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Why should you consider social media? 

“This is about building trust as well as relationships 
—and that comes from not selling.”                                         
Dave Brookes, sales and marketing department, Teusner Winey  

http://successfulinternettools.com/2009/09/how-do-businesses-use-twitter-teusner-wine-case-study/ 



What social media tools are the 
most popular?  

http://www.viralblog.com/social-media/2012-report-how-cmos-are-using-social-media/ 



Putting it into perspective.   
Every 60 seconds…  

http://socialjumpstart.com/2012/02/60-in-social-media/ 



Are only the young engaging in social media?  

http://venturebeat.com/2012/08/22/social-media-demographics-stats-2012/social-network-age-distribution-580px/ 



   “Social media gives consumers the 
possibility to reach out and get to know 
your company on a more personal level 
than traditional advertising did in the past.” 

http://www.todaysgardencenter.com/article/25193/tips-on-how-to-get-the-most-from-your-social-media-campaign http://www.ragan.com/Main/Articles/45069.aspx 



Some social media specifics  

http://www.socialrabbit.net/wp-content/uploads/2012/03/which-social-media-chart-20121.jpg 



Twitter and Facebook 



Twitter: Perfect for those who are of 
few words 

In 140 characters “you can use [Twitter] to 
quickly share information with people interested 
in your company, gather real-time marketing 
intelligence and feed back, and build 
relationships with customers.”  Twitter.com  



• Consistent, frequent, 
& accurate postings 

• Post relevant 
information –
because your 
reputation is at stake 
 

 



• Post, comment, 
forward other 
complementary 
businesses’ and/or 
customers postings 
(called Retweeting) 

• Be proactive - ask 
readers to reply to 
your posts 
 

 



When should you Tweet? 

http://www.mediabistro.com/alltwitter/when-to-tweet-for-clickthroughs_b24165 



“Strength” of Facebook posts  

http://www.openforum.com/articles/12-engaging-facebook-posts-to-consider/ 

Images and video are the “strongest” 

Text only posts rank third 

Next, posts with links to external content 

To learn more search on your web browser for: “Facebook algorithm” 



When might you post on Facebook? 

http://www.stargroup1.com/blog/marketers-post-after-hours-get-most-out-your-facebook-posts 



Should your really be using just 
Facebook or just Twitter?  
• One study suggests: 

• Consumers tend to 
engage and interact 
more on Twitter 

• Use Facebook to 
drive traffic to your 
website 

http://mashable.com/2011/02/14/small-business-social-media-infographic/ 



Pinterest: The power of images 



A page consists of several boards 



Boards consist of pins 



Drive traffic to your website 



Customer engagement  



Consider a pin-it to win-it contest 

http://www.mommygaga.com/2012/04/apple-cinnamon-spice-oatmeal-recipe-with-mccormick-flavors.html 

• Consumers 
“follow” your page 

• Pin pictures from 
your website 

• You decide how the 
winner is chosen 



Announce events 
and invite those 
who like your page  



Don’t forget to Tweet about the 
events 



Promoting and selling products 



Of the 17% of online U.S. consumers who have 
a Twitter account:  

 • 71% of expect to receive 
marketing messages from 
companies 

http://www.onmarksolutions.com/the_social_big_3_%E2%80%93_what_do_customers_expect_.html 



New products or adaptations 
of ones you’ve always sold? 



Have a venue that you can rent for 
weddings, receptions, or photo shoots? 



What do consumers want from you via 
Facebook? 

http://www.forbes.com/sites/marketshare/2012/05/07/are-brands-wielding-more-influence-in-social-media-than-we-thought/ 



Customers don’t need to leave 
Facebook to purchase your products 



When placing an 
order customers can: 
• Compare products 

• Read product reviews 

• Register an account or 
checkout as a guest 

• Signup for Mercier’s email 
list 

• Add a promotional code  

• Pay with PayPal,  Google 
Wallet,  



Promoting for sale products on Pinterest 

http://www.carolinasauces.com/ 



Final thoughts 



How you make the choice as to what 
social media tools to use: 
 • Gather up-to-date and national statistics 

about your target audiences’ media use 

• Ask your customers what media they use 
and how they want to engage with you 

• Understand the purpose for which the media 
is used 

 

http://agbeat.com/real-estate-sales-marketing/consumers-beginning-to-prefer-promotional-offers-via-smartphone/ 



No matter which tool you choose to use – you 
have to make the connection a personal one 



Thank you!  
Any questions? 

Kathy Kelley 
E-Mail: kathykelley@psu.edu  
Facebook: FarmBusiness  
Twitter: @kmk17psu  
Phone 814-863-2196  
  

To learn about social media 
training and webinars email: 
Sarah Cornelisse  
SarahC@psu.edu 


