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Social Media for Coaches

Strategic Communication Online

This book revisits the relevant points in my
Social Media for Small Business Series and Recession
or Plenty: 7 Steps to Success in Business & in Life
through the lens of an independent business or life coach.

Quickest route to something usable in this
book:


Chapter 2: Creating Your Online Plan

It's important to be judicious in how you use these
online tools, and to create a strategy that helps you accomplish
your goals and doesn't waste your time. Take what you can use now
and leave the rest for another day. And remember to have some
fun!

The social media landscape changes very quickly, so
look for updates in future editions of this book and follow me on
Twitter @marilynmcleod. You'll find a link to the social
media book series Facebook fan page via www.CoachMarilyn.com.

Enjoy the book and your adventures in social
networking!

Join me online as we learn more together:
www.CoachMarilyn.com



Marilyn McLeod

San Diego 2010

* * * * *

Comments from some of Marilyn's clients:

"I am moved to provide the highest recommendation for
Marilyn. I have had the privilege of working with Marilyn for the
past few years. She has done a wonderful job of developing my
personal website. My site is highly complex involving many
articles, interviews, and videos. She has done a great job of
making it user friendly. I have received feedback from hundreds of
people about my site. It has all been very positive! Marilyn
deserves much of the credit for this success. Along with her great
technical job in developing my site, Marilyn has been a pleasure to
work with."



Marshall Goldsmith

Best-selling author: What Got You Here Wont Get You There,
Mojo!

www.MarshallGoldsmithLibrary.com

"Marilyn McLeod is one of those rare people who has
the ability to see potential beyond the obvious, and to bring
seemingly unlikely factors together in unique solutions. She does
this with a grace and respect for all involved, bringing out the
best of the people around her."



Gary Ranker

The Corporate Politics Coach, Forbes Top 5
Coach

New York and Australia

"There are coaches who will stir up your emotions,
give you an assignment and make you feel as if you can accomplish
anything, but when the work is in front of you, and the emotion is
gone, you wonder where the power you felt went and you feel you are
right back where you began. Not with Marilyn McLeod. Marilyn is an
excellent business coach. She listens to you, your vision for your
company and then with her expert business knowledge guides you to
fruition. She asks you the important business questions you may not
have considered or overlooked because of the variety of actions you
must complete. Her guidance, business acumen and insightful
information sets you on a path from overwhelm to achievement and
growth."



Victoria Medina, Professional Actor and
Photographic Artist

Numina Images, New York, New York
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liability, loss or risk taken by individuals who directly or
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represent any of the websites or organizations mentioned
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Introduction

As an independent coach you're already plenty busy.
Don't expect to use everything presented in this book. If you think
you have to do it all, it can be overwhelming. No one can do it
all. No one needs to do it all.

If you're a beginner, let me assure you. Everyone is
a beginner at some level when it comes to the Internet. Sure, I've
been focused on Internet technology and online marketing since
1996, so I suppose I could call myself an expert. Does that mean I
know everything about the Internet and computers? Not by a long
stretch. My knowledge is broad, from how to run a web server to how
to add video and optimize content for the web. Many of my
colleagues focus specifically on one technical slice of the
spectrum for their entire career.

Does that mean they know everything about their small
niche? I watch them continuing to study while their technology of
choice evolves or gives way to something new, and as the technical
or social landscape around their chosen field changes.

My point is were all still learning. So if you're new
to this, have hope! Just take one small piece at a time, and even
while you're still feeling somewhat lost and overwhelmed with the
many possibilities opening up to you, you'll also be surprised at
how quickly you become an expert in the eyes of people around you
who know less than you did before you read this book and started
playing with the ideas.

In this book I'll present a basic social media
approach so you can get the lay of the land and decide where to
begin. Some of the specific features I mention may have changed by
the time I finish writing this sentence. If my instructions don't
match your experience, look around the interface in case they moved
the link, or step back and think of the general concept and see if
there's another way to do what I describe.

This book can help you get started. If you need more
support, check my website for webinars, teleclasses and coaching
opportunities.



Marilyn McLeod

www.CoachMarilyn.com

@marilynmcleod
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 CHAPTER 1:

You as a Coach






You may think your product or service is your
starting point, but your key is closer to home. You are the one who
will be putting in the long hours to bring your vision to fruition.
You have to be healthy to carry this responsibility, and you have
to be happy to carry it long enough to make it work.

What makes you happy? What do you especially enjoy
doing, and who do you most like to spend time with? What are your
values? What roles most appeal to you? Define a role, career,
product or company that matches who you are authentically as
closely as possible.

As a small business owner, you are the most valuable
resource your business has. Without you, nothing in your business
happens. Your health and happiness are a primary consideration in
the long term success of your venture. Creating a life close to
your values helps your happiness level.

We get so busy in our lives doing what were supposed
to do, carrying out tasks handed out by someone else, that it's
easy to lose track of our own values in terms of our goals. The
more distance between what matters to us and our daily tasks as we
spend our precious time, the more likely we are to become tired and
discouraged, and the more likely to lose focus, burn out and forget
why were doing our work.

Happiness comes from following through on what
matters to you, so if you're checking off tasks throughout the day
that you know build on what you care about, it'll go a long way
toward increasing your enjoyment of your day. Your authentic level
of happiness comes through as you talk with clients and prospective
partners. People are attracted to sincere happiness and
confidence.

First take a step back and get clear on why you're
doing all of this. A clear focus will increase your ability to
become someone important to the people who matter to you.

What is your primary goal?


	
To increase traffic to your website or
blog



	
Get people to take a particular action



	
Improve your visibility, credibility and
authority



	
Increase incoming links for SEO



	
Add to what people find about you when they
do a search on your name



	
Boost your audience



	
Attract new prospects or make sales
effectively



	
Interact and build a community



	
Enhance your credibility and reputation



	
Build your expertise and thought
leadership





Who are you as an individual?


	
How do you want to be seen personally and
professionally?



	
What is your brand? What is your product or
service?



	
When you write in the social media arena,
write from that perspective.



	
Choose your core message, so you have a focus
as you make choices and decide what to share and how to share it
online.



	
What message would help you be seen as the
go-to person in your niche?



	
Ask yourself if you're really a top player in
your niche, and if you're not, what would it take to become the top
player?



	
Is the cost of gaining the fame worth what
you'll accomplish as a result of your efforts?





What do you need?

I suggest you have an idea of what you want long term
(this comes out of your core values), and also what you need in the
immediate future. See if you can find a way to satisfy your top
three needs now in such a way that it builds stepping stones toward
what you want long term.

Some needs you may have as you begin your
venture: Money Credibility Network, friends Something specific:
place to live, service you need, people to follow your cause,
etc.

What's Closest to Money, or ...

(fill in your top need, and your customers
top need)

You probably have a long list of products or services
you can offer. If not, take some time to brainstorm and come up
with a long list, unless you're already quite focused and know
exactly what you want as an outcome of your social media efforts.
Be flexible in your thinking. How can you adapt your current
expertise to your customers world?

Here are some practical questions that can help you
choose which product to focus on first:


	
What products/services/concepts that your
target audience is ready to buy, are closest to your number one
need or goal?



	
Which are most fully formed and ready for
market?



	
Which will take the least amount of effort
and resources to deliver to your customer?



	
Which are easiest for your customer to
understand and adopt?





Start with low-hanging fruit. Identify your top 1-5
products/services/concepts in order of which will fulfill your most
important needs in the shortest amount of time with the least
amount of effort.

Your Niche and Your Ideal Day

Have you ever taken time to consider how you would
spend your ideal work day if you could?

Would you sr art work in the early morning or work
late into the wee hours?

Would you be surrounded by people or safely isolated
behind your desk?

Would you arrive to a full schedule of appointments
or just show up and respond to the day as it happens?

Would you have a trusted support team or be able to
take care of everything yourself?

Would you be the expert or the person supporting the
expert?

What qualities would your ideal work environment
have?

What would you accomplish each day? ... for yourself?
... for your client?

Its worth taking time to get really clear about this.
You may not be able to experience your ideal day tomorrow, but
you'll be surprised, as you get clear and admit to yourself what
you truly value and enjoy, how circumstances can bring new
opportunities and circumstances your way that begin to fit your
hopes and intentions.

You and Social Media

As a small business, you're especially close to the
bottom line so you're always trying to do more with less. I know
you want to get more marketing exposure with fewer ad dollars. I
know you also want more results with less effort because you're
already too busy. The promise of social media is free advertising
to reach an unlimited audience. The cost in dollars is usually free
or very low. The cost comes in as time invested. I'm writing this
book to help you use your limited time in the most effective way to
support your business and personal goals.

This is a very social environment. As a small
business it's easier for you to blend into the social media world
because it's really about individual people. The culture is casual
and personal. It's about being authentic, humble, relevant and
helpful. Large corporations often have a social media presence, but
it's about their brand. They have individuals posting for them,
which is useful and often very effective, but as a small business
or entrepreneur your business is probably closely associated with
you as an individual, so social media is a more natural fit.

If you use your company brand and logo, be sure to
put a face to the voice of the person who's speaking for your
company. A good example is @ScottMonty, who is the social media
voice for Ford Motor Company on Twitter.

What makes social media so effective is it's set up
to be viral. It's communication and integration on steroids. If
your followers, friends or connections like what you've sent them
and think it'll help their network, they'll pass it along, giving
you credit (at least that's the overall culture of the social media
world). You provide valuable content that people want and this
naturally creates awareness for whatever your business model
is.

People want to be heard. If you respond to them with
interest and appreciation, it shows them they've been heard, and
they'll want to give back to you.

Because your social media efforts allow you to keep
your name and information in front of more people each time you
post a new message and possibly long after, social media can help
you retain people in your network. You can energize a certain
number of them to take action. You can find new people to add to
your network.

Your contributions and presence can enhance your
reputation as a reliable authority in your niche and help establish
your brand based on your expertise.

As you present yourself and make connections and
friends online, you show them how to find your online home base so
they can get to know you better. You can then lead them to your
offerings and give them a clear way to respond and ask for what you
offer. If you hear back any comments that sound critical, open your
heart, be authentically curious, and reflect on the need behind
their comment.

They've just given you their consulting services for
free. Look for the nugget behind the style of their message for how
you might tweak what you do to become even more unique and valuable
in your field (see Chapter 8: Universal Needs Chart).

* * * * *

 CHAPTER 2:

Creating Your Online Plan






Don't be afraid to claim a niche. Avoid being too
general. Make a statement from your point of view, from what you
know and what you care about. Focus on your original ideas. Help
people solve their problems.

My Niche:

What do you want people to do when they find you?
You'll want to provide a clear call to action on every post, every
website, social media site and message you put out there about you
and your business.

My Call to Action:

The first step in presenting yourself online is to
know how you want to be seen. This may seem simple at first glance,
but it may take some time to become clear. Don't use not knowing
exactly what you want your image and message to be yet as an excuse
for doing nothing. We all learn as we try things online. Join the
conversation and be one of the peeps helping our online world
evolve!

My Online Image:

Who do you want to interact with online? Customers,
prospects, thought leaders, influencers, peers, competitors, random
people you may meet, existing friends? What demographics are
important to you?

My Target Audience:

What key messages do you want your customers to hear?
You want to be seen as providing excellent content to your readers,
and not just noise.

My Key Message:

Write a paragraph or two describing your offering, or
make a list of phrases you can draw upon. Use benefit
statements.

What's in it for My Audience:

How I Want to Engage with Social Media:


	
As a fly on the wall Interacting with
current customers



	
Recruiting new customers As a one-way
distribution channel



	
Power networking



	
Provide support



	
Brand or reputation management





Visit: http://www.smashwords.com/books/view/10318
to purchase this book to continue reading. Show the author you
appreciate their work!
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