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Apress Business: The Unbiased Source of Business Information

Apress business books provide essential information and practical advice, each
written for practitioners by recognized experts. Busy managers and profes-
sionals in all areas of the business world—and at all levels of technical sophis-
tication—look to our books for the actionable ideas and tools they need to
solve problems, update and enhance their professional skills, make their work
lives easier, and capitalize on opportunity.

Whatever the topic on the business spectrum—entrepreneurship, finance,
sales, marketing, management, regulation, information technology, among oth-
ers—Apress has been praised for providing the objective information and
unbiased advice you need to excel in your daily work life. Our authors have no
axes to grind; they understand they have one job only—to deliver up-to-date,
accurate information simply, concisely, and with deep insight that addresses
the real needs of our readers.

It is increasingly hard to find information—whether in the news media, on the
Internet, and now all too often in books—that is even-handed and has your
best interests at heart. We therefore hope that you enjoy this book, which has
been carefully crafted to meet our standards of quality and unbiased coverage.

We are always interested in your feedback or ideas for new titles. Perhaps
you'd even like to write a book yourself. Whatever the case, reach out to us
at editorial@apress.com and an editor will respond swiftly. Incidentally, at
the back of this book, you will find a list of useful related titles. Please visit
us at www.apress.com to sign up for newsletters and discounts on future
purchases.

—The Apress Business Team
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Todd Kelsey, PhD, is an author and educator
whose publishing credits include several books
for helping people learn more about technology.
He has appeared on television as a featured
expert and has worked with a wide variety of
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currently an Assistant Professor of Marketing at
Benedictine University in Lisle, IL (www.ben.edu).
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Here’s a picture of one of the things | like to
do when I'm not doing digital marketing—grow
sunflowers! (And measure them. Now there’s
some analytics for you!)

I've worked professionally in digital marketing
for some time now, and I've also authored books
on related topics. Youre welcome to look me
up on LinkedIn, and you're also welcome to
invite me to connect: http://linkedin.com/
in/tekelsey
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the treacherous waters of the Amazon ecom-
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mine in marketing automation.



https://eagledigitalmarketing.com/
https://eagledigitalmarketing.com/

Introduction

Welcome to social media marketing!

The purpose of this book is to provide a simple, focused introduction to social
media marketing—for employees who may be working at a company or non-
profit organization, for students at a university, or for self-paced learners. The
approach is the same that I've taken in most of the books I've written, which
is conversational, friendly, with an attempt to make things fun.

The experiment is to find a way to help people get started with social media
marketing in a way that is fun and helps build skills—maybe through an intern-
ship, paid work, volunteer work, freelance work, or any other type of work.
So the focus is on skills and approaches that can be immediately useful to a
business or non-profit organization. I'm not going to try to cover everything,
but just on the things that | think are the most helpful.

The other goal is to help you leave any intimidation you have in the dust. | used
to be intimidated by marketing, and now look at me.I’'m a marketing strategist
and an assistant professor of marketing! But | remember the intimidation, so
part of my approach is to try to encourage any reader who may feel uncertain
about the field.

The fact is, social media marketing has a lot of options, especially in the “tools”
area,and it has grown rapidly. That means there’s a lot of material out there. It
can be overwhelming! But it can also be very doable if you leave intimidation
in the dust, take incremental steps, try things out, and build your confidence.

For example, | had a friend who used to be a journalist. He was looking for
new career opportunities, so | helped get him started in social media. One of
the first things he ran into was feeling overwhelmed by all the options, includ-
ing all the articles about all the options.“There are so many tools out there,’
he used to say,“How am | ever going to learn all of them?!?”

The answer is that you don’t need to learn all of them. No one can. The thing
to do is to focus on some of the tools and skills and then build from there.

| encouraged my friend not to worry about trying to learn everything, but
instead to just learn the basics.

My friend worked in Facebook advertising, learned a bit about Twitter, and was
able to find a local agency that gave him a shot at doing some freelance social
media work. The career didn’t just develop for him—he had to put effortinto it.
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But a few years later, he’s doing full-time freelance work in social media
marketing and making Google ads. He was able to leave intimidation in the
dust and | believe he’s had some fun with it too.

This book mentions what | call the core areas of digital marketing: Content,
AdWords, Social, and Analytics (CASA for short). My goal is to reinforce
how all these areas are connected. AdWords is Google’s tool for creating
ads for search engine marketing. The inspiration came from my professional
background, as well as looking at trends in the marketplace.

The Core Areas of Digital Marketing

Content/SEO: search engine optimization is the process of
aﬂemﬁting to boost your rank on Google so that you get higher up in
search rankings when people type in particular keywords. Higher in
search rankings = more clicks. The top way to boost rank is to add
quality content that is relevant for your audience.

Adwords: the process of creating and managing ads on Google
(Adwords), where you attempt to get people to click on your ads
when they type particular keywords in Google. You pay when
someone clicks.

Social Media Marketing: the process of creating and managing a
presence on social media, including making posts, as well as
creating advertisements. The main platforms are Facebook, Twitter,
and YouTube, as well as Instagram and Pinterest

Analytics (Web visitors): You can gain valuable insights when you
measure the performance of your websites and advertising
campaigns. Google Analytics allows you to see how many people
visit your site, where they come from and what they do.

Best wishes in learning social media marketing!
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