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About the Author 

Pat McGraw has been helping small, medium and large businesses increase 

sales by improving marketing and sales performance for more than 20 years.  By 

focusing on lead generation and management, conversion, lead nurturing, 

retention, loyalty and referrals, Pat helps clients leverage resources and strengths 

in order to increase sales. 

Pat, along with his long-time friend and colleague, Dudley Stevenson (DWS Associates), were 

working on several projects and realized that each business could benefit from a simple process 

that focused on basic, fundamental marketing and sales techniques. 

Together, Pat and Dudley developed SalesGen2020 based upon their 50+ years of experience 

as well as the proven best practices of highly successfully marketing and sales organizations.   

Pat is a frequent speaker on a variety of topics related to attracting, engaging, converting, and 

retaining profitable customers for organizations such as the American Marketing Association, 

Noel Levitz and the Aslanian Group.  He has also been a guest lecturer at Johns Hopkins 

University and Towson University, and is a member of the adjunct faculty at Towson, University 

of Maryland University College and Axia College at the University of Phoenix. 

His blog focuses on optimizing marketing and sales performance, and he is currently working on 

a book focused on proven, practical ways small and medium-sized businesses can improve 

marketing and sales performance..  

Join Pat online: 

Blog: http://www.mcgrawmarketing.com 

Twitter: @patmcgraw 
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Welcome!  

If you are like most businesses today, you are taking a long, 

hard look at social media and trying to identify the most 

effective ways to leverage its strengths in support of your 

goals and objectives. 

With so much to consider, we will focus on the 

fundamentals of B2B social mediaðwhat is it, why you 

should be there and how to get started. 

Then, in Part II, you will be presented with an overview of 

the major social media applications and how you can use 

them to achieve your goals. Here are the major topics that 

will be addressed: 

Blogging 

Microblogging 

Commenting 

Social networks 

Online video 

Presentation and document sharing 

Widgets 

Bookmarking 

Photo sharing 

Podcasting 

Social CRM 

 

For a few of these social media tools, there will be a 101-

level introductions to best practice techniques. Master each 

tactic first before moving on to new approaches. 

http://www.mcgrawmarketing.com
http://www.twitter.com/patmcgraw
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The Definition of Social Media  

People have always talked about your businessðbut 

thanks to  

Social media is the production, consumption and exchange 

of information through online social interactions and 

platforms. (Source: Marketo) 

Social media is the use of technology combined with social 

interaction to create or co-create value. (Source: Ducttape 

Marketing) 

People are talking about your business right this very 

second.  Others are unaware of your business but they are 

online searching for a solution to a problem that your 

products and services were designed to fix. 

The Value of B2B Social Media  

According to Forrester Research¹, 77% of B2B technology 

decision-makers are active in social media.  (Source: Laura 

Ramos, Forrester Research, in the February 20, 2009, ñThe 

Social TechnographicsÈ Of Business Buyersò report.) 

Because prospects are more likely to click-through to third-

party reviews or blog postings to get word-of-mouth 

recommendations, search engines rank these sites higher 

(which in turn makes social content more accessible).  

If these social media leads do find their way to your 

(Continued on page 6) 

According to 

Forrester Research¹, 

77% of B2B 

technology decision-

makers are active in 

social media.   

 

(Source: Laura Ramos, 

Forrester Research, in the 

February 20, 2009, ñThe Social 

Technographics® Of Business 

Buyersò report.) 

That means if you 

arenôt participating in 

social mediaðyou 

are late to the game. 
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Social Media Monitoring (a.k.a. ñListeningò) 

The best way to start out with social media is to get out 

there and watch, listen and learn. Here are a few of the 

most popular do-it-yourself methods: 

Twitter Search ï search for company and product 

names, competitors and related terms so you can hear 

whatôs being said and brand perceptions. 

Facebook Search ï search all public content including 

everything posted in public fan pages, groups and 

events.  

LinkedIn Search ï Check out ñAnswersò, ñCompanyò and 

ñGroupsò to learn whatôs being discussed by employees, 

competitors, and customers. 

Search Engines ï many, like Google, capture social 

media interactions, so you can find a specific tweet or 

blog comment, but can be hard to use due to sheer 

volume of results.  

Alerts ï view search engine results more efficiently by 

setting up alerts around keywords. For example, 

establish a Google Alert for your company name. You 

may get some irrelevant results but itôs an easy and 

effective way to keep up to date with what people are 

saying about you at no cost. 

RSS Feeds and Readers: Google Reader can help you 

gather and analyze RSS feeds from multiples sourcesð

a great way to track all online comments about your 

brands. 

 

http://www.mcgrawmarketing.com
http://www.twitter.com/patmcgraw
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company website, they will typically contact your company 

only when theyôre ready to engage with sales. In this way, 

social media leads present a unique lead nurturing 

challenge, and a huge opportunity at the same time. 

What does this mean for B2B companies? As online activity 

shifts to social media, marketers keen to build brand, buzz, 

and awareness ï and generate leads ï are reallocating 

investment in social media, search engine optimization, and 

content marketing instead of mass advertising and 

traditional PR. At the same time, lead nurturing is evolving 

to include early relationship building with prospects. It starts 

by sharing relevant information across a variety of social 

media channels before they ever give you their names. 

These changes are already having a positive impact on 

lead generation, but measurement of ROI remains a major 

challenge. 

 

The 6 Steps to Successful B2B Social Media  

1. Look.  Listen.  Learn.  

A basic rule of safety is 'look before you leap', and in order 

to increase your ability to succeed in social media, you 

need to understand what you are about to get involved with 

so you can learn from the successes and failures of those 

that have come before you. 

Go out and get an account.  Set up listening posts by using 

(Continued from page 4) 

(Continued on page 8) 

Products such as 

Radian6 offer you a 

more sophisticated 

approach to listening 

to social media.  You 

will be able to: 

Automate 

searches 

Monitor high 

volume keyword 

mentions across 

many social media 

channels 

Run reports on the 

mentions of your 

brand, competitors 

and top keywords. 

Social Media 

Monitoring Software  
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KEY QUESTIONS TO CONSIDER 

What are our goals for social media. Be specific.  Be measurable.  You 

are going to be investing company resources in your social media efforts 

so make sure you can identify successðand failure. 

Do we know which social media sites are popular with our prospects 

and customers? And do you know how they use these sitesðfor 

business or personal relaxation?  Do they expect your business to be on 

these sites and if so, what do they want from you? 

Do we have the human resources to commit to 

social media?  Social media is making your business 

more accessible to your target audienceðwhich means 

your staff will be pulled in more directions.  Do you have 

the number of people necessary to succeed?  And do 

these people have the experience, training and support 

necessary to succeed? 

Do we produce enough quality content to sustain 

social media conversations? Welcome to the world of publishingð

remember to create valuable content for your targeted segments as well 

as each stage of the buying process.  The key to success is leveraging 

content so you turn a white paper into a webinar, blog posts and more. 

Is our company website prepared for social media attention? You will 

be driving people to your site, so make sure your site is neat, clean, simple 

and easy to use.  Do you have simple forms to capture contact 

information?  Enough content to answer basic questions and do you 

clearly promote other ways for the visitor to contact your staff? 

How will you incorporate social media strategies throughout the 

buying process? How can webinars and videos help sales ready leads in 

the ñEvaluateò or ñDecideò stage of the buying process?  Or how can social 

media help first-time buyers in the ñRe-evaluateò stage? 

http://www.mcgrawmarketing.com
http://www.twitter.com/patmcgraw
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the following searches/monitoring tools.  Learn about the 

way social media works ï beyond the technology and with a 

special focus on rules of engagement.  What do your 

competitors do with social media?  What do your customers 

do with social media?  What can you find out about the 

competitions' and customers' goals and objectives? 

2. What are your goals?  

Being on the óTweeter thingô doesnôt justify the investment of 

your limited resources ï in this case, time. 

How can social media help you attract, engage, convert and 

retain profitable customers?  And what type of hard 

numbers do you need to see in these areas in order to 

evaluate success? 

Successful firms look at Social Media as part of an overall, 

integrated communications plan that helps attract and build 

interest.   

Want to generate more qualified leads?  Promote the 

webinar in your print ads, direct mail, outbound 

telemarketing as well as Twitter, blogs, LinkedIn groups and 

other social media channels. 

(Continued from page 6) 

(Continued on page 10) 

Dell says it has 

surpassed $3 million in 

sales attributed to Twitter, 

and the online social 

network, which has yet to 

make a profit, is watching 

closely. 

Dell sells refurbished 

systems through Twitter 

at @DellOutlet, which the 

computer maker says has 

more than 600,000 

followers. Since 

launching @DellOutlet in 

2007, the company has 

taken in more than $2 

million in sales directly 

attributed to Twitter and 

another $1 million from 

people who start at 

Twitter and then move on 

to buy a new computer 

somewhere else on the 

Dell Web site, Stefanie 

Nelson, who manages 

the Twitter account.* 

* Source: Downloaded from  

http://www.informationweek.com/news/hardware/desktop/showArticle.jhtml?articleID=217801030 on March 

20, 2010. 

http://www.informationweek.com/news/hardware/desktop/showArticle.jhtml?articleID=217801030
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3. Right Message, Right Person, Right Channel.  

In addition to understanding your Buyer Personas and the 

stage of the buying cycle, you need to understand the 

individualôs participation level in the social media world. 

In 2008, Charlene Li of Forrester Research and Josh 

Bernoff wrote Groundswell ï a book that provides us with a 

better understanding of the world of social media. 

One of the most important concepts that comes from their 

work is the Social Technographics Ladder (Figure 1, page 

9) because it provides a description of the types of social 

media users as well as their relationships in the social 

media world. 

Imagine that you identify several long time clients as 

ñCreatorsò - wouldnôt it make sense to reach out and see 

how you can help provide them with access to your 

products, services, employees so they can create more 

content for their social media efforts? 

Or what if most of your current customers are ñSpectatorsò?  

Do you think this group offers you a good reason to test 

social media for your business? 

And of course if most of your audience can be classified as 

ñInactivesò, you have a good reason not to invest heavily in 

(Continued from page 8) 

(Continued on page 11) 

What is óInbound 

Marketingô? 

A marketing approach 

that focuses on 

getting found by 

prospects through 

channels such as 

search engine 

optimization, social 

media sites and word-

of-mouth 

recommendations. 

More of a  ñreactiveò 

approach to 

marketing as opposed 

to direct marketingð

but an approach that 

can deliver profitable 

revenue. 
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social mediaðtoday! 

4. Keep it Human and Real  

People buy from peopleðso when you use social media, be 

yourself and donôt ñhideò behind the company name.  For 

best practices, look at companies like Zapposðwhere 

everyone from the CEO to the buyers, sales and service 

staff participate. 

Thereôs a face, a nameða person!  But of course this 

approach leads to the next important element of successful 

social media... 

5. Policies, Processes, Training and Evaluation  
Social Media Policy 

The social media landscape can feel unstructured. Thatôs 

why it pays to have a social media policy to guide the 

actions of everyone in your organization that will participate 

in social media. Itôs also essential to monitor whatôs being 

said and provide guidelines on how to respond 

appropriately (without making your employees feel like 

theyôre being censored). 

A formalized document will help protect your company in a 

legal sense, while ensuring that youôre acting consistently 

across all social media sites, and reinforcing your brand and 

(Continued from page 10) 

(Continued on page 12) 

What is óContent 

Marketingô? 

Content marketing is 

a marketing technique 

of creating and 

distributing relevant 

and valuable content 

to attract, acquire, 

and engage a clearly 

defined and 

understood target 

audience - with the 

objective of driving 

profitable customer 

action. 

Remember the 

importance of 

relevant content and 

timing with the buying 

process. 

http://www.mcgrawmarketing.com
http://www.twitter.com/patmcgraw
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value in the  marketplace (a bit like a corporate style guide). 

Here are some suggestions: 

Define what social media means for your company.  When 

people think of social media, some think strictly in terms of 

Facebook and LinkedIn, while others would automatically 

add Digg and Flickr to the mix. Use your social media policy 

to define what the term means for your entire organization 

so thereôs no confusion as to when the social media 

guidelines apply and when they donôt. 

Set up a basic set of ground rules. Consider some basic 

tenets that youôd like your company to follow when it comes 

to participation. Intel has a great example of this in its social 

media policy under a section called ñRules of Engagementò. 

Address how employees, contractors and consultants 

should engage with and contribute to social media. 

Decide how your organization will want to engage as a 

social media participant and contributor. Will your 

companyôs social media conversations come from a single 

person or will everyone in your company participate? 

Will social media be used as a customer service function, 

marketing tool or for product marketing research? Be as 

explicit as possible, and consider all the possible ways that 

people could go wrong, without being overly dramatic. 

Remember, your policy is an opportunity to get your 

(Continued from page 11) 

(Continued on page 14) 
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ñIôve talked a lot in the past about how weôve used Twitter at Zappos for building more 

personal connections with both our employees and our customers. In fact, we recently 

ñdebuted on FORTUNE MAGAZINEôs annual ñ100 BEST COMPANIES TO WORK FORòñ:p-

4382 list, and they began and ended the article talking about our use of Twitter to build 

more personal connections with people.ñ 

How Twitter Can Make You A Better (and Happier) Person, written by Tony H., CEO of 

Zappos on January 25th, 2009.  Downloaded from http://blogs.zappos.com/blogs/ceo -and

-coo -blog/2009/01/25/how -twitter -can-make-you -a-better -and-happier -person on March 20, 

2010. 

http://www.mcgrawmarketing.com
http://www.twitter.com/patmcgraw
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company excited about contributing to social media sites. 

Stress the importance of confidentiality.  Encourage your 

companyôs contributors to remember the importance of 

confidential information, and to manage their social media 

contributions just as they would conversations taking place 

in public. 

6. Be Selective, Don't Try To Do It All  

There is a natural tendency for businesses to jump into 

social media rather than step in and gradually immerse 

themselves.  There is no rush and itôs important to make a 

strong, positive first impression ï and your target audience 

really is looking for fast, convenient access to accurate 

information so focus on quality of experience over quantity. 

Conclusion  

Social media is here to stayðat least for the foreseeable 

futureðso your business should become familiar with the 

options, opportunities, strengths and weaknesses of the 

medium. 

Start with your current target audienceðask your customers 

(Continued from page 12) 

(Continued on page 15) 

A recent Cone Inc.ôs 

Social Media in 

Business study found 

that 60 percent of 

consumers believe they 

are already interacting 

with companies on the 

social Web. Nearly all 

participants ð 93 

percent ð believe all 

companies should have 

a presence in social 

media. And 85 percent 

believe companies 

should not just present 

information via social 

media, but use it to 

interact and become 

more engaged with 

them. And the payoff 

for such engagement is 

evident in the 53 

percent who already 

say they have 

developed a stronger 

connection to a brand 

through social media 

encounters. * 

* Downloaded from http://pauldunay.com/creating-engagement-in-b2b-marketing/ on March  

17, 2010. 

http://pauldunay.com/creating-engagement-in-b2b-marketing/
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how they use (or donôt use) social media.  What do they use 

and how do they use itðas well as what they would like to 

see from companies like yours but arenôt finding. 

Then, gather a few key employees and start listening and 

watching.  What are your competitors doing?  How is that 

being perceived? 

Are people talking about your business?  Or is there a large 

volume of discussion about the problems your customers 

faceðare they searching for solutions? 

Remember to keep social media as part of your marketing 

communications processðitôs a channel that can help 

improve response and retention rates as well as 

conversions and referrals.  But donôt let it become a siloð

keep focused on the target and ask ñHow does social media 

help me attract, engage, convert, retain profitable 

customers?ò 

Promoting a strong offer to a qualified lead through multiple 

channels that include social media can increase salesðlook 

at Dell as the best example! 

And, as always, remember these words. 

Test.  Gather.  Analyze.  Modify.  Repeat. 

(Continued from page 14) 

http://www.mcgrawmarketing.com
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Downloaded from http://www.briansolis.com/2009/03/conversation-prism-v20/ on March 15, 2010. 

Looking for practical ways to increase sales?   

Register to receive free white papers, checklists, presentations at  

http://www.mcgrawmarketing.com/cool-stuff 


