
5PM Eastern Wednesdays

03.26.14 Open Training on EC Platform

04.02.14 Taking Customer Engagement to the 
Next Level

04.09.14 The CHERP Community Home Energy 
Retrofit Phenomenon w/Devon Hartman

04.16.14 5 Ways to Simplifying Video Production

04.23.14 Pay-per-Click & Call Rail Tracking:  How 
adding a campaign can rock your world 
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Engaging Customers Through Social Media

with Jeremy Begley of Nat’l Heating & Air
Energy Circle PRO Webinar Series

March 19th, 2014
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Welcome Jeremy Begley
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• National Heating & Air

• Cinci Energy

• Credentials out his ....

• Social media maven

• Bengals freak
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DATE

Major Trends Across All Social Media
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Increasingly 

...Visual

...Mobile

...Short

...about Storytelling 
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The Big 5
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Platform Purpose Strategy Priority

Facebook Consumer Awareness/
Conversion

Steady stream of interesting visual 
content, engagement boosting posts with 

paid
High

Google+ Places Rank, Link Value Regular posting for links, reviews High

Twitter Peer to peer; local 
engagement*

Post through FB, helps keep FB mobile 
friendly; serves dual purpose Optional

LinkedIn
Peer to peer; B2B 

relationship bldg, new 
publishing plat.

Group Engagement and Targeting Medium

Pinterest
Consumer Awareness/
Highly Dependent on 

Visuals
Beauty Shots Optional*
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Some Thoughts on Facebook
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Visual Performs Better
Photo posts 93% more engaging

Get 53% more likes

104% more comments

84% more click throughs

Homeowner Demographic Very Solid

Expectation Should Be: Awareness First, 
Conversion Second

Best Practice for Managing: Someone on 
Your Team
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EdgeRank--How it Works
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• Affinity Score: Who is engaging? How close they are 
to you? When the action was taken?

• Edge Weight: Every action a user takes creates an 
edge (shares, likes, etc.) Each edge has a different 
weight (i.e. shares are more valuable than likes)

• Time: EdgeRank is a running score - not a one-time 
score. The older the post is, the less points it 
receives. 
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Tracking EdgeRank Changes
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Managing EdgeRank
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• Generate your OWN content (FB values content 
creators)

• Study, analyze, and understand why your fans engage 
with your content

• Avoid frequent CTA’s - JAB!

• Focus on getting users to ENGAGE with your content

• Post content that has greater reach (video, photos)

• Increase post frequency

• Consider paying to “boost” posts that you see fans 
are engaging with. This can increase your overall 
fanbase / reach for future posts. 
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Facebookers Doing It Right!
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Google+
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Even More Visual Than Facebook

Forced March to Social

Value of Links

Critical Importance of Reviews

The Data is More Important Than the Page
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Google+‘ers Doing it Right
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