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INTRODUCTION

An Invitation

Social media can feel likea crowded room where everyone brought a microphone.
It can alsobea placewhere someonefinally finds theanswer, example, or
servicethey werelooking for. Thedifferenceis not always a clever trick or a
perfectly polished post. Often it begins with a simplequestion: What can you
offer that would makeanother person’s day a littleeasier?

That question is why | believe social media marketing deserves morethan a
passingglance. It brings creative work and practical servicetogether. You make
something—a clear explanation, a useful demonstration, an invitation—and
put it where people might find it. Then you pay attention. What did they ask?
What did they misunderstand? What helped them takea next step? Thework is
not just tobeseen. It is to become more useful with what you learn.

Therearepractical reasons totakethis work seriously, without pretendingit is
magic. In a 2024 survey of consumers who followed at least five brands on
social media, 819% said social media drives them to makeimpulse
purchases."That is a reason tothink carefully about the messages people
encounter, not a promisethat a post will makeanyonebuy. About half of
surveyed consumers said original content makes their favorite brands stand
out on social media.'Originality matters, but it does not mean you must
perform a new personality every week. It can mean showing your work in a way
that is recognizably yours.

Theconversation matters, too. In that 2024 research, 739% of surveyed
consumers said they would buy from a competitor if a brand did not respond
on social media.'A survey answer is not a guaranteeof what any one person
will do. Still, it is a useful reminder that showing upincludes listeningand
following through. A profilethat only broadcasts can miss thevery questions
that would help it serve people better.

You do not haveto beeverywhereto makea thoughtful choiceabout whereto
begin. In Pew Research Center’s 2025 survey of U.S. adults, 84% said they use
YouTube, 71% Facebook, and half Instagram; 37% said they use TikTok.*Those
figures describe platform use, not whereyour particular customers areor what
they want. Your audience, goals, time, and comfort matter. Thesensible
starting point is not chasing every platform. It is finding a placewherethe
people you hopeto help can mest thekind of work you can sustain.
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The Work of Being Seen is an invitation to build that kind of presencewith care.
You will plan content, make offers honestly, hold conversations, and use
evidencetoimprove—not toturn every person into a target or every post intoa
sales pitch. Someexperiments will land; others will teach you what to change.
Results vary, and steady work does not guaranteegrowth. But thepracticecan
still beworthwhile: you can makeuseful things easier tofind, treat peoplewith
respect, and get better at servingthem.

Reasonsto fall in love with this subject

* It gives creativity somewhere to go An idea becomes morethan a notein
your phonewhen you shapeit for someone who might need it. A baker could
explain how to storea loaf, a neighborhood repair shop could show what to
check beforecalling, and a consultant could makea confusing term easier
tounderstand. Thosearenot grand productions. They aresmall acts of
useful creativity. Social media gives you a placetotry a voice, a format, and
anidea, then learn how each feels to makeand receive.

* It makes listening part of the work Marketing does not haveto begin with
guessing what peoplewant. You can noticethequestions peopleask, the
words they use, and the points wherethey get stuck. That listening can
improvea post, a service, or theway you explain an offer. It also helps keep
your audience human in your mind. Peoplearenot a demographic puzzleto
solve; they havereal circumstances, limited time, and different reasons for
paying attention.

o [t can build trust through follow-through Trust is not a filter you apply
toa photo. It grows through small choices: answering clearly, correcting a
mistake, setting expectations, and not claiming morethan you can deliver.
Thosechoices may not look flashy, but they makea presencemore
dependable. You can bewarm without being overfamiliar and persuasive
without being pushy. Thegoal is not to sound perfect. It is to makeit easier
for peopleto understand what you do and decide whether it is right for
them.

o Itrewards useful originality Original content does not requirea dance, a
hot take, or a daily reinvention of your brand. It can beyour own explanation,
a behind-the-scenes demonstration, a thoughtful answer, or a storythat
makes a process clearer. Thesurvey findingthat about half of consumers
say original content helps their favoritebrands stand out offers a reason to
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makeroom for your perspective."The useful question is not, How can | be
unlikeeveryone? It is, What can | show or explain in a way that helps?

o [t turns experimentsinto learning A post can bean experiment without
becoming a verdict on your talent. You can chooseonegoal, try a format,
and seewhat signals appear. A thoughtful reply, a click, a saved post, or a
salemay each tell you something different—and nonetells thewhole story by
itsdf. Learningtointerpret thosesignals makes marketing less mysterious.
You can keepwhat helps, changewhat does not, and avoid rebuilding your
wholeplan around oneunusually busy afternoon.

¢ It canbe a practice, not a performance You areallowed to build a
presenceat a pacethat fits your real life. A repeatablerhythm can leave
room for work, family, rest, and theoccasional post that does not need to
becomea masterpiece. Social media can ask for constant attention if you
let it; this book helps you makedédliberate choices about when and why you
show up. Thesatisfying part is not being onlineall thetime. It is knowing
what you aretheretodo.

BY THE END OF THIS BOOK, YOU WILL BE ABLETO

e Choosea social media goal that connects toa real contribution you
want to make.

* Describethe peopleyou hopeto help by paying attention totheir
questions and contexts.

o Writea clear value proposition and makeyour profile support it.

e Plan a sustainable mix of teaching, demonstrating, conversation, and
offers.

e Shapea post for its format, with onecentral idea and a useful ending.

* Respond to peoplewith care, invite participation, and handlecriticism
respectfully.

e Match measures togoals and explain what a result can—and cannot—
tell you.

e Build a practical cyclefor planning, publishing, listening, reviewing, and
adjusting.
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How to use this book

You can read thechapters in order, becausethey movefrom purposeand
audienceto content, conversation, offers, measurement, and care. Or you can
start with thequestion closest to your current work. If your profileis unclear,
begin with the promiseyou want to make. If you are posting without knowing
what tolearn, turn tothechapter on signals. Thebook is a guide, not a test;
you do not need to master every platform feature before you begin.

Keep a notebook or a simpledocument nearby. As you read, writedown the
peopleyou hopeto serve, thequestions you hear, and a few content ideas that
would answer them. Choosea small experiment you can realistically complete.
For example, try a different opening on your next useful post, or set asidetime
toreply tocomments with care. Kegp the experiment modest enough that you
can learn from it without treating a quiet result as a personal failure.

Return toyour notes as you work through thechapters. Ask what you
intended, what happened, and what you would changenext time. The point is
not tomeasureevery breath your business takes. It is touseinformation that
helps you makea better decision. By theend, you can shapea realistic learning
path around your goals and capacity, rather than borrowing someoneelse’s
posting scheduleand hoping it fits.

HOW THIS BOOK HANDLES EVIDENCE

This book treats evidenceas helpful but limited. Numbered citations point
tothefacts behind claims, and survey responses aredescribed as
responses—not guarantees or proof of what every person will do. Examples
identified as documented useonly the supplied facts; composite

examples arefictionalillustrations and arenot reports of real people or
outcomes. Social media practices and platform features change, and
results vary with audience, offer, context, and execution. This is
educational material, not a promiseof business results or personal
professional advice.
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CHAPTER 1

Why Showing Up Can Matter

A COMPOSITE EXAMPLE - NAMES AND DETAILS ARE ILLUST RAT IVE
Nia opens her phone while waiting for the kettle to boil. A post
from alocal repair shop catches her eye: a clear photo of aloose
chair leg, two sentences about how to check the joint, and an
invitation to ask a question before deciding whether to bring
anythingin. She saves it. A week later, when a shelf starts
wobbling, she remembers the shop—not because it shoutedthe
loudest, but because it was useful at the right moment.

The shopis fictional, and the scene is ordinary on purpose. Social
media is woven into small pauses like this:looking for an answer,
noticing anew idea, or deciding whether abusiness seems worth
approaching. A post can help someone discover you. A reply can
make the next step feel easier. Neither one guarantees a sale or
lasting trust. But together, they create a chance to be helpful
before you ask anyone to buy.

That is abetter starting point than chasing attention for its own
sake.You do not need to become a full-time entertainer. You need
tounderstand whom you hope to serve, what would genuinely
help them, and how to show up in away you can sustain.

Attention isadoorway, not the destination

A social post can introduceyour work to someonewho has never heard of you.
[t can alsohelpa person understand what you do beforethey decide whether to
follow, ask a question, visit your site, or moveon. This is useful because people
donot always golooking for a business at theexact moment they need it. They
may comeacross a practical tiptoday and remember your namelater.

But being seen is not thesameas being trusted, and a large number of views
does not tell you whether theright people found what they needed. Attention is
a beginning. Themeaningful question is what you do with it: Is your message
clear?Does it answer a real question? Can a person takea sensiblenext step
without being pressured?
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A useful post might explain how to choose between two options, show what a
serviceincludes, or point out a common mistakewithout making readers fed
foolish. It could also simply sharea small, honest observation from your area
of work. Thegoal is not to makeevery post profound. It is to makeyour presence
worth encountering.

Choosethe people, not just the platform

It is tempting to begin with, “Which platform should | use?” A more helpful first
question is, “Whoam | tryingto help, and where might they look for useful
information?” Platform popularity can offer context, but it cannot tell you
whereyour particular audience spends timeor what they need from you.

Ina 2025 survey, 849% of U.S. adults said they useYouTube, 71% said they use
Facebook, half said they uselnstagram, and 37% reported using Tik Tok®.
Thosefigures describe broad adult use, not thehabits of every community,
customer, or profession. Your intended audience may be more activeon one
platform, several platforms, or somewhereelseentirely.

Makeyour audience concrete without turning peopleinto stereotypes. Instead
of assumingthat a certain agegroupwants a certain style, listen for the
questions peopleactually ask. Noticewhat is confusing, what they aretrying
todecide, and what constraints they mention. A parent looking for a nearby
activity, a new business owner comparing services, and a colleague seeking a
tool may all need different explanations, even if they follow the sameaccount.

You can begin small. Writedown a few real questions you have heard from
customers, peers, or peoplein your community. If you arestill learning what
people need, say so, ask respectfully, and pay attention totheanswers.
Listeningis not a delay before marketing starts. It is part of thework.

Let usefulness earn the next conversation

People can learn to recognizethe difference between a presencethat offers
somethingand onethat only asks for something. That does not mean you
must hideyour offers. It means therelationship should not depend on turning
every interaction into a pitch. Teach, demonstrate, invitea question, and make
an offer when it fits.

Originality can help makeyour presencerecognizable. It does not requirea
dazzlingidea every day. Your original contribution might bea clear explanation
in your own voice, a behind-the-scenes demonstration, or a thoughtful answer
toa recurring question. About half of surveyed consumers said original
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content makes their favoritebrands stand out on social media'. Treat that as
a reason tobedistinct and useful, not as a demand to perform constantly.

Conversation is another part of thevalue. A timely, respectful reply can help
someone understand what you offer or clarify what you meant. It can also
show that a real person is paying attention. In Sprout Social’s 2024 survey,
73% of surveyed consumers said they would buy from a competitor if a brand
did not respond on social media'. That reported intention is worth taking
seriously, but it is not a promisethat every reply will produce a purchase.

Set expectations you can keep. If you cannot answer messages all day, do not
imply that you can. A simplenoteabout when you usually respond is more
honest than a promiseof instant service. And if a question needs privateor
sensitiveinformation, movetheconversation toan appropriatechanne rather
than asking someonetodiscloseit publicly.

Decide what you want your presence to contribute

Beforeyou plan a stream of posts, finish this sentence: “l want peopleto be
better ableto...” Perhaps you want them to comparechoices, learn a skill, find
a service, fed less stuck, or makean informed decision. Your answer does not
need to sound likea mission statement printed on a mug. It needs to helpyou
decidewhat belongs in your feed and what does not.

Then namethe people you hopeto helpand thesituation they arein. Be specific
enough to guideyour choices, but flexible enough to keep learning. “Peoplewho
want helporganizing a small workspace” gives you moreto work with than
“everyonewho likes organization.” It points toward practical content: how to
sort supplies, what to kegpclose, and what totry when spaceis limited.

A useful presencealsohas limits. You arenot responsible for answering every
qguestion on theinternet or being availableat every hour. You can correct a
mistake, clarify a claim, and say when you do not know. Those choices may fegl
less polished than pretending to haveevery answer, but they makeit easier for
peopleto understand what they can rely on you for.

Writea short promiseyou can keep: what you offer, whom it helps, and what
someonecan reasonably expect from following you. Useit as a compass, not a
cage. As you listen and learn, your understanding may change. Showing up
thoughtfully means being willing to adjust while staying honest about what
you can provide.
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RESEARCH SPOTLIGHT

Researchspotlight

Sprout Social reported that 819% of surveyed consumers said social media
drives them tomakeimpulsepurchases’. Its 2024 research included
4,044 consumers who followed at least five brands on social media; the
surveys were conducted September 13 through September 27, 20242 That
finding offers a useful reminder: social content can influence what people
consider buying, sometimes quickly. It does not provethat a particular
post caused a purchase, that impulsebuyingis a good outcomefor the
customer, or that every business will seethesameresult. Thesurvey
reports what participants said, not a guaranteed forecast for your
account. For thoughtful marketing, usethefindingas a reason to make
your messages clear and your offers honest. Do not useit as permission
tocreatepressureor manufactureurgency. A person’s abilitytomakea
considered choicematters morethan getting a quick response.

Alife example

(

A DOCUMENTED EXAMPLE
A campaign built for more than a post

The Centers for Disease Control and Prevention launched its Tips from Former
Smokers campaign in March 2012 as a national campaign featuring people
experiencing long-term health consequences of smoking®. Its social media
goals included engaging audiences, encouraging people to share campaign
messages, helping people quit and stay quit, and preventing young people from
starting to smoke®.

That combination offers a useful lesson about purpose. The social presence
was not described as a goal in itself. [t was part of a broader effort to extend
the campaign’s message and invite engagement. The campaign toolkit
cautioned that social media is not often sufficientas a standalone outreach
solution, while noting that it can expand a campaign’s reach and extend
dialogue®.

Researchers later analyzed campaign-related twests obtained through the
Twitter Firehose. Among relevant tweets, 87% showed evidence of message
acceptance and 7% showed evidence of message rejection®. Those figures
describe the tweets analyzed; they do not establish how every audience
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member responded or prove the campaign’s effect on individual behavior. Still,
the exampleillustrates a practical principle: decide what your communication
is meantto contribute, make room for a response, and treat social media as
one part of service—notthe whole service.

TRY THIS
Write your reason for showing up

Set asidea littletimetodraft a useful promisefor your social presence,
then check whether it reflects the people you actually want to serve.

1. Writedown onekind of person or group you hopeto help. Describea
need or situation, not a stereotype.

2. List threequestions someonein that situation might genuinely ask.
Usequestions you have heard when possible; mark guesses as
guesses.

3. Finish thesentence, “l want peopleto bebetter ableto...” Choosea
contribution you can realistically make.

2

4. Draft a one-sentencepromise: “Ishare  tohelp___ with " Keep

it plain enough that a new visitor can understand it.
5. Check thepromisefor overreach. Remove guarantees, exaggerated
claims, or services you cannot reliably provide.

6. Ask oneperson from theaudienceyou hopeto servewhether the
promisesounds clear and useful. Listen for what they
misunderstand, then revise.

Myths and honest truths

o« Myth:If a post gets lots of attention, it must beworking. Truth: Attention
can help people discover you, but it does not show by itself whether theright
peoplefound useful information or took a meaningful next step.

e Myth: You need to post everywhereand beavailableall thetime. Truth: A
manageable presenceon platforms that makesensefor the peopleyou hope
toservecan bemoreuseful than an exhausting scheduleyou cannot
maintain.

e Myth: Every post should sell something tojustify theeffort. Truth:
Teaching, demonstrating, and inviting conversation can serveyour audience
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and build familiarity. Offers belong too, but they do not need to dominate
every interaction.

K

R

EY TAKEAWAYS
Attention can open a door, but usefulness and honest follow-through
give peoplea reason to stay.

Choose platforms by learning about the people you hopeto serve, not by
popularity alone.

Original content can help your presence stand out without requiring
constant performance.

Makea promisethat is specific enough to guideyou and modest
enough to keep.

Treat social media as onepart of a larger way to help people, not as the
entirerelationship.

EFLECT

1. Whom do you hope to help, and what do you know about the questions
they actually ask?

2. What could someone learn or do because you showed up today?

3. What promise can you make about your presence and still keep when

work gets busy?
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