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Web 2.0 marketing is different
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Web 1.0 marketing

• Single source of 
information

- Static homepage

- Some news items

• Full control

- Only corporate
marketing department

• Aimed at company
branding

Web 2.0 marketing

• Multiple sources of 
information

- Homepage, blog, tweets, 
LinkedIn, etc.

• Limited control

- Many employees involved

- User generated content

• Aimed at company and 
personal branding
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• Branding, branding, branding 

- Whether it registers consciously or not you start 
building an online reputation

• Positive Association 

- Putting your brand on a page that is associated 
with something positive

• External links 

- Drive future traffic and get SEO benefits

• Fans and followers

- If you have something interesting to say, you will 
build your own community of “followers”

Benefits of social media marketing
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• No full control over content

- You cannot control what others will say about 
your company, product or service

• Limited conversion of traffic into sales

- Depending on the products for sale, it is possible 
to have hundreds of thousand of social media 
views and convert none of them into sales

- Social media marketing costs a lot of time. Focus 
is key.

Drawbacks of social media marketing
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Social Media Strategy

Present

• Research & Choose right channels

• Create social media profiles

Engage

• Post relevant content regularly

• Build and maintain fan/community base

• Stimulate community to engage and share

Listen

• Monitor interactions & respond to community

• Measure all actions & report results

• Test new features and channels



Amount of 
total and 
active users 
per social 
platform
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Social media management tools such as 
Hootsuite help you distribute posts among 
different social platforms



Measuring your ROI of Social Media
Constantly review effectiveness of your work
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• Number of followers

• Number of retweets

• Number of fans

• Number of post likes, comments, shares

• Number of company page followers

• Number of likes, comments, shares
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LinkedIn dominant in B2B networking
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Planning posts



LinkedIn business opportunities
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• Network

- Connect to your network to enforce relationships

• Company page

- Share relevant updates, blogs, cases and products

• Sales navigator

- Target & email to relevant leads

• Advertising

- Ads displayed to your target audience

• Groups

- Join discussions and work on your personal brand



Company page



Catchy content



SMB examples



SMB examples



SMB examples







LinkedIn Ads

Cost-per-Click sponsored updates 
and ads on LinkedIn

Targeted on 380 mln+ professionals

Targeting on industry, job, seniority, 
group membership possible

CPC >$2 but relevancy high

Self-service tool to build your
campaign, target your audience

Also measure results in Analytics





Goal: more social engagement



Result: 106% increase engagement



Setting up a LinkedIn group
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• 6 years active

• 3000+ members

• 10-20 posts/week

• Great lead database



Exercise
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• Log-in on LinkedIn (www.linkedin.com) 

• Make a profile if you don’t have one

• Select 3 potential business partners in your broader 
network

• Search for a relevant IT Outsourcing group to join

http://www.linkedin.com/
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Advertising through AdWords

• Getting top positions in Google

• 100+ billion searches per month

• Targeting on relevant websites and

regions possible

• Self-service tool to build your

campaign, target your audience

• More complex tool than LinkedIn, 

training and expertise required
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Introduction to Google AdWords
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Customers see your ad when they search
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Which ad is the best?
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Make sure to have a relevant landingpage
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Customers see your ad when they surf
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Measure traffic & quality metrics
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Measure AdWords in Analytics
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Email the most widely used B2B marketing channel
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Both by sales guys who aggressively email you
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And through more sophisticated techniques
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Email marketing automation helps 
you organise your email programs
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You can test your email marketing to see 
what graphics, headlines, and offers your 
users and customers respond to. 

You can send one version of an email to 
part of your list and a second version of an 
email to a different part of your list. 

Then using tracking tools you can analyze 
which marketing message worked better.

A/B Testing



Exercise
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• Segment your current clients and leads into 3 different 
groups

• Write what the characteristics are per group

• Make an outline of the email content for each group

• Think about an attractive email title and headers

If you want to have feedback on your work, send it to willem@expandonline.nl
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Questions?

Thank you!


