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Does Social Media 
(Marketing) made sense for 
B2B? 



Probably 



Social

People having conversations, sharing 
information, forming relationships



Social

Sounds like sales, but…



Sounds like sales, but

You have to be perceived as a member  
of the social media community, willing 
to interact with members 



Going viral
Promoted 

Relevant Information

Promoted 
Relevant Information



Inbound Leads



Feeding the Sales Funnel
Sales Funnel begins 

at website

Internet Marketing 
Funnel begins with 

social media



1. Does your website provide a means to interact with 
visitors?

Website Optimization



How do you determine if 
prospects are online?



Who: demographics, occupation, location and more
What: interests, brand affinities, lifestyles, and influence
Where: social sites used and online hangouts
With Whom: friends and associates

1. Investigate what professional associations and 
groups have online

2. Track your company, industry, competitors in the 
news

3. Investigate industry leaders and how they are 
engaging online

4. Listen to what to what is being discussed

Internet Marketing Plan Research:



1. Does your website provide a means to interact with 
visitors?

2. Is your website content relevant to what prospects 
are searching for online?

Website Optimization



Media

Tools to disseminate branded 
communications and track interactions



Media

Source: Brian Solis 
and JESS3

Offline:

Television

Radio 

Print

Outdoor

Transit

Direct 
Mail



Social Media for Business

Source: Gravity Summit



1. Does your website provide a means to interact with 
visitors?

2. Is your website content relevant to what prospects 
are searching for online?

3. Is your website content searchable?

Website Optimization



How do you determine how 
best to present your 
content? 



• Educate Customers & Prospects 
– Newsletters 
– Webinars
– Online training
– Video

• Thought Leadership
– Online conferences
– White Papers
– Guides
– Online Meetings

• Customer Feedback
– Surveys
– Social Networks
– Forums
– Super Users

Housed on website discovered through social media

Internet Marketing Plan Background



1. Does your website provide a means to interact with 
visitors?

2. Is your website content relevant to what prospects 
are searching for online?

3. Is your website content searchable? 
4. What assets do you have that can be shared in 

another way?
5. Does you website reflect your sales process or your 

corporate brochure?

Website Optimization



Marketing

Before you can delivery your marketing 
message, you need permission to 
interact



Permission Based Marketing



How do you get prospects to 
like you, follow you and 
subscribe to your 
communications? 



Sounds a lot like sales…

• Be relevant
• Provide value
• Be transparent 
• Be authentic
• Be consistent
• Set expectations



1. Does your website provide a means to interact with 
visitors?

2. Is your website content relevant to what prospects 
are searching for online?

3. Is your website content searchable? 
4. What assets do you have that can be shared in 

another way?
5. Does you website reflect your sales process or your 

corporate brochure?
6. Does your website have means for people to like 

you, follow you and subscribe to your 
communications?

Website Optimization



1. Does your website provide a means to interact with 
visitors?

2. Is your website content relevant to what prospects 
are searching for online?

3. Is your website content searchable? 
4. What assets do you have that can be shared in 

another way?
5. Does you website reflect your sales process or your 

corporate brochure?
6. Does your website have means for people to like 

you, follow you and subscribe to your 
communications?

7. Does the tone of your website reflect how you 
engage with customers?

Website Optimization



Can you measure R.O.I of 
Social Media Marketing? 



Measuring R.O.I.
Leading Objectives:

• Lead generation (38%)
• Retention (34%)
• Awareness (28%) 

Leading Metrics:
• Website traffic
• Brand awareness 
• Engagement with prospects 
• Engagement with customers

Intangibles
• PR
• Customer Service





Setting the record straight 



Social Media Marketing 
Misconceptions

1. Customers aren’t using SM
2. SMM is only for marketing
3. SMM is free
4. SMM is fast
5. SMM is DIY
6. Best to give to a young person to maintain
7. SM is a fad
8. SM doesn’t need traditional media support



Next Steps 



Going forward

1. Get your head around a User-Centric universe
2. Observe, listen & learn
3. Identify assets, resources
4. Internet Marketing Plan

• Website Optimization
• Search Engine Optimization
• Content Plan
• Policies

5. Publish, Distribute, Network
6. Test, measure, analyze, 

tweak, test…..



Everett Rogers’ Technology 
Adoption Lifecycle Model (1962) 
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Thank you!

sheila@theponte.com

@sheilamac1

http://ca.linkedin.com/in/theponte



B2B Big 3



•6 years
•500 million+ active users
•35-54 grew 276%  
•55+ grew 194%
•50% of active users log in 
every day
•Average user has 130 
friends 
•Average user is 
connected to 80 
community pages, groups 
and events 
•Average user creates 90 
pieces of content each 
month 
•More than 30 billion pieces 
of content (web links, news 
stories, blog posts, notes, 
photo albums, etc.) shared 
each month. 

Canada 15,247,340 
(3.31% of Global Users)



– Good for engaging people with your 
brand/product/service

– Platform for promotion
– Good for brand exposure
– Example B2B uses:

• Forum
• Surveys



•4 years 

•106 million accounts 

•65 million tweets daily

•800,000 search 
queries daily

•21% are active daily

•21% follow more than 
100 people

•22.5% of users 
responsible for 90% of 
tweets

Canada 1,800,000
(2.4% of Global Users)



– Good to learn what people are saying about 
your product/brand/service and your 
competitors

– Integrates well with website/blog
– Good for viral
– Example B2B uses:

• Drive people to articles, webinars, etc.
• Customer Service
• Industry intelligence



Facebook vs. Twitter



Facebook vs. Twitter



•> 80 million 
registered users

•> 200 countries 

•36.5 million 
monthly unique 
visitors globally 

7 years

Canada 2,337,350
(3% of Global)



– Good for demonstrating company expertise
– Effective for personal branding
– Groups and Q&A showcase breadth and depth 

of knowledge
– Users can develop and strengthen business 

relationships, receive industry information, 
demonstrate thought leadership and improve 
search results for their company website and 
blogs.


