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When you can’t be there in person to represent your business, product  
or service, social media can help make the connection. Think about it – 
with a little time and creativity, you can speak directly to your customers.

Social media works like a trail of breadcrumbs to lead prospects and 
customers to your business. And like breadcrumbs, social media 
must be enticing to capture your audience’s attention and to get  
them to engage with your company. Otherwise, they’ll move on to 
something else. To help in that regard, let’s discuss what it takes to 
make social media an effective part of a marketing plan. 

YOU MAY “LIKE” THIS …

Having a Facebook page is a cost effective – read, free – way to “greet” 
people when they “Google” you. But put away the sales pitch. Facebook 
is a two-way street. People can discuss you and your products or services 
and pass along information to others in their social network. So make sure 
your Facebook page is all it can be – keep information, pictures and other 
items fresh and timely. This includes answering questions and requests 
quickly, so make time in your day to monitor your business pages. Once 
you have a page, you can set up news feeds, share messages and promote 
events. For tutorials and other helpful information to make Facebook easy, 
visit facebook.com/business/learn/facebook-page-basics/.

DO: Post regularly.

WORK YOUR NETWORK
Social media can help customers embrace your business

    5 PART SERIES

MARKETING – MAKING THE CUSTOMER CONNECTION

This is the final article in a five-part series on marketing your 
business. In this issue, we look at the importance of social media.

DON’T:  Overwhelm with content. 
Be selective and craft  
meaningful posts.
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#TWEET TWEET

When people use Twitter, they’re in a “discovery” mindset 
and open to interacting with new businesses. When 
someone engages with you, be sure to quickly respond to 
any problem that arises (preferably with a sense of humor 
and customer service). Take the time, too, to read the  
conversations among your followers. You might uncover 
ideas or problems your business can help solve. To 
discover Twitter’s full list of business tools, start with 
business.twitter.com/.

Use Twitter to build brand loyalty and engagement:

Work your network  (continued from page 1)

Whether yours is a family business or not, there are six key 
principles the most successful family enterprises follow. 
As you read about them, ask yourself: “How can I apply 
these to my company?”

GOVERNANCE

Governance – what amounts to the responsibility hierarchy 
– adds important structure to the operation of the business. 
In a family business, clear governance provides harmony 
since everybody knows his or her place in the organization. 
The basics include:

• Ownership – delineate who has a share in the business 
and who will have a pathway to ownership.

• Management – decide if non-family members will be 
granted management positions.

• Vision/mission – provides direction and purpose to 
maintain focus on what the business is all about.

COMMUNICATION

Preventing barriers from arising between employees 
(especially family) requires open communication. Walls are 
easily built on the bedrock of silence but are impossible to 
assemble on flowing rivers of communication. It’s also good 
to have a communication policy in place that delineates how 

ELEMENTARY
Fundamental elements of a successful family business

communication will take place, i.e., how proposals are routed 
to decision makers, etc. To keep things running smoothly:

• Put important information in writing – doing so helps clarify 
intentions and adds some legal protection if done properly.

• Meet face to face – don’t rely on hallway chats or family gath-
erings outside of the office to conduct important business.

• Actually read emails – don’t say you didn’t know there 
was a problem if someone sent an email to inform you.

SUCCESSION PLANNING

Failed leadership succession presents a threat to any 
business. You need someone who can responsibly run the 
business in your absence. Family businesses that have 
survived transitions did so with the help of established, 

FAMILY STRONG

Strong fundamentals 

equal healthy busi-

nesses. According to 

Forbes, family businesses account for approximately 80% to 

90% of all firms worldwide. The top 500 largest family-owned 

enterprises produce a combined $6.5 trillion in annual revenues.

QUICK YET POWERFUL

Snapchat and Instagram are fast ways to communicate and 
offer many benefits as well as a few drawbacks. Snapchat 
messages self-destruct after a set time once users open 
them – think Mission Impossible. Instagram offers visual 
storytelling about your business. With both, you can:

• Give followers a quick preview of a new product or service

• Have customers send photos or videos using your 
product and offer rewards for doing so
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THE STATE OF SOCIAL MEDIA MARKETING

DO:  “Listen” to conversations to   
gauge customer sentiment.

 Thank others for retweets.

DON’T:  Tweet at people  
but tweet  
with them
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• Lightheartedly interact with your customer base

• Share compelling images and drive traffic to your website

WEAVE A WEB WITH SOCIAL MEDIA

When you use cohesive messaging across social media, 
such as promoting an event or new product, you can dissemi-
nate your message throughout your network of customers. It 
will help you build awareness, rapport and engagement. 

clear succession plans. If your successor is someone 
outside the family, everyone should know well in advance. 
Succession planning should include:

• A written plan – codify your vision for the company after 
you’ve left and if the business will be kept in the family 
or sold to employees or an outside buyer.

• The value of the business – you may want to seek out-
side help from a financial professional.

• Buy-sell agreements – avoid ensuing chaos if something 
unexpected happens to you.

TRANSPARENCY

Like communication, transparency keeps personal barriers 
to a minimum, hinders gossip, defuses speculation and 
builds trust. It helps foster a higher degree of morale and 
job satisfaction because employees feel involved. Ways to 
implement transparency include:

• Hold company town halls – invite questions and give answers.

• Share corporate objectives – employees feel they are 
working toward shared goals and become more engaged.

• Have an open-door policy for executives – this bold 
move can build valuable interpersonal connections. 

RESPONSIBILITY

Everybody in your business has responsibilities. But are 
they clearly defined? Are there metrics for success? 

Especially in a family business, delegating the wrong 
responsibilities or leaving roles undefined can lead to 
strained relationships. When assigning responsibilities:

• Play to strengths – be sure the assignee is up to the task.

• Set expectations and metrics for success – it’s easier to 
pursue milestones.

• Provide the authority to carry out the mission – workers 
appreciate the ability to make the necessary decisions.

ACCOUNTABILITY

Creating a culture of accountability among your employees 
will hopefully translate to their interactions with customers, 
as well. In a family business where familiarity can lead to 
placing blame on one another, formalizing accountability 
can help avoid these contentious situations.

• Provide written guidelines – this can include best practices.

• Make accountability part of the review process – employees 
are responsible for their successes or shortcomings.

• Be accountable yourself – remember, you’re at the helm. 
When you make a decision, own it.

These principles form the bedrock of successful family 
businesses, but there are lessons here for any business 
owner. If you’ve established similar practices, but have 
let them lapse, renew your efforts to give your company 
the best chance at continued success. 
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Source: Social Media Examiner’s sixth annual report

THE RULES OF ENGAGEMENT

❶  Make sure your profile is the same  
on each platform and complete –  
they are for your company's first impression.

❷  Be helpful – if you see someone looking for a  
recommendation, make one and make a friend.

❸  Don’t ask for retweets – if your message is  
good, it will be shared.

❹  Use good grammar and spelling and avoid 
YELLING in all caps.

❺  Use hashtags sparingly – you can’t tag every  
word in a tweet to improve searching.
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READY TO REAP REWARDS?

Rewards abound, but it pays to do a little research 
and apply for a card with rewards that match your 

spending habits. There are cards that provide cash back 
for most expenditures you’ll make for your business, so 
do your homework – it can really pay. A good place to 
start: nerdwallet.com.

GIVE YOURSELF SOME (BUSINESS) CREDIT
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With the growing number of business credit cards out there, savvy company owners 
have a vast selection from which to choose. But like personal credit cards, there  
are a number of things to consider before you sign on the dotted line.

NOT TOO MUCH CREDIT

The decision to use a business credit card 
shouldn’t be taken lightly. Interest can add up 

quickly if balances linger. Remember, too, to look 
at your complete debt structure for your business 
(e.g., loans, credit cards, etc.). Your advisor can 
help create a complete balance sheet for your 
business that includes your assets and liabilities, 
including credit card debt, and help you create a 
plan to manage it.

HAPPY SHOPPING

Credit cards can offer a lot of benefits and can 
help a small business access what it needs to 

grow, without tapping into your personal resources. 
Just be aware that some will ask you to personally 
guarantee payments. If you keep these things in 
mind, you can find a business credit card that will 
be a powerful tool for managing purchases and 
your budget. 

FEE OR FREE?

Annual fees add up. On the other hand, they 
may be a small price to pay if you have a card 

that delivers rewards and benefits worth more than 
the fee. Sometimes a card with an annual fee, for 
example, offers longer grace periods for members 
to pay off balances without incurring interest. Or 
you may be willing to pay a fee for a card with a 
lower interest rate.

HOW DO YOU RATE?

Interest rates are another consideration – especially 
if you plan to carry a balance. Pay attention to the fine 

print. Introductory rates may sound good, but they can 
soon balloon. If all seems well, 0% offers can be a good 
deal, especially if you have existing balances you’d like to 
consolidate. And it’s usually 12 to 18 months before the 
permanent rate kicks in.

WHAT KIND?

If you pay off balances each month, then a charge 
card may be a good choice – especially if you’d like to 

add discipline to your spending habits. Charge cards must 
be paid in full within 30 days or penalties may be incurred. 
Credit cards, on the other hand, enable you to carry a 
balance. But that can cost you in interest payments.

SORRY, CONSUMER CARDS ONLY

The Credit Card Accountability Responsibility and Disclo-
sure Act of 2009 (Credit CARD Act) curbed unfair practices 
by credit card companies toward consumers. However, the 
law does not apply to business credit cards. Caveat emptor. 
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