
 
  

 



 

 

INTRODUCTION 

The biggest issue for many social marketers today comes from a simple matter of explanation. 
How, for instance, does one convey an interaction’s worth to a budgeting director?  

Solve that problem, and opportunities open themselves up.  

To get to the bottom of this marketer’s dilemma, multiple questions need to be answered first. For 
example, which networks are your customers on? How do you get them to engage with your 
brand? How do you get them from the network back to your website, and what does it take to 
convert them into a customer once there?  

That’s why Posse has teamed up with social media analytics brand Socialbakers to look at 
extensive social engagement data and figure out how interactivity leads to clear business value - 
something even the most social-media clueless manager will like to see.  

By looking at the social pages and websites of thousands of brands, we were able to find a clear 
connection between social engagement and website visits - and then took the next step of 
documenting what you can do once you’ve gotten them to your site to convert them into happy, 
paying customers.  

In this e-book, we’ve answered the age-old question that has stumped marketers for years -- ‘how 
do I show the ROI of social media?’. Curious to know the answer? Let’s get started! 



 

  



 

Research Which Networks Your Customers Are On 

Data from HubSpot Social Benchmarking Report, 2015 

Twitter has 284 million monthly active users.  

Instagram has 300 million actives.  

And then there’s Facebook, with 1.35 BILLION monthly active users. 

What’s more, according to PewResearch, 74% of online adults (ages 18+) 
use social networks regularly.  

The very first step to acquiring customers through social media is to ensure you are spending your 
time and resources on the right social networks. If your customers are not on Pinterest, your brand 
does not need to have a presence on that platform. By trying to maintain a company profile on 
every single new network that emerges, your messaging is going to be weak, unengaging, and will 
go unheard by the people who really care.  

So how do you know which networks your customers are using? The following tips should help 
you get started: 

1. Ask your customers - The most obvious way to find out where your customers are 
spending their time online is to ask them. Ask them when you meet them, send them a short 
survey in an email, or phone a few of your top customers. Ask them to rate the networks they use 
in order of preference, e.g. 1. LinkedIn, 2. Twitter, 3. Facebook and ask them which they use for 
business purposes and which for private. One thing you don’t want to do is harass people on 
Facebook if they want to keep that as a personal space outside of work.  

2. Use share data - If you have an active blog, you are sitting on some good social network 
data. Have a quick look at your share data and see which networks are getting the 
most shares. In the example below I looked at the share counter from a B2B blog. It’s 
clear that this company doesn’t need to be on Pinterest and should focus most of their 
time engaging an audience on Twitter. 

  

http://cdn2.hubspot.net/hub/53/file-2415418647-pdf/00-OFFERS-HIDDEN/social-media-benchmarks-2015.pdf?t=1423113374840
http://cdn2.hubspot.net/hub/53/file-2415418647-pdf/00-OFFERS-HIDDEN/social-media-benchmarks-2015.pdf?t=1423113374840
http://www.pewinternet.org/fact-sheets/social-networking-fact-sheet/


 

3. Survey a purchased audience - Sometimes, it’s not feasible or possible to have direct  
conversations with your customers. This situation is especially common in sensitive industries 
such as health or personal finance. One way to overcome such barriers is to send an anonymous 
survey to a paid audience. There are a number of great tools you can use to survey a targeted 
audience and pay per response. Three of our favorites include: 

SurveyMonkey 
SurveyGizmo 
Google Forms 

4. See where your competitor’s content is getting shared - using a tool like Buzzsumo, 
you can see which networks your competitor’s content is getting shared on. If people are sharing 
their content, the chances are, they are a good audience for your content, too. 

 

5. Do a keyword search: Using Buzzsumo again, you can do a simple keyword search, for  
example, “content marketing” which will give you a list of the most shared content on that topic 
and how many shares it got on each network. This should give you good insight into 

https://www.surveymonkey.com/
http://www.surveygizmo.com/
http://www.google.ie/forms/about/
https://app.buzzsumo.com/users/register?utm_source=hubspot&utm_medium=email&utm_campaign=hubspot_webinar_march


 

where the people who would be interested in your content are spending their time online as well 
as the type of content they like to share, e.g. infographics, video, list posts, etc.  

6. Check if your industry is active on the network: Using Socialbakers’ industry reports 
you can see if your industry is present on Facebook as well as who the top performers are. These  
reports are released monthly and provide lots of useful information like average posts and  
engagement stats from brands in your industry. You can have a look at those Pages for  
inspiration for your own Facebook Page, too. 

Think of your Social Media Audience as a Long-Term Investment 

After identifying where your target audience spends their social time, it’s time to develop that  
audience with shareable content, excellent social customer care, and visibility-building  
promotions.  It’s important not to put too much emphasis on self-promotion or on going ‘viral’, 
however.  

Companies who use social media for purely self-promotional purposes will never grow an 
engaged audience over the long-term because they don’t provide value. Their followers are 
unlikely to stick around for long or share that content with their own networks. 

http://www.socialbakers.com/resources/reports/industry/


 

Similarly, focusing solely on trying to go viral will only reap short-lived results. Looking at the chart 
below we can see that after 2 weeks, the effects of virality totally dissipate. 

Although knowing where your audience is - where they spend their time online - is the most 
important consideration in choosing where to advertise, it is definitely advisable to also get to 
know each network’s evolving strengths and weaknesses. This knowledge will help you 
determine: 

1. What the most efficient content type on each network is...and what it will be soon 
2. What kind of content audiences are engaging with most on the network 
3. What the next steps are for that network both in terms of content development and 

audience makeup -- maybe your target audience doesn’t frequent that network now, but 
they will when their favorite content type is brought to the table 

Because building an audience is a long-term investment, it doesn’t make sense to look for 
immediate results. Instead, see how engaged your audience is from the start. You can look, for 
instance, at the first three days of any post’s life and identify your best-performing content for each 
campaign you run - put money into these organic top-performers, and their lifeline will be 
extended, gaining more reach and, thus, more interactions, introducing your best content to new 
audiences.  

One-to-One Social Media Engagement 

Most important to nurturing your growing audience is to directly engage with them. Think of 
engagement as existing in two forms: Outbound (Post) Engagement and Inbound (Care) 
Engagement. You can attract, excite, and engage audiences with published content, but talking 
with your audience on social is an incredibly underutilized source of engagement. By being 
attentive and providing excellent, consistent, round-the-clock social customer care, brands can 
experience 3.4x the engagement than that of less-responsive brands.  



 

The chart below shows the difference in Interactions between Socially Devoted brands and non-
Socially Devoted brands.  

*Socially Devoted brands are defined by Socialbakers as answering at least 65% of a high volume 
of questions. 

 

On Facebook, your Fan base is more of an indicator of success than an avenue to achieving it. 
Your real audience includes any user you’ve reached with Promoted posts, Right-hand side ads, 
and News Feed ads (they are your potential Fan base). Keeping that audience engaged is key to 
driving conversions. 

The Importance of Engagement for Conversions  

Turning your social media audience into customers depends on the next point - where you manage 
to extract someone from the social media platform, and bring them to your website. 

We already talked about how necessary it is to master inbound engagement through social 
customer care, but getting engagement from posts is a much more typical problem for marketers. 
On each network the answer may be different, but the current trending topic of conversation for 
marketers is how video is taking over Facebook, so let’s take a deeper look at that. 

http://www.socialbakers.com/resources/socially-devoted/q4-2014/


 

 

The time is ripe for marketers to figure out what kind of video content their 
audiences want to see - and then promote the best performers. 

The key, then, is to figure out what kind of videos work best. Facebook videos are shared 157% 
more often than YouTube videos - so shorter, more front-loaded content is best on Facebook 
and more complete clips are likely better on YouTube or Vimeo.  

Another useful tip: Since native videos autoplay silently in the News Feed, try having dialogue 
visibly happening right at the beginning, leaving viewers wanting to hear what’s being said.  

The money is going into video on Facebook 

Because videos take a bit of time, effort, creativity, and money to begin producing at scale, and 
because the format is still relatively new on Facebook, only about 1% of ads on Facebook are 

AVERAGE ORGANIC REACH 

http://www.socialbakers.com/blog/2373-3-tips-for-coming-out-on-top-in-the-era-of-social-video


 

designed to get Video Views. But the video ads that are being published are getting money put into 
them in a major way. 

 

Around 8% of the money put into Facebook Ads in Q1 2015 was aimed at getting 
Video Views.   

Since native videos already get better organic reach than other post types, they are more likely to 
be engaged with, and thus stay present on the News Feed longer. By promoting them heavily, 
marketers can leverage an already favorable opportunity to get tons of exposure with each video 
they publish. 



 

 

This is why Post promotion works so well - by promoting only the best content, marketers are 
pushing something that already has momentum and will continue to pick up speed as it goes.   

Driving your audience back to your website 

44% of B2B marketers have generated leads via LinkedIn, 39% have generated 
leads through Facebook and 30% through Twitter, and people are more likely to 
visit a B2B tech company’s website after seeing a tweet from the company, 
getting them one step closer to becoming a lead.  

The most important thing, of course, is to take the audience you’ve built and engaged on social 
media, and get those high-quality leads back to your website. That’s one of the big reasons why 
interactions are so important -- they correlate strongly with site visits.  

AVERAGE SITE VISITS VS. INTERACTION 

 



 

 

The number of site visits rises greatly when interactions hit a certain point, and posts get continued 
Reach.  

So now you can see how closely aligned social engagement is to driving high quality traffic back 
to your website, it’s time to start some conversations with your social followers. 



   



 

Landing Page Optimization and Personalization  
48% of marketers build a new landing page for each marketing campaign.  

68% of B2B businesses use landing pages to garner a new sales lead for future 
conversion 

Landing pages are a fundamental -- and undeniable -- part of a successful inbound marketing 
strategy. They are the hub of your lead generation efforts, and that’s why every social campaign you 
run should be tied to a custom landing page -- as opposed to an ambiguous homepage where 
visitors have to guess what to do next.  

Create campaign-specific landing pages 
When you are creating a campaign on social you should be thinking about matching the keywords 
and terms within the post to the copy used directly on the accompanying landing page. If someone 
has clicked on your ad because of the ad copy, it makes sense that once they land on your website 
they are offered the same thing. If they don’t immediately get what they’ve come for you can be sure 
they’re exiting your site and you’ve lost the conversion.  

The user should know they have landed in the right place as the landing page copy is matched to 
that of the ad they clicked on. There should be a very clear conversion path for our social media 
audience and the page should have a short form to get the potential lead set up with our offer. 

 

 

 



 

Segment and Personalize  
68% of marketers say personalization based on behavioral data has a high impact on 
ROI. (Source: HubSpot) 

74% of marketers say personalization has a high impact on engagement ... but only 
19% do it.   

When someone clicks through to your website from social media the content needs to appear 
tailored to that visitor. The more relevant you can make the experience for your visitors, the more 
likely they are to trust your brand and convert on your landing page.  

Some marketers have caught on to the personalization trend, but not everyone. Research from 
Econsultancy, in fact, shows a wide gap between the percentage of marketers who like 
personalization, and those who actually use it. For example, 88% of marketers say using social 
graph data to personalize the online experience has a high impact on both ROI, and 
engagement. But only 6% actually do it.  

Additionally, 68% of marketers say personalization based on behavioral data has a high impact on 
ROI, and 74% say it has a high impact on engagement. But only 19% do it. Imagine how much 
benefit you could see by getting ahead of the majority of marketers (and your competition) by 
giving your leads a more personalized experience! 

For example, if you know your traffic is coming from social, why not customize the page they land 
on to address that. If you know they are a fan on Twitter, thank them for being a devout fan at the 
top of the page and include click to tweet links so they can share your content with their followers. 

If you have a platform like HubSpot, you can use smart content to do this without having to create 
multiple landing pages based on where your traffic is coming from. 

http://blog.hubspot.com/blog/tabid/6307/bid/33971/9-Undeniable-Advantages-of-Using-Personalized-Content-in-Your-Marketing.aspx
http://www.marketingcharts.com/topics/behavioral-marketing/marketers-see-roi-benefits-of-personalizing-based-on-social-graph-22486/econsultancy-personalization-data-impact-june2012png/
http://www.hubspot.com/
http://knowledge.hubspot.com/site-pages-user-guide/how-to-use-smart-content


 

Consider Lifecycle Stage 
Think for a moment about this scenario. A visitor lands on your website and downloads your most 
popular ebook. Liking the content, they come back to see what else your company has to offer. Does 
it make any sense to show them a call-to-action for the same ebook they’ve already read? Not at all. 
Showing them the same offer is not only repetitive for your lead, but also causes you to miss an 
opportunity as a company for another conversion.  

Smart calls-to-action (CTAs) enable you to recognise who has already converted on a given offer 
and replace that CTA with a new offer the next time they return. In this way, your relationship with 
the lead and the content they see is always evolving.  

For example, let’s say you write an amazing blog post to promote your new ebook and you 
publish the blog post to all of your social networks. Your social followers are going to be made up 
of prospects (not in your database), leads, and customers. Hubspot has a great example of this/ 
Below is the CTA that prospects will see at the end of the post:  



 

By showing them the ebook offer they are more likely to convert on that landing page than if we 
showed them a more sales-ready offer like a free trial or a demo. 

Similarly, if a lead visits the same blog post, Hubspot software knows that they are already in the 
database so showing them the ebook doesn’t make sense either as we now want to move them 
further down the funnel. Instead, Hubspot uses a smart CTA to show them this version: 

 

The more you can create a relevant experience for website visitors that reflects their interests and 
past experiences on your site, the more likely they will be to click through and convert on landing 
pages. Dynamic content tools, like HubSpot’s Smart Calls-to-action, make this kind of automatic 
customization possible. 



 

Optimize for Mobile  
67% of users are more likely to purchase a product or service from a mobile-
friendly site. Google report  

78% of users want to be able to find what they’re looking for on a mobile site 
in just one or two clicks - Google  

Mobile brand mentions on mobile increased 14.2×, web-based brand 
mentions only up 4× from 2012 to 2014, and brand mentions are increasingly 
coming from mobile instead of web clients - Socialbakers  

https://www.thinkwithgoogle.com/research-studies/what-users-want-most-from-mobile-sites-today.html
https://www.thinkwithgoogle.com/research-studies/what-users-want-most-from-mobile-sites-today.html
https://www.thinkwithgoogle.com/research-studies/what-users-want-most-from-mobile-sites-today.html
https://www.thinkwithgoogle.com/research-studies/what-users-want-most-from-mobile-sites-today.html
http://www.socialbakers.com/blog/2341-how-twitter-users-have-migrated-to-mobile


 

People are spending more time than ever using their mobile devices to access the internet -- 
especially social media sites. In fact, users spend more time accessing social media from their 
mobile devices than their desktop.  

Plus, mobile users tend to share social media content 2X as much as those on a desktop 
computer. But what happens when they click through to your website from a link in a social media 
post? If your site is not mobile optimized, you are going to frustrate your visitor and lose them 
before they get a chance to convert on your landing page.  

In this section we’ll show you a few tips for getting your site mobile optimised so you don’t lose 
any potential customers coming to your site via mobile.   

http://www.comscore.com/Insights/Presentations-and-Whitepapers/2014/2014-US-Digital-Future-in-Focus


 

Employ progressive profiling forms 

As marketers, we know that forms are the core of conversion on webpages. However, oftentimes 
forms are much longer than our visitors want them to be. And because of these limitations, visitors 
will likely turn to another website that doesn’t require such a heavy form experience. That’s where 
progressive profiling comes in. 

Progressive profiling technology, a feature that is usually an extension of dynamic form fields, 
allows you to set up iterative forms that enable you to designate which questions appear based on 
what you already know about a particular lead. That way, every time a lead fills out a form, you 
are progressively collecting valuable new information about them while keeping your forms short 
and easy to complete. This enables you to build up the amount of information, or intelligence, you 
collect about your individual leads without causing more friction in the conversion process. 

Forms on a mobile device can be even more frustrating. The fields are usually too small, and you 
end up clicking the wrong line. By hosting progressive forms on your web content, you optimize 
your mobile presence for shorter forms and higher conversions.  

 

 

 

http://blog.hubspot.com/blog/tabid/6307/bid/34155/How-to-Capture-More-and-Better-Lead-Intel-With-Progressive-Profiling.aspx


 

EXPERIMENT 

Posse has experimented with reducing the number of fields on our landing page forms for 
mobile visitors only.  

Using smart forms we were able to show mobile viewers a shorter, more digestible form than 
those visiting from desktop.  

The result? 5X more prospects  

 

Create Simple Calls-to-Action  
When creating CTAs for your website, think about how they will appear on different devices for 
people clicking through from social on their mobile devices.  

You may not want the most visually heavy design as that could be distracting on the small 
screen of a mobile device or tablet.  



 

But you do want an image with clear, readable text. That means short, to-the-point CTAs that 
get your message across quickly with only a few words. 



 

Make Your Phone Number  
Clickable 

When someone picks up 
 their mobile phone, they are going to take an action. Whether 
it’s opening an app, searching for a company, or simply texting 
a friend, they are much more action-oriented when on their 
phone versus a tablet or desktop computer. 

Knowing this, consider how you can get your potential mobile 
visitors to the point of conversion faster, and make it as easy 
as possible to do that. One technique is making sure your 
phone number is clickable on your website. By doing so, your 
customers do not have to copy and paste or memorise your 
phone number -- they just click on it and are instantly dialing. 

You can make your company’s phone number clickable by adding a simple tag in the HTML view 
of your page. If you are using Hubspot’s platform, switch over to HTML View then format your 
phone number like so (changing out the phone number to fit your company):   

<a href=”tel:18884827768″>1(888)-482-7768</a> 

Note that this is similar to the HTML code for creating a link, it just adds “tel:” and the number.   

Remember that the fewer clicks you need to complete an action, the more likely you will 
have someone complete an action rather than bouncing off your site. 



 

Customized Lead Nurturing 

63% of people requesting information on your company today will not purchase 
for at least 3 months - and 20% will take more than 12 months to buy.  (Source: 
The Marketing Donut) 

Companies that excel at lead nurturing generate 50% more sales-ready leads at 
33% lower cost. (Source: Forrester Research) 

Nurtured leads make 47% larger purchases than non-nurtured leads.  
(Source:Aberdeen Research) 

Personalized emails improve click-through rates by 14% and conversion rates by 
10%. (Source: HubSpot) 

Once you’ve got some new contacts in your database, how do you bring them closer to becoming 
customers? Unfortunately, it usually takes a few extra steps before your leads are sales ready, 
but fear not! In this section we’ll show you how to create a really personalized lead nurture 
campaign to turn your social leads into paying customers.  

What is lead nurturing? 

Lead nurturing is an automated series of emails sent to an early-stage lead to further educate 
them of your value proposition, and is a crucial driver of an efficient sales cycle. By making this 
experience as tailored to your target audience as possible, the results are magnified.  

http://www.marketingdonut.co.uk/marketing/sales/sales-techniques-and-negotiations/why-8-of-sales-people-get-80-of-the-sales
http://blog.hubspot.com/blog/tabid/6307/bid/30901/30-Thought-Provoking-Lead-Nurturing-Stats-You-Can-t-Ignore.aspx
http://blog.hubspot.com/blog/tabid/6307/bid/30901/30-Thought-Provoking-Lead-Nurturing-Stats-You-Can-t-Ignore.aspx
http://blog.hubspot.com/blog/tabid/6307/bid/33720/The-Marketer-s-Ultimate-Guide-to-Using-Dynamic-Personalized-CTAs.aspx


 

Behaviour-based lead nurturing  
According to a study from MarketingSherpa, segmented emails get 50% more clicks than their 
untargeted counterparts. Lead nurturing’s biggest strength is that the content can be targeted 
based on previous behavior. If you have a marketing platform like HubSpot, it’s really easy to 
segment your social leads and enter them into a personalized nurture workflow. 

Simply create a smart or dynamic list that includes contacts who originated from social media: 

 

And then create an email workflow that addresses the fact that they came from social media and 
sends them more relevant content over a set time period to further educate them of what you do 
and how you can help them. Don’t be too pushy at the beginning and gradually introduce your 
sales pitch.  

Since we know these leads are using social media, we know they will be more likely to click 
through to the landing page if we email them content that helps them with social media marketing.  

Another way to personalize your lead nurturing is based on the content that they’ve previously 
downloaded. For example, in the HubSpot platform, we can see the topic of recent conversion for 
all of our leads: 

And as a result we can add them into a really personalized lead nurturing workflow based on this  
data, just as we did in the example above. 



 

Lead Nurturing Beyond Email 
Lead nurturing also expands beyond email. Segmenting your social contacts based on where 
they’re at in the sales cycle is something that few companies are aware they can do. The data is 
available, all you need is a system in place to filter for it. 

HubSpot’s Social Inbox tool helps to sort through the clutter to bring you the important data -- 
color-coded -- to make it really easy to spot important social conversations from your prospects, 
leads, and customers, and use that data to inform your strategy.  

Once you have this context on who is saying what about your brand online, you can start to use  
it in your inbound marketing strategy and send your sales team some really engaged and highly  
qualified leads.  

http://www.hubspot.com/products/social-inbox


 

You can create a stream for each of your sales reps with a list of their leads and quickly and 
automatically notify them if one of those leads mentions your company name, or any variety of 
your brand keywords that would indicate interest or intent to hear more from you.  

You can also set up a monitoring list for purchase-
intent keywords and interact with those people 
who may not even be in your database yet, send 
them to your free trial page or schedule a call with 
one of your sales reps. 

Retargeting using Social & Website Intelligence 

Once you’ve implemented the tips outlined so far, you should start to see a nice increase in traffic 
going back to your site and leads converting on your landing pages. However, the buyer’s journey 
is not as linear as we’d like it to be. People will visit your website and leave. Two months later, 
they might discover your latest blog article, and then decide to download an accompanying 



 

ebook. Maybe a week later they decide to get in touch with sales, and it takes several more 
weeks of meetings and discussions to come to a decision to buy.  

Something marketers can do to help their buyers through that convoluted process is to use 
retargeting ads. Retargeting ads are served to people who have already interacted with your 
brand either through a social network or on your website. By using the intelligence you have on 
these contacts, you can provide a really personalized experience for your target audience, 
increasing click throughs and conversions, getting them another step closer to becoming a 
customer.  

There are tons of third-party platforms to do web and social retargeting, such as PerfectAudience, 
AdRoll, Retargeter, Bizo, and many more. You can also do retargeting through specific platforms 
like Facebook, Twitter, and LinkedIn. 

 

1. Pixel-based retargeting is a way to re-display your material to any anonymous site 
visitor. This is probably the most common type of retargeting. When someone comes to your 

How Retargeting Works 

There are two main types of retargeting: pixel-based and list-based. The way each works  
is slightly different, and each has different advantages based on your campaign goals.  

http://www.perfectaudience.com/
http://www.perfectaudience.com/
http://www.adroll.com/
https://retargeter.com/
http://www.bizo.com/


 

website, an unobtrusive piece of JavaScript (often referred to as a pixel) is placed on their 
browser -- making their browser “cookied.”  

By adding a cookie to the pages you’re targeting in your social campaigns, you still have the 
opportunity to further market to those who clicked through but didn’t convert. When they leave 
your site to surf the web, that cookie notifies retargeting platforms to serve them specific ads 
based on the specific pages they visited on your website -- so if they didn’t convert on your initial 
offer you could retarget them with something different that they may be more interested in.  

2. List-based retargeting works after you already have someone’s contact information in 
your database.  

The way that works is you upload a list of the email addresses to a retargeting campaign (usually 
on a social network like Facebook or Twitter), and the platform will identify users on that network 
who have those addresses and serve retargeting ads just to them. This works really well if you 
have a healthy top of the funnel but you need help pushing your leads further towards becoming 
sales ready. Or if you want to re-engage your audience and get them back onto your site without 
having to bombard your database with email. 



 

 
The results from this campaign are going to be much greater than if we targeted them with 
irrelevant content or a generic ‘look at our company’ ad that offers them no real value. 

Retargeting on social is a great way to keep your prospects engaged and interact with people who 
have already shown interest in your company.  

Note: While it may sound like a simple enough concept, there are many aspects of a retargeting 
campaign that must be worked out before you make the ad copy and creative.  

Be sure to give enough time to:   

1. Make your lists  
2. Set goals and types of campaigns 
3. Determine the platforms your ads will run on 
4. Tie the whole conversion path together 



 

  



 

Integrate Social Data with Your CRM  

Having a complete history of your leads’ and customers’ activity on social media recorded in one 
place is invaluable to your company, because it means you can equip your sales team with the 
information they need to help them close more deals. 

With HubSpot’s lead management tool, you can clearly see all of the historic activity for any 
contact, including emails sent, conversations on social media, web pages visited, etc. so you can 
tailor every conversation to be a more personalized experience for the contact. 

If a sales rep can see what the lead has been interested in to date, it can give them context and 
direction for having a more meaningful conversation with that lead. They know what topics they 
are interested in and how engaged they are with your brand so they can adapt the conversation 
accordingly.  

http://www.hubspot.com/products/lead-management


 

Set up email alerts for interesting lead behavior 

The odds of making contact with a lead increases 100x if called within 5 minutes.  
(Source: Lead Response Management Study)  

The chances of qualifying a lead are 21x better if called within 5 minutes. (Source:Lead 
Response Management Study)  

Research shows that 35-50% of sales go to the vendor that responds first. 

You can set up a customized automated internal email notification to individual sales reps to alert 
them of key lead behaviour when on-site, like if they are on your pricing page for example.  

http://www.leadresponsemanagement.org/lrm_study
http://www.leadresponsemanagement.org/lrm_study
http://www.leadresponsemanagement.org/lrm_study
http://www.leadresponsemanagement.org/lrm_study
http://www.leadresponsemanagement.org/lrm_study


 

Arm Your Sales Team with the Right Content at The Right Time 

 Here’s an example of the email that we use in our internal notification workflow so that it notifies a 
salesrep once one of their leads visits our pricing page: 

 

The process is completely automated so your sales team will never miss the opportunity to speak 
with a red hot lead at the time they are most interested. 

As well as notifying them of the hot lead activity you can also provide them with a list of relevant 
content within the automated notification email that can be used by the sales rep to further entice 
the lead to make a purchase. 



 

Armed with this real time social intelligence as well as the relevant sales collateral, your sales 
team should be able to bring your social leads over the line to becoming happy, paying customers.  

Metrics to Measure Social Media ROI 

Revenue is the ultimate indicator of social media marketing success, but depending on your sales 
cycle, it can be many months before you have closed customers from a social media campaign, 
making it difficult to measure.  

In this section we’ll show you the 5 concrete metrics you should be tracking in order to report on 
your social media performance so that you can make strategic decisions to improve each 
campaign you run and prove its return on investment. 

1.) Start to measure social media networks together and separately.   

Every social media network has its own set of strengths. For example, you may find that Twitter 
drives the most site traffic, Facebook generates the most leads, and LinkedIn generates fewer but 
more qualified leads.  

Yes, you should absolutely analyze your social media strategy as an aggregate of all social media  
networks so you can compare it to other campaigns, but then be prepared to break it down net- 



 

work by network. This will let you determine which networks are best helping you meet specific 
sales and marketing goals and which aren’t making the cut.  

 

2.) Track visit-to-lead conversion. Social media helps drive traffic to your site, but traffic doesn’t 
pay the bills. Track (network by network, and as an aggregate) how many of those visitors convert 
into leads. Knowing exactly how much of a role social media plays in lead generation will help you 
meet your monthly lead goal by giving you the historical data to set an educated goal based on 
how much social media brings in, and what that rate of growth looks like month over month. 

 

3.) Track lead-to-customer conversion. Now that you know how many leads you get from each 
social media network and social media as a whole, make use of closed-loop analytics to see how 
many leads turned into customers. This insight will help you implement a mature lead 
scoring system so your sales team can focus time on the leads most likely to close.  

  

  



 

When you use closed-loop marketing on social media leads, you can also learn metrics like how 
much social media customers cost to acquire, and how much they spend with you compared to 
leads from other campaigns. 

 

4.) Score leads and monitor the sales cycle. Score social media leads and monitor how much 
time it takes a social media lead to make it through the sales cycle. Not only does scoring leads 
help your sales team prioritize its time, but this insight will also help inform your lead nurturing 

  

 



 

program so you can shorten the sales cycle for social media leads. It also helps you understand 
how valuable a social media lead is, and where it ranks compared to leads from other campaigns.  
  
5.) Watch site behaviors from your social media traffic. Understanding how to properly nurture 
social media leads will depend heavily on this step. By understanding where social media leads 
enter, leave, and spend their time on your site, you can see what type of content addresses their 
specific needs. So before entering them into a lead nurturing queue meant for, say, people in the 
middle of their buying cycle, you can provide content that addresses their specific problems. 

 

 

 

And that’s it, folks! If you have any questions at all about what you’ve just read, or are wondering 
what the next steps might be, please give us a call or set up an appointment! We are always here 
to help you! 

General Phone: 980-237-1812 

Sales Phone: 704-751-4580 

Address: 4651 Charlotte Park Drive, Charlotte, NC 28217 
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