>>Alexa Elliot:
Hi, everyone.  Welcome to this National Small Business Week Virtual Conference Webinar brought to you by the SBA, SCORE, and Vistaprint.  My name is Alexa and I'm a webinar producer at SCORE and I will also be the moderator for this webinar session.

We are joined by Sarah Nunes, Director of Brand Communications and Activation with Vistaprint who will be presenting Creating and Sustaining a Strong Social Presence.  Before I turn the session on over to Sarah I would like to make mention of just a few housekeeping items.  This webinar will last an hour.  The session is being recorded and a link to the recording and the presentation slide deck will be e‑mailed to all participants.  We have set aside time for Q&A at the end of today's presentation as well, so if you have any questions, please submit those using the Q&A box located on the left‑hand side of your screen.  Please use the same box if you experience any technical difficulties and need assistance.

We would like to begin Creating and Sustaining a Strong Social Presence.  Hi, Sarah, welcome.  Thank you so much for joining us today.  I'm going to go ahead and turn this session on over to you. 


>>Sarah Nunes:
Great.  Thanks so much, Alexa.  And, hi, everyone, thank you so much for joining. I'm so excited to talk to you about your social presence today, such an important topic and as Alexa mentioned, I'm with Vistaprint.  For those of you who don't know, Vistaprint is a customized marketing products producer, so we create printed products like business cards and brochures, flyers, banners everything you need to market your business.  And my role is Director of Brand Communications so within my purview is all of our social media platforms and content and we've really been focused on building up our own social presence over the last few years.  It's not something that we had really strongly I would say probably 3‑4 years ago and we've really been learning ourselves how do you do this well and how do we continue to support it in a sustainable and impactful way, and how do we know if it's working for us.  And so I'm excited to share with you some of our learnings and also some of the things we've learned from talking to our customers and all the things that they are interested in as they figure out how to be effective on social media.

So today we are going to focus on a few different things.  I will talk a little bit about, you know, why be on social media, what can you accomplish there, how you focus on your audience, figure out who it is that you are speaking to, how you create posts that are engaging that people want to interact with that make them want to come and see more of what you are doing.  I'll get into paid posts and measurement, which is a little more of an advanced section and I won't go too deep into it but I do think it's an important thing to cover especially the way that social works today and we can definitely talk more about that in the Q&A if you have questions and then wrap up with just a little template for how to think about creating a social media calendar.

So why be on social?  It feels right now that everybody is on social and they may be but it is ‑‑ there's a lot of really great benefits to focusing on a social presence and right now when I say social, I’m talking kind of broadly, there's a lot of social platforms and we'll get more into how you think about those platforms differently, but for the purposes of where we are now we are just thinking about being on social media.  It can be just as important as having a website.  It's a great way for people to find you.  It can be lower‑cost form of advertising either through paying to put posts on social or just through the word of mouth that you can generate through a community of fans that you've built or through customers you turn into brand ambassadors.  What they say about you on social can travel really far and can be a great brand builder for you and a great sales tool for you.  

It's also a great way to drive traffic to your site and whether it be for education, information, get to your blog posts, or to get sales to drive to your site to drive sales it's a great way to reach people.  And it is a great medium for getting feedback to better understand your customers.  It's becoming a really popular way to have conversations with brands and so you can learn a lot about what people are talking about and what they are saying to you when they are on your social media platform.

A couple of caveats that I want to throw out there if you don't have a social media presence yet, there is time and effort required to doing this well and it's something that you want to think about as you think about how much time you do have to spend and what you can contribute.  You also want to think about whether or not you can put any dollars behind this.  The way that social algorithms are changing it's getting harder and harder to be seen as a brand or as a publisher if you are not paying to be seen, even when people are following your page.  And so it is something to think about that you most likely will need to put some dollars behind what you are putting out there to make sure that it gets visibility and it shows up in people's feeds.  

You want to make sure that you can be active on a regular basis whether it's daily or it might depend on what you are trying to accomplish and what you're doing.  It may not be as often as daily but it will be regular and you will need to figure out for yourself what does that look like and how can I make sure that I do that.  There's nothing worse than building up, getting it going, building up a great page and then letting that fall and have people who come to look for that content from you and then they don't find it anymore.  It's just not a great brand experience.  So what's your plan for how you can manage that activity?  

There will likely be some element of customer service or reputation management.  It's a really easy way for people to give feedback and so they will use it.  They want to be talking to you on social, whether it's good or bad and so just think about how you want to manage that and what that would look like for you.  

And then just think about all of the other commitments you have to social media in your personal life and can you do both and how does that look and can you have a good strategy for making sure that you don't post business content to personal and vice a versa.  So you can maintain that professionalism and make sure you are managing it well.

So the first thing if you are starting out that we really recommend is to be very clear on what it is you are trying to accomplish and I would recommend that you really try to narrow this down to one, maybe two main objectives.  You can accomplish a lot of things through a social presence but being clear on what it is that you want to drive will not only help you focus on where you should be but what you should create and how you measure it.  And so it does help you create that rigor so you know if you are being successful.  And that is important especially if you're devoting time and dollars to this.  You want to make sure that it's working for you.  

So, you know, here's a list of the few objectives, it could be to create broader brand awareness, it could be to drive traffic to content on your site or to drive direct sales.  It could be to create a community or advocates who can help do marketing for you through word of mouth, or it could be that you just want to use it as a form to address customer service concerns because everyone else is doing it.  You know, yes, it may feel like everyone else is doing it and we definitely feel like it's important to be on social, but beyond that that's not really a reason to do it.  If it's not right for you, it's not and it may not be, so you really want to be specific about why you are there.

At Vistaprint we have two main objectives.  And the first is to drive traffic to our site and so we will get into measurement later on that but we have specific metrics that we track and ways that we optimize our content for that.  And the second is to create engagement with our brand.  We look at how we are seeing action on our actual posts and on our actual pages to do that.  And for us those all ladder up to broader brand perception and objective around how we are being seen to our customers and what kind of brand we are to them and how we are able to help them with their needs and with their pain points.

I'm going to do a quick overview of the social platforms.  I'm sure you all know what all the social platforms are but I'm going to frame this section to be more around how you might think about using these platforms and what each one is best for.  

So these here are the four most popular social platforms, Facebook being the most popular.  If you are not on Facebook I would say this is a great place to start.  It is the most popular; you can do almost anything on here.  You can share all kinds of content.  It's a great place to share information, so it's a really versatile platform.  I will say one of the challenges is that is also one of the hardest places to be seen because everybody is on here and so this is the place where paid strategies will make a lot more difference and just getting that organic reach will be really challenging.  

Twitter is good for those kind of quick updates, if you just have a change to a product or something that changes daily and you just want to share them out quickly and people can just have that in their feed and kind of know every day or whatever that cadence is what that update is.  It is not great if you want to have an in‑depth conversation, if you want to ‑‑ you can share videos, you can share long-form but people have to click off the platform.  It's a little bit more challenging to do that.  

Instagram is a very visual platform and so if you have a very visual business or product, it's a great place to post those.  It also is not as commercialized as Facebook and Twitter and so you do have a little more ability to be seen here without putting as many of the dollars behind the post.  But the challenges with Instagram is it really is for images and so if you want to give out information about your business, if you want to show links, if you want to create ‑‑ provide some sort of long-form content, that's really challenging to do in this platform.  

And then YouTube, of course, great for videos.  YouTube is a really effective search engine and so it is a good one to think about as you think about how you get found on the Internet.    If there is something within your business that lends itself to educational instructional videos you can use it for customer testimonial or inspirational stories.  We like to think of this as a really good way to host things, a good hosting platform and then you can leverage that across other platforms.  It's fairly simple to do.  You could have a more specific YouTube strategy if that made sense for your business or you could use it as a hosting platform.  

And we would definitely recommend that you don't try to go out and tackle all four of these at once.  You really pick one to start with and get a sense for how it works for you and how you can manage it and then you think about do you do the same content across multiple platforms, do you have different strategies, what does that look like so that you can make sure you are being the most effective in whatever it is that you are doing.  

The next slide is sort of the more niche I would call social platforms that are really more targeted.  So Snapchat definitely has sort of an audience age attached to it.  It's not great as a brand builder because it's not as long term, but if that's where your audience is, you know, that's what they are engaging with, then it's a good place to be.  

Pinterest, as well, there is a specific type of person who engages with Pinterest and so if you have a product that lends itself to that type of content, it works really well.  

And LinkedIn is really more for that credibility, authority building, here is again where I would want you to make sure that your customers are on there.  You probably have great connections on LinkedIn but would your customer see that content, would it be valuable to them as you are posting more of this thought leadership or long-form articles.

So once you have evaluated the platforms, the next important thing to do is to think about who your audience is and who you are posting for.  And a lot of you probably know your audiences really well.  You've built your businesses with them.  You definitely want to keep them in mind as you are creating your post and sometimes was helps is to create a fake persona so a little description, you can give them a name, talk about some of their key demographics, what's important to them, and sort of have that as your litmus test as you are creating content.  So if you've created a persona for Joanna, you can think about oh, and I just made up that name, but you know, oh, would Joanna would be interested in this content, would with this be something that would be valuable for her and you can think about her more as a person and sort of just black face customer out there who may not mean anything.  

It's really good to have a good sense for your key customer demographics, you know, what are their ages, where do they live, what do they like, what are their roles, what are they trying to accomplish, where are they, are they on social media?  Which platforms are they on?  What kinds of media do they engage with?  

And then one of the questions that we focus on a lot is what are their struggles, what are their pain points?  This is really I would say a great place to focus because you can be helpful.  You can help someone find a solution to something whether it is with your product or not and create that bond and create that relationship and really add value and that just helps create that customer loyalty.

If you feel like you don't know that much about your customer, there's lots of ways to get to know them better, so obviously you can talk to them and you can do it in a very casual way, right, just hey, how is it going, do you live around here, oh, do you have any kids.  Just sort of, you know, chit chat, but really in the back of your mind you are taking note and you're building out that persona.  You could even be more specific like hey, I'm thinking about launching some social presence, do you follow brands, where do you go, are you on Facebook?  Just sort of in a casual way.  You can do it either in‑store or if you don't have a brick‑and‑mortar, is there a market or a tradeshow that you attend where you get to meet customers and have those conversations?  

You could go a little bit more formal and do a survey on your website or on a social channel to see if you can get more formal feedback.  You can see if there are reviews, what other people are saying about your business, there's lots of different ways to get at it, but the best way is really to just have those conversations.  And I'm going to show you here you can once you have the social presence you can definitely see some of this data within the platforms.  

So this is Facebook and you can see in this People section under Insights that Ben, whose page this is, has most of us followed are women, they live in the United States, it just gives you some of that basic demographic information, which is helpful if you know most of your followers are women, that might change what you are posting or what you are talking about.  

Twitter will actually give you a little bit more broader information, interests, types of buyers that can be helpful as you think about how you reach customers and what you talk about.  And then Instagram also has some of that basic demographic information.

If you are across a few different platforms it could also be interesting to see, hey, do I have people of a different age following me on one verses the other or in a different locale.  There may be some platform specific data around your customers that would be interesting for you to think about.

Okay, so we talked about the platforms and we've talked about customers and how do you think about creating your posts?  The way that we like to think about it is it's sort of this sweet spot between what we want to talk about, right, what we want to say, we want to talk about our products, we want to talk about, you know, our sales, we want to make sure our customers kind of know what's going on with us and what they want to hear which is more around how we can help them specific to their needs, our customer specifically really want to know within their industry, within their function very specifically what do I do, how can I use you or not use you to accomplish these goals.  And so we try to look at what's in the middle there?  What can we talk about that is interesting to our customers and is also beneficial to us?  And we will sometimes make the decision that hey, you know, what this is not really something that Vistaprint has the ability to help with, but it's something we know is really important to our customers so we are going to talk about that.  We sometimes will do things around how to think about SEO, we have an example of that later because we know that's an area that's really challenging.  We don't really have many tools to help with that but we do, you know, feel that because of how many customers and small businesses we work with we have a good sense for their needs and we have a responsibility and a role to play in that.  And so it's up to you to determine how much of that is self‑serving and how much of that is, you know, really brand building and really customer oriented.  

And it is something that you can test and you can learn as we get into the posting and the measurement around what does work best and how do you keep it interesting and engaging.  

So there's a few different categories that we think about when we think about the types of content to create.  So one is inspirational.  This one happens to be in product inspiration so here's a way to use our business cards as a product tag in case you needed a fun way to package a product.  But we will also do stories of small business owners who've overcome challenges or who are giving back in a way to be inspirational that's beyond the product, and a way to really celebrate and support the small business community.  So you can think about inspiration on a little bit of a spectrum.  

Definitely product and business information.  This post is specific to a new product launch that we were doing around a monthly subscription box, but we will do things where, for example, we had some feedback that we had banner stands that were really difficult to put together.  People couldn't figure it out and so we made a video on how to put them together and shared that out.  So what is the information that they need, what's missing, how can we help them understand our products, understand how to make the best use of them, help them understand how to get the right product for them and then use it so it doesn't go to waste.  So we look for a lot of feedback around what are those pain points on the product front and how can we provide that support within the social space that can be more helpful and effective.  

Sales and promotions, of course, right.  That one’s a little bit of a no‑brainer.  It's a great place to advertise if you want to get the word out about an upcoming sale.

And then more on the educational space, so we create a lot of content that is more long form that's really focused on those [indiscernible] when is focused on search engine optimization actually.  But really what are those pieces of information that customers need and we really do try to balance between articles and visuals and videos just to keep it engaging and to sort of not be posting the same type of content over and over and over again, so that doesn't get stale.

How do you create the content?  So I think a lot of people ‑‑ we hear a lot of times well, I'm not a designer; I don't really know how to create something engaging.  And when we started out at Vistaprint we actually didn't have designers working on this either and so we started to kind of learn as we went, but you don't need to be a designer.  Really this is a way for your customers to learn about you so as authentic and genuine as you can be the best that is, the better that is.  So even just phone videos or photos of your work, of your product, of things that you are doing behind the scenes, those are great.  Sharing content that your customers are sharing can be a really fun way to create engagement.  It highlights a customer.  It brings them into the spotlight and it demonstrates your support that you are paying attention, that you appreciate.  So if they are sharing content about your products that's great for you to reuse and it's a great little marketing ad for you that you didn't have to create.

You can purchase stock photography; actually you can get it for free.  There are companies out there looking for ‑‑ if you are looking for higher‑quality photos, I personally would caution against using this, yes, sparingly, but maybe even at all because it doesn't really look authentic and between you and me, Vistaprint does this and we are really struggling with a way to get away from it.  You saw in the last picture, that was definitely a stock photo.  We'll go back so you can see it.  Now my ‑‑ I was going back in the wrong direction.  But I'll go forward now, so you can see it.  Again this is a stock photograph and it doesn't look personal, it doesn't look genuine.  It's a level of quality that we as a brand feel like we need to achieve but we haven't solved for us the problem of getting away from stock photography.  I think if you don't need to rely on it, I would definitely recommend you don't so that maintain that genuine connection.

Canva, if you have not used it before, is a really great site for design.  It's really easy to use design tools online and so if you wanted to play around and try and create something that was a little bit more design elements to it that is a great way to do that very easily.  And then you can always do things that are not very design heavy like a giveaway or a contest, fans and social folks love those things and it's a great way to generate engagement and get broader visibility.  

And then you are an expert in your space so when you have something good to say about that, that's a great way to create content for you to demonstrate that expertise and share some knowledge and create that in a way that will drive people to engage with you and to potentially click-through if that's what you are looking for.

I touched on this earlier, but it is very likely that if you are on social you will get customer service comments.  And I do think it's important for you to think through how you want to approach those before that happens so that you are prepared.  It's fairly easy on the positive side, right.  I do think it's important that you do engage with those, recognize them whether it's just liking them or posting a quick thanks, we really appreciate it.  It just shows you are focused, you’re present, you’re engaged and people like to feel that their comments are recognized and would just engage others and motivate them to share so it can be a nice self‑fulfilling prophecy.

It's a little bit more challenging on the negative side and I think it's a place where it's really hard to potentially let it go but it's a really important skill to have.  You do not want to engage in a social battle with someone over a negative comment that they left.  It will just lead you to nowhere good and can spiral out of control.  So either ignore it, if you just really ‑‑ this is way out of line and I just can't bring myself, just ignore it.  Or, you know, just say something like, thank you for the feedback.  End of discussion.  Acknowledge that it was posted but don't engage, or if it really is something that you feel like hey, this is really good feedback and we should make some changes then say that.  I think that is ideally the best case scenario, but there will obviously be comments that you don't agree with.  

Also though don't delete them.  People will come back and they will look and if they see that something has been taken off, that makes you look like you’re hiding something and you, again, being as genuine and authentic as you can on social is really key.  So unless it's defamatory or libelous or the language is really inappropriate, you don't have to agree, you don't have to respond, but you need to leave it.  The great news about social though is everything is transitory, and so it will get pushed down and it will not live on for long.

Alright, so now we are going to get into paid posts and I will say if you currently don't have a social presence and you're just getting into it, don’t focus on the paid posts yet.  Really build up your content, get your friends and your family to follow you so that when you do start putting things out there, there is something on your page for people to engage with and they’re not coming to a page that has one post and then there’s nothing more interesting for them.  So start without paid.  And see how it goes for you organically, see what kind of engagement you get, and then when you are ready think about how do you start to put some dollars behind this and what does that look like.  And putting dollars behind it doesn't have to be a lot.  It's something you’ll have to play with to understand what works for you but I would say you could start with $25‑50 roughly.  But putting some dollars behind your posts will make a big difference in terms of how much reach you have, who sees it, who interacts with it, how much engagement, and there are two ways that you can do this.  So you can boost a post, which here is the number one owned social media profiles, which means that more of your page fans and followers and their friends will see your post.  So, again, it’s not guarantee they will see them just because they follow you.  Facebook is in business to make money and so they do look for you to pay.  Or you can buy an ad.  And if you buy an ad then you can reach really anybody on the platform.  But then, you know, your targeting gets a little more complicated and you have to really think through who do you want to get to.

So I'm going to go into this a little bit more.  So this is two examples of posts that we boosted.  So this is our own social Twitter post and a Facebook post.  And you can see, when you’re the business manager, these little buttons to promote or to boost, promote in Twitter, to boost in Facebook.  If you click on -- I'm going to pretend I clicked on the “boost post” in Facebook, you will get the option here to decide how you want to set that up.  So it's hard to do in a PowerPoint presentation but you can choose your objectives.  So this one is defaulting to engagement but you could choose a different objective.  And then you have the opportunity to do some targeting.  You choose how much you want to put against it and how long you want it to be boosted for.  And Facebook will allocate the dollars equally over that timeframe.  So if it's a three day timeframe and you are putting $75 behind it, Facebook will spend $25 each day so you won't get your full reach from that post until that third day is over.  It is a little bit more limited in terms of what you can do just in terms of targeting than an ad is, but it's a great place to start because really, you know, those are the people that already like you, those are the people that will be most engaged, and hopefully their friends will like them too and you can reach some of those people and start to build up that presence without having to get into potentially more money or more complications.

This is the ad -- back-end of the ad manager for Twitter and for Facebook.  And I don't know how easy it is for you all to see this, but the targeting capability here is pretty endless.  As you have probably read recently in the news, there's a lot of data that these sites capture about you.  And so this is where, again, it's really important to know your audience, who you’re trying to reach so that you can be very specific about that.  I would say if you’re going to do an ad, do it because you’re having a sale and you really want to get broader reach.  You can't ask for people to like or follow your page.  That's frowned upon from the algorithm.  So it's not a great way to generate more followers.  It really ‑‑ it should be a revenue-driven activity for you.  That's where I think it would be the most effective versus -- and where the boost could be really effective with that, but also through some of those other objectives we talked about earlier around getting engagement and followers.

It's important to make sure that you are measuring your posts.  You want to make sure that you are being successful and achieving your objectives.  And so you do want to kind of keep track, right, when you put some money behind something, what does it accomplish and is it accomplishing your goal?  And is it hitting your benchmarks?  And you won't know what those benchmarks are until you start doing this but you can start to see how things work and then you can start to optimize your posts to get there.  So the three main social objectives, apart from direct revenue if you are trying to drive to a sale or a click-through rate, so getting people to click-through to a blog or to your site engagement, which is a combination of liked comments and shares and new followers that you gained from your post.  And Facebook will let you ‑‑ this is a Facebook example, but they let you optimize your post for what you're trying to accomplish, whether it be click-through rate or engagement.  And they will somehow, that magic black box algorithm, they will know who to show things to, at what time, to generate those things.  
So if you look at this post here, you can see if you click the click-through rate, it was .9 percent.  So, fairly low click-through-rate but maybe that's good for this kind of post for this brand.  But if that is the click-through rate and this is your post, you could say great, I got .9 percent click-through rate, I really want that to be higher so my target for my next post is 1.2.  What can I do to drive that click-through rate up?  Do I need to make the call to action bigger?  Is it the type of content?  And you can really start to get specific.  Do I target it differently?  So you can learn what drives and creates the performance.

The engagement rate on this post, if you look at that calculation, is about 7 percent. So my guess is this post was optimized for engagement over click-through rate.  That's a pretty high engagement rate but, again, every company and every brand will be different and it doesn't help to measure yourself against others.  It's really about what are you doing, what's working for you and how do you improve against how you've already done and keep improving going forward.  Because the better you get then the more that this platform will be effective for you.  And that calculation is really just you’re dividing the clicks by the reach or the engagement by the reach to figure out those rates which helps you standardize your metrics.

Okay, so those are sort of all the key components of your social media presence.  But the last piece of it is really being thoughtful about how you create an ongoing social media calendar so that you make sure that you are staying focused on this.  You can repost things.  It is a transitory platform; things come and go and sometimes you want something to stick.  You don't have to have brand‑new content every time.  But really you want to pick that platform, where are you going to start, how are you going to focus, make sure you feel comfortable that your customers are there and that gives you the best chance for success.  Think about pick a timeframe.  Is it a month, is it two months, is it a quarter?  What are you going to talk about and how often?  Are you going to post every day?  Do your customers want to hear from you every day?  Can you even sustain posting every day?  What's going to work for you and be interesting to your customers?  And, again, you may want to play with that a little bit.  There's not really a baseline expectation.  I think that no one goes on and says well, they didn't post every day so they must not be into this.  You know, it's really going to be what works for you and what works for your customers.

Think about basically what you want to say.  Is there a platform that works best for one message versus another?  You know, sometimes putting the same message across multiple platforms is great because it reinforces what you’re saying and helps that message to stick.  Sometimes you may have really engaged customers and they don't need to see the same thing over and over again because they’re seeing it once and they got it.  So, again, it's really important to think about how are you leveraging those platforms and how are you making sure they’re working for what you want to say.  
Make a physical schedule.  We plan out a month at a time at Vistaprint and we literally put down this is the post on this date, this is what we’re going to say so that we know ahead of time okay, do we need to get creative for that?  Do we need to create a photo shoot around this or whatever it is?  It may be you are like it would be really great for my customers to see packaging things, but we only do that, I don't know, every other week.  I'm completely making this up.  So I can’t post about it this week; I have to post about it next week and I need to do some planning to make sure I can get good footage of that.  So it is just helpful so that you know what you need to do and when you’re not scrambling at the last minute and you can plan your time accordingly and fit it in with all the other billions of things that you're doing every day.

And then, you know, like I just said, create those assets, put the planning in, doesn't have to be super high quality.  Just focus more on making it real.  And then once you’re ready, start to target and boost those posts so that you can really start to get the most value you can out of these platforms.

That is my quick rundown on social media and now I'm happy to take any questions.


>>Alexa Elliot:
Okay, Sarah, thank you so much.  We will go ahead and start the Q&A portion of the webinar.  I'm going to be reading chat questions that have been coming in and are continuing to come in.  Please note that if we do not have time to get to your question during this segment, I encourage you to connect with a SCORE mentor.  Mentors are available today in the Mentoring Hall, they also can be accessed online at www.SCORE.org.  We will do our best to answer as many as we can in the time remaining.  So with that, let's go ahead and jump into these questions.

Sarah, our first question, it comes to us from Kathy.  And Kathy says that she's already made a poor impression on Facebook and do you have any suggestions on how to repair this.


>>Sarah Nunes:
Sure.  I'm sorry to hear that, Kathy.  I know that can be hard and it may feel like you can't repair it but I really do feel that Facebook is a forgiving platform and things get forgotten quickly.  There are so many messages flying quickly through the platform and so people are not holding on.  I would say, you know, really think about if you haven't been who you want to be, you haven't presented yourself the way that you want to on social, who do you want to be?  How do you want to present yourself?  And then just be that person going forward consistently over and over.  And if you stick with that and you’re very clear on how you are going to act and present yourself, I think that poor impression will start to fade fairly quickly and people will move on.


>>Alexa Elliot:
Okay, our next question comes to us from Laura.  And she would like to know if maintaining a social presence is important if you’re offering a service versus a product.


>>Sarah Nunes:
Yeah, I think that's a great question.  And I've seen this question specific to housekeeping and I do think it depends potentially on the service.  And I think it depends, again, on your objectives.  So if you -- let's stick with the housekeeping example.  If you are housekeeper and you’ve got all the business you need and your relationships are great and you couldn't take anyone new if you wanted to, you may not need to invest the time.  But if you’re someone who is always looking for new clients or who feels, you know, that reputation and I know reputation in that business is important, it matters.  I think it's valuable to be on social.  I think it makes you look like a very authentic business.  It sets up your credibility really nicely.  And, you know, it could be you could think about what would be interesting.  Is it some cleaning tips you want to provide that could be useful for people?  It's a great way also then to share, you know, recommendations or great comments that someone might post about you.  If there's a place to do that and they love you as a housekeeper, you know, it's very likely they will.  Even just ways to get in touch with you, if someone's looking for a housekeeper, you know, how do they find you?  Facebook is a great way for them to find you.  So I think it can be useful but, again, I think it's going to depend on what you want to accomplish.


>>Alexa Elliot:
All right, our next question comes from Bree.  And Sarah, she would like to know if you can clarify brand advocates.


>>Sarah Nunes:
Yes, I'm so glad you asked that question, Bree, because I realize that's a little bit of a jargon term.  So, the way that we think about brand advocates are people who are true lovers of your brand.  They love your business, they love your products, they love you as a business owner and they are willing to tell anyone and everyone how they feel.  And, again, a great way and a great place for them to do that is on social media.  And so you can really leverage them to share that commentary and to be that ad for you.  You can also ask them to do a little bit more, right?  Because they have such a high opinion of you, they are great people to say hey, refer a friend and I will give you X dollars off your next product or I’ll give you a free whatever.  There are great ways to leverage them to rebuild that community, to increase your customer base.  They’re the people that just, you know, they’re big fans of your brand.


>>Alexa Elliot:
Okay, Sarah, our next question comes from Louise.  And she’d like to know: For the customers that are not heavily active with social media, what would you say would be the best approach besides the in-person connections, e‑mail or directing to websites to get them more engaged in the incorporation of social media as an avenue to connect with the business?


>>Sarah Nunes:
Yeah, that's a really good question.  I think that is a place where you really want to think about what is that you are offering them on social and is it good enough to get them to connect in.  You know, sorry, I lost my train of thought for one second.  Social is getting to be very prevalent, right?  Very many people are on it and more and more are getting on it.  The barriers to entry are becoming lower and lower and I think even for those people who are a little bit technology phobic, they’re starting to realize that it's not that hard and that they can do it too and everyone else is there.  But I do think some of them may need a little push.  And so if you are able to, you know, start maybe with something that's offline and drive them online.  So, for example, I'm going to make this up.  Hey, you know, we wrote this really great article.  I think you would really love it about XYZ.  Just go to my Facebook page and you can read it.  Or we’re hosting a giveaway.  If you just go onto Facebook and write your name, you can win this product.  What's going to pull them in so that they’re willing to try it?  And once they’re there, it's a lot easier to maintain that engagement.


>>Alexa Elliot:
Okay, our next question comes from Yvette.  And Sarah, Yvette would like to know if they should be putting the social media platforms on business cards.


>>Sarah Nunes:
Yes, absolutely, 100 percent you should be putting your social media platforms on business cards, especially if you’re not on all of them make sure people know which ones you are on.  But even if you are on all of them, it should be part of your advertising bread and butter, you know, basic information about your company, your value proposition, and where you are on social.


>>Alexa Elliot:
Okay, next question comes from Gina.  Do you think an online platform would benefit a vending company, perhaps on a customer service level?


>>Sarah Nunes:
Yeah, I think that's a great question and I think it could.  You know, think about where people might have access to customer service and if it's not something super simple, online platforms, they’re really simple ways to do that.  You can leverage the chat functionality really easily, which is becoming much more used.  You can even just have those conversations in the feed.  You can use social -- it doesn't have to be exactly B2C, it can be B2B as well.  I think it's a very flexible platform.  But, again, I would ask your customers where are they?  Would that be useful to them?  Would that be valuable before you go ahead and do it and make sure it's something that they also agree would make sense.


>>Alexa Elliot:
All right, our next question comes from Merita.  In looking at the data on social sites, do you structure most content to reach the majority of your readers, for example, ages 25‑35, or do you try to build up and reach the next levels, such as age 36‑47?  Where would you advise putting the focus?


>>Sarah Nunes:
I would say if most of the people ‑‑ most of your readers are within a specific age range, focus within that age range because they’re the ones who are there.  So they’re the ones who are engaged, they are the ones who are paying attention, and you want to make sure that they are getting value out of that and that, you know, if there is something that will be different for them than someone else that you are focused on them.  I think it's interesting to think about if you feel like well, actually there's a whole segment of customers that I'm not reaching that I think might be here, is not a place you might try to add or is that a place where you might try a broader base content that you think might appeal to a broader age range and try to push that out?  One of the things I didn't get to, because it's honestly pretty advanced, is there is the ability to ‑‑ it sounds ominous, but it’s not -- to do dark posts, which means that you can post something that does not show up on your feed but gets sent to specific people.  So you could use it as a test to say hey, I think I might want to reach a different demographic.  What if I create something for them and didn't put it in my main feed because I know that there's a specific type of person engaging there, but just target it out to that demographic?  What do I see?  Again, that's getting a little sophisticated.  I think you would also just do it in your main feed and get a sense for how people are engaging.


>>Alexa Elliot:
Okay, Sarah, our next question comes from Laverne.  Can you talk a little bit about the best social platforms and techniques for a business providing a service versus a product?


>>Sarah Nunes:
Yeah, so I don't know that the social platforms that there would be like a best social platform for service companies versus product companies.  I think it's going to depend on what your service is and where your customers are.  So, you know, if, let's say, you are a dog walker, for example, you know, that may be a great place for Instagram because you can post pictures of your walks and your clients would love to see that in their feed quickly and know hey, my dog is in great shape, they’re on a walk.  Other people can also see hey, those dogs look like they’re having a lot of fun, maybe I want to use that dog walker.  But maybe that would not make as much sense for a housecleaner who is a house cleaner who may be posting pictures of clean houses isn’t as engaging on Instagram.  So I think, again, you have to think about what it is that you are offering and where you can provide the most value.  And I feel -- it looks like there's a second part of that question that I'm missing.  Was there a second part to that question?


>>Alexa Elliot:
Oh, let's see here real quick.


>>Sarah Nunes:
It just disappeared out of my feed.


>>Alexa Elliot:
Let me look.  I don't have a second part.


>>Sarah Nunes:
Okay, so I think yeah, I mean, it's a little repetitive, but I think it's important.  It's still going to depend on where you do and where your customers are.


>>Alexa Elliot:
Okay, our next question, this comes from Elena.  Sarah, what would you say is the most challenging subject of social media for businesses?  And she gives an example such as creating quality ads, targeting audiences, spending too much on ads, et cetera.


>>Sarah Nunes:
Yeah, that's a really great question.  From what I've seen, I think one of the most challenging aspects is just maintaining a consistent social presence.  I think, you know, it's one more thing to do on the never-ending list of millions things to do and it can very easily get dropped by the wayside because sometimes you don't see the immediate impact.  You know, you don't get that immediate feedback of hey, I made a sale necessarily.  If someone loved your post they might not even like it on social.  They might just feel that way but you don't actually know it.  So, you know, there is a little bit of belief here that it matters and sort of taking the cues you have and the metrics you have and leveraging them to make sure that you feel like you’re going in the right direction.  But I will say it is also one of those things, you know, it's a long‑term play and so it does necessitate consistently staying involved and engaged.  I think, you know, ‑‑ I doubt that people spend too much because I just think there's not that much money to spend and so I think it's probably not as big of an issue.  I think if you’re targeting the wrong audience you will know that pretty quickly.  Quality ads, again, I think if you are focused on the customer and I think most small business owners know who's buying their products or who is buying their services pretty well.  For me, I feel like it's really going to be how do you just make sure you’re staying consistently engaged.


>>Alexa Elliot:
Okay, Sarah, our next question comes from Carolyn.  Carolyn says that she's used paid posts and she’s been unable to find the names of people who have engaged.  Do you happen to have any suggestions regarding that?


>>Sarah Nunes:
I might need a little bit of clarification on the question.  Unable to find the names within the posts or in the analytics component?


>>Alexa Elliot:
Good question.


>>Sarah Nunes:
You should be able to see, if you are in the post itself and you hover over the little heart button or the like button, you should be able to see the names of the people who have -- and just if you could click into that but you should be able to see the names of those people.  If you're just looking at the metrics in the metrics component of the social feed, you won't be able to see that.  You really have to look at it in the post itself.


>>Alexa Elliot:
Okay, and we can circle back around if she confirms.  Okay, great.  All right, so our next question comes to us from Yolanda.  And Yolanda asks: What is the minimum number of posts you suggest that a company has on its page before asking nonfamily or non‑friends to follow it?


>>Sarah Nunes:
That's a really good question.  I would say, you know, I don't know that there is a specific number but I would say, you know, maybe start with make sure you have 10 roughly.  Enough so that if someone comes to your page, they like a post and they want to scroll down a little bit and see what else is on there, there is some more content for them to interact with.  I don't think it has to be hundreds of things.  People will not scroll for that long anyway no matter how good it is because they’ll get distracted and they’ll go to the next shiny object.  So I’m going to say maybe 10 is a good starting point.


>>Alexa Elliot:
Okay.  Next question is from Natalie.  What would you say is the best amount and length for an ad?


>>Sarah Nunes:
So length, you want to keep it pretty short and to the point.  An ad is really to drive some sort of action and so make sure you have a clear call to action and a clear sort of description of what it is you want them to do.  But I would keep it very simple and really not create a lengthy ad.  People won’t to engage with them.  Think about that in context, if you’re scrolling through your feed and something comes up, what will catch their attention and what’s going to make them stop for literally the one second you will have with them that might make them click.  So image, it may be a title, and a call to action, very, very simple.  In terms of how much money, you can go as little as $15.  I would say start small and see what that does for you because you can always go up, but you don't want to spend money and waste it if you don't need to.  There is a point of diminishing returns.  So there will come a point where spending more money isn’t going to get you better results and you just want to play a little bit to understand what that point is for you.  And you may learn that hey, for this type of ad or this type of post this amount works and for this type this amount works.  So I would say just be a little bit methodical about it.  We also recommend that if you are running an ad, three days is the optimal amount of time to have the dollars behind it.


>>Alexa Elliot:
All right, Sarah, our next question comes from Charles.  How important is it to identify and follow your competition?


>>Sarah Nunes:
I think that it is important in the sense of however important it is to how you run your business and what you need to know.  I don't know that it's so important to know what they’re doing on social.  I think where can be helpful is maybe if you’re looking for some ideas or you want to stand out and differentiate a little bit, but what I love about social and what I love about social for small business is it's a very personal medium and it can be a very personal medium.  And you, as a person who owns your business, you’re unique and there’s no one else who is like you.  And so if that is coming through, it does not really matter what other people are doing because to connect with people is what's unique and different about you.  So it's not something I would spend a ton of your time doing.  I think it's more just making sure you have a sense for what's going on out there.


>>Alexa Elliot:
All right, our next question comes from Steven.  What would you say is the best way to determine how often to post on different platforms?


>>Sarah Nunes:
I would say, again and I think you guys are probably getting we’re very into testing, but I do think it's a really good way to learn.  Start out, first and foremost, with what can you do?  Can you handle posting every day?  Answer that question first.  If you can't handle it, it doesn't necessarily mean you should post every day but I think it's important for you to know what you can take.  And then, you know, I would say start with a cadence of somewhere a little bit in the middle.  Start with every other day and see if you can maintain engagement, if you can maintain that pace, if you have enough things to say, if you feel like that's not working for you, people are not ‑‑ they are just not interacting that much, take it down.  If you feel like oh, my gosh there's so much to do here, take it up.  I think it's really going to be looking at those metrics and what you’re seeing in terms of interaction to know.  I would say you want some sort of regular cadence.  I wouldn't do it less than once a week.  I think that’s pretty not a lot.  That's a pretty low amount.  So I definitely wouldn't go three months and then post and then go two weeks and then post.  Try to create some sort of regularity, so even if you are not posting a lot at least your fans can know hey, you know, there's always going to be a post from this business on Wednesdays and I'm also interested to see what they say so I will check it out every Wednesday.  At least then you can provide that reason for people to come back and you can kind of train your customers for when to come look at what's going on.


>>Alexa Elliot:
All right, Sarah, our next question, this comes from Akil.  What qualifications or skill sets should you look for when hiring a social media manager?  
>>Sarah Nunes:

Yeah, so I think you want to look at definitely social media knowledge.  I mean, I think a lot of this is passion for this space.  It is a changing space.  It is changing every day.  So someone who is on the pulse of that, who is up to date, who is following all of the algorithm changes, who understands that.  Someone who understands how to connect with customers and leverage customer insights and data, who can think strategically about how to test these things and how to create test plans, even at the very basic levels so that you know someone is really tracking and paying attention to what's going on and how effective it is.  It's a lot of different hats to be able to wear.  So I think at the end of the day you want all of those things there, but most important is passion for the space and passion for your business.


>>Alexa Elliot:
Okay, Sarah, we have time for one last question.  And this one comes to us from Joan.  How do you recommend dealing with a negative review or negative comments on social media?

>>Sarah Nunes:
I think the best thing you can do is thank the person for their feedback.  It's a very base level.  They took the time to write something because they felt strongly about it and whether or not you agree up that, that was time out of their day.  And so, you know, thank you for the feedback.  I appreciate that you wrote it whatever it is.  I do think it's really nice to also be able to say if this is true, we are taking this into consideration, we'll think about it going forward or you've given us something to think about.  Or even yeah, that was great feedback and we've made some changes based on it and we hope that you try us again and we hope that you come back.  As I said earlier, if you really disagree and you really are thankful for it, you know, then the very kind of basic answer is thank you for the feedback and at the very, very basis just ignore it.  I think you need to be careful.  You don't want to ignore it too much and if you are seeing similar feedback over and over then that may be a signal that you should look at making some changes.


>>Alexa Elliot:
All right, those are all the questions that we have time for in this session.  A survey will launch in just a moment and we'd appreciate if you could take just a couple of minutes to complete the survey and let us know your feedback about the webinar today.  So we hope that you will join us for the next webinar tomorrow, “The U.S. Economic Outlook and its Impact on Small Businesses.”  
Ladies and gentlemen, on behalf of the SBA, SCORE, and Vistaprint, I would like to thank you all for attending this webinar and give a very big thank you to Sarah Nunes for presenting today.  Sarah, thank you so much.


>>Sarah Nunes:
My pleasure.  Thank you, everyone, for listening and good luck on your social media platforms.


>>Alexa Elliot:
Thanks, again, everyone.  We look forward to seeing you back tomorrow.  

