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Your Social Community and Encouraging the Share

For many B2B companies, success in social has been an elusive prize. While many view success as the quantity

of fans, followers, and likes, most B2B social communities may never comprise more than a few thousand fans and
followers. However, these communities are still incredibly valuable. Oftentimes, the people within your community
know you and are most interested in what you have to say, and they often have professional reasons for wanting

to connect with your company. While you may not yield a steady stream of leads and sales from your base of fans
and followers, these people can act as powerful social advocates who propel your content into your overall industry.
Therefore, the key to social media marketing is to activate your social community to share your thought leadership
content, allowing new people discover your brand and eventually become leads.

Make social sharing of your thought leadership content a priority social media marketing goal and layer in the other
priorities addressed by social — branding, surfacing corporate culture, recruiting, commenting on industry news and
events, and creating an overall community around your company or industry.

© 2016 OVERDRIVE INTERACTIVE | www.overdriveinteractive.com | @


http://www.overdriveinteractive.com/?utm_source=b2bsocial&utm_medium=Whitepaper&utm_campaign=14-B2B-PDF

14 B2B Social Media Tactics

With the previously mentioned goals in mind, here are some tactics that will help you achieve B2B social media
marketing success:

B2B Social Media Tactics Checklist

Use this table as a guide and checklist as you read about the specific tactics:

|:| 1. DOMINATE SOCIAL AND SEARCH

[

2. LET THE HEADLINE DO THE SELLING

3. MAKE YOUR CONTENT LIGHTWEIGHT

4. ENCOURAGE THE SHARE

5. PRODUCE PORTABLE CONTENT

6. CREATE SOCIAL STORIES

7. SOCIAL VIDEOS ARE SILENT VIDEOS

8. ACTIVATE YOUR EMPLOYEES

9. LAUNCH A SOCIAL MEDIA SALES-ENABLEMENT PROGRAM

10. JOIN EXISTING CONVERSATIONS

11. KNOW YOUR KEYWORDS

12. MEASURE GROUNDSWELL AND ENGAGEMENT

13. GIVE YOURSELF A BOOST

14.1T'S OK TO BE HUMAN

N I Iy I N O O
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1. Dominate Social and Search

Having a robust social presence helps you take control of your brand’s search results on the first page of Google.
Very often, Google will give your social sites priority along with your home page, so you can own more of the
approximately 10 search listings on the first page of Google for your company name.

There are two critical steps: first, at a minimum, launch Facebook, Twitter, LinkedIn, SlideShare, and GooglePlus
channels, and populate them regularly with fresh and interesting content. Yes, we know this is a lot of work. If you

need help, contact us.

Second, use schema code to validate your social properties. This tells Google and the other engines the URLs of your
official social sites so they appear in your branded search results and knowledge graph.

G Google Search > Webmasters

HOME GUIDES SUPPORT

Webmaster EDU

Video Search
Overview

Introduction to Video Markup
Schema.org for Videos
Video Sitemaps

Alternate Markups for Videos

Testing your video markup

Specify your social profiles to Google

Include your social profile in search results

~ Use markup on your official website to add your social profile information to the Google Knowledge panel in
some searches. Knowledge panels can prominently display your social profile information.

Get started quickly with these instructions for formatting and publishing the proper markup code.

Q  search i= All Products

Contents

Include your social
profile in search results

Social Profiles

Adding structured
markup to your site

Testing and Publishing
Your Markup

Troubleshooting

My social media
profile isn' displaying

Google

<script type="application/ld+json">
{ "@context" : "http://schema.org",
"@type" : "Organization",
"name" : "Your Organization Name",
"url" : "http://www.your-site.com",
"sameAs" :
"http://www.twitter.com/yourProfile",
"http://plus.google.com/your_profile"]
}

</script>

[ "http://www.facebook.com/your-profile”,

google s n

Al News Videos Maps Images  Morev  Search tools

About 10,540,000,000 results (0.45 seconds)

Google

https://www.google.com/ v Google ~

Search the world's information, including webpages, images, videos and more. Google has many
special features to help you find exactly what you're looking ...

Google Accounts
Sign in with your Google Account ...
One Google Account for

Google+
Google+ is a place to connect with
friends and family, and explore

Sign in with your Google Account
Sign in with your Google Account ...
One Google Account for ...

Google Images
Google Images. The most
comprehensive image search ...

Google Maps
Find local businesses, view maps and
get driving directions in

Google Analytics
Google's analytics solutions help you
tumn customer insights into ...

More results from google.com »

In the news
_, Google Pixel Review

g | WIRED - 6 hours ago

Google apparently has a new motto for Android phones: If you want something
done right, .

Google

Technology company

&  google.com

)e
@
Lo

G

Google is an American multinational technology company specializing in
Internet-related services and products that include online advertising
technologies, search, cloud computing, and software. Wikipedia

Headquarters: Mountain View, CA

Founded: September 4, 1998, Menlo Park, CA

GEO: Sundar Pichai (Oct 2, 2015-)

Subsidiaries: YouTube, Nik Software, AdMob, ITA Software, More

Video games: Tilt Brush, Google Lively
Founders: Larry Page, Sergey Brin

Google Pixel Review: Assessing the New Smartphone
New York Times - 1 hour ago

Google Pixel review

CNET - 3 hours ago

More news for google

Google (@google) | Twitter
https://twitter.com/google W

2 hours ago - View on Twitter 3 hours ago - View on Twitter

Profiles

Twitter Linkedin Facebook

@ @

Google+  Instagram

People also search for
. EE g
a HE =

Apple Microsoft  Amazon.c.
Corporation  Inc.

View 15+ more

YAHOO! UBER

Yahoo! Uber

Foadback

The above example shows how the “specify your social profiles” markup code looks within a website’s code and
Google’s Knowledge Graph. To specify your social profiles, go to https://developers.google.com/search/docs/
data-types/social-profile-links (if Google changes the URL, simply search on “specify social profiles to Google”).
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2. Let the Headline Do the Selling

Make sure the titles of all your thought leadership assets create desire for that thought leadership asset. In
other words, let the title do the selling.

For example, below is Overdrive’s Social Media Map. The title is ideal for social promotion because it is short,
descriptive, and appealing. Who doesn’t want the Social Media Map? The title does all the selling and fits neatly
in a Facebook post, LinkedIn post, Twitter tweet, and even an email subject line.

overdiiz: 2016 SOCIAL MEDIA MAP ccilveslavoscare

SOCIAL NETWORKS SOCIAL MUSIC SOCIAL SEARCH CONTENT DISCOVERY VIDEO SHARING SOCIAL GAMING SOCIAL Q&A
facebook NETWORKS twitter search & CURATION youtube zynga quora
google plus soundcloud google social search reddit vimeo imvu answers
path bandcamp socialmention adobe experience manager dailymotion world of warcraft stack exchange
whisper last.fm socialsearch feedly vevo second life yahoo! answers
yik yak spotify scoop.it screencast gamurs wiki answers
tribe.net mixify SOCIAL MEDIA banjo wistia onverse ask.com
meetme myspace MANAGEMENT internet archive snapchat smallworlds allexperts
tagged loudup & TRACKING contentgems blurtit
meetup dubtrack socialeye everypost SOCIAL REVIEWS fluther
elio next big sound hootsuite storify URL SHORTENERS velp piazza
reddit tweetdeck medium bitly angie’s list Jelly
buffer paperli ?oog.lgl buzzillions
i symbaloo inyurl -
PROFESSIONAL HEALTH & FITNESS sproutsocial - owl insiderpages WIKIS
sprinklr deviantart -y customer lobby wikipedia
SOCIAL NETWORKS SOCIAL NETWORKS ol d trackmaven po.st 4o advi ! .p ‘
linkedin my fitness pal f';"c%;"e;s“’e isqd rllp adwsor wikimapia
slideshare pumpup I VS glassdoor fandom
angel list sparkpeople Zynczpseessh 5 w!k!sourc.e
viadeo map my fitness Yvalrh" Y PHOTO SHARING W!k!specles
xing happier Z;:oneat instagram wikihow
rallypoint pinterest tv‘utopes
sermo sysomos MICROBLOGGING snapchat wikiquote
doc2doc crowdbooster twitter flickr wikieducator
doximity SOCIAL TRAVEL Eoclalﬂo.wb‘ foursquare imgur ballotpedia
muck rack NETWORKS onsoclanle ello photobucket wikibooks
researchgate airbnb socialware storify weheartit wikitravel
academia.edu tripadvisor trendspottr tumblr scholarpedia
ning ’ wayn followerwonk plurk
lonely planet geopiq mobli §OCIAL RECRUITING
PRIVATE couch surfing klout indeed PODCASTS
travbuddy unified careerarc soundcloud podcasting
SOCIAL NETWORKS iine LIVESTREAMING freelancer simple podcast press
yammer P . facebook live upwork ple p P
travellerspoint " garageband
salesforce chatter tripit youtube live thumbtack
convo periscope guru
b gogobot BLOGGING house party i
swabr SOCIAL MEDIA taskrabbit
LISTENING wordpress google hangouts gild ® Websi
tumblr ustream.tv jobvite lebsites
socialeye hat li tori . @® Mobile Apps
INTERNATIONAL SOCIAL COMMERCE tracx blogger s.napc atlive stories talentbin ® Tools & Platforms
SOCIAL NETWORKS & PAYMENTS engagor squarespace estream anthology © Ads/S| i
qzone bsimalasin penzu dacast glassdoor S/ pcn.sf)rs ip
vkontakte tach.io younow Opportunities
renren a : st
Overdrivelnteractive fedl Following thaven
pengyou @ovrdrv
odnoklassn| =
v i i i | DOWNLOAD THE MAP
Kaixin0O1 The 2016 Social Media Map is NOW available! “ed
skyrock & 5 epal 1
o Newly updated with new categories & more Hium THE PDF HAS LIVE LINKS!
mixi.j| H . H . .
o sites: bit.ly/1RwFFvJ baL s ovrdrv.com/social-media-map
taringa 2016 SOCIAL MEDIA MAP [ATION-BASED
overnre s
virbuzz — = square
badoo gle my business s HAR E TH E MAP
meinvz t door
mixxt nable

Overdrive Interactive Today is the seventh-annual global Social Media Day! In celebration of
#SMDay, here's our popular infographic, the Social Media Map - over 260 sites, apps, and tools
D OWNLOAD THE Mar: that every marketer needs to know today! Download it now: http:/bit.ly/1RwFFvJ

2016 SOCIAL MEDIA . Social Media Map | Overdrive Interactive

bit.ly - The Social Media Map provides an interactive snapshot of
the current social media landscape. View the map online or
download it as a PDF with live links.

;. @v

9:02 PM - 3 Apr 2016

Download your own copy of the Social Media Map at http://www.ovrdrv.com/social-media-map/.
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3. Make Your Content Lightweight

Create lightweight, shareable content with compelling titles that do the selling. Social content has to

be

quick to consume because you’re asking people to engage with it when they are scanning their social

media news feeds.

Infographics, schematics, flow charts, check lists, and even infographic checklists are lightweight and quick to
consume. Lightweight content has to fit between the moments people spend reading their social posts. They

don’t want to stop what they are doing for the next 30 minutes to consume your content.

DEMAND GEN INFRASTRUCTURE

7

SEARCH ENGINE
> MARKETING

+ Paid Search

+SEO

ONLINE

MEDIA

+ Native Advertising
+ Banner Campaigns
+ Product Listings

=H

+ Content Syndication
+ Email

SOCIAL
@ MEDIA

+ Social Networks

LANDING PAGES SITE NETWORK
Data Capture Applications Main and Mini Sites
and Incentives

+ Content Channels
WEBINARS/ CALL CENTERS

TRADE SHOWS

6%e

SALES TEAM

C

PUT YOUR DCCO INTO HIGH GEAR!
0 V e rD rI > e TALK TO OVERDRIVE INTERACTIVE.

NURTURE
Marketing Automation/CRM /—
Telemarketin:
j o KEY

——> Social/Viral BRAND LINE

TRACK REPORT RESPOND ——>> Direct Mail BN DRIVE LINE
BB CAPTURE LINE
BB CONVERT LINE
BB OPTIMIZE LINE
CONNECTING

LINE
InTeracTtive 617.254.5000 x1100 | www.overdriveinteractive.com E

Download your own copy of the Demand Gen Infrastructure at http://www.ovrdrv.com/demand-gen/.
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4. Encourage the Share

The “like” is good, but the “share” is great! While it feels good to get lots of likes and comments for the content
you post in social, the share gets you reach. The share gets your content into people’s newsfeed and in front of
their friends and colleagues. It weaves your content into the fabric of the web, and into the hearts and minds of
your industry. So celebrate the share wherever you can with share buttons on your site, on your landing pages,
in your emails, and in your PDFs.

Social media is constantly changing, that's why we created the Social Media Llnkedm ®

Map. There's a lot to keep up with and Overdrive Interactive’s Social Media Map
gives marketers a quick way to get their heads around the current world of social
media. This PDF (with live links) will help you explore the sites. tools, and
resources you need to know to be successful in social media marketing. The | provides a snapshot of the evolving social media marketing landscape.
Social Media Map is a free social media marketing resource - just fill out the form i View the map online or download it as a PDF with live links.

to receive a copy. Edit
<10f2>

Social Media Map by Overdrive Interactive
ovrdrv.com * The latest Social Media Map from Overdrive Interactive

v| Share an update

weee 2016 SOCIAL MEDIA MAP ?:E".";'.’Z‘.."..""..;.?;"" Share an update or mention someone using @

: - ) E - Count: 24.
H $=
H :
H
. Share with:  Public = 4
= e (¥
— | (== - 3 -
e : HS -
§._, ""“M_‘ % - Post to groups
— H 3=
== g - [ Send to individuals
- e § = [E=
== H

DOWNLOAD THE MAP X -
THE POF HAS LIVE LNKS! ‘Sponsored

ovrdrv.com/social-media-map
StHARE THE MAP

gono [+] ‘Consumer searches for military chic clothing are surging, taking the bomber jacket from

military to mainstream. https:/igoo.glNhFEpC

§ )
& ,
i=.
= |
= H
s =
$o= r
_
— =
= |}
: =" |}
0 N S
i : = |3 ol
Lo e
: e 5
= =

In April, searches

SHARE THIS o o @ @@ for bomber jackets
grew 612% YoY

in the US.

Like - Comment - Share - w133 W17

Sm
‘ Digitsl Marketer | Brand Builder | CRM Strategist

Social Media Map by Overdrive Interactive

ovrdrv.com = The Social Media Map provides an
interactive snapshot of the cument social media
landscape. View the map online or download it as a PD...

Like - Comment - Share
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5. Produce Portable Content

White papers, research reports, ebooks, and long videos are fine, but they are hard to share and, therefore, lack
portability. Ask yourself the following questions about the content you hope to distribute via social media:

o Can this be displayed as a visible image in a social post?

o Does the content itself make people look smart when they share it?

e Can it easily be emailed, shared, and printed?

e Can it be applied to multiple mediums (social post, landing page, PDF, print, etc.)?

If you answer yes to all of these questions, you’ll create portable content!

For example, below is Overdrive Interactive’s Lead Gen Metrics Timeline. Why is this portable? It’s easy to share
and use across all mediums. The image title is legible enough for use in social posts, landing pages, emails,
white paper libraries, and even banner ads. Furthermore, it can be made into a pdf, printed on an 8 2" by 11"
piece of paper, and, of course, sent by email.

overorze | EAD GEN METRICS TIMELINE

CONVERSION
METRICS

\ A
o
CPM 5 ?
(cost per thousand § .

impressions)

MEDIA

METRICS S SrS

" CPL

(cost per lead)

$67.66

é (media return
X

on investment) T 7 MQLs

(marketing
qualified leads)

5,250

(revenue)

$7.35m

CRM

METRICS METRICS

DRIVE > CAPTURE > CONVERT > OPTIMIZE | WWW.OVERDRIVEINTERACTIVE.COM

Download your own copy of the Lead Gen Metrics Timeline at http://www.ovrdrv.com/lead-gen-metrics-timeline/.
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6. Create Social Stories

Develop streams of content in one sitting. A social story is a series of timeless posts developed as a single body
of work but published over weeks and even months. These posts are not actual Facebook posts or tweets —
they are ideas. Very simply, a social post is an image or video, text, and a link that, as a complete package, can
be converted and posted to your various social platforms. Instead of only publishing real-time content or sitting
down every day and thinking “What will | say today?” choose a topic and create a series of interesting posts
infused with everything from your brand tonality to SEO tactics (keywords, hashtags, and links).

White papers and reports can be dissected into several posts, giving your thought leadership assets a longer
social presence and shelf life. Instead of simply promoting the title of the white paper or report, extract stats,
images, facts, and sound bites from the white paper and promote them socially. These social posts should link
back to the landing page where people can receive the entire report. You can also assign topics to experts and
even humorists (if you want to be funny and smart) to develop social stories that your social media marketers

can convert into tweets, Facebook posts, LinkedIn posts, and more.
‘ J

Image:

STATE OF THE INTERNET
3RD QUARTER 2013

MOBILE AVERAGE
PEAK_CONNECTION SPEEDS
2.4
MBPS
OVER Q2 2013

Content: In the fourth quarter of 2013, South Korea had the highest average connection speed...at 21.9
New Post Expand Posts
Mbps. Tue Jul 8 MEEy Soand R
v =TT ;a-:d ol At iy 2014, we'll take deep dives into the topics that can gat
[ ey e Fasterforward. Register:
Learn more about the State of the Internet here: v & bt e e Fiinasses moving resteimaniierl Ragater
— =
v it The global high broadband adoption rate saw a 9.4% increase in the first
& I ol i quarter of 2014. This increase marked the first time that the adoption rate
o ey tatus ——— reached over 20%. Download the State of the Intemet report to see the
S latest broadband trends. -
- v R e L L Virgina was the top state for avg. connection speed and avg. peak
& T Akind By: Eab Cargh connection speed in Q1 '14. See more:
treat e GEna
- —
v g+ Batat AN AN e Don't miss your chance to enter our #KickingAndStreaming Phato Contest!
o wxmm BN Sted o Svafanie Malzone  ENTEr NOW through July 13th and you could win an iPad Mini
v T E Zonted 2t 1032 AM €T Check out which #WorldCup games have gotten the most live web traffic:
atuzi Approve
& @EZTEED [ iddedsy: obcargll
v T Posted At 10:36 AM ET Don't miss your chance te enter our #KickingAndStreaming Photo Contest!
& GEEETES hi j;"‘.‘;’;:_!’;’,‘;’;.':._ Malzone  ENEEF NOW mmugh‘Ju\y 13th and you could win an iPad Mini!
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7. Social Videos Are Silent Videos

Most social sites automatically play videos without sound when their users are scrolling through their
newsfeeds. We used to think about starter images that got people to hit the play button; we now have to think
about starter sequences that retain people’s attention and even get them to activate or unmute the video.

Still, because people often check their newsfeeds in public, where unmuting videos would be a disturbance,
they often watch entire videos in silence. In fact, Digiday reported that 85% of video views happened with the
sound off.* Therefore, it is critical to use imagery, text, and subtitles to communicate, entice, and retain people’s
attention without the use of sound.

Best practices for social video include using captions, compelling action sequences, image-based offers, and
pay-offs. Other best practices include keeping your video short and infusing it with value (knowledge, humor,
etc.) so people will want to share it.

eee00 Verizon LTE 4:14 PM

17hats
Sponsored - @

UGH. Why pay for a bunch of

mostly useless apps that don’t
really help you manage your
business when you can get it all
done with one free tool? 17hats is
the Swiss Army Knife of business
management... Continue Reading

Runs His Own Business
LA d

Ridic ly Easy
1IN QCC Ela 1O
business and as he's about to find BUSI”“J-- s Mai '“oement

This is Zach. he runs his own

out, without the right tool

Worry Less, START FREE
Make More Learn More

www.17hats.com 1 7 h a ts . c 0 m
B B

17hats did a great job with its promoted Facebook post. The video was optimized with captions, attention-
grabbing action sequences, and text-based offers that all communicated flawlessly without sound.

* 85 Percent of Facebook Video Is Watched Without Sound. Digiday, May 17, 2016
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8. Activate Your Employees

Where does the expertise in your company live? With your employees! Therefore, successful companies
encourage and help employees produce thought leadership content and social expression. You can encourage
employees by rewarding them for blog posts or assigning them content development projects. You may also
want to consider making thought leadership content production and social expression a part of the employee
job description. You can have employees come to their reviews with examples of their corporate social media
participation. In other words, have them show examples of social content they have developed for your
company’s social platform.

O

CASASHAAGA]
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9. Launch a Social Media Sales Enablement Program

You might have 1 salesperson, 5, or 500. Imagine the power of your 500 salespeople (or other employees)
injecting interesting, thought provoking, valuable content into the LinkedIn newsfeed of their industry contacts.

Create interesting social content that you can feed to your sales team so that they can post the content on
LinkedIn, Twitter, and Facebook. Send them a weekly social posting newsletter with content they can use to
get on the LinkedIn radar screen of their prospects. Help your sales team engage in the social media world,
and improve your organization’s sales and marketing alignment. Posts can be interesting industry news, best
practices, and, of course, your own company’s offers and thought leadership content.

Below is a simple sample of a social post newsletter that could be delivered to a sales team on a weekly basis.
It is low tech but effective — everyone knows how to cut and paste! However, if you want to go high tech, tools
that enable this include LinkedIn Elevate, GaggleAMP, and DrumUp.

Weekly Social Posts Newsletter

Here's some interesting thought leadership articles you can share on Linkedin and other
channels:

Post by: End of week

Copy: Facebook announced algorithm updates yesterday. Here's how they'll affect your brand
Of company page

Link: http://www.ovrdrv.com/3-takeaways-from-the-facebook-algorithm-update/

Image:

Post by: End of month
Copy: Google is rolling out green "Ad" label globally
Link: http://searchengineland.com/official-google-green-ad-label-global-251958

Image:

A

Post by: Anytime
Copy: 5 5teps to Recovering from Low Landing Page Conversions
Link: https://blog kissmetrics com,/recover-from-low-landing-page-conversions
Image:
@

Would You Like to Make
Money as an Expert (Even If
You Don't Feel Like an
= Expert)?

H you want 2 5o beysnd just sharieey your ideas onine, then
Gorating 0 membershe site can hel you budd that st nable

esmess yon e abrays dreamd of \

Post by: End of Month

Copy: 50% of internet using adults DON'T recognize ads within Google search results. Search
Engine Watch looks at the surprising results from Qfcom!s Mediz Use report here: [link]

Link: https://searchenginewatch.com,2016/04/27/do-50-of-adults-really-not-recognise-ads-in-
search-results/

Image:

Comphete Resuits

Post by: Anytime

Copy: Internal site search is key to 2 positive user experience. Have you opfimized your internal site
search design?

Link: http://www.ovrdrv.com/how-to-optimize-your-internal-site-search-design

Image:

Post by:

Copy: Read the CMO's Guide to Live Video for information on how and why brands are going
live across social media channels:

Link: htto://adage.com/article/media/cmo-s-guide-live-video/304978

Image: 5
A
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10. Join Existing Conversations

Coming up with your own hashtags is fine, but getting people to use or search them is highly unlikely. Instead,
identify the hashtags that are already being used by your industry and join the conversation. This may not
apply to live events and conversations that have specific groups of people participating. However, if you want
to reach people engaged in social searches or specific topic monitoring, use Hashtagify or other social media
listening tools to understand existing popular keywords and hashtags. Of course you can always simply do your
own social searches in Twitter around certain topics to spot popular hashtags that are already used by several

different participants.

On the left is Hashtagify showing related hashtags for “ERP.” Next to this graphic is a screengrab from

TweetDeck where those conversations can be tracked.

#ERP: Top 10 Related Hashtags

Manufacturing

software

#ERP
Popularity: 54.7 W -0.8 M +15.0

hashtags data by hashtagify.me

Q #ERP

Steve Brooks @SteveatSynonym  1m
Who got #PrivacyShield
#certification this week?
bit.ly/2dKP30n #ERP #Compliance
#Risk #Business
#Internationalisation @Infor

lan Murphy @journcian im
Who did @IFSworld and
@fluentgriditd beat in #Utility
company #ERP pitch?
bit.ly/2e53KyU #Oracle #SAP
#Gruppo #Indra

cloudtimesuk @cloudtimesuk im
Who will @salesforce buy next
bit.ly/2dzNy8f @tableau
@FinancialForce #Acquisition #ERP
#Cloud

A number of free tools track trending hashtags, and certain tools can generate suggestions of relevant

hashtags to a particular industry or term, including

» Tagboard
« Hashtags.org
- RiteTag (paid tool)
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11. Know Your Keywords

SEO and social media marketing are attached at the hip, so make sure your social media manager knows the
keywords you use in your SEO program. Create a hotsheet of keywords, hashtags, and links for the social media
team so your social media publishing is infused with the keywords that matter the most. It is also important to
link to the pages you want traffic and rankings for.

Below is an example of a hotsheet you might distribute to your social media team showing keywords, relevant
hashtags, estimated annual search frequency of the keywords on Google, and links to use in social posts and
blog posts.

TARGET TERMS HASHTAGS AVG. YEARLY | TARGET URLS
SEARCHES

ERP #erp 8,076,000 https://www.microsoft.com/en-
us/dynamics/erp.aspx

Enterprise Resource | #enterpriseresourceplanning | 8,076,000 https://www.microsoft.com/en-

Planning us/dynamics/erp.aspx

ERP software #erpsoftware 594,000 https://www.microsoft.com/en-
us/dynamics/erp.aspx

ERP solutions #erpsolution 52,800 https://www.microsoft.com/en-
us/dynamics/erp.aspx

Online ERP #onlineerp 8,640 https://www.microsoft.com/en-
us/dynamics/what-is-erp.aspx

ERP online #onlineerp 22,800 https://www.microsoft.com/en-
us/dynamics/what-is-erp.aspx

cloud ERP solution #clouderp 5,760 https://www.microsoft.com/en-
us/dynamics/erp-small-midsize-business.aspx

ERP systems #erpsystems 1,086,000 https://www.microsoft.com/en-
us/dynamics/what-is-erp.aspx

ERP tools #erptools 15,600 https://www.microsoft.com/en-
us/dynamics/what-is-erp.asp

small business ERP #smbizerp 5,760 https://www.microsoft.com/en-
us/dynamics/erp-small-midsize-business.aspx
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12. Measure Groundswell and Engagement

Social media success can be measured by a wide variety of metrics. Brands should look for metrics that show
increased levels of chatter and engagement, as well as more traditional marketing key performance indicators,

such as web traffic and leads.

Below are screengrabs from applications Mention and SocialEye showing social media levels of chatter and

engagement, as well as socially referred web traffic and leads.

Volume over time
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See SocialEye demo at http://www.socialeye.com.
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13. Give Yourself a Boost

We all know that Facebook blocks commercial posts and personalizes people’s newsfeed. You should have

a companion boost budget (even if it's small) to promote your important and interesting posts to your social
community and the targeted people outside of it. When coupled with interesting offers and landing pages, you
will generate leads.

For example, below is the Facebook boost option that offers a boost for just $5. Promoting interesting and
valuable offers across Facebook, Twitter, and LinkedIn will generate leads!

Post Details }' ‘

Overdrive Interactive Your customers are on Facebook.
Published by SocialEye July6 - @ | Boost your pOSt 50 they know about your business.

Get the Demand Gen Infrastructure Infographic! Discover the DCCO: Drive.
Capture. Convert. Optimize; Overdrive's four-step process for

#demandgeneration! Learn more: http:/bit.ly/20BXfST BLIBENCE
overpori>e
inTeractive + People who like your Page Edi
\|
AN N .
- GEN Location - Living In: United States: Massachusetis

INFRASTRUCTURE Age: 18 - 65+

People who like your Page and their friends

Overdrive Interactive's
D I SCOV E Q DCCO Four-Step Approach to

DRIVE > CAPTURE > CONVERT > OPTIMIZE Demand Generation Default Audience

Demand Gen Infrastructure Infographic | Overdrive ]
Create New Audience

Interactive
Discover DCCO: Drive. Capture. Convert. Optimize; Overdrive's four-step approach
to demand generation. Download the demand generation infrastructure BUDGET AND DURATION
WWW.OVRDRV.COM
) Total budget
\l Get More Likes, Comments and Shares
Boost this post for $5 to reach up to 1,700 people.
$5.00 -

19 people reached —
[ORg

Estimated People Reached

110 - 290 peonle Al

i Like W Comment # Share
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14. It’s OK to Be Human

Social media is the right place to show the human side of your company. It is where you can show that you
not only operate products but employ great and likable people. Recognizing your employees’ professional
and personal achievements (artwork, bands, charities) and participating in current social and pop culture
conversations is a great way for you to engage with your audience and to actually socialize with them.
Remember, socializing is about making friends.

For example, the images below show posts from Samsonite. When Samsonite features an innovative new
product, such as the laptop bag with a solar panel to charge your devices, it only gets shared five times.
However, when Samsonite strikes an emotional chord by saying “Take me to the ocean,” the same community
shared it 563 times. The Samsonite brand was able to piggyback on this relevant and human message that
appealed to its community’s desire to travel. While not a B2B example, this is the kind of thinking that B2B
brands should adopt. You don’t always have to be “getting down to business” with your community. At the same
time, don’t tell them what you had for lunch. Appeal to what’s important to them in both their professional and
personal lives.

= Samsonite = Samsonite
Ty 30 v Samsonte SRS Lked - June 27 via Samsonite
Are you going to be by the ocean this summer?
Harness the power of the summer sun with our Whereabouts?
Solar Messenger Bag. Charge your small electronics
while you sit outside! http://bit.ly/N5]sks ® TagPh... | AddLocati... | E...

@ TagPh.. AddLoati.. E... e - Comme
& 487 people ke this.
[ 563 shares

CJ View previous comments

Barbara Conner Cape May, NJ the ocean s a
short bike ride away, year round.
June 27 at 11:30am - Lie

) Emma Cabello DeOchoa i hope it doesnt get
[} to hot for the electronics. iphone gives warning
when Tt gets hot.

30 at 3:25pm - Like

Hanima Bitaar v

B Uiy 30 at 4:45pm - Like
Karen M. Chan Neat idea!

§ Juy 30at6:37pm - Like

m Natalie Rae Krauser McCarthy not during
the sumer (except weekends n spring
ake)but november finds us n st maarten
ine 27 at 11:31am - Lke
Jean Tirado out side of missing famiy and
.]‘J friends back east...i miss the ocean just as.
much...I HATE BEING LAND LOCKED
ine 27 a Lke
J@ vebra Griags Donley no
oK it 11:44am - Lke

ine 27 a

"1 32 people like this. o 487 people like this,

Wall Photos Tag Photo  Options | Share Like

[5 5 shares [Z 563 shares B
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About Overdrive

Overdrive Interactive is a digital marketing agency based in Boston that helps clients grow their businesses
with highly creative and measurable digital marketing programs. We specialize in eliminating the blurry line
between online media, search engine marketing, and cutting-edge technology to create social media marketing
platforms and campaigns that encourage engaging experiences, create lasting consumer connections, and
drive profitable customer relationships.

DIGITAL MARKETING SERVICES

+ Account Based Marketing

+ Social Media Marketing

+ Search Engine Optimization (SEO)

+ Paid Search Marketing (PPC & SEM)

+ Online Media Planning, Buying, and Management
+ Website and Application Development

+ Digital Creative Services

+ Inbound Marketing

+ Email Marketing Management

+ Marketing Automation Management

NEED HELP WITH YOUR DIGITAL MARKETING?

Take action and see why some of the world’s leading brands turn to Overdrive Interactive to launch,
manage, and measure their online marketing channels:

Call us: 617-254-5000

Email us: help@overdriveinteractive.com

Visit us: www.overdriveinteractive.com

Like us: www.facebook.com/overdriveinteractive

Follow us: www.twitter.com/ovrdrv

Follow us: www.linkedin.com/company/overdrive-interactive

MASSACHUSETTS
INNOVATION
& TECHNOLOGY
EXCHANGE
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MORE RESOURCES AND REPORTS

The Links in This PDF Are Live — Click and Explore.

® L L I T

Social Media Search Engine Paid Search Online Media Lead
Marketing Optimization Management Planning & Generation
(SEO) Buying

/ 0%

S @ > VaaN
el 2 & &
v

0e0
Email Creative Web The Brand Marketing
Marketing Services Development Embrace Automation

EXPLORE OUR SERVICES

Search Demand Gen 16 Ways to Integrate

Marketing Map Infrastructure Social & SEO in 2016

overorie

16 WAYS TO
INTEGRATE
SOCIAL & |
SEO IN 2016° |

iccess nsocal s ofe reted thiough searc |

DEMAND GEN INFRASTRUCTURE

<, DOWNLOAD NOW <, DOWNLOAD NOW <, DOWNLOAD NOW

Account Based Social Lead Gen Metrics
Marketing Roadmap Media Map Timeline

Account Based Marketing Roadmap | 4 Steps to Success °overerizs 2016 SOCIAL MEDIA MAP

Y, DOWNLOAD NOW Y, DOWNLOAD NOW <, DOWNLOAD NOW

SOCIALIZE WITH US:

Overdrive Interactive OUR SITE
38 Everett Street | 2" Floor SERVICES
Allston, MA 02134

617.254.5000 CASE STUDIES
OUR PORTFOLIO

n u m CONTACT US
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