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WHY OFFLINE 
BUSINESSES HIRE SOCIAL 

MEDIA CONSULTANTS

Offline businesses are increasingly hiring social media consultants to help them establish and 
maintain a presence on sites like Facebook, LinkedIn, Google+, and Twitter. These sites are extremely 
popular and useful for businesses to market themselves. A social media consultant helps them create 
a profile, engage their followers, and leverage their online presence to increase their bottom line.

Social media is absolutely critical for businesses 
today. Customers expect to see their favorite 
businesses on social sites and to engage with 
them. On some sites, such as Google Business and 
Yelp, a business may already have a listing even 
though it didn’t create it. Social media is essential 
for building a company’s brand and 
communicating directly with customers, so it’s 
even more important for them to be in control of 
it.

SOCIAL MEDIA IS CRITICAL

Very few offline businesses find social media easy 
to use. Many are dubious about its value, or just 
don’t know where to start. They don’t have the 
online background to do it themselves and they 
need the direction of a consultant. Even 
something as simple as maintaining a Facebook 
Fan Page may overwhelm them. They don’t know 
what to post or how to engage with their 
customers.

MOST OFFLINE BUSINESSES 
DON’T KNOW SOCIAL MEDIA
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For social media to work, it needs to be fully 
integrated with a business’s website and offline 
marketing.  For example, a promotion on Twitter 
can offer coupons for a business’s offline 
location. Blog posts and promotions can be 
announced on Facebook. Buttons and widgets 
help to connect websites with social media 
profiles. But, there are relatively few offline 
businesses who have the experience or technical 
savvy to do this in a professional manner.

SOCIAL MEDIA INTEGRATION

Some businesses seek consultants because 
they’ve done their own social media and feel that 
they've failed at it. They may not feel comfortable 
engaging their customers online. If you’re not a 
strong writer, for example, providing a steady flow 
of good content may be difficult.

ONLINE SOCIAL ANXIETY

Any business can learn social media and do it 
in-house, but this takes time. Even if a business 
can manage its social media presence, it may put a 
drain on precious resources. A social media 
campaign needs daily management in order to be 
effective. Many businesses consider it well worth 
the money to outsource to an expert who can 
handle this for them, and do a better job at it at the 
same time.

THE TIME COMMITMENT
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Finally, businesses hire consultants because the 
numbers tell them to. Studies have shown that 
effective use of relevant social media helps 
increase a business’s ROI. For a growing company, 
the cost of a consultant is money well spent for the 
increased exposure the business gets.

Demand for social media consultants is high and 
this can be a lucrative career if you have 
experience with social media. But one word of 
warning – you have to be good at what you do. 
The market is flooded with people claiming to be 
social media experts. Make sure that you can 
deliver before you start offering your services. 
You need to prove to them that you can get 
results.

BETTER RETURN ON INVESTMENT

DO YOU HAVE WHAT IT 
TAKES TO BE A SOCIAL 
MEDIA CONSULTANT? 

You know your way around Facebook and Twitter pretty well, so why not offer your services as a 
social media consultant? The need for this service among offline businesses is high and rising. The 
only trouble is that everyone and their dog believes they can do it and not everyone actually can. 
Before you decide to sell yourself as a social media expert, make sure you’ve got what it takes to run 
this type of business successfully.

If you’re going to be convincing businesses that 
they need your services, you’d better have 
excellent social media skills that get results for 
clients. A Facebook fan page with 300 fans isn’t 
enough. You have to know all of the major social 
media sites inside and out. You need to be able to 
quickly determine which actions are going to get 
the results your clients want. It can make a huge 
difference if you already have experience helping 
a business with social media, even if it’s just a 
friend’s company that you helped out for free.

SKILLS THAT GET RESULTS
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Obviously, you need your own social media 
presence and it should be impressive. This is your 
calling card as a social media consultant. Consider 
it your portfolio for getting jobs. Make sure you 
have profiles on all of the major sites with an 
actively engaged following to show clients what 
you’ll do for them. It’s best if your profiles aren’t 
all in the IM niche, since that’s not where you’ll 
find the bulk of your clients. You could have 
profiles related to hobbies, interests or, even 
better, other businesses where you’ve built up the 
social media side of things.

YOUR SOCIAL MEDIA PRESENCE

In order to work successfully as a social media 
consultant, you need to be an excellent 
communicator. In fact, any consultant in any field 
needs this skill. The ability to empathize with and 
understand your clients can mean the difference 
between a happy customer and a disgruntled 
prospect. Know what your clients and prospects 
need and make it your job to help them get it. 
Successful consultants have a customer-focused 
mindset.

GOOD COMMUNICATION

If you don’t feel comfortable working closely with 
clients to figure out their needs and pitch your 
solutions, you’re going to have a tough time 
getting customers. Many offline businesses still 
don’t see the need to hire a consultant and it's a 
big investment for them. You need to explain to 
them the benefits of hiring you, as well as the 
specific qualities that make you unique among 
other consultants. As you work with clients, you’ll 
have to educate them about social media and the 
different activities you’re doing. Social media 
benefits can extend into many areas, so you may 
also need to explain concepts such as branding, 
online marketing, and SEO.

SELLING YOUR SERVICES
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Are you ready to get started as a social media consultant? If you’ve got the social media skills, the 
communication skills and the marketing savvy, you’re off to a good start. But there are a few other 
things you’re going to need to have in place before you can start actively marketing and prospecting 
for clients.

What you’ve read above are only the most basic 
essentials. Any other unique skills or experience 
you can bring to the table will help. Keep in mind 
also that you’ll need to be aggressive in finding 
clients. It’s not enough to simply build your site 
and wait for clients to contact you. Social media 
consulting is extremely competitive and the 
market is growing steadily. In order to carve out 
your own niche, work on proactive marketing and 
personally approach prospective clients with 
your offer.

GETTING CLIENTS

WHAT YOU NEED TO GET 
STARTED AS A SOCIAL 
MEDIA CONSULTANT

Your website is effectively your office and 
marketing hub at the same time. It should describe 
your services and sell the benefits to prospective 
clients. Your copy should always be in clear 
language that any businessperson can 
understand. Post your general rates and some 
testimonials from people you’ve helped before. 
Make your site is search engine optimized for 
well-selected keywords.

YOUR CONSULTANT WEBSITE
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Make a list of all of the services you offer and the 
benefit of each for your client. Explain as 
specifically as possible what each service entails 
and avoid using jargon. For each service, explain 
how it will impact their business in terms of 
potential results and problems solved. Avoid 
using the words “I” or “we”. Instead, make the 
language all about your clients. Explain a little 
about what your services entail. You can be sure 
that customers will ask you to do extra things for 
them which may not be covered in your services, 
but you can discuss these and other details later in 
contract negotiations.

SERVICES AND BENEFITS

If you outsource anything, tell prospects about 
this upfront and stress the expertise and track 
record of your team. Your clients need to know 
that there are other individuals or companies 
involved. For example, tell them that all of their 
content will be created by a professional content 
writer you work with. Be transparent about what 
you outsource and why.

IDENTIFY OUTSOURCERS

Before you launch your consultancy, you’ll need 
solid marketing materials that explain what you do 
and how it helps your customers. Use all kinds of 
media, including videos, print brochures, online 
written content, and whatever else you can. Make 
sure that everything has a link back to your site.

MARKETING MATERIALS
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Outline each of your processes so that clients 
know exactly what you’re doing and you have 
clear systems in place. The first process should be 
how to get started with the client. You may need 
something from them such as a written profile to 
get the ball rolling. Established processes give 
clients peace of mind that you know exactly what 
you’re doing and there won’t be any surprises. It 
also helps to get them involved in each of these 
processes. When you get into real specifics, you’ll 
also need to attach a timeframe to each process.

OUTLINE YOUR PROCESSES

Without testimonials and social proof, you could 
be any fly-by-night consultant looking to make a 
few bucks. If you need to, do a few free jobs for 
friends or business associates in order to get a 
track record going. Good testimonials help you to 
stand out from the pack and they prove to 
potential clients that you can get results.

GET TESTIMONIALS

Try to anticipate the questions clients will ask you 
and have answers prepared. One thing they’re 
sure to ask is why they should hire you and not any 
of the other thousands of social media gurus out 
there. They may ask why you charge what you 
charge or they may object to a certain strategy. As 
you gain experience talking to clients, make a list 
of these questions and appropriate answers. You 
can even put them into a formal document to give 
prospects, as well as an FAQ page on your 
website.

ANSWER THEIR QUESTIONS
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Make sure you have accounts set up on all major 
social media sites for your new consultancy 
business. This is obvious but lots of newbies forget 
to do it.

Once you have all of these things in place, you’re 
ready to get started. But don’t stop improving 
your marketing. Keep seeking testimonials, adding 
potential questions to your list, improving your 
services, and updating your marketing materials. 
And make sure you always keep up with what’s 
happening in the social media marketplace!

YOUR SOCIAL MEDIA 
CONSULTANT PROFILE

WHAT SHOULD YOU 
CHARGE FOR YOUR SOCIAL 

MEDIA SERVICES?
One of the most common questions for people just getting started with a social media consulting 
business is, ‘How much should I charge?’ Unfortunately, there is no perfect answer. There’s no 
standard going rate for social media services and prices vary widely. It’s a decision you have to make 
yourself, but here are some good ways to determine pricing that’s suitable.

The golden rule for pricing freelance services is to 
estimate how long the work takes, decide on an 
hourly rate, and charge accordingly. Take each 
task and time it as you complete it. Add a little bit 
of padding for problems that could come up. 
Decide how much you’d like to make per hour and 
set a price so that you’ll make that hourly rate.

Let’s take the example of content writing. Let’s 
imagine that you can write two blog posts in an 
hour. You want to make at least $30 an hour. This 
means you should charge $15 per blog post.

TIME YOURSELF
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Your hourly rate is actually your minimum and 
you can probably do better. Spend some time 
looking at social media consultant websites and 
see what they’re charging. You can ask friends, 
colleagues, clients who have hired social media 
consultants, or people on forums. You’ll get a lot 
of different answers, but look at the middle price 
range or average to help you set your price.

CHECK OUT THE 
COMPETITION

You might be tempted to offer your services 
cheaply since you’re just getting started, but it’s 
wiser not to do this. Price equals value, and if you 
price yourself too cheaply, you lower the value of 
your services in your clients' eyes. Comparing you 
to other consultants, they may wonder why you 
charge so little. On the other hand, if you charge 
too much you’ll price yourself out of your market. 
Go for a middle price that’s profitable and 
comfortable for you.

TOO LITTLE OR TOO MUCH

One way to tell if you’re pricing yourself too high 
or too low is to listen to your clients. If they hire 
you for one job and then disappear when it’s over, 
this probably means they weren’t happy with the 
value you gave them (whether it was the price or 
the actual service). If you have repeat customers, 
and especially those who tell their friends, this 
mean that your price is right and you’re delivering 
the value clients expect.

LISTEN TO FEEDBACK
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When you first set your rates as a social media 
consultant, this should be the least you’ll ever 
make. Over time, gradually raise your rates as you 
accumulate experience and a reputation for 
quality. Each year or so, raise your rates for new 
clients. You can choose whether or not to raise 
your rates for old clients; some do and some don’t. 
The idea is to keep earning more as your skill and 
experience increase.

HOW TO RAISE YOUR RATES

WHERE TO FIND 
CUSTOMERS FOR YOUR 

SOCIAL MEDIA 
CONSULTANCY BUSINESS

Demand for social media consultants is high and rising. So many businesses need help establishing 
and leveraging their presence on sites like Facebook, LinkedIn, Google+ and Twitter. But where are 
these desperate businesses? Part of your job as a social media consultant is to find them and put your 
offer in front of them.

The first step is to define exactly who your ideal 
customer is. For example, it may be a small offline 
business owner who is a newbie at online 
marketing; or it could be an established online 
business that's not seeing the results they want 
from social media. You could also specialize in 
very specific businesses, such as dental offices or 
spas. Once you know exactly who your customer 
is, the next step is to figure out where they hang 
out. This could be either online or offline. 

WHO IS YOUR IDEAL CUSTOMER?
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The best way to get started is with friends, family 
members, and acquaintances. Make a list of 
everyone you know personally who could use 
your help or who know others who could benefit. 
Include in this list clients you've done other work 
for and local businesses that you use. For 
example, your dentist may have a weak social 
media presence that you could help them with. In 
addition, your friends and family have a network 
of their own they might be able to refer you to. It's 
easiest to approach people you know at first 
because you already have trust and rapport with 
them.

SPREAD THE WORD

Create your own website that details your 
services. With a little SEO work, this will attract 
clients to you. However, it's not just enough to 
build a site and wait for clients to come. Before it 
gains momentum and you have a reputation, 
you'll need to get out and actively find clients.

Sharing great content and interacting on social 
media are examples of inbound marketing, where 
people see the value you offer and come to your 
site or call you themselves. Outbound marketing 
means getting out there and actively approaching 
prospects yourself. You've identified your target 
customer and where they hang out; the next step 
is to put your offer in front of them. If you're 
targeting offline businesses, get on the phone and 
call them. Participate in local community events 
and meet people. If your clients are online, join 
forums they belong to and advertise on websites 
they use.

INBOUND AND OUTBOUND 
MARKETING

Of course, you should use social media to 
promote yourself. If you're a social media expert, 
you should be active on sites such as Facebook, 
Twitter, LinkedIn, and Google+ anyway. Take 
advantage of each site's unique capabilities and be 
active on all of them. Make connections and join 
groups where you'll be visible.

SOCIAL MEDIA PROMOTION
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Like almost anything else, it's all about who you 
know. Networking is essential for getting clients. 
Attend offline industry conferences related to 
social media and get to know people. Rub 
shoulders with other social media consultants and 
you'll get ideas on how to improve your business 
as well as referrals for work they can't or don't 
want to do.

NETWORKING IS KEY

The goal of your efforts should be to build a list of 
long-term clients who give you steady work. The 
advantage of doing this is that you only have to 
establish your relationship with them once. 
Because you've been working with them steadily, 
they'll be easier to communicate with than new 
clients. With a solid base, you'll be able to charge 
more for new clients and turn away work you 
don't want or need.

THE GOAL OF YOUR MARKETING

TIPS FOR BUILDING 
RELATIONSHIPS WITH 

LOCAL CUSTOMERS

Getting your first clients for your social media consulting business is just one small step. To really 
create a viable long-term business, you need to build relationships with people in your local 
community. When you do this, you're known for being helpful, knowledgeable and reliable, which 
goes a long way in getting you future clients. It also makes you the “go-to guy/gal” in your community 
for social media help.
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A great way to become better known in your 
community is to teach social media. You have 
unique knowledge and experience that business 
owners can put to use themselves. This does two 
important things. One, it shows that you're a 
helpful member of the community. Two, it gets 
businesses started using social media, and when 
they need help managing their campaigns, they'll 
come to you. 

Create both online and offline courses to help 
local business owners get off the ground socially 
and offer those courses for free. Think of it as free 
advertising that will pay off in spades in the long 
run.

TEACH SOCIAL MEDIA 101

Get involved in non-business activities in your 
community. Join local clubs, charities, 
organizations, and other groups. When you get to 
know people on a personal level, it builds trust. 
Remember, customers buy from people they 
know, like and trust. When you're a visible, active 
member of the community, people will naturally 
come to you when they need help online.

BUILD NON-BUSINESS 
RELATIONSHIPS

In every community, there are highly influential 
people. If you get to know these people, they'll 
become your advocates. Influencers know 
everyone in the community and people in the 
community tend to listen to what they have to say. 
An endorsement from this type of person goes a 
long way in establishing your reputation. A great 
way to find key influencers is to join your local 
Chamber of Commerce or a popular social club.

GET TO KNOW INFLUENCERS

Get involved in non-business activities in your 
community. Join local clubs, charities, 
organizations, and other groups. When you get to 
know people on a personal level, it builds trust. 
Remember, customers buy from people they 
know, like and trust. When you're a visible, active 
member of the community, people will naturally 
come to you when they need help online.

BUILD NON-BUSINESS 
RELATIONSHIPS

In every community, there are highly influential 
people. If you get to know these people, they'll 
become your advocates. Influencers know 
everyone in the community and people in the 
community tend to listen to what they have to say. 
An endorsement from this type of person goes a 
long way in establishing your reputation. A great 
way to find key influencers is to join your local 
Chamber of Commerce or a popular social club.

GET TO KNOW INFLUENCERS
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Encourage the people you meet and associate 
with to join your email list. On your list, offer 
valuable exclusive content that they can use. For 
example, teach a basic social media course 
through your email list, showing subscribers how 
to get set up with profiles on popular social media 
websites. Give your readers tips on social media 
best practices and show them online resources to 
help make social media easier for them. 

You may also choose to make special offers, such 
as member-only discounts on your services, but 
keep promotions at a minimum. The purpose of 
your list should be to help.

BUILD AN EMAIL LIST

The key to building relationships with offline 
prospects is to forget about making a sale or 
signing up a new client. Business should be on the 
outer edges of your mind. Teach people about 
social media and take part in community activities 
out of a desire to give something to the 
community. This is how you establish your 
reputation as an approachable, friendly and 
helpful local businessperson. Demonstrate your 
desire to help others and people will naturally 
come to you when they need help. Soon those 
people become clients who then refer other 
clients.

DON'T PROMOTE

MAKE IT EASY FOR YOUR 
CLIENTS TO HIRE YOU

Getting clients for your social media consultant business is about much more than just giving a 
snazzy presentation with all the bells and whistles. You have to remove barriers and make it easy for 
them to hire you. For prospects, there are difficulties, complications and risks involved. Part of your 
sales process should be to get rid of these obstacles so that prospects feel completely at ease hiring 
you.

x
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Your sales process should be as streamlined as 
possible so that each step flows logically and 
predictably to the next. Before you even start 
looking for your first client, create a flow that 
leads them from the initial contact to signing the 
contract. As you learn new things about your 
target customers and gain experience selling your 
services, tweak your sales process to make it more 
effective.

A big part of streamlining is knowing exactly what 
questions to ask your prospects, and what 
questions they’ll ask you. Prospects might contact 
you asking about your services. Before you even 
think about responding with fee quotes, you 
should have a few key questions prepared. For 
example, 'What is your goal for your social media 
campaign?', 'What have you done so far on social 
media?', and any other questions you need 
answers to before you can determine if it makes 
sense to set up a meeting.

Be prepared to deal with any objections prospects 
may have. They may wonder about your pricing 
and what it includes, or what guarantees you 
offer. They could object to certain of your 
promotional strategies, saying something like, 'Are 
you sure I need an account on all of those sites?' 
Prepare stock answers that explain clearly what 
they need to know.

Prepare several options to give prospects in your 
sales process. Give people a few different choices 
and explain how each works and its particular 
benefits. Focus on the specific problem each 
option solves, but be prepared to recommend the 
one that you think best meets their needs.

A SOLID SALES PROCESS

Your goal is to make it a natural conclusion in the 
sales process to hire you. Clients shouldn't feel like 
they’re being forced into a decision or taking a 
risk. This means that instead of pushing the hard 
sell, you should build a trust-based relationship 
throughout the sales process and focus on 
benefits and results.

MAKE YOURSELF THE NATURAL CHOICE
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Whenever a business outsources a task, and 
especially online tasks, they feel a certain degree 
of trepidation. Stories abound of freelancers and 
'consultants' taking people’s money and 
disappearing. If prospects know you and know 
your solid reputation, they'll have no qualms 
about hiring you.

Discuss what you do, the results you get, and how 
your services solve your prospect’s problems and 
impact their business. Also, during the initial sales 
process, work on simply establishing good 
communication with your prospect. See them 
face-to-face or talk to them over the telephone or 
Skype. Make that first impression a personal, 
friendly one.

Following up after the job is done is just as 
important as making the initial sale. Even if clients 
say they don't need your services anymore, always 
follow up with them. The idea is to stay visible so 
that the next time they need your services, you're 
the one they'll contact.

You can do this through an email newsletter, an 
RSS feed to your blog, or through social media. 
Offline, you can send holiday cards, follow-up 
letters, or other occasional mailings. The best 
practice is to follow up both online and off.

Don't focus so much on the sale. Focus instead on 
building a trusting long-term relationship in which 
you uncover a prospect’s needs and offer helpful 
advice. If you do this successfully, the sales will 
follow. Lay the groundwork to make it easy and 
natural for clients to hire you. Then, when they 
need your services, these same people will be 
knocking on your door.

ALWAYS FOLLOW UP
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YOUR CONSULTING 
CONTRACT 

- WHAT TO INCLUDE -

As a social media consultant, it's absolutely essential that you have a solid, detailed contract. Too 
many online transactions are done verbally, and this leads to a wide range of problems. The contract 
may be broken, one party may disappear, and even if the job gets started, details can get lost in the 
shuffle. A contract ensures that both parties know exactly what's expected and keeps the transaction 
fair.

Start by identifying the customer's goals. What 
exactly do they want to achieve with their social 
media presence? This doesn't need to be stated in 
the contract, but it determines the methods, 
measurements, and everything else that will 
follow. From the goal, you'll develop the methods 
for achieving it.

THE CUSTOMER'S GOALS

The contract should clearly state all of the specific 
services being supplied. Each major task that 
you'll do for the client should be outlined and 
nothing should be left out. Being specific helps to 
clarify not only what you will do but also what you 
won't do, which is equally important. 

Clients often ask you to do things outside of your 
stated services, not realizing that they are outside 
the scope of your original agreement. Laying out 
the specifics of your agreed services protects both 
of you from misunderstandings.

SPECIFIC SERVICES
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Include an itemized cost for each major service 
you'll be performing. At the end of your list, give 
clients the total price. Your contract should detail 
upfront fees, the payment cycle, whether or not 
there are recurring costs, and the timeframe for 
delivery of services. You should also include the 
cost of services that are outside of the scope of the 
contract, just in case you do extra work for them.

COSTS FOR SERVICES

Sometimes, jobs can't be completed for various 
reasons. Other times, they need to be changed or 
amendments need to be made. State in the 
contract what will happen if terms are broken by 
either party. Include provisions for extending the 
job or altering its terms.

CHANGES TO THE CONTRACT

In any social media campaign, the consultant and 
client need to work together. In addition to doing 
work for them, there are things you'll need the 
client to do as well. In the contract, clearly state 
what each party will be responsible for. 

Include tasks you expect the client to do in order 
to make the partnership successful. For example, 
you may need the client to assign a project 
manager on their end who will coordinate getting 
any information you need. In addition, clarify how 
you'll communicate, when, and how often.

OUTLINE EXPECTATIONS

In order to reach your goal, you'll need to 
establish milestones where progress can be 
measured. Include reporting expectations, such 
as when you'll deliver progress reports to them, 
what data you'll report, and how you'll measure 
progress. Use social media and web analytics to 
make progress measurable. 

REGULAR REPORTING
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Every job is different and each contract needs to 
be unique to that job. However, you can cut 
corners and save quite a bit of time by creating a 
contract template. Make a basic contract for a 
typical job and have it vetted by a lawyer. Then, for 
each new client, make whatever alterations need 
to be made to the template to fit with the new 
client’s project. 

MAKE A TEMPLATE

HOW TO MEASURE AND 
REPORT RESULTS TO 
YOUR SOCIAL MEDIA 
CONSULTING CLIENTS

In any social media consultancy job, reporting results is essential to your ongoing success. Regular 
reports keep you on track and also help you chart progress. They show whether or not your methods 
are working and, most importantly, they give clients peace of mind by showing them how things are 
coming along. As you build your business, reports can also be used to provide proof of the results 
you can achieve for future clients.

Everything starts with the client's specific goals 
for their social media campaign. If you 
understand their goals, you can create 
measurable milestones to reach these goals, 
which makes reporting easy. If your client is using 
social media for lead generation, you can measure 
progress by number of leads. Level of engagement 
can be measured by number of posts, likes, 
comments, shares or other follower activity. Sales 
and opt-ins can be easily measured by looking at 
conversion rate. Number of followers or 
connections is also a good statistic for reporting.

START WITH THE CLIENT'S GOALS
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Some results are more difficult to measure than 
others. Level of engagement is one that's often 
hard to pin down with statistics. However, if you 
have a good social media dashboard or analytics 
program, these offer a choice of variables you can 
use for measuring engagement. Google Analytics 
on the client's website can give you simple stats 
showing how much traffic is coming from social 
media. Get together with your client and agree on 
a clear methodology for measuring results and 
what they can realistically expect.

METRICS AND ANALYTICS

Set up a system for tracking and a template for 
reporting results. Your report needs to be 
something more than just a weekly email or Skype 
chat. Spreadsheets work well for reporting data. 
Reports provided by analytics programs can 
provide additional statistics and are easy to 
translate into spreadsheets and presentations. 
Any system or template you use needs to be easy 
for you to create and clear for clients to 
understand. Your data also needs to be archived 
and organized so that it's easy to refer to later.

CLEAR AND EASY REPORTING

Be careful of promising results that have too many 
variables affecting them. For example, you should 
avoid guaranteeing a certain number of sales for 
the client. Overall sales can be affected by a huge 
number of factors, including many that are 
unrelated to your social media campaign. Stick to 
only those results that you have direct control 
over. You can guarantee a number of followers, a 
level of engagement, or a certain amount of 
traffic. Don't touch specifics that you can’t 
measure for yourself, or which confuse the data.

BE CAREFUL WHAT YOU PROMISE
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Before you actually start working for clients, it's 
good to have all of your reporting systems in place 
and working properly. Practice reporting your 
own social media results to yourself first, or do it 
for friends or clients you're informally helping 
with their social media. By testing your system, 
you'll work out any kinks along the way that would 
harm your professional reputation or jeopardize 
the integrity of your client’s data.

GIVE IT A TEST RUN

TIPS FOR GETTING 
REFERRALS FOR YOUR 

SOCIAL MEDIA 
CONSULTANCY

Referrals are the best kind of leads you can get. This is classic word-of-mouth advertising, where 
somebody is so happy with a service that they tell all of their friends and colleagues about it. You'll get 
the best, longest lasting, and most loyal clients through recommendations. One good way to get 
referrals is to give each job your absolute best, but here are some additional tips for encouraging 
your clients to help you build your business.

Why not come right out and ask them? Ask for 
referrals at key points in the sales process. The 
best time to do this is right after you've delivered 
the results you clients wanted. After you’ve 
reported superior results, send the client a simple 
email asking them if they know anyone else who 
could benefit from your services. Tell the client 
that you're expanding your business and you'd 
really appreciate it if they could tell others about 
the results you can produce.

COME RIGHT OUT AND ASK
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You can make it easier for the client by asking if 
they'd take a minute to give you a few names and 
numbers. That way, you can take control and 
contact their colleagues directly. If you give your 
client a piece of paper or email template with the 
space for these names and numbers prepared, 
this makes it even easier for the client to help you. 

Whenever you ask for referrals, make it absolutely 
clear what you're offering the client’s contacts. 
For most consultants, this means the same 
services you performed for the original client. It's 
important to do this so that there isn't any 
confusion when you talk to the referral. Clients 
may tell their colleagues that they've got a great 
'web guy/gal.' Make sure they understand that 
you're a social media consultant. 

Just like your initial sales, be sure to emphasize the 
benefits of your service. You may say something 
like, 'If you have any friends that need increased 
engagement and better lead generation through 
social media, I’d appreciate it if you would refer 
them to me.'

MAKE YOUR OFFER CLEAR

If you want to give clients a little nudge to get them 
talking, offer a rewards program. You can give 
them credits, discounts, coupons, or additional 
services for each referral they send your way. 
Then, when a customer refers a new client to you, 
you give them this added benefit on the next job 
you do for them. Tell the client to make sure their 
referral mentions their name.

A REWARDS PROGRAM
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A surefire way to increase referrals is to 
over-deliver on each job you do. Go above and 
beyond your customers' expectations and blow 
them away with your service. You’ll end up with 
happy customers who want to tell all their friends 
about you. Psychologically, they'll often be so 
grateful that they’ll feel obligated to give 
something back to you by recommending you to 
others.

OVER-DELIVER

Even when you're not actively seeking new clients, 
always use the same referral process. What you're 
doing is seeding, and these referrals could take 
weeks or months to finally reach out to you. Work 
the process of asking for recommendations from 
clients into your regular sales process.

RINSE AND REPEAT

WHAT IS THE BEST WAY TO ELIMINATE OVERWHELM 
AND MANAGE YOUR SOCIAL MEDIA BETTER? 

I'd like to invite you to a FREE mini online course on 
how you can use tools to manage your social media 
better.  Discover how you can reduce the amount of 
time you spend on social media but be 10 times more 
effective than you have ever been before. Sign up 
now!

- Get access to this FREE mini course -

GET STARTED NOW

Connect with us for exclusive social media insider tips 
delivered straight to your newsfeed:

http://bit.ly/1TRrxNb
https://www.facebook.com/groups/highachieverclub/
http://www.twitter.com/digitalmatchbox
http://uk.linkedin.com/in/lizazyan/
https://plus.google.com/u/0/b/104459265221236978215/+DigitalmatchboxPRO/posts


d i g i t a l - m a t c h b o x . c o m

http://www.digital-matchbox.com



