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Facebook turned 10 years old in 
2014, and after a decade, the social 
network is still a giant. More and 
more small business owners are 
discovering that Facebook—and its 
social competitors—are a means 
to reach new clients and 
customers. 

So convinced of the power of social networks, more than half of 
small and medium-size businesses increased their spend on social marketing in 
2013 over 2012. 

90%
�nd social media 

helps them brand.

89%
�nd it effective for 

content marketing. 

88%
say it helps 

word-of-mouth. 

82%
�nd it helps 
lead gen.  

Sources: Instagram; LinkedIn; The Year of the Social Small Business, February 
2014, LinkedIn; 2013 Small Business Technology Survey, National Small Busi-
ness Association; “Google+ up to 540 Million Active Monthly Users but Still 
Short of Facebook’s 1.2 Billion,” The New York Daily News; “User Growth for 
Twitter Starts to Slow, and Stock Dips,” The New York Times; Consumer Sharing 
Trends Report, Q4 2013, ShareThis, Inc.  
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The Channel What to Know The Basic Appeal

Facebook

The largest social-
sharing network gives 
small businesses a direct 

connection with customers. 

It’s a word-of-mouth haven in which users 
can recommend your small business to 

their friends. Did we mention it’s the 
biggest social media network? 

Google+

Built by Google, this social 
network encourages users 

and brands to build circles to 
communicate. 

The largest search engine in the 
world (you know, Google) factors a 
company’s Google+ presence into search 

results. The better a small business owner’s 
Google+ activity, the better the chances its 
website tops search engine results pages. 

Instagram
An average of 20 billion 
pictures are shared daily 

on this photo-only social tool. 

Small business owners can photograph 
inventory, allowing users to “window 

shop” right on their smartphones. 
Or they can take photos of their production, 

giving an inside look into a company.   

LinkedIn

This social media site is 
designed for professionals to 
network and companies to 

�nd new talent. 

It has a leg up on social channels to 
help small businesses generate 

business-to-business leads.   

Pinterest

Users embark on a 
discovery mission to 
�nd ideas, inspiration and 

items such as home décor 
pieces and clothing. 

The photo-�rst social media tool’s user 
growth outpaced all social 
channels in 2013. Those with 
products to show off can do it here.

Twitter

Focused on brevity, Twitter 
gives users a list of up-

to-the-nanosecond, 
140-character 

messages (known as 
tweets) from those they 

follow such as news sources 
and friends. 

Since users can retweet what a small 
business owner tweets, passing along a 

company’s branding or messaging is  
low cost. 

Not all social channels are created equal. A small business owner can’t 
just create a Facebook page and expect new clients to open their pocket-
books. Consider this infographic your guide to understanding social opportunities.
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