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How to Drive Client 
Engagement and Firm 
Growth with Social Media 



Chat live on Twitter 

Today’s Hashtag: 

 
 

  #hingesocial 



SMPS CEUs 

Hinge is an SMPS Approved Provider of continuing 
education units (CEUs)! 

 
Steps: 

1.  Register to attend our no-cost webinars  

2.  Attend the webinar 

3.  Email: jharrison@hingemarketing.com — 
Subject Line: SMPS CEUs webinar credit 

4.  Receive Certificate of Completion after 
attending webinar 

5.  Report your CEUs to SMPS 

 
 



Today’s Speaker 

Sylvia Montgomery, CPSM 
Senior Partner, Hinge Marketing 
smontgomery@hingemarketing.com 
 
 
Connect with me on LinkedIn:  
In/SylviaMontgomery 
 
Connect on Twitter: @BrandStrong 
 

Andrew Bates 
Director of Online Marketing, Hinge Marketing 
abates@hingemarketing.com 
 
 
Connect with me on LinkedIn:  
In/AndrewGBates 
 
Connect on Twitter: @AndrewBates 



Agenda 
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›  5 Roles of Social Media 

›  Developing Your Social Media Strategy 

›  Social Media Platforms and Tools 

›  Execution, Calendar, and Must-Haves 

›  What to Ask of Your Team 

›  Growth & Profitability 



5 Roles of Social Media for  
Professional Services 

1 - Word of Mouth (Cocktail Party) 
2 - Content 
3 - SEO (Search Engine Optimization)  
4 - Research 
5 - Talent Retention & Attraction 
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Word of Mouth 
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›  The cocktail party has moved online 

›  365/24/7 – Doesn’t eat up your gas and gets you home 

for dinner 



Content Promotion 
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›  The easiest and cheapest ways 

to promote your firm’s content 

›  Extends your reach 

›  Follow 80/20 



SEO (Search Engine Optimization) 

›  Search engines use social media popularity as another 
way to evaluate and rank your website 
 

›  “Temporal Relevance”: 
Information is shared in  
near real-time 
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Research & Monitoring 

›  Allows your business to qualitatively and quantitatively 
measure its: 
›  Brand, Products and Services 
›  Industry and Competition 
›  Market Influencers and Activities 
›  Audience’s Interests, Pain Points and Buying Signs 

›  Remember that your clients, prospects, talent and 
competitors are all going online to evaluate and validate 
who you say you are 
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Talent Retention & Attraction 

›  Gone are the days of CareerBuilder and Monster  
 
›  Social media recruiting is  

free or inexpensive 
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DEVELOPING YOUR 
SOCIAL MEDIA 

STRATEGY 



Developing Your Social Media Strategy  

1. Determine the purpose of your social media program  
2. Specify and research your target audiences  

3. Select the appropriate social media channel(s)  

4. Pinpoint program goals and measures  
5. Develop implementation tactics  
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1. Determine the Purpose of Your Social 
Media Program  
 

Does your firm need to: 
›  Develop new relationships? 
›  Promote educational content? 
›  Attract more qualified visitors to your website? 
›  Research your industry, competition and 

audience? 
›  Recruit new employees? 

 
 
*It’s important to get the executive, legal, creative, and web 
teams on the same page in the very beginning  
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2. Specify and Research Your Target Audiences  

Determine your target audience: 
›  Avoid being too focused on a specific audience 
›   In most complex B2B sales, there is rarely a single 

decision-maker 

Perform research: 
›  Systematically polling  
›  Online monitoring 
›  Manual research 
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3. Select the Appropriate Social Media 
Channel(s) 

Where do you begin? 
›  Many start by selecting the channel first – bad idea 
›  Research will determine where your audience 

participates 
›  And remember: you don’t need to do it all.  
 
For B2B: 
›  Start with LinkedIn  
›  Twitter and YouTube are often a good fit 
›  The A/E/C world should consider Pinterest  
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4. Pinpoint Program Goals and Measures  

Program goals and measures generally fall into 
three broad categories:  
 
›  Activity 
›  Reach 
›  Results 
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5. Develop Implementation Tactics  

Don’t guess – The proof cases and tips are out there 
 
 
Build vs. Buy 
›  Hire an internal resource – Long-term benefits 
›  Outsource – Expertise, Proven success, Training 
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SOCIAL MEDIA 
PLATFORMS AND 

TOOLS 



LinkedIn  

Over 225 million professionals users 
#1 social media network for B2B 
 
Best use: 
›  Relationships 
›  Thought Leadership 
›  Q&A Groups 
›  Talent Search 

Limitations: 
›  The smallest network measured by total users 
›  Inability to utilize multimedia (but changing…) 
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Example of Groups 

21	
  



Facebook   

Over 1.1 billion users 
The #2 most frequented website (Google is #1) 
 
Best use: 
›  Sharing images and video 
›  Humanizing your firm 
›  Strong engagement and sharing 
›  Awareness 
 
Limitations: 
›  Poor lead generation 
›  Low tolerance for formal marketing efforts 
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Example of Culture Posts 
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Twitter   

Over 500 million users 
The farthest reach of all networks 
 
Best use: 
›  Sharing any form of content 
›  Connecting with thought leaders and customers 
›  Using #hashtags to segment and follow topics 
 
Limitations: 
›  Posts limited to 140 characters 
›  Getting lost in the fire hose  
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Example of Content Sharing 
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Google+   

Over 500 million active users 
Fastest growing social network 
 
Best use: 
›  Free video conferencing (Hangouts) 
›  Benefits SEO 
›  Combines the best features of all networks 
 
Limitations: 
›  Businesses and consumers are still feeling out the 

network 
›  Users are early adopters and sophisticated marketers 
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Example of a Strong Profile 
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Pinterest  

Over 70 million users 
Based almost entirely on posting images  
 
Best use: 
›  Sharing and hosting images 
›  Showcasing A/E/C work 
 
Limitations: 
›  Low engagement 
›  Most users are hobbyists or B2C sharing product 

offerings 
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Example of a Pinterest Brand Search 
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YouTube  

Over 1 billion users 
The 3rd largest search network (Google #1, Facebook #2) 
 
Best use: 
›  Sharing multimedia content  
›  Strong SEO value 
›  Videos can be embedded in content like blog posts 
 
Limitations: 
›  Low engagement 
›  Content creation can be time consuming and costly 
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Example of Brand and Advocate Presence 
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EXECUTION, 
CALENDAR, AND 

MUST-HAVES 



Social Media Execution 

It sounds obvious, but even the best social media strategy 
fails if it never gets implemented.  
 
It takes: 
›  Commitment 
›  Stakeholders 
›  Calendar 
›  Monitoring and Analysis 
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Commitment 

How much time and resources do we need? 
 
One size does not fit all: 
›  Do your homework 
›  Determine the level of activity and sophistication of your 

industry 
›  Evaluate the resources at your disposal 
›  Don’t bite off more than you can chew 
 
If you lose momentum, you’ll lose your audience as well  
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Must-Haves 

›  The right skill sets 
›  Execution and analysis tools 
›  Engaging content 
›  Collaboration internally 
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Creating the Calendar 

Best Practices: 
›  Channel champions – assign and empower stakeholders 
›  Build tasks into schedules – ensure resources get the 

time they need 
›  80/20 – 80% of what you share should be others, 20% 

should be yours 
›  Continuous monitoring – analyze, evolve, analyze, 

evolve… 
 
You’ll be amazed at what you can do with just 30 minutes  
a day!  
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Content Calendar Example 
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WHAT TO ASK OF 
YOUR TEAM 



What to Ask of Your Team 

For each social channel, attach a staff member’s name:  
›  Accountability: If people see their names associated with 

something, they’re more likely to actually do it!  
›  Provide day-to-day activities  
›  Don’t make your team guess  
 
Double commitment:  
›  The amount of unique content your firm is producing will  

play a large role in how often you share 
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GROWTH & 
PROFITABILITY 



Focus on Social Media: High Growth vs 
Average Growth 
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Online Lead Generation 

›  Online marketing (including social) means more leads 
generated online 

›  The more online leads, the higher the profitability  
›  Firms generating 60% or more leads online are 

likely to be 2X as profitable as firms generating 
less than 20% of leads online 
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Complimentary Social Media Review 
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ü  For webinar registrants only!  
  
We’ll discuss: 
›  Recommendations for your top social media 

profiles 
›  Industry benchmarks and comparisons to 

competitors’ social media efforts 
›  Content recommendations and social 

execution strategy 
 

Simply respond to the webinar follow-up email. 
 

Simply respond to our follow up email. 
   

 
      



New Guide: 
The Social Media Guide for Professional Services 
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www.hingemarketing.com/library 

“Online Marketing for Professional Services” Book 

“Spiraling Up” Book 

“The LinkedIn Guide for Professional Services 
Executives”  

New Book: “Professional Services 
Marketing” 

Free Resources 



Thank you! Questions? 
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Connect with Hinge  
 

         www.hingemarketing.com/blog 

         www.twitter.com/HingeMarketing 

         www.facebook.com/HingeMarketing 

         www.linkedin.com/companies/Hinge 

 
www.hingemarketing.com 
703.391.8870 

 

Sylvia Montgomery 
Senior Partner, Hinge Marketing 
smontgomery@hingemarketing.com 
 
Andrew Bates (@ ) 
Director of Online Marketing,  
Hinge Marketing 
abates@hingemarketing.com 
 
 
 
Connect on Twitter:  
@HingeMarketing 
@BrandStrong  
@AndrewBates 
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