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I N T R O D U C T I O N

warnIng! 

The business you want to build, the community you want to live in 
and the life you want to live is possible. This field guide may force 
you to stop waiting and start living the life you were meant to live.

Others like you have made the leap. This field guide will tell you 
their stories plus give you the tools and strategy to connect with 
the people and ideas that will help you live an extraordinary life.

The challenge? things change, especially with technology. For that 
reason, this field guide is not a static body of work, but rather an 
evolving resource that will continue to help you as times change. 
We will be compiling future editions of the guide throughout 
2014 as technologies evolve and new strategies emerge.

You have access to the field guide and all of the 
2014 updates for free. Just sign up to receive 
them at http://9clouds.com/guideupdates.
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About 9 Clouds
We believe that you can build a business and cultivate a 

community from right where you are. We’re here to help.

At 9 Clouds, we help you enrich your business 
with digital media. Our services include:

• A library of useful digital media guides and books
• In-person workshops for your business or organization
• Personalized online training in the 9 Clouds Academy

• Digital marketing and education for businesses 
looking to attract leads online

Whether you’re on the prairie (like us in South Dakota) or in the 
middle of a metro area, digital technology is essential for growing 

your business and community. Let us know if we can help. 

- Scott Meyer, Brofounder of 9 Clouds
Visit us at 9clouds.com
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Everything You Need to Know
You can LIve the LIFe 
You want anYwhere 
In the worLd.

Seems simple, right? That’s the guiding 
force of everything we do at our 
digital marketing and education firm 9 
Clouds. Unfortunately, it’s a statement 
that most people don’t believe. 

If you know what your life could be and 
you pursue that frontier, you will find 
it. It won’t be easy and most people, 
including your friends and family won’t 
understand. Visionaries, however, are rarely 
understood until their vision is realized. 

Fortunately, you can pursue 
your vision from anywhere. 

Thanks to digital technology, you 
can connect with the people who will 
help you, will buy your products and 

services and will provide inspiration as 
you pursue your frontier. We call these 
visionaries digital homesteaders.

The challenge for digital homesteaders is 
becoming digitally literate by knowing which 
tools to use and how to use those tools. 
Thus this book. Through stories, tutorials 
and inspiration, we help you choose the 
tools you need to create your homestead. 

When you are digitally literate, you are no 
longer stuck. Your community, wherever 
you choose to be (or are forced to be), 
is the perfect place to create your life. It 
might be in your hometown, a new country 
or on the road, but you now have the 
power to choose both your community 
and your life. The life you lead is not 
dictated by the company you keep.

You may however, feel that your community 
is holding you back or discouraging you from 
exploring the frontier. The fact is, they’re 
afraid. They actually need you to explore 
the frontier to prove to them it is possible. 
By leading through example, you will inspire 
your community to be better. You may be 
the original homesteader, but inevitably, 
one homesteader attracts another and 
soon a new community is formed.

You hold the power to homestead. Others 
may help provide the tools or even a guide 
such as this, but you have to strike the first 
nail and stake your claim. Get started now.

I N T R O D U C T I O N
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The Original Homesteaders
In MY FaMILY, 
the orIgInaL 
hoMesteaders were 
MY great-great 
grandParents. 

Over 150 years ago they arrived to the 
barren plains of South Dakota. Armed 
with a plow they set about creating a 
new home and business built on ground 
underneath their feet. Although difficult 
and lonely, they stuck it out, eventually 
building a community and encouraging 
more family members to make the 
trip from Norway to South Dakota. 

They were true homesteaders. Creating 
opportunity from scratch and building 
not just a business, but a true home and 
community that would sustain their 
family for generations to come.

Meet me

Today my uncle still lives in the home 
they built. I live an hour away from our 
original homestead in a small town. From 
this quiet home, my brofounder (brother 
+ cofounder) John and I have created 
two companies that work internationally 
in digital marketing and design.

It wasn’t always this way.

In 2009 I was living above the Arctic 
Circle in Tromsø, Norway. My brother was 
working a corporate job counting Excel 
cells. Both of us had left our hometown for 
college and never returned, convinced that 
changing the world meant we had to go to 
the big city or at least somewhere else. 

In the spring of 2009 we were both home 
on holiday and we came up with a crazy 
idea: what if we moved back and tried to 

change the world from where we grew up?

It was a novel idea coming from rural 
South Dakota, but we quickly realized 
that if we could prove it was possible 
here, people everywhere could do the 
same thing in their communities. 

It was not easy. 

We started our business and worked hard 
explaining and teaching locals what was 
possible with technology. We taught and 
worked with businesses and individuals 
throughout the prairies of the U.S. and 
the tundras of Europe, and we saw these 
clients find new possibilities. They could 
live on their ranch, in their small town or 
across the globe and succeed in business, 
art, fundraising and world-changing.

As we started to grow, we 
recognized that empowering others 

I N T R O D U C T I O N
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was exactly what we wanted to do. It was not simply a 
business we wanted to create, it was a movement.

Our movement is digital homesteading, and it 
has the power to transform the world. 

Digital homesteading won’t change the world because 
of us however. Rather it will be countless independent 
homesteaders who will pursue their frontiers and change 
the communities they live in forever. Is this you?

You have the chance to follow in my great-great 
grandparents footsteps. You are a digital homesteader.

You have the tools at your fingertips to convert the 
knowledge, passion and relationships all around you in 
to a business, community and true home online and 
offline. Just like my relatives arriving to an open plain, 
you have arrived to a digital frontier where you can 
write the rules and create the life you want to lead. 

Not since the homesteading days 150 years ago 
has such an opportunity presented itself. The 
question is, are you going to stake your claim?

This field guide exists to help you do just that. [sM]

I N T R O D U C T I O N
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thIs FIeLd guIde Is  
Part inspiration,  
Part education. 

The Field Notes highlight entrepreneurs and business 
owners who have found ways to use digital media to 
pursue their passion. Read these stories for inspiration 
on creating and growing your business online.

The specific social network chapters walk through 
what the social network does, who should use it 
and how to best use it to grow your business. 

use these chapters as your reference material. If a social 
network is right for you, read through the strategy and 
step-by-step tips on effectively using the network to grow 
your business. This content will be updated throughout 
2014 so sign-up to receive updates as they become 
available by visiting: http://9clouds.com/guideupdates

Finally, start by reading our digital strategy chapter to 
create a high-level view of why technology matters to digital 
homesteaders and how to focus your limited time on what 
will make the biggest impact for you and your business.

After reading this book, you may feel overwhelmed. There 
are many potentials but little time, so where to start? If 
you need personal support, make sure to read about our 
9 Clouds Academy: http://www.9cloudsacademy.com. 

9 Clouds Academy is your digital valet providing 
personal support and digital hand-holding to help you 
succeed online. Many of the businesses featured in the 
Stories from the Field are Academy members and have 
overcome their fear and lack of time to focus on the 
digital efforts that help their businesses grow. We would 
love to have you join our Academy for personal help.

Now, let’s get started. The best 
time to start was yesterday, so 
don’t waste another moment. 

The rest of your life begins now.

How to Use This Guide I N T R O D U C T I O N
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where to start onLIne. 
that Is the questIon.

With a plethora of options, the most important step you 
can take online (do it today!) is to build your home base.

Your digital home base is the one place you want everyone 
to get to. The place where you can make a sale. The one spot 
that visitors can find exactly what you want them to find.

Think of it as your storefront. It’s great if you’re walking down 
main street and you chat to someone about your business. 
It’s even better if they walk in the door of your store.

Building a Digital Foundation

G e T T I N G  S T a R T e D  O N l I N e
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outPosts

Online, there are tens or even hundreds of "outposts." These 
are the places where you bump in to people, like shopping 
at the grocery store. It might be a Facebook message, an 
email, a blog post, a text message or even an ad.

Regardless of what your outpost is, it has one purpose: to drive 
people to your home base. Most often this is your website.

In this book, we will cover the most popular outposts to help you drive 
traffic to your website. Remember throughout the book that the goal 
of social media is to bring potential customers to your website or store.

G e T T I N G  S T a R T e D  O N l I N e
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where You get MarrIed

When we think of how to use our hub and spokes imagine 
where you asked your husband or wife to marry you. 
(Not married yet? You should try it! It's awesome!)

You didn't go out on a first date 
and immediately ask him or her 
to marry you. You probably had 
a casual conversation on your 
first date and tried to schedule 
another get together. You didn't 
have a drink at the local bar and 
expect them to move in with 
you. These things take time.

Online the story is the same. The social media outposts we 
talk about in this book are the places where you date. 

You meet someone new. They get to know your business and what 
you do, and your sole goal in those early flirtations is to attract them 
to your home base. Get them to the place where you can offer them 
your hand in marriage, or at the very least a product or service.

G e T T I N G  S T a R T e D  O N l I N e

“YOU DIDN'T GO OUT 
ON a fIRST DaTe aND 
ImmeDIaTelY aSk hIm 
OR heR TO maRRY YOU.”
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audIt Your outPosts

To create your digital foundation, you first want to look at 
your home base which should be your website.

Is it giving visitors the information they need (contact information 
for example) and does it tell them the story of your business? 

Then use this book to create and optimize your outposts. Do 
they drive people back to your home base? For example:

 • Does your Facebook page have a link back to your site? 
 • Does your Twitter bio link to your site? 
 • Do you send occasional messages asking 
  your throngs of admirers if they would like to  
  get more serious by visiting your home base online? 

We’ll talk about these tips and more throughout this book to make sure you can 
connect to new people on social media and drive them back to your website.

No matter which outpost you use, always connect it back to your home base. It 
doesn't mean every message has to have a link to your website, but keep it in mind so 
you're making it easy for people to marry you by paying for your product or service.

G e T T I N G  S T a R T e D  O N l I N e

“NO maTTeR 
whICh 

OUTpOST 
YOU USe, 
alwaYS 

CONNeCT 
IT baCk 

TO YOUR 
hOme baSe.”
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what about [Insert network]? 
shouLd I use It?

There is no shortage of outposts out there. Depending 
on your target customers and your personality, some 
social media tools will work better than others.

In this Field Guide, we highlight the most popular and useful 
social networks you should consider for your business. Not 
all of them will be right for you, but you should at least know 
what they do and why you should or should not use them.

There are always new networks out there which is why 
this is the first edition, but if you can learn these six 
networks well, you’ll be set for online success.

G e T T I N G  S T a R T e D  O N l I N e
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The Emergence of 
Micropreneurs
People are connecting all over the world. We can launch 
something very quickly, and we can fail quickly or succeed 
quickly, but either way, the risk is very low. That is the 
new future of the micro-business revolution.

The most important step of the micro-business revolution is to 
figure out what you want to say and to whom you're saying it. 

It's interesting, The 100 Dollar Startup came about in large 
part because of the last book tour I did. I went all across 
America and Canada and I kept hearing a lot of fun stories: 

 • I heard stories of unconventional entrepreneurs. 
 • I heard stories of a number of people who had  
  been laid off or fired or otherwise went through some  
  kind of transition. 
 • I heard stories of a lot of people who started  
  businesses without a business background, without  
  going into debt, just by using the skills they had. 

I thought that was really interesting. 

chrIs  

guILLebeau
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What I learned is that there's 
actually more security in taking 
responsibility for your own future.

It's not a question of ease or difficulty. 
It's a question of what do you hope to do 
and what do you hope to create. Wouldn't 
you rather be the guardian of your own 
future (or even your present) as opposed 
to entrusting that to someone else? 

I'm all about lowering risk and lowering 
perception of risk. For me I think it's actually 
a conservative thing to be an entrepreneur. 
I'm choosing the safe thing, because I trust 
whatever it is that I can create. I'm sure 
if I came to work for 9 Clouds, I'd be a 
terrible employee, so it is much better for 
me and for a lot of people to go it alone.

Chris Guillebeau, Author of The $100 Startup
Follow: @ChrisGuillebeau

“IT'S NOT a qUeSTION 
Of eaSe OR DIffICUlTY. 
IT'S a qUeSTION Of 
whaT DO YOU hOpe 
TO DO aND whaT DO 
YOU hOpe TO CReaTe.”

- Chris Guillebeau
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Meet katIe LuttMann, 
the owner oF PrettY 
PLease boutIque, a 
FaMILY owned busIness 
Located In the sMaLL 
town oF deLL raPIds, s.d. 

Katie has a unique situation in that she 
runs two shops out of one location: Pretty 
Please Boutique and Thanks a Latte coffee 
shop. Her coffee shop is obviously local 
and focuses primarily on the personal 
experience, while her clothing boutique 
offers both physical and online storefronts. 

Katie joined the 9 Clouds Academy to 
improve her boutique’s online reputation and 
storefront. Since then, her online sales have 
been booming. She attributes her success to 
effective use of digital and social media tools. 
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FroM FLIght attendant 
to boutIque owner
I was born and raised in Scottsdale, Arizona, and attended 
Arizona State University. After college I became a flight 
attendant for United Airlines and met my husband (a pilot) 
there. He was from Flandreau, SD, so we decided to move back 
and settle in Dell Rapids. I then began my business there.

a tYPIcaL daY as an entrePreneur
I have two little girls so every day starts with 
getting them ready and us all out the door. Next I 
head into the store to get my day started! 

We do a lot online so I spend most of my day at a computer either 
ordering or interacting with customers through social media.

chaLLenges as a busIness owner
The biggest challenge I’ve faced in my business efforts online 
was learning to correctly use social media and SEO. 
 
Social media tools and techniques that work best
Facebook has been really big for us. We started out with 
a few hundred followers, but with a few fun marketing 
ideas we turned it into thousands quickly. 

Our first big marketing idea was to have a model search.  We 

asked girls ages 14 and up to submit a picture and the 
winner was based on the number of likes it received. 
This took us from 500 Facebook fans to 2200. 

We also update our new arrivals daily and that gets people excited 
to check our Facebook page regularly. Whenever we post new 
clothes, we add a direct link to the item on our website. This has 
driven sales and continues to increase hits on our page daily.

In the past 90 days, we've had 9,463 visitors and just about half 
were from Facebook. It is by far our biggest lead generator. 

oPtIMIzIng busIness 
wIth dIgItaL MedIa
Digital media has opened up a whole new world for not only us, 
but for the town we live in. It has given us unlimited possibilities. 

Our brick and mortar store is in a town of 3,000 people. 
In a town of that size there are only so many people in 
the surrounding areas you can reach. Using digital media 
and the Internet make the possibilities endless. 

We have had people order from just about everywhere in the 
country. This in turn benefits the people in town because with 
the added revenue and sales we carry a much larger selection for 
the local shoppers here. Instead of having to drive 30 minutes 
to shop, they have a much larger collection to pick from here. 
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You don’t have to be onLIne aLL daY
We spend about 2-3 hours on digital media each day. We post 
all new arrivals on Facebook, add some fun Pins to Pinterest 
and are always adding some fun pics to Instagram! 

advIce to buddIng entrePreneurs
I would tell someone to have a fully thought out plan. Make 
sure you know everything from A to Z going in. Start up 
costs, demographics of the area, competitors, and so on. 

I think branding yourself from the beginning is also a key. 
Get a great logo and stick with it. When someone sees 
that image, you want them to directly relate it to you. 

Starting a new business takes a lot of time. If you aren't willing 
to work 60-80 hours a week in the beginning, you might not 
be ready. It takes a lot of hard work, but it definitely pays off 
in the end. It's an amazing feeling to be your own boss. 

I love this quote because it is so true with new a 
business:  "When people succeed, it is because of hard 
work. Luck has nothing to do with success".

Katie Luttman, Owner and Manager of Pretty Please Boutique
Follow: @PleaseSD
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C H A P T E R  1 :

FACEBOOk
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zuckerberg won’t return MY caLL. 

Facebook first launched when I was a junior at Luther College. At that time, it was 
only available for university students and was used as an internal college directory. 

We would scour page after page looking to put a name to the 
beautiful face that walked by us on the library lawn. 

The growth of this network raised red flags 
in the administration. The President of my 
college sent out an email to the students 
saying something along the lines of: 
“We’ve tried to contact the creator of this 
site, someone named Mark Zuckerberg. 
He has not returned our calls or emails 
so we must recommend that you not 
provide personal details. The site is in 
no way affiliated with the college.” 

There was hesitation among students 
as well. I was a holdout myself, not 
joining until November 21st, 2005, 
in the fall of my senior year. 

Facebook
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My friend Katie Hewitt welcomed me to Facebook the next day saying:

“Yes! I knew you could do it. This will be great. Soon you will start accumulating 
photos, messages from long lost friends, 
and silly group memberships.”

How right she was.

the worLd’s Photo dIrectorY

You may have been like me and held out as long as possible 
on Facebook. Just as Katie said, I knew you could do it. 

Today over 1/7th of the world’s population is on 
Facebook. While it is a great place to accumulate 
photos, messages and silly group messages, 
it can now also be used for businesses.

It is the world’s photo directory and since we share our 
interests, friends and even marital status with Facebook, 
a business can quickly talk to their ideal customers and 
enable their current customers to market on their behalf.

The ability to talk to customers and have customers talk 

“YeS! I kNew YOU COUlD 
DO IT. ThIS wIll be GReaT. 
SOON YOU wIll STaRT 
aCCUmUlaTING phOTOS, 
meSSaGeS fROm lONG 
lOST fRIeNDS, aND SIllY 
GROUp membeRShIpS.”
 - Katie Hewitt
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back to the business makes Facebook 
the best place to communicate with 
your current audience. With this 
audience you can encourage repeat 
buyers, ask them to help bring in new 
clients or just get feedback on how to 
improve your products and services. 

People love to spend time collecting 
silly group memberships, but all of 
those silly interactions can add up to a 
real relationship with your customers. 
As Amy Porterfield notes:

“The ultimate goal is to move fans outside 
of Facebook to a website or sales page, 
but first you need to build trust and 
identify leads. And that’s where Facebook 
marketing reigns supreme.” [sM]

“The UlTImaTe GOal IS 
TO mOve faNS OUTSIDe 

Of faCebOOk TO a 
webSITe OR SaleS 

paGe, bUT fIRST YOU 
NeeD TO bUIlD TRUST 
aND IDeNTIfY leaDS. 

aND ThaT’S wheRe 
faCebOOk maRkeTING 

ReIGNS SUpReme.”
- Amy Porterfield
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 • IF Facebook Is rIght For Your busIness
 • how to set uP a busIness Page on Facebook
 • how to network and FInd cLIents on Facebook
 • how to advertIse on Facebook
 • advanced tIPs on takIng advantage oF  
  Facebook’s huge network

In This Section, You’ll Learn:
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what are Facebook Pages?
Facebook Business Pages are your virtual storefront 
on Facebook. They are public so anyone can see 
them and Like the page, which means that they 
will receive your updates in their News Feed.

what do Facebook 
busIness Pages do?
Facebook Business Pages create a public space for you 
to talk with your customers and for your customers to 
talk to you. In this way, it builds a sense of community 
or brand loyalty and enables rapid sharing of news, 
specials and updates. As soon as a business posts 
an update, Facebook users can share that message, 
helping to spread the word on your behalf.

Key Questions:
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who shouLd use Facebook busIness Pages?
Facebook Business Pages are great for businesses who work with customers and that customers want to talk 
to or about. As a general rule, the following types of companies see the most success on Facebook:

 • A business-to-consumer (B2C) business rather than a business-to-business (B2B) company
 • Companies with products or services people like to talk about such as restaurants, technology and sports
 • Personality-driven companies, especially when they are local. People want to Like and follow people not just a logo.
 • Rural and urban businesses. In rural areas Facebook is often the best choice among all social networks
 • Companies that want to reach older audiences on social media. Older demographics    
  and less tech-savvy demographics use Facebook more than other Social networks.
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whY do Facebook busIness Pages Matter? 
Most businesses can find success on Facebook, but if your company matches the 
above profile, Facebook is the best place to start on your social media journey.

Facebook Business Pages are great for attracting return customers and brand 
advocates. Since Facebook offers the largest social network for mass sharing 
and marketing, it is a low-cost, effective way to promote your business.

However, Facebook Business Pages also require more frequent content 
than networks like LinkedIn or Pinterest, so only begin on Facebook 
if you can commit to posting twice a week (as a general rule).
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 • 1.26 bILLIon Facebook users
 • 728 MILLIon daily active Facebook users
 • Average time spent on Facebook per user per month: 8.3 hours
 • Average time spent per Facebook visit: 20 MInutes
 • Percentage of Facebook users that log in at least once a day: 76%
 • 21% of Facebook users are 45-64 years old
 • 50% of 18-24 year olds go on Facebook when they wake up
 • 16 MILLIon local business pages have been created as of May 2013, a 100% increase from the previous year
 • 42% of marketers report Facebook is critical or important to their business

http://expandedramblings.com/index.php/by-the-numbers-17-amazing-facebook-stats/
http://zephoria.com/social-media/top-15-valuable-facebook-statistics/
http://www.business2community.com/social-media/12-awesome-social-media-facts-statistics-2013-0622265

Key Stats
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The size of Facebook continues to astound even the most casual observers. 
Over 1 in 7[1] people in the world are on Facebook, and if Facebook 
were a country, it would be the third largest after China and India.

The massive size of Facebook, however, obscures the fact that at its core, 
Facebook connects you to your audience. People who already know 
you, whether they live in your community, shop at your store or work 
with you as collaborators, are the people who will most often find you 
on Facebook. Connecting with your fans and enabling them to connect 
with one another through you is the best way to use Facebook.

Facebook is the largest, farthest reaching and most popular social network 
for businesses to use in marketing. Internet users of all ages are on Facebook 
for hours a day, so it makes sense that businesses would want to be there.

Why You Should Use Facebook
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Over time however, Facebook marketing has encountered two major challenges: 

 1. As more businesses create Facebook pages, it is more difficult to be visible. 
 2. As Facebook attempts to increase its revenues, businesses are forced to purchase ads to reach their audiences. 

In this chapter, we take a look at the good and bad of Facebook and help you decide if you should be on Facebook, 
and if you are, how to excel and standout. There are many ways to use Facebook as a business so we will highlight 
the most effective, including business pages, networking through personal profiles and Facebook ads.

In short, you should use Facebook if:
 -You have time to post 2-3 times a week
 -You have an audience of fans you would like to connect with

Facebook will be the best social network for you if:
 -You are not technically savvy
 -Your audience is less technically savvy
 -You are trying to connect with rural audiences
 -You want to post a combination of videos, images, text and links

Let’s take a closer look at a few reasons why Facebook is such a great place to market.

 
[1] http://expandedramblings.com/index.php/by-the-numbers-17-amazing-facebook-stats/
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Reach
Facebook is not only large, but it has tremendous reach across all types of users.

gender
57% of Facebook users are male while 43% are female. This broad reach of 
genders shows that all brands can find their audience via Facebook[1]. 

age
In terms of age[2], 25 to 34 year olds make up 31% of Facebook users, the largest age 
group of Facebook users. Additionally, 25% of users are 16-24 years old, 23% are 35-
44 years old, 13% are 45-54 years old and 8% are 55-64 years old. 

urban/ruraL
In rural communities Facebook is often the best way to connect with customers. While 
networks like Twitter work best in areas with dense population, Facebook is widespread 
throughout the country and provides a platform that works everywhere. 

Other networks such as Twitter have vastly different adoption rates depending on 
where you are in the country. thus, if you live and work in a rural area and your target 
customers are in the same area, your best bet is to start on Facebook.

 
[1] http://www.business2community.com/social-media/12-awesome-social-media-facts-statistics-2013-0622265
[2] http://www.business2community.com/social-media/12-awesome-social-media-facts-statistics-2013-0622265
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Multimedia
Facebook Is truLY the swIss arMY 
knIFe oF socIaL networks. 

Whatever type of content you are most comfortable 
with, you can use it on Facebook.

If you are a gregarious person that is good on camera, 
you can post videos on Facebook. Good with a camera? 
Post photos of your business or customers or of local 
scenes from your community. Better with words? Text 
works on Facebook in both long and short format.

While all types of content work, you will stand out using 
video, followed by photos and finally text in that order. 
This is what we call the Hierarchy of Content.

It’s generally better to post videos versus photos or text because 
fewer businesses do it. If you are one of the few people to post a 
video, there is a good chance that the video will catch the casual viewer’s eye.
 
Next on the hierarchy is photos. Any business can write a text 
update. Adding an image, especially if it is unique, beautiful, funny 
or someone amazing, will catch the eye and increase the number 
of people who engage with your business on Facebook.

f a C e b O O k

TweeT This
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Facebook Terminology and Layout
Now that we know why Facebook is such a powerful platform, let’s take a moment to learn the terminology and layout of Facebook.

news Feed

When a Facebook user logs in, the first thing they see is the News Feed. This is a running list of 
news items displayed in order of perceived importance, also known as Top Stories.

Facebook has several means to determine which posts appear in your News Feed as Top Stories including:
 • Who posted the story
 • How many friends comment on or like a particular story

 • What type of story it is (if a 
photo, video, or link is attached)
 
Simply put, your post will be seen by more people 
when it receives more comments, likes, and 
shares. Other stories that Facebook will include 
in your News Feed include conversations 
between mutual friends, new page Likes, a 
newly tagged photo of you or a friend, event 
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updates, group memberships and more.

Over time, Facebook has made it more 
difficult to be seen in a user’s Top News. 
The reason they have done this is to 
force businesses to purchase ads. 

When you purchase an ad, you can 
be guaranteed that your message 
will be seen by specific audiences. 
Our Facebook Ads section will 
dive deeper in to how and when to use Facebook ads.

You can also view your News Feed in chronological order, starting with the most recent 
story. You can do so by clicking the “sort link” at the top right of the feed.
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tIMeLIne

Until recently, Facebook profiles were a look into 
a person’s current life: their age, where they live, 
where they work, and what they’re feeling.

In December of 2011, Facebook introduced the 
Timeline, where profiles now look at a person’s 
whole life, even before Facebook and the Internet.

Timeline is an excellent platform for personal 
profiles and pages, allowing users more room 
for creativity and expression, but it does not 
necessarily affect the News Feed or how 
information is relayed on Facebook.

The purpose of Facebook is still networking 
and the News Feed is where we spend the 
majority of our time when on the site.

We want to know what our friends and family 
are doing, to share articles and pictures with 
them, plan events, play games, and connect 
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with our favorite brands, local retailers, musicians and interests.

coMPetIng agaInst everYthIng
As a business, we are thus competing for the attention of Facebook 
users. The hard part is that we are not just competing against our 
competitors (such as another restaurant, lawyer or auto dealer), we are 
competing against a Facebook user’s note from mom, photos of an ex-
boyfriend and anything else that shows up in their News Feed. Attention 
is hard to come by on Facebook because there is so much noise.
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Facebook Group, Page or Profile? 
As we begin to compete for a user’s attention, it is important 
to choose the best platform to share your message. 

Since its original inception as a personal networking site, Facebook has grown 
and morphed into the largest social network for marketing a business. There 
are now three types of accounts you can choose to use to market yourself:

 • Facebook profiles
 • Facebook group
 • Facebook pages

A Facebook profile is your entry to the world of Facebook. You 
don’t want to use a personal profile for your business but if you 
are your business, you can use your personal profile to search and 
find potential customers. In the advanced Facebook tips, you can 
read about these strategies on leveraging Facebook search.

Facebook groups are best used around an interest and are not the 
best choice for a business. If you want to connect with everyone 
interested in surfing or hockey in your community, a group would 
work well. If you want to have a public or private community 
of alumni, colleagues or clients, a group is a good choice. 

f a C e b O O k

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


41 Social Media Field Guide | 9 cloudSf t in p g+

As a business, the most strategic way to use Facebook 
groups is to find or create groups around a topic or 
characteristic of your customers. If you sell motorcycle 
apparel, you could start the local motorcycle group. 
As people join the group, you now have a way to 
communicate with members and tell them about 
your store. The barrier to entry feels lower with a 
group than a business page because you join it instead 
of professing your affection to it with a Like.

Before creating a group, search to see if there is 
already a group around the topic you are interested 
in. You can join a group and meet potential customers 
instead of having to create it from scratch.

Facebook pages are the best choice for a business. The 
remainder of this chapter is specifically about Facebook 
pages because they are open for anyone to find, they 
enable businesses to talk to customers and they allow 
customers to talk to businesses. Facebook Business Pages 
can also act as a sales channel, a marketing platform or a 
place to test ideas with your most devoted customers.
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How to Use Facebook Business Pages
the PurPose oF Pages
Facebook Pages provide an excellent platform for business owners to communicate, thank, promote, and sell to their customers. 

Pages can be created by anyone, with or without an already existing Facebook account. However, using a personal account to 
create a page widens its possible network, connecting the page to your friends and family who can Like it and share it.

create a Page
Visit www.facebook.com/pages and log into Facebook. Click 
“Create Page” in the top right corner of the screen.

 
Next, click the icon that represents the type of business you are 
making a page for. Fill in the required fields and click “Get Started”.
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Follow the four start up steps to create a page. First, fill out the About section. 
Include a brief bio of the business/organization you are creating the page 
for. Next, include all the websites used for that business, such as the official 
website, Twitter page, Yelp page and blog. Finally, make sure to create a custom 
Facebook address to make it easy for people find your Facebook page.
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Then click save info and in Step 2 choose a profile a photo.

A profile photo is the photo that appears in all conversations 
that the page has on Facebook. It should be clear and 
recognizable to current and potential fans.

You can pull a photo from either your computer’s 
files or from your current website. 

Click Save Photo when the picture is set and continue 
on to the next step: Add to Favorites. Here you can 
add your page to the sidebar of your Facebook stream. 
This will allow you easy access to manage the page.

You can also choose to add a payment method right away, 
so you’ll be one step closer when it comes time to run ads 
for your page. We recommend setting this up right away 
so the ad-creating process will seem less intimidating 
down the road…but do what feels right for you.
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And voila! You now have a Facebook 
page. It looks a little barren now, but 
with a little TLC and a few key additions, 
your page will be rockin’ in no time.
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Page Settings
To control your page’s privacy settings, basic information, profile picture and admins, click 
the “Edit Page” link in the top right corner of the page. Here you will find a dropdown menu 
with a multitude of options to customize your Facebook page to your likings.

One of the options is “Update Public Info.” It's important to make sure your public information is always 
up to date and accurate. This ensures your company's online presence is consistent and strong. In the 
same dropdown menu, you can also manage what notifications you receive from Facebook regarding your 
page. This is a good way to reduce the time you need to spend on Facebook. You can receive notifications 
anytime someone likes, comments on, or mentions your page, allowing you to use your time effectively.
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Manage adMIn roLes

As the creator of the page, you are the primary 
administrator of the page and are capable of 
making changes and updates to it. When you post 
to the page it will post on behalf of your business.

You can establish multiple administrators to 
help ease page management. It also helps keep 
your employees updated on the conversations 
happening on your Facebook wall.

To Edit the Admin Roles on your Page, click 
on Edit Page>Manage Admin Roles.
 
Here you will need to enter the new admin’s 
email address and choose their role (manager, 
content creator, moderator, advertiser, or 
insights analyst). After you have chosen 
the new admin's role, press “Save”.
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swItchIng between users
As an admin of your page, you can post and comment as your page name instead of your normal 
Facebook user name. To do so, click the settings icon in the right upper corner and choose "Use Facebook 
As...." and choose your personal profile. You will now see your personal friends and profile page.

Be careful, however. When you comment on or like something on a 
page that you are an admin of, your name will show up as that page 
username instead of your personal profile identity. This happens 
even if you are using Facebook under your personal profile.
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 What All Pages Should Include
cover Photos and ProFILe Photo
Cover Photos are unique in that they allow pages and profiles to show a thought or idea. They can 
change frequently and often do not include a picture of the actual user or company, rather a picture 
they took while on vacation, a family portrait, a poster they love, a company outing. 

While cover photos should 
update often, profile 
photos should remain 
constant and reflect the 
brand or user behind 
the name. This is the 
photo that appears in all 
conversations that the 
page has on Facebook, 
and it should be clear and 
recognizable to current 
and potential fans.
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about You
There is just enough room for a one or 
two short sentence description of your 
business on the landing page. Big brands 
like Target use the space for short mission 
statements and promotional slogans.

Smaller brands and local businesses can 
use this space for contact information 
such as a phone number and store 
hours. If you included your business 
hours at the beginning of the page set 
up process, Facebook will automatically 
include a green dot next to your 
hours to signify you are open.
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aPPs
Apps appear below the cover photo and include Photos, Maps, 
Events, and how many Likes a page has. Apps have replaced 
custom tabs and pages are limited to twelve apps. To browse 
the various apps available visit the Facebook App Center.

Keep in mind that not all apps are meant for pages. Most of 
the time spent on Facebook is on profiles and News Feeds. 
Apps receive a small amount of viewer attention and if they are 
included, page managers should play an active role promoting 
their existence. Useful apps for pages include social networking 
apps like Twitter, Pinterest, and YouTube and apps for building 
connections such as a Google maps of how to get to the business.

Four apps appear on a page at a time and their order can be 
arranged by clicking the drop down arrow and dragging the apps.
 
tIMeLIne MILestones
Depending on how much time you want to spend completing the 
Timeline, your page can also include a history of the business. 
Add significant dates to the Timeline such as opening day, awards, 
relocation, conferences, and more. Include as much media as you 
can with the milestones including photos, videos, and links.
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Posting on Your Page
taLkIng to Your audIence

After you have things set up on your page, it’s time to talk with your audience.

On Facebook (and all social networks), remember that at its heart, it is social. 

That means you don’t just ask people to buy your product. You treat them instead like 
someone walking in to a small town retailer. You might first ask about the weather, 
congratulate them on their son or daughter’s cross country meet, ask what they are 
looking for, answer any questions and then tell them what special you have today.

If you are too promotional, people will stop listening, so consider posting three to four 
social or engaging posts for every promotional post. When you create your content 
schedule you can work out the details, but we often think about posting:

 • Welcome messages to tell people thanks for supporting  
  your business and to welcome them to the page
 • Social messages asking what they are up to. This could be something as   
  simple as “going to the football game tonight? Click the Like button if yes!”
 • Shared messages where you talk about someone else. This      
  could be an event another store or organization is having. When you  
  share their messages, they will be more likely to later support you.
 • Promotional messages to showcase your product or service
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creatIng a Post
Post your first message by navigating to your page. You can find 
your page on the left hand side of your Facebook account.
 
You can also type your page’s address in your Internet browser’s 
address bar or search on Facebook for your page.

On your page you will see under your cover photo the place 
to add a status update. It will ask different questions like 
“What are you up to” as an attempt to prompt a post.

You’ll notice that you have three options to choose from when posting:

 • Status
 • Photo/Video
 • Offer, Event +
 
A status post is a text update and you can add a website link to it.

A photo/video is when you add multimedia to your post by 
taking a photo or video within Facebook or by uploading 
a photo or video you have on your computer.

An offer, event + allows you to create an ad on Facebook for a specific 
product or service (offer), an event that people can RSVP to attend 
(event) and a milestone which will add a moment to your page’s timeline.
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choosIng a Post tYPe

On Facebook, posts that are “heavy” receive 
more engagement from readers. A “heavy” 
post means that it is more than just text. It also 
contains a photo, a video or a link to a website. 

When you add any of these items, a preview will 
appear below your text so readers are more enticed 
to click to see your photo, video or link. If you add a 
link, it will automatically take an image from the linked 
page, but you can choose Upload Image under the 
thumbnail photo if you would like to add your own.

As we discussed in our Digital Strategy chapter, it 
is always best to first post a news update or article 
on your website (home base) when possible. That 
allows you to paste a link from your website and 
drive traffic from Facebook to your site where 
you can show them your products and services.
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scheduLed Posts
Many business owners don’t have time to post throughout 
the day. Fortunately, you can schedule your posts 
using a third party tool like Hootsuite. Then you can 
write four posts in the morning and have them added 
to your Facebook page throughout the day or week.

You can also change the date of your existing 
posts by clicking the small clock icon in the 
posts field and entering the desired year, month, 
day and time the post is made public.
 
Once you’ve clicked “Change Date,” choose the date 
where you would like your post to fall in your timeline.
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how oFten shouLd I Post?
A common question is: how much is too 
much or how much is too little? 

On Facebook, the average lifespan 
of a post is under three hours.

That means if you post at 9 a.m. but someone who 
likes your page does not look at Facebook until 1 
p.m., they will most likely not see what you shared.

With that in mind, you can definitely post at 
least three to four times a day without seeing 
negative impacts. However, that feels like a 
lot for most people and businesses. What we 
recommend is at least twice a week and no more 
than four times a day as a business. You should 
see positive impact from anything in between.

Ultimately you have to do what feels right 
for you and your audience. By looking at 
the data, as we will do in our Facebook 
Insights section, you can also identify what 
the optimal posting schedule is for you.

f a C e b O O k

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


57 Social Media Field Guide | 9 cloudSf t in p g+

PIn storIes
With all of these posts being added to 
your page, it is important to keep the most 
important posts at the top of your page.

If a story is of certain importance to your page, you can 
pin it to stay at the top of the Timeline so fans see it 
almost immediately. Click the pencil icon in the top right 
corner of a post to pin it to the top of the Timeline. 
 
The post will stay there for seven days then move 
down to its original post date afterwards.
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Using Facebook Well
Now that you know how to post to your page, you can think 
strategically about what to say and when to say it. In our 
Using Facebook Well section, we’ll take a look at the times 
of day and the words that will work best for your industry. 

Remember that you want to use these statistics as a starting 
point and then measure your own specific audience with 
Facebook Insights to learn what works best for you.
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When to Post What
A common complaint for brands on Facebook is that 
they don't know what to say or when to say it. Using 
specific words and phrases at key times of the day will 
increase the interaction and visibility of your business 
page. These techniques coupled with engaging content 
will attract viewers and help you grow your business.

Post short Posts durIng oFF-
tIMes For More vIsIbILItY

On Facebook, users tend to have a short attention span. To 
earn their clicks, likes and comments, it's best to keep it short. 
In fact, Facebook posts that are 80 characters or less see a 
27% higher engagement rate according to Buddy Media[1].

Timing is also important. Most companies post on Facebook 
during business hours because that is when they are at the 
office. However, brands that post outside of business hours 
have a 20% higher engagement rate, mostly because there 
is less competition and you will show up more frequently. 
This graph from Buddy Media demonstrates the point.
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Generally, engagement peaks on Facebook on Thursday and Friday. However, based on industry, the 
best days to post may vary according to the Buddy Media study. Here are a few examples:

 • Entertainment industry: It is best to post during the weekend
 • Media industry: Monday is the worst with low engagement while the weekend has higher engagement
 • Retail industry: Shoppers are active on Sundays while Thursday to Saturday have very low rates of engagement
 • Automotive industry: Sunday again is popular while the end of the week is slow
 • Business and financial industry: Mid-week is best with engagement peaking Wednesday and Thursday
 • Fashion industry: Engagement is greatest on Thursday while Tuesday, Friday and Saturday are slow
 • Food and beverage industry: Look to Tuesday, Wednesday and Saturday as the best days to post
 • Healthcare and beauty industry: Thursday is by far the best engagement so post your best content then
 • Sports industry: Football dominates and Sunday has by far the highest engagement
 • Travel and hospitality industry: The end of the week is best with very little engagement on the weekends
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best words (and content) 
to use In a Facebook Post

Content matters greatly on Facebook. 

In general, telling your fans exactly what to do will 
help increase engagement and ensure that you show 
up on the News Feed. Additionally, the more you can 
post photo or video, the better your content will do. 

One great strategy is to ask fans to use the "Like" 
button as a way to vote. You can post a photo and ask 
people to click the “Like” button if they like the photo. 

Another fun way to gain interaction is a photo caption 
contest. On 9 Clouds, we posted this photo of John 
and me and asked fans to type in what we were saying 
to one another. In a few hours we had 15 comments.

While you may not particularly care what people 
leave as comments or if they click the “Like” 
button, what matters is that the next time you 
post, you will show up in their News Feed. You are 
creating a wider audience for your sales messages by 
encouraging engagement with your social messages.
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words to use

Words that attract more interaction on Facebook include: 

 • Like
 • Take
 • Submit
 • Watch
 • Post
 • Check
 • Comment
 • Click
 • Shop
 • Visit
 • Become a fan
 • Tell us
 • Share
 • See
 • Order

These are all command words telling the fan exactly what to 
do. You might tell them to click the like button or tell us what 
you think. Then the fan knows what you want them to do. 

Also, remember to ask questions. This encourages 
engagement and has a 15% higher engagement rate.
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What Facebook Fans Want to Hear
Now that you know what to say and when to say it, let’s take a look at why people follow Facebook pages. 
Knowing what your customers want to hear will help you build better customer relations via Facebook.

whY Facebook users 
FoLLow a Page

Studies[1] show that fans follow your 
page on Facebook for the inside scoop. 
They use social media to know what your 
business is up to: news about your brand, 
product information, special events and 
sales, new location or hours, etc.

Facebook users also follow a 
page to show their support.

This way of fan thinking has shifted since 
2010 when people said the number one 
reason to follow brands on Facebook was for 
special offers and discounts. While these special offers are still important and a reason 42% of people follow a page, most people just 
want to know what their favorite brands are up to. This hasn't changed in the past few years. As humans, we are just naturally curious!

The relationship between fan and page is deep. By following your page, fans feel a more intimate connection 
to you and your business and in return want to know the latest news straight from the source.
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creatIve waYs to reward Fans

Having a Facebook page requires more than just updating 
brand news. The key is to creatively engage your fans with 
updates, asking for input or requiring a level of response 
from followers so they feel they have a say in the matter. 

Even more important, you need to reward those 
fans who take the time to not only follow you on 
Facebook but interact with your brand. Here are a 
few creative ways to reward your Facebook fans:

Offer discounts and prizes exclusive to Facebook followers

Treat your Facebook fans to exclusive offers only 
they can access. Jessup Cellars, a boutique winery in 
Napa Valley, held an online essay contest rewarding 
four of their Facebook fans with a paid for trip and 
tour of their wine cellar. Only Facebook fans of 
Jessup Cellars were eligible to enter the contest.
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Take your Facebook fans offline

One of the most overlooked ways to reward your 
Facebook fans is thinking of ways to meet them 
offline and in real life (or IRL as the kids say). 
Your fans may start with a simple Like, but how 
can you deepen that relationship and thank them 
in person? Hosting live events or sending thank 
you’s to your Facebook fans you can leave a lasting 
impression and show them you truly care.

Help fans get involved

Show you care by donating to charity for every 
new fan you get. You can also connect fans for 
donations like No Nonsense, a legwear brand 
who created "Socks for America" allowing fans 
to donate a pair of socks to the needy just for 
being a fan of the brand on Facebook.
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engagIng Your Fans
Our personal favorite Facebook page advice is 
to show your fans you are listening. Take time 
to initiate conversations on Facebook. Then, 
recognize the individuals who provided feedback.

Take advantage of social media as your primary 
tool for consumer communications. Respond to 
your fans' comments and questions in a timely 
manner that makes them feel important to 
your business and don't feel obligated to limit 
yourself to text responses. On Facebook, you 
can easily call out fans in innovative ways.

Honda, as one example, hosted a Facebook event 
"We're fans of you, too" where they acknowledged 
the fun ways fans show their love of Honda. One 
fan took the time to carve the Honda logo into 
their front lawn. So Honda followed suit and carved 
the name of the fan into their headquarter's front 
lawn and posted the picture on Facebook.

Showcasing one fan at a time on Facebook builds 
great customer relations. You can feature a fan 
of the week, mentioning those who frequently 
post or provide input on your Facebook page.
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Facebook Insights
Knowing the types of messages that work best for your specific audience is essential to 
effective marketing on Facebook. Facebook Insights provide the specific measurements 
of success you need to see real return from the time you invest in Facebook.

gettIng started wIth Facebook InsIghts
With Insights, page owners can determine how their posts resonate with fans as 
well as how much of their content is shared and seen by others on Facebook.

Use Facebook as your page to access your Insights. From 
your page’s Admin panel, click “View Insights.”
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InsIghts overvIew

When you first click into your Analytics, you’ll 
see six separate tabs to analyze the metrics 
that matter, starting with the "Overview" tab. 
Here you will get a snapshot of what's been 
happening in your Facebook account over 
the past seven days, including your page’s 
total and new likes, reach and engagement in 
terms of likes, comments, clicks and shares.

Reach refers to the number of people who 
saw a story, ad or one of your Sponsored 
Stories for the week. People engaged is the 
number of unique people who've clicked on, 
liked, commented on or shared your posts 
in the past 28 days. You want to see reach 
and engagement increase, with engagement 
being the most important metric.
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LIkes
The Likes tab allows you to see 
your page’s total likes over time, 
how many likes your page gained 
and lost each day, and where 
your page likes came from. 

For example, you can see how 
many likes are gained by day, 
and you can also see if those 
likes came from organic or paid 
efforts. Clicking on a specific 
point will generate a popup with 
a more detailed overview of the 
likes for that day. If you find 
a jump in the number of likes 
after a certain type of post or 
messaging, that’s a great sign to 
keep posting that type of content.
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On the “Where Your Page Likes Came From” graph in the Likes 
tab, you can see where those likes came from. You can see more 
details when you move your mouse over the graph. 

For example, you can see below that the 9 Clouds Facebook page 
had 3 likes via mobile users on October 15. You can hone in to even 
more details by selecting the options on the right of the graphs.
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reach
The Reach tab displays metrics that factor into 
Facebook’s News Feed Algorithm, such as reach, likes, 
comments and post shares. The calendar selector 
allows you to dig further into specific time periods. 

Organic represents the number of people who 
saw your content, both fans and non-fans, 

either in their News Feed or on your page. 
Paid represents the number of people who saw 
a Sponsored Story or ad you purchased. 

You can also click and drag your mouse across the 
graph to pull up targeting, reach and engagement 
statistics for each post in the time period you select.  
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vIsIts
The Visits tab allows you to see the number of times each 
of your page tabs was viewed, the number of actions 
people took that involved your page, and the number of 
external referrers, which is how many people came to 
your page from an outside source such as your website.

The Visits tab also includes other metrics like the number 
of posts on your page by other people or how many people 
mentioned your page, both within a set period of time. 
It’s always great to see other people talking about you.
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Posts
The Posts tab gives you an overview of 
your content’s performance, which allows 
you to understand what types of content 
perform best in addition to what times 
produce the best engagement rates. 

The “When Your Fans Are Online” 
graph shows when your fans are on 
Facebook, sorted by times of the day. 
This is a perfect way to decide when 
you should post on your page. You 
want to add content when the most 
people are online, so in this example 
3pm would be the best time to post.

If you click over to the Post Types graph, 
you’ll see what types of posts reach and 
engage the most people. You can see 
below that 9 Clouds photo posts generate 
quite a few more clicks compared to 
text-only status updates or links. That 
tells us we should try to include photos 
with our posts to make sure more 
people see and engage with our posts.
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Consider the content you posted and ask questions like: 

 • Did your post ask a question for fans to answer? 
 • Did it include a link, photo, or video? 
 • Which of these had the highest  
  engagement from your fans? 

Format your future posts like the 
posts that had the best results.

At the bottom of the Posts tab 
you will see a list of your page’s 
recent posts. You can sort the 
table data into various metrics by 
selecting the drop-down menus 
or by clicking on the "Reach" or 
"Engagement" table heading. 

First, look at the dates of your posts. If 
certain days of the week generate 
more activity from your fans than 
others, focus posting on those days.

If you want to learn more about 
a particular post, you can easily 

click on the post link. There you will see a handy little popup 
window that rounds up of all the performance stats for that 
particular update, including likes, comments and shares from 
both your page and also from shares, comments and likes. 
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PeoPLe
The People tab gives you insight into your page’s 
fans and compares the demographics of your 
fans to the general Facebook population.

You can see that our Facebook fan base 
is comprised of mostly 25-34 year olds, 
followed closely by the 18-24 and 35-44 age 
groups. We also have a few more likes from 
women (52%) than from men (46%). 

Knowing who you are talking to on your page will also 
help you create relevant content for your audience.

Another tab to be sure to note is the “People 
Engaged Tab”. These fans are those who 
are actually interacting with your content. 
You want to know who these people are 
and write content especially for them.

An interesting metric to note on our page is that, 
even though they represent only 7% of our overall 
fan base, users aged 45-64 make up 17% of our 
engaged fans. This is a good thing to know, when 
you consider users aged 35-44 comprise 15% of 
our overall fan base but only 10% of our engaged 
fans. Sometimes it’s quality over quantity. 
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do what works
Combining what you learn from Facebook 
Insights and what you learn about your 
website from Google Analytics, you can 
gain tremendous insight into your marketing 
efforts and learn what methods reach 
your customers the most effectively.
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Advanced Facebook Tips and Strategy
You have your page created and have started interacting with 
fans. Now it’s time to take it to the next level.

On Facebook, you can do more than communicate only with fans who like you. You 
can also find people who should be your customers. You might do this organically 
by searching and connecting with potential customers or by using Facebook ads.

The rest of this chapter takes a look at these advanced strategies.

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


78 Social Media Field Guide | 9 cloudSf t in p g+

Introducing Graph Search
Currently over a billion Facebook users spend their 
days liking, commenting, sharing and posting content. 
However, as we previously mentioned, this content 
typically only receives attention for three hours[1]. 
That means that the photos, posts and videos you 
are sharing both on your personal and business 
pages are essentially invisible after three hours.

In the middle of 2013, Facebook launched Graph 
Search to make content easier to find. Beyond finding 
the content, this information also influences the 
recommendations Facebook makes. For example, if you 
are looking for a restaurant and the majority of your 

friends are vegetarian, the nearby vegetarian restaurant 
will most likely be the first result on your Graph Search.

As a business, we want to optimize our page for 
Facebook Graph Search just like we optimize for 
Google search. Beyond optimization, businesses 
can also use Graph Search to find and network with 
potential customers. The following advanced tips will 
show you how your business can use Graph Search.
 
[1] http://techcrunch.com/2012/01/17/how-
often-should-facebook-pages-post/
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tour oF Facebook graPh search
 
Graph Search is the ability to search right from your 
personal account. Even though you don’t search from your 
business page, businesses can take advantage of search. 

You can see the entire top of the navigation is now a search bar with 
a magnifying glass and my name. When you click on the navigation 
bar Facebook will suggest different searches. You can also type in 
searches yourself and Facebook will autofill additional suggestions. 

As an example, Facebook recommends restaurants 
nearby. I can get more specific and type “restaurants 
near” and Facebook will provide some recommended 
searches such as restaurants near specific locations.

The same types of searches can be done to find photos, photos 
near a place, photos liked by a certain friend or your friends 
in general. Similarly, you can find music friends like, friends 
who live in a certain location and even (and eerily) look for 
single friends of a specified gender in a certain location. All 
of this means it’s time to think again about your privacy.
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Facebook PrIvacY settIngs
Facebook Graph Search does not change how privacy works, but it does 
make it easier for employers, friends, stalkers etc. to find photos and 
information about you as an individual user. If you posted a photo years ago, 
it is no longer buried under a long list of content. Rather, it is just a search 
away. That means NOW (actually yesterday) is the best time to set your 
privacy and remove incriminating photos, posts, videos and comments.
 
To check your privacy, click the gear on the top right and then choose privacy 
settings. Also remember privacy can be set for each individual post by a Facebook 
user. When creating a post as an individual (not a business), look in the bottom right 
next to the Post button. If you don’t want your content found on Graph Search, 
do not choose Public. Choose your privacy based on who should have access. 
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Using Facebook Search
The launch of Graph Search means new opportunities and challenges 
for marketers. Although some users will heed the privacy PSA in the 
last section, the vast majority of people using Facebook will share their 
data, content, photos, videos and posts. This means more information 
that businesses can gather and new ways to market your business.

There are four ways to use Facebook to optimize business 
pages for Graph Search. Let’s get started!
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1. network
Let’s say I’m leaving soon on a trip to Portland. 
Previously the most efficient way for me to find 
people I might want to network with or just hang out 
with was using LinkedIn and searching by city. Now I 
can easily search who I know in Portland via Facebook. 
Lo and behold some folks I didn’t even know 
lived there popped up! Now I can set some lunch 
dates, schedule a business meeting or know who 
to avoid depending on what you’re trying to do.

As marketers, the ability to find connections in different cities provides an enormous opportunity for networking. If you 
are launching a new product, attempting to expand your services to a new city, playing a concert at a local pub, having a 
fundraiser in a new state or just traveling and looking for something to do, you can find local influencers to help. 

Search Facebook for your friends that live in that community and ask them to host the fundraiser or 
promote the event. They will undoubtedly have local connections that can amplify your message and provide 
valuable insight on what to do and what not to do with your launch, product, fundraiser, etc. 

You can also filter your results to find the exact people you are looking for. On the right side you can choose to look 
only at friends who work at a certain employer or who are from your hometown. If your friends don’t fit the bill, change 
the filter to look at friends of friends instead. Suddenly your extended network is quickly and easily within reach.
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2. research a Market

Research Opportunities
Just as you can find connections in 
a community, you can use the same 
technique to conduct quick market 
research. Should you host a fundraiser or 
launch a product in a certain community? 
Why don’t we search for people who like 
your business page in a certain community.

If I search for people who like our 
digital marketing firm 9 Clouds in 
Minneapolis, we find there are 36 people 
there, or “fewer than 100 people” 
as Facebook points out. Ouch.

I can do the same thing in a different 
city, such as Sioux Falls where over 
100 people like our page. Woo hoo! If 
I am deciding where to host an event, 
it seems that my audience of fans is 
greater in Sioux Falls than Minneapolis.

I could also look at this as insight in to where I should market. Maybe we should run 
ads or contact influencers in Minneapolis so we can grow our presence there.
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Research Content
Besides researching where people who like my business live, I can 
also look at what fans of my page are interested in themselves. 
Knowing what they read, watch and talk about provide an easy 
guide of what I should say and do on my own Facebook page.
 
For example, I look at what fans of 9 Clouds like on Facebook. 
As you can see they are interested in NPR, the Minnesota 
Twins and The Office. I should definitely talk about the 
baseball season and maybe consider donating to NPR so 
my customers and fans will respect me more. By looking 
first at what content they are interested in, I have to do less 
guessing on how to interact and engage my audience.
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Research Partnerships
A great way to grow a Facebook page is to 
partner with pages that already attract your 
type of customer. The same can be said of 
generating leads. If you know your typical 
customers have coffee at the local cafe at 10 
a.m., it’s a good place to take a morning coffee 
to see if you can scrounge up some business.

With Graph Search we can research potential 
partnerships by looking at other pages our 
current fans like. To get even more specific, 
we can look at what friends of our fans like or 
fans who live in a certain community like.

For example, if I want to grow my presence in 
Denver, Colorado, I can search for “Pages people 
who like 9 Clouds and live in Denver, Colorado 
like.” Fun! Now we’re getting specific.

As you can see, I could talk to Becca Linn 
Photography or the Red Rocks Amphitheater 
and offer to host a joint webinar, sponsor an 
event or write a guest post. Whatever I can 
do to get in front of their audience will most 
likely attract people similar to those customers 
and fans who have already liked my page.
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3. create recoMMendatIons

Likes are recommendations. Period.

For years we've been preaching don't worry about likes. 
The reason for this was that even if someone liked your 
page, they wouldn't necessarily see your updates.

Now however, likes are recommendations. I may 
search for restaurants near where I currently am, 
in Brookings, SD. A combination of the number 
of likes as well as the number of my friends who 
like the page will determine what I see first.

What many people will do is look for restaurants, 
businesses, concerts, etc. based on their friends’ 
recommendations. As we know, consumers 
trust recommendations from friends 90% of 
the time[1], so this is the best type of word of 
mouth marketing we can achieve. If I’m looking 
for a vegetarian restaurant, I’m going to look for 
restaurants near me that my vegetarian wife likes. 
Similarly if I want a sports bar, I’ll search based 
on my brofounder John’s recommendations.

[1] http://blog.nielsen.com/nielsenwire/consumer/global-advertising-
consumers-trust-real-friends-and-virtual-strangers-the-most/
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whaT ThIS meaNS IS ThaT lIkeS 
maTTeR. eveN mORe ImpORTaNTlY, 
STRaTeGIC lIkeS maTTeR.
While it's helpful if your grandma likes a page, it will help you more if someone 
who is well connected likes your page. This is because when people filter searches 
based on that influencer's interests or tastes, your business will show up.

What makes this fascinating is that it takes Google's 
search algorithm and makes it personal.

On Google if a popular website links to your site, your visibility on 
search will improve. Now on Facebook if a person who is popular likes 
your page, your page's visibility will improve in the Graph Search.

Who do you know in a specific community or industry that is well-respected 
and followed? What can you do to get them to like your page? 

The age of celebrity endorsements has been extended. Local celebs now 
wield power by influencing what is seen on Facebook’s Graph Search.
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4. generate content

App Content
In the past year there has been an explosion of applications that 
sync with Facebook. These are apps created by other companies 
to integrate Facebook in to their platforms. For example, the 
music sharing service Spotify posts the music you have been 
listening to on Facebook. Pinterest and Instagram posts images 
you pin or heart to your Facebook feed. Stitcher shares podcasts 
you have been listening to on your Facebook account.

Facebook is now activating this data on their Graph Search to 
help you find music, images and podcasts your friends like.

For example, my brother Paul has great taste in music,  

 
so I can search for music that Paul listens to.

Based on his likes and listens on apps like Spotify, 
I can choose music to be like Paul.

Applications that integrate with Facebook will be increasingly 
important for businesses and for individuals artists/game creators/
writers/etc. Businesses will want to encourage their fans and 
customers to listen to their music and sync with Facebook, 
or play their Facebook game, or share books they’re reading 
on Facebook. Getting that data into the massive Facebook 
machine will help more people find a business serendipitously.

f a C e b O O k

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


89 Social Media Field Guide | 9 cloudSf t in p g+

Image Content
Our friends over at the infographic design company 
Lemonly have been preaching this for the past 
year: visual marketing matters. They've been 
creating infographics and interactive graphics 
that have taken advantage of this very fact.

Facebook Graph Search makes images all the more 
important. As a business you now REALLY want 
your customers to take photos via Instagram or 
Facebook and tag the location or business name. 
Anything you can do to encourage this, whether 
through giveaways, photo contests or other creative 
ideas will help you show up on Graph Search.

For example, I can search photos of pages I like 
taken in Brookings. You can immediately see user 
generated content promoting a local wine dinner.
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Similarly your customers can now capture your products 
and service and attach them to more general searches. 
For example if I search for photos taken at a cafe in 
Brookings, South Dakota, I immediately see latté art 
that may or may not entice me to visit that café.

Your business can easily fill the image search by encouraging 
customers to take photos or videos and tag them as your 
location. These will create more views, likes and customers 
(if your product/service looks good!) for your business.
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Facebook Ads
Now that you have your profile up and 
optimized, the next step to leveraging 
Facebook for your business or 
organization is utilizing Facebook ads.

Facebook ads are not your grandma’s 
advertising. You do not have to pay 
for an ad to the masses that you hope 
reaches your target. Facebook allows 
you to pinpoint your target and advertise 
just to them. No matter what your 
budget, you can run a targeted and 
strategic campaign on Facebook.

how ads work
Facebook Ads have a unique advantage 
by targeting the who instead of the what. 
Look at the information included on a 

Facebook profile. It begins with a user's 
name, their gender, location, potentially 
even the size of their household.

Music preferences detailed to specific 
band names, favorite movies, actors, 
hobbies, religious beliefs, political stance, 
morals, heroes, inspirations, and so on are 
sometimes all shared in Facebook profiles.

All of this information is private to 
companies until people like a page but 
Facebook stores all of the data and uses it 
to find ads that are specific to the viewers.

Facebook ads are directly targeted to 
people showing interest in a specific 
industry. The message will have a much 

higher chance of being read (also known 
as impressions) and clicked on.

Search engine ads, such as Google Pay 
Per Click (PPC), target what people 
are searching for. If you search for 
“Polaroid camera”, you will see ads for 
Target, WalMart, and Amazon where 
you can buy a Polaroid camera.

Conversely on Facebook you connect 
with people who identify themselves 
as Polaroid fans. Thus, you can run an 
ad for Polaroid cameras targeted at 
Facebook users who have said that they 
like Polaroid (currently 186,015 people).
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gettIng started wIth Facebook ads

Before launching an ad campaign on Facebook, make 
sure you have a plan based on a specific goal. This will help 
you be strategic and also give you criteria to measure the 
success of the campaign. Some possible goals include:

 • Page Post Engagement
 • Page Likes
 • Clicks to Website
 • Website Conversions
 • App Installs

To create your first ad, either locate the Ad 
Manager or find the “Create an Ad” button. 

There are several ways to access advertising on Facebook 
but we recommend either of these two ways because they 
will provide you with the most segmentation options. The 
“Boost Post”, “Promote Post”, and “Increase Page Likes” 
options you may see on your page and throughout the site 
may not give you the full suite of segmentation options.

Once you have entered the Ad Manager and are 
creating an ad, first select your objective/goal. 
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Once you have your objective/goal selected, 
you will then be asked what business or 
organization page to create the ad for. 

sPonsored storIes
If you select “Page Post Engagement” or “Page 
Likes” you will have the choice to include ‘Sponsored 
Stories’. Sponsored Stories are designed to show 
up in more News Feeds and will show up in the 
News Feeds of the friends of your fans when a fan 
interacts with you post. They don’t cost any more so 
we always recommend using Sponsored Stories.
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FIndIng Your audIence
Facebook offers tons of demographic information 
and you can easily see if your target demographic 
is online and how big the audience is. What age is 
your target? Gender? Geographic location?

According to eMarketer[1], the top three segmenting 
categories used by Facebook marketers include age (used by 
55% of Facebook advertisers), followed by country and interest.

By using Facebook’s Ad Manager, you can pull demographic 
information for whatever segment you would like. For 

example, let’s say I want to reach women, age 18-30, 
within 25 miles of Sioux Falls, S.D. Facebook tells me that 
there are 26,000 on Facebook in my demographic. 

In addition, Facebook has recently added 
additional demographic options including:

 • Interested In
 • Relationship Status
 • Languages
 • Education
 • Workplaces
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 If you were running a restaurant, you could target 
ads to people who work at businesses close to 
your location using the workplace segmentation in 
combination with the location demographics.

Don’t have specific target demographics? You can also segment 
based on broad and 
precise interests. 
The broad categories 
Facebook pre-populates 
and you can select 
from. Precise interests 
are inserted by you. 

If you chose to insert 
precise interests, don’t 
get too specific as 
Facebook is searching 
for the phrase you 
enter in profiles and 
posts. For example, 
if you’re are running 
a campground you want to reach people interested in 
‘family camping’. In precise interests, we would recommend 
putting just ‘camping’ because the likelihood of someone 
putting the phrase ‘family camping’ together on their profile 

or in a post is far less likely. Consider selecting ‘Family 
Status’ in broad categories to catch the family part as 
opposed to putting it in the precise interest you type.

Connections allows you to specify what relationship the people 
who see your ad do or do not have with you. You can target the 

ad to only people who are 
already connected to you, 
who aren’t connected to 
you or both. In addition, 
you can target people 
who are connected to 
other specific Pages, 
apps or event names.

If you run a campground 
or other business that 

provides lodging, you 
could target ads to folks 
who like an event that is 
going to be happening 
near your location to get 

those people who might need somewhere to stay when they 
come to the event. A restaurant could do the same thing. 
Target an event page that is happening near your location to 
attract people who will be at the event to visit your location.
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LaunchIng Your 
Facebook ads

Once you have selected your 
audience, the final steps are to name 
your campaign, select a budget and 
specify the schedule. You can run 
the ad continuously or set a start and 
end date. All of these items can be 
modified as the ad is running if you 
decide you want to change them.

Conversion tracking is an advanced 
option you can use to see what 
visitors from Facebook do on your 
website. Facebook provides great 

step-by-step instructions to get 
this working on your website.

Finally, you can select what 
you would like Facebook to 
optimize your ads for:

 • Clicks 
 • Impressions

Depending on the optimization 
you set and the type of campaign 
you choose to run, you can pay 
per click to your external landing 
page or by the number of new 
‘likes’ you get on your page.

If Facebook is charging on a CPM 
(cost per thousand) basis: you pay 
based on the number of people 
that see your ad or Sponsored 
Story. If you chose “click on my 
ad or Sponsored Story,” you will 
be charged on a CPC (cost per 
click) basis: you pay each time 
someone clicks on your ad.

According to eMarketer[2] the 
average page ‘like’ clickthrough 
rate is 0.07% at a cost of $0.45, 
meaning every 1,000 people who 
see your ad, seven will click on 
it, and it will cost you $0.45 for 
each of those seven people.

[2] http://www.emarketer.com/
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Facebook ad strategY

The success of your ad campaign depends on you posting relevant marketing content on your 
Facebook Business Page and creating ad content that will resonate with your target audience. 
When drafting content for Facebook, always think about what your Call to Action (CTA) is. 
Provide the viewer clear direction or a link to where you want them to go. No matter how 
much money you spend, if the content isn’t remarkable or relevant, it won’t be successful.

At 9 Clouds, we usually recommend putting most of your allotted Facebook ad budget to post 
promotion ads with Sponsored Stories. Post content is more likely to be timely and relevant and if 
people like your posts, the likelihood that they will also like your page increases. Page like campaigns 
get you more likes and post promotion ads are likely going to get you more engagement plus likes.

In terms of budget, there is no right answer for everyone. Adjust according to results. We 
usually recommend setting a ‘Lifetime Budget’ as opposed to a ‘Per day’ budget because if you 
are running post promotion ads, you would not want the money to run out on a particular day 
if you were getting a lot of engagement. Also, with a lifetime budget, Facebook algorithms 
have a better chance of learning what works and what does not and can adjust accordingly.
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MeasurIng Facebook ad resuLts

Once you launch your ad, Facebook’s Ad Manger shows you how much 
you spent each day, clicks per day, and what your reach is out of your total 

targeted market. Depending on what you 
set as your goal, you can analyze the results 
and adjust future campaigns accordingly. 
Consider running the same style ad with 
different demographics and/or interests for 
each to learn which performs betters.

The top stats we often look at are 
campaign reach and post engagements. 
Post engagements are the total number 
of shares, likes and comments on all 
you Page posts as a result of the post 
promotion campaign. Campaign reach is 
the number of unique people who saw ads 
from this campaign. If you are running 

page like ads, post engagements will be replaced by link clicks; the 
number of link clicks on links on your ad or on your Page.

Again, test the different demographics, interests, campaign types, and 
budgets to see what works the best for you. Most importantly, do not forget 
to keep your audience in mind when writing the content no matter what 
the campaign. Bad content equals bad results no matter what the budget.
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sources and addItIonaL readIng

http://www.emarketer.com/
http://zephoria.com/social-media/top-15-valuable-facebook-statistics/
http://expandedramblings.com/index.php/by-the-numbers-17-amazing-facebook-stats/
http://www.business2community.com/social-media/12-awesome-social-media-facts-statistics-2013-0622265
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F I E L D  N O T E S :

VICTOR SAAD
&

DANE JOHNSON
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Helping Out 
More Than 
Standing Out
What if you had access to billions of people in 
an instant? You could share any message, say 
anything, and there's a chance that any number of 
them would pay close attention. The one caveat is 
that everyone else is in that exact same position.

Herein lies the blessing (and curse) of 
social media and Twitter specifically. 
Countless listeners. Countless voices.

This is the challenge we face as we launch 
Experience Institute (Ei), a school offering 
higher education based on real-world 
experiences. In fact, its the challenge anyone 
faces when starting something new. We don't 
want to simply be another bland voice in a 
sea of characters. We want to say something 
valuable to an audience that needs to hear it. 

Here’s how we think about adding value on 
social media in general and Twitter specifically. 

Victor Saad (left) is the founder 
of the Experience Institute. 
Dane Johnson (above) is a 
storyteller and founding student 
of the Experience Institute. 
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voIce
As Ei gets started, we have been spending hours 
identifying our school’s audience and voice. Who does 
our school talk to and why should they listen? What are 
the characteristics of Ei? What topics does it discuss 
and conversations does it start? What does it NOT talk 
about? Or, a more playful perspective, what famous 
person does it most resemble (ie: Anderson Cooper)?
 
And, perhaps the most obvious but often overlooked 
question, “Is this even needed on Twitter? And why?”

 These may seem like odd questions to ask in a book 
about social media, but, in our haste, not answering 
them harms our brand’s image in the long run. 
 
The fact of the matter is you have limited time and resources. 
And, it’s unlikely that your greatest contribution to the 
world will be your tweets. So you need to know why you’re 
spending time on that channel and understand how it will 
benefit your audience, your team, and even yourself.
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content
Now that you’ve spent time finding your voice, 
topics, and reasons for being on Twitter, it’s 
time to define the content you’ll share. We’ve 
broken it down into three main parts:
 
- Teach: Lessons we’re learning
By sharing what we know, what we’re 
learning, and by being transparent about the 
challenges we face, people are invited into 
our story. Social media provides a place to 
collaborate and learn from one another.
 
- Inspire: Content worth sharing (inspiring 
posts, articles of friends/peers, things 
happening with higher ed).
 
- Celebrate: Updates and Milestones (things 
that are taking place within Ei, updates with 
our students, new applications, etc.).
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rhYthM
Now that you know your voice and your content, it’s time to determine how often you’ll share with your 
following. Delivering on a consistent basis assures people that you’re a dependable resource for insight and 
learnings, which will make them more inclined to check in to see what you’ve got to offer. 
 
Starting a school has been one of the most challenging and exhilarating ventures I’ve ever attempted. My team and I are learning valuable 
new lessons every day. One of the most valuable things we can do for our friends and peers is to be cognizant of how we’re changing, 
who we’re becoming, what we’re learning and which of those lessons can inspire or motivate others. Sometimes, that’s sharing a lightbulb 
moment while heading to your next meeting. Other times, it’s through blog posts and stories, which are then links tweeted along. 
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engage
Lastly, for us, Twitter has been a way to tell people in our space how much we look up to them or to respond 
to people who are trying to get to know us. Sometimes, we even respond to a tweet or an article with a full-
on blog post, and then tweet to the author (this is the brainchild of our rockstar producer, My Tang). 

In starting Experience Institute, we know that we’re one more voice among billions in the social media 
world and that attempting to stand out can become an empty game to play. Instead, we’re focused 
on being helpful. What we share and what we say is an attempt to serve those who follow us.

Victor Saad, Founder of the Experience Institute. Follow: @VictorSaad
Dane Johnson, Storyteller and Experience Institute Founding Student. Follow: @RambleWithAPlan
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C H A P T E R  2 :

TwITTER
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Party Line Phones
If you grew up in a rural community, you 
might remember party line phones.

These were the phone lines that 
connected far-flung homes with the 
outer world. The problem was that only 
one person at a time could be on the line 
and anyone could pick up their phone 
and listen in on whoever was talking.

My uncle tells a great story of growing 
up on the farm and needing to call the 
veterinarian about a sick calf. He picked 
up the phone in the morning and heard 
the local gossiper chatting with her friend. 
Frustrated he hung up the phone.

After lunch he again tried to call the 
veterinarian and again when he picked up the 
phone there she was. Chatting with her friend 
about the latest news in Norway Township.

Finally right before dinner he picked up the 

phone again and finally betrayed his 
Norwegian humbleness to ask if she 
could hang up the phone so he could 
call the veterinarian. She apologized 
profusely and hung up the phone. Then 
he heard: click…click…click…click.

The entire neighborhood had been 
listening in on her conversation! 

T w I T T e R
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twItter Is the worLd’s  
PartY LIne Phone

Twitter is the digital version of a party line phone. It is the world’s 
party line phone, and you can pick up your “phone” by logging in to 
Twitter and listen to the world’s conversations whenever you like.

Fortunately for businesses, you don’t have to listen to 
everyone’s conversations. Instead, you can search and find the 
conversations that are relevant to you. Instead of having to listen 
to the gossip in Norway Township, you can listen to conversations 
about flaxseed, or yoga, or digital marketing or wine. 

Whatever your personal or business interest is, you can find people 
anywhere in the world who share the same passion as you. 

By connecting and communicating with these people, you are already 
talking to your potential customers and collaborators. They are raising 
their hands, asking you to reach out and connect. It’s like having a 
line in front of your storefront before you even open the door. 

The only question is: Are you going to open the door? [sM]

T w I T T e R
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 • IF You shouLd use twItter
 • how to use twItter
 • how to utILIze twItter to grow Your busIness

In This Section, You’ll Learn:

T w I T T e R

Abby tEUnISSEn
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what Is twItter?
Twitter is a real-time micro-blogging social network that allows you to 
connect with and share the latest news, ideas and opinions that you 
are most interested in. As Charlene Li said, 
“Twitter is not a technology, it’s a conversation. 
And it’s happening with or without you.”

what does twItter do?
Twitter is an open social media platform 
that allows users to share short bursts 
of content called tweets that contain 
links, photos and/or videos to share your 
opinions and insights with the world.

To see a person’s or business’ tweets 
in your stream, you need to “follow” 
that person or business. 

As opposed to Facebook where you create two-way 
relationships with your friends and family, many people 
can follow your Twitter account to see your tweets without 
you having to follow them back to see their tweets.

Key Questions: T w I T T e R

“TwITTeR IS NOT a 
TeChNOlOGY, IT’S a 
CONveRSaTION. aND 
IT’S happeNING wITh 
OR wIThOUT YOU.”

- Charlene Li
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who shouLd use twItter?
Twitter is best for businesses that can work with customers 
regardless of location. If you can ship a product, work remote 
or share information, Twitter will be a great fit.

Twitter also works well in urban areas where this is a high population density. 
There are more people talking and the group effect makes Twitter more valuable.

Additionally, Twitter is right for you if:

 • You would like to increase your knowledge and  
  influence around a certain topic or industry
 • You would like to establish yourself or your brand as a thought leader
 • You would like to connect with customers, gain  
  market insight, and keep up with your competition 
 • You would simply like to listen to the opinions  
  and thoughts of whomever you please

T w I T T e R
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whY does twItter Matter? 

Businesses can use Twitter to: 

 • Quickly share information with people  
  interested in their products and services
 • Gather market feedback in real-time
 • Build relationships with everyone from  
  customers to influencers and 
  potential partners.  

Twitter connects businesses to customers in real-
time, allowing you to provide quick, efficient and 
direct customer service. You can thus establish 
a personal relationship with your customers 
by providing on-demand customer service. 
Twitter makes it easy to monitor your brand and 
respond to consumers all in the same breath. 

This excellence and commitment to superior 
customer service can be exactly what 
distinguishes you from your competitors. 

T w I T T e R
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 Key Stats
 
 • There are over 500 MILLIon active users on Twitter[1].
 • Twitter has over 230 MILLIon monthly users[2].
 • 9,100 tweets are sent every second[3].
 • There are 2.1 bILLIon searches on Twitter every 24 hours[4].
 • 100% of Twitter users listen to their Twitter stream but only 55% actively tweet[5].
 • Tweets with image links get 2x the engagement rate of those without[6].
 • Your tweets have a 12x higher chance of being retweeted if you ask for it,  
  and a 23x higher chance if you actually spell out the word “retweet[7].”
 • 42% of Twitter users learn about products and services via Twitter[8].
 • 66% of user-generated tweets that mention brands come from mobile users[9].
 • 75% of users are more likely to purchase from a brand they follow on Twitter[10].

 
[1] http://www.statisticbrain.com/twitter-statistics/
[2] http://online.wsj.com/news/articles/SB10001424052702304069604579155574144339330
[3] http://www.statisticbrain.com/twitter-statistics/
[4] http://www.jeffbullas.com/2013/10/09/60-sensational-social-media-facts-and-statistics-on-twitter-in-2013/
[5] https://business.twitter.com/audiences-twitter
[6] http://blog.bufferapp.com/10-new-twitter-stats-twitter-statistics-to-help-you-reach-your-followers
[7] http://blog.bufferapp.com/10-new-twitter-stats-twitter-statistics-to-help-you-reach-your-followers
[8] http://www.convinceandconvert.com/twitter/7-surprising-statistics-about-twitter-in-america/
[9] http://blog.bufferapp.com/10-new-twitter-stats-twitter-statistics-to-help-you-reach-your-followers
[10] http://www.cmswire.com/cms/customer-experience/35-key-twitter-statistics-infographic-012384.php

T w I T T e R

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


114 Social Media Field Guide | 9 cloudSf t in p g+

Why You Should Use Twitter
Before you decide if Twitter is right for you, it’s best to 
visit search.twitter.com and do a bit of digging. 

Search for terms that are common in your industry, or for brands similar to 
yours to see what your competition is up to. If there isn’t a lot of chatter in your 
industry, then Twitter likely won’t be a great asset for your online strategy. 

However, if you do in fact find a lot of activity around your 
industry and/or your competitors and partners, then you’ll likely 
benefit from adding Twitter to your online strategy. 

An effective Twitter presence can be a truly powerful element 
of your social media strategy. When used correctly and as part 
of an overall social media strategy, Twitter can help you:

 • Interact with customers in real-time
 • Develop and promote your brand
 • Monitor what is said about your company or brand
 • Establish and promote thought leadership roles
 • Share your industry expertise
 • Develop direct relationships with customers and potential partners
 • Find and grow your target audience
 • Increase traffic and leads
 • Interact with and support your fan base
 • Promote your company and your content
 • Deliver prompt customer service
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You can even use Twitter as a public relations service. For 
example, Pam O’Neil, VP of Marketing at BreakingPoint, 
said, “Twitter has all but replaced our PR agency as a 
large percentage of our followers are press and analysts. A 
writer wrote about us and linked to us based on something 
we tweeted and that resulted in a huge spike in web traffic 
and at least one deal with a major service provider.”

The few points above are just a handful of 
the things Twitter can do for your company 
or brand. In the end, if you use Twitter to it’s 
full advantage, your company will grow. 

“TwITTeR haS all 
bUT ReplaCeD 
OUR p.R. aGeNCY ... ”

- Pam O’Neil

T w I T T e R
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How to Use Twitter
terMInoLogY
To really make sense of Twitter and use the tool to its full 
potential, you will first need to understand the language and 
different tools. There is certainly a Twitter lingo, but all you 
need to know is the basic terminology to get started.

Let’s take a look at and expand on some of 
the words you may have heard.

tweet
A tweet is a message that a user sends on Twitter. A 
tweet is much like a status update from Facebook, 
but tweets must be less than 140 characters. 

Pro Tip: Use the first 120 characters to compose the body 
of your message, and reserve the remaining 20 characters 
to specify which Twitter user you plan to communicate 
to. You’ll then have 20 characters to include a link.

If you want to be able to view analytics on your tweet, we 
recommend using a link shortener, such as Bit.ly. Bit.ly is a 
great service that allows you to quickly and simply shorten 
your links and then track the analytics on those links. 
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A few more tips to make a great tweet:

 • Keep it simple
 • Use short words – this isn’t English class
 • Don’t be afraid to include a bit of humor
 • Be clear, not vague and confusing

MentIons and rePLIes
Both mentions and replies are powered by using the “@” sign 
and then typing in the username of the tweeter that you’d like 
to notify. However, they function a bit differently.

rePLY
Signaled by the placement of an ‘@’ sign before a user’s Twitter handle, a reply 
is a tweet sent directly to one person or mentioning a user or users so that they 
notice the tweet. If you start a tweet this way with @username, it’s called a reply.

Replies are seen only by the person you replied to and the people who follow 
both of you. No one else will see the reply in his or her stream (although 
it will show up both on your profile and through Twitter search).

T w I T T e R
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MentIon
If you tag a username anywhere other 
than the very start of your tweet, every 
person who follows you will see that 
message. This is called a mention.

The difference between a reply and a mention 
is slight, but it makes a big difference if 
you’re trying to be as visible as possible.

Below you will see that our brofounder 
and Lemonly CEO John Meyer asked 
the Twitterverse for help on an upcoming 
project. Notice he placed a period before he 
mentioned @Lemonly, to ensure that everyone 
who follows him will see the message.

If you click “Expand”, you will then 
see all the replies to his tweet.

Below you’ll see the replies to John’s tweet. 
Notice when someone replies to John’s message, 
they mention both John and Lemonly, because 
both users were involved in the original message.
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dIrect Message (dM)
Not all tweets have to be public. If you want to send 
a private tweet to an individual user, you can send a 
direct message. To send a direct message to a specific 
user, that user must be following you on Twitter.

If you go to the user’s profile, you’ll see a button 
next to the Following button. Click that button, 
and then choose “Send a Direct Message” 
to send a private message to the user.

You can also send a direct message right from 
your Twitter home page. In fact, it’s quite simple 
to do so. If you’re using Twitter.com you can send 
DM’s by starting a tweet with the letter “D” and 
then the Twitter user’s name. You’ll see the blue 
“Tweet” button changes to “Send Message.”
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T w I T T e R

FoLLow
When you follow a user on Twitter that means you 
want to listen to their tweets and add their messages 
to your Twitter stream. Their tweets and mentions of 
them will now be included in your Twitter stream.

twItter streaM
A Twitter stream is the aggregation of all the tweets 
you are listening to, bundled into one stream.

retweet
When you like a tweet that one of your followers 
sends and want to share it for your own audience, the 
retweet is the way to pass it along to your followers.
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hashtag
Indicated by a # sign, a hashtag indicates a topic 
or theme of conversation. Users can add a hashtag 
to their tweets and then other users can follow all 
the conversation on that one topic or hashtag.

People use the hashtag symbol (#) before a 
relevant keyword or phrase (no spaces) in their 
tweet to categorize those tweets and help 
them show more easily in Twitter Search. 

You can see here the popular hashtag #TGIF, which of 
course means thank god it’s Friday. You’ll notice that 
companies, individuals, and celebrities (if you consider 
the Peanuts celebrities…) are all getting in on the action. 

trendIng toPIcs
Powered by the hashtag, trending topics are displayed 
on the right-hand side of your Twitter homepage. 
They are words, phrases or hashtags that are popular 
(trending) on Twitter at a given time. These can be 
organized by location and are updated in real-time. 
You can see that #ThursNightFootball is promoted, 
which means advertising dollars are powering 
the popularity and visibility of that hashtag. 
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FaIL whaLe
Every so often Twitter crashes and you 
may see this friendly whale letting you 
know to that Twitter will be back soon.

For more on Twitter lingo and customs, 
read the official Twitter Glossary. 

When you first sign up for Twitter, start 
by learning these basics and then choose 
a few friends or industry leaders to start 
following to get a feel for Twitter.
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Set Up Your Twitter Profile
Now that you’ve learned the basic language of Twitter, it’s 
time to create your profile and get tweeting. 

First, go to Twitter.com to get started. Enter your 
name, email, password, and choose a username. 

Twitter will automatically reject your username if one is already 
taken. This username becomes your name on Twitter, so 
make sure it is something that represents your brand well. 

Many times, it’s best to use your company name. If that’s 
already taken, your company name is particularly long, 
or it’s hard to spell and thus remember, try adding a few 
different letters to make it work or use a relevant slogan. 

For example: The marketing agency Lawrence and 
Schiller uses its company slogan as its Twitter handle - @
TheExtraMile since their name is too long for the character 
limit and it’s also a bit hard to spell for newcomers. 

We use @9Clouds because our name isn’t over the username 
character limit and it’s easy for everyone to remember.

After you have chosen your username, click on the “Create my Account” button 
and viola! You are now officially a member of the vast Twitter community.
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Getting Started With Twitter
Twitter will give you some tips on 
getting started and who to connect 
with. It will also give you a chance to 
see if some of your friends, partners 
and/or customers are on twitter by 
checking your email address book. 

Twitter makes it easy to look 
up contacts from your address 
book. Follow the steps below 
to find your friends, colleagues, 
partners and customers. 

First, go to the discover page 
and click “Find Friends.” Next, 
select “Search Contacts” next 
to your email provider (Gmail, 
Yahoo, Hotmail, or AOL). 

Make sure your browser enables 
pop ups, then enter your 
email login credentials when 
prompted. You will then be asked 
to allow Twitter to access your 
information. Click “Agree.” 

Next, you’ll see your contacts 
who are on Twitter. You can 
either select them all, or select 
manually. Click “Follow Selected” 
in order to follow all of the 
contacts that you have checked. 

After you follow your contacts 
on Twitter, you will be prompted 
to invite contacts that aren’t on 
Twitter to join the Twitterverse. 
You can select who to invite from 
a list that appears after you click 
invite, and then Twitter will send 
an email inviting them to Twitter. 

If you’re not ready to add all your 
contacts just yet, don’t fret. You 
can always add partners, customers, 
and fans later as you get more 
comfortable with Twitter.
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Tweaking Twitter Settings
From your homepage, click on the gear icon and select “Settings” from the drop-down menu.

Here you can personalize your settings such as time zone, language and all that fun stuff.

You shouldn’t check “Protect my tweets” unless you want your tweets visible only to people that 
follow you and that you approve. Many people will use a user’s tweets to judge whether or not they 
want to follow them. Your company is just 
as valuable as it’s updates, so you want to be 
sure people can see what you’re saying!

All the potential in an asymmetric network steams 
from the ability to connect with anyone and 
everyone, not just those people that you 
know personally. Protecting your tweets 
can greatly limit your visibility and thus 
opportunities to gain followers and influence.

Once you have finished customizing your 
security and privacy settings, be sure to 
click “Save” at the bottom of the page. 
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Next, be sure to customize your 
email notifications. By default, 
Twitter will automatically email 
you popular tweets, when 
someone else takes action 
on one of your tweets, when 
someone follows you, sends 
you a direct message, etc.

Unless you want to receive 
all of these emails, be 
sure to customize your 
preferences. Decide 
what notifications you’d 
like to receive and press 
“Save Changes.”

T w I T T e R

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


127 Social Media Field Guide | 9 cloudSf t in p g+

Next, click on the “Profile” tab to upload your picture. This 
is an important, if not vital, step. Spam accounts frequently 
have no profile picture, so unless you’d like to be assumed 
a spammer, you’d best be uploading a profile picture. 

Your profile picture could be your company logo or a face 
from the company. The maximum upload size of your photo 
is 700k, which is pretty small. Take note that you may have 
to re-size your image to meet this sizing requirement.

Much like Facebook’s cover photo, you can also add a header 
image to your Twitter profile. This image will be displayed 
behind your profile picture. You can be a bit more creative with 
this image, as you’ve already set your profile picture as your 
logo. Choose something that still represents your brand well. 
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Next up on your profile is your company’s name. 
If you couldn’t fit your company’s full name in 
the limited amount of characters for your Twitter 
handle, now’s the time to do so. Next, add your 
location so people know where you are based. 

For your URL, it’s best to include a link to 
your company website. If you don’t have a 
company website, you can instead include 
the URL for your company blog, Facebook 
account, LinkedIn company page, etc. Be 
sure to link to something that defines your 
company well so potential followers can get a 
feel for your company and what it offers.

In the bio section, be as descriptive as possible. 
This section is essentially your elevator pitch for 
Twitter followers. You can make your bio funny, 
serious or both, but make sure it represents your 
company and is fewer than 160 characters.

Take note that you can connect your Twitter account to Facebook on this page. 
This will link all your tweets directly to Facebook and post them each time 
you tweet. We don’t recommend this, but it can be beneficial in some cases. 
Determine what would work best for you. Click “Save” when you are finished.
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Get the Twitter App
If you have a smart phone, you can download 
the Twitter App from the App Store. The 
mobile version of Twitter functions much 
like the desktop version and you will be able 
to tweet, follow, and listen just the same.

Start Tweeting
Now that you’ve set up your profile, it’s time 
to start tweeting away. You can do this from 
your Twitter home page or from your app.

The most important thing to know is that your 
message can’t be longer than 140 characters. 
The entry field will automatically count your 
characters on the webpage and the app.

After you have become comfortable with 
Twitter, you’ll begin to know how long 
this is without counting. If your message 
is in fact longer than 140 characters, 
your message will just be cut off.
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How Often to Tweet
Some people check Twitter twice a week, others 
check it once every 20 minutes or even more. And 
some Twitter users post around twice a week, while 
others post at least once every hour, if not more. 

so how oFten shouLd You 
be actIve on twItter?

You should most certainly check Twitter often, at 
least once a day, preferably a few times. There’s so 
much going on throughout the Twitterverse, and it’s 
often time sensitive. Constant monitoring is key. 

then coMes the questIon, 
“how oFten shouLd I tweet?” 

While tweeting a few times a day is usually 
best, it depends on your audience and what 
you’re trying to accomplish. Monitor others’ 
activity and see what works best for them. 
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Also monitor your audience and see at what times they are active. Try to tweet at times when your audience is most engaged. 

Sometimes it’s not a question of how often you should tweet, but a question of what value you are adding by posting on Twitter.

If you’re posting updates about how much peanut butter you decided to eat off of the spoon at your desk today, then you’re probably 
not making the most effective use of your time. If instead most of your posts are insightful, thought-provoking, or helpful, then 
you are making a good investment of your time.

This doesn’t mean that absolutely every one of your tweets 
must all be strictly goal-driven and ultra-strategic; you 
can still have some fun with your tweets. Just make sure 
the balance is right for your brand and your industry.  

At the end of the day, you should be creating 
value with your Twitter activity. 

You should consider every Twitter update a branding 
impression. You are in fact creating a reputation 
for your brand with your online friends, so be sure 
to add something to the conversation. 

SOmeTImeS IT’S NOT 
a qUeSTION Of hOw 
OfTeN YOU ShOUlD 
TweeT, bUT a qUeSTION 
Of whaT valUe 
YOU aRe aDDING bY 
pOSTING ON TwITTeR.
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Shortening Links
When you’re tweeting links, it’s helpful 
to use a link shortener such as Bit.
ly to shorten the URL so it does not 
occupy all of your 140 characters.

Online link shorteners let you paste 
your long URL into a field and then 
they instantly spit back a shorter URL 
(about 8 to 12 characters) to the same 
destination – hiding your tracking code 
or anything else that happens to be there.

This comes in handy on many social 
media sites, but Twitter in particular 
because of the 140-character limit. 
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Connecting on Twitter
While following users on Twitter is 
important to gain the information 
you need, it’s wise to keep your 
following count lower than the 
number of followers you have 
when you’re first starting out 
on Twitter. Many spammers will 
follow huge numbers and then 
have next to zero followers.
Instead of following hundreds 

of people at once, start looking 
for partners, existing customers 
and industry leaders. Follow 
them first and then use their 
audience to build your network. 

It’s more important to have good 
connections with the followers that 
you do have than to worry about 
how large your follower count is.

At any rate, you first need to 
know how to find and follow 
users on Twitter, then the 
rest will fall into place. 
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Finding Users on Twitter
When trying to find an individual or company on Twitter, 
it’s best to search for a username. Because someone’s 
username is usually his or her real name or the name 
of the company, searching for their real name in the 
search bar usually returns the most accurate results.

For example, if I wanted to find 9 Clouds COO, 
Sarah Carnes, I would search for “sarah carnes” 
in the search bar and then click “Search all 
people” in the dropdown that appears.

There she is…the first result! Twitter automatically 
lists your followers and people who are being 
followed by your other followers first, so it 
was an easy find for me as I follow Sarah.

To go to her profile, I could click directly 
on Sarah’s profile or I could press “Enter” 
after typing in Sarah’s name.
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If I chose to click “Enter” after 
typing in her name instead of 
clicking directly on her profile, 
I would see a return of all 
results that mention or involve 
Sarah Carnes. You’ll see that 
the first result is a tweet that 
Sarah shared, and the other 
result is from someone who 
mentioned her in a tweet.

This method is a good way to 
find people when you aren’t 
sure of their usernames.
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Following Users on Twitter
After you have found the users 
on Twitter, you must follow 
them in order to see their 
tweets in your timeline. It’s 
quick and easy to follow users.

I’m an avid Lakers fan, so I decided 
to search for and follow Kobe 
Bryant. Below you’ll see the 
results that Twitter returned when 
I searched for “kobe bryant.”

While there are many results, 
you can see the one that is the 
real Kobe (@kobebryant). If 
you look at the other usernames 
and click into the other profiles, 
you’d see that they are fan-run 
accounts. Verified users also have 
a handy little blue checkmark 

next to their username. This lets 
tweeters everywhere distinguish 
real celebrity accounts.

I want the real thing from Kobe 
himself, so I clicked the follow 
button next to the first result.

You can follow this same method 
for any account you don’t already 
follow. Once you click follow, 
the button will then show up as 
“following” so you will never try 
to double-follow an account. 

This entire process is very similar if 
you are searching for a company. 
You would just need to insert the 
company name in where you were 
searching for the person’s name. 
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Twitter Analytics
You’ve invested all this time and effort into Twitter, but you might 
be asking yourself, “How do I know if this is worth it?”

Cue Twitter Analytics, which allow you to learn more about follower behavior, 
track ad performance and effectiveness, track performance of regular tweets, 
and adjust your campaign to optimize your profile and maximize results. 

tIMeLIne actIvItY
The timeline portion of Twitter Analytics gives you a graph that details 
all of your mentions, follows, and unfollows organized by date. Twitter 
gives you access to details for the last 30 days of activity. 

Timeline activity also shows you all of your recent tweets and their 
performance: the number of favorites, retweets and replies. 
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The Analytics tools also allows you to sort your tweets by performance: all, good, or best. This allows you 
to narrow your tweets down to see what types of tweets perform best with your followers.

You can also download a spreadsheet (in CSV format) of the existing data from any date range, 
which allows you to access past data that isn’t shown in the timeline activity overview. 
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FoLLowers
The followers portion of Twitter Analytics 
allows you to learn more about your 
audience, keep track of your followers, and 
obtain really valuable insights about them. 
The first portion of the followers section 
supplies you with a graph of the increase/
decrease in follower count for the past year. 

It also shows you some great follower 
metrics, such as location, interests and 
top interests, genders and top cities. 
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websItes
Twitter Website Analytics helps website owners understand 
how much traffic they receive from Twitter and also measure 
the effectiveness of Twitter integrations on their site. 

This section of Twitter Analytics focuses on two main metrics: 
tweets and link clicks. The tweets tab shows tweets from 
any account that links to your website. The link clicks tab 
shows how often those links are being clicked. You can adjust 
the timeframe to display data for different time periods. 

You can also see analytics for a specific page on 
your website by clicking on the “View page within 
website” option in the upper right corner. 

To access website analytics, you will first need 
to add a snippet of code into your website, and 
then add your site to Twitter Analytics. 

To learn more and get started learning key insights about your 
follower base, sign in to Twitter Analytics and start analyzing. 
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T w I T T e R

Growing Your Business 
With Twitter
In the last section, we covered the basics of Twitter for 
those just starting on the micro-blogging social network. 

This section is for those who already know the Twitter 
lingo and who have already set up their Twitter account. 
This section will walk you through a few more advanced 
Twitter practices to help you master Twitter and grow 
your business using this powerful social tool. 

First we will take a look at setting your custom background. 
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addIng a custoM twItter background

If you want to use Twitter to increase 
your brand recognition and drive revenue, 
you need to take a few steps to make 
your Twitter presence stand out. 

Customizing the background of your 
Twitter profile is an important step in 
doing so. It helps to strengthen your page’s 
credibility, and it can also educate new/
potential followers about your company.

You can get very creative or be very basic 
when designing your custom background, 

but be sure to keep your audience in 
mind when doing so. What do you want 
to communicate to Twitter users? Keep 
in mind that this is the first place that 
many people will discover your business.  

Backgrounds should be 2048 wide by 1900 
high and have a resolution of 72 pixels/inch. 
When designing a background, be sure to 
take note of various screen sizes and the 
top toolbar. The toolbar at the top of the 
page is 40 pixels tall, so be sure to leave a 
bit of cushion near the top of your design. 
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For our 9 Clouds background, we 
chose to stay semi-basic with a small 
contact box and a collection of our 
logo’s iterations that fill the screen.

T w I T T e R

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


144 Social Media Field Guide | 9 cloudSf t in p g+

Our friends at Lemonly chose to stay classy with a mainly white background and a few sweet visuals. 

Choose what style works best for your company and design away!

T w I T T e R

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


145 Social Media Field Guide | 9 cloudSf t in p g+

Building Lists on Twitter
Building lists to sort out the tweets is a very helpful tool to 
manage all the chaos of Twitter. There are many reasons 
that building lists is useful, but here are just a few. 

create a grouP
Twitter lists create grouped tweet streams, so 
you can use lists to organize your tweeters into 
groups based on anything you want. 

For example, we’ve created a list titled Marketing Insight 
Tweeps. This allows us to view just the tweets from those 
people that we want to hear from about industry news. 
You could do the same thing by grouping Twitter users 
by subject, location or anything else you can think of.

T w I T T e R

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


146 Social Media Field Guide | 9 cloudSf t in p g+

recoMMend PeoPLe to tweet
Twitter lists also recommend related accounts for 
you to follow. You can create a public list of people 
who you think other Twitter users should follow, 
too. Then anyone can see that list and then follow 
certain people on it or subscribe to the entire list.

For example, HubSpot does a great job with this. They 
create a list entitled, “INBOUND 2013 Attendees” 
after their INBOUND conference took place in 
August. This gives Twitter users a place to view all 
the tweets of those who attended the conference 
and also the opportunity for them to connect. 
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FoLLow PeoPLe wIthout 
reaLLY FoLLowIng theM

You can follow a Twitter list without actually following 
every user on the list. So when you follow a list, you 
are merely following the aggregation of that list’s 
tweets, not the individual members of the list itself. 

This allows you to cut out the “noise” on your 
main stream and organize tweets from certain 
users who you’d only like in a group feed.

For example, if there is a certain user whose 
tweets you want to follow, but you’d rather 
not have their tweets show up in your normal 
feed, just add them to a list and you can check 
up on their tweets whenever you want. 

T w I T T e R

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


148 Social Media Field Guide | 9 cloudSf t in p g+

create LIsts

Now that we’ve convinced you that Twitter lists are 
awesome and worthwhile, let’s get started creating one. 

To create a list, click the gear icon on your Twitter 
homepage. From the drop-down menu, select “Lists.”

Here you will have the option of selecting from existing 
lists or creating new lists. Click “Create list.” 

In the pop up that follows, fill out the information for your new list. 

Choose whether you’d like your list to be public or 
private. Public lists can be seen by anyone and anyone 
can follow them. Public lists are ideal for those lists of 
recommended follows that we mentioned earlier. 

Once you have your list set to your likings, click “Save List.”

Search for people to add to your list by entering their name or 
Twitter handle in the Search field. You can also add people from 
your current “Following” list by clicking the red “Following” link.
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To add or remove a user from a list, go to 
their profile and click on the grey silhouette 
button next to the blue “Follow” button. 
Then, click “Add or Remove from Lists.”

You will then see a popup that includes a checklist 
of all your lists, where you’ll check which list 
you’d like to add or remove the user from. If 
you’re looking to add someone to a list, but 
notice none of your lists are quite right, you can 
create a new list right from this popup also.  
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The other way to add people is from any following page, which you 
can find by clicking on either the “Followers” or “Following” links 
from a user’s profile. Here you can click on the user’s silhouette, 
and have the option of managing their list membership.

Take note that lists are currently limited to 500 
people, and users may create up to 20 lists. 
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use twItter chat

A twitter chat is a live event, usually moderated 
and focused around a general topic. A hashtag 
is used to filter all the tweets on Twitter into a 
single conversation. A timeframe is also set so 
that the moderator, host, or guests are engaged 
in the conversation at the same time. 

It’s pretty simple to participate in a twitter chat. 
All you need to do is tweet during the timeframe 
using the designated hashtag. It’s also easy to just 
follow the conversation by searching the hashtag 
without engaging in the conversation at all. 

Hosting a twitter chat can be great for businesses to 
build communities of Twitter users who have similar 
passions or interests. You can host a tweet chat with 
a well-known expert in your industry in order to give 
your followers a “look inside” that person’s brain. You’ll 
also give your followers the chance to participate in 
the conversation that you are monitoring and guiding. 
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All in all, twitter chats help you increase your brand 
awareness and build relationships with your customers. 

The basics to start a twitter chat include:

 • Decide on a hashtag
 • Choose a set timeframe for the chat
 • Find your moderators
 • Announce your tweet chat
 • Promote, promote, promote!

Do a bit of research on past twitter chats to see what hashtag 
will work best for you, which types of moderators do the best 
job, and what times of day return the best participant rate. 

When you take the necessary steps to ensure your chat will run 
smoothly, you’ll find that your tweet chat performs successfully.
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utILIze the hashtag

Hashtags were invented as a way to organize Twitter 
conversations. The ‘#’ symbol makes them both 
searchable and linkable on Twitter. (For an example, 
check out this book’s hashtag: #smguide.)

Using hashtags to feature certain offers or promotions 
is another great promotional tactic on Twitter.  

You can choose one hashtag and use it on all of 
your marketing materials such as business cards, 
letterheads, website, email promotions, Facebook, 
Pinterest, swag, or any other promotional material. 

It’s a good idea to set a “permanent hashtag” 
for your longer-lasting marketing materials like 
business cards and letterheads. However, websites, 
Facebook, and other constantly editable media can 
really benefit from some short-window hashtags 
that promote an event or time-sensitive topic. 
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Mississippi State does a great job of calling 
attention to their chosen hashtag -- 
#HAILSTATE. Fans who are watching the 
game in person or on television will easily see 
the hashtag and include it in their tweeting 
efforts before, during, and after the game. 

You can also follow the “Trending Topics” 
on Twitter and use the common hashtags 
when they apply to your brand. This is a 
great way to piggyback on traffic. 

Take note to look into each hashtag before 
using it though. You want to be sure you 
use it in the correct context and that 
you don’t offend anyone by using it. 

The key to using a hashtag successfully is taking 
the time to choose a proper word or phrase 
and then promoting it until you feel like you 
cannot promote it any longer, in addition to 
using it periodically in your other efforts, both 
online and off. If you don’t model it being 
used, then fans aren’t likely to use it, either. 
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tweet oFFers

You can also use hashtags when you 
have a coupon, special deal or giveaway. 
You can do so by using the hashtag 
with each word: #deal, #coupon, or 
#bargain. Try to use these whenever 
you are having a sale or promotion. 

Some Twitter users will search these 
words specifically when they are 
in search of a deal. There are also 
online deal aggregators that will 
pull deals from such queries. 

You can also tweet specific coupon 
codes if you are running a coupon. 
By tweeting a coupon code, you can 
track your sales by all the people who 

use the Twitter-specific code. This will 
help you to gauge how effective your 
offers are when promoted via Twitter. 

Although sharing offers via Twitter can 
be great for your Twitter presence, you’ll 
want to be sure not to over-promote. 
Twitter accounts that only post sales and 
business-related content fail to keep a 
large number of followers for very long. 
Be sure to have a nice mix of industry 
topics, interesting content, current 
events and your own promotions. 

If you are an active member of your 
local community, you can post stories 
and links that support the community, 
its businesses and organizations. This 
may encourage people from your 

neighborhood or city to follow you 
for updates on the community. 

announce new 
Products and 
events on twItter

In addition to promoting deals and 
hashtags, it’s also great to announce 
events and products via Twitter. 

You can schedule tweets to correspond 
with new product releases or events. Be 
sure to link to the particular topic on 
your website. This helps to alert followers 
of new things at your company and also 
helps bring traffic to your website. 
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use a tweet  
scheduLIng servIce

We’ve been telling you how important it is 
to schedule tweets that correlate with your 
business plans, but you’re probably asking 
yourself, “wait, how do I schedule tweets?”

There are many social media management tools 
that allow you to schedule tweets for future 
publishing. At 9 Clouds, we find great value in 
these services and recommend that everyone 
use them. Specifically, we prefer Hootsuite and 
Tweetdeck, but there are many tweet scheduling 
and social media management available.

Hootsuite offers free and paid plans. We 
find that the free offering works well for 
our needs. See the various pricing plans to 
decide which will work best for you. 

There are many reasons we love Hootsuite. 
First, it allows you to monitor multiple streams 
in one place, making monitoring your brand or 
company much easier than via Twitter.com. 
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You can also have more than one person manage one social 
network through a team setting. This makes customer 
service much easier, allowing team members to delegate 
tasks to one another. It is completely cross-platform, which 
allows you to stay on Twitter no matter where you are. 

Hootsuite will also send you free weekly analytics reports. 
Each week, Hootsuite sends an email with all your click 
summaries. This can give you a quick overview each week 
as to how you are doing on Twitter. Depending on your 
pricing plan, the depth of the analytics can be very detailed. 

One drawback of Hootsuite is that it can be 
overwhelming until you’ve had time to get used to it. 
If you find that it’s just too much for you, TweetDeck 
is another great Twitter scheduling service. 

TweetDeck’s user interface is very clean and easy to 
digest, making it a great start for those new to tweet 
scheduling services. TweetDeck is free to use and 
offers very similar benefits as Hootsuite, although 
analytics aren’t as readily available. It also doesn’t have 
a mobile app, so if you’re looking for a multiplatform 
tool, Hootsuite is probably the better fit for you. 
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MonItor both custoMers 
and coMPetItors

When you think of monitoring Twitter 
users, you probably think about your 
customers or potential customers. 

While that is important and useful, it’s also 
important to monitor and sometimes follow your 
competitors. Doing so allows you to keep up 
with what they are doing on (and off) Twitter. 

In addition to keeping up with what they’re doing, 
you can also use some of their promotional 
efforts as inspiration for your own promotional 
tactics, use their activity as inspiration for 
types of content to post and learn from how 
they gain and communicate with followers. 

If you don’t want to openly follow your competitors, 
you can add them to a list. This will allow you to 
jump into that list and monitor all your competitors’ 
activity in one place. This tactic will also preserve 
the element of secrecy, as it won’t alert your 
competitors that you are monitoring their activity.
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Twitter Etiquette for Business
There are a few basic practices that you should follow when when using Twitter for business. If you make a point 
to follow these general guidelines, your efforts on Twitter will reap successes. First, we’ll cover hashtags. 

hashtag dos and don’ts

Do:
 • Keep them short #noonelikesareallyreallylonghashtag
 • Test your hashtag
 • Define your tag with a service like tagdef.com
 • Choose your hashtags carefully
 • Make them useful

Don’t:
 • Overuse them – use a maximum of two hashtags per tweet
 • Use spaces or punctuation – it will break the tag
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when to rePLY
While it’s nice to reply to every tweet with “Thank you! Looking 
forward to doing business with you in the future!” –there isn’t 
much value in doing so. Instead, you should focus on replying 
to two types of tweets: questions and negative comments. 

Be sure to answer questions within a day or two. If you 
need to enlist help to answer the question, do it! Twitter is 
meant to be a positive asset to your customer service. 

Answering negative comments is also very important. You 
want to be sure to address the issue and explain how you can 
help or why you can’t. Be sure to watch your tone and remain 
very cordial. The only way to kill negativity is with kindness. 

FoLLow users back
One simple, yet often overlooked feature of Twitter is direct 
messaging. However, both users need to follow each other 
in order to direct message back and forth. Take the time to 
follow users back. This gives them the option to message 
you privately about their concerns versus publicly. 
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don’t send auto dIrect Messages
While following users back and sending direct messages when relevant is 
great, don’t get sucked in by the automation features built into Twitter. 
Some users send automated direct messages to new followers with a generic 
message that says, “Thanks for following! Check out our newest book here!”  

Twitter users despise this and it looks very spammy. Just don’t auto DM. 

share great content
Anyone can hear what you say on Twitter, and everything you say 
shapes your brand. Make sure that every tweet is thoughtful and 
respectful of other users, and keep your abbreviations to a minimum. 

Also don’t try to cram too many thoughts into one tweet. 140 
characters was meant for quick thoughts and links to more complete 
thoughts. If you have a lot to say, spread it between a few tweets. 

You also want to be sure that the content you are linking to is 
worthwhile and meaningful. While jokes and funny cat memes are 
a great addition to spread throughout your overall Twitter strategy, 
it’s important that the majority of your content adds value to your 
followers. If it doesn’t, they won’t continue to follow you.
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don’t over ProMote
This concept builds upon our last point. It’s great to promote 
your products and services via Twitter to a certain point. 
However, your self-promotional tweets should be greatly 
outweighed by the helpful and insightful content that you share. 

Just think of it this way: would you follow a company 
who very regularly promoted their content and rarely 
chose to share helpful content? Most likely not. 

scheduLe Your tweets In 
ManageabLe IntervaLs
Earlier we talked a bit about tweet frequency, but we wanted 
to reiterate the importance of finding a happy medium. 
Don’t be that company who tweets seven times every 
hour. Users want to hear from you, but not that often. 

Instead aim for 15-25 tweets per day, spread out evenly. 
This will give you enough exposure without running the 
risk of losing followers due to crowding their stream. 

retweet or MentIon, don’t steaL
Sometimes you’ll read a tweet and think, “Man, they 
just said that so well….maybe I could just use that same 
language.” Don’t steal their tweet! Retweets were 
made for those moment when someone says that just 
needs to be re-shared with more of the world. 

While it may not be illegal to copy tweets, it is still a mild form of 
plagiarism. Just do the right thing and either retweet or attribute 
the author by including “via @username” in your tweet. 

FoLLow coMPetItors 
and custoMers
It’s important to stay up-to-date with your 
competitors and follow industry leaders in order 
to learn the latest insights for your field. 

However, you want to be sure to also follow your customers. 
Many brands don’t realize the importance of this. If your followers 
are willing to follow and talk about you, doesn’t it make sense 
to do the same? Twitter is all about two-way communication. 
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Advertising on Twitter
ProMoted tweets
Promoted tweets are regular tweets with an added 
bonus of reaching both current and potential followers, 
all within your target audience. Promoted tweets 
drive engagement, expand the range of conversations, 
and deliver messages at specific times. 

When you promote a tweet, your message will appear 
in Twitter streams that contain keywords that are 
similar to the ones in your tweet. This engages a 
lot more people than a regular tweet would. 

Promoted tweets also let you get your message out to a large 
audience at specific times, like during important events.

For example, if your company is helping sponsor an event, 
you can capitalize on that sponsorship by promoting 
tweets during the event. Your promoted tweets will 
appear in real-time. This will help promote your message 
to all those who are following the event’s hashtag. 

You can target by keywords in tweets, interests and 
gender, geography, device, or similarity to existing 
followers. The options are nearly endless. 

The great thing about promoted tweets is that you only 
have to pay when people retweet, reply to, or favorite your 
promoted tweet. So promoted tweets turn out to be a 
pretty great option for companies with a small ad budget. 

Here you can see that Outback chose to use the 
huge traffic numbers around March Madness to 
promote their free appetizer promotion. 
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Another great tactic is to support your promoted tweets with 
engaging images and videos to do a better job of illustrating 
your offer and giving a boost to your lead generation practices. 

You can see here that Disney did a great job of using 
dynamic content to create buzz and excitement 
during the release of their movie Brave.  

To learn more about setting up Twitter advertising and running 
promoted tweets, visit Twitter advertising for business. 

T w I T T e R

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus
https://business.twitter.com/start-advertising


165 Social Media Field Guide | 9 cloudSf t in p g+

ProMoted trends

You can also sponsor a hashtag if 
you’d like it to appear at the top of 
Twitter’s trending topics section at 
the left of Twitter users’ feeds. It’s the 
perfect place to start a conversation 
or amplify a message on Twitter. 

Promoted trends will remain at the 
top of the trending topics for an entire 
day. Because of their huge reach, 
promoted trends are very effective.   

These can be very expensive, 
so you usually only see bigger 
brands utilizing this feature. 

Here, you can see Volkswagen used 
the promoted trend #GetHappy to 
advertise for the 2013 Superbowl.  

You can learn more about 
promoted trends on Twitter 
advertising for business. 
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ProMoted accounts

The third option for advertising on Twitter is promoted accounts. 

Twitter puts it this way: “Promoting your account is one of the 
quickest way to build an active community of advocates and 
influencers for your business. The bigger your follower base, the 
more people there are to engage with and spread your message.”

While promoted accounts won’t necessarily be visible on everyone’s 
Twitter feed, promoting your account allows you to effectively target 
potential customers and get your account in from of more people who 
are just like your followers. Twitter recommends a user follow your 
account only if they are a good fit, which results in less wasted views. 

You can target based on interest, geography, interest, keywords, gender 
and more. Learn more about targeting with Twitter advertising. 

Like promoted tweets, you will only pay when someone interacts, 
thus when someone follows your account. You can decide how 
much you want to spend per day or per new follower. 
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start advertIsIng on twItter
All of these options may seem overwhelming at first. 
Twitter does a great job of asking you about your goals 
and your budget and recommending what would work 
best for you - before you even start advertising. 

To set up your account and get started advertising 
on Twitter, visit Twitter Advertising for Business. 

start the twItter JourneY
In this chapter, we covered various aspects of creating 
and maintaining an effective presence on twitter. 
Our tips are only guidelines and each situation is 
unique. Use what we’ve taught you in combination 
with your own instincts to build your twitter presence 
through dedicated monitoring and maintenance. 

It takes time to see success from twitter, but once 
you do, you’ll wonder what you ever did without it. 
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sources and addItIonaL readIng
https://blog.twitter.com/2013/survey-how-small-and-medium-sized-businesses-benefit-from-their-Twitter-presence
https://business.twitter.com/how-Twitter-can-help-your-business
Compete: The State of Social Media: First Edition
Business.twitter.com 
Brandfrog Social Media Leadership Survey
CMS wire
http://main.smbcompanies.com/what-is-Twitter-and-why-does-it-matter/
https://blog.twitter.com/2013/now-available-scheduled-tweets - Twitter ads and scheduling
http://www.mediabistro.com/alltwitter/tag/Twitter-statistics
http://socialmediatoday.com/alexhisaka/494322/how-use-Twitter-business
http://www.howtohashtag.com/
http://iag.me/socialmedia/reviews/7-reasons-why-you-should-use-hootsuite/
http://www.entrepreneur.com/article/225965
https://business.twitter.com/products/analytics
http://www.statisticbrain.com/twitter-statistics/
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Connecting and Learning 
from Digital Media 
Sierra Blachford is doing big things from her farm on the prairies 
of South Dakota. A recent college grad, Sierra has put her 
talents to work by blogging and freelance writing - reaching and 
influencing readers around the nation. Sierra has embraced digital 
media to boost her online efforts and has seen great results.

Meet sIerra bLachFord
My name is Sierra Blachford. I live and work near DeSmet, 
South Dakota. I am just getting started as a freelance writer 
and blogger. I write for SDSU Extension print publications and 
website. I also have a personal column and am working on a book. 

What’s the biggest challenge you’ve faced in your online efforts?
There is a big learning curve once I run into a problem that I 
cannot fix. I might spend hours trying to watch video tutorials or 
read forums. This is especially true when it comes to blogging and 
improving the design of my blog within the Wordpress framework. 
Before I found the 9 Clouds Academy, I felt I had to handle 
technology problems all by myself. Now, I have a team of 
capable colleagues interested in helping me solve issues.  

What advice would you give to an aspiring entrepreneur?
Surround yourself with like-minded people. Most of my family 
and my husband are self-employed, so making this decision was 
not dramatic for me - or them. Their support is very helpful. 

I think that it’s a good idea to “take the leap” early in your 
career – rather than later. I believe that the longer a person 
has a steady paycheck, health insurance benefits, consistent 
hours, paid holidays, paid maternity leave, and a 401K 
matching program – the harder it is to leave that job. I’ve 
never had any of those things, so I don’t miss them. 
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Entrepreneurs have to drop the 
entitlement philosophy that a college 
degree can give a person. I’ve learned this 
the hard way. Just because you graduated 
Magna Cum Laude from a four-year 
college does not mean you deserve to be 
making $40,000 or $50,000, in a corner 
office – with benefits. It takes time.  

One perk of being an entrepreneur 
is that you decide the values for your 
business. As a Christian, this was an 
unexpected benefit for me. If you want 
to donate 10% of the profit to a charity 
in Haiti or your local park – you can. 
There isn’t going to be any pressure on 
me from a high level executive to commit 
fraud or treat a customer unfairly.

I’m young and just getting started in 
life, so I’m also not committed to a 
large house payment or car payment. I 
became an entrepreneur at a time in my 

life when my monthly personal expenses 
were very low. This removed a lot of the 
financial stress. Plus, my income was free 
to invest in a computer, office, etc.

What online tools have worked for you?
My blog and Facebook page have been 
the best asset to my business thus far. As 
a writer, it forces me to publish – even if 
I don’t have a paying position lined up for 
that day. I don’t mind this because I’ve 
found that work begets work. Oftentimes, 
I’ll do a job for free for a while. Then, 
once I have a published work product I 
can begin to ask to be paid in the future. 

For example, I just got a call last week 
from Farm Journal, a national agriculture 
magazine. I have a friend of a friend 
who works there. She saw that I was 
taking pictures of farming and livestock 
for my blog. She liked my pictures and 
needed a stock photographer in the 

South Dakota area. Now, I’m being paid 
to take stock photos for their magazine. 
It took six months of doing this “for 
free” before something appeared – but 
it worked! Now, I’m probably going to 
upgrade my camera. I’m thrilled!

It’s not like I’m on social media all day. 
It ranges, but it is usually somewhere 
between 20 minutes and 4 hours 
(if I’m writing blog content). 

Do you have any stats or stories of how 
digital media has helped you find new 
customers or grow your business?
I wrote an article called “So God Made a 
Farmer’s Wife” and then posted it to my 
Facebook page. It was shared and liked 
hundreds of times. The Facebook photo 
drove people to my blog where I was 
offering prints of the poem for sale. It’s not 
paying all my bills, but this has provided 
residual income for about six months now.
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Through my blog, I am developing professional connections. One 
woman in North Dakota read my blog and then invited me to 
speak at their annual Agri-Women’s conference. Without my 
blog, she would have never seen my work or had an opportunity to 
contact me. It was a great experience for me. I visited a new state, 
met new people and survived public speaking (I even enjoyed it!). 

How does digital media fit into your business strategy?
Digital media has provided a platform for me to publish 
my work. It’s allowed me to get my foot in the door & 
toot my own horn – whatever phrase you want to use. 
If these self-publishing type platforms didn’t exist, I 
wouldn’t have been able to begin producing and sharing 
my articles, quilts, blog posts, photos and writing.  

Sierra Blachford is a freelance writer from DeSmet, S.D. 
Follow: @SierraSheaWrite
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The Secret Powers of Digital Homesteaders
technoLogY changes 
ruraL aMerIca
We are hit over the head so often with the fact 
that rural is dying, that we are hollowing out and 
that brain drain is taking all of our youth. We’re 
told that small towns have no future, that if we had 
any ambition, we would of moved to the big city.

We may believe this, but it's completely wrong. 
Technology has changed everything. With 
technology today, we can choose where we 
want to live. We don't have to be located in 
the big city to take advantage of opportunity. 
We have the option to live someplace that we 
love, whether it's because we have a cultural 
connection or we just like having the feeling of 
the outdoors or better connection to nature. 

Becky McCray, Author of Small Biz Survival
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a reason to exIst
There is a lot made of the fact that many small towns have 
lost the economic reason upon which they were founded. It 
may be farming, which is consolidated, or natural resource 
harvesting, which has changed for whatever reason.

Every small town has the opportunity today to build their 
own reason for existing, to choose the reason that they 
exist now. No matter what happens in the world, even as we 
move and march towards urbanization, small towns will never 
completely disappear. We will always need some small towns.

Over 97%[1] of US land is deemed rural by the USDA. That 
tells me that most of the food is still going to come from rural 
areas. We will need some small towns for our farmers to live in. 
The same with natural resources. Where do all of the natural 
resources come from? Timber, mining, oil and gas, every 
natural resource, including water and air, is primarily in rural 
areas. For any production or protection of those, we will have 
to have people living in rural areas and living in small towns. 

The people that run the tiny store where you buy your 
supplies, the people that sell you gas when you go on 
vacation, those will continue to be people in small towns. 
No matter what else happens with our economy and with 
changes in urbanization, small towns will continue to exist. 

However this doesn't mean every small town will survive 
just as it is. There will continue to be change. Small towns 
will always have a key in the future of our country, but it's 
up to each of us to make sure that our small town is one 
that has a viable reason and continues to have a future.

reachIng out onLIne
My liquor store is an interesting business because liquor 
is a walk-in business only. That is a state law in Oklahoma. 
I can’t sell online. I can’t do ecommerce in any way. You 
have to walk in the building and get your order. 

Thus, there is a limit to how much online outreach I can do 
because of the nature of my store and the state law that I 
deal with. That gives me a perspective on people who say 
they can’t get online or reach outside their community. 

However, more often than not businesses build their 
own limits rather than having real limits. When you 
argue for your limitations then they are yours. 

You might say, “We can’t get online because of this.” My liquor 
store can’t sell you anything online, but it has a Twitter profile, a 
Facebook page and a blog. The website is mobile friendly, and we 
have a profile on Google+ with our local Places page filled out. 
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It's not a limitation of what we can do, but it limits how 
our customers can interact with us. Thus, we are still 
completely connected even though we know that we 
have to wait for our customers to walk in the door.

Realistically, almost every small business in a small town 
has a component of reaching out. Even though I can’t 
do any sales online, I can always be learning online. 

This is what people don't realize. 

Online is this huge festival of stuff you could be 
learning, people you could be learning from and 
connections you could be making that enrich your 
brain and make your business more prosperous.

Whether it brought you any more sales or 
not, I don't care. Ask yourself:

 • Did it make you a better business manager? 
 • Do you do a better job managing your business  
  now because you learned something that was  
  essential from people and  
  connections that you made online? 
 • Are you taking courses? 
 • Are you paying attention to the areas you need to  
  improve in your business and taking advantage of the  
  amazing content that's out there  
  that you could be learning from? 

Every business has an opportunity to make 
something of the online world.
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the secret Power oF dIgItaL hoMesteaders
We are not limited by where we are from. We are formed and created into a strength of character by 
where we come from. That strength that we take to the wider world is our secret ability. It is our secret 
advantage in the wider world because we understand real connection and community.

We understand how to be friendly with people. We know that you have to say hi to people because we learned that in 
our small town. We understand that we rely on each other and that there is a dependence that is important. 

This interdependence matters. We have a character of using our frugal nature. Your grandparents probably said, 
“Don't throw that out! You might need it.” This is the frugal background that we were raised with. You don't become 
a digital homesteader without that homestead mentality of, “We are going to have to make it on our own.”

All of these things and experiences form our character, as rural people, and that's an advantage.

This character that we share is something that helps all of us digital homesteaders to become 
something much greater than what anyone outside of rural areas ever gives us credit for.

Becky McCray, Author of Small Biz Survival
Follow: @BeckyMcCray

 

 
[1] http://www.nal.usda.gov/ric/ricpubs/what_is_rural.shtml
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C H A P T E R  3 :

LINkEDIN
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Introduction: Handing Out Business Cards
Two weeks after 9 Clouds was formed, 
my brother and I were excited. We were 
headed to our first networking event.

We spent the week before perfecting 
our business cards, making a beautiful 
design and printing them out, ready 
to hand out to the admiring masses. 

We worked on our pitch, telling people 
we help them find customers online. 
We were ready for the herd of potential 
customers who would flock to their 
phones to call us the next day.

A funny thing happened though. 
No one called the first day. The 
next day, no one called.

We decided to try another networking 
event. We went to the Chamber of 
Commerce mixer and introduced 
ourselves to other members. We had 

great conversations, handed out our 
business cards and went home (to where 
we lived and worked together as true 
brofounders), ready for the calls.

Still nothing.

This pattern continued for almost two 
months until one night we were sitting 
at the kitchen counter/our office table 
and my brother John said, “Scott, 

what’s your phone number?” I told him 
and lo and behold, we put the wrong 
phone number on our business card!

We fixed the error, eventually received 
phone calls and can laugh about 
it today. If only that was our only 
mistake during our business career!

Our strategy was not entirely off, but 
one thing we should have done is to take 
our meet and greet strategy online to the 
world’s largest Chamber mixer: LinkedIn.

LinkedIn is exactly like networking events 
you may attend. You have the opportunity 
to swap business cards with potential 
customers and the chance to talk business 
with people in your industry or people 
just interested in what you are doing. 

If you don’t make it to a mixer for a couple 
months, no one thinks you’re out of 
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business, they just assume you’re busy. The same 
on LinkedIn. You can check in, network, write a 
few potential leads and forget about it for a while.

If you put the wrong number on your business 
card, you won’t get calls. The same on LinkedIn. 
Without a complete profile that accurately says 
what you do, you won’t get many calls or emails.

LinkedIn is perfect for making specific, high-value 
connections to help jump start your business. 

It’s also great for meeting that one person 
you want to hire as an employee.

At 9 Clouds we find the most value of any social 
network on LinkedIn, but that’s mostly because 
we learned the hard way and finally put the 
correct number and details on our profile. [sM]
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 • whY LInkedIn Matters
 • how to use LInkedIn
 • how to Master LInkedIn
 • LInkedIn etIquette 
 • how to buILd grouPs and staY actIve

In This Section:
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Key Questions 
what Is LInkedIn? 

LinkedIn is a business-oriented social networking site. It’s a place 
to share your skills and credentials, industry insights, work-
related accomplishments, and connection opportunities. 

LinkedIn is a place where relationships matter, where you can reach 
out to whomever you need while growing your professional presence.

what does LInkedIn do?

LinkedIn provides exactly what its name implies- a way to become 
linked in to the most influential people, groups and areas of study. 

LinkedIn is based on the principle that every person 
is connected to one another by no more than six 
degrees of separation from everybody else.

In other words, it is simple for individuals to connect with 
others by simply utilizing their network of contacts. As a 
networking tool, LinkedIn keeps record of who knows whom 
and provides a way to connect people based on personal 
expertise, work and life experience, interests and needs.

lINkeDIN IS 
baSeD ON The 

pRINCIple ThaT 
eveRY peRSON 
IS CONNeCTeD 

TO ONe 
aNOTheR bY 

NO mORe ThaN 
SIx DeGReeS 

Of SepaRaTION 
fROm 

eveRYbODY 
elSe.
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who shouLd 
use LInkedIn?
LinkedIn is perfect for the 
business-minded men and 
women of the world. Small 
and large business owners, 
medical professionals, public 
figures, marketers, college 
students and professional job 
seekers in various industries 
should all utilize LinkedIn.  
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whY does LInkedIn Matter?

LinkedIn allows you to share 
what you know and combine it 
with the power of who you know 
in order to create a powerful 
online presence that translates to 
success, both online and offline. 

As the world’s largest and most 
influential professional social 
network, LinkedIn allows you 
to reach out to business people 

and connect with all types of 
professionals worldwide. The 
network allows you to establish 
thought leadership roles, build 
vital relationships, generate 
valuable leads, gain insights, 
find job openings, recruit for 
human resources, conduct 
market research, maintain and 
improve your online reputation, 
and build online communities. 
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Key Stats
 • In August 2013, there were more than 238 MILLIon users  
  throughout 200 countrIes and territories[1] 

 • 30% of LinkedIn[2] users access the site daily

 • There are more than 28 PeoPLe searched[3] on the mobile app per second 

 • 27% of LinkedIn visits[4] are via mobile 

 • 50% of Fortune 100 companies[5] hire through LinkedIn.

 • Endorsements are helping members build out their professional profiles  
  and make them 4x more likely to be viewed[6] on LinkedIn

[1] http://venturebeat.com/2013/08/01/linkedin-reports-strong-q2-results-membership-grows-to-238m-users/ 
[2] http://visual.ly/10-amazing-linkedin-statistics-2013 
[3] http://www.shiftdigitalmedia.com/news/20-awesome-facts-about-linkedin-2012-edition/ 
[4] http://blog.linkedin.com/2012/09/05/more-mobile-goodness/ 
[5] http://www.bluerisemedia.com/linkedin-stats-demographics-of-the-professional-network-infographic/ 
[6] http://expandedramblings.com/index.php/everything-you-ever-wanted-to-
know-about-linkedins-1-billion-endorsements-infographic/
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How to use LinkedIn
The beauty of LinkedIn is that you do not have to be limited 
to connecting with people that you know and who know 
you well. You can expand your network by connecting with 
current or past classmates, individuals in your industry, 
prospects, co-workers and those who reach out to you. 

The tools within LinkedIn help you expand your network 
so you can have connections from near and far alike.

So let’s get down to the basics. First, we will 
cover some basic LinkedIn terminology. 
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LInkedIn terMInoLogY

Recommendations: Connections can write 
recommendations for you and vice versa. 
Recommendations are like job references 
or testimonials in that they support and 
demonstrate your skills and expertise. 

Profile page: Your profile page is essentially 
your online resume. Here you will 
want to you list your education, work 
experience, skills and expertise, what you 
are interested in, membership in groups 
and various associations, and anything else 
relevant to your professional reputation. 

Network: Your group of users that 
you can contact and that can contact 
you through connections. 

1st degree connections: 1st degree 
connections are your direct 
connections on LinkedIn. 

2nd degree connections: 2nd degree 
connection are the connections of 
your 1st degree connections. For 
example, I’m connected to a college 
friend Caitlyn. Caitlyn is connected 
to her boss Sean, but I am not. Sean 
is my second-degree connection.

3rd degree connections: 3rd degree 
connections are the connections of 
your 2nd degree connections. From 
my above example, Sean’s connections 
would be my third-degree connections.

InMail: InMails are private messages that 
allow you to directly contact any LinkedIn 
member while preserving the recipients’ 
privacy. You must pay to send InMails.

OpenLink Network:  Premium members 
can join the open link network, which 
allows any LinkedIn member to send 
them an InMail free of charge.

Introductions: Messages that allow 
members to contact or be contacted 
through a shared or mutual connection. 
If Caitlyn thought that I would benefit 
from connecting with Sean regarding a 
certain problem or opportunity, she could 
introduce the two of us through LinkedIn.
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create and FILL out Your 
LInkedIn ProFILe
In order to create your profile, you’ll first have 
to sign up for a LinkedIn account. Doing so 
is free and only takes a few minutes. 

Visit LinkedIn.com, fill in your name and email then 
create a password. Then click “Join Now.”
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Next you’ll want to fill out your profile information. 
It’s important to include keyword-rich descriptive 
words when filling out your LinkedIn profile. Doing so 
makes it easier for others to find your profile. Include 
words that describe your skills and experience.  

To begin creating your profile, click the profile tab 
and select “Edit Profile” from the drop-down menu. 

Then fill out your full name and provide a 
professional headline. Your headline will appear 
in search results next to your name, as well as 
next to any questions you ask or answer. 

Think of your headline as your elevator speech in even 
fewer words. Your headline is the place to compel 
those who find you via search to explore your profile 
and ultimately, reach out and connect with you. 
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You can add more than one term by writing them all on 
one line, but separating each with a vertical line like this: 
Writer | Blogger | Marketing Specialist. Also be sure to fill 
out your location and the type of industry that you are in. 

Bonus Tip: If you’re a newlywed (like me) and most 
of your professional reputation lies in your maiden 
name, you’ll likely want to include your maiden 
name in your profile. This helps you show up for 
searches for both your maiden and married name.

You can include up to three websites on your 
LinkedIn profile. In the Edit Profile page, click 
“Add a Website” next to websites. From the 
websites drop down menu, choose “Other.” 

Now you can personalize the website title to make it a call 
to action. Instead of the links reading “Personal page” you 
can customize them to read, “Check out my Recipes here.” 
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You can also add contact info like your email, IM, Twitter, 
Skype and phone number and address. We recommend 
keeping your physical address broad (think regional, 
like Northwest Iowa) to avoid any privacy issues.

Next write a summary of yourself. Your summary should 
include information like your goals, accomplishments 
and philosophy. Make the summary a brief description of 
who you are, what you do, and what you’re skilled in.

Be sure to include things of which you are proud. This 
is the place to show off. Also be sure your descriptions 
are keyword-rich so employers and colleagues can 
easily find you based on your skills and experience.

After you finish your summary, fill out your education 
information. Then you’re set to start connecting!
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how to connect on LInkedIn

The easiest way to get started on LinkedIn is to connect with people you already know. 
You can quickly find these connections by importing your current address book. 

To do so, click the Networks tab in the upper menu of your LinkedIn 
homepage. From the drop-down menu, choose “Add Connections.”
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You can connect with contacts through a web-
based email account like Gmail. If you already 
have a Gmail/Hotmail/Yahoo/AOL email account 
that you use, you can enter your email and 
password. Be sure to allow LinkedIn to access your 
email info in order to connect with contacts. 

If you instead have a list of contacts that 
you’d like to import from your computer, click 
“Upload contacts file” underneath the Continue 
button and then import your addresses.

You can also manually enter the email addresses of 
contacts you want to add to your Connections list. 
If that person is not already on LinkedIn, they will 
be sent an invitation to join and connect with you. 
Click “Send Invitations” and follow the instructions 
for including a personal message to the invitation. 
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searchIng on LInkedIn
You can also search for connections by typing their 
name in the search field on your LinkedIn homepage. 
This allows you to connect with someone you know 
well or that you hope to get to know better. 

Click the magnifying glass to search. Type in 
the name of your connection and find them 
in the list of results. Hover your mouse over 
their name and click “Add to Network.”

Finally, enter how you know them and write a short 
message that they will receive when they read 
your request to connect. Make your connection 
message personal. If you want to make a positive first 
impression, nothing’s worse than sending the default 
“I’d like to connect with you on LinkedIn” message.

Once you have written your invitation to 
connect, click “Send Invitation.” Your connection 
request will have to be approved by the recipient 
before they are added to your network.
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grouPs and whY theY 
are vaLuabLe

Groups are a great way to share ideas and learn 
from people whose interests are similar to your own. 
This enables you to establish thought leadership 
roles and truly stand out in your industry. 

Groups are also an excellent way to connect 
with people who may be members of the same 
industry or social groups that you belong to. 

In order to get the most out of groups, it is important 
to find groups that meet your expectations, align with 
your qualifications, and provide quality content. 

To find a group, click “Groups” and then scroll down to 
“Groups you may be interested in.” LinkedIn suggests 
groups or topics that you may find interesting based on 
the information you have provided in your profile. 
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You can also manually search for groups by typing the group name or topic in 
the search field in the top right of the screen. There are thousands of groups 
on LinkedIn; a simple search for “inbound marketing” returns 231 results.

You should perform a few searches to discover groups that would 
benefit your industry. Try joining networking groups if you’re a 
recruiter. If your business falls under a more general industry such 
as real estate or advertising, look for related associations. Be liberal 
with your searches but be critical when analyzing the results.

When you’ve found a group you want to join, click “Join Group.” 
By joining groups that are relevant to your needs, you make your 
network stronger and increase your professional opportunities. 

Some groups are open and others are closed, which means they 
require approval before new members can join. Depending on the 
group’s requirements for membership, your request will either be 
immediately approved or sent to the group admin for approval.

When a group is open, the discussions and items shared in it are visible 
to search engines and thus others outside the group. Therefore, people 
can follow discussions without being members of the group. Content 
in a closed group, on the other hand, is not visible in search. 

Whether groups are open or closed, they are a great way to stay current on 
topics and are plum full of rich content from experts in each industry. Also be 
sure to read the rules established by the group’s manager. This will ensure that 
you get the most out of the group and aren’t kicked out for improper behavior.
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PartIcIPatIng In grouP dIscussIons
Joining groups that include professionals who are 
passionate about topics you’re interested in is a great way 
to stay current on trends and new findings. Discussions 
about these topics tend to be robust and full of in-depth 
conversations full of great advice and perspective. 

When you participate in discussions, you share what you know and 
also learn from other experts in your field. You can easily join in on 
discussions by sharing insights, posting articles or creating polls. 

Sharing frequently in groups is also a way to brand yourself 
as an expert in your industry. When you do so, you 
extend the reach of your discussions by giving them more 
visibility and increasing engagement opportunities. 

To start a discussion, simply write your discussion on the home 
page of the group under the Discussions tab, and then hit “Enter.”
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MobILe versIon
Remember when we said that 23% of 
LinkedIn’s unique visitors are accessing 
the network from their mobile devices? 
Mobile is important, and LinkedIn’s app 
is very user-friendly as well as effective. 

The mobile app offers instant notifications 
for various activities on LinkedIn, 
such as new connections, likes or 
comments on your shared content, 
and InMail reception and response. 

The user experience is pleasant and simple. 
You have quick access to connections, 
jobs, groups and company pages.

If you’d like to download the mobile app, 
visit the iTunes store for the iPhone version 
or Google Play for the Android version.
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l I N k e D I N

Using LinkedIn Well
how to search usIng FILters 
LinkedIn allows you to search for broad terms, 
but it also allows you to get very focused with a 
search. You can search for people, updates, jobs, 
companies, groups, or through your messages.
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In this example, we will search for a web 
developer near the Sioux Falls, S.D. area. 

First, we will type in our search term in the search 
box. Here, we searched “web developer.” 

You’ll notice on the left side there are many ways we 
can filter search results. You can filter your search 
based on companies, your connection, or location. 

In this case, we will filter these results based on 
connection and location. I want to find results 
that are either 1st or 2nd connections, and that 
are based in Sioux Falls, S.D. Check the boxes 
that you want to filter by and LinkedIn will 
automatically filter out irrelevant results.

Near the bottom of the page, you can also filter 
by industry, past company, school or profile 
language. You can scroll down the page and click 
the “+” sign in order to see more filter options.
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sendIng Messages 
based on FILters

LinkedIn lives up to its name of linking you with the 
world. The most frequent way most people use LinkedIn 
is to reconnect and rediscover contacts based on 
their geography, area of expertise or employer.

Often, Scott will be headed to a new city for a 
conference, let’s say Chicago. He has a free evening and 
wants to find people in Chicago that he knows. A quick 
look at LinkedIn enables him to find and immediately 
send a message to all of his connections in Chicago.

To get started sending messages based on filters, 
click “Contacts.” You’ll notice there are numerous 
ways to filter your contacts, just as you filter 
search results when searching for an individual.

In this case, we want to find everyone Scott 
knows in Chicago, so we click on locations and 
type in Chicago. Wow, Scott actually knows 56 
people there (he’s kind of a people person). 
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We can then look through the 
entire list and checkmark anyone 
that we want to send a message to. 

You can send a message to up 
to 50 recipients at once. When 
you’ve check marked everyone 
you want to send a message to, 
choose “Send message.” If you 
haven’t selected anyone, it will 
send the message to everyone.

After clicking send message, 
you have the opportunity 
to write your message just 
like an email. Remember to 
write an intriguing subject 
line that will grab the reader’s 

attention. Maybe something 
like: “Dinner on Friday?”

After writing your message, 
there is one very important step. 
Underneath the send button you 
have the option to allow recipients 
to see one another. By default 
this will be marked. I recommend 
almost always unchecking this 
box. You want the reader to think 
you sent a message just to them 
instead of a large group of people.

This simple technique of 
sending messages to LinkedIn 
contacts based on filters 
unlocks enormous potential. 

Imagine you wrote a blog post 
you want to promote to the 
healthcare industry. You can 
start by filtering your contacts 
based on industry and then send 
the post to those people you 
know work in that industry.

Or what if you are looking for a 
job or a new employee? You could 
find people you know who work at 
a company you want to work for...
or find employees from a company 
you want to steal talent from.

The filtering capabilities help 
you find the right connections 
that can help you.
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choosIng a grouP based on stats

As we covered in the previous section, Groups hold tremendous 
power for networking, sharing messages, generating business and 
learning. However, if you have exhausted the suggestions above and 
still haven’t found the groups you want to join, what should you do?

Group Statistics on LinkedIn are the answer to this common question.

You want to join groups that fit your LinkedIn goals. If you are 
looking for new business, you don’t want to join a group of 
professionals in the same industry as you. However, if you are 
hoping to network and share/receive tips for success in your line 
of work, that’s exactly the type of group that you want to join.

Group Statistics on LinkedIn help you know who is in 
each group based on their job titles, geographic location 
or even frequency of discussions in the group.

To get started, search for a group in the top right. Let’s pretend you’re 
interested in finding new clients in the healthcare industry. First, 
change the search from people to groups and type in healthcare.

l I N k e D I N

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


203 Social Media Field Guide | 9 cloudSf t in p g+

There are a number of results so how do 
you choose? You can click on a group 
such as Healthcare Executives Network 
and then choose Group Statistics.

Now we see how many members there are and 
how many comments there are each week. This will 

give you a good idea of if it’s an active group worth your time or if it’s a dormant group.

Below the members you’ll see seniority. This is a great way to tell if you’re talking to the 
top-level audience making decisions or if the group is mostly lower-level employees. 
Depending on your goal, this may drive you away or towards certain groups.

Finally, you can see location and function, which will help determine if there are people in 
the group you can connect with regionally or 
locally and what the members of the group do. 

If you’re trying to sell healthcare medical 
equipment, but you notice that sales is the 
most popular function of group members, 
you might want to try a different group that 
is involved in marketing or management 
where you could speak to decision-makers.
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Depending on your goal with LinkedIn 
Groups, LinkedIn Statistics will help 
you quickly determine the potential 
of any group on LinkedIn.

If you’re the manager of a group, you can 
also use the statistics to identify what type 
of people you need to attract and how 
active (or inactive) your group has been. 

To dive deeper, just flip the stats to the right 
and learn even more about the group. Know 
your goal and then use LinkedIn Statistics 
to find the shortest path to your goal.

Making the most of groups

So you’ve found a great collection of groups 
that perfectly fit your interest and needs. 
Now it’s time to get to know your groups.

The key to getting to know a LinkedIn group 
is much like any group, online or offline. 
You need to take some time understanding 
how the members of a group work. Just 

watching a group’s activity for a while 
can be very valuable and useful for you. 

However, be careful not to be freeloader. 
Don’t visit the group only when you 
need to ask a question, but instead 
share helpful articles, start insightful 
discussions, and give praise to other 
interesting content or discussions within 
the group in addition to asking questions.

Tasteful contribution to groups is 
key. Sometimes you have news or a 
resource so exciting that you want 
to share it with specific groups in 
addition to your connections. 

Take care, however, not to carpet bomb 
groups with spam. It’s easy to start filling 
groups with junk. Doing this means you will 
be less respected when it comes time to 
choose a product or company to work with. 

Instead, share with groups sparingly when 
the moment is right to reach a large number 

of readers in a few clicks of your keyboard.

In addition to these basic best practices, 
it’s important to be personable 
and interesting instead of generic. 
Remember, the people in these groups 
are people too. Have a personality and 
be professional at the same time. 

Also, avoid being a blatant self-promoter. 
A lot of groups have rules that forbid 
this type of tacky promotion. Be a savvy 
businessperson and know how to work 
your pitch into conversation seamlessly. 

Here are a few quick and easy 
tips to reference when trying to 
make the most out of groups:

 • Stop, read, and understand 
 • Get to know the key influencers 
 • Share your resources 
 • Always use your manners 
 • Don’t blatantly self-promote 
 • Don’t be that guy (or girl)
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coMPanY Pages on LInkedIn

For businesses, a company page provides the opportunity 
to communicate their story by posting company updates, 
engaging with followers, posting job openings, highlighting 
products and services, and driving word of mouth at scale. 

Company pages are also a great way to start conversations 
with clients, prospects, job seekers, and more. These 
posts will not only show up on the company page, but 
also on the pages of those who follow the company. 

Followers can like, share, or comment on posts. Encouraging your 
customers to do so is a good practice to increase your company’s 
visibility and increase the likelihood of your posts going viral. 

There are four main parts to a company page on LinkedIn: 
Home, Careers, Products & Services and Insights. 

The Home tab is a place to introduce your business and what it 
does. On the Home page, LinkedIn members will see an overview 
of the business services that the company offers, company posts, 
and connections that are also connected to the company. 
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The Careers tab is a way for companies 
to interact with millions of passive and 
active job seekers on LinkedIn. The 
Careers tab requires an upgrade to a 
paid subscription by the company.

Deloitte does a great job with their 
upgraded careers tab. First, they 
pull prospects in with a great header 
image that essentially says, “shine 
brighter when you work with Deloitte.” 
Then, below that they showcase 
their company and they elaborate 
on why it’s great to work there. 

In addition, they include links to 
their careers site, social media 
sites, and portfolio. Including these 
elements is a great way for Deloitte 
to pull viewers in and convince 
them that they need Deloitte.

The Services tab highlights products 
and/or services of a company. On 
this page, members will see the 
company’s products and services, 
LinkedIn member recommendations 
and links to those members who 
are making recommendations.
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In addition to simply listing your products and services, you 
can also show videos to better explain your products and/or 
services. The only catch here is that your video content has to 
be hosted on YouTube to work in this section; the video feature 
requires a link to YouTube in order for your videos to display.

12 Stars Media Productions does a great job of using 
a video to highlight the services they offer.  
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Another cool feature on the service tab is the “Product and Service 
Spotlight.” This feature enables three scrolling, clickable banner 
images near the top of your company’s products tab. 

This is another great way to showcase products and services, especially if you 
have different versions of similar products or offerings. Taproot Foundation 
does a great job of utilizing the Product and Service Spotlight. 

The Insights tab showcases employees with new or updated work 
titles, common employee skills and employee work history.

After you have filled out the basic information about your 
company, it’s important to start optimizing your page.  

A good practice 
on company pages 
is to feature a 
banner image. The home tab is the default landing page viewers 
will see when clicking on your company, and your banner image 
is displayed there. Use the banner space to display your company 
culture or illustrate your unique branding message.

For professionals, a company page offers a place to get the latest company 
updates and industry news, research products and services, learn about 
job opportunities and explore companies of their interest.  You should 
use the space to illustrate and extend your unique branding image.
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create a coMPanY Page

Now that we’ve given you a bunch of inspiration, it’s time to create your 
business page. To do so, click on “Companies” underneath the Interests 
tab. Then, click “Create a Company” in the upper right-hand corner.

Next, fill in the name of your company page and your email. 
Be sure to check the box that says, “I verify that I am the 
official representative of this company and have the right to 
act on behalf of my company in the creation of this page.”

The next step is filling out the details about your company. 
First, fill out your company’s name and description. 

Your description should be focused on what your company has 
to offer for prospective customers or business partners. It should 
reflect your company’s mission; the reason for it’s existence.

Next add a header image in addition to both 
standard and square versions of your logo. 

Near the bottom, you have the option to list any company specialties. 
When filling out the Specialties section, you’ll want to use relevant 
keywords for your company so you’ll be found on LinkedIn searches. 
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You can also add any groups that you’d like to 
feature. Take note, you’ll need to be either a 
member or an admin of each group in order 
to feature it on your company page. 

Next, click the yellow “Get Started” 
button under the Products tab. LinkedIn 
will walk you through the process of adding 
products and services to this section.
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set uP status uPdates on Your Page

LinkedIn has a feature called status updates and 
it’s a huge win for marketers everywhere. Similar 
to posting updates to Google Plus and Facebook 
timelines, LinkedIn 
status updates 
give marketers the 
opportunity to share 
content directly with 
those who follow 
them on LinkedIn. 
These status updates 
will be shown on 
followers’ LinkedIn 
homepages. 

PR 20/20’s 
Company page 
does this really well. They regularly share blog 
posts and reports they’ve created. They also make 
sure to share third-party brand coverage. 

Using tactics such as these on LinkedIn 

will drive traffic back to your company 
website and boost your company’s thought 
leadership within your particular industry.

To set up company updates 
on your LinkedIn page, you 
must be the administrator 
of your Company Page. 

First, visit your Company 
Page and click on “Edit” 
under “Admin Tools.”

Under Company Page Admins, 
check “Designated Users 
Only.” If the “All employees 
with a valid email registered 
to the company domain” box 

is checked, the status update box will not appear. 

Once you designate admins under “Manage Admins,” 
your Company Status Update box will appear. 
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Is a PaId account worth It?

Although a free account on LinkedIn allows you to use its most popular 
features, there are a few key benefits to upgrading to a paid account. 

We’ll break it down for you so you can see exactly what benefits a paid account will give you. 

Features available in basic accounts:

 • Build a network of any size
 • Connecting with anyone (with their approval)
 • Writing and receiving unlimited recommendations
 • Joining or creating up to 50 groups
 • Creating a detailed online LinkedIn profile/resume
 • Up to 5 introduction requests at a time
 • Unlimited searching through your extended network

Features available in paid accounts:

 • Sending messages to anyone, regardless of how you are or aren’t connected via InMail
 • Access to more profile information of people via advanced searching
 • Detailed information on anyone who views your profile
 • More than 5 introduction requests at a time
 • Reference searches on anyone
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reasons a PaId account rocks

Free LinkedIn accounts give you access to basic searching. Paid accounts 
allow you to perform much more detailed, targeted searches. This reduces 
search time and allows you to search for people based on company size, groups 
they are involved in, years of experience, seniority level, and more. 

Free LinkedIn accounts only offer profile information for 1st and 2nd 
degree contacts. Premium accounts give you extended access, beyond 
that network of 1st and 2nd degree connections. For example, paid 
accounts have access to expanded profiles of everyone on LinkedIn. 

With a free account on LinkedIn, it’s not easy to email someone beyond 
your network. However, when you upgrade to a paid account, this 
process becomes much easier with InMails. InMails allow you to get 
your message to any of the 225 million people on LinkedIn. 

Depending on the tier of your paid account, you can send a certain 
number of InMails a month. Responses to InMails are guaranteed, so you 
will get credited back if someone doesn’t respond to an InMail. 
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recruItIng wIth LInkedIn PreMIuM
At 9 Clouds, one of the most helpful resources we have found with a premium 
account is human resources (HR) recruiting, which involves searching for 
talent with advanced searches and reaching out to them via InMails. 

For example, Scott has a premium account on LinkedIn. Using Scott’s ability to 
perform advanced searches and send InMails to people in his extended network, 
we have been able to help find potential job applications for various clients. 

In this example, we wanted to search for individuals in the Watertown, S.D. 
area who have a 4-year degree from a college in the surrounding states (S.D., 
M.N., N.D., or I.A.). In addition, we specified certain industries: Electrical, 
Mechanical or Industrial Engineering and Computer Electronics or Hardware. 

Narrow searches like this allow us to target the exact 
type of people we need to communicate with. 

This list of 751 qualified and relevant prospects is much more valuable 
and manageable than a list of more than 5,000 people who live in and 
work in the Watertown, S.D. area. Being able to filter based on industry, 
location and education; we are able to sort through a more manageable 
list and send InMails to only the most qualified of the bunch. 

While we didn’t use any premium filtering options, the use of InMail in 
our recruiting efforts justifies our need for a premium account. 
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how to choose whIch PLan Is rIght For You

LinkedIn offers various levels of paid accounts and each have their specific benefits. 
For the latest packages offered by LinkedIn, visit their LinkedIn Premium Plans page.

To summarize, if you’re not recruiting, selling something, actively 
looking for a job, or interested in utilizing detailed searches, 
chances are the free membership will do just fine. 

However, if you are interested in access to more powerful search, more 
detailed profile information, or being able to send messages to anyone 
with InMails, then a paid account is probably a better fit for you. 
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Advertising on LinkedIn
LinkedIn ads allow you to connect with the world's largest audience of 
active, influential professionals by extending your reach to the LinkedIn feed 
across a wide variety of platforms, including web, mobile, and tablet.

With LinkedIn ads, you can reach your ideal customers, raise brand awareness, 
build relationships, and drive qualified leads via sponsored updates. 

Not a B2C Company? LinkedIn ads also offer you precision B2B targeting via job 
title and function, industry and company size and seniority. You can set your own 
budget and choose whether you’d like to pay with clicks or impressions. 

LinkedIn offers text only, text and image, and video ads. There 
are no long term commitments or contracts and you can set 
your own budget, paying either by clicks or impressions. 

To learn more about the specifics of advertising on 
LinkedIn and for pricing options, visit LinkedIn Ads.
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LinkedIn Etiquette
Though we’ve covered the basics of 
LinkedIn and provided you with a handful 
of advanced tips, there are still a few 
important etiquette notes that you need 
to know when braving the frontiers of the 
world’s largest professional network.  

First, we recommend that you never 
attempt to connect with someone 
using the supplied LinkedIn text. We 
mentioned this before, but it’s so 
important that it’s worth mentioning 
twice. Take the minute or two to craft a 
nice greeting. You will be surprised how 
quickly you rack up the connections. 

Don’t try to connect with people you don’t 
know. That’s not the point of LinkedIn. 
The network exists to facilitate business 
networking and thus create opportunities 
for those people who have already 
connected beyond LinkedIn. There are 

some cases where it is okay to connect 
with someone you don’t already know. For 
example, if you worked with a colleague 
of the person you’d like to connect with, 
use that connection in your request. 

Don’t send mass requests for 
recommendations. While recommendations 
are great and the occasional on-
off request is completely acceptable 
and even recommended, begging 
for props just isn’t cool. 

Write recommendations to get 
recommendations. Recommendations will 
not just fall out of the sky. Try giving out 
a few recommendations in order to get 
a few in return. It all comes full circle. 

Keep it professional. LinkedIn is the 
professional network, after all. It’s 
important to be personal, but always 

professional. LinkedIn is much different 
than Facebook and Twitter. Be sure to use 
a business-minded approach on LinkedIn. 

Use a current photo on your profile. This one 
seems like a no-brainer, but many people 
will cling to that one great 15-year-old 
headshot. Even though we all like to look 
great, it’s more important to look like you. 

Be truthful and accurate in your profile 
description. This one stems off the need 
for a current profile picture. LinkedIn is 
all about connecting with others based on 
your experience and skills. You’ll quickly 
find that those connections aren’t very 
useful if you don’t have anything to 
contribute because your skills don’t align. 
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Go Forth and Connect
In this chapter, you have learned how to create and optimize a 
LinkedIn profile, how to connect with important professionals 
and groups, how to share your content with the LinkedIn world, 
how to use premium features for HR recruiting, and ways 
to make sure your LinkedIn Company Page is up to par. 

With this newfound knowledge, you have the power 
to take your LinkedIn presence and grow it into a truly 
powerful source of professional opportunity.

Go forth and connect. 

l I N k e D I N
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Sources and Additional Reading
Visual.ly Infographic 
LinkedIn Blog 
9 Clouds Guide to LinkedIn
Heights Library LinkedIn eBook’
26 Tips to Make the Most of LinkedIn Groups
HubSpot blog
Fast Company 
LinkedIn for Dummies
Visual.ly Infographic
ShiftDigital
VentureBeat
BlueRiseMedia
ExpandedRamblings
LinkedIn Blog
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http://blog.hubspot.com/blog/tabid/6307/bid/31889/13-Brands-Using-LinkedIn-Company-Page-Features-the-Right-Way.aspx
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F I E L D  N O T E S :

JEANNE wOODyARD
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Meet Jeanne Woodyard, of 
Invitations4Less.com. She went from 
being laid off to starting her own online 
business, generating sales with search 
optimization, Pinterest and YouTube all 
from her home in Dubuque, Iowa.

FroM JobLess to 
busIness owner
I’ve been in the printing industry for 
more than 30 years having worked 
for a nationally-recognized wholesale 
printing company for about 24 years. In 
2007, that company was consolidated 
into another larger company, and I, 
along with about 200 of my co-workers 

suddenly were faced with the fact that 
we were about to lose our jobs.

I was so very fortunate that I was able 
to immediately jump on board with 
Invitations4Less.com. In January 2012 
I purchased the business from the 
previous owner. It’s been a great fit for 
me because I’m passionate about paper!

Invitations4Less.com was one of the 
very first online companies to offer 
personalized stationery back in 1999. 
We are proud to offer quality invitations 
at a discounted price and provide 
personalized service to each customer.

a tYPIcaL daY as an 
entrePreneur
Because we are a 24/7 business, the 
first thing I do each day is to check my 
email to see what has come in overnight.  
There are some day-to-day things that 
I handle, and then I’m busy working 
with customers, adding new items to 
the website, making product videos 
and squeezing in some SEO efforts.

I’ve found that setting aside one day 
per week to concentrate on my digital 
marketing efforts works best. The staff 
at 9 Clouds has vetted all the tools out 
there that I need to make my digital 
marketing efforts easier, faster, and more 
effective.  When possible, I schedule all 
of my blogs, tweets and Facebook posts 
in advance. If needed, I can quickly do 
any additional tasks on a daily basis and 
that usually doesn’t take long at all.

The digital marketing process has really 
changed the way Invitations4Less.com 
does business. In years past, I could simply 
go about our day-to-day operations 
and hope that customers would find 
us on the Internet. Now, reaching out 
and digitally connecting with customers 
is the new way of doing business. 

chaLLenges as a 
busIness owner

Getting to the top in SEO is the biggest 
challenge I face on a daily basis.

Back in May of this year I attended the 
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National Stationery Show in New York 
City. It’s always been a priority for me to 
take in a couple of seminars while I’m at 
the show, and one seminar in particular 
piqued my interest. That seminar was all 
about Pinterest and the presenter was 
Scott Meyer, one of the brofounders 
of 9 Clouds. I was so impressed with his 
enthusiasm and knowledge that I joined the 
9 Clouds Academy and have been able to 
reach more potential customers in a shorter 
amount of time via Pinterest and YouTube.

My time is valuable to me, and 9 
Clouds answers my questions quickly 
and in such a way so that I’m able 
to thoroughly understand them. 

socIaL MedIa tooLs 
and technIques 
that work best

We utilize Pinterest quite frequently 
for all of our product lines because the 
demographics match our customer base. 
I include images and also pin our YouTube 

product videos to our Pinterest boards. 
Facebook was the very first digital medium 
that I used to promote the business, and 
I have also expanded to Twitter and use 
Vertical Response for email blasts.

success FroM socIaL 
MedIa and other 
dIgItaL tooLs
Back in August I launched an AdWords 
campaign for one of our seasonal product 
lines. Our sales were up a whopping 
936% over the same period last year! 
That’s pretty incredible, and I’ll use the 
same strategy next year at that time. 

The number of followers on our Pinterest 
boards has skyrocketed in the last few 
months and as a result, I am seeing 
lots of visitors coming from Pinterest 
to our site. To me, Pinterest is like the 
storefront window…if the potential 
customer likes what they see from the 
outside, they will walk through the door.

I’ve found that gaining exposure 
through YouTube is incredibly powerful. 
The informational videos that I’ve 
posted on YouTube have propelled 
us to the top 3 in Google searches 
for one specific product line!

advIce to buddIng 
entrePreneurs
My advice for anyone interested in being 
an entrepreneur is to think outside the 
box. Don’t be afraid to try new methods; 
stand out from your competition 
by being unique in some way.  

Also, talk to other entrepreneurs about 
their experiences in business. Find out what 
works for them, and ask for their advice.

Jeanne Woodyard owns and manages 
Invitations4Less.com in Dubuque, Iowa. 
Folllow: @Invites4Less
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C H A P T E R  4 :

PINTEREST
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Entomology: the branch of zoology 
concerned with the study of insects
I learned the definition of entomology 
the hard way my senior year at college.

As a diligent liberal arts student I needed 
to study a little bit of everything including 
science. As a typical college slacker I 
wanted to get my science credit with 
minimum work, meaning without a lab.

My senior year rolled around and I looked 
at what options there were for a science 
class without a lab: entomology it was!

Soon I was watching beetles under 
ultraviolet light and learning the 
characteristics of Iowa’s insects. 
As our final project we had to 
find over 20 different insects 
representing different species. 

Thus, weekends were spent with a butterfly 
net chasing insects through sun-burnt 
prairie grass. I headed to the bookstore 

and purchased my styrofoam and pins to 
start building my wall of insect death.

Soon it became quite enjoyable. I 
would scour high and low for a certain 
insect and with pride would pin it on my 
styrofoam wall so I could always look 
back and remember what I learned. 
Even today, with a faint smell of 
decay I can see the hard hours spent 
chasing butterflies on the prairie.

Just as you use a field guide to identify 
creators in nature and just as you 
pin insects to styrofoam to forever 
remember their species, Pinterest 
is your wall of insect death.

As you cruise around the internet you 
can easily click “Pin it” and forever save a 
visual link to a website. Then you can go 
back and quickly find ideas from recipes, 
designs or articles you liked and organize 

them in to boards, just as I organized 
the exoskeletons of Iowan insects. 

Fortunately for non-bug lovers, Pinterest 
is much more beautiful than my bug 
cemetery. With photos from the Internet 
splashed across your page, you can browse 
not only your own collections but the 
collections of others to quickly and visually 
find exactly what you’re interested in.

I may never go back on the prairie to 
hunt bugs,but the skills from those three 
important science credits did teach 
me a thing or two about organization 
that serves me well as I create my 
Pinterest boards and pins. [sM]

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


225 Social Media Field Guide | 9 cloudSf t in p g+

 In this chapter, you’ll learn:

 • IF You shouLd use PInterest
 • how to Make traFFIc-buILdIng boards
 • the anatoMY oF a wInnIng PIn
 • how to get InsIghts FroM PInterest anaLYtIcs
 • how to set uP dYnaMIc PIns that seLL
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p I N T e R e S TWhat is Pinterest?
Pinterest is a social media site that 
allows you to collect and organize 
the things you love. Businesses share 
their products visually as “pins.”

This lovely green guy to the left is 
an example of a pin from one of 
our blog posts (we’ll show you how 
to make one of these later on).

Each Pinterest user - called a “pinner” 
- organizes pins onto themed boards. 
For example, someone interested 
in traveling to Alaska might create 

a special board to collect things and 
places they’d like to see during their 
trip. Or, someone who is planning 
a killer birthday party could use 
Pinterest to collect recipes, games 
and themes to use as inspiration. 

Here is our board featuring pins from 
our Digital Homesteading podcast:
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Like any great social media site, 
Pinterest thrives on social connections. 
Similar to Facebook or Twitter, the 
home page of Pinterest is a feed of 
pins from the people who you follow 
along with suggestions from Pinterest. 
You can also find pins by searching 
for keywords from the home page:

p I N T e R e S T
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p I N T e R e S T

What’s the big deal about Pinterest? 
When it was first introduced, Pinterest was generally dismissed as a digital 
version of Martha Stewart Living. Now it’s the fastest-growing social 
medium. In fact, it was the fourth-largest online traffic referrer in 2012. 

Pinterest makes buzz because it allows users to create their own environments 
filled with things. It’s a delightfully materialistic and idealistic environment that 
encourages people to pull out their credit cards if the opportunity arises. 

That’s where you come in.
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p I N T e R e S T

What does Pinterest do? 
 
For business owners, marketers and other types of digital homesteaders, 
Pinterest provides a unique visual marketplace where they can connect 
with the people who are searching for their services or products. 

The real beauty of Pinterest lies in its powerful simplicity. On the surface, 
it’s just a digital scrapbook, but underneath, it’s a marketplace ripe with 
opportunity[1] for social marketing and, more importantly, sales. 

Pins are more than pretty pictures. They’re visual bookmarks 
that create valuable links to your own site. 

A recent study showed that 69% of pinners will eventually own 
something that they’ve pinned[2]. Pinterest shows you to the world 
so the world can re-pin you, but most importantly, Pinterest sells. 

TweeT This
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Who should use Pinterest?
If you or your business have great 
artwork or photos to share, you 
should definitely be on Pinterest.

Business owners, marketers, entrepreneurs 
and other digital homesteaders can 
ultimately drive more quality traffic 
to their websites simply by showing 
themselves in this unique platform.

Only 20% of all pins are original [3], 
so if your business can jump in and 

add fresh content to the mix, there’s 
an 80% chance that you can stand 
out in your followers’ home feeds. 

If your business is visual and has 
great artwork, this allows you 
to recycle and re-apply your 
artwork, images and ideas. 

The creative nature of your 
business should reflect in your pins and 
boards. For both B2B and B2C businesses, 

organization and creativity are key. 
For example, if you run a local bakery, 
you could make one board that shows 
off your scones and another that shows 

off your amazing cupcakes. You 
could even help people by making 
a board of home baking tips. 

Whether you’re in the city or 
out in the country, chances 

are that you have plenty to share. The 
“pinnability” of your business is endless.

[1] http://www.cnn.com/2013/05/17/tech/web/google-plus-vic/index.html
[2] http://blog.wishpond.com/post/53528065932/
infographic-why-pinterest-is-good-for-business
[3] http://webuildbuzz.com/buzz/everything-
you-need-to-know-about-pinterest/
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Pinterest by the numbers:
• More than 30 MILLIon monthly users[1]
• 13th most-viewed website[2] in the U.S.
• 28% of users have a household income[3] of at least $100,000
• 69% engage[4] with pins of things that they’ll eventually own
• $179 average order value ($80 for Facebook and $69 for Twitter)

 

[1] http://blog.prnewswire.com/2013/02/16/why-your-brand-
should-be-on-pinterest-how-to-get-started/
[2] http://dashburst.com/pinterest-launches-new-web-analytics-
tool-for-businesses-as-first-step-towards-monetization/
[3] http://econsultancy.com/us/blog/62189-stats-who-uses-
pinterest-and-why-is-it-important-for-marketers
[4] http://blog.wishpond.com/post/53528065932/
infographic-why-pinterest-is-good-for-business
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Why you should use Pinterest
Pinterest allows you to expand your web presence, improve your SEO and 
sell things in a direct contextual way that isn’t offered by any other site. 
It’s a relatively low-maintenance social medium, and it’s a great place for 
people to discover your products and share them with the world.
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How to use Pinterest
Business accounts are different than personal accounts 
on Pinterest. To set up a Pinterest account for your 
business, visit business.pinterest.com and click “Join as 
a Business.” As opposed to personal accounts, business 
accounts have additional services such as analytics and 
rich pin integration (which we’ll talk about here in a bit).

TIP: If you already have a personal account that 
you’d like to use for your business, just click “Convert 
Here” under the “Join as a Business” button. 
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On the following page, you’ll simply fill 
out all the information for your business.

Stuff that only you see:
• Business Type
• Contact Name (which won’t  
   be shown on your profile)
• Email Address
• Password

Stuff that your followers see:
• Business Name
• Username (i.e. http://pinterest. 
   com/yourbusiness)
• Profile Image
• About
• Website (i.e. yourbusiness.com)

Then you’re set to start pinning!
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Advanced Tips
There are four easy things that you 
can do to start off on the right foot:

1. kILLer descrIPtIon
2. organIzatIon
3. verIFIcatIon
4. recYcLIzatIon

1. Create a killer description on your 
profile that is unique to Pinterest

Chances are that many of your potential 
followers already know who you are, but they 
want to know 1. Why you’re on Pinterest 
and 2. Why they should follow you.

For example, if you create an account 
for your flannel shirt store, don’t just say: 
Fantastic Flannel is the number-one flannel 
shirt store in the Yukon. Great deals and 
great prices! That may be an accurate and 
honest description, but this isn’t an ad, 
this is Pinterest. Make an impression! 

The best way to add some punch is 
to tell people what to expect if they 
follow your boards - along with a 
good call-to-action. Try this:

Warming up Pinterest with the Yukon’s 
best hiking spots, beautiful photos from 
the Rockies, camping tips and more. 
Follow us into the Northern Wild!
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2. Organize your boards

Before you can even make your first 
pin, you need to have a board for 
it. The boards you create on your 
profile should reflect the different 
areas of your business. For example, 
if you’re a florist, you might create 
a board for wedding bouquets and 
another for Valentine’s Day.

Categorized boards allow your 
visitors to understand how 
your business is organized. 
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3. Verify your website

To help you show your followers that you’re 
a legitimate business, Pinterest allows you to 
“verify” your website so that it shows on your 
profile with a neat checkmark icon. But the 
coolest part of verifying your website is that it 
unlocks detailed analytics for your business. 

Here’s how to verify your website on Pinterest:

FIRST, go to your profile and click on the pencil 
icon in the bottom right corner of your company 
description box. If the pencil isn’t there, go to the 
menu in the upper right corner and select Settings. 

SECOND, enter your website URL into 
the field and click “Verify Website.”

THIRD, on the next pop-up page, either 1. 
Click the button to download the HTML 
verification file to upload into the root folder of 
your website or 2. Click the red link to copy a 
Meta tag to paste into your website’s code. 

FOURTH, click the red “Complete 
Verification” button.

FIFTH, you need to verify that it worked. Go 
back to the home screen, click your name in 
the top right corner and look for “analytics” in 
the drop-down menu. Then you’re done! 

If you need assistance with website verification, 
please visit: https://help.pinterest.com/
forums/21434922-Website-Verification
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4. Pin what you already have

Later on in this chapter, I’ll show you the 
anatomy of a winning pin, but before we get 
all excited about creating new artwork, let’s 
take a look at your current library of work. 

Do you have photos, designs or 
videos lying around the web? You’ve 
got some pinning to do! 

For Pinterest to be a serious part of your 
digital strategy, you need to make a serious 
foundation of pins based on your current body 
of work. In short: Pin what you can right away. 

This is especially important for those YouTube 
videos that you’ve been laboring over. In fact, 
YouTube videos are SEO gold. Pinning your 
YouTube videos creates valuable links from your 
Google account to Pinterest, which is the 13th 
most-viewed website[1] in the U.S. Google 
SEO is driven by high-quality backlinks to 
your site from reputable sites (like Pinterest) 
so this is a great way to boost your site’s SEO.
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PInterest anaLYtIcs

Once you verify your website on your 
business profile, Pinterest will then give you 
access to some really great analytics. These 
useful insights include information on how 
many people see, re-pin and click through 
your pins. You can set the date range to see 
your activity over a specified period of time. 

Pinterest analytics help you understand what 
types of your Pins are most popular, and 
which Pins drive traffic to your website.

All of these useful insights are rolled 
up together under the main menu 
under your business name on the 
upper right side of the screen. 
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On the analytics dashboard, you’ll see a 
menu that organizes the various analytics 
into four sections: Site Metrics, Most 
Recent, Most Repinned and Most Clicked. 
You’ll also see an option to export your data 
into a spreadsheet. How’s that for handy?!

By checking in on your Pinterest analytics 
every week or so, you’ll find what kinds 
of Pins your followers really enjoy and 
what time of day to put your Pins out 
into the world. More importantly, you’ll 
see clear ROI from the tips and strategy 
found in the rest of this chapter. 

[1] http://jcsocialmarketing.com/2013/08/17-
tips-for-getting-more-pinterest-
followers-for-your-nonprofit/
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Advanced Tips and Strategy
traFFIc-buILdIng boards
As an entrepreneur, marketing pro or 
business owner, you understand that 
your customers are not all the same, 
and you probably sell more than one 
product. Pinterest understands that 
too. One oft-overlooked and under-
appreciated feature of Pinterest is 
called the “Board” which is essentially 
a page that holds a category of pins. 

For example, an auto dealership might 

put “Classic Cars” on one board and 
“Henry Ford Quotes” on another 
board. They might even create a 
board of their favorite Star Wars 
pins just to show some personality.

The key is to build the board, and 
then fill it. This allows you to pin with 
clarity for your audience. When you 
make a board, you’re committing 
to populate it with relevant pins. 

In short, pinning is easier when 
your boards are organized.

Also, I’ve found that it is much easier 
to write your company bio on your 
Pinterest profile after you create a 
few boards. You might find that your 
board called “Flannel Fashion” is 
much more popular than “Star Wars 
Quotes,” and thus you’ll know where 
to spend more time and effort. 
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Scheels is great at this. The sporting goods 
giant understands what their customers 
enjoy, so they organize their boards 
accordingly. Not only does this allow 
Scheels to connect with their followers on 
a personal level with relevant pins, it also 
allows them to present their departments 
in an organized manner. By taking a quick 
glance at their boards page, you can quickly 
get a feel for what Scheels is all about. 

By creating your boards this way, 
you can get better insights from the 
analytics feature and then come back 
with better, more relevant pins.
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grouP boards

A very effective and under-appreciated 
feature of Pinterest is the group board. 
Group boards are just like normal pin 
boards except you can invite multiple 
people to contribute pins to the board. 
For example, this is a group board for 
South Dakotan businesses and people 
to share pins about South Dakota:

One cool way to integrate more 
human-ness into your business 
Pinterest account is to create group 
boards for each of your employees. 

For example, you might create a 
“Stuff Steve likes” for Steve, your sales 
manager. You can then grant access 
for employees to post to their personal 
boards on your account. To do this, 
go to the board, click “edit” and then 
type account names or email addresses 
into the “Who can pin?” field.

Group boards are a great method for 
showing your brand’s personality and for 
making your business more relatable. 

One interesting feature of the group 
board is that if a user opts to “follow 
all” on a contributor’s profile, they will 
automatically follow any of their group 
boards. So, when people follow all of 
Steve’s boards, they will also follow the 
group board to which he contributes on 
your business’ profile. Yay for followers!

Group boards are also great for 

collaboration for projects and events, 
promoting things for your business 
and for networking in your industry.

Better Homes and Gardens (BHG) 
created a group board for their network 
of bloggers to contribute their favorite 
recipes. Whenever someone clicks “follow 
all” on one of these bloggers, they’ll also 
automatically follow this BHG board. 
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rIch PIns
Pinterest is just plain great for business. They care about business, 
so they made some great tools for driving sales. One of those 
tools is called the Rich Pin. Whenever you post a product, 
recipe or movie as a Rich Pin, Pinterest will automatically 
list out the respective price, ingredients or star rating. 
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Product Pins

As a business owner, marketer or entrepreneur, 
the product Rich Pin will most likely be the most 
useful of the three types of Rich Pins. The product 
Rich Pin not only shows the most current price of 
your product, it also shows its availability and your 
site URL where the product can be found. 
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Recipe Pins

Recipe pins pull the ingredients, cooking 
times and serving data listed on your recipe 
page and then organize them underneath 
the artwork of your pin. Putting this 
data up-front in the pin is a great way to 
motivate the foodies in your audience.
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Movie Pins

Similar to recipe pins, movie 
pins “pull” data from a page 
for ratings, cast members and 
reviews to help your audience 
learn about new shows. 

To set up Rich Pins in your 
business account, you or your web 
development person will need to 
do some minor code tweaking 
within your website. To help you 
with this somewhat-complicated 
process, Pinterest has published a 
great step-by-step guide: http://
business.pinterest.com/rich-pins/. 
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The Anatomy of a Winning Pin
Now that you’ve set up your account, it’s time to get pin-tastic!

To start out, search around and find some pins that your audience 
would like. I suggest re-pinning a few things to start out. Search 
around and see what’s interesting and new in your industry. 

Don’t get carried away with re-pinning. Any Pinterest user can tell you 
that it’s easy to get lost in an endless stream of vertical scrolling. 

Pinterest is designed to keep you engaged – and it’s easy to 
get lost in between delicious chili recipes and cute dresses. It’s 
ok to look at these things, but don’t re-pin them unless they’re 
relevant or really interesting for your audience. If you want 
to stand out, create original pins as much as possible. 

p I N T e R e S T

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


249 Social Media Field Guide | 9 cloudSf t in p g+

sPeak wIth Your own voIce. 
buILd Your own PIns. 

If your website has been up for a while, you might want 
to check pinterest.com/source/[yoursite.com] to see 
what people have pinned from your site in the past. 
It might give you an indication of the “pinteresting” 
things on your site. Build more pins like those. 

In fact, just build more pins in general. As you’ve already 
heard, only 20% of all pins are original pins, so fresh, 
pinnable material will help you stand out and gain insight.
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so, what shouLd Your PIns Look LIke?

 Pin Tip #1: A Call to Action

Pins are great on their own, but the real magic lies in the link. 
If you’re pinning a blog post, landing page, or any of your other 
great pieces of content, put a call-to-action button within your 
pin artwork. Time to dust off those PhotoShop skills!
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Pin Tip #2: A Killer Twin Description 

If you’re pinning your new blog post, put “Blog post: 
[Your blog post’s title]” in the description of the 
pin. That way readers know what to expect when 
they click. If you really want to protect the title of 
your pin, put it right on the artwork. Why? People 
sometimes edit the description when they re-pin, 
but they won’t be able to edit the artwork itself. 
This is especially important for your larger pieces of 
content such as landing pages, guides and eBooks. 
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Pin Tip #3: High Resolution

When your pin is on the screen with other 
pins, it will be automatically scaled down to 
exactly 238 pixels wide. When a person clicks 
on your pin, the image will be blown up to its 
full resolution, up to 728 pixels wide. So, if 
it’s possible, make your images at least 728 
pixels wide and roughly three to five times 
as tall. This example - our pin showing John 
Meyer - is an example of an undersized pin. 
Notice the gray area around the image. 
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Pin Tip #4: Tallness

Since the homepage of Pinterest is an endless vertical scroll of columns, it’s important to use 
artwork that takes up a fair amount of space. Horizontal (wider than taller) images will appear 
much smaller on the screen than tall images because of this vertical layout. If possible, use an 
image that is taller than it is wide. Some pins take this to the extreme, which is effective, but quite 
a novelty effect; use the skyscraper format sparingly to avoid annoying your followers. 
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p I N T e R e S T

Pin Tip #5: Make Pinterest-friendly images

What came first: The pin or the image? This is a tough 
question. Some people will pin any ‘ol image online, but 
others will make an image just for pinning. I realize you 
might not have all the time in the world to be creating 
special artwork, but the time you invest in your pin 
artwork will pay dividends in traffic and re-pins. 

If you have something really special to share with your 
Pinterest followers, take some time to make a super-
pinnable image and put that beauty right in your blog 
post or web page. That way, your visitors can pin it 
themselves. It pays to make Pinteresting artwork!
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Pinterest Power Tools
As we just discussed in the last section, making great pins is paramount to your own Pinterest account, 
but you also need to make yourself pinnable too. Pinterest has some great ways to make your web 
content as pin-worthy as possible and to integrate Pinterest into your overall social media strategy.

1. PIn It button
As the name implies, the “Pin It” Button lets your 
visitors to pin things right from your web page. You can 
integrate the Pin It button into your site by following the 
instructions at business.pinterest.com/widget-builder.
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2. FoLLow button
The “Follow” Button lets visitors click to 
follow you on Pinterest right from your 
web page. Build your Follow button at 
business.pinterest.com/widget-builder.
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p I N T e R e S T
3. PInterest browser buttons
Pinterest’s developers have put a good amount of time 
and thought into the user experience. One of the best 
ways to make it easier to pin things is to use a Pinterest 
browser button available in Chrome or Firefox. Here it 
is next to my other browser extensions in Chrome.

To install this handy little button in Chrome, follow 
the instructions in the chrome web store here. 

Or, if you’re using Firefox, follow the instructions 
to install the Pinterest add-on here. 
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Once you have this button installed, simply browse to the 
web page you want to share, and click on the Pinterest 
button. You’ll see a screen which offers the “pinnable” 
images from the page. Then, you just choose an image for 
your pin and the pin will link directly to your post. This is 
what it looks like after you click the Pinterest button:
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Start pinning and winning!
As with any social site, Pinterest is bound to change things up 
from time to time, but with the information you’ve gathered 
in this chapter, you’ll be able to pin up your visual content 
and start driving web traffic – and sales – for your business. 

Remember: If you ever need help, just get ahold of 
your friends at 9 Clouds. We’re here to help!
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Sources and Additional Reading
http://blog.prnewswire.com/2013/02/16/why-your-brand-should-be-on-pinterest-how-to-get-started/
https://blog.compete.com/2012/06/28/pinning-down-the-impact-of-pinterest/ 
http://www.pcworld.com/article/2017448/how-to-set-up-a-pinterest-business-page.html
http://www.socialmediaexaminer.com/how-to-use-youtube-to-leverage-pinterest/
http://www.digitaltrends.com/social-media/pinterest-monetization/
http://www.jeffbullas.com/2013/03/04/how-to-use-pinterests-group-boards-to-get-more-exposure-for-your-business/
http://sproutsocial.com/insights/2013/05/pinterest-engagement-brands/
http://webuildbuzz.com/buzz/everything-you-need-to-know-about-pinterest/
http://dashburst.com/pinterest-launches-new-web-analytics-tool-for-businesses-as-first-step-towards-monetization/
http://econsultancy.com/us/blog/62189-stats-who-uses-pinterest-and-why-is-it-important-for-marketers
Pinfluence by Beth Hayden
9 Clouds Pinterest Handbook
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F I E L D  N O T E S :

mIkE BROwNE

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


262 Social Media Field Guide | 9 cloudSf t in p g+

Meet Mike Browne, a talented artist, 
both in the traditional and digital world. He defines himself as an 
Inventor/Digital Content Machine/Black Belt Vector Illustrator/
Designer of unique vehicle wraps and ridiculous animations.

He’s got a large collection of talents, and he uses those talents to 
make digital marketing work for him and his many endeavors.  

FroM JobLess to busIness owner
I was born in New York and raised in Southern 
California. I am a former baseball player and black belt. 
For exercise these days I row and ride bicycle.

a tYPIcaL daY as an entrePreneur

On a day-to-day basis I change hats between inventor, 
illustrator, animator, web developer and car wrap designer. 
My new invention for tablets, the Qwickdraw Microfiber 
Cleaner, takes a huge amount of brain bandwidth.
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chaLLenges as a 
busIness owner

It’s hard to be good at your craft and adept at 
all the new tools online. Social media takes a lot 
of time, and it can be difficult to find the right 
audience for your specific product or service. 

socIaL MedIa tooLs and 
technIques that work best
I am self-syndicating a cartoon strip based on my 
product to a list I created with Mailchimp. My 
first mailing had a 50% open rate. I put the pieces 
together using 9 Clouds methods we discussed 
during 9 Clouds Academy consulting sessions.

The Academy is great if you aren’t an expert on 
everything social related to business. You can get 
a general understanding than actually have a discussion 
online with experts and other business people.

the IMPortance oF 
networkIng
While in discussion online with 9 Clouds, I was 
able to connect with Beth Ellyn. I now draw a 
monthly cartoon as a part of a two-year campaign 
for her Henderson, NV, real estate market. 

In the business world, it’s really all about 
the connections you make.

advIce to buddIng 
entrePreneurs
My advice for anyone interested in being an entrepreneur 
is to make sure you have the right persona for the job. You 
have to be able to handle yourself well around people. You 
have to like crowds but be comfortable as a loner, too.

Amongst many endeavors, Mike Browne 
owns and operates bigredshoes.com 
and glydewrite.com. Follow: @QuickDrawn.
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C H A P T E R  5 :

yOUTUBE
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As a high school debater, the bane 
of my existence was the tie.

Every Friday morning my dad would 
have to wake up early and pre-tie my 
tie. If I wanted a different tie, I would 
have to swallow my pride and ask an 
older debater to actually tie it for me.

Finally after months of waking up early, 
my dad decided it was time to teach a man 
to fish. We spent a good hour in front of 
his bathroom mirror trying to tie a tie. The 
following weekend I competed and probably 
lost because of my disheveled look, but 
it was the disheveled look that I tied!

Soon other debaters were asking 

me to tie their ties. Within weeks, 
I was not only tying my tie but also 
getting practice helping other novice 
debaters and novice tie-wearers.

Today, dads around the world are 
lamenting the loss of yet another 
teaching moment. While we used to go 
to our father to ask them to teach us 
important skills like tying a tie, today we 
go to the guru of education: YouTube.

YouTube at its core is a video sharing 
platform, but it provides unlimited 
opportunity to teach and learn. Whether 
it’s tying a tie, building a house or 
memorizing the president’s names, 
YouTube has a tutorial for you.

As a business you can now use YouTube 
to help your audience tie their ties.

 Whether it is teaching them to use your 
product, showing them why your product 
or service is valuable or just sharing a 
passion, YouTube puts you and your 
personality right in front of your audience.

We love our dads who help us with 
important life lessons like tying a tie. 
Now you can also be beloved for teaching 
and showing lessons your potential 
customers can actually use. [sM]

Introduction: Tying Ties

Y O U T U b e

TweeT This
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In This Chapter:
 • what Is Youtube
 • whY  shouLd You use Youtube
 • how to use Youtube
 • advanced Youtube tIPs

Y O U T U b e
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Key Questions
what Is Youtube?
YouTube is a video-sharing website where registered users can upload, 
view and share videos. The content is user-generated and includes any 
kind of video content you can imagine: movie clips, television clips, music 
videos, video blogging, short original videos and educational videos. The site 
was purchased by Google in 2006 and is now a Google subsidiary. 

Unregistered users can watch videos and registered users 
can upload an unlimited number of videos.
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what does Youtube do? 

At its core, YouTube is a platform for distributing video content. 
Whether you are marketing yourself or your business, the platform 
gives you an opportunity to personalize your own video channel 
and post and share video content that is relevant to you.

YouTube is a great top of the sales funnel tool. More than 
1 billion unique visitors visit YouTube[1] each month so 
the potential audience for your content is huge.
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who shouLd use Youtube?

The potential for YouTube for any business is there. If you have a product or service, 
your customer is likely watching content on YouTube. At 9 Clouds we often talk 
about the 80/20 rule. 80% of people watch the content that 20% of the people 
make. Fewer people are making content but a lot of people are watching it.

YouTube is great for highlighting products and services, showing viewers how 
to use whatever you make, sharing information, and talking about what you do. 
Video content is more compelling than text. They say pictures are worth 1,000 
words and YouTube provides you the platform to distribute those pictures. 

Don’t worry if you do not have the resources or time to create highly-
produced videos. Amateur video works too! People may even consider 
it more trust-worthy if it is less produced. It is about the content and 
information you are sharing and its relevancy to your audience.

If you don’t have anyone who likes to be on or do video, do not be on YouTube. You 
will not be motivated to create the content and the content will not be engaging 
because the quality of the video will reflect the participants in the video.
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whY Youtube Matters
YouTube’s purchase by Google makes YouTube an even bigger 
power player online. It is the second largest search engine 
behind Google[2], ahead of Bing and Yahoo. On Google, 
video search results show at the top before page results 
often show. Also, the audience is undeniable. According 
to Nielsen[3], YouTube reaches more U.S. adults ages 
18-34 than any cable network. The combination of top 
search hierarchy and audience makes YouTube matter.

[1] http://www.youtube.com/yt/press/statistics.html

[2] http://socialmediatoday.com/socialbarrel/1650226/
second-largest-search-engine-infographic

[3] http://www.youtube.com/yt/press/statistics.html
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Key Stats
 • More than 1 bILLIon unique users visit YouTube each month

 • More than 6 bILLIon hours of video are watched each month on  
  YouTube - that’s almost an hour for every person on Earth

 • 100 hours of video are uploaded to YouTube every minute

 • 70% of YouTube traffic comes from outside the U.S.

 • YouTube is localized in 56 countrIes and across 61 Languages

 • According to Nielsen, YouTube reaches More u.s. aduLts ages 18-34 than any cable network

 • Mobile makes up more than 25% of YouTube’s global watch time, more than one billion views a day

Source: http://www.youtube.com/yt/press/statistics.html
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The stats speak for themselves but there are several 
additional reasons YouTube may be right for you. 

First, it is free. It just takes a bit of your time to 
get registered and upload your first video. 

Second, search engines love video content. They 
show video results first in search results.

Third, although YouTube is not “owned” by you, it 
gives you a platform to manage your reputation and 
build trust with your current and future customers. 
You control the content on your channel.

Fourth, it can take as much or as little time as you have to 
give it. Unlike Facebook, the timeliness of posts is not as 
important as the relevance and quality of the content.

Finally, it provides a platform for you to create content that is 
easily shared across the web and embedded in other properties 
you own. YouTube videos can be shared on all the major social 
networks and easily embedded onto your own website.

Should you use YouTube?
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How to use YouTube
terMInoLogY

Avatar = A term used to mean profile picture.

Bio/About = A short description used to define who you or your company is.

Channel = The page that you own on YouTube.

Description = The text you use to describe the content of your video.

Playlist = A collection of videos you create that have some common theme.

Subscriber = Someone who elects to receive all your videos as they are uploaded.

Tags = Words that relate directly to the topic in your video. Filling these out will help your search engine optimization results.

Thumbnail = The static image that represents your video and displays when the video is embedded on a website or shared on social media.

Video Manager = The dashboard you as the admin use to upload, edit and monitor the performance of your videos.

YouTube Analytics = The data that YouTube captures about how viewers interact with your channel and videos. 
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set uP Your account
To get your account up and running, visit www.
youtube.com. Find the “Sign In” buttons, click there 
and then find the “Create an Account” button. 

If you have a Google account, use it here. If you are 
setting the channel up for your business and you 
also have a Google Plus account, be sure to use that 
same Google login for your YouTube account. 

It is nearly impossible to connect a Google Plus account 
and a YouTube account if you use different credentials 
to set each up after the fact, and that connection is 
important. Because of the power of Google, having 
the accounts speak to each other will only help your 
search engine optimization. Also, your YouTube 
videos will automatically appear on your Google Plus 
page once they are posted if they are connected.

If you do not have a Google account, enter the Gmail 
email you would like to have and create a password.

At this point you will need to fill in some information. 

It will ask your birthday to ensure that you are 
at least 13 years old, along with some additional 
information. Confirm your acceptance of the 
account and you have your own YouTube channel.

Now that your account is set-up, you can go back 
to the “Sign In” buttons and put in the email and 
password you just set the channel up under.
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gettIng started wIth Your 
new Youtube account

To upload your first video, find the “Upload” 
button at the top of the screen.

Then click the upward-pointing arrow icon to browse your computer 
for you video file or drag and drop your video file into the square.

Your video will begin to upload at this point. While the video 
is uploading, you can fill in the title, description, and tags 
for the video. Good titles help viewers find your videos so 
make sure the title articulates what your video is about.
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Only a small part of your description 
will automatically show with your 
video, so we recommend putting 
the URL you would like the 
visitor to visit near the beginning 
of your description, if not first 
thing. You don’t want the viewer 
to have to click the “Show more” 
text to get to your URL.

When it comes to tags, think 
of these as the keywords that 
potential viewers might use that 
your video would be relevant for. 

Be sure to include your business 
name as a tag for each of your 

videos. This way when people are searching your brand 
they will ideally see your website URL and the video 
in the search results. Also, more relevant content 
means better standing in Google so the more content 
your organization is connected to, the better.

Y O U T U b e

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


277 Social Media Field Guide | 9 cloudSf t in p g+

Once your video is uploaded, it will offer 
you up to three options for thumbnails. 
The likelihood that one of these is the one 
you want to choose is probably not high 
(it always seems to automatically pick 
the worst freeze frames). If you’d rather 
choose your own image, you can upload 
a custom image as your thumbnail. 
The image should have a resolution 
of 1280 x 720 and be under 2 MB.

Make sure you hit “Save” at the 
bottom right and your first video 
is officially posted on YouTube!

We have covered all of the settings 
you can edit in the “Basic info” tab.

Right next to the “Basic info” tab, you’ll 
find the  “Advanced settings” tab. Here 
you can set your comment, distribution 
and age settings if you so choose.
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Finally, there is the “Call-to-Action Overlay” 
tab. This will show over your video when someone 
watches it. To create a Call-to-Action overlay, 
draft a headline and description and set the URL 
you want the call to action to take them to.

In addition to uploading a file, there are additional 
ways to capture and save videos to YouTube. 
These options can be found to the right of the 
screen when you click the “Upload” button.
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Managing Your YouTube
Once you are signed in, look to the top right of the page. 
You will see your user email there and to the right of that is 
a triangle/arrow. Click that to display your admin panel.

MY channeL
“My channel” takes you to your channel on YouTube. 
Here you can see what visitors see when they come 
to your channel. You’ll see your avatar and your cover 
art. The avatar image is 800 x 800 pixels. 

The cover art image total size is 2560 x 423 pixels. The safe 
area which is always visible is 1546 x 423 pixels, centered on 
the image. The flexible area which may be visible is 507 pixels 
to the left and 507 pixels to the right of the safe area.
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Below the images you will see the space 
for the video that people who have yet to 
subscribe to your channel will see. You can 
use this video to entice people to subscribe 
to your channel. Be strategic about the 
content of this video. Do not just throw a 
video up there for the heck of it. Make it 
a video that articulates what you do and 
why people should want to subscribe to 
receive future content from you. Once they 
subscribe, that video will no longer show to 
them when they come to your channel.

Finally below the unsubscribe video you 
will find the area for your sections. This 
is where your playlists go. The playlists 
can be your videos or videos of content 
that you like or that is relevant to your 
audience. You can also feature channels 
of other YouTube accounts as a section. 

YouTube made a shift early in 2013 to 
make channels more customizable so 
play around and see what you can do.
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vIdeo Manager

As the name suggests, this is your video 
library. All the videos you upload can be 
found and managed here along with all 
of your playlists and a list of your tags. 
From here you can edit your individual 
video settings and view analytics.

To edit the individual video settings, 
just click the “Edit” button 
found in each videos area.

To view the analytics for each individual 
video, click the square with the bar graph 
icons and thumbs to the right of each 
video’s area. We’ll talk about how to use 

the analytics later in this chapter.

To manage your playlists, go to the 
Video Manager and click the “Playlists” 
text in the far left navigation bar. 

To add a new playlist, locate the “+ 
New playlist” button in the top right 
of the Playlist screen. It will ask you 
to provide a name and description 
for the playlist and then you can 
select videos to add to the playlist.

You can either select the videos, if the 
option is available, or add videos by using 

their URL by clicking on the “Add video 
by URL” button. Just copy the URL 
from the video’s specific page and paste 
it into the “Add” bar and click “Add”. 

Once you have the videos you want added, 
you can easily adjust their positioning 
by clicking the far left of the video 
bar and dragging it where you would 
like to move it. Again, your playlists 
can be your videos and/or videos from 
other content producers that you like 
and are relevant to your audience. 
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Additional Manager Tools
coMMunItY
Using the Community link in the left 
sidebar you can manage users and 
comments. You can approve, ban and 
blacklist users from this section.

channeL settIngs
The Channel Settings link in the left 
sidebar is where you can see what standing 
your channel is in with YouTube. This is 
where they track copyright strikes and 
show you what kind of permissions of 
use you have based on your standing. 

From the Channel Settings drop-
downs you can also set default video 
upload information, add a watermark, 
feature a specific video from your 
library on other videos, and review 
your current channel settings.

Inbox
The Inbox link in the left sidebar pulls in 
subscriber and comment notifications for 
your channel. You can see when people 
subscribe and when a comment is posted.

creatIon tooLs
If you are creating a video using your 
webcam or have a video without audio, 
you can use the Audio Library to access 
free, royalty-free background music.
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Tailor Your Channel
As with all online platforms, your presence should reflect your 
story and personality. On YouTube, you show your personality 
through your videos, your playlists and your sections. 

Playlists allow you to feature videos that are not yours on your 
channel. Feature videos that your target audience would want 
to watch. You can also feature others’ channels in your sections. 
Give love to channels that your audience already likes or will like.

YouTube also gives you the ability to tailor your content based on 
subscriber status. If someone is not a subscriber to your channel 
yet, YouTube will show them a video tailored specifically to them. 
Once the person has subscribed, they won’t see that video again. 

Use that video to get them interested and wanting more 
from you. Tell them what they will miss if they do not 
subscribe. The best content is anticipated content.
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Video Quality
Your videos do not need to be highly-produced and look 
like Nike commercials, but there are three key video quality 
characteristics you should keep in mind when creating videos:

Lighting - Make sure your audience can see what you want them to see.  

Audio - Make sure the audience can hear what you want them to hear.

Stability - Don’t make your audience nauseous.
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SEO
One of our key terms for YouTube is “tags”. Tags help YouTube and Google show your content to the right 
audience so make sure they reflect the content of the video. As I mentioned earlier, be sure to include your 
brand name and any other specific identifiers you want for your organization as tags for every video you 
upload. You can view all your tags by clicking the “Tags” link under Video Manager in the left sidebar.

If you are running a campaign with videos that are on a similar topic, use the same tags for each video to help 
build your SEO ranking for those tags. This will help you become an authority on the topic of that campaign.

Also, make sure your video descriptions are concise and give the viewer a call to action (CTA). Include 
keywords in your descriptions and have the URL you want them to visit from the video at the beginning of 
the description. Google can’t index the content of your video so make the tags and description count!
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The more places your video appears on the web and links you 
get back to your video on YouTube, the better your content will 
rank. YouTube makes it simple and easy to share and embed video. 
When you are on the page for the video you would like to share 
or embed, look for “Share” below the video and author name. 

Once you click “Share”, you will see all the social channels 
you can instantly share the video through. Simply click one 
of the channel icons to create a status and post the video. 

Y O U T U b e

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


287 Social Media Field Guide | 9 cloudSf t in p g+

Your other option is to copy the link it provides and type your 
post directly into the specific social channel. You want to be sure 
to use this link as opposed to the one in your browser URL field. 
The video will not share properly if you use the browser URL.

You can also embed a video into your website. Embedding 
a video on a webpage makes the video a part of the page, 
which allows the video to be played directly on your site. 

To embed the video on a website, find 
the “Embed” tab next to “Share this 
video” when you are in the “Share” tab.

This will provide you with the code 
you need to copy and paste into 
the HTML of the page you want to 
add the video to on your website.

Simply copy the code, find the 
location in the HTML you would 
like to add it to, and paste it.
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Analytics
Using the Video Manager in your admin panel, 
you can access the analytics for each of your 
videos. Once you are on the Video Manager page, 
you will see a snapshot of the analytics to the 
right of the video. Click that snapshot to open 
up the full analytics for that specific video.

Within the full analytics you will see the:

 • Total number of views
 • Estimated minutes watched
 • Subscriber engagement
 • Engagement with your video
 • Location and gender of your viewers
 • Top playback locations
 • Top traffic sources

Review the analytics and use them to inform your future 
video creation and posting choices. Don’t continue 
making videos that people don’t watch or interact with. 
Use top performers to inform your future content.
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Also, see how folks are watching and 
interacting with your content and make 
sure your videos are optimized for 
those playback locations and sources. 

If 80% of your viewers are coming 
through mobile apps for example, make 
sure your content is mobile-friendly. 
YouTube automatically formats your 
video for mobile viewing when people are 
watching your video through YouTube 
but is the website you manage optimized 
for mobile as well? This is something 
you will want to consider as you review 
the analytics of your video library. 

If you want to see the analytics for your 
channel as a whole, you can click the 
“Analytics” link in the left sidebar. Here 
you will find the same information that is 
available for an individual video, but this 
will be about the channel as a whole.
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Advertising
creatIng a caMPaIgn

YouTube is a part of the Google family so in addition 
to your PPC campaigns with Google, you can also 
create ad campaigns for your YouTube content.

When you are logged into your Google AdWords 
account, click the “+ Campaign” button and choose 
“Online video” from the drop-down. If this is your 
first time using Google AdWords, go to adwords.
google.com and insert the Google username and 
password you used to set up your YouTube account. 
If you have done a video ad before, scroll until you 
see “All video campaigns” in the left side panel.
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Name your campaign distinctly so as you create 
more and more campaigns, you can easily find the 
ones you want and know what the content of each 
campaign is. Don’t just do (BRAND NAME HERE) 
Video 1, (BRAND NAME HERE) Video 2.

You also set your budget at this point. Think about 
what you want your total spend to be, how many days 
you want it to run, and divide one by the other. For 
example, if you want to spend $200 and run the ad 
for two weeks, your per day budget would be $14.29.

Choose the location you would like your ads to run 
in. You can be as broad as country or as narrow as 
within a 1 miles radius of Sioux Falls, S.D. To do 
radius targeting or put in a bunch of locations, click 
“Advanced search” next to the type your location field.

To do radius targeting, find the “Radius targeting” 
tab. Type the name of the location you would like 
to put the radius around, the number of miles 
you would like the radius to be and click “Search”. 
Find the targeted location in the list and press 
“Add”. You can “Add” as many as you like.
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Under the “Bulk locations” tab, you can 
type or paste up to 1,000 locations at a 
time. You can use the tab to either add, 
exclude or remove the listed locations.

Once you have your locations where 
you want them, click “Done”. If 
language is important, you can specify 
the languages for targeted viewers. 

If there is a particular video you would 
like to advertise, you can set that 
up by clicking “Select a video.” 

From here, you can either select the video 
from the list or copy and paste the URL of 
the video by clicking the “Video URL” tab.

If you choose a video, you will then be asked 
to confirm the ad formats and networks and 
to draft the ad attributes. The different ad 
formats will show to the right. These are how 
your ad would be displayed in YouTube.

The ad attributes are the copy that will run 
with your ad. Characters are at a premium 
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so be strategic and get to the point. You want to entice the reader 
to click, so tell them what they will get out of watching your video. 
The display URL is what will show and the destination URL is the 
actual landing page the ad will take them to. The more relevant 
your destination URL is to the content of the video, the better.

In “Advanced ad attributes”, you can choose what YouTube 
landing page you want in-display and in-search ads to point 
to and/or upload a companion image for in-stream ads. 

In the Advanced settings section, you can set the schedule for 
your ad, ad delivery, and device targeting if you so choose.

Schedule: Specify a start and end date for your campaign 
and/or day of the week and time period.
Ad delivery: Specify the ad rotation and frequency capping.
Devices targeting: Choose what devices you want your 
ad to show to and adjust the bid for mobile users.
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Now that your ad is set-up, the next step is to 
create your targeting groups for the ad. 

The key with targeting groups is not making 
the group too narrow. Do not set demographic 
information, ‘viewing videos about’ and ‘interested 
in’ all in one targeting group. It gets too narrow 
and your ad will not end up showing to anyone.

Instead, set one targeting group up for the 
demographic you are targeting; age and gender. Set 
another up for ‘viewing videos about’ and another 
up for search keywords. Just be sure to name the 
different groups accordingly so you know which one 
is performing the best as the campaign runs.

Once you have saved all your targeting groups, your 
campaign is ready to run. Depending on the content of 
your video and the age of your Google AdWords account, 
it can take 24-48 hours for your video campaign to be 
approved. If your add is pending approval for a long amount 
of time, feel free to hit “Help” at the top right and use 
the “Chat” option. The help is usually very responsive and 
should be able expedite the approval or tell you the hold up.
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Managing a Campaign
Now that your ad is up and running, don’t just set it and forget it. All of the 
items you just set-up can (and should be) tweaked and adjusted at any time.

Use the analytics provided by Google AdWords to see how different ads are 
performing and which targeting groups are more engaged and adjust accordingly.

If your goal is to drive traffic to your 
website from the video and you see 
one ad has 50% more website clicks, 
consider pausing the other ad so all the 
budget goes to the best performer.

If you want your cost per view 
(CPV) to be under a certain amount, 
review the analytics to make sure 
all of your ads and targeting groups 
are staying within that metric.

Adjust your targeting groups 
if certain demographics or 
keywords are performing 
better than others. You can also set negative demographics either by 
targeting group or campaign level if you want a certain demographic to 
be excluded at the bottom of any target group you have set up.
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sources and addItIonaL readIng

http://www.youtube.com/yt/press/statistics.html
http://digitalethos.org/7-reasons-why-you-should-use-youtube-for-marketing/
http://ure.uncg.edu/brandguide/?brandcat=youtube
https://support.google.com/youtube/answer/2972003?hl=en
https://support.google.com/youtube/answer/72431?hl=en
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I recently published my third self published 
book The Small Army Strategy. This effort 
was far more successful than every other 
book I’ve attempted. By the end of the 
week it had over 30 5-star reviews and 
had been downloaded close to 2000 
times. I analyzed what I did differently 
for this book and learned some important 
tips whether you are writing a book or 
putting your first Facebook post online.

choosIng Your toPIc
When Mark Schafer wrote his 2012 wrap 
up he mentioned a post of mine and said 
that i’d been riffing on a theme all year 
long. That’s when I knew there might be 
more there than just a bunch of blog posts. 
The theme was bringing a human touch to 
your online interactions. That’s what my 
new book is really all about. So, I emailed 
Mark and asked if I could use the content 
for a self published book. If you’re going to 
use existing content, especially when it’s 
a guest post, email the owner of the blog 
and ask them if it’s ok. Mark was kind of 
enough to let me do that because he saw 
it could be a good opportunity for me.

When I interviewed Guy Kawasaki, he said 
the reason to write a book is because you 
have something to say. For a long time 
now I’ve been the story extractor bringing 
thought leaders together on my podcast 
BlogcastFM. But I also had  a message 
of my own that I wanted to get out into 

the world. That message was largely about 
building small and loyal communities, or in 
my new terminology small armies. It was 
this interview with Chris Guillebeau that 
resulted in the term Small Army Strategy.

wrItIng
Once I had the initial posts from 
Mark’s blog, I knew that I couldn’t 
just slap them together and call it a 
book. Whether it is a book or a blog 
post, it needs an arc and narrative.

Along the way I also noticed that the 
definition of a book was changing. When 
I discovered that Kamal Ravikant had self 
published a 60 page book that became 
insanely popular, I realized I didn’t need to 
create the social media equivalent of War 
and Peace. What matters most about your 
content is not how long it is, but how useful 
it is. This new book is only 40 pages, but 
people have found it incredibly useful.

I started writing every single idea that I had 
around loyalty, communities, and attention. 
One thing I’ll say that has been incredibly 

Srinivas Rao, Author of the Small army 
Strategy and Blogger at theskooloflife.com

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


299 Social Media Field Guide | 9 cloudSf t in p g+

liberating for me is letting go of the idea 
that your writing process needs to be linear. 
These days I just write with no idea what 
the last 1000 words will be used for (blog 
post, book, manifesto, etc, etc). I kept the 
theme I was going for in mind. But for the 
most part, I just let words flow with the idea 
that I could go back to assemble things, and 
eliminate what didn’t belong in the book.

From inception to launch took about a 
month, but that’s because much of the 
content was already written. So in all reality 
I spent the last year writing the book, and 
the last month was putting it together. 

usIng socIaL MedIa 
For Feedback
This was somewhat of an accidental 
discovery. I created a Facebook list called 
the BlogcastFM tribe so I could keep up 
with all the projects our listeners were 
working on. I also wanted them to be able 
to keep up with each other. Then I did 

something that really was just dumb luck. 
I started publishing lengthy status updates 
which were excerpts from the book. Some 
of them were up to 3 paragraphs. I broke 
nearly every rule in the art of writing 
status updates. After all what person is 
going to read such a lengthy update?

It turns out the people I wanted to were 
reading them. The people who give a 
damn. The people I like to think of as my 
small army. They helped me to prove the 
concepts in the book that I was talking 
about, and I was getting feedback in real 
time which helped me come up with 
more ideas for the book. I noticed that 
every update was really striking a chord 
with people and that became the driving 
force of the book. Putting such huge 
chunks of your work out their publicly 
might make somebody else cringe. For 
me it was exactly the motivation I needed 
to keep going and get this book done 
faster than I ever thought possible.

InvestIng In success
One thing I’ll say is that I have a nice 
edge here. I have a big network that I’ve 
spent years cultivating. As anybody will 
tell you, build your network before you 
need it. If you spend years writing a book 
(or any content) without any ongoing 
connection to your readers, you’re going 
to be facing an uphill battle. I put out a 
call for feedback on the book and asked 
if people would be willing to give it a first 
past. Between 20-30 people responded.

When we published Blog to Book Deal, 
we made a mistake. We assumed that 
people who listen to BlogcastFM were 
the customers for that book. Really they 
were the promoters of the book. This time 
I decided to take a different approach.

I sent every single person who requested 
one a free copy and asked for their 
feedback. I think this was the most useful 
thing I did for this book and something 
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you should do for your content: get people 
invested in the success of it. Because it 
was fairly short, people turned around 
their feedback rather quickly. The nice 
thing about getting their feedback was 
that when it came time to ask for Amazon 
reviews, they were able to take their 
initial feedback and use that for their 
reviews. If readers are invested in your 
success, they’ll share, promote and help.

edItIng
This is where most content fails miserably. 
If there’s one thing I know about myself 
it’s that I’m not perfect. Even if you’re 
the greatest writer in the world, a 
second set of eyes will prevent you from 
making some serious mistakes. People on 
Amazon are less forgiving than bloggers. 
Fortunately for me Carolyn turned out be 
an incredible editor. As luck would have 
it she was one of the early reviewers and 
had been a book editor in a former life.

desIgnIng
Don’t skimp on design. I was going to do 
this one myself, but thanks to my business 

partner David, we had some solid templates 
already in place. I asked him if he could put 
something together and he sent me two 
samples. Right after I decided which one I 
would use, I shared the cover on Facebook 
and Instagram. This was just another 
marketing tactic to create buzz, and get 
people eagerly anticipating the book.

IdentIFYIng Your goaL
I didn’t write this book to make money. It 
costs 99 cents. I’d have to sell millions of 
copies for it to be a real revenue generator. 
My goal with this book was to create 
something that would have an impact on 
the people who read it. I wanted them 
to walk away feeling like they had some 
very actionable insights. Seth Godin also 
turned me onto something that struck a 
chord with me. He said we’re obsessed 
with interrupting strangers. I wrote this 
book for the people who have supported 
me every day for the last 3 years. Maybe 
some new people joined our tribe. That’s 
just icing on the cake. This book in many 
ways is the start of a conversation. As 
a result even some people who got it 

for free ended up buying it. How could 
your content start a conversation?

begInnIng the 
conversatIon
The nice thing about giving away 
content (in my case the book) for 
free was that I was able to promote 
it in many online communities.

One final thing I did was make myself 
accessible. At the back of the book 
I included al of my contact info and 
online touch points. The book is now 
selling between 2-3 copies a day and 
ranking in multiple categories.

Your content could be the beginning of 
your conversation with potential customers 
or partners. Make yourself available and 
have something to say. If you do, you 
will truly make a dent in the universe.

-Srinivas Rao, Author of The Art of Being 
Unmistakable and The Small Army Strategy
Follow: @SkoolOflLife
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C H A P T E R  6 :

GOOGLE PLUS
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Introduction: The World’s Yellow Pages
It’s a tradItIon In our FaMILY to eat PIzza on chrIstMas eve. 

The tradition started because we would head to 
the candle light service, eat pizza at Pizza Hut and 
then drive around looking at Christmas lights while 
the kids beg to go home and open presents. 

When I was about ten years old this 
tradition was altered by a flying boot.

We were sitting at Pizza Hut dressed in our Christmas 
best when a screaming toddler came through the door. 
He was dressed in a snowsuit that eerily resembled the 
Stay Puft Marshmallow Man. As the parents tried to 
remove his snowsuit he flailed and kicked until one of his 
boots flew off his foot, traveled in an end-over-end flight 
pattern and landed directly in the center of our table.
From that moment on we always 
ordered pizza and ate at home.
 

In 2009 my brother John and I were home 
visiting our family when it was time to order 
pizza. My mom went for the phone book and we 
looked on in horror as she paged through the P’s 
looking for the number for the pizza place.

Why was she doing that? There was a better 
way! She could use Google, look at her contacts 
in her phone or even find an app for that.

We knew there were others out there who 
were creatures of habit using old technology 
like phone books to try to do important tasks 
like ordering a Christmas Eve pizza.

Today most people have transitioned to the digital 
phone book to take care of these important 
tasks. When it comes to gathering the world’s 
information, nothing rivals Google. [sM]
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googLe PLus Is the worLd’s InForMatIon hub

Google attracts more than 65%[1] of the searches in the United States and recently, 
Google Plus has become an integral part of the Google universe.

Part social network and part directory, Google Plus and its related Google Plus Places is the best way to be 
found on Google search. Whether you know it or not, your business is probably on Google Places already 
and of all the options presented in this field guide, Google Places is the one thing every business should 
do. It’s free, takes five minutes, improves your visibility and you never have to worry about it again.

Google Plus, on the other hand, is a social network more similar to Facebook. Using it regularly will increase your 
visibility and unlike Facebook your posts will be integrated on Google search. However, Google Plus does take an 
hour or two a week to use well and is only beneficial if you can use it regularly for an extended period of time. 

 
[1] http://searchenginewatch.com/article/2269591/Googles-Search-Market-Share-Drops-as-Bing-Passes-17
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In This Chapter:
 • see IF Your busIness needs googLe PLus
 • how to get started wIth googLe PLus
 • how to add Your busIness to googLe PLus PLaces
 • how to boost Your busIness wIth googLe PLus
 • advanced tIPs For googLe PLus

G O O G l e  p l U S
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Key Questions
what Is googLe PLus?

Google Plus is a social network created by Google and integrated with 
nearly all Google products. In fact, you can’t even look at the home 
page of Google Plus without first signing up for a Google account. 

G O O G l e  p l U S

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus


306 Social Media Field Guide | 9 cloudSf t in p g+

what does googLe PLus do?

Think of Google Plus as your business’ home base within the Google universe. 

It offers several useful and unique ways for you to connect and share content with your followers. 

 
who shouLd use googLe PLus?

 • Entrepreneurs who are launching a new business
 • Small business owners who want to stand out  
  above their competition
 • Marketing professionals looking for another channel  
  to share their content creations
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whY googLe PLus Matters

All content shared on Google Plus improves a business’ SEO. 

For example, if someone searches for the name of your 
business or product, they’ll not only see your website, but 
they’ll also see your recent Google Plus activity. 

Speaking of activity, Google Plus offers several useful features 
for you to interact with your audience. The most unique of 
these features is called Hangouts, a Skype-like video chatting 
tool which allows you to video chat with your contacts. 
 
The Hangouts tool supports a group conversation between up to 10 people, 
but it can also broadcast your video to an unlimited amount of spectators. 

Another great thing about the Hangout feature in Google Plus is that 
you can immediately add a “Circle” of contacts to the conversation. 
Want to start a quick video chat with your coworkers? Done. Want to 
talk to the people who subscribe to your newsletter? No problem. Just 
click the “Start a Hangout” button from your business’ Google Plus page 
and then select the Circle of people with whom you’d like to chat. 

Oh – and the whole thing can record your video as well 
so you can post it on YouTube. How cool is that? It’s time 
to start that podcast you’ve been thinking about. 
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Key Stats:
 • second Largest social network in the world [1]
 • More than 500 MILLIon registered[2] users
 • 343 MILLIon monthly active users[3]
 • Receives 35% More MonthLY vIsIts[4] than Facebook
 • 100% oF googLe PLus content Is Indexed  
  almost immediately to show up in Google search results [5]
 • Integrated seaMLessLY with the number-one email client in the world: Gmail[6]

 
[1] http://socialmediatoday.com/marcmeyer/1716736/google-plus-versus-facebook-infographic
[2] http://www.businessinsider.com/google-plus-is-outpacing-twitter-2013-5
[3] http://www.jeffbullas.com/2013/09/20/12-awesome-social-media-facts-and-statistics-for-2013/
[4] http://www.jeffbullas.com/2013/09/20/12-awesome-social-media-facts-and-statistics-for-2013/
[5] http://moz.com/blog/google-plus-correlations
[6] http://bgr.com/2013/08/14/google-search-gmail-calendar-google-plus-integration/
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Should You Use 
Google Plus?
In a move to claim their piece of the social media 
pie and to provide a more holistic experience for its 
customers, Google launched Google Plus in 2011. 

Although it is the company’s fourth attempt at 
establishing a widely-accepted social network, 
Google Plus passed Twitter to become the second 
largest social network in the world in January 2013. It 
currently has more than 600 million registered users, 
and more than 343 million of those use it each day.

Shortly after the network launched, Google 
began adding some really cool services to 
Google Plus including Hangouts, Messenger, 
Events and Communities. But the largest shift 
in Google Plus was the launch of Pages, which 
are simply Google Plus pages for businesses 
similar to business pages on Facebook.
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What makes Google Plus unique are the sheer size of its user base, the breadth 
of its useful features and its powerful positive impact[1] on organic SEO.

There’s no denying that Google owns the Internet, so having a Google Plus 
account will certainly strike a strong note for your business online. 

As you know, Google is a humongous ecosystem of online products, including Search, Gmail, Drive 
and YouTube. Chances are that you already have a Gmail account for you or your business. That’s the 
key that unlocks many of the tools that Google offers, and they all come together in Google Plus. 

It’s easy to say that everyone should be on Google Plus, but here are the  
types of people who we think would benefit most:

 • Entrepreneurs who are launching a new business
 • Small business owners who want to stand out above their competition
 • Marketing professionals looking for another channel to share their content creations

In addition to the three groups above, any person or business with a Google account should at 
least dip their toes into Google Plus. If you’re already creating content for a blog, social media 
site or website, Google Plus offers a wonderful avenue for you to re-share that content. 
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New ventures can also gain some super-
valuable accelerated SEO traction to get some 
air under their wings, digitally speaking.

Besides being “just another social media site,” Google 
Plus also has a unique position in that your local 
competitors are probably not actively using it. For most 
local businesses, Google Plus will offer some much-
needed free space to stand out above the crowd. 

Facebook and Twitter are largely based on the principle 
of permission marketing; people have to consciously like 
or follow you to see your posts. Google Plus operates in a 
similar way, but it also puts all of your content into the world 
for people to find easily on – you guessed it – Google.

 
[1] http://socialmediatoday.com/steve-rayson/1600736/
ten-ways-google-plus-will-improve-your-seo
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gettIng to know googLe PLus

Just like Facebook, the centerpiece of Google Plus 
is a newsfeed with stories and updates from the 
people and businesses you choose to follow. What 
makes it especially interesting is that a user can 
tell Google Plus to pull in his or her content from 
various Google services like Youtube and Blogger. 

Google Plus users organize their contacts into unique 
Circles such as Friends, Family, Colleagues and 
Acquaintances. The benefit of doing this is that the user 
can share specific updates with only certain circles, and 
the user can also view updates from specific circles. 

For example, if you want to share an amazing cat 
meme but you don’t want your coworkers to see 
it, you can share it with only your friends or other 
“niche” circles who would appreciate such content. 

Much can be said about the impact that Google Plus 
will have for your business. It’s important to make the 
distinction between your personal profile and the business 
page which you may have (or are about to) set up.
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how googLe PLus heLPs Your seo

• The pages and content in your Google Plus profile are treated just like 
any other page on the web. They are efficiently[1] “crawled” and indexed 
by Google to show up in search results almost immediately.

• As opposed to the stuff you share on other social networks, Google Plus 
content gains SEO popularity (when people link to it), gives SEO popularity 
(when you link to other stuff) and sticks around to be found in the future. 

• WordPress users can connect their Google Plus “author profiles” to 
their WordPress profiles to give them authority in search results.

• Google is steadily giving more weight to Google Plus updates in search 
results, giving searchers more of what they’re looking for by relying on 
fresh content from their peers or from the businesses they follow.

Additionally, if someone is already following your business on Google Plus, they’re 
more likely to see you show up at the top of their search results because Google 
knows (probably too much) about both of you and your relationship. Bonus!

So, what exactly will people see when you show up in those search results? Whether 
people are following you or not, they may see any combination of the following:

• Your number of Google Plus followers with your profile image
• Your brand’s basic information from its profile
• Whether your business is “verified” on Google Plus
• If someone they know has clicked the +1 button on something you posted

[1] http://moz.com/blog/google-plus-correlations
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But let’s not lose focus here. Even with its technical SEO benefits, Google 
Plus is still a viable social network with a strong set of tools which help you 
connect to your audience in a way not offered by Facebook or Twitter:

• You can connect with your fans with Hangouts: Live video  
conversations with up to 10 people and unlimited spectators.

• Share with unique Circles, which are groupings of people 
with whom you opt to share specific posts.

• Touch up your photos with automatic online photo 
editing (much more affordable than Photoshop).

• Receive and respond to integrated notifications across Google services 
and devices, so you don’t have to re-see the same notification on 
every one of your devices (we’re looking at you, Facebook).
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How to Start on Google Plus
Speaking from experience, there is a wrong way to 
set up a Google Plus page for your business. 

The number one tip we can give you right away is to set up 
your page at http://www.google.com/+/business/. 

Since the end of 2011, Google has been pushing[1] Gmail users, 
YouTube users and all other Google product users to create 
Google Plus profiles to organize their business’ Google presence. 
Although it is well intentioned, this pressure makes it very easy to 
accidentally create multiple Google Plus pages for one business.

To work around this, make sure to manually “connect” your new 
Google Plus page to your other existing Google accounts on 
YouTube or Google Places. If you’re a local business – which, 
in Google’s world means that you’re already on Google Maps 
– you can “claim” your Google Map listing (as explained in the 
next section) to connect it to a brand new Google Plus page. 

[1] http://www.cnn.com/2013/05/17/tech/web/google-plus-vic/index.html
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Another approach to starting your Google Plus page would be to start 
with a completely new Google account, and then develop new YouTube 
and Google Places listings associated with your new Google Plus profile. 

Once your Google Plus account is up and running, it’s a breeze 
to start sharing content and changing your world online. 
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Most people think of Google Plus as a social network, and rightly so. Much of the value 
comes in sharing content and interacting with other users. However, even if you decide 
another social network is not right for you, you must add your business to Google Plus Places.

Google Plus Places is your pin on the map. When people search on Google, they will often 
see a map with all the related businesses. This is especially true when people search on a 
mobile phone. About 12 billion[1] of the estimated 30 billion annual mobile searches are for 
something local. This means when people have their phones they want to find the nearest 
restaurant, store or gas station. What’s more astounding is that Google accounts for 95% of 
mobile searches! [2] If you look good on Google searches, you can increase your foot traffic.

As an example, I’m looking for a restaurant 
in Brookings, S.D.  All of the results on the 
top of the page are from Google Plus Places. 
If your business has a complete profile and 
positive reviews, you will be at the top of 
the list and generate more business online.

The best part of Google Plus Places is you 
can set it and forget it. Invest about five 
minutes to update your business profile, 
and if you don’t have time for a social 
network that’s ok. At the very least more 

customers will find you, and you can make sure all your essential details are correct 
such as your phone number, physical location, description and link to your website.
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the Most IMPortant steP For Your 
busIness: cLaIM Your googLe PLace

To get started on Google Plus Places, visit: http://
www.google.com/places. There you can click 
the blue “Get Started for Free” button.

You will then be prompted to enter an email and password. If you 
have a Gmail account, Google Plus account or YouTube account 
you can enter it here. This will ensure your Google Plus Places 
page is synced with your other profiles. If you do not yet have an 
account, click the red Sign Up button in the top right of the page.

After agreeing to the Google terms you 
will search for your business.

Click the best result. If your business does not 
show up, click “No, these are not my businesses” 
and add your business to Google Places.

If you do find your business, click the best result and 
Google will ask to verify that you are the business owner 
by calling you or sending you a postcard. If possible, verify 
by phone because you will immediately have administrative 
access over the page. When Google calls, a robot voice will 
give you a PIN number so make sure to write it down and 
enter it to finish verifying you are the business owner.
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After verifying (or if you aren’t by the phone, 
after you choose Continue and verify later) 
you will have the option to add details for your 
business. You will want to add information 
in all of the suggested areas including:

 • A short description
 • Opening hours
 • Categories for your business
 • Photos or videos

Click edit information to add your details. 
 
Keep your description short with the words 
you think your customers are using to find 
you. In the categories section you will have 
to choose the categories Google suggests, 
but use them liberally. If you can think of 
potential categories your customers may be 
searching, add those as it will make your pin 

show up for more searches. Also feel free to 
add numerous photos, but choose your profile 
photo to be the image that will help someone 
recognize your business. This image could be a 
logo or a photo of the outside of your store.

When you’re finished, save your results 
and make sure that your progress bar is 
100%. Now your business has been updated 
on Google Plus Pages, and you can look 
forward to increased foot traffic and business 
thanks to a few minutes of hard work!

If want to get real fancy you can also click 
Insights and check how many people are 
finding you, where they are asking for 
directions from and the words people are 
using to find your business. Great information 
to measure your progress and determine the 
words your customers use to identify you.
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Using Google Plus Effectively
Now that you have added your business on Google Plus Places we can 
dive in to how to effectively use Google Plus as a social network.

Any content shared on other networks should simply be repurposed 
for Google Plus, but there are some twists that make this 
platform unique – in an awesome way – for your business.

First, remember that anything you post on Google Plus will 
directly affect your search engine optimization. This means that, 
as opposed to Facebook and Twitter, you’ll need to put some 
thought into the words and the context of your content.

For example, all social media marketers know that visual content does 
very well for engagement on Facebook. We can simply post an image 
along with a short, cheeky caption and it’ll fly. But on Google Plus, that 
content needs to “grab” Google’s indexing bots. Visual content will 
still drive engagement on Google Plus, but if you want your content to 
stick around longer in search engine results, make sure to accompany 
that image with a healthy amount of text. For example, when Scott 
put the word “podcast” in this post, Google Plus automatically put 
the “#Podcast” hashtag on the post to index and categorize it. 
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Second, Google Plus gives a huge amount 
of linking love to videos. A recent study 
by GlobalWebIndex[1] discovered that the 
top types of content shared on Google 
Plus, by far, are photos and videos. 

In addition to your usual content and social 
efforts, take out the nearest camera and 
hit the record button. Seriously. Video 
goes the whole nine yards on Google Plus 
and that 30-second video will float your 
company above your competition in the 
same amount of time. Make and post videos 
on Google Plus. It’s worth the effort. 

[1] http://www.jeffbullas.com/2013/09/23/how-
to-market-your-content-on-google-plus/
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Third, shoot for what we call plus-one-ness. That is, make content that people 
actually want to promote and share. You may know it as “social proof.” 
That’s what Google really wants to share in search results on your behalf.

A great way to grow plus-one-ness is by putting the “+1” button 
directly into your web or blog content. It works in a similar 
fashion as the “Pin This” button that is native to Pinterest. 

To install the +1 button on your blog or website, click “For your site” on your 
page’s dashboard and then follow Google’s easy step-by-step instructions. 

You’ll also see that Google offers a Google Plus badge, a 
Share button and a Snippet tool for you to spread your 
Google presence throughout your own website. 
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Fourth, keep in mind that Google Plus and it’s surrounding products 
are very web-ish. When it comes to publishing content on the web, 
Google is making it very clear that if you put stuff on the web, Google 
wants to know who you are – even if you aren’t on Google Plus. 

Google Authorship integration makes a positive impact 
on your company’s Google Plus activity by associating 
you – and your authorship – with your company. 

This is why it’s an awesome idea to connect your Google Plus 
profile to your blog with Google Authorship to make your 
content more personal and recognizable. The growth of your 
Google street cred starts by linking you and your blog to your 
Google account: https://plus.google.com/authorship. 
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Fifth, in the same way that Google Authorship helps 
you stand out above the crowd personally, your Google 
Plus page and your Google AdWords account can also 
connect to provide social proof for your business. 

When you connect Google Plus to AdWords, you 
can then show AdWords extensions that show your 
Google Plus popularity on your ads. According 
to Google, this can boost your ad’s click-through 
rate (CTR) an average of 5 to 10 percent. 
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Sixth, and finally: Hang out. The Google Plus Hangout 
feature offers a great way for you and your followers 
to slow down and enjoy a conversation. Up to 10 
people can communicate two-ways in a hangout, 
and an unlimited number people can be spectators. 

When you’re having fun on Google Plus Hangouts, 
people can see it. They’ll also see a more human side 
to what could otherwise be an over-processed and 
impersonal impression given off by your brand.
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here Is a rounduP oF Your googLe PLus to-dos  
(to get You uP-to-sPeed IF You gLossed 
over the Last sectIon):

 1. Write great SEO-friendly copy to go with your visual content
 2. Record and share videos
 3. Plus-one-ness. Achieve it.
 4. Connect your blog to Google with Google Authorship
 5. Plug in Social Extensions on your AdWords account
 6. Hang out.
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The Future of Google Plus
You never know when a boot may 
come flying your way as it did to 
our family one Christmas Eve. 

The proverbial boot flying your way 
is the need to use Google Plus, or 
at the very least your Google 
Plus Places page. Your customers are 
using it (whether they know it or not) 
and their searches are influenced by it.

Many marketers are exasperated to 
know there is another social network 
to maintain. However, think of Google 

Plus as an extended search engine 
optimization strategy that can also 
act as a social network. For five to ten 
minutes of work, you can improve your 
visibility on search via Google Plus 
Places. With an hour or two a week, you 
can further personalize and grow your 
online visibility by using Google Plus.

We didn’t want the boot to ruin our 
pizza, but sometimes a kick in the butt 
literally comes from a boot. Let my 
Christmas Eve story be that kick in the 
butt you need to start using Google Plus.
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sources and addItIonaL readIng:

http://socialmediatoday.com/marcmeyer/1716736/google-plus-versus-facebook-infographic
http://socialmediatoday.com/steve-rayson/1600736/ten-ways-google-plus-will-improve-your-seo
http://www.jeffbullas.com/2013/09/20/12-awesome-social-media-facts-and-statistics-for-2013/
http://www.copyblogger.com/google-plus-content-strategies/
http://static.googleusercontent.com/external_content/untrusted_dlcp/
www.google.com/en/us/+/business/assets/getstarted_guide.pdf
http://www.copyblogger.com/claim-google-authorship/
http://blog.hootsuite.com/google-plus-for-brands/
http://moz.com/blog/google-plus-correlations
http://www.cnn.com/2013/05/17/tech/web/google-plus-vic/index.html
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F I E L D  N O T E S :

PAmELA SLIm
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how do You Make 
the LeaP?

When I taught leadership and management 
skills, many people who would ask me, 
"How did you get out on your own? 
How did you leave corporate life to start 
a business?" It was all these whispers 
in my ears for a number of years that 

got me on the track of Escape from 
Cubicle Nation, which is the blog that I 
started in 2005, where I started to share 
information about starting a business.

Those questions were the seed of curiosity 
planted in my head because even at that 
time, nine or ten years ago, there was 
tons of great information available about 

starting and growing a business. When 
people would say, "I have no idea how 
to do it. It seems impossible to me," my 
first thought is, what's this missing link?

What I began to realize is, it was much 
more than just the nuts and bolts of starting 
a business that people needed help with. It 
was the psychological transition between 
corporate and startup. The identity of a 
corporate employee is often much more 
revered in our society than being a weirdo, 
start-up person who puts their entire 
livelihood and family at risk with some crazy 
idea from which they want to make money.

I say that in a teasingly affectionate way 
because, of course, we all do our very best 
to have a strong business case for what 
we're doing. Still, it is the kind of thing 
that people often get a lot more push 
back from spouses, parents, colleagues 
and/or university professors about.

f I e l D  N O T e S

Pamela Slim, Author 
of Body of Work
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true securItY
For so many years, when I was working 
in corporate, looking at all the instability 
and the layoffs, I was always surprised 
people would feel so shocked when 
they got laid off from their job.

Even if they had been laid off before, it's 
such a shocking, unpleasant thing that you 
want to get a job again as quickly as possible 
and forget that it happened. You want to 
get into that mode of feeling good and 
secure in what it is that you're doing in your 
work. That's a wonderful feeling to have.

Nobody wants to go through constantly 
feeling instability and looking over your 

shoulder to worry if the axe is going to 
fall. At the same time, it's part of being 
prepared and being aware for what 
the reality is of the environment.

As a long time martial artist, one of the 
best ways that you can always protect 
yourself has nothing to do with Bruce Lee 
moves in the middle of a dark alley. It has 
to do with having an awareness about what 
is actually going on around you. Where are 
the real areas of risk and danger and how 
can you proactively cross the street way 
ahead of a situation that may end up being 
something that's really a confrontation. 
I think that's just more of that kind of 
environment that I was seeing really 

early on in the '90s. What's really been 
interesting is how things have developed 
over time, especially, the last five years.

There are so many more people now who 
are talking about having a side hustle or 
having a business on the side of a corporate 
job. Similarly for folks who are living in rural 
locations, who might not be near a huge big 
city with many employment opportunities, 
it's amazing how many opportunities 
exist if you have a strong skill set.

You can serve clients that are 
anywhere as long as you have access 
to Skype or a phone or the ability to 
be delivering work via the Internet.
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the chaLLenge oF dIgItaL work
The challenge is that digital work can be very frustrating and not very 
productive for a lot of entrepreneurs. It often is just you and the Internet 
and you're trying to just figure everything out yourself. You can really second 
guess yourself. Sometimes you're totally on the right track, but you question 
whether you are because nobody's there to give you feedback. Sometimes 
you get so lost in the details that you never end up getting anything done.

That's the case for making virtual connections, and the same is 
true locally. There might be a small gathering of folks who are 
interested in starting a business together and then in a local 
setting you can have that same mastermind connection with 
others who are like-minded in your local community.
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f I e l D  N O T e S

connectIng onLIne and oFFLIne
Today we really do have direct connection and visibility with 
people that are all over the world working on all kinds of projects. 
All of a sudden I can turn around and introduce you within the 
click of a mouse to 15 people. If I'm doing it on my public Twitter 
stream and say something like, "Oh my God, it was so great 
talking to you," all of a sudden my 35,000 Twitter followers 
are like, "Oh, my God, who's this cool Scott Meyer guy?"

They check you out, they try to start to follow you 
and it's just a very, very, different level of individual 
connections happening, in a much more rapid way. As a 
connector it's so much easier to make things happen.

My dad lives in a really small town. It's about 200 people in 
Northern California. People walk down the only street in town, 
and on Saturday mornings, they gather together and have 

coffee. That's where they have community meetings figuring out 
how to spray the elm trees so that they don't get infected by 
beetles. They have rent-a-goats that climb the hills chomping 
down the poison oak and keeping the fire danger down.

Most of the activity that happens in that town happens 
not by central community meeting spots or the telephone, 
but by people just coming and knocking on the door and 
saying, "Hey, what's going on? Let's address this issue,.”

These are usually the connectors in town. There's somebody 
who's deciding what it is they want to get done, working 
with folks in town to try to make positive change and 
communicating using the means that make sense for that 
particular community. That's really where I find that change 
happens with the Internet or without the Internet.
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we aLL need each other
We have a lot of problems that are facing the world. The 
more we can be connected to each other and understand 
each other, the more we can help and bridge the gap.

My friend, Kyle Duran has a mantra: We all need each other.

There can be times where I'm going through a trying situation and 
I need my mom. I need my peers on the business side. I need my 
clients in order to pay me so I can provide for my family. Pretty much 
looking at a role of seeing the world as a really interdependent place.

The important thing is that the work mode that you choose 
for this time in your life delivers the kind of life that you want 
to live. Our ultimate goal is to build a body of work that we’re 
really proud of. To be engaged in things that have meaning 
to us. To be engaged in things that solve problems for your 
local community or whomever it is that you care about.

Pamela Slim, Author of body of Work
Follow: @PamSlim
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C O N C L U S I O N :

mOVE TOwARDS
THE HORIzON
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It’s time to start. 
Nothing is stopping you and never before have 
you had so much knowledge, so many connections 
and so much potential at your fingertips.

Of course, endless potential makes it hard to choose. 
How do you start building your digital homestead?

The answer is by improving your digital literacy: 
knowing which tools to use and how to use them.

Of course, digital literacy is like the horizon. You’ll 
never actually get there. However, the more you pursue 
literacy, the easier it will become and the sooner you 
can start living the life you were meant to lead.
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Help Seeking the Horizon
we have two waYs to heLP You contInue to Pursue the horIzon:

1. Sign up for our field guide updates by visiting: http://9clouds.com/guideupdates. These updates will be sent to you:  

• When there are major network changes you need to know about
• When we have additional content for download or purchase
• When there are new techniques or strategies you should know about

This is the best way to stay up-to-date beyond the field guide in your hand.

2.  Join the 9 Clouds Academy by visiting: http://9cloudsacademy.com. In the Academy you receive: 

• Personal support with your online marketing efforts
• Online courses about all things digital
• Access to private webinars and our Academy Facebook group
• A network of fellow business owners, entrepreneurs and leaders who will share 

ideas and connections to help you grow your business

The 9 Clouds Academy is the best way to save time and get immediate help when you hit a digital roadblock.

start
 
The future is yours. Welcome to your digital homestead.
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Share the Prairie
If you enjoyed this book, please do us a favor and share it with your fellow homesteaders!

Use these buttons to share this book 
on your favorite social network.{
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ThANk YOu

http://www.9clouds.com/
http://9clouds.com/fgbookfacebook
http://9clouds.com/fgbooktwitter
http://9clouds.com/fgbooklinkedin
http://9clouds.com/fgbookpinterest
http://9clouds.com/fgbookgoogleplus

	Introduction
	Introduction           Page 4 

