Posting with Purpose: Video Transcript

Something that comes up quite often in my consultations and on my 12-week
programme is social media.

A lot of people struggle with social media because they don't really know what they
should be posting about.

Or they've been posting for a while, but then running out of ideas and they're starting to
feel a bit burnt out.

Or they've been posting for a while but they just don't seem to be getting the results
they were hoping to get from it.

Now, this can often happen because you're approaching social media without a real
plan - you're posting without having any purpose behind your posts.

This can happen when you've been told “Oh you should be on social media, you need
to be doing social media,” so you've gone on there and just started posting in the hope
that something will stick.

Or maybe you have gone on with a strategy, with a plan, with objectives in mind, but
you've just lost sight of that a little bit. And maybe you've got distracted by some of the
wrong metrics and you're focusing more on going viral than actually what you set out to
do, which was to attract more of the clients you want.

So what I'm going to do in this video is teach you a really simple social media strategy
that | like to call posting with purpose.
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Posting with Purpose (01:14)

The idea behind posting with purpose is simple. All | want you to do is every time you
are putting a post on social media is think about two questions.

What is the purpose of this post?

Each post will have a different objective. Some posts will be designed to get
engagement and increase your visibility, whereas other posts will be there to promote a
specific product or service. And some posts might be there to help you establish
expertise, build trust with your audience, or demonstrate your credibility.

If you're looking at each post individually and thinking about the purpose of each post,
then you're going to be less concerned with the wrong metrics and more concerned with
whether you're actually achieving what you're hoping to.

The other question that | want you to ask yourself is what do you want people to do,
think or feel after reading this post?

It might be that you want them to take a specific action, so you want them to click
through to your website, read a blog post or watch a video. Or you want them to get in
touch by messaging you or emailing you. Or you want them to request some information
or something else.

Or it might be that you want them to think or feel something different. Maybe you want
them to start thinking about how your products or services could benefit them. Maybe
you want them to feel confident in you and confident in your expertise and confident that
you can deliver what you say you can.

And again, this will tie in with the purpose of your post. If you are trying to demonstrate
your credibility, then you’ll want people to feel confident in you once they have viewed
the post you're putting out.

So really think about the purpose of your post and what you want people to do, think
and feel after they have read your post.



3 types of content (03:06)

For simplicity, | like to break my content down into three key categories.

The first category is what | like to call ‘attract’. This is content that is designed to
increase your reach and grow your audience.

The second category is the ‘nurture’ category. This is content that is designed to
generate interest in what you do, establish your expertise or build that trust and
credibility.

And the final type of content is ‘convert’ so this is where you're promoting your products
and services.

We're going to look at each of these three categories in more detail and I'm going to
share the types of content that work well for these and some examples of content that

I've created myself.

Attract

(increase reach/grow your
audience)




Attract (03:55)

First up is our ‘attract’ category. The objectives of this type of content are:
to get likes and shares or to start conversations,
to gain new followers or build connections,
to connect with new audiences and
to attract potential clients into our community.
The types of content that work well to meet these objectives are:
Content that entertains people such as memes or quizzes or funny pictures.

Content that sparks conversations or gets people talking in your comments section.
A great way to do this is to ask a question inviting people to leave a comment.

Content that mentions others. So if you tag someone in a post or you tag a company
in your post then they are going to see that post and some of their audience will see that
post and they might even comment on that post or share that post, reshare that post
with their audience.

Using hashtags. This will be dependent on the platform that you're using. Some
platforms really like hashtags and this is a great way of getting your post in front of the
right people. On other platforms, hashtags are not really used or aren’t really important.

Trending topics. | don't advocate jumping on every bandwagon that passes through
town, but if there is something that is in the news or something that is current and it ties
in with your business or it ties in with your industry, then absolutely use these topics as
subjects for your content.

Being controversial. When | say controversial, | don't mean being antagonistic or
sharing really out there opinions. You could be controversial in other ways.

Maybe there's an opinion in your industry that is widely accepted, but it's something that
you disagree with, or you have a different viewpoint on so you can share that opinion
and be controversial in that way.

Or maybe you're talking about a controversial topic, something that sparks a lot of
debate. It doesn't have to get nasty. You can keep it friendly. You can keep it positive,
but sometimes being controversial can be a great way of getting a lot of engagement on
a post.



Insight into you or your company. Give people a little bit of insight into the person
behind the business, your values, your hobbies, your interests, things that make you
tick.

This doesn't mean that you have to share your deepest, darkest secrets. You can just
talk about general hobbies and interests that you think might be interesting to other
people.

Getting other people to promote you is a great way of increasing your reach or
growing your audience is getting other people to promote you or your content.

If you've written a blog post or you've made a video or you've shared something that
you think would be of interest to someone else's audience, then just drop them a
message and say, hey, I've got this, | think your audience might be interested in it, do
you want to reshare it?

So now I'm just going to share with you a couple of examples of where I've created this
type of content on my social media pages so that you can see how it works.



Examples of ‘Attract’ content (06:55)

So first up is a post that | wrote when | got a parkrun PB a few weeks ago and at the
end | asked who else is a parkrun fan.

Lisa Slater « You
Mentoring for Freelancers and Small Susiness Cumers
2y e Edited « @

| got a Parkrun PB this morning so I'm feeling pretty happy with myself.

| think Parkrun is something to celebrate - it's such a good thing for
communities.

It encourages pecpie to get out and do something healthy.

You can do it alone, or do it with friends, or de it tc make new friends
Parents run with their kids, pecple run with their dogs, couples do it
together, siblings, mates - there was even a hen do running at my local one
today.

And it's free.

All you need is a pair of trainers and your barcode.

How good is that?

People find plenty of stuff to moan about and aren't always good at
celebrating the good things.

Parkrun is 2 good thing.
And today | smashed it!

Who else is a Parkrun fan?

Parkrun is really popular, so | know a lot of people do parkrun or have seen parkruns in
their area, so | knew this would get a lot of people talking, but it also gives people a bit
of insight into me and shows them that | have hobbies and interests outside of business.
So you can talk about a hobby or interest that you have and then start that conversation
about it.



This next post was just a little bit of fun, asking what kind of LinkedIn user are you,
where I've taken song lyrics and I've tweaked them a bit to make them relevant to
LinkedIn. And then | asked people to let me know in the comments if they had any other
ideas.

Lisa Slater - You
Mentaring for Freelancers and Small Business Owners

What kind of LinkedIn user are you?

Craig David - "Gonna put a post out Monday. then I'll do another on
Tuesday, then | think I'll post on Wednesday and on Thursday and Friday
and Saturday. | do memes on Sunday.”

Radichead - "I'm a creep. I'm a weirde. What the hell am | doin’ hera? |
don't beloeng here.”

The Police - "Every post you make, every rule you break, every like you fake,
every pic of cake, I'll be judging you.”

Robyn - "I'm in the corner, watching you get likes. Ch oh oh. I'm right over
here. Why can't you see me? Oh oh oh. I'm just posting on my own.”

Jessie J - "It's all about the money, money money. | just want your money;,
money, meney. | don't wanna make your heart sing, | just wanna szll you
something.”

Ed Sheeran & Justin Bieber - "Don't think | fit in at this party. Everyone's got
so much to say. | always feel like I'm nobody. Who wants to fit in anyway?”

Other? Let me know in the comments...

So this was just a bit of fun and | knew it would get engagement. A lot of people
commented saying that they found it amusing. Some people put their own attempts at
song lyrics in the comments and it just got people talking. And it got me quite a few new
followers.



Another post that was designed to help me increase reach and grow my audience is this
one where | am giving a shoutout to a company that | gave us fantastic service.

Lisa Slater = vou
Mentoring for Freelancers and Small Business Owners
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Huge shout out to Jamie Grady and the team at West Yorkshire Electrical.

We've been thinking about solar panels on our house for a while, but never
really got around to doing anything about it.

A few weeks ago, we got two guotes - one from a big national company
and one from Jamie,

The sales guy at the national company was very slick and gave us a
polished presentation. It was clear he assumed our decision would be made
purely on price, so he did everything he could to "keep costs down” for us.
For example, suggesting we put all the panels on one side of the roof so
that we'd only need to pay for scaffolding on one side.

lamie, on the other hand, went through various options. He provided a
like-for-like guate (which came out cheaper), but also explained why he
thought it made more sense to put panels on both sides. He also showed
us what the difference would be if we had eight panels versus twelve, one
battery versus two and so on.

He gave us three different quotes and all the information we needed to
make the right decision.

We went with Jamie because he offered us a better solution - If we're
making a big investment, we'd rather pay a little more and get it right.

So yesterday, the scaffolders turned up at around 7:30, the electricians and
roofer arrived around an hour later, and by 16:30, our house was being
powered by the sun.

| can't believe how easy the whole process has been, how efficient the guys
were, and how neat they left everything.

If you have been considering solar panels for your home or business, get in
touch with West Yorkshire Electrical {even if you aren't based in Yorkshire
as | know they do go further afield toa).

Thanks Jamie Grady for all your help.

So we got some solar panels installed on our house and | wrote a post tagging the
person who sorted this out for us and his company and talked about why we chose
them over a competitor and what we liked about the service.

As you can imagine, he liked the post and commented on the post, which led some of
his followers to see that post. And he also reshared that post to his network and | got a
few new followers who saw my name come up and clicked through to my profile and
decided I looked like someone that would be interesting to follow.



This last example is a poll that | put out on LinkedIn.

Lisa Slater - vou
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Do any of these resonate with you as a freelancer or small business owner?

You either have too much wark or too little and you just can't seem to get
consistency - you're stuck in the feast and famine cycle,

Or you get enquiries and are always on calls or in meetings, but they never
seem to go anywhere, You get told “sorry, not this time' or you hear
nothing at all - you get ghosted.

Cr maybe you get plenty of clients but their expectations are ridiculous -
they want the moon on a stick, but they pay you a pittance. You feel
stressed out after every call with them.

Cr your clients are ok, but the work you get isn't the work you love, It pays
the bills but it makes you miserable,

Let me know if any of these apply to you right now - | might be able to
help.

Do you struggle with any of these as a freelancer or small
business owner?

You can see how people vote. Leam more
Stuck in feast and famine €@ 57%
Always getting ghosted @ 14%
Clients are too demanding @ 14%
Don't get enough work you like @ 14%

When you put a poll on LinkedIn, it tells you who's voted on your poll and which option

they chose. So what | did after | posted this poll was contacting anyone that voted on it
directly by messaging them saying “Thank you for voting on my poll. | noticed that you

picked this option. And here's an article that might help you.”

So for the feast and famine option, | was messaging people telling them, “here's an
article on how to avoid the feast and famine cycle - thought you might be interested.”
And the same with the getting ghosted, “here's an article on how to avoid getting
ghosted.”



So that's a great way that you can use posts to get engagement but then build on that
engagement by connecting with people afterwards and taking the conversation away
from the main feed.

And that brings me nicely on to the next part of using these ‘attract’ type posts.

The objective is to increase our reach and grow our audience, but we need to think
about what we're going to do next.

The first thing that we should be doing is engage with the comments. If people have
taken the time to comment on one of your posts or interact with one of your posts, then
you acknowledge that they've done that. Reply to your comments and start those
conversations, continue those conversations and acknowledge that people have taken
the time to engage with your posts.

You can start conversations using direct messages, as | did with my poll example
where | moved away from the main feed and contacted the people who engaged with
that post by messaging them directly.

You could also send people a freebie if they've commented on a specific post, so you
might have put a post out saying, “I've got some free content and anyone that
comments I'll send it to them.”

Or it might be that you do something similar to what | did, so if they've voted a particular
way on a poll, or if they've left a comment saying they have a specific problem, you can
message them and send them a freebie. This could be a link to an article or a video, it
could be a checklist, a guide, an ebook or something that you can give away for free
relating to that post that you've put out.

You can even tag them in a future post on some platforms, people will tag new
followers, “Hey, thanks to our new followers this week...”

It might be that you do events and someone’s commented saying, “this sounds really
interesting but | can't make this date.” When you do the next event and you put a post
out about it you could tag that person saying, “I know you couldn't make the last one but
maybe this date works better for you?”

And you can nurture them. Once you've got some new followers or new connections,
make sure that you're looking out for their posts and interacting with their content. Like
their posts or comment on their posts, or even start conversations with them in the DMs,
or share things with them that you think would be interesting.



Nurture (11:58)

That brings us on to the next type of content, which is your ‘nurture’ content. So the
objectives of this type of content can be to:

generate interest in what you offer

strengthen your relationship with your audience

establish your expertise

build trust and

demonstrate your credibility.
Types of content that work well to help you achieve these objectives include things like:
Giving tips and advice
Sharing news, information or industry updates

Sharing your knowledge and experience and showing people that you know what
you're talking about.

Sharing common mistakes you see people make and talking people through how to
avoid them.

Using frequently asked questions.

Frequently asked questions can be a great subject for content, because if you're getting
asked these questions face to face, then there are probably people out there who aren't
asking you the questions who want the answer to those questions.

So use these questions as the subject of your content and answer these questions for
the people who might have those questions in mind but might not be asking them.

So again, I'm just going to share some examples of where I've created this kind of
content.



Examples of ‘Nurture’ content (13:10)

This first example is a video that | have. It's actually a clip taken from a longer video
about how to get your content seen by more people, but in this particular clip, I'm talking
about how it's better to get fewer people seeing your content, and one of them

becoming a customer than getting loads of people seeing your content and none of
them becoming a customer

Is it better to get 100 views of a post and one of those views turns into a
paying customer or to get 100,000 views and none of those views turns
into a paying customer?

know which | prefer.

Stop focusing on views and start focusing on conversions.




This post is just a straight-out text post where I'm talking about a big mistake people
make with their content being only sharing it one time. This is a mistake | see a lot of
people making with their content. They think that they have to come up with new
content every time they post. You don't. It's perfectly fine to reuse content to reshare the
same posts or to share blog posts or videos multiple times, even to share the same
posts that you've shared before.

Lisa Slater - You
Mentoring for Freelancers and Small Business Owners
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The biggest mistake you can make with your content is only sharing it in
one place, one time.

One of the most common things clients tell me in my consultations is they
struggle to come up with new content ideas or social media posts every
day.

And | tell them all the same thing - you don't have to.

You don't have to come up with a unique post every time, You can reuse,
recycle, and repurpose content over and over.

Who is going to remember a post you shared six months ago?

And even if people do recognise it, so what? We see the same TV ads over
and over. It's not a big deal.

Your bast content should be like 3 good pair of jeans - something you can
get plenty of wear out of.

So don't be scared of sharing your best content multiple times,

It's far easier than coming up with new stuff every day.

We see the same content a lot and when you share something on social media and not
all of your audience is going to see it that first time you share it. And even those who do
see it in their feed might not be paying attention. They might not be focused on it,
they're just scrolling. But the next time you share it, they might see it.

Or it might be that they see the content and think, “oh, that's interesting, | want to read
that but | haven't got time at the minute” and then they forget about it.

But then when they see it a few weeks later, they think, “Oh yeah, | wanted to read
that.”

So it's worth sharing content over and over again.



And then this example is part of a carousel, so it's a slide show where I'm just talking
people through how to turn their copy around so it talks more about the readers than
themselves.

You wouldn’t walk up to someone at a networking event and just start talking
about yourself, so why do it in your copy?

"We are a leading provider of X. We offer a range of solutions. We are competitive
on pricing. We are experienced. We are friendly. We, we, we..."

Same applies to I.

"l would like to introduce myself. | have a wealth of experience in X. | am
passionate about helping my clients. | am friendly. | am approachable. I I, [.."

Stop opening your copy by talking about yourself. Start talking about your readers
instead.

We offer next day

You'll get your go

We offer a range of pac

Choose a package to suit your needs

We don't tie you into long-term contracts

You can cancel at any time

So these are just a few examples of where | am showing my expertise and
demonstrating to people that | know what I'm talking about.



Convert (15:00)

So the final type of content we are creating is our ‘convert’ content.

This is the content that is designed to move people to the next stage of the funnel. And
that might be that you want them to make a commitment such as signing up to your e-
mail list or subscribing to your e-mail list.

It might be that you want them to make an enquiry. It could be that you want them to
request some information (like to request a brochure or something like that).

It could be that you want them to book a call, appointment, or consultation. Or it might
be that you want them to make a purchase.

Essentially, this is the type of content where you want people to take a specific action.
And the type of content that works well for this is:

Talking about problems that you solve. So showing people the problems that you
solve and then telling them how you solve those problems for them.

Talking about different outcomes that you can deliver.

Sharing testimonials or case studies that demonstrate where you've actually done
this, where you've actually solved these problems or delivered the outcomes that you're
promising.

Sharing special offers if you've got any special offers on.
Or promoting a specific product or service, so just advertising your products and
services, letting people know what it is that you sell so that if they are interested, they

know how they can get in touch with you and how they can get access to that product or
service.



Examples of ‘Nurture’ content (16:22)

So again, I'm just going to show you some examples of where I've created this type of
content myself.

This first one is a straightforward text post where | am outright saying “I help people
attract more of the clients they want” and then explain how | do that.

Lisa Slater - You
Mentering for Freelancers and Small Business Owners
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| help people atiract more of the clients they want.

&

How?

By figuring out who they want to attract, teaching them how to create
messages that resonate with those people. and showing them how to get
those messages in front of their ideal clients.

If you're not attracting the kind of clients you want, let me help you. Drop
me a3 message to get startad,



In this next post I've shared some feedback that | got from a client, so this was a
recommendation that | was left on LinkedIn. | have turned that into an image and then
I've written a post about it talking about how when you work with me one-on-one, you

get the best of me.

Lisa Slater » You
Mientoring for Freelamcers and Small Business Owners
imo s @

‘What do you get when you work ene one-cn-one with me?
You get the best of me,

Whether it's 2 20-minute session or my 12-week programme, you get
100%.

| der't hold back the ‘good stuff so | can try and upsell later.

| share whatever parts of my knowledge and expertise are going to help
you achieve your goals,

Simple,

want to hear it, but | trust Lisa

truth for my own g

miation,




This post is another carousel with different slides talking about the different things | can
help with in my 90-minute sessions and sharing some testimonials and feedback from
clients who have booked those sessions with me in the past. And in the text part of the
post | have included a link for people to then go on to book a session with me.

Lisa Slater » You
Mentoring for Freelancers and Small Susiness Cwners
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It’s all about you!

That's right. When you bock a consultation with me, it's all about you. It's
not a sneaky tactic to get you in my sales funnel or try and upsell you to
some pricey package.

| want to give you as much value as possible in that 90 minutes and leave
your brain spinning with ideas that you're excited about.

If | could de my sessions free | would, But | married fer love not money and
unfortunately, love doesn't pay the bills. So there is a teeny tiny fee cf £180
per session (inc. vat), which when you think about it is a bargain price to
access my brain for 90 minutes.

Plus, if it turns cut | can't help you or you don't feel like you got value from
our time together, I'll refund your pennies. Can't say fairer than that.

So go on, what are you waiting for? Get your 80 minutes bocked
here: https://Inkd.in/e5zPVXq4

Borrow
My Brain

(&2)

WHY BOOK
90 MINUTES ., -
o%

WITH ME “

G




And this one is my promo video and the text that I've put with this is the script from the
promotional video so that if people don't want to watch the video, they can just read the
text that goes alongside it.

This is written in the form of a poem so it's a bit of fun, but it's also telling people about
the problems | can solve.

Lisa Slater « You -
mtentoring for Freelancers and Small Business Owners
Zma » Edited « @

Has marketing got you all in a mess?

It's supposed to be fun, but it just causes stress,
Everyone’s telling you what you should do,

But none of it seems to be working for you.

Well good news, my friend, the solution is here,
A session with me will help you get clear.

For a full 30 minutes you can borrow my brain,
And learn how to play the marketing game.

Get content ideas, tips and advice,

And all for a very affordable price.

Because marketing doesn't have to be tough,
Sometimes the simplest things are enough.

An interesting bleg, an engaging email,

Or a well-written ad can win you a sale,

You don't need to go to ridiculous lengths,

| can show you how to play to your strengths.

S0 boeok a session with me, it's easy to do,
Mo more excuses — over to you.

To increase your sales by a healthy amount,
Let me help you Make Your Copy Count,

https://Inkd.infe5zPVXg4

So it's talking about a specific problem people might be struggling with and then telling
them how | can help them solve that problem and why they should book a session with
me.



So there are ways of promoting your products and services without having to be pushy
or sound too spammy.

A lot of people do worry about this. They find it hard to promote themselves or sell
themselves because it feels uncomfortable to them.

But you can do it in a way that doesn't feel awkward or uncomfortable for you. And | can
teach you how to do that if you are interested in learning how to write sales copy that
doesn't feel uncomfortable to you.

Recap of three types of content

So there we have our three types of content. We've got our ‘attract’ content, this is the
content that's going to help us increase reach and grow our audience.

We've got our ‘nurture’ content, the kind of content that is going to generate interest in
what we do, establish our expertise, build that trust and demonstrate credibility.

And then we've got our ‘convert’ content, the content that is going to help us promote
our products and services and get our clients to the next stage of that sales process.



Common mistakes (18:55)

Now we've covered the three types of content. | just want to quickly mention some of
the common mistakes | see people making with their social media.

The first mistake | see people making is focusing too much on the first type of content,
the ‘attract’ content. This is the content that is going to get the most likes and views.
That's what it's designed for. That is the purpose of this type of content.

But what often happens is people see that this type of content gets more likes and
views than the ‘nurture’ content or the ‘convert’ content, so they stop posting that type of
content. They stop posting top tips and advice or they stop posting promotional content
because it doesn't get as many views.

This is a mistake because if you're only posting content to get views and grow your
following, you're just going to build a big audience but never actually convert any of that
audience into paying clients.

In contrast, some people only share the second type of content, so they focus on giving
value, giving tips and advice, showing they're an expert in their industry, giving people
that valuable information. And this is great. We want to be doing that. We want to
demonstrate that we're credible and that we know what we're talking about.

But we also have to let people know what we sell because if you're not telling people
what you sell, they won't necessarily make that connection between the value that
you're adding and the stuff that you actually do that's paid.

So make sure that you are mentioning in your products and services and promoting
yourself because it is important to tell people what you're doing and ask for the sale.

And then of course, you've got the people who only share the third type of content, who
only share promotional posts, who only appear when they've got something to sell or
promote.

And it's not always necessarily that they're promoting paid services. Sometimes, for
example, people offer free events and they'll turn up and talk about the next the date of
their next event.

“Our next event is on this date. Make sure you book your place here.”
“Only one week to go until our next event. Book your place here.”
“Only three days to go until our next event.”

“‘Don't miss out on our next event.”

“Last chance to book our next event”



And then they'll disappear for a month, and then they'll pop up again with, “Hey, we've
got another event on this date - make sure you book.”

So they're only turning up on people's feeds when they've got something to sell or when
they're trying to promote something. And this can be annoying for people because
social media is about give and take. It's not just about sell, sell, sell.

It's about engaging with people and building those relationships. So don't fall into the
trap of only posting one type of content. Make sure you are creating a good mix of each
type of content:

The ‘attract’ content to help you grow your audience.

The ‘nurture’ content to help you establish credibility, build that trust and establish your
expertise

And then the ‘convert’ content where you're telling people what you actually sell so that
they can engage with that and move to the next stage of your sales process.

Another mistake | see people making is not engaging with other people's content. Make
sure you are being social.

A great way to expand your following is by engaging with other people's content liking
posts, commenting on other people's posts, and resharing other people's posts. So
make sure you are engaging with other people's content and you're not just post, post
post, without giving anything back to your community. Once you've got those followers
and connections, make sure you are engaging with them.

Another mistake is not replying to comments and messages. If people are commenting
on your post, make sure that you are replying to those comments and acknowledging
that they have taken the time and effort to comment on your post.

And if people are messaging you, if they're asking you questions about something
you've posted or about your products or services, or they're trying to engage you in
working with them, make sure you are replying to those messages.

And that brings me on to the next mistake | see a lot of people making, which is not
moving people to the next stage. People can be very good at growing a big following
and getting those connections, but then they don't actually do anything with that
following.

As | said, when we were talking about the ‘attract’ type of content, you want to be
nurturing these people. So once you've got their attention, once you've attracted them to
you, how are you then moving them to the next stage? How are you engaging with them
and nurturing them and getting them to join your e-mail list or join your webinar or book
a call with you or do business with you?



And then the final mistake | want to mention is being inconsistent with social media.

I'm not suggesting that you need to be constantly on social media dedicating hours a
week to social media or posting every day. But what you often see is people will come
on to social media, have a flurry of activity, post loads and loads of content, and then
suddenly disappear for months on end.

And this is what you don't want to be doing because this can seem like you're only
turning up when you need something.

People often do this when they go through busy periods. They switch off their marketing
because they're too busy to bother with it, or when they're not so busy, they start doing
loads of social media activity because they need to get those leads.

The best way to avoid the feast and famine cycle is to be consistent with your
marketing. So even when you're really busy, you still need to be marketing yourself. You
still need to be visible.

And it's really easy to do with social media because you can schedule content to go out,
you can pre-write posts, you can create a bank of content.

So even if you haven't got a lot of time to dedicate to social media, you can still be
putting content out there consistently so that you're still visible to your clients and your
potential clients.



Build a content bank (24:57)

The last thing I'm going to cover is how you can build a content bank so that you've got
some content ready to go when you're not feeling creative, when you can't come up with
new ideas or when you're just too busy to spend a lot of time on social media.

So | want you to just take 10 to 15 minutes to write down some of these things:

Problems you solve, so try and think of as many problems that you solve for your
clients. And they can be really specific problems as well. So think about clients that
you've had in the past. What problems did they come to you with? What problems do
you commonly see people having that you can help with?

Outcomes you deliver. What kind of results do you get for your clients? What things
do you help them with?

Frequently asked questions or questions that you've been asked recently by potential
clients or your existing clients. What questions are you getting asked that you could turn
into social media posts?

Common mistakes you see people making. What common mistakes do you see that
you can help people avoid?

Top tips. What are the top tips that you're frequently sharing with people? Tips you're
giving out when you're talking to people at networking events or when you're having
meetings with clients.

Once you've got these ideas listed, turn them into social media posts. Spend a little bit
of time pre-writing a handful of social media posts so that you've just got some of those
posts ready to go whenever you need them.

The next thing | want you to do is go through your client reviews.

So whether that's LinkedIn recommendations, Google Reviews, Facebook reviews, or
emails that you've had with nice feedback.

Think about how you can use these reviews as direct quotes, turn them into images or
use them as screenshots in social media posts to help demonstrate that credibility.

Then | want you to go through any existing blog posts or videos that you've got and
find any that are still relevant that you can reshare and repurpose and use as content
going forward.

Make a list of the links to all these blog posts or the links to these videos, or put them all
in a file where you can easily find them so you can use them on social media when you
need them.



And then finally go back through your social media. If you've already been using social
media for a while, have a look at past posts and find any that are still relevant that you
could rewrite or reword slightly or just recycle as they are (because it's fine to reshare
some of those posts that you've shared in the past).

Once you've got your newly written posts about the problems you solve, your frequently
asked questions and those kind of things, and your client reviews, blog posts, videos
and past posts that are still relevant, you’ve got a content bank. When you are too busy
to come up with new content ideas, you've got plenty of content there that you can use
so that you can stay consistent on social media.

And always make sure that you are constantly thinking about the purpose of each post.
Why are you posting that post? What do you want people to do, think or feel once
they've read that post?

So that's my ‘Posting with Purpose’ strategy.

There's not really a right or wrong way to do social media. The important thing is getting
the results you want from it.

If you're already getting the results you want, then keep doing what you're doing. But if
you're struggling to get the results that you want, then approaching social media with a
little bit more structure and posting with purpose can help you improve on those results
and start attracting the kind of clients that you want.

| hope you found this content useful and have taken some action points away from it.

If you would like a little bit more support, you can book one of my social media strategy
sessions where we'll work together one-on-one to figure out a full social media strategy
for you so you can start getting more of the clients you deserve.



