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i. Social Media in 2020

Here we are in 2020. Social media is thoroughly 
integrated with both our personal and professional 
lives. It used to be that all your company needed was 
a website and social media was for personal use only. 
The shift is now on being present and active on social 
media channels.
     
Virtually every website has links to Facebook, Twitter, 
and other social media platforms. Hashtags have 
moved	offline	and	are	used	in	casual	conversation.	
Everyone is so connected that thoughts, opinions, and 

recommendations happen in real-time across multiple social networks. Someone is posting 
to Facebook right now, asking for recommendations. Is your name top of mind?
     
Contrary to a common misconception, social media is not a replacement for human 
interactions. It helps to build and maintain more trusting relationships because interaction 
and shared experiences happen instantaneously and more frequently online than being 
with people in person. 

The numbers don’t lie either. Facebook has over 2.4 billion monthly active users (and 
counting)	worldwide.	Yes,	running	into	a	past	client	at	a	coffee	shop	is	a	nice	way	to	
reconnect, but it doesn’t compare to the intentional and far-reaching impact of social 
media. It’s a great tool for encouraging that top-of-mind awareness you want for your 
business and brand.
    
This guide is written for entrepreneurs, independent professionals, and people who run 
their own businesses. Basically, for those who rely on word-of-mouth and referrals to drive 
revenue, and need their companies to have a presence on social media. Let’s get started!
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A. What’s New in This Edition?
There are three new topics highlighted in the 2020 reissue of this social media guide: 
Facebook algorithm changes, LinkedIn search updates, and a big Instagram change. We’ll 
explain each of these and tell you why they’re important and how they may impact your 
business. 

i. Facebook Algorithm Changes

Algorithm changes happen fairly often on social networks and search engines and 2019 
was no exception for Facebook. Coupled with the increased competition of stories in 
the News Feed, this means organic reach and engagement continue to decline. Not 
surprisingly, Facebook continues to diversify its ad network. 

Takeway: In a nutshell, advertising on Facebook is scalable, organic reach is not.

ii. Instagram Topic Channels 

In	late	2019,	LinkedIn	added	new	tools	to	help	searchers	find	the	
right service providers they need. This means freelancers, small 
business owners, and all kinds of service providers can be more 
easily	found.	Not	only	that,	but	if	a	business	notes	on	their	profile	
that they’re “open for business,” users can message them regardless 

if you are connected or not. On top of that, the LinkedIn mobile app allows users to reach 
out to their network for recommendations on how to “Find an Expert.” 

Takeaway:	A	complete	and	active	LinkedIn	profile	can	help	your	business	grow.

iii. LinkedIn Groups Updates

This update is huge. Likes have been considered a measure of social media success for 
years. Trying to rack up likes often comes at the expense of individual user pressure and 
fatigue as they focus on “likes” with every post and feel like a failure if or when the like 
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count isn’t as high as they had hoped. Instagram is changing this dynamic by removing 
likes.	The	company’s	CEO	has	shared	this	change	is	being	done	in	an	effort	to	improve	
users’ health and well-being. While you may still see likes on your account, it’s being 
rolled out in phases across the globe and all users should see it in 2020. This supports a 
message we’ve been communicating for years: Social media “success” is a long-term game; 
awareness is more important than counting clicks and likes. 

Takeaway: “Likes” do not equate success. Engagement should be valued above all.
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ii. why social media is 
critical for your business

_
Social media is a way to stay connected with current and past customers, prospects, and 
friends. It’s not a “silver bullet” that will skyrocket your business, but it is a fantastic way to 
market your business in a friendly, unobtrusive way. How you foster those relationships on 
social media is similar to real-world relationship building. Remember, social media doesn’t 
replace phone conversations or face-to-face interactions; it supplements them. Below are 
some	of	the	top	benefits	of	social	media	for	business	owners.	

A. Increased Exposure
Social media is a great way to get exposure for your brand and your 
business, whether you’re in an industry that has a longer-than-
average sales cycle or one that relies on regular repeat customers. 
Being present on social media means more frequent and ongoing 
conversations	with	your	followers.	Here	are	two	benefits	of	this	
regular outreach:

First,	you’ll	benefit	from	increased	exposure	for	your	brand	through	your	followers.	For	
example, if you’re a real estate agent and you share an article on organic household 
cleaning ideas or you’re an event planner and post 10 tips to hosting a dinner party, your 
followers might share the article with their audiences and you’ll be credited as the source. 
Do this enough times and you’ll start to gain followers just from your audience sharing your 
content with their friends.   

Second, look at increased exposure from a multi-touch perspective. In industries with a 
long sales cycle, the frequency of business you get from one client will greatly vary; it could 
be six months to several years. The number one thing we hear from business owners like 
that is that you would have more repeat business if potential customers could remember 
your	name	or	find	your	business	card	when	they	need	it.	With	a	steady	social	media	
presence, you’re able to stay top of mind throughout the year without being a nuisance.
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 B) Increased Traffic
And	of	course,	with	increased	visibility	for	your	brand,	you’ll	see	an	uptick	in	traffic	to	your	
social pages and website. Meaning, the more quality content you share on your social 
channels, the more interested other people will be in following you to get that same great 
content directly.

In turn, you’ll be able to move them from social media to your website or email and 
eventually	into	qualified	leads.	According	to	Social	Media	Examiner’s	2017	Social	Media	
Marketing	Industry	Report,	88	percent	of	all	marketers	said	their	social	media	efforts	
have	generated	more	exposure	for	their	business,	and	78	percent	of	all	marketers	said	it	
increased	traffic	to	their	websites.	Not	too	shabby,	huh?

C) Touches Across a Longer Sales Cycle
For industries like real estate, mortgage, and insurance, the sales cycle for repeat business 
is a lot longer than, say, a retail business. If someone does business with you frequently, 
they’re probably going to want to stay in touch. But if they work in an industry like those 
mentioned above, they probably don’t want to hear about the services you just sold them 
since they’re no longer in the immediate market.    

This isn’t a bad thing. What it means is that you have to be more creative with your 
approach to social media. The key to your social media approach is to help them 
by providing useful content, not by selling to them. Remind your followers of your 
professional knowledge. That way, you’ll continue to be their go-to person in the future. 
Social media keeps you in the minds of your past clients until they’re ready to buy again.

D) Top-of-Mind Awareness and Recall
Staying top of mind with past clients and customers is so important. With the amount of 
content	we	are	all	consuming,	competition	is	fierce.	There’s	nothing	more	upsetting	than	
seeing customers go to someone else, even though you built a good relationship with them 
in the past. Oftentimes that’s simply because they saw someone else’s business name or 
brand more frequently than yours.      

Today,	we	have	DVRs	to	skip	commercials,	spam	filters	to	hide	things	we	don’t	want	to	
read, and the ability to unfollow people we don’t want to hear from. You have to remind 
people you’re still around, but in a non-obtrusive way. The more you use the megaphone 
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approach to get the word out about your business, the more people tune you out. This all 
goes	back	to	the	concept	of	helping,	not	selling	24/7.

E) Branding Yourself as a Trusted Resource
If you’re not going to talk only about your business, then what are you going to talk about? 
Good question.      

You’re a smart person with a wealth of information and experience to share. For example, 
if you’re an insurance agent, rather than always talking about new policy guidelines, share 
articles about road trip ideas and things to do with your family this summer. If you’re an 
interior designer, share tips for ways to decorate on a budget 
or various uses for an Ikea bar cart.

When someone is ready to do business, they want to know 
that you’re current on industry updates and using the best 
practices to get the job done. But before and after that time 
comes, there’s probably not a lot of interest in your industry-
specific	information.		 	 	

By talking about topics that are relevant and related to your 
business, you’ll keep your audience’s attention and continue to 
brand yourself as an industry expert.

F) Boost Your Referral Business
Referrals are a customer’s best gift to you because they’ve done all the hard work. They 
have existing trust with someone, they know what that person needs, and they already 
know	a	qualified	professional	who	can	meet	that	need.	(Psst—that’s	you!)	

Much like building up a good prospect and client database, it takes time to get those same 
people to follow you on social channels. And once they’re connected to you, be sure to post 
interesting content and engage with others. Soon enough, you’ll see people asking for your 
help or previous clients tagging you in posts from friends asking for recommendations.

For	those	with	doubts,	social	media	does	work!	It’s	a	faster,	easier	and	more	cost-effective	
way to keep you top of mind with the people who count. Social media is a way to increase 
your word-of-mouth reach to help grow your business and get more referrals.
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G) Social, Relatable 
Business
While there are many reasons to maintain a social 
media presence, one of the most important goals is 
to become a social business. At the core of all social 
networks is the person-to-person communication 
that mimics real life, even if face-to-face interaction 

isn’t taking place. Becoming a social business makes you approachable and relatable; 
people want to have a relationship with a business they like.

Social networks aren’t as rigid as they once were. Online relationships are ingrained in our 
lives and more personal than ever. Turning your static social media pages into something 
people converse about and bond with is what becoming a social business is all about. 
Whether it’s tweeting Southwest Airlines to ask a question about ticket rescheduling or a 
local restaurant commenting on an Instagram photo you posted of your meal, these micro-
interactions add up in a big way.
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iii. Getting started with 
social media

_
By	now,	you	get	it.	Social	media	is	here	to	stay,	has	some	impressive	benefits	for	business	
owners, and is easy to do once you get started. But how do you start?

The challenge with getting started on social media is that most of the time, people don’t 
know	why	they’re	doing	it	in	the	first	place.	Sure,	now	you	know	what	the	benefits	are	from	
the previous section, but what about the real “hows” and “whys”?

From channel selection to goal setting and content calendars, we’ll explain how you can 
start turning your business into a social business. 

We’ll break this down into a three-step process:

Step 1: Start Small, Be Picky and Educate Yourself 
Step 2: Set Goals and Objectives 
Step 3: Develop a Strategy, Tactics, and Calendar

There are two things you should keep in mind while going through this process:

1. Take it One Step at a Time: It might seem like a lot of work, but in reality, social media 
should be an extension of your real-world self, but online. If you still feel overwhelmed, 
there’s no shame in asking for help, and there are lots of resources available.

2. Have a Game Plan: Make a plan before you get started. It’s a lot easier to keep on 
track and to stay motivated if you have a blueprint to follow.
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LinkedIn

As of the end of 2019, there were more than 660 million registered users. 
Of those, 303 million are active monthly. That’s a lot of active professionals. 
Think of LinkedIn as your professional Rolodex and résumé combined. 
At	its	core,	you	have	a	profile,	much	like	you	would	find	on	a	corporate	
website. But unlike a website, it’s fully interactive, so you can keep in 
touch with industry friends and clients and, more importantly, have the 
best presentation for your professional expertise possible. You can build 
authority for your brand through, publishing original content, posting 
videos, and sharing applicable content from other professionals.

Twitter

Twitter is an online news and social networking service where users send 
short messages, or tweets, out to the world. If you have an opinion on 
something in the news or pop culture, you can tweet it. If you’re extremely 
pleased with the service at a restaurant, you can praise them directly. If 
you’re looking to hire someone, you can let people know. And as Twitter is a 
rapid pace platform, this communication goes both ways. People can reach 
out to you and start a conversation or comment on your activity.

Facebook

Facebook is, for most people, THE social network. It is the largest, one of 
the most established, and the template for most social networks that came 
after it. Originally started as a way to replace the yearbook and keep up with 
friends in college, it has turned into millions of people’s primary hub for 
their online social life. Facebook has evolved into the most popular network 
to help your business grow through referrals and word-of-mouth. 

Step 1: Start Small, Be Picky, and Educate Yourself
While there is a multitude of social media networks, you don’t have to join all of them. In 
fact,	it’s	in	your	best	interest	to	keep	the	list	small	and	focused	at	first.

i. Overview of Social Networks
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Instagram

Similar to Facebook’s News Feed, when you open Instagram you’ll be able to 
scroll through a feed of photos from the accounts you follow. While it’s only 
been around since 2010, it’s a wildly successful network with more than 1 
billion monthly users. And get this, of those 1 billion users, over 400 million 
are active daily. What’s more, 200 million users a day visit at least one 
business	profile,	showing	yet	again	that	social	networks	are	a	place	where	
your customers are and your business should be.

Snapchat

Snapchat is one of the fastest-growing social networks, especially with the 
25-and-under crowd. It’s estimated to have 300 million monthly active users 
worldwide sending over 3 billion snaps per day.   

Major corporations like the NBA, Starbucks, and National Geographic use 
the	platform	to	share	videos,	filters,	and	news	stories	that	are	updated	
daily. Celebrities, fashion designers, and athletes are using Snapchat to 
share behind-the-scenes videos and stories to engage with their fans and 
followers in a more interactive way.

TikTok

Described as a combination of Vine, Twitter, and Instagram, TikTok usage 
exploded in 2019. While the clientele tends to be younger than other social 
media platforms, this too can be used to promote your business. If your 
customers and clients are the types that gravitate more toward casual and 
less polished content, check out TikTok. Finally, TikTok has only just started 
testing and exploring paid advertising, so keep an eye on changes in the 
future. 
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Remember, start small. How this could work: 

• Set	up	your	LinkedIn	profile	over	the	weekend,	and	spend	a	week	connecting	to	
your friends, both professional and personal.

• You’re likely already on Facebook, so building out a business page is an easy and 
important next step. 

• Download	Instagram	and	create	a	profile.	Every	time	you	share	a	photo,	consider	
selecting the Facebook option to post there too. 

• Spend the next few weeks posting content to each of these networks while 
continuing to add new connections and followers.

• Pretty soon, it’ll be a 10-minute daily routine, and you’ll have an active, social voice 
for your business. 
 

Real Estate Example to Help You 
Visualize Step 1
 
As a real estate agent, I know that being on Facebook and Twitter is my best 
bet for keeping in touch with my past clients. I also know that with a Facebook 
business page, I can easily invite my email contacts to “like” my page, thus 
opting them in to see my updates in their Facebook News Feed.  

I	also	keep	in	touch	with	a	lot	of	loan	officers	and	home	service	contractors	
across	town,	so	finding	them	on	Facebook	and	LinkedIn	is	a	good	idea	for	
future business referrals. When I meet new people, connecting with them on 
social networks is part of my follow-up. I know that while they’re not ready to 
sell or buy a home yet, someday they will be. That’s when I want to be top of 
mind for them.
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Step 2: Set Goals and Objectives

“People buy from people who they know, like and 
trust. Becoming one of those that others know, like 
and trust ... that’s the point of social business.”

– Jason Falls, Social Media Explorer 

To reiterate a point that was made earlier: Social media is not something static that you have 
for the sake of having it. Social media takes your personal and professional relationships to 
the next level of engagement through an online medium. Remember, your best source of 
new business comes from people who have already worked with you, so treat these online 
encounters just like you would if you ran into any of your connections at the grocery store or 
airport.    

Social media is much like getting ready for a vacation. Having a clear destination and 
schedule in mind makes the trip a lot easier and more enjoyable. You know what the 
potential outcomes are for your business, and you know what social media channels are out 
there and which ones you want to use initially. Now it’s time to set your goals and objectives.

Goals:

Set a few goals right away so you know what you’re aiming to accomplish. If at any point 
you’re unsure about something, you should ask, “Is this task helping me reach my goals?”

Objectives:

Your	objectives	should	be	more	specific	and	measurable.	So	while	“increasing	sales”	might	
be	a	good	example	of	a	goal	statement,	the	more	specific	objective	would	be	“increase	
sales by 15 percent from the previous calendar year.”
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Loan Officer Example to Help You 
Visualize Step 2
After focusing on Facebook and LinkedIn over the past few weeks, I’ve 
consolidated many of my past clients and other industry professionals on 
Facebook. By setting up my LinkedIn account, I’m now following people who 
keep me updated on relevant industry news.

The Goals I’ve set for my business are singular and clear: 

1. Connect with past clients on my Facebook business page.

2.   Find and follow my past clients on Twitter and Instagram.

3.   Increase referrals to my business. 

My Objectives are built from my Goals and are specific and 
measurable:

1. Invite all of my 400 email contacts and my Facebook friends to like my 
business page until I have at least 200 page likes.  

2.   Let my Facebook fans know that I have Twitter and Instagram 
accounts,	and	find	my	clients	using	their	search	tools.

3.   Calculate how many referrals I get per month and use it as a progress 
guide throughout the year. 
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Step 3: Develop a Strategy, Tactics & 
Calendar

With the core elements in place, you’re setting yourself up to be a success as a social 
business. Remember, you have to give people a reason to want to stay in touch with you. 
It’s easier than ever to tune out or unsubscribe from the content we don’t want to see, so 
it’s important that you focus on building quality content.

Strategy:

The strategy behind your social media presence is your blueprint. Refer to it whenever you 
need to evaluate what you’re doing or why you’re doing it. If increasing referrals is the goal 
and	doubling	them	is	the	objective,	then	the	strategy	would	be	defining	all	the	elements	
you need to get there. Rather than selling or marketing your business, you’re selling and 
marketing the information that you know will interest your audience. Use this stage to map 
out broader activities, milestones and content strategy.

Tactics and Calendar:

You know that sharing helpful tips and advice with 
your audience is what they’d like to see, so build out 
time	in	your	week	to	find	good	articles	to	share.	You	
know that it’s important to keep up with everyone 
professionally, so cultivating your connections by 
leaving comments and sending messages on LinkedIn 
is a good thing too. Think of the tactics as your to-do 
list; the calendar helps you incorporate it into your 
weekly routine.
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Insurance Agent Example to Help You 
Visualize Step 3 
My target channels are Facebook and LinkedIn, and increasing referrals 
through past clients is my goal. Now I can build out the blueprint for the next 
few months.      

For my Strategy, I know two things: 1) I have a good set of contacts who 
would gladly like my Facebook page and connect with me on LinkedIn, and 
2) I know that since they’re current policyholders, they probably don’t want 
to hear about policy discounts or my parent company. That means I need to 
find	out	what	they	do	like	to	hear	about.	

Since I’m in insurance, I know a lot about homes, cars, and health. Knowing 
this, I can share content that can help them around their homes, tips for 
proper auto maintenance and fun things to do in my area. This information 
helps my audience and isn’t a hard sell to them.     

The Tactics I’ll use to execute this Strategy will be easier to manage if I create 
a consistent calendar. Here’s what I’ll add to my calendar as recurring events 
on a weekly basis:

Sunday, 7–7:30 p.m.

• Invite more friends to like my page on Facebook.

• Find a few helpful articles from HGTV, Pinterest and DIY blogs – for example, 
quick	and	effective	at	home	workouts	and	local	events	to	check	out.

• Schedule these posts on Facebook and Twitter throughout the week.
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Monday, 7–8 a.m.

• Share one of my DIY blog posts to my Facebook page.

• Find	five	people	who	tweeted	interesting	things	in	the	past	few	days	and	
either reply to them or retweet their posts.    

• Write and publish a new blog on LinkedIn’s publishing platform about my 
favorite road trip tips.

• Add	five	new	people	to	follow	on	Instagram	and	scroll	through	to	like	a	
few photos.

• Take a photo of the birthday cake someone brought into work and post 
to Instagram.

Tuesday, 9–9:15 a.m.

• Export	my	email	contact	list	and	upload	it	to	Twitter’s	contact	finder	tool.	
Follow my past clients who are on Twitter.

• Share my new LinkedIn blog post to my Twitter and Facebook accounts.

Wednesday, 8–8:10 p.m.

• Schedule a new post to go out on my Facebook page for the morning. 

• Invite new email contacts to like my business page.   

• Post a new photo to Instagram about the weather and share to Facebook 
and Twitter.
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Thursday, 7–7:10 a.m.

• Follow new people on Instagram and post a photo of something around 
the	office	with	a	caption	and	a	couple	of	hashtags.	 	

• Find	five	people	who	tweeted	interesting	things	in	the	past	few	days	and	
either reply to them or retweet their posts.

Friday, 12–12:05 p.m.

• Take a picture of something relaxing and post to Facebook via Instagram, 
wishing everyone a happy weekend.   

• Pay $5–$10 to boost my Facebook post that links to my LinkedIn blog so 
that it reaches all of my followers over the weekend.

Saturday, 10–10:10 a.m.

• Post	a	link	to	a	fun	weekend	project,	like	how	to	refinish	old	lawn	
furniture for a more modern look. 

At the end of each month, I’ll keep track of how many referrals I got or 
conversations that were started in the previous month. Then I’ll adjust how 
often and when I share future updates with my networks based on my 
analysis. I’ll also take some time to see which of my posts got the most likes, 
shares, comments, and engagement. This helps me understand what people 
want more of and what they want less of. 



We believe every business deserves great marketing. 

At	OutboundEngine,	we	make	marketing	effortless	by	combining	simple	software	with	
a team of experts working on your behalf. We create original content for our partners, 
automate their email campaigns, automatically update their social media accounts, design 
and test social ads, and more. Ultimately, we want them to grow their business and drive 
long-term value from their customers.
     
Our customers know marketing is important but don’t have the time, interest, and 
expertise	to	dedicate	to	it.	That’s	why	we	take	it	off	their	to-do	list	so	they	can	stay	focused	
on what they do best. 
     
Learn	how	OutboundEngine	makes	marketing	effortless.
www.outboundengine.com/how-it-works

iv. Recap and Wrap-up

_At the end of the day, it’s easier than ever to remember to be social. It’s your chance to 
have	quick	encounters	with	people	you’ve	met	over	the	years,	but	with	the	efficiency	of	
doing it all at once. This isn’t a megaphone for your business; this is you, a savvy business 
owner, helping out friends and clients with interesting, relevant information and content 
they want to read. This keeps you top of mind, professionally branded and closer to your 
goal of increasing referrals and sales.

v. About Outboundengine

_

98	San	Jacinto	Blvd,	Suite	1300	|	Austin,	TX	78701
512.782.9983	|	info@outboundengine.com

http://www.outboundengine.com/how-it-works

