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Congratulations!  
 
Before you is one of the most comprehensive guides on social media we at Poetica Marketing 
have ever seen assembled in one place—all to help you understand how the big four social 
media platforms—Facebook, Instagram, LinkedIn, and Twitter—work.  
 
Why bother with social media? Love it or hate it, it’s completely revolutionized the way humans 
interact. What’s more, it’s changed the games for business. In addition to making millionaires 
out of folks like Mark Zuckerberg, it’s opened never-before-seen opportunities for limited-budget 
entrepreneurs to reach the masses with their great ideas.  
 
Think about it. When has there ever been such an opportunity to get your products and services 
in front of so many people at such a low cost? Never before have we seen so many people 
plugged into the same platforms.  
 
Case and point: Facebook reported 2.27 billion active users per month in Q3 of 2018. In that 
same time period, Twitter notched 326 million users each month. Instagram recently recorded 
more than a billion monthly users. And at the end of 2018, the professional networking site 
LinkedIn reported 260 million monthly active users.  
 
Imagine walking into a room with millions and millions and millions of people—and you have the 
opportunity to pitch your hottest product to all of them.  
 
Pretty sweet opportunity, right?  
 
The problem: Most people don’t get it. They don’t properly understand these platforms and the 
unspoken rules that come with them. They jump into the driver’s seat for a few days, fumble 
with a few posts, and then they struggle to see the value.  
 
Within a couple of weeks, they throw their hands up in frustration, unsure how to make the 
social media machine work in their favor.  
 
We’re here to help.  
 
Poetica Marketing knows social media inside and out, and we’ve compiled the essentials of 
social media into an easy-to-read format so that any entrepreneur or fledgling social media 
account manager can understand what they’re dealing with.  
 
Better yet, we’ll even get you started on proving the value of social media in your marketing 
efforts.  
 
Call it a primer for executing social media like a professional, an intro guide for your next intern, 
or the social media bible for your entire company.  
 



 
 

Whatever you call it, it’s designed to change the way you think and act on social media for the 
better. 
 
Best of luck to you in your social media endeavors.  
 
If you need a hand, we’ll be here.  
 
 
        Patrick Schober 
        Founder 
        Poetica Marketing 
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Part I: Social Media Theory and Preparation 

Social Media for Business 
Let’s start with the basics. Why should you spend time on social media when you already have 
established sales channels?  
 
Here’s the short answer: You’re missing out.  

If you’re not on social media, tomorrow’s customers won’t find you.  
Today’s consumers are sharper than ever. Few of them want to be sold to. Instead, they want to 
conduct their own research so they can make an informed decision.  
 
Many of these consumers will filter through unfamiliar brands on social media to determine 
whether or not they want to do business with them.  
 
Consider this: Say you own a hair salon, but you lack a social media presence. A young lady 
moves into your neighborhood and notices there are two salons nearby: yours and a competitor 
a few blocks away.  
 
This young lady logs onto Facebook and looks for both of these new hair salons. She doesn’t 
find anything for you, but she finds your competitor’s profile and notices all the incredible before 
and after shots of clients.  
 
Who do you think she’s going to do business with?  
 
Think of social media like the new Yellow Pages. If you’re not there, you’re losing visibility.  

You have an opportunity for “free” impressions.  
“Impressions” is a term we’re going to use quite a bit in the coming pages. An impression is any 
time a social media user sees content you’ve posted. It’s that simple, like laying eyes on a 
billboard as you’re driving down the highway.  
 
There’s a big difference between billboards and social media posts, however. Billboards are 
expensive—and the prices only go up depending on size and location. The more impressions a 
billboard gets, the more expensive it’s going to be. 
 
But on social media, every organic impression is free. What’s an organic impression? It’s any 
impression you earn without paying any money to get in front of users. 
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Now, that doesn’t mean you’ll get a huge number of impressions right away. As we’ll see later 
on, some social media sites have made changes so that business accounts are less likely to 
show up in people’s feeds. We’ll talk about how to get around that later on.  
 
However, the fact remains that social media is an inexpensive way to get in front of the people 
who like your brand—and their friends.  

You can hang out with your best customers and potential customers.  
Remember when we pictured hanging out in a room with millions and millions of people? Now 
picture that room filled with your happiest customers.  
 
That’s who’s following your business accounts.  
 
You can make them the first to know about new products and promotions, as well as company-
hosted events.  
 
But this is a two-way relationship. These same folks can provide feedback on your ideas so you 
can improve in the future.  

It’s a megaphone for your brand.  
Have an event coming up in your store? Need to quickly announce changes to your hours for 
the weekend? Want to announce a new product? 
 
Social media makes it possible. In addition to informing others about the developments at your 
company, you can use it as a way to solicit feedback—giving customers and fans the chance to 
voice their opinions.  

Finding Your Voice 
Whether you realize it or not, your brand has a personality, and you have a responsibility for 
shaping it. This personality should permeate across your marketing channels, but it should be 
especially apparent in your social media channels.  
 
Here’s a good litmus test to see if your brand has a unique voice: If you removed your branding 
from a post, would your followers still recognize it as your brand? 
 
It’s tough to pull off, but it’s a good goal to strive for.  
 
Look to the food business for a plethora of great voices on social media, especially on Twitter.  
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Wendy’s 
Filled with snark, Wendy’s has built a reputation for being the quick-witted, anything-goes alter 
ego of the otherwise family-friendly brand.  

 
 
Denny’s 
Denny’s posts are often characterized by emojis of breakfast food items, and these are 
balanced out with the perfect dose of humor.  

 

Brand Personality Primer 
Developing your own unique voice is something you should plan with your team members. 
Ideally, your voice should be consistent across all of your channels (website, social media, TV 
commercials, etc.). 
 
A few questions to get you started: 
 
1. What personality has your brand had in the past? Look through your website and any 
printed collateral you have lying around. How did you represent your brand in those 
communications?  
 
2. How serious do you want your brand’s public image to be? Remember: Social media 
isn’t a billboard. It’s a place for two-way conversations. You should use a tone that people are 
comfortable approaching but also reflects your brand.  
 
3. How formal should your language be? This is a question that depends on some of your 
other marketing materials. For example, if you’re a law firm that runs serious commercials on 
TV, you should consider using formal language in your social media efforts as well. 
 
Once you have your voice established, create a voice bible and distribute it to team members 
who have publishing access. Anytime someone writes or publishes a post, the language within 
should adhere to your voice bible.  
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In many voice bibles, brands include information like: 
● Phrases to avoid 
● Rules on using humor or sarcasm 
● Rules on punctuation (especially with more technical options, like semicolons and serial 

commas) 
● Rules on emojis (little faces and graphics used to express feelings and activities) and 

emoticons (text- and punctuation-based faces and images) 

Determining Who Should Have Access 
While we’re talking about your style guide, here’s an important question to ask: Who will have 
access to your social media accounts? Now, we’re not asking who will be responsible for 
posting—just who has access to potentially respond to questions, edit posts, make changes, 
etc.  
 
It’s generally a good idea to give at least two people access—that way if one person gets a new 
job or is in an accident, someone else is able to get into the account.  
 
Access isn’t created the same on all platforms, however. On Facebook, there are five levels of 
access: Admin, Editor, Moderator, Advertiser, and Analyst. If you have two people managing 
your account, they should both have Admin access, which is the highest level.  
 
This will allow either one to add more people to the page, should their counterpart leave the 
company.  

When Access Goes Bad 
You really want to think carefully about who has access. I’ve seen family businesses flooded 
with power struggles and personal politics run their social media accounts into the ground 
because people either don’t want to share access or refuse to give up control for their own 
personal reasons.  
 
Before granting access to anyone, you could consider having the individual agree—in writing—
to abide by certain guidelines, including to immediately relinquish control without creating 
issues, if ever asked to do so in the future.  

Group Collaboration 
So, you might not want to give everyone access to the social media account, but that doesn’t 
mean they can’t contribute content.  
 
Set up a Google Drive folder or some equivalent for dedicated team members to share great 
photos, content ideas, and more. Once you have a good bank of content ideas built up, you can 
make steady withdrawals to maintain your excellent social media presence. 
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Authenticity 
Authenticity is a word that gets passed around a lot—often without a definition attached on the 
end. 
 
Authenticity is when you’re being true to your company’s brand and values without using any 
tricks or gimmicks. That means you don’t take shortcuts like using a professional photographer 
and six hours of photoshoot for every single image you post on social media. 
  
Is it bad to use a professional photographer? Not all the time. And is it bad to Photoshop an 
image? Not at all. But if you start to do these things all the time, your social media aesthetic will 
take on a manufactured feel. 
 
For most businesses, it’s important to be genuine on social media. This will help people feel like 
they can engage with you.  
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Part II: Posting Rules 

What Should You Post? 
This is another common question we receive, and we often see brands posting willy-nilly with no 
regard for their industry.  
 
What you should look for is a vibrant mix of content—at least for starters. Let’s say you own a 
pizza shop. Consider posting: 

1. Industry News (Articles about pizza shops, pizza facts, etc.)  
2. Company News (Where your next franchise is opening, company anniversaries, plans 

for upcoming events, etc.) 
3. Internal Developments (New product ideas, new delivery routes you’re considering, etc.) 
4. Product Images and Promotion (High-quality pictures of your meals and shop, limited-

time offers, daily specials, etc.) 
5. Internally-Developed Content (Links to your blog, website, app, etc.) 
6. Customer-Centric Posts (customer polls on new product offerings, recent reviews, etc.) 

 
These are just a few ideas you can consider. There is no magic formula for posting, and there is 
no one-size-fits-all option.  
 
The most important that to do, as we’ll discuss in more detail later, is to test, test, test. Closely 
monitor your content to learn what works best.  

 
You can also take a close look at your direct competition. What are they doing that works well? 
What are they doing that no one likes?  
 
They’ve already done some of the heavy lifting for you, so feel free to work from some of their 
cues.  

Examples of Great Posts 
Unfortunately, there’s no secret formula to posting great content. As we’ve hinted above, one of 
the best things you can do is poke around the internet to see what other companies are doing 
well.  
 
Below are a couple of posts we like, from two accounts we’ve already discussed: 
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What’s Great About It: 
Wendy’s Twitter account has a reputation for being a fiery, snarky, funny account. In its 
response to Rob Parker’s Twitter rant, Wendy’s created humor by pretending Rob Parker was 
actually saying this in one the Wendy’s restaurants. Note: This works because Wendy’s brand is 
already known for this sort of humor. If this was a random retweet, it may not have same effect.  
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What’s Great About it:  
Denny’s is using humor to increase its appeal as a restaurant. In addition, the content is very 
easy to comment on—options one and two are very normal ways to eat a pancake, but the 
options also afford commenters to be silly by picking options like 6 or 8. 

Pinned Posts 
Pinned posts are an easy way to get more eyes on a post by keeping it “pinned” to the top of 
your page. The tactic: They keep a post at the top of your feed, as if it were pinned in place. 
This is a feature currently only available on Facebook, LinkedIn, and Twitter—not Instagram.  
 
What should you pin? Anything that takes priority over the rest of your social media messaging.  
For instance, you could pin an upcoming event your business is sponsoring or major company 
news. 
 
It’s important to remember the timeliness factor of the pin. If an event expires, for example, 
you’ll likely want to remove it right away. 

Hashtags 
We can’t dive too far into social media without talking about hashtags. If you know what a 
hashtag is already, great. You can skip this section. If a hashtag is just a term you’ve heard here 
and there, you should stick around for a minute.  
 
A hashtag is actually the pound sign (#) attached to a word or phrase. So, you could create the 
hashtag #socialmedia.  
 
Why bother doing something like that?  
 
Twitter and Instagram use hashtags (and Facebook and LinkedIn, to a lesser extent) to link 
content together.  
 
Say you posted a picture of your breakfast to Instagram and used #orangejuice in your text. If 
someone clicked on your hashtag, they would come to a screen with all the other posts other 
people have posted with the same hashtag. Conversely, if someone licked on #orangejuice in a 
different location, they could find your post in the results. 
 
Without getting too political, you’ve likely seen hashtags around before, especially with the 
#MeToo and #BlackLivesMatter. By using these hashtags, people can join conversations that 
are already taking place.  
 
From a business perspective, hashtags can be extremely powerful as they grant you the ability 
to get your content in front of people who may otherwise never learn about you.  



13 
 

A Few Words of Warning 
Never start making up hashtags without purpose. It’s absolutely fine to create a branded 
hashtag for consistent marketing purposes, but in general you should try to use hashtags that 
are already popular or trending, as this will help you reach more people.  
 
It’s also extremely important to know what the origins of the hashtag is, or you could find 
yourself in major trouble. One of the most infamous examples of this was in 2012 after the 
Aurora, Colorado shooting during the Batman screening. #Aurora was trending, and Celeb 
Boutique, a British online retailer, tweeted the following: “#Aurora is trending, clearly about of 
Kim K inspired #Aurora dress”.  
 
You can guess what happened next: The brand was harassed and condemned for being 
insensitive, though it was a mistake of being uninformed.  
 
Keep yourself in the clear. If there’s a hashtag you’ve never seen trending before, click on it to 
see what people are talking about before you use it in your own copy.  

How Often Should You Post? 
It’s a question we hear a lot, and the answer we love to give is a short one: It depends.  
 
That’s not a terribly inspiring answer, so we’ll go into more detail.  
 
It depends on a number of factors, including: 
 
1. How interested are your followers in your content? This is the most pressing question. If 
they hate your content, they’re going to hate seeing it three times a day. But if they love your 
content, they may want to see it two, three, maybe even five times a day.  
 
The only way to know for sure is to test, test, test. Test your frequency and keep a close eye on 
your follower count and engagements. If your follower count starts ticking downward, it’s a pretty 
good indication you’re doing something wrong.  
 
2. How much do you have to say? If you’re spreading the same message every single day, 
people are going to get sick of it quickly. Getting a variety of messages in your feed will make 
you more interesting.  
 
In general, we recommend starting with once a day, with a dose of Stories (we’ll talk about 
these in a later chapter) mixed in. Once you see how that goes (maybe that’s too much for your 
followers with the type of content you’re pushing out), you can start increase or decrease as 
necessary.  
 
Note: We’ve heard from some people who hate “posting just to post.” Instead, they only update 
their profiles every few months when they have pictures of a recent company event. It’s a 
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legitimate concern, and the theory is sound: You shouldn’t post just to post. You should always 
have purpose.  
 
However, you shouldn’t go dark for months at a time. In addition to losing momentum, you’ll also 
give you competition more time to steal your potential followers.  

Scheduling Tools 
Scheduling tools were built to save social media agencies from pulling out every single one of 
their hairs.  
 
Well, not really. But scheduling tools simplify social media so that you can spend an hour 
scheduling two weeks of content instead of investing 15 minutes a day posting to each of your 
channels. Pretty sweet deal, right?  
 
It gets better. Some platforms will even simplify your social media analytics, giving you detailed 
snapshots of how each post has performed, how your individual profiles have grown, and much 
more. This is extremely valuable because, as you’ll see later, social media platforms don’t 
always make it easy to pull metrics from inside the application.   
 
There’s no shortage of social media scheduling tools out there. Brands like HootSuite and 
Buffer offer decent free versions and are common names in the social media world. Other 
popular options include Sprout Social and Sendible, but there are plenty more available.  
 
If you can find a scheduling tool that will help you out, excellent.  
 
Once you’ve found one you like, all you need to do (should you decide you like the idea of using 
a scheduling tool) is link your social media accounts to the platform and presto! You can get to 
work.  
 
Important Note: Scheduling tools make it significantly easier to post to social media, but don’t 
get carried away. You still want to abide by the rule we just laid out: Carefully measure your 
posts to spread your message. Don’t spam your followers, or they’ll leave you in the past. 
 
Another Important Note: You may hear some rumors that scheduling tools will actually hurt 
your performance. Folks say this has something to do with overzealous marketers using the 
tools to flood feeds with content, causing the social media platforms to ding any posts coming 
from a scheduling tool.  
 
Certainly sounds reasonable enough, right? But the fact is, there hasn’t been any solid proof to 
substantiate this claim. It could also simply be that flooding a feed is a bad idea. Don’t you hate 
it when you see the same commercial on TV during every single commercial break? It’s more 
likely that people who were using scheduling tools were abusing the privilege by flooding the 
feed, and followers got turned off. 

https://hootsuite.com/
https://buffer.com/
https://sproutsocial.com/
https://www.sendible.com/
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Best Times to Post 
Another question we hear a lot: When should I post? 
 
It’s a complicated question with a complicated answer, because there are bunch of variables at 
play here. What platform are you posting to? What’s your product or service? Who’s your target 
audience? Who are your followers? What time are your followers online?  
 
Each year, dozens of industry authorities will release their roundup of best times to post—all 
according to their own data sets. While these are certainly good starts, they don’t give you 
insight into when you should post—just when companies, on average, do best. 
 
For example, Sprout Social’s latest report (from 2018) says the best times to post are: 

● Facebook: Wednesdays at 12:00 PM and 2:00 PM and Thursdays at 1:00 PM and 2:00 
PM 

● Instagram: Wednesdays at 3:00 PM, Thursdays at 5:00 AM, 11:00 AM, and 3:00 PM to 
4:00 PM, and Fridays at 5:00 PM. 

● Twitter: Fridays 9:00 AM to 10:00 AM 
● LinkedIn: Wednesdays 3:00 PM to 5:00 PM 

 
The problem: This is just the average. The Sprout Social report then breaks it down by industry 
to show when those companies/nonprofits should post. The problem only gets deeper; even 
industries can get split into subcategories that can vary wildly. 
 
Our recommendation: It’s perfectly acceptable (and advisable) to start posting around the times 
provided in the industry reports, but you’ll have to do your own experimenting to see what works 
and what doesn’t. You are building your own unique collection of followers, and this group will 
be different than any other group that’s ever existed before.  
 
So, how do you test?  
 
You want to focus on impressions. An impression, in case you’ve forgotten, is when someone 
scrolls by your post, like passing a billboard on the highway.  
 
On most social media platforms, you can see how many impressions you have for a post right 
inside the post itself—provided you’re logged into the account.  
 
The higher your impression count, the more people are seeing it. Now, we’ll admit it’s not a 
perfect measuring stick, as your impressions will increase as your engagement goes up. 
However, posts that don’t receive any engagement will give you a good idea of how many 
people are online when you post.  

https://sproutsocial.com/insights/best-times-to-post-on-social-media/
https://sproutsocial.com/insights/best-times-to-post-on-social-media/
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Checking When Your Following is Most Likely to Be Online 
Most platforms will tell you when people are online through the chat feature, but that’s not good 
enough for our purposes. What we’re really after is visual representation of how many people 
are online at any given moment.  
 
Unfortunately, Facebook is currently the only platform that provides such a feature. Here’s how: 

1. Log onto your Business page.  
2. Click “Insights” in the left sidebar.  
3. Make sure the “When Your Fans are Online” is selected at the top of the page.  

 
The resulting graph will show an average of when your followers are online, based on time of 
day. 
 
Note: There are third party apps available that can provide information on when followers are 
online. Some scheduling tools will provide this information, but there are other tools out there 
built for this express purpose.  

Determining the Right Platform for Your Business 
There’s no shortage of platforms out there right now. For our purposes of this ebook, we’re 
going to focus mainly on the big four for business purposes: Facebook, Twitter, Instagram, and 
LinkedIn. However, we’ll also touch on SnapChat and Reddit in this section, for reasons we’ll 
explain in a moment.  
 
Here’s a quick snapshot for each platform: 

Facebook 
Monthly Users: 2.27 Billion 
Key Demographics: 

● 25% of users are 25 to 34 years old 
● 18% are 35 to 44 years old 
● 15% are 45 to 54 years old 
● Only 3% are between 13 and 17 years old 

Ideal if your business...: exists. Quite honestly, you won’t find many businesses avoiding 
Facebook, thanks to the size of its user base.  
Pros: 

● Can reach a large amount of people 
● Can easily post through a variety of media, including customer surveys (polls) and other 

avenues 
Cons: 

● Younger people are turning to other platforms, like Instagram and Snapchat 
● More maintenance is required, as it’s very easy for users to publicly review you 
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The Poetica Marketing Spin: 
This has long been the go-to for many brands for good reason: It’s a simple, easy-to-use 
platform used by nearly a third of the world’s population. Ignoring Facebook’s power and reach 
could be a fatal mistake.  

Instagram 
Monthly Users: 1 Billion 
Key Demographics: 

● 68% of users are female 
● 72% of teens use Instagram 

Ideal if your business…: 
● Invests in high-quality imagery of your products and services 
● Targets a younger demographic 

Pros:  
● Can quickly expand your reach using hashtags and tagging features 
● Great for reaching the younger demographics  

Cons: 
● No ability for text posts. Instead, you’ll either need to write over an image or take a 

screenshot of text. 
● Not a great place for conversations. Sure, you can start conversations in the comments 

feature, but it’s arguably more difficult than on Twitter or Facebook. 
The Poetica Marketing Spin:  
Instagram skews young, and it relies heavily on imagery. If you have a brand that can serve that 
demographic (frozen yogurt, fitness center, car shop), Instagram is a great place to be. You can 
build up a dedicated following.  

LinkedIn 
Monthly Users: 260 Million 
Key Demographics: 

● 44% of users make at least $75,000 a year.  
● 40 million users are in decision-making positions, meaning you can market to business 

people who can directly act upon your message 
Ideal if your business...: 

● Wants to reach business professionals during work hours 
Pros:  

● Is a great place for B2B marketing. In fact, LinkedIn makes up 50% of all social media 
traffic to B2B websites and blogs. In addition, 80% of B2B social media leads come from 
LinkedIn, versus 13% on Twitter and 7% on Facebook. 

● LinkedIn has 260 million monthly users, but only 3 million are posting regularly. This 
gives you more opportunity to stand out 

Cons: 
● Advertising is more expensive  
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The Poetica Marketing Spin:  
Most brands don’t need to be here, especially the B2C crowd. If you’re a B2B company, it’s time 
to consider whether a LinkedIn profile could serve your business well.  

Twitter 
Monthly Users: 326 Million 
Demographics: 

● 37% of users are between 18 and 29 years old 
● 25% are between 30 to 49 years old 
● 56% of Twitter users make at least $50,000 a year 

Ideal if your business…:  
● Is interested in building a following instead of trying to make immediate sales 

Pros: 
● Can easily reach a large number of people, thanks to the simple ability to tag users and 

incorporate hashtags 
● Great for communicating directly with customers and fans 

Cons: 
● Easy to get lost in the “noise” 
● Fewer options for advertising on the platform 

The Poetica Marketing Spin:  
The microblogging site has a lot of users, and they’re constantly talking. Twitter is a good place 
for joining in conversations, but it’s not a great place for selling. That said, it’s a great place to 
talk with your customers directly, and it could help with market research.  

Snapchat 
Monthly Users: 300 Million 
Demographics: 

● 71% of users are under 34 years old 
● 70% are female 
● 63% use the platform daily 
● 30% of US millennials use it regularly 

Ideal if your business is…: 
● Catering to a younger audience 

Pros: 
● Abundant filters allow for quick, creative marketing options 

Cons: 
● Difficult for new users to capture large groups of people 
● Content is quickly lost, thanks to the 24-hour limit of a “post” 
● Limited advertising options 

The Poetica Marketing Spin:  
Because nothing lasts long on Snapchat, it’s a harder platform to market on than the other four 
we just mentioned. Bigger brands have tried it out with mixed results. If your target demographic 



19 
 

is young, you could give it a whirl—but track your results closely so you know you’re not wasting 
your time.  

Reddit 
Monthly Users: 330 Million 
Demographics: 

● About 67% of users are male 
● 64% of users are between 18 and 29 years old 
● 29% are between 30 and 49 

Ideal if your business:  
● Wants to regularly engage with followers directly 

Pros:  
● Lots of potential to engage with your brand’s community one-on-one 
● Opportunity to hold conversations and start conversations with AMA (Ask Me Anything) 

forums 
Cons: 

● The site offers few options in the way of advertising 
● Most of Reddit is user-generated content, so posting about your brand consistently may 

grow overwhelming or annoying for users 
The Poetica Marketing Spin:  
Though certainly popular (Reddit is consistently one of the top-10 most visited sites in the 
world), it’s not a common place for people to build their businesses. The traditional social media 
structure won’t work here. Instead of posting into a feed, you’ll have to post into forums. If you’re 
not careful, you’ll get branded as self-serving, so you need to tread carefully. Don’t try promoting 
on Reddit until you have a good feel for the platform.  

Responding to Negative Reviews and Comments 
It’s 2019, and people love reviewing companies online. If you don’t get a negative review or 
comment at some point on Yelp, Google, Facebook, or some other platform at some point, 
congratulations on unparalleled service.  
 
For the rest of us, we’re going to upset someone at some point, and they’re going to complain 
about it on the internet. Sometimes they’ll even complain about you when they’ve never even 
done business with you. But we’ll get to that.  
 
Just as you’d never let someone wander your store while shouting at the top of their lungs about 
how much they hate your guts, you shouldn’t let complaints go unresolved online.  
 
For one, everyone who reads the review only gets that writer’s perspective.  
 
Second, if people notice that you never publicly respond to complaints, it’s like you don’t even 
care. This is especially true for Facebook reviews, where everything is so much more public.  
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Here’s what to do when you get a bad review: 
 
1. Keep your cool. It’s one review. There’s no point in freaking out about it. Respond to the 
review calmly, and don’t try to match the individual’s intensity. If you were in the wrong, 
apologize, explain what went wrong, and then promise to do better in the future.  
 
Sometimes people will make things up—or they’ll leave out the part where they got bad 
customer service because they drunkenly kicked over the trash can and spit into the salad bar. 
If you have proof of what happened (like camera footage), use that in your response. You don’t 
have to link the footage or any other evidence, but you can cite is as your source for what 
actually happened.  
 
Again, be sure to maintain your composure at all times. Don’t resort to name calling.  
 
2. Respond to all negative posts, even if it’s a troll. A troll, by the way, is someone who gets 
a thrill out of complaining about things that never happened. It’s important to show that you don’t 
ignore tough customer complaints just because they’re difficult. In addition, feel free to call out 
trolls for what they are. There’s no place for that on the internet, and readers will generally side 
with you.  
 
3. If you made a mistake, make it up to them. Talk to the individually privately (ask them to 
call you or send them a message) and offer free swag, a meal, discount coupons—anything to 
show you want to right the wrong. If you’re lucky, the individual will remove the post. The idea, 
however, is that you won’t have lost the customer for life.  
 
4. Create an action plan. Anything can happen online. The companies that do best in social 
media crises are the ones who are best prepared. Sit down with your team and think about 
every single complaint you might get. Then, work out an appropriate response to the event. It 
will take time—maybe months—to complete the list, but it’ll be an invaluable guide for years to 
come. When something happens, you don’t need to think—you can consult your pre-planned 
guide—and anyone from your team can do the responding, which will expedite the response, 
helping you eliminate the problem faster. If you need help, check out our next bit of advice: 
 
5. Get professional assistance. When push comes to shove, you need a professional in your 
corner who can advise the right call in the toughest situations. Poetica Marketing can develop a 
scenario protocol that provides clear-cut guidelines on how to respond to any crisis that 
develops over social media.  

What to Focus On 
It’s important to remember that the odds are stacked against you on Facebook and Instagram. 
It’s nothing you did wrong by any means. Instead, the developers are trying to improve the on-
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app experience by showing more content that your friends are engaging with. By default, 
business posts are getting less exposure.  
 
So, what to do?  
 
Well, the best practices for Facebook and Instagram are actually good for every social media 
platform: Focus on likes, comments, and shares, with an emphasis on comments and shares.  
 
Above all else, though, it’s shares that are the most valuable. Say you post about your latest 
blog. That post will get out in front of your followers who are online in that moment. But if the 
post is shared by your favorite customer, the post will then get shared by each of their followers 
who are online at that time. Now, magnify this by a few more shares, and you’ve got yourself 
viral content.  
 
Comments and likes show that your content is worth engaging with, and it’ll increase its value 
enough to help its standings in the feed. Just remember: You have plenty of competition in the 
feed! 
 
With that in mind, it’s imperative to track your metrics regularly and record what people are 
sharing, liking, and commenting on.   

Expanding Your Reach 
We just finished focusing on likes, shares, and comments. That’s the first step in expanding 
your reach.  
 
Beyond that, the people at your company are your next best bet. In an ideal world, everyone at 
your company is passionate about the brand. You can ask them to help share content on social 
media, and they’ll become brand ambassadors.  
 
In an ideal world, that’s how it works. But if you ask everyone at your company to do that today, 
you might get 10% of the people to really listen and try their best.  
 
So, what else can you do? 
 
You could try throwing money at it—literally. You can “boost” or “promote” content with a few ad 
dollars. We won’t spend a lot of page space discussing the topic here, but you should know that 
it’s a viable option for quickly spreading content. It’s also an easy way to promote content that’s 
already proven itself popular with your fans. Price will vary depending on the platform, but you 
may be able to increase your reach by a few thousand people with as little as $10.  
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Experimenting Responsibly 
We’re going to tell you something your parents never did: It’s perfectly fine to experiment, as 
long as you experiment responsibly. Of course, we’re talking about social media in this context. 
 
Experimenting is all about recordkeeping, so take detailed notes. The best place to keep that 
information is a template. 
 
A template like the one below will help you track how your experimental posts have performed 
in the past.  

 
 
Just because something doesn’t work the way you want the first time doesn’t mean you should 
give it up forever. If you really believe in it, try tweaking it little by little. Change the language. 
Alter the image. Everything has an influence, so keep track and use the data to help you make a 
decision. 
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Part III: Individual Platforms  

How to Use Facebook 

Background 
You likely already know the story of this household brand: Started in 2004 by Mark Zuckerberg 
and some fellow Harvard students, the platform was originally intended for college students at 
select universities. It has since grown to be used by everyone from your 13-year-old neighbor 
across the street to your third cousins in eastern Europe. The platform purchased Instagram in 
2012 and owns many other popular businesses.  

Fleshing Out Your Profile 
You’re not done at creating your page. Run through this checklist to ensure you didn’t forget 
anything in your profile: 

1. Hours of operation 
2. Location 
3. Story. This a great opportunity for you to tell the history of how your brand started. 

People love a good story, and here you can engage them as people, talking about the 
human side of your company. This will help readers connect with you emotionally—
increasing the chances that visitors will turn into followers and followers will turn into 
customers. 

4. Profile picture. This is usually your logo. There is some flexibility, however. If you’re a 
freelancer, your face could work just as well. Just remember: You want it to be 
something that stands out while remaining recognizable.  

5. Banner picture. This is the banner that will exist at the top of your page. A picture of your 
best-selling product, an award your company received, your head office—these are all 
appropriate for your banner.  

Stories 
Stories was a feature added after Facebook bought Instagram (a feature Instagram had added 
to help it compete against Snapchat). It’s never really caught on with Facebook users the way it 
has on Instagram, but that doesn’t mean you shouldn’t use it. In fact, using Facebook Stories 
could help you stand out, as there’s less competition there.  

What Stories are For 
As the name implies, the Stories option is for telling stories. Literally. Say you’re at a conference 
and want to share every little experience with your fans. Instead of flooding their feed with your 
experiences, you can place all of them into one convenient story.  
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Just remember: These are stories. Ever story should have a beginning, middle, and end, and 
your stories should be crafted with as much intention as your regular posts. Start with the end in 
mind: What action should my viewer take after seeing this story? 
 
In addition, Facebook gives you a ton of creative opportunities, as you can overlay images with 
text, other pictures, music, and much more.  

Time Limit 
Stories only last 24 hours, meaning Facebook automatically removes then. Use them wisely, 
and update if necessary! 

Live 
Going live is complicated, so we’ve dedicated an entire section to it! Flip to page 35 for more.  

Regular Posts 

Look at your Competition 
What are their followers engaging with? More importantly, what are their followers sharing? You 
shouldn’t develop the exact same content, but you can use their hard work as a guide for your 
future posts.  

Experiment With the Options 
Facebook gives you nearly two dozen options on posting. You can: 

1. Post regular text posts 
2. Post images 
3. Post video 
4. Go “Live” 
5. Announce an Event 
6. Create an Offer 
7. Announce a Job Opening 
8. Share a Feeling or Activity you’re engaging in 
9. Share a note with your followers 
10. Check in at a location 
11. Tag a product 
12. Advertise your business 
13. Announce a business milestone 
14. Start a watch party 
15. Invite people to message you 
16. Invite people to call you 
17. Start a poll 
18. Start a list 
19. Give directions 
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Do yourself a favor: Look through all of your posting options and see how they’re set up. 
Knowing all of your options will make you a more creative social media marketer.  

Use Images (Pictures or Videos) 
Don’t undervalue imagery in getting attention. Think about it this way: What stands out better in 
your feed: text or an image? The image, every single time.  
 
How polished the image is really depends on your intention. If you want to showcase a new 
product, you may want to increase the quality, but there’s been a lot of recent research pushing 
for candid shots.  
 
Here’s why: Many users have unconsciously conditioned themselves to avoid anything that 
looks like an ad or corporate content. In response, many marketers have taken to sticking with 
their cell phones to take pictures and taking shots that look and feel like regular selfies and 
homemade photography. In addition, they’re getting more faces in the shot, sharing the spotlight 
with the product or service.  
 
The result: The image looks like something a friend would post, which grabs attention longer 
and gives you a better chance of converting that impression into a click, share, or reaction.  

Messaging 
Another great feature on Facebook is the option to “prompt” page visitors to message you by 
automatically having the chat box open when they reach your page. There are many ways you 
can set this up, especially if you’d like to get a chat box involved to assist people in gathering 
information without one of your team members being on the other line.  
 
But the point here is to get more messages coming in. More messages get you more “face time” 
with customers.  
 
Here’s how to get the chat box to open:  

1. Login to your Facebook page. 
2. Go to Settings.  
3. Go to Messaging.  
4. Go to Prompt People to Send Messages and click “On.” 

 
According to Facebook, this causes visits to “see more ways to send you a message.” The chat 
box will open if you’re also online or have a good reputation for responding to messages quickly. 

Growing Your Following 
There are a number of ways to grow your following on Facebook. A few of the most popular are: 
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1. Generate exposure through more Shares and Comments (and invite people to follow). 
You can’t make people share your content, but you can flip through your metrics to see what 
your followers care about the most, then create more content like it.  
 
In addition, you can have your team members help jumpstart post visibility by sharing and 
commenting on each post, working the Facebook algorithm into your favor.  
 
As you get more exposure, you’ll gather more likes. Flip through those likes and see if the 
individuals are following your page. If they’re not, invite them to do so! 
 
2. Create a Facebook group. This is time-intensive, but it can be a remarkable resource for 
building brand loyalty and familiarity.  
 
Say you’re in the restaurant supply business. If you created a company-sponsored Facebook 
group for chefs and restaurant managers, you’d have a forum where you could reach your entire 
target demographic while giving them a place to talk and support each other. It’s a win-win for 
both crowds! 
 
Note: Before launching a Facebook group, you should do some further research. There are 
many steps involved to ensure you get it right! Contact us at Poetica Marketing for details! 
 
3. Launch a Likes campaign. Facebook also allows you to pay for Likes through Likes 
Campaigns. Since it gets into advertising, we’re not going to spend too much time on it here, but 
know that it’s a quick way to generate more follows.  

Hashtags on Facebook 
There’s been some lively debate surrounding hashtags on Facebook. Are they good? Are they 
bad? Should you bother?  
 
One of the big problems with hashtags on Facebook is people don’t use them the way they do 
on Twitter and Instagram—Facebook wasn’t designed to be used that way. Facebook simply 
places less of an emphasis on indexing content. 
 
Having a hashtag in a post will have little impact on its performance, but there’s something else 
to keep in mind: If you use too many, it’ll make your post look, well, a little weird, depending on 
who your followers are.  
 
So, can you use hashtags?  
 
Sure, but do it strategically. For example, if you have a regular topic that you post about, create 
a “branded” hashtag every time you post on the topic. That’ll make the hashtag recognizable for 
your followers, and Facebook will index all of those posts together.  
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Important Note: If you use a scheduling tool or the Instagram mobile app, you may come 
across the easy option of cross-posting to Facebook while posting to Instagram. If you’re 
loading up on hashtags to your Instagram page, don’t crosspost to Facebook. A Facebook post 
loaded up with hashtags looks like a desperate cry for attention.  

Watching Your Competition 
Facebook allows you to keep a close eye on your competition and the content they produce. If 
you’re looking for ways to keep up with the Joneses, this is your ticket.  
 
To watch your competition through Facebook: 

1. Go to your Facebook page on a desktop browser. 
2. Click on Insights at the top of the page (above your banner image).  
3. Click on Posts in the left sidebar.  
4. Click on the Top Posts from Pages You Watch tab.  
5. Click the blue Add Pages button.  
6. Type in a page you want to watch, then click the Watch Page button.  

 
As the page posts, their posts and engagement numbers will appear in this section of your 
Insights portal, so check back often! 

Follower Demographics 
Facebook provides basic follower demographics, including gender, age group, location, and 
language. This is great for getting a feel for who’s watching—data you can use to help you 
create new content. 
 
To access it: 

1. Login to your business profile.  
2. Click on Insights.  
3. Click on People in the left sidebar. 

Advertising 
We’re not going to cover advertising on Facebook in this book, but you should know it’s an 
option available to you. Although Facebook has grown more expensive in recent years, it’s still 
one of the cheapest platforms for advertising, and it has some of the best targeting options.  

How to Use Instagram 

Background 
This photo- and video-sharing application started in 2010, and the platform was purchased by 
Facebook in 2012. This union has helped grow the features found in each app.  
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Fleshing Out Your Profile 
A complete profile is essential in Instagram. Why? For most of us, it’s the only location we can 
place an outbound link. So, if your goal on Instagram is to get more web traffic, your profile is 
the only slot you have to place links.  
 
To complete your profile, you should: 

1. Have an attractive profile picture.  
2. Have an engaging description of your business.  
3. Include a link to your website, landing page, or some other content.  
4. Include your address.  
5. Include your phone number.  

Stories 
Instagram Stories were created as a way to help the brand compete with Snapchat, and boy, 
did it ever work. Instagram stories are incredibly popular, and some reports say 25% of all 
stories get some sort of engagement, making it another great way to engage with your fans!  
 
Stories also help you get more content out without interfering with the feed. That makes it ideal 
for sharing your experiences at conferences or product demos.  
 
Just remember: These are stories. Ever story should have a beginning, middle, and end, and 
your stories should be crafted with as much intention as your regular posts. Start with the end in 
mind: What action should my viewer take after seeing this story? 
 
In addition, stories give you more creative opportunities, as you can overlay images with text, 
other pictures, and much more.  
 
Finally, stories are great way for promoting other content—if you have enough followers. If you 
have at least 10,000 followers, you can have people “Swipe Up” on your story to go to a link that 
takes them out of Instagram. 

Time Limit 
Stories only last 24 hours, meaning Instagram automatically removes then. Use them wisely, 
and update if necessary! 

Vanity 
Remember when we said Instagram is a photo- and video-sharing app? Early on in its 
existence, the app built a reputation for high-quality imagery—and plenty of filters and in-app 
tools to transform even lower-end quality photos into great photographs.  
 
Nearly a decade later, that remains the same standard for the app. If a photo isn’t funny, it’d 
better be interesting or gorgeous.  
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So, how do you take pictures that pass the vanity bar on Instagram?  
 
It starts with a good photo. Frame your shot carefully, pay attention to unsightly distractions in 
the background, and keep your hands steady so you can get a crystal-clear shot.  
 
You can also tap into some photo editors to tune up the image. A few quick resources: 

1. Instagram’s in-app tools 
2. Canva (A free online option for making simple image modifications, like adding text or 

other imagery) 
3. Photoshop (An expensive option, but it can quickly turn bland, colorless photos into 

colorful images that look great) 
4. GIMP (A free Photoshop alternative that can do just about everything Photoshop can do. 

It’s open-source, so tech-savvy folk can even add on their own features. 

Instagram Live  
Instagram Live is a way to engage with your audience differently. Live is a complicated topic, so 
we’ve dedicated an entire section to it on page 35.  

Regular Posts 
You have plenty of options when it comes to posting, as photos and videos under 60 seconds 
can easily get posted. Any text you want to include, however, will either have to be in an image 
or under the photo/video you post.  

Notes on Video 
As we just mentioned, as of this writing, Instagram requires the videos you post in the feed to be 
less than 60 seconds a pop, but that doesn’t mean you can’t post more than 60 seconds per 
post. You can post multiple 59-second posts side-by-side and be completely in the clear.  
 
You should also consider adding subtitles to your videos, especially if you’re doing a product 
demo or explaining a service your company provides. Why? Consider the way folks engage with 
media. They’re often looking at content on the bus, in a quiet office, or another place where 
sound would be distracting or inappropriate. As a result, many will skip content they can’t 
understand right away. Subtitles ensure you hold people’s attention longer.  
 
So, how do you get subtitles in here? You could insert them manually by using a desktop app 
like VideoPad or a mobile app like MySubtitle. Be aware that there is some time involved here, 
as you’ll have to manually synch up the voice and the text.  
 
There are a few apps out there that promise to do the synching/writing for you, however. 
Cliptomatic and Add Subtitles, for example, listen to the audio and write out everything they 

https://www.canva.com/
https://www.gimp.org/
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think is being said. This invariably will lead to a few mistakes, but it’s easy enough to make 
corrections.  

Watching Your Competition 
Instagram is all about keeping up with the Joneses—and staying one step ahead. Follow your 
competition on Instagram, and frequently check up on them to see what they’re doing. While 
you should work hard to create your own voice and content, they may give you some good 
ideas for future use.  
 
In addition, pay attention to the hashtags they’re using. They may give you some ideas you 
wouldn’t have thought of on your own! 

Growing Your Following 
What’s true for every other platform is true for Instagram as well: Deliver on content people care 
about. That can’t be overstated. If people care about your content on Instagram, your objectives 
will start to fall into place.  

Focus on Comments 
On Facebook, LinkedIn, and Twitter, we want people to share content because it’ll help us get in 
front of more eyes.  
 
That’s not really an option on Instagram, as you can only share content directly with specific 
users. Instead, Instagram currently prioritizes content with loads of comments (though Likes 
certainly plays a factor as well).  
 
This is why you’ll often see posts incentivizing comments with follows or special deals—they 
can quickly rack up comments to get their content higher up the feed.  
 
This is not a best practice. While it is a practice that works for some Instagram profiles, it makes 
you look desperate and pandering—as if your content isn’t good enough to stand on its own. 
Create good content and let it work for itself.  

Use your location 
Studies have found using your location in your post can increase engagement by 79%! That’s a 
huge increase just from pressing a few buttons. To add your location, start the post publishing 
process and stop when you get to the screen to add a caption. Scroll down and you’ll see an 
option to Add Location. Click on the button, then go through the steps to add a location.  

Hashtags 
Hashtags are a magical little feature that many people are surprised exist. By putting a # in front 
of a word, you can insert that word into a conversation  
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How do you know which hashtags to include on a post? Instagram will help out—to an extent. 
Start typing in a hashtag, and it’ll guess a few recommendations based on your keystrokes. A 
better option is to use apps like Leetags or InstagramTags, which will make recommendations 
based on the topic you’re writing about.  
 
Unlike with other platforms, Instagram allows you to load up on hashtags in every post; 
Instagram tops out at 30 at a time. Note: To avoid overwhelming readers with hashtags, most 
pros will write in their usual message, then either: 

• Put three or periods in a row, with one on each line. Then they’ll put all of the hashtags 
in a group underneath the collection of periods.  

• Put all the hashtags in the top comment. This has the added benefit of making your post 
look like someone has already commented on it.  

Instagram Takeovers 
Done correctly, Instagram takeovers are a relatively simple way to increase brand exposure by 
cross-promoting with another brand or individual. In a nutshell, here’s how it works: In an 
Instagram takeover, another business or individual (it could even be someone on your team) 
receives access to your account. For a limited period of time (it could be a day, it could be a 
week), that entity gets to control everything that goes out on your feed.  
 
So, who do you work with? It has to be someone passionate about your brand, and, ideally, it’s 
someone who already has an engaged following. Your employees, industry influencers, or 
enthusiastic customers are a perfect start.  
 
Just be clear on what can and can’t be shared on your channel.  
 
During their takeover, they’ll expose your brand to their own following while showing why your 
brand is important to them personally. 

Engage with others 
Remember to keep the “social” in social media. There’s going to be a lot of content shared in 
your feed from people you’re following, and it’s good to get in there and engage with people. 
Engaging with others makes your more interesting, and that draws more attention back to your 
brand. It’s simple reciprocity.  

Watching Your Follower Count 
Thanks to hashtags and location services, you can reach people from all over—both near and 
far. Some of these people will follow you, which is great, but you must be careful. 
 
Remember how Instagram is a vain platform? There are plenty of people who use the platform 
to inflate their image on social media. In addition to promoting themselves as some sort of guru, 
they’ll use their follower-following ratio as a way to make themselves look like Instagram 
influencers. 
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The problem: They’re taking advantage of reciprocation. They’ll follow because it’s courtesy to 
follow back. Once they have your follow, however, they’ll unfollow. They’ve effectively netted a 
follow without increasing how many accounts they follow.  
 
Before you follow anyone back, check their profile. If they have a lopsided follower-following 
ratio, it could be a sign they’re just looking to get a follow back. You may want to avoid following 
them—it could negatively impact your own ratio.  

Advertising 
We’re not going to cover advertising on the platform in this book, but you should know it’s an 
option on Instagram. In fact, it’s fairly easy to “promote” a post—which is essentially the same 
as “boosting” a post on Facebook.  
 
Instagram’s targeting isn’t as robust as it is on Facebook, but feel free to experiment to see 
which demographics engage with you best. 

How to Use LinkedIn 

Background 
Formed to connect businesses with professionals and professionals with each other, LinkedIn 
launched in 2003. It was purchased by Microsoft in 2016, and it features more than half a billion 
accounts across the neighborhood of 200 countries. LinkedIn has experienced some scope 
creep in recent years, as more and more people have complained the content people have 
started to post makes it feel more like Facebook than a professional forum. Despite any change 
in feel, LinkedIn remains the premier platform for connecting with professionals.  

Fleshing Out Your Profile 
LinkedIn’s profiles have changed a bit in recent months, so don’t think you’re all caught up if you 
haven’t checked in a while! Here’s what you need today: 

1. Cover image. LinkedIn recommends 1,536px x 768px, but they’ll only show a sliver of 
that.  

2. A tagline. A catchy description of your company and goals—in less than 120 characters.  
3. A button/URL. The button can do any of the following: 

a. Contact your company 
b. Learn more 
c. Register for an event 
d. Sign up 
e. Visit a website 
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LinkedIn Tactics 
To properly promote on LinkedIn, you’ll want to use a combination of your business profile and a 
few personal, professional profiles as well.  
 
Why the combination? Your business page can’t join LinkedIn groups, where conversations on 
industry topics are taking place. However, you, your CEO, your top salespeople—anyone with 
clout at your company—can join these groups and discuss how your company provides a 
solution to industry issues.  
 
In addition, these same individuals can write LinkedIn blogs that link back to your company 
website or LinkedIn profile.  
 
All of this is intended to promote your own business LinkedIn profile, and it may take some 
convincing to get other employees to join in; even getting them to “Like” content on LinkedIn can 
be a challenge. But if you can get them behind the brand, you’ll see your influence increase 
dramatically—and quite quickly. 
 
Once you have the employee side figured out, you can supplement everything else with your 
own posting strategy. 

Hashtags on LinkedIn 
The game recently changed for LinkedIn. Although the platform used to follow Facebook’s lead 
when it came to hashtags, the latest research has shown hashtags are hot on LinkedIn. But 
don’t go loading up like you’re on Instagram. On LinkedIn, posts generally perform best with two 
to three hashtags. LinkedIn will recommend hashtags based on your content, but it’ll behoove 
you to do some testing on your own.  

What to Post 
Position your company as a thought leader by sharing industry news. When you have fresh 
content on your company blog, post a link and a teaser. Once you have a dedicated following, 
you can even start conversations by asking open-ended questions. Of course, you always have 
the option to discuss your company’s services, but don’t make that the main focus of your social 
media strategy. That’s a quick way to get people to unfollow you.  

Tracking the Competition 
LinkedIn features a “Companies to Track” section, where it’ll guess the profiles that are most 
like yours, and then give you stats on followers, updates, and engagement rate. It’s not a perfect 
system, as you can’t pick individual profiles to track—yet.  
 
Here’s how to use it: 

1. Login to your business account.  
2. Click on Analytics.  



34 
 

3. In the dropdown, click Followers. 
4. Scroll to the bottom of the page for the Companies to Track section.  

Follower Demographics 
LinkedIn provides basic follower demographics, including their location and the company they 
work for. To access it: 

1. Login to your LinkedIn page.  
2. Click on Analytics.  
3. In the dropdown, click on Followers. 

Advertising 
As with the other platforms, we’re not going to cover advertising here, but we will say this: 
Advertising is much more expensive on LinkedIn. Depending on your industry, it may not even 
be the best platform to sell on—even if you’re a B2B company. 
 
Anecdotally, one of our B2B clients has seen much more success on Facebook than on 
LinkedIn—at a fraction of the advertising costs.  
 
If you plan to advertise on LinkedIn, be sure to talk to a professional first. We’re always 
available at Poetica Marketing to consult through your advertising efforts.  

How to Use Twitter 

Background 
Twitter is a place for what’s happening right now in society. It’s the first place for people to share 
their new ideas, journalists use it to promote the latest news articles, and scientists love it as a 
forum for studies and research. Picture Twitter as the internet’s thought pile. In fact, co-founder 
Evan Williams has described it as an information network instead of a social network.  
 
Because of this, Twitter requires vigilance. Twitter can never be just about you. It’s about 
community. The feed fills up fast, and self-centered posting can quickly get buried. Balance your 
company-centric communications with a good dose of outbound engagement, especially with 
comments and retweets—at least at the beginning.  
 
Twitter’s famous original 140-character limit was a result of its conceptual reliance on Short 
Message Service (i.e., texting). The current character limit sits at 280, and you’ll find a lot of 
debate around what the ideal length is (many say it’s somewhere between 71 and 100). You’ll 
have to test it out for yourself to find a good length.  

Fleshing Out Your Profile 
To make sure your profile’s complete: 
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1. Upload a profile picture.  
2. Choose a header photo for your background. 
3. Give yourself a bio.  
4. Insert your location.  
5. Provide a URL to your website.  
6. Change your theme color, if necessary.   

Live 
Twitter offers a live feature, but going live is a complex endeavor. We discuss it in great detail 
on page 35. 

Hashtags and @s 
As previously mentioned, hashtags and tagging are simple techniques to get in front of more 
people.  
 
But doing it effectively requires a little finesse.  

Twitter Hashtags 
As we said up on page 12, you should be careful with the hashtags you use. One misstep could 
create a backlash you may never fully recover from.  
 
Remember: Hashtags are great tools for building exposure, but don’t go wild with them. Use 
them strategically. If you create a hashtag with every word in your post, you’ll look desperate for 
attention, and people will start to ignore you.  
 
If needed, you can always try using an app designed for helping you find the best Twitter 
hashtags. Apps like HashMe or MyTager are good starts.  

Tagging on Twitter 
Tagging other users is an effective strategy for increasing your reach. If you tag someone, the 
post will reach all of their followers as well.  
 
Important note: If you start your tweet with @[username], the tweet will only be seen by that 
username. So, starting a tweet with @poeticapgh will ensure that we only see it at Poetica 
Marketing.  
 
If you’d like other people to see it, you’ll need to start the tweet with a different character. A 
common method is to simply start with a period (though any character will work). For example: 

.@poeticapgh is my favorite agency! 
 
Of course, you can also place the tag later in the post, like so: 

My favorite agency is @poeticapgh! 
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Regular Posts 
In regular posts, focus on sharing content, and starting conversations. Twitter is a great 
Starting and continuing conversations with the people who comment on your posts.  
 
Because Twitter is such an open community, you should also make an effort to engage with 
other users. Retweet their content and comment on their posts.  
 
Over time, you’ll start to build valuable relationships.  

Going Live 

Using Live Video 
Live video is an extremely powerful social media-based method of attracting followers 
 
The first rule of Live Video: Don’t go live without a plan. 
 
Similarly, the second rule of Live Video is Don’t go live without a plan.  
 
Finally, the third rule of Live Video is—and this should come as no surprise—Don’t go into live 
video without a plan.  
 
You might think winging it is an acceptable practice, but you’ll flounder. You need a plan, even if 
it’s only a loose outline.  
 
As with every other piece of your marketing, start with the end in mind: What do you want the 
viewer to do after viewing your live recording?  

Getting Ready 

Be intentional. Be strategic.  
You shouldn’t go live without a goal. Figure out your goal, then communicate with involved, 
including the person behind the camera. 

Announcing Ahead of Time 
You should never go live without announcing it first. What do we mean by announcing it? Post 
about it, for one.  
 
Say you’re attending an industry conference on Friday, and you’ve scheduled time to interview 
two of your colleagues there. 
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On Monday, you should make a post saying something like, “Make sure you tune in for my Live 
video on Friday when I interview [So-and-So 1] and [So-and-So 2]!”  
 
On Wednesday, send out another reminder: “T Minus 48 hours until my interview with [So-and-
So 1] and [So-and-So 2]! We’ll talk about [important topic 1] and [important topic 2]. Don’t miss 
it!” 
 
On Thursday: “Check me out tomorrow with [interviewees] when we talk about [topics].” 
 
Then, on Friday: “Going Live with [So-and-So 1] and [So-and-So 2] in 15 minutes!” 
 
This sort of cadence will build anticipation and excitement, as well as give people time to 
prepare their schedules.  

Setting Up the Shot 
Before you go live, whip out your camera and take note of a few things: 
 
1. How’s your lighting? Can you be seen on camera? Can the thing you’re talking about be 
seen? You may need to bring in some extra lamps.  

 
2. What’s in the background? Is the background messy, cluttered, or otherwise distracting? Is 
there proprietary information or private customer data sitting out? While being messy isn’t 
necessary a bad thing for every brand, distractions are, as well as releasing private company or 
customer information.  
 
3. What’s the volume like? We’ve filmed during busy conventions before, and the ambient 
noise can be loud. That required us to hold the microphone closer than usual. Since we were 
using a phone, the camera was also closer to our faces. Fortunately, we didn’t have to worry too 
much about what was in the shot for our purposes, but it goes to show how one factor can 
interrupt another when you don’t have advanced equipment. 
 
Do you need to use an expensive camera/microphone combo? In general, no. Many get by with 
a simple cell phone or a high-quality camera on their desktop computer.  
 
That said, it may behoove you to make a few investments if you want a high-quality show. For 
example, if you want to conduct a formal interview with your CEO, it’d be good to have a couple 
of microphones to better pick up voice, and some nice chairs set out for you to sit upon.  

 
The most important thing is to be on brand. If you’re a boutique children’s store, it makes no 
sense for you to film all of your shots with an ornate background, as if you were filming from the 
Ritz. For more, refer back to our comments on authenticity on page 9.  
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Practice Your Words 
You don’t want to go live tongue-tied. Rehearse a few times so you’re comfortable using your 
own words.  
 
In addition, it’s never a bad idea to warm up with a few tongue twisters or more traditional vocal 
exercises. This will help you speak clearly instead of stumbling over your words every few 
minutes.  

Plan a Schedule 
This is where things get tricky. Experts used to advice going live for 15 minutes to an hour at a 
time, depending on the type of content you were creating. But recent research has shown 
people don’t want to engage for that long. In fact, the stats are showing the most successful 
videos only last three to five minutes.  
 
That’s not to say you can’t go longer; you certainly can. But you’ll need to keep your viewer in 
mind. Consider: Does your target audience have the time and patience to sit for long periods of 
time? More importantly, is your content worth sitting around for? 

Go Live When People Will See You 
For example, if you’re a neighborhood bar trying to build up hype for your new Saturday night 
live entertainment schedule, don’t go live at 10:30 AM on Monday—when most of your patrons 
are hard at work.  

During the Event 

Say Hi! 
During your live stream, you’ll be able to see people come in. Welcome them—as much as 
possible. As you go live more and more, you may start to recognize certain names as regulars. 
Give these individuals special call outs. If you get to know these individuals personally, feel free 
to ask them how their kids are, how their over-30 soccer team did in the weekend tournament—
anything you can do to make the individual feel special.  
 
This also shows your other listeners that you genuinely care about your followers, and you’re 
willing to take the time to build those personal relationships.  

Invite Questions and Engagement 
Once you have people watching, you want them to stick around. Hold their interest by getting 
them involved. Ask open-ended questions and give people time to respond. For example, say 
you’re demonstrating your company’s new skin care product that works as a specialized 
sunscreen. You might ask, “What’s your biggest complaint in skincare? Go ahead, I’ll give you a 
chance to say what it is.” After giving people a moment to respond, read off a few of them and 
provide some of your own input. After a few reads and responses, continue with, “Well, my 
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biggest complaint is greasy or alcohol-based sunscreen that smells bad, feels bad, and often 
needs reapplied.” 
 
You can also ask simpler questions or prompt actions with phrases like, “Who here hates 
putting on sunscreen? Hit the Like button if that’s you!” 

Repeat Your Purpose 
In the first few minutes, you’ll see a number of people roll into your live stream. Early on in your 
set, you should insert little reminders on what you’re talking about to help the late arrivals. You 
could even weave that language into your conversation at intervals throughout the show. 

Understanding Your Metrics 
We’ve mentioned it a few times so far: You have to measure your performance! One of the 
simplest methods is to use the metrics reports from a social media scheduling tool, as we 
discussed on page 14. Most scheduling tools will keep detailed track of how posts have 
performed, and most of them actually pull data directly from the social media tool itself. This is a 
terrific alternative to pulling data from the social media platform itself, as the data is often 
bloated or hard to understand. However, you’ll always have the option to pull directly from the 
platform, as we’ll discuss here.  

Facebook 
There are a few different methods for examining your metrics on Facebook—and you’ll want to 
do all of your data diving on a desktop computer, not a mobile device. Take your cues from the 
professionals—never rely on the mobile app for your data analysis.  
 
Outside of a third-party application, the easiest (and least in-depth) method of looking at your 
posts in a group is: 

1. Go to your page.  
2. Click on Insights at the top of the page (above your banner).  
3. Click on Posts in the left side column. 
4. Scroll down and hit the “See More” button at the bottom of the page.  

 
What you’ll get is a quick snapshot of publication dates, posts, reach, and engagement. But it’s 
doesn’t let you drill down very far.  
 
To get a detailed report: 

1. Go to your page.  
2. Click on Insights at the top of the page (above your banner).  
3. From the Overview tab, click on “Export Data”. 
4. In the pop-up window, click the bubble next to “Post Data”. 
5. Select “Comma-separated values” in the File Format dropdown. 
6. Select your date range.  
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7. Select “All Page Post Data” from the Layout dropdown. 
8. Click “Export Data”. 

 

 
 
This will start an Excel download.  
 
Now, you may feel a little overwhelmed the first time you open the resulting document, as 
there’s a ton of information in there. Most of it will likely be totally useless to you, unless you 
have very specific needs or are a data junky. 
 
Here’s what we recommend: Use the Find function (Ctrl+F on desktop, ⌘ + F on Mac) and look 
for the following cells: 

● Lifetime Post Total Impressions (How many times people scrolled by a post) 
● Lifetime Talking About This (Post) by action type - comment (How many times people 

commented on a post) 
● Lifetime Talking About This (Post) by action type - like (How many times people liked a 

post) 
● Lifetime Talking About This (Post) by action type - share (How many times people 

shared a post) 
 
These are the four biggest metrics you’ll want to track. 

Instagram 
Instagram is arguably the hardest platform to track your metrics in-app. This is because 
Instagram’s app currently only spits out metrics for each individual post, and there’s no 
convenient way to look at everything in more detail. 
 
If you want to deep dive into your metrics for Instagram, you should look into a third-party app 
like one of the scheduling tools we mentioned previously. 
 
If you pull from the app, here’s what you’ll need to do: 
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1. Find a post you want to check out.  
2. Underneath the image, click on “View Insights.” 
3. At the top, you’ll get a snapshot of four key metrics: likes, comments, shares, and saves.  
4. Scroll down further, and you’ll see your Reach (how many individuals saw your post) and 

Impressions (how many times in total these individuals saw the post). 
5. There’s also Discovery metrics, where you can see how many people who weren’t 

following you saw your post. This is a really interesting metrics that lets you see how 
often you’re getting in front of new eyes.  

 
But that’s really it. That’s all Instagram currently offers in the way of metrics. So, if you want to 
look at the data over any length of time, you’ll need to compile all of it yourself.  
 
At Poetica Marketing, we like to make spreadsheets of the data we collect so we can go over 
performance with clients. If you’re not using a third-party reporting app, it’s a very good idea to 
add your Instagram metrics into a spreadsheet so you can get a quick historic snapshot 
whenever you need one.  

LinkedIn 
LinkedIn has tried to simplify the metrics experience by splitting everything into multiple pages, 
but this has resulted in more difficulty by requiring additional clicking. If you feel confused at first 
glance, don’t worry. We have you covered.  
 
As always, you’ll want to access the platform through a desktop browser. Then: 

1. Go to your Company page.  
2. Click on the Analytics tab at the top of the page.  
3. Click Updates. Scrolling down will give you a snapshot of your previous posts and their 

basic analytics.  
4. Click on the blue Export button at the top of page.  
5. In the popup window, pick a date range and then click Export.  

 
Fortunately, LinkedIn’s reports are relatively easy to read, so we won’t go into more detail here. 

Twitter 
Twitter’s metrics are easy to get to—from a desktop.  
 
Here’s how: 

1. Log into your account.  
2. Click your profile image on the right side of the screen.  
3. In the dropdown menu, select Analytics.  

 
The resulting screen looks a little chaotic at first. What you’ll get is a 28-day summary of tweets, 
impressions, profile visits, mentions, and followers. In addition, you’ll get a snapshot of each of 
the last few months.  
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What you’re most interested in reading about is individual tweet performance—that’ll give you 
information on how you’re performing on a tweet-by-tweet basis.  
 
To get that: 

1. Look at your most recent month and find the “Top Tweet” section.  
2. Click the View all Tweet Activity link. The resulting page will give you even more detailed 

information, but it’s not good enough. 
3. In the Tweet Activity bar at the top of the page, click the calendar button and select a 

new date range.  
4. Click the Export Data button.  

 
This will result in an Excel file download with lots of information in it. The columns you should be 
most interested in are E through K: 

● E (Impressions): How many times your tweets were seen 
● F (Engagements): How many times people interacted with a tweet in some way (clicked, 

liked, shared, commented, etc.) 
● G (Engagement Rate): Engagements divided by impressions. Essentially, this is a 

percentage of how many impressions turned into engagements.  
● H (Retweets): How many times your content was shared.  
● I (Replies): How many times people commented on your content. 
● J (Likes): How many times people Liked your content.  
● K (User Profile Clicks): How many times people clicked on your profile to learn more 

about your business.  
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Part IV: Technical Elements 

Finding Value of Social Media in Your Site Analytics 
One of the best ways to measure social media’s value is through your site traffic. Afterall, if 50% 
of your web traffic is coming through social media, wouldn’t you want to know that?  
 
The go-to method for tracking this sort of information is Google Analytics. If you haven’t heard of 
Google Analytics, don’t fret. There’s a good chance your web developer has. Google Analytics 
is the industry standard for website metrics—and it can provide some key insights into how 
much traffic is coming to your site through social media channels.  
 
If you haven’t set up Analytics yet, don’t worry. It’s pretty straightforward.  
 
Straight from Google itself, the steps are: 

1. Create or sign in to your Analytics account: 
 Go to google.com/analytics 
 Do one of the following: 

 To create an account, click Start for free. 
 To sign in to your account, Click Sign in to Analytics. 

2. Set up a property in your Analytics account. A property represents your website or 
app, and is the collection point in Analytics for the data from your site or app. 

3. Set up a reporting view in your property. Views let you create filtered perspectives of 
your data; for example, all data except from your company’s internal IP addresses, or 
all data associated with a specific sales region. 

4. Follow the instructions to add the tracking code to your website or mobile app so you 
can collect data in your Analytics property. 

Once Analytics is set up, it’ll start collecting data. It won’t be able to track web visits from the 
past, but it will be able to help you analyze all of your future web traffic.  
 
We won’t get too far into Google Analytics in this ebook, but here’s a primer on checking how 
much of your web traffic is from social media: 

1. Log in to Google Analytics.  
2. In the left sidebar, click Acquisition.  
3. In the dropdown, click All Traffic.  
4. Click Source/Medium.  

 
Note: This is only one of many ways to check your social media traffic! 

http://www.google.com/analytics/
http://www.google.com/analytics/
https://support.google.com/analytics/answer/1042508
https://support.google.com/analytics/answer/1009714
https://support.google.com/analytics/answer/1008080
https://support.google.com/analytics/answer/2587086
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UTM Codes: Proving the Power of a Post 
One of the most powerful tools you have at your disposal are UTM codes. Consider this: Let’s 
say you want to track how much traffic reaches your website based off a link in a single 
Facebook post. You can do that with UTM codes. UTM codes are nothing more than a string of 
characters you add to the end of a link to help you track that link’s performance.  
 
They look a little something like this: 
 
www.poeticamarketing.com?utm_source=Facebook&utm_medium=social_post&utm_camp
aign=GA_UTM_example 
 
The first bit of that link should look pretty familiar. It’s just a normal web address, right? 
Everything after that is code to help your analytics understand how people are reaching your 
site. Before we break down that specific code, however, let’s talk about how the code gets set 
up.  
 
There are five potential layers, but it’s generally advised to use at least the first three. The five of 
them are: 

1. Campaign Source (utm_source). Used to identify the platform a visitor is coming from. 
Examples: Facebook, newsletter name, search engine. 

2. Campaign Medium (utem_medium). The medium the link is in. Examples: Facebook 
post, email, cost-per-click.  

3. Campaign Name (utm_campaign). Used to identify a specific product promotion or 
strategic campaign. Example: social_media_campaign 

4. Campaign Term (utm_term). Used for search engine-based paid search campaigns so 
you know which keywords perform best.  

5. Campaign Content (utm_content). Used for A/B testing. Example: Testing a link 
embedded in text versus in a button.   

 
So, getting back to that confusing bit of code:  
 
?utm_source=Facebook&utm_medium=social_post&utm_campaign=GA_UTM_example 
 
Note that the UTM code starts with a question mark (?) and each layer is separated by an 
ampersand (&).  
 
Now that we have the formatting out of the way, let’s look at what we’re dealing with.  
 
?utm_source=Facebook&utm_medium=social_post&utm_campaign=GA_UTM_example 
 
The utm_source=Facebook means the link was posted to Facebook.  
 
The utm_medium=social_post means the link was posted in a regular post.  
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The utm_campaign=GA_UTM_example means the link was shared in a post about Google 
Analytics and UTM examples.  
 
You can write in anything you want for any of these layers, but aim for consistency—and, if 
you’re working with a team, make sure you’re all working by the same rules.  

Tracking Your Post 
So, how do you check on a post? Here’s how: 

1. Log in to Google Analytics.  
2. In the left sidebar, click Acquisition.  
3. In the dropdown, click All Traffic.  
4. Click Source/Medium. 
5. Sift through the results for your Source/Medium in the UTM code. Once you find the link, 

you can check details like the number of users who visited from the link, how many 
pages they visited on average, and much more. 
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Part V: Finding the Help You Need 
We’ve done our best to pack these pages with the latest information on the biggest social media 
platforms out there, but there’s plenty we simply weren’t able to get into. For more assistance on 
social media—including the strategies to make your brand shine bright—contact us today.  

https://www.poeticamarketing.com/contact
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