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click-through rates and, 16, 26,
143, 146, 149

cost per engagement
(CPE), 124

Facebook ads, 59, 136-137,
142,151

Facebook Sponsored Stories,
136-137, 142

LinkedIn ads, 59, 106-107

testing, 142

trending topics and, 124-125

Twitter ads, 59, 124-125, 126
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90-91

on Facebook, 91

as hub of social media leads,
77-78

industry resource,
becoming, 89

interview experts, 96

leads as trackable blogs,
89-90
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79-92
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embedded polls in posts, 123
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nuts and bolts of, 82-84
optimizing content, 92
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e-mail and, 150
LinkedIn, business sharing on,
102-108
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in e-mail marketing,
measuring, 148
Facebook and lead generation,
138, 140-141
Twitter, prospect engagement
on, 123-124
exit strategies, 183-184
experiment retrospectives,
24-25, 27

Facebook
about, 127, 129
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e-mail marketing and, 133-134,
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133-134, 141, 149
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Facebook Pages
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on, 135-137, 142
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136-137
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118-119
linking pages for leads,
132-133
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websites, Page links on,
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134-135
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133-134
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Foursquare, 164-165, 172-173
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35-37, 39, 80, 168
See also search engine
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“going naked” on, 15
high-converting landing pages,
14-15
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161-162
testing and optimizing, 26
tweeting, 119, 126
vs. website pages, 14-15
last-action attribution, 48-49,
52-53
Launch (Stelzner), 174
lead generation process, social
media
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blogs and, 77-78, 89-9¢
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content discovery, 1naxiniizing
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and, 17-21
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140-141
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and, 15
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methods for, 22-25
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Facebook Like button
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for
about, 32-34
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Twitter and, 102
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keywords in, 98-99
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monitoring and tracking
cookies for, 49, 162
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pictures and photos
on blogs, 83
in ebooks, 68
on Facebook, 135-137,
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Post-it Notes, 56
Products & Services tab,
LinkedIn, 101, 102
profiles. See blogs, setting up;
Facebook profiles: ciniedIn
company profilcs; Switter
B2B accounts
promoted account, Twitter,
125,126
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time-tested methods for, 57-58,
61-62
relationship-based sales, B2B vs.
B2C, 4-5
remarkable content. See content
creation
return on investment (ROI)
attribution, first- vs. last-action,
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