


The 4 steps to achieve social media success
Companies of all sizes across every industry have revitalized their businesses with social media marketing. It can 
be a highly effective tool to increase conversions, site traffic and leads. Despite these benefits, many business-
to-business companies still rely solely on traditional tactics. While the tried-and-true methods are proven, 
incorporating social media into your marketing mix can generate even greater results.

Set your goals and marketing objectives
Defining the right objectives is key to the success of your social media efforts. Your return on investment 
depends on setting goals that align to your sales cycle and contribute to your company’s growth. Having the 
ability to measure outcomes and track the progress of your social media campaigns will give you the data you 
need to maximize your effectiveness. Every decision your company makes to acquire more prospects and 
convert them into customers should be driven by these goals. Your goals should be SMART.

THE FOUR THINGS YOU MUST DO TO ESTABLISH
AND OPTIMIZE YOUR SOCIAL MEDIA MARKETING

Specific
Set exact figures that 
you want to achieve, 
such as a percentage 

of an increase in sales. 
Goals that are vague or 

too broad will not
give your team the 

focus needed to 
achieve results.

Measurable
Determine the 

metrics you’ll use to 
track your progress 
and outcomes for 
each of your goals.

Aspirational
Goals should push 
you to excel, while 
being realistically 

attainable. Be sure 
to allocate the 

necessary resources 
to achieve them. 

Relevant
Ensure that your 
chosen objective 
makes sense for 

your business and 
supports your 

company values.

Time-based
Nothing can be achieved 

without a deadline. 
Create a timeline of 

action steps. Breaking 
up your goal into 
monthly, weekly 

and daily tasks will 
put achieving big

results within reach. 



Identify your target audience and create buyer personas
Not everybody is going to be interested in the content you share. That’s actually a good thing. You want to reach 
the people who actually need your expertise. Identifying your target audience is the first step to engaging and 
converting them. Companies that fail to develop a clear understanding of who their target audience is — and 
their pain points and interests — are wasting their marketing dollars. 

Knowing the job titles that your prospects typically hold isn’t enough. You also need to put them in appropriate 
categories or “personas” according to their needs, their buying behaviors and their responses to your sales 
messages. This gives you the information you need to create a specific strategy for each type of customer. 

Create a content calendar
A content calendar is a tool to help you plan and schedule all your social content in advance. Simply put, it is how 
you decide what to post and when and where you will post it. As a sharable resource, it keeps all team members 
aligned on project details and deadlines. It is especially helpful as a visual representation of what content is 
coming up for the month in a quick glance. 

In general, the further ahead you plan what, where and when to publish, the better your content and results will 
be. Many businesses schedule posts on a monthly basis, with weekly check-in meetings and quarterly planning 
sessions. This structure will help you plan for seasonal events, marketing campaigns and any other important 
dates in your industry.

Posting relevant content on a consistent basis will reinforce your reputation as an industry leader and subject 
matter expert. It also sets expectations with your social media followers to look for and engage with your high-
quality content, which cultivates a relationship that converts to sales.

Your content calendar should contain the following information for each piece of content:
 

• Description: A brief summary of the topic.
• Suggested target keyword(s): Specific keywords that will help search engines recognize the content. 
• Content type: The format of the content (e.g., a blog post, article, video, or link to another resource).
• Post copy: The words that will accompany the content. 
• Publication date and time: When the content goes live.
• Objective: The goal of each piece of content, such as lead generation or awareness of a new product 

launch. 
• Buyer persona: Which audience segment do you want to reach.
• Notes: A place to add any extra, relevant information.
• Status: Where the project stands (e.g., in production, on hold, or scheduled). 

THE MOST POWERFUL TOOL TO TRANSFORM YOUR MARKETING

At Blender, we conduct an intensive, collaborative 
series of workshops to get into the minds of your ideal 
customers, document your entire prospecting and sales 
process, uncover the unique heart and differentiation 
of your company, and script the optimal messaging 
framework for each buyer persona.



WHAT FORMAT SHOULD YOUR CONTENT CALENDAR BE IN? 

There are an array of spreadsheet templates and more 
advanced online tools available. If you need a recommendation 

or help setting one up for your business, just ask.

Measure your effectiveness
Social media analytics tools offer a wide range of metrics which can be used to track performance. In fact, the 
amount of data available can be overwhelming. Generally, these metrics fall into the four categories listed below. 
The key for B2B is to focus on actionable metrics — the stats that demonstrate your social media activities are 
tied to real business outcomes. 

How can you create the best return on your content 
marketing investment? 
Which channels are best for your business? Where do your buyers spend time online and what are their 
expectations? Are you using channels such as LinkedIn, Facebook and YouTube to your best advantage? We can 
help you develop the right answers to your questions and build a solid understanding of how your online content 
should work together with your other marketing and sales activities.

We will discuss your current efforts, alongside your goals and challenges, and develop a plan for taking your 
online strategy to the next level.

 Click here to schedule a marketing audit with a Blender strategist. 

TYPES OF SOCIAL MEDIA METRICS

Consumption metrics measure how many people are 
viewing your content and how much they engage. They 
include the number of page views, clicks on links and 
downloads. 

Sharing metrics track how often people pass your content 
on to others. The more relevant your content, the more 
likely it is to be shared and broaden your reach. 

Lead generation metrics measure how often people who 
see your content turn into live leads. These metrics can also 
help quantify what kinds of leads you’re generating and 
whether the leads are members of your target audience.

Sales metrics track how often viewers of social media 
content turn into actual customers. A Customer 
Relationship Marketing (CRM) system allows you to track 
what content a prospect consumes. So when your sales 
team converts that prospect to a customer, you can 
determine the projected revenue and assign a dollar value 
to how your social media marketing contributed to the sale. 

https://www.themarketingblender.com/contact-us/
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