PIVERN

If you only dip a toe in, you'll never learn to
swim. It's ok to be selective, but put forth

enough effort to generate measurable
results.And make-sure to invest in smart
social ad buys and staffing up. !

STAVPAWAKE

Proactively engage with zour fans. Happy
and mad. Especially on the social channels
xou manage e.g. Facebook, Instagram,

interest, etc. And, listen to all conversa-
tions taking place online centered around
your brand and your key competitors.
Google searches and licensed tools can
help you cut through the noise.

INCEPILEARN TN D)

Dissect the data. Continue to monitor th
buzz. Keep an eye on your competitors

all times. Rest when you've won. But onl
take a nap.

SCAREDISTRAICHT,

Guess what — your entire staff uses social
media in one form or another. That's a lot of
status updates, posted photos, Yelp
reviews, etc. Having a structured (even if
it's a straw man| é)ollcy in place for how
your staff can and cannot engage online is
just plain smart, and safe.

For Ruling
Online Engagment

ISTEANEVERYTHING

Turn your attention to your competitors and
successful companies in other business
sectors. What are they doing that is
working? Make research a priority. And steal
“{ﬁ best of what you see that is working for
others.

WW

Not all of your customers — current and
future — live on Facebook. Some Tweet.
Snap. Swipe. Pin. You can't be everywhere
online, so be strategic where you place
your e'ffons It never-hurts-to-survey-your
customers-to-find out wi end
their time consuming their media. e
where they are.

DONETIBEYCHEAR)

Even social media savants have had to
invest: in staff, training, design, outsiders,
ads, research, tools, etc. If you arentready
to invest, then you shouid accept average
to below-average results.
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