has already become an essential 
piece of most business’s overall communications strategy. Business 
owners are sharing ideas on Twitter, growing their customer base with 
Facebook, promoting their expertise on blogs — and seeing measur-
able return on investment for their efforts.

Today’s social media tools aren’t only about technology. They are 
a direct response of today’s business world where communications 
happen in real time. Think of social media as the new cell phone. Just 
as each and every one of your employees and consultants has a direct 
cell phone number to power their everyday business and communi-
cations, social media can also be leveraged for this purpose — but 
contains a longer and stronger shelf-life than a single phone call. But 
unlike a phone call that is between a closed or private group, social 
media communications allow for outside input and influence, which 
will help your ideas and your business expand and thrive. Social media 
offers the ultimate “listening tool” to gain honest input from custom-
ers, feedback on your products or services and your business, as well 
as to discover new and more efficient ways of working.

When social media tools are leveraged in the right community 
setting, whether that includes employees of an organization, a group 
of people with a common interest or goal or a community of residents 
sharing the same town or neighborhood, members are compelled to 
interact and share their perspectives. Listening to those conversations 
and ensuring that you are engaging on topics that matter most to your 
core audience is the essential ingredient for making full use of social 
media as a multi-directional communications tool.

This new way of thinking is an opportunity for all businesses to 
reorganize their overall communication strategy, decision-making au-
thority and how information flows out to the public, customers, your 
supply chain and employees. During your deep dive into social media, 
you will start interacting with customers and colleagues in a way you 
have never done before, and as a result you will start to build deeper 
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relationships. Ideally, these deeper connections will be the online 
advocates who will carry your message further than you ever could 
have imagined on your own. After all, people prefer to buy from other 
people, not impersonal mission statements, statistics, websites and 
corporate logos. This new form of media is not a trend. It is the way 
businesses communicate.

Where do i Start?
Time and intimidation were the main reasons businesses gave us for 
not having integrated social media into their communication strate-
gies. Small business owners said they were so busy running their busi-
ness and day to day operations that taking extra time to update a blog, 
find connections on LinkedIn or post a tweet was just too much. Plus, 
since many industries are still finding themselves on the tail end of a 
major recession, priorities are on selling through traditional offline 
methods. For many business owners, these types of traditional ap-
proaches to sales feel safer. However in this book, we’ll show you how 
social media can open your business up to a wider group of potential 
customers, and provide more reach than a single hand shake and 
paper business card ever could.

Social media isn’t a stand-alone program; it should come along-
side a company’s strategies and business objectives that are already 
in place. Once you know what you are trying to accomplish, the most 
important piece of advice for jumping into the social media world is 
this: You don’t have to be everywhere. It’s better to have a strong, 
influential voice on a handful of social networks where your target 
audience lives than to try to be everywhere at once. There are so many 
channels of information available; not only would trying to excel at 
each be overwhelming, but it is impossible. As shown in figure 1.2. Try-
ing to be everything to everyone will not help you be effective in your 
social media use. In fact, it will achieve the opposite. It will dilute your 
overall influence in your online social circles. Focus your approach on 
a specific objective.

getting company “Buy-in”
Before you sign up for your first Twitter account or register a name 
for your blog, define what your business’s overall communication goals 
are. Just like any marketing and communication vehicle, you have to 
plan for how you will use social media and how you will measure the 
success of your efforts.
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You should also recognize that there is a misconception about 
social media: that engagement is cheap or even free. Although the so-
cial media tools themselves are free, building solid online community 
profiles takes company buy-in, organization and an investment in time 
and resources. Your business’s social media cannot be run by your 
high-school aged child or some random intern. What goes out on the 
social networks must reflect your company’s intellect, quality, brand, 
mission and be aligned with your overall business goals. Therefore, the 
content and messaging needs to be managed by someone with a vested 
interest and passion for the company and the topic at hand. Social 
media, when used correctly, can effectively support the communica-
tions for most groups within your organization, from PR and market-
ing to research and development, and from knowledge management 
to internal communications and recruiting.

the first Step
Start with the end in mind. It’s essential to understand your goals and 
objectives. These will drive the decisions around your target audience 
and what you are trying to get them to do.

If you do not know your goals, conduct a thorough analysis to set 
them. There are several widely published methodologies for goal setting, 
like the Strengths, Weaknesses, Opportunities and Threats (SWOT) 
analysis that can help you narrow your focus; or the SMART method—
Specific, Measurable, Attainable, Realistic and Time sensitive—which 
is an acronym to help you check that your goals are result-oriented. 
Regardless of how you approach it, this step is essential. Before  

Figure 1.2: Trying to excel at each channel is impossible.
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starting any communications engagement with clients — whether we 
are looking into social media or not — we begin with a question and 
answer session to get to the heart of what they want to achieve and 
what vehicles are best suited for their goals. See the Objective and 
Strategy Setting Worksheet sidebar for an outline of questions that drive 
these conversations and tips for setting objectives.

objective and Strategy Setting Worksheet
Jumping into social media without forethought and planning is perhaps the biggest, 
and most common, mistake that a small business can make. Without an objective and 
a strategy, there is no real way to measure, test, achieve success or determine failure. 
We use the principles of Strengths, Weaknesses, Opportunities and Threats (SWOT) 
combined with the information we’ve come to rely on for marketing or communications 
campaigns to help assess the landscape and zoom in on a good approach. This fact-
finding assessment can take a general, company-wide focus or it can be specific to 
each market sector or service offering.

establish objectives 
What is your mission statement, values and/or brand attributes?

• What are your business goals?

• What are your marketing goals?

• What is the reputation that you aspire to have?

• What parts of your business support these goals? Examples are core competencies 
and differentiators.

• Who in your company is instrumental to reaching these goals in roles such as a 
subject matter expert or inspiring leader?

• What has the company done and/or is currently doing to advance toward these 
goals?

• Who are your clients? Who is the decision maker of these client firms and who 
are the influencers? What is this influencing-person’s background? What does 
their job entail?

• Who are your competitors? How are they communicating? Is it effective?
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• Are there sensitive issues or topics that perhaps we need to keep in mind or 
avoid talking about in public?

establish a Strategy
• What does success look like?

• What assets are unique to your business? These might be research and develop-
ment, image library, events, marketing programs, breakthrough projects.

• What are your resources that can be assigned to this effort? Examples are  
in-house staff and outsourced resources like agencies or consultants.

• Who are these resources and what is their background, areas of expertise,  
interests? How much time are they allowed to spend on it?

• What networks or organizations are your company and/or its leaders actively 
involved in? What is the nature of the involvement such as a sponsor or board 
member?

There is an old advertising adage that states a person needs to 
see a message seven to 12 times before they commit it to memory. It 
is important to find multiple ways of reaching your audience to make 
your messages stick. Social media should not be an isolated program 
and it should not replace your existing communications channels, 
rather it should integrate with them. Your social networks are simply 
communications channels. The content that you use on the social web 
should complement, pull from, and promote the pieces of your existing 
marketing programs, such as your newsletters, direct mail and events.

Finally, before starting a social media campaign you must be pre-
pared for flexibility. Social media tools and rules change frequently. 
Although you are not expected to be a social media expert, your com-
pany must be able to make a quick decision and respond in real time 
to crises as well as positive PR opportunities that arise.

Proper use of social media is about decentralized decision-making 
where everyone in your company can contribute and have a voice. 
However, before letting just anyone in your organization tweet or post 
on your company’s behalf, defining guidelines and core messaging is 
essential. Setting up the right internal structure and goals before you 
engage in the social space is key to making it work for your company. 
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We’ll get into the internal behind-the-scenes tactics for generating 
ideas, recruiting contributors and empowering employees in Chapter 4.

You rely on the knowledge and success of individuals within your 
company as a pillar of the firm’s reputation. In Chapter 5, you’ll find 
strategies that are being used at some of the most recognizable busi-
nesses that are positioning their experts in front of their brand. We’ll 
address the risks and benefits of this approach, how some are embrac-
ing their thought leaders, and the changes they are seeing because of it.

Social media tools continue to grow and evolve based on the needs 
of today’s business user. The most exciting thing about social media is 
that unlike any other form of media, you can track the results of your 
effort instantly. As you engage in social media, you’ll learn that a sim-
ple tweak in the way you compose a blog post headline, or the time of 
day you tweet can make a significant impact on the results you will see.

As you engage in the tactics outlined in this book, we’d like to 
hear how you are doing. Find us online at www.The-Social-Media- 
Advantage.com to connect with us via your favorite social network. 
Here you will find links to share ideas and ask questions. We look 
forward to hearing from you.
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