
 

Marketing products on social media

Historically, product-orientated businesses have struggled in social media circles. A focus on product promotion and sales
have meant that these social presences have, historically, been very bland and boring. I mean, let's be honest and
acknowledge that a product page on a social network isn't a top destination for people to go when looking for inspirational
content.

So, what can product orientated businesses do to build a more engaging and successful social media presence, without
losing their mandate for sales and foot traffic to their retail outlets?

Firstly, I suggest that you take a read of my last article, “Be Brave: Differentiate with Digital”, to come to grips with the
importance of understanding your brand better. Every product has a brand persona that it portrays, whether it’s trying to or
not. Doing the work to understand the brand will help you understand the best way to portray your brand on social media
channels.

Once your brand is clearly understood you should have a clear picture of the persona and differentiation you wish to
display to the social media world. This will go a long way in informing your content strategy but there are a few more
elements we suggest looking at to make the most of your social presence.

Focus on your customer’s needs

Too often products focus on functional benefits, like the features and prices of their products. Yet, we have never seen a
successful sales strategy driven across social media that only promotes features and price. Instead, we should look at the
advice Bain and Company present us in HBR (Bloch, 2016). They outline 30 values that people desire in brands and
products. They separate these 30 values into four value groups of functional, emotional, life-changing and social impact.

A useful exercise when designing your content plans and strategy for products is to ask yourself which values in the
pyramid you are satisfying for the customer. In essence, switching the focus from your product to the customer. By doing
this you can design your content to place your product value into the customer’s world.
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In essence, focusing your content around showing customers the values you fulfil helps them understand the benefit of the
product for themselves. This makes the content resonate with the personal circumstance and value system of the customer.

Play the long game

Social media marketing is about building a community and that means building trust between you and the people in that
community. Building trust is not a quick win. It’s a long term strategy to build customers of lifetime value instead of short-
term gain.

Brands that adopt short-term gain strategies tend to attract people looking for short-term gain. Take discount giant,
Groupon, who can almost guarantee that people will claim your specials and drive traffic to your stores to claim their
specials. However, when speaking with businesses who have used Groupon recently they expressed disappointment
because they hoped that discounting prices would drive new people to their product, leading to new continual business in
the future. The sad truth is that most customers claiming the vouchers are more interested in the discount than the service
or product. Leading them to chase the next deal, instead of building your loyal customer base.

I have very rarely seen businesses win by playing the short game on social media. You should always look to build longer



relationships with your community. The long-term social media strategies that have proven to work in driving sales are
developing content that grows the community, partnering with influencers that report and trust in your brand, and focusing
on what’s important to your buyers. If this is the base of your content strategy, you should build enough trust with your
community for them to take your sales drivers seriously. Instead of being overlooked as another hard-selling product, you
should come across as a trusted source with a valuable deal or product.
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