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Lb ¢I9 .9DLbbLbDΧ 
 
²ŜƭŎƻƳŜ ǘƻ άWOM10 aŜŘƛŀέ ς where we focus on giving you short, direct, impactful 
ƳŀǘŜǊƛŀƭ ǘƘŀǘ ȅƻǳ Ŏŀƴ ǊŜŀŘ ŘǳǊƛƴƎ ǘƘŜ άŦƛǊǎǘ ƭŜƎέ ƻŦ a business flight.  It all depends on 
how fast you read but you get the picture ς ƘŜǊŜΩǎ something that has high impact and 
good information that you can get through in a couple hours. 
 
The world has changedΧ 
 
We had just driven over an hour to get to our next speech.  The audience was strolling in 
and of course looking for the food table ς food always ranks ahead of the speaker.  As 
the people started interacting and networking, you could hear the start of some of the 
conversations.  Some wondered what they were doing by getting up at this early hour 
(we did a lot of speeches at 7:30am) to hear about some internet stuff used by their kids 
and their ƪƛŘǎΩ friends. 
 
Others were talking about their businesses and how much they were struggling in this 
tight economy and not sure what to do about it other than try to survive and ride it out.  
Still others talked about this exotic thing they had come to hear about, social media, and 
Ƙƻǿ ǘƘŜȅ ŘƛŘƴΩǘ ƎŜǘ it or understand it, but it is the latest buzz so they felt the need for a 
safe introduction.  One thing about CEOs and businesses owners ς they are not early 
adopters by nature, ōǳǘ ǘƘŜȅ ŘƻƴΩǘ ǿŀƴǘ ǘƻ ōŜ ƭŜŦǘ ƛƴ ǘƘŜ ŘŀǊƪ ŀōƻǳǘ ǎƻƳŜǘƘƛƴƎ ǘƘŀǘ 
might come up at the next cocktail party. 
 
Then came Anthony.  Anthony gave all the signs of not being happy about being there ς 
ŦƻǊ ǿƘŀǘŜǾŜǊ ǊŜŀǎƻƴΦ  IŜ ǿŀǎ ŦƛŘƎŜǘȅΣ ŀƭƳƻǎǘ ƘƻǇƛƴƎ ǘƘŜ ǎǇŜŀƪŜǊǎ όǳǎύ ǿƻǳƭŘƴΩǘ ǎƘƻǿ ǳǇ 
so he could head back to work.  He was very direct, outspoken, yet very friendly sort of 
guy.  The kind of guy who if he liked and respected you, you could be great friends.     
 
As we started to mill around the room and introduce ourselves, we joined into several 
of the conversations and listened to what they had to say.  Like most speakers, we tried 
to mix without ƎƛǾƛƴƎ ƻǳǊ ǎǇŜŜŎƘ ƛƴ ŀŘǾŀƴŎŜ ƻǊ ǘƘŜ άƴǳǘǎƘŜƭƭέ ǘƘŀǘ ŜǾŜǊȅƻƴŜ ǿŀƴǘǎ ƛƴ 
these type of casual conversations.  Then we came across Anthony and the conversation 
started.   
 
While he was very pleasant and conversational, you could see he had something on his 
mind.  As we learned where he was from and what his role was, (the CEO of the 
Washington Restaurant Association), he told us something that we knew was true of 
many people in our audiences but rarelȅ ǎǇƻƪŜƴΦ  IŜ ǎŀƛŘΣ άLΩƳ ƘŜǊŜ ǳƴŘŜǊ ǇǊƻǘŜǎǘΦ  The 
ƻƴƭȅ ǊŜŀǎƻƴ L ŀƳ ŜǾŜƴ ƘŜǊŜ ƛǎ ōŜŎŀǳǎŜ Ƴȅ ƳŀǊƪŜǘƛƴƎ ŘƛǊŜŎǘƻǊ ǘƻƭŘ ƳŜ L ƘŀŘ ǘƻ ŎƻƳŜΦέ  
Well at least we knew where we stood with Anthony. 
 
We appreciated his candor and his directness about his interest (minimal) and 
motivation (forced by someone else to attend).  This was great.  So now we get to try 
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and evangelize social media in a room where at least one person (and probably more) 
ŘƛŘƴΩǘ ǿŀƴǘ ǘƻ ōŜ ǘƘŜǊŜΦ  ²ŜƭŎƻƳŜ ǘƻ ƻǳǊ ǿƻǊƭŘ ŀǎ ŜǾŀƴƎŜƭƛǎǘǎ ŀƴŘ ǎǇŜŀƪŜǊǎ about 
ŜƳōǊŀŎƛƴƎ άŦŀǎǘŜǊΣ ŎƘŜŀǇŜǊΣ ŘŜŜǇŜǊέ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ŦƻǊ ǘƘŜ ǿƻǊƭŘ ƻŦ ōǳǎƛƴŜǎǎΦ  ²ŜΩǊŜ 
advocates ƛƴ ŀ ǾŜǊȅ άǿƘƛǘŜ Ƙƻǘέ ŀǊŜŀ ŎŀƭƭŜŘ {ƻŎƛŀƭ aŜŘƛŀΦ  !ƴŘ ǿŜΩǊŜ ǎŜŀǎƻƴŜŘ 
executives looking at Social Media through our business lens. 
 
Exposing businesses to the opportunities offered by Social Media is the journey that we 
have been on for a few years now ς educating and acting like Paul Revere, letting 
everyone know it is coming by land and by sea and by the airwaves.  It has not been an 
easy journey but one that has certainly taught us more than we ever could have gained 
from reading or listening to other social media prognosticators or educators.  We were 
in the corporate ƭƛƻƴΩǎ ŘŜƴ ς in the heart of American business leaders talking about 
something that was usuŀƭƭȅ ǘƻǘŀƭƭȅ ŦƻǊŜƛƎƴ ŀƴŘ ǘƘŀǘ ǘƘŜȅ ŘƛŘƴΩǘ ǿŀƴǘ ǘƻ ƘŜŀǊ ŀōƻǳǘΦ  We 
ŎŀƴΩǘ ǘƘƛƴƪ ƻŦ Ƴŀƴȅ ƻǘƘŜǊ ǎƛǘǳŀǘƛƻƴǎ in our business careers where the learning seems to 
flow through a fire hose and the experience is priceless.   
 
Having the opportunity to speak to and listen to the comments, questions, experiences, 
and stories from over 1,000 CEOs, Business Owners, Top Executives, Middle 
Management and others has given us a very rich and rewarding knowledge base as well 
as information-laden, hands-on, experiences.  We wanted to share some of these 
insights with you ς so here is the beginning of that sharing experience ς our first book 
on the subject. 
 
¢ƻ ƳŀƪŜ ǎǳǊŜ ǿŜ ŀƭƭ ǎǘŀǊǘ ƻŦŦ ƻƴ ǘƘŜ ǎŀƳŜ ǇŀƎŜΣ ƭŜǘΩǎ ƭƻƻƪ ŀǘ ƻǳǊ ŘŜŦƛƴƛǘƛƻƴ ƻŦ ǿƘŀǘ ǘƘŜ 
ά{ƳƛƭŜȅ CŀŎŜǎέ ƳŜŀƴ ŀǎ ȅƻǳ ǊŜŀŘ ǘhe book.  The good news is that we think intuitively 
ȅƻǳ ŀƭǊŜŀŘȅ ƪƴƻǿ ōǳǘ ƭŜǘΩǎ ŜƭƛƳƛƴŀǘŜ ŀƭƭ ŘƻǳōǘΦ 
 

 

 
 

 
¢ƘŜ άHAPPYέ ŦŀŎŜ ƛǎ ǘƘŜ ƻƴŜ ȅƻǳΣ ŀǎ ǘƘŜ ōǳǎƛƴŜǎǎ ƭŜŀŘŜǊ 
want to find and use.  This signifies that we feel it is a very 
ǎǘǊƻƴƎ άǘƻƻƭέ ƻǊ ŎƻƴŎŜǇǘ ǘƘŀǘ can be used very effectively 
for businesses.  It has the attributes that appeal to 
customers and decision makers and can be used to help the 
ƻǊƎŀƴƛȊŀǘƛƻƴ ōǳƛƭŘ ǎƛƎƴƛŦƛŎŀƴǘ ά²ƻǊŘ-of-aƻǳǘƘέΦ 

 

 
 

 
¢Ƙƛǎ ƛǎ ŎƻƴǎƛŘŜǊŜŘ ǘƘŜ άNEUTRALέ ƻǊ άIT DEPENDSέ ǎƳƛƭŜȅ 
faceΦ  Lǘ ǎƛƎƴƛŦƛŜǎ ǘƘŀǘ ǘƘŜǎŜ άǘƻƻƭǎέ ŀǊŜ ǎƻƳŜǿƘŜǊŜ ƛƴ ǘƘŜ 
middle.  Depending on what you are trying to accomplish 
or what you want from social media, they can be good 
tools to use or they can be a waste of time.  All depends on 
the business, its objectives, and customers.  Kind of middle 
ground. 
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¢Ƙƛǎ ƛǎ ǘƘŜ άSADέ ŦŀŎŜ ƻǊ ǘƘŜ ƻƴŜ ǘƘŀǘ ǎƛƎƴƛŦƛŜǎ ǘƘƛǎ ƛǎ ƴƻǘ ŀ 
άǘƻƻƭέ ƻǊ άŎƻƴŎŜǇǘέ ǿŜ ǿƻǳƭŘ ǊŜŎƻƳƳŜƴŘ ŦƻǊ most 
ōǳǎƛƴŜǎǎŜǎ ǘƻ ǳǎŜΦ  Lǘ ŘƻŜǎƴΩǘ ƘŀǾŜ ǘƘŜ ŦŜŀǘǳǊŜǎ Ƴƻǎǘ 
businesses could take advantage of to develop more 
business.  Lǘ ŘƻŜǎƴΩǘ ƳŜŀƴ ƛǘ ƛǎ ŀ άōŀŘέ ǘƻƻƭΣ Ƨǳǎǘ ƻƴŜ ǿŜ 
ŘƻƴΩǘ ǎŜŜ ƳŜŜǘƛƴƎ ǘƘŜ ƴŜŜŘǎ ƻŦ Ƴƻǎǘ ōǳǎƛƴŜǎǎŜǎ ǘƻ ōǳƛƭŘ 
their brand, attract customers, and generate sales. 

 

 

You will notice something a little different throughout this book ς graphics and 
presentation slides.  After giving over 75 speeches in 2009 alone, you can imagine we 
have a few presentations.  Since we spoke to groups from 15 and 300, the material 
was very customized and tailored for the different audiences.   
 
We thought that it would be easier to make some of our points using these graphics, 
screen shots, and actual slides from our material.  So throughout the book you will see 
a variety of images that hopefully make our points and give those of you who are very 
visual something that is easy to communicate our points.  Just thought this might help 
you understand the variety of images you are about to see throughout this book.  
Enjoy! 
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WHAT IS SOCIAL MEDIA ANYWAY?   ! 59CLbL¢LhbΧ 
 
Only a year ago we were being askŜŘΣ ά²Ƙŀǘ ƛǎ ǘƘƛǎ ǘƘƛƴƎ ŎŀƭƭŜŘ ǎƻŎƛŀƭ ƳŜŘƛŀ ŀƴŘ why 
ǎƘƻǳƭŘ L ōŜ ŎƻƴŎŜǊƴŜŘ ŀōƻǳǘ ƛǘ ŦƻǊ Ƴȅ ōǳǎƛƴŜǎǎ ƻǊ ƻǊƎŀƴƛȊŀǘƛƻƴΚέ  ¢ƘŜƴ ŀǎ ǘƘŜ end of 
2009 approached, ǿŜ ǿŜǊŜ ƎŜǘǘƛƴƎ ǉǳŜǎǘƛƻƴǎ ƭƛƪŜΣ άǿƘŀǘ ƛǎ this weird sounding thing 
ŎŀƭƭŜŘ άǘǿƛǘǘŜǊέ and why would I waƴǘ ǘƻ ōŜ ƻƴ ŦŀŎŜōƻƻƪ ƻǊ [ƛƴƪŜŘLƴΚέ 
 
Today, our audiences are no longer asking what it is.  Now they are seeing άǎƻŎƛŀƭ 
ƳŜŘƛŀέ everywhere and they ŘƻƴΩǘ want to just find out what it is, they want to find out 
what it does and if it can help them in their business.  Social Media is moving so fast that 
even those involved, including us, are seeing new applications and creative uses every 
day.  New uses, new applications, and new tools ς ƛǘ ƛǎ ŀ άƴŜǿ ǿŀȅέ ƻŦ ŘƻƛƴƎ ōǳǎƛƴŜǎǎ.  
And ǿŜ ŀǊŜƴΩǘ ƎƻƛƴƎ ōŀŎƪ ǘƻ ǘƘŜ άh[5 ²!¸έ ƻŦ ŘƻƛƴƎ ǘƘƛƴƎǎ when this economic 
ǎƭƻǿŘƻǿƴ άōƭƻǿǎ ƻǾŜǊέ. 
 
.ŜŦƻǊŜ ǿŜ ƎŜǘ ŀƘŜŀŘ ƻŦ ƻǳǊǎŜƭǾŜǎΣ ƭŜǘΩǎ ƎŜǘ ŜǾŜǊȅƻƴŜ ƻƴ ǘƘŜ ǎŀƳŜ ǇŀƎŜ ōȅ ŀƴǎǿŜǊƛƴƎ ǘƘŜ 
ōŀǎƛŎΣ ά{ƻ ǿƘŀǘ ƛǎ ǘƘƛǎ ǘƘƛƴƎ ŎŀƭƭŜŘ ά{ƻŎƛŀƭ aŜŘƛŀέ ŀƴȅǿŀȅΚέ  ¢Ƙƛǎ ƛǎ ŀ ƎƻƻŘ ǇƭŀŎŜ ǘƻ ǎǘŀǊǘ 
as we discuss how it can help you and your business.  There are many definitions out 
there. 
 
Our definition is pretty simple ς people like simple.   
 

{ƻŎƛŀƭ aŜŘƛŀ ƛǎ άŀƴ ǳƳōǊŜƭƭŀ ǘŜǊƳ ǘƘŀǘ ŘŜǎŎǊƛōŜǎ ŀ ŎƻƭƭŜŎǘƛƻƴ ƻŦ άǎƻŎƛŀƭ ǘƻƻƭǎέ 
ǳǎŜŘ ǘƻ ŎǊŜŀǘŜ ŀ άǎƻŎƛŀƭ ŘƛŀƭƻƎέ ǘƻ ōǳild new and deeper relationships ς 
ŎǊŜŀǘƛƴƎ ƳƻǊŜ ά²ƻǊŘ-of-aƻǳǘƘέ ŀōƻǳǘ ȅƻǳ ŀƴŘ ȅƻǳǊ ƻǊƎŀƴƛȊŀǘƛƻƴΦέ   

 
At the core of Social Media is the conversation.  Social media is really designed to allow 
ǇŜƻǇƭŜ ǘƻ άǘŀƭƪ ǿƛǘƘ ȅƻǳέ ŀƴŘ άƛƴǘŜǊŀŎǘ ǿƛǘƘ ȅƻǳέ ǎƻ ǘƘŜȅ Ŏŀƴ Ŏonnect with you (follow 
you) in the way that they choose.  Without creating a dialog or conversation, it is still 
άƻƴŜ-ǿŀȅ ŎƻƳƳǳƴƛŎŀǘƛƻƴέ ŀƴŘ ƴƻǘ άǎƻŎƛŀƭΦέ  ¢ƻƻ Ƴŀƴȅ ǘƛƳŜǎ ǿŜ ǎŜŜ ǇŜƻǇƭŜ ƎŜǘǘƛƴƎ 
started with some of the social media tools and putting out some good content, only to 
ǎǘƻǇ ǎƘƻǊǘ ƻŦ ǘƘŜ άōǊŀǎǎ ǊƛƴƎέ ƻŦ ǎƻŎƛŀƭ ƳŜŘƛŀ ς the conversation ς getting others to 
interact with you and engage. 
 
So what do you need to know to take advantage of this change?  First of all, it would 
probably be helpful to spend ŀ ƳƛƴǳǘŜ ŀƴŘ ǘŀƭƪ ŀōƻǳǘ ǿƘŀǘ άƛǘ ƛǎέ ǘƻ ŜǎǘŀōƭƛǎƘ ŀ ǇǊƻǇŜǊ 
baseline.  Some questions we think you, as a business leader, should be asking right 
now! 
 

¶ What is this thing called Social Media anyway?   
 

¶ What is it L ƴŜŜŘ ǘƻ ƪƴƻǿ ǎƻ ǿŜ ŘƻƴΩǘ get taken advantage of when trying to 
figure this stuff out?  
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¶ Things are good now, why should I even care?  
  

¶ What can it help me change or improve?   
 

¶ How is this going to impact our business?  (Just note that it WILL impact your 
business whether you actively engage or not) 

   

¶ How can I use it to make increase sales and more money? 
   

¶ How can I use it to help differentiate us from our competitors? 
   

¶ Iƻǿ Ŏŀƴ L ŀǾƻƛŘ ǘƘŜ άǘƛƳŜ ǎǳŎƪέ ǘƘŀǘ ƘŀǇǇŜƴǎ ǿƘŜƴ ǇŜƻǇƭŜ ǳǎŜ ǎƻŎƛŀƭ ƳŜŘƛŀ 
without a plan? 

   

¶ How can I take advantage of the lower cost, higher impact of social media, 
especially in economically challenging times? 
 

¶ How can it help get the word out to more potential customers? 
 
These are just a few of the many questions we hear and will answer for you in this book 
ς others will be answered as we release some of our planned books specifically focusing 
on certain aspects of social media for businesses.  This is such an exciting and fast 
ƳƻǾƛƴƎ ƴŜǿ ŀǊŜŀΣ ǿŜ ǿŀƴǘ ǘƻ ǇǊƻǾƛŘŜ ȅƻǳ ǿƛǘƘ ŀǎ ƳǳŎƘ άǳǇ-to-ŘŀǘŜέ ƛƴŦƻǊƳŀǘƛƻƴ ƻƴ 
the ways we are seeing people use social media to change their businesses.  This is one 
of the primary reasons we are writing this book so you can get it quick, fresh, and timely. 
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¢I9 w9±h[¦¢LhbΧ 
 
¢ƘŜ άw9±h[¦¢Lhbέ ƛǎ ƘŜǊŜ ς just accept it.  The Revolution is here, and the result is that 
you will find yourself in a much better place to understand and take advantage of the 
power Social Media if you just accept that it is real and here to stay.  Fighting this 
ŎƘŀƴƎŜ ƛǎƴΩǘ ƎƻƛƴƎ ǘƻ Řƻ ŀƴȅǘƘƛƴƎ ōǳǘ Ǉǳǘ ȅƻǳ behind your competition and very likely at 
odds with your employees ς Social Media is NOT A FAD.  It will CHANGE EVERY 
ORGANIZATION in some way, whether they choose to actively engage in it or not.  In 
ǘƘŜǎŜ ǇŀƎŜǎΣ ǿŜΩƭƭ ǎƘŀǊŜ ǎƻƳŜ ŜȄŀƳǇƭŜǎ ƻŦ ǘƘŜ ƛƳǇŀŎǘ ƛt is having and you can make 
your own decisions.   
 
The point is this ς your customers will use it, your competitors will use it, your partners 
ǿƛƭƭ ǳǎŜ ƛǘ ŀƴŘ ȅƻǳǊ ǇǊƻǎǇŜŎǘǎ ǿƛƭƭ ǳǎŜ ƛǘΦ  hƴŜ ǿŀȅ ƻǊ ŀƴƻǘƘŜǊΣ ƛǘ ǿƛƭƭ άǘƻǳŎƘέ ȅƻǳǊ 
organization to some degree, ƛŦ ƛǘ ƘŀǎƴΩǘ ŀƭǊŜŀŘȅΦ  LǘΩǎ ŀ ōƛǘ ƘŀǊŘ ǘƻ ǎǇƻǘΣ ōŜŎŀǳǎŜ ƛǘ 
usually comes from the bottom up.  So it may very likely already be playing a role in 

your business. 

 

We know this book will be DISRUPTIVE to your thinking.  From our 1,000+ conversations 
with CEOs, we can assure you the information in this book will be more firmly grounded 
ǘƘŀƴ ƳǳŎƘ ƻŦ ǿƘŀǘ ȅƻǳ Ƴŀȅ ōŜ ƘŜŀǊƛƴƎΦ  ²Ŝ ŀǊŜƴΩǘ ǇŀǎǎƛǾŜΣ Ǝƻ ǿƛǘƘ ǘƘŜ Ŧƭƻǿ, type of 
guys.  We are business guys that want to help you get results from all this as you go 
forwaǊŘΦ  ²Ŝ ŀǊŜƴΩǘ ŦƻŎǳǎŜŘ ƻƴ ǘƘŜ άƘȅǇŜέ ƻǊ ǘƘŜ άǘŜŎƘƴƻ-ōŀōōƭŜέ ƻǊ ŜǾŜƴ ǘƘŜ 
άǘŜŎƘƴƻƭƻƎȅέ ǎǳǊǊƻǳƴŘƛƴƎ ǎƻŎƛŀƭ ƳŜŘƛŀΦ  Lƴ ŦŀŎǘΣ Ƴƻǎǘ ǇŜƻǇƭŜ ƘŜŀǊ ǳǎ ǎŀȅ ŀƭƭ ǘƘŜ ǘƛƳŜΣ άƛǘ 
ƛǎƴΩǘ ŀōƻǳǘ ǘƘŜ ǘƻƻƭǎ ŀƴŘ ǘŜŎƘƴƻƭƻƎȅΣ ƛǘ ƛǎ ǘƘŜ ǎǘǊŀǘŜƎȅ ŀƴŘ ƳŜǎǎŀƎƛƴƎ ǘƘŀǘ ǿƛƴǎ ǘƘŜ 
ƎŀƳŜΦέ  bƻǇŜΣ ǿŜ ŀǊŜ ŦƻŎǳǎŜŘ ƻƴ άƘƻǿ Řƻ ȅƻǳ ǳǎŜ ǘƘƛǎ ǎǘǳŦŦ ǘƻ ƳŀƪŜ ƳƻƴŜȅΦέ  tŜǊƛƻŘΦ 
 
Our goal is a quick read with some iconic smiley faces (since they are so universally 
understood) that will help you see these social media tools from our point of view ς and 
from a business point of view.  Our goal is to help every business appreciate how these 
ǘƻƻƭǎ ƳƛƎƘǘ ōŜ άŦŀǎǘŜǊΣ ŎƘŜŀǇŜǊΣ ŘŜŜǇŜǊέ ŀƭǘŜǊƴŀǘƛǾŜǎ ǘƻ ƘƛƎƘŜǊ-priced, lower-producing 
ǘǊŀŘƛǘƛƻƴŀƭ ƳŜŘƛŀ ǘƘŀǘ ȅƻǳΩǾŜ ƎƻǘǘŜƴ ŦŀƳƛƭƛŀǊ ǿƛǘƘΧΦΦōǳǘ ȅƻǳ ŀǊŜ ƴƻ ƭƻƴƎŜǊ ƎŜǘǘƛƴƎ ǘhe 
results that you once did.  
 
{ǇŜŀƪƛƴƎ ƻŦ ǘǊŀŘƛǘƛƻƴŀƭ ƳŜŘƛŀΣ ŦƻǊƎŜǘ ŀōƻǳǘ ǘƘŜ άƴŜȄǘ ƳƻƴǘƘέ ƻǊ ǘƘŜ άƴŜȄǘ ǉǳŀǊǘŜǊέ 
timeline for marketing.  These new media tools are fast.  We mean real fast.  Some of 
them are literally real-time fast.  You can use them to market same day or even same 
hour.  This is a revolution for marketing timelines.  It leaves committee decision-making 
ƛƴ ǘƘŜ ŘǳǎǘΦ  ¢Ƙƛǎ άǎǇŜŜŘ-to-ƳŀǊƪŜǘέ ŦŀŎǘƻǊ ǊŜǿŀǊŘǎ ǘƘŜ ǎƳŀƭƭŜǊΣ ƳƻǊŜ ŀƎƛƭŜΣ ƻǿƴŜǊ-
managed businesses where market-oriented management can be opportunistic with 
these fast and cheap communications. 
 
This is one of the major mind shifts you will find us talking about throughout the book.  
Being able to be more flexible and nimble with a clear message theme now gives you 
the ADVANTAGE over the larger players whose size was once an advantage with their 
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big advertising budgets ς that is all in the past.  As a small-medium sized business, you 
can have the same voice, the same presence, and same impact on your market faster 
than the clumsy, less-nimble larger organizations ς the power has shifted.  The size of 
your marketing budget is no longer the deciding factor.  
 
We hope you enjoy the book.  Feel free to pass it along to others who you feel might 
benefit from it (which should be about everyone you know since it impacts everyone).  
!ƭƭ ǿŜ ŀǎƪ ƛǎ ǘƘŀǘ ȅƻǳǊ άǇŀǎǎ ŀƭƻƴƎ ǊŜŎƛǇƛŜƴǘǎέ ƭŜǘ ǳǎ ƪƴƻǿ ǘƘŜȅ ƘŀǾŜ ǘƘŜ ōƻƻƪ ŀƴŘ ǎƘŀǊŜ 
with us their e-mail address so we can let them know when we update this book and 
when our next book(s) is coming out ς which wiƭƭ ōŜ ǎƻƻƴΗΗ  ²ŜΩǊŜ ŀǎƪƛƴƎ ȅƻǳ ǘƻ ƘŜƭǇ 
ƻǘƘŜǊǎ ǎǘŀȅ ƛƴŦƻǊƳŜŘΧǇŀȅ-it-forward, they will thank you. 
 
WE WANT YOUR FEEDBACK ς ŎŀƴΩǘ ǎŀȅ ƛǘ ŀƴȅ ǎƛƳǇƭŜǊΦ  tƭŜŀǎŜ ƭŜŀǾŜ ŀ ŎƻƳƳŜƴǘ ƻƴ ƻǳǊ 
blog postings, send us an e-mail or give us a call if you have any ideas, suggestions or 
just want to tell us what great guys we are ς all are appreciated.   
 
 
If you have any further questions or would like to comment on what we have written, 
please visit our blog at www.WOM10.com and leave a comment on one of our postings 
ǘƘŀǘ ǘŀƭƪ ŀōƻǳǘ ǘƘŜ ōƻƻƪΣ ǎǳŎƘ ŀǎ άhǳǊ ƴŜǿ ōƻƻƪ ƛǎ ŀƭƳƻǎǘ ƘŜǊŜέΦ  ¸ƻǳ Ŏŀƴ ŀƭǎƻ Ŝ-mail us 
if you would prefer and we will respond directly to you (our e-mails are:  
Blaine@WOM10.com and Clay@WOM10.com)  All of our contact information is located 
ŀǘ ǘƘŜ ōŀŎƪ ƻŦ ǘƘŜ ōƻƻƪύΦ  ²ŜΩǊŜ ŀƴȄƛƻǳǎ ǘƻ ƘŜŀǊ ǿƘŀǘ ȅƻǳ ǘƘƛƴƪ ŀƴŘ ŀǇǇǊŜŎƛŀǘŜ ŀƴȅ 
insights and comments you want to share. 
 
bƻǿ ƭŜǘΩǎ ƎŜǘ ǎǘŀǊǘŜŘΧ 
 

http://www.wom10.com/
mailto:Blaine@WOM10.com
mailto:Clay@WOM10.com
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THE MAJOw άaLb5 {ILC¢έ ²L¢I {h/L![ a95L!Χ   
 

¢ƘŜǊŜ ƛǎ ŀ a!Whw άƳƛƴŘ ǎƘƛŦǘέ ǘƘŀǘ ŀŎŎƻƳǇŀƴƛŜǎ ǘƘŜ ŜƳŜǊƎŜƴŎŜ ƻŦ 
social media.  If there is ONE KEY thing we have seen happening 
with everyone (business leaders, marketing, PR and ad agencies, 
and even the so-called social media experts) ƛǘΩǎ ǘƘŀǘ ǘƘŜȅ ŘƻƴΩǘ 
understand what is behind this major shift in approaching the 
ƳŀǊƪŜǘΦ  ¢Ƙƛǎ άƳƛƴŘ ǎƘƛŦǘέ ƛǎ {h /wL¢L/![ ǘƻ using the new media 
effectively and yet it is very difficult for people to get their heads 

around.  No fault of their own, just very difficult to do, thus most struggle with grasping 
ǘƘƛǎ ŎƻƴŎŜǇǘΦ  ¢Ƙƛǎ άƳƛƴŘ ǎƘƛŦǘέ ƛǎ ƴƻǘ Ƨǳǎǘ ŘƛŦŦŜǊŜƴǘ ǘŜǊƳƛƴƻƭƻƎȅ ς it is a COMPLETELY 
DIFFERENT WAY to think about marketing and communications going forward. 
 
We will talk more about the details of this a bit later, but suffice it to say, the world no 
ƭƻƴƎŜǊ ǿŀƴǘǎ άōǊƻŀŘŎŀǎǘ ƳŜǎǎŀƎƛƴƎέ ς ǘƘŜȅ ǿŀƴǘ ǘƻ άŎƘƻƻǎŜέ ǿƘŀǘ ƛǘ ƛǎ ǘƘŜȅ ǿŀƴǘ ǘƻ 
hear and receive.  While we will discuss this later, just realize this move away from 
άōǊƻŀŘŎŀǎǘƛƴƎέ is a significant mental shift for people ς especially those in marketing 
ǘƘŀǘ ƘŀǾŜ ǎǇŜƴǘ ǘƘŜƛǊ ŜƴǘƛǊŜ ƭƛŦŜ άǇǳǎƘƛƴƎέ ƳŜǎǎŀƎŜǎΦ   
 
¢ƻ ƘŜƭǇ ƳŀƪŜ ǘƘƛǎ άƳƛƴŘ ǎƘƛŦǘέ Ŝŀǎȅ ǘƻ ŦƻƭƭƻǿΣ ƛǘ ƛǎ ƛƳǇƻǊǘŀƴǘ ǘƻ ǘŀƭƪ ŀōƻǳǘ ǿƘŀǘ ƛǎ 
comfortable to you before introducing thŜ άƴŜǿ ƭŀƴƎǳŀƎŜέ ƻǊ ά{ƻŎƛŀƭ aŜŘƛŀ {ǇŜŀƪέ ŀǎ 
we call it.  Once we have shared the core concepts behind this, it will help you grasp and 
manage the power of social media.   
 
²Ŝ ŀǊŜƴΩǘ ǎŀȅƛƴƎ ǘƘŜ ǎƪȅ ƛǎ ŦŀƭƭƛƴƎΣ ōǳǘ ƛǘ ƪƛƴŘ ƻŦ ƛǎ ƛƴ Ƴŀƴȅ ǊŜǎǇŜŎǘǎ ς especially around 
marketing and your customers.  If you are still living in a world where you believe 
ά¢ǊŀŘƛǘƛƻƴŀƭ aŀǊƪŜǘƛƴƎκaŜŘƛŀέ ǊǳƭŜǎΣ ǿŜ ƘŀǾŜ ǎƻƳŜ ǎŜǊƛƻǳǎ ǿŀƪŜ-up calls for you.  This 
is where we start in this book ς discussing why Traditional Marketing/Media is dying 
rapidly and some of the causes.   
 
In many of our speeches, we ask the all-ƛƳǇƻǊǘŀƴǘ ǉǳŜǎǘƛƻƴΣ άIƻǿ Ƴŀƴȅ ƛƴ ǘƘŜ ǊƻƻƳ ŀǊŜ 
seeing growing results when using traditional media such as newspapers, TV, radio, 
supplements, newsletters, direct mail and of ŎƻǳǊǎŜΣ ȅŜƭƭƻǿ ǇŀƎŜ ŀŘǎΚέ  ²Ŝ Ŏŀƴ ǊŜǇƻǊǘ 
that very few, if any, hands ever go up.  This says it all ς the costs are going up but the 
ǊŜǎǳƭǘǎ ŀǊŜƴΩǘΦ  tǳǘ ƳƻǊŜ ǎǳŎŎƛƴŎǘƭȅΣ Ƴƻǎǘ ōǳǎƛƴŜǎǎŜǎ ŀǊŜ ŜȄǇŜǊƛŜƴŎƛƴƎ ŘŜŎƭƛƴƛƴƎ ǊŜǎǳƭǘǎ 
from increased expenditures on traditional media.  
 
Combine this with a troubled economy (nice way of saying we are in deep do-do) and 
you have bottom lines experiencing compounded suffering from the demise of 
traditional media.  Think about it.  What is a company to do today when they need more 
customers because the ones they have are spending 20 ς 50% less than they did 2 years 
ŀƎƻ ŀƴŘ ǘƘŜ ǿŀȅ ȅƻǳ ŀǘǘǊŀŎǘŜŘ ǘƘŜƳ ƛǎƴΩǘ ǿƻǊƪƛƴƎ ŀƴȅ ƭƻƴƎŜǊ ς oh, yes, and it is costing 
you more than has in the past.  This is the real world business leaders are living in today.  
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We have seen it coming for a few years but ever since we got blasted with an economic 
crisis, it has made starkly obvious the changes in the traditional game. 
 
Another key aspect ƻŦ ǘƘƛǎ άƳƛƴŘ ǎƘƛŦǘέ ƛǎ ǘƘŀǘ ǘƘŜ .!{L/{ ƻŦ a!wY9¢LbD ŀƴŘ 
/¦{¢ha9w t¦w/I!{9 ah¢L±!¢Lhb{ ƘŀǾŜƴΩǘ ŎƘŀƴƎŜŘΗ  L ƪƴƻǿ ǘƘƛǎ ƳƛƎƘǘ ǎƻǳƴŘ 
ǎƘƻŎƪƛƴƎ ǿƛǘƘ ŀƭƭ ǘƘŜ ƴŜǿ ƘȅǇŜ ŀƴŘ ƭŀƴƎǳŀƎŜ ǎǳǊǊƻǳƴŘƛƴƎ ǿƛǘƘ ǎƻŎƛŀƭ ƳŜŘƛŀΣ ōǳǘ ǿŜΩǊŜ 
here to tell you that the basics are still here.  The truth be told, the fundamentals are 
still in ǇƭŀŎŜ ŀƴŘ ǿƛƭƭ ǊŜƳŀƛƴ ƛƴ ǇƭŀŎŜΦ  ²Ƙŀǘ I!{ /I!bD95Σ ƛǎ ōƻǘƘ ǘƘŜ άǇƻǿŜǊέ ŀƴŘ ǘƘŜ 
ǿŀȅ ȅƻǳ άƛƴǘŜǊŀŎǘέ ǿƛǘƘ ȅƻǳǊ ǇǊƻǎǇŜŎǘǎ ŀƴŘ ŎǳǎǘƻƳŜǊǎΦ  /ǳǎǘƻƳŜǊǎ ŀǊŜ ƴƻǿ ŎƭŜŀǊƭȅ ƛƴ 
control and have all the power ς ǘƘƛǎ ƛǎ ǎƛƎƴƛŦƛŎŀƴǘ ŀƴŘ ƛŦ ȅƻǳ ŘƻƴΩǘ ōŜƭƛŜǾŜ ƛǘΣ Ƨǳǎǘ ǘǊŜŀǘ 
them poorly and see how fast they defect.  They are now squarely in control.  
 
Why is it that with social media your customers are now in control?  Why is it that their 
voice now has so much more power than ever before?  Customers RULE ς that is the 
new future.  We can talk with a bit of authority on customers since I, Blaine, co-
authored a book with my brother, Gary, a few years ago titled, ά/ǊŜŀǘƛƴƎ ŀƴŘ 5ŜƭƛǾŜǊƛƴƎ 
Totally AwesomŜ /ǳǎǘƻƳŜǊ 9ȄǇŜǊƛŜƴŎŜǎΣέ which talked about how to create the 
foundation for building consistent and lasting customer loyalty.  We will share some 
insights into what has changed, or not changed, with the advent of social media. 
 
For example, in many of our speeches, we always ask a fundamental 
ƳŀǊƪŜǘƛƴƎκŎǳǎǘƻƳŜǊ ǉǳŜǎǘƛƻƴΦ  Lǘ ƎƻŜǎ ǎƻƳŜǘƘƛƴƎ ƭƛƪŜ ǘƘƛǎΣ ά²Ƙŀǘ ƛǎ ǘƘŜ ƴǳƳōŜǊ ƻƴŜ 
way, if you had your choice, you would prefer to get new customers and build more 
ƭƻȅŀƭǘȅ ǿƛǘƘ ȅƻǳǊ ŜȄƛǎǘƛƴƎ ŎǳǎǘƻƳŜǊǎΚέ  !ƴŘ ǘƘŜ ŀƴǎwer isΧ  όŘǊǳƳ Ǌƻƭƭ ǇƭŜŀǎŜύΧ²hw5-
of-MOUTH.  Without question, this is still the heart and soul of customer acquisition and 
retention ς bar none, no exceptions.  It is not only the most powerful; it is also the most 
economical (lowest cost of sale). 
 

 

http://wom10.com/Pages/customer-experiences-customer-loyalty
http://wom10.com/Pages/customer-experiences-customer-loyalty


www.WOM10.com  Page 12 
 

Social Media is a marketing blessing as it literally offers a way to put 
ά²hw5-of-ah¦¢I hb {¢9whL5{Φέ  Every audience agrees that 
word-of-mouth is their most valued form of marketing.  After we 
ƘŜŀǊ ǘƘƛǎ ŀƴǎǿŜǊΣ ǿŜ ǘƘŜƴ ŀǎƪ ŀƴƻǘƘŜǊ ƪŜȅ ǉǳŜǎǘƛƻƴΣ άLŦ ȅƻǳ ŎƻǳƭŘ 
increase your Word-of-Mouth by, say 3X ς 5X (3 to 5 times), while 
reducing your cost to  create it by at least half, would you be 
ƛƴǘŜǊŜǎǘŜŘΚέ  hŦ ŎƻǳǊǎŜ ǘƘŜ ǳƴŀƴƛƳƻǳǎ ǊŜǎǇƻƴǎŜ ƛǎ ¸9{Τ ŀŎǘǳŀƭƭȅ ƛǘ ƛǎ 

usually άI9[[ ¸9{έ ŦǊƻƳ Ƴƻǎǘ /9hǎΦ  bƻǿ ǿŜΩǊŜ ƎŜǘǘƛƴƎ ǎomewhere ς this is what Social 
aŜŘƛŀ ŘŜƭƛǾŜǊǎΣ ƻƴ ǎǘŜǊƻƛŘǎΦ  ²ŜΩƭƭ ƘŜƭǇ ȅƻǳ ǎŜŜ Ƙƻǿ ǘƘƛǎ ƛǎ ǘƘŜ ŎŀǎŜ ǘƘǊƻǳƎƘƻǳǘ ǘƘƛǎ 
ōƻƻƪΦ  ²ƘƛƭŜ ǘƘƛǎ ƛǎƴΩǘ ŀ ƴŜǿ άƳƛƴŘ ǎƘƛŦǘέ όǎƛƴŎŜ ƛǘ Ƙŀǎ ōŜŜƴ ŀǊƻǳƴŘ ǎƛƴŎŜ ǘƘŜ ōŜƎƛƴƴƛƴƎ 
of time), putting it on steroids and creating exponential increases in word-of-mouth 
ǳǎƛƴƎ ǎƻŎƛŀƭ ƳŜŘƛŀ ƛǎ ŀ ƳŀƧƻǊ άƳƛƴŘ ǎƘƛŦǘΦέ 
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a!YLbD ahb9¸ hw W¦{¢ ! .LD ά¢La9 {¦/YέΧ 
 
One area we know is critical to business leaders everywhere (because we hear it all the 
ǘƛƳŜύ ƛǎ άIƻǿ Řƻes my business make money using social media or is it just another big 
άǘƛƳŜ ǎǳŎƪέ ŦƻǊ Ƴȅ ǇŜƻǇƭŜΚέ  ¢Ƙƛǎ ōƻƻƪ ǎǇŜŎƛŦƛŎŀƭƭȅ ŀŘŘǊŜǎǎŜǎ ǿƘŀǘ ŀǊŜ ǘƘŜ ǊƛƎƘǘ άǎƻŎƛŀƭ 
ƳŜŘƛŀ ǘƻƻƭǎέ ŦƻǊ ōǳǎƛƴŜǎǎŜǎ ŀƴŘ Ƙƻǿ ǘƘŜȅ Ŏŀƴ ƘŜƭǇ ȅƻǳǊ ƻǊƎŀƴƛȊŀǘƛƻƴ ƳŀƪŜ ƳƻƴŜȅ ƻǊ 
get more customers.  This is a very key question and one that most social media gurus 
άŘƻŘƎŜέ ŀƭƭ ǘƘŜ ǘƛƳŜ ǿƘŜƴ ǘƘŜȅ ǘŀƭƪ ŀōƻǳǘ Ƙƻǿ άŎƻƻƭέ ŀ ǇŀǊǘƛŎǳƭŀǊ ǎƻŎƛŀƭ ƳŜŘƛŀ ǘƻƻƭ ƛǎΦ  
²Ŝ ǿƻƴΩǘ ǎǳōƧŜŎǘ ȅƻǳ ǘƻ ǘƘƛǎ άǿƻƴŘŜǊέ ǘŀƭƪΣ ōŜŎŀǳǎŜ ǘƘŜ ǳƴŘŜǊƭȅƛƴƎ ǘƘŜƳŜ ƻŦ ǘƘƛǎ ŜƴǘƛǊŜ 
book is ǘƻ ƘŜƭǇ ȅƻǳ ǎŜŜ ǿƘƛŎƘ ǘƻƻƭǎ ŀǊŜ άōŜǎǘ ǎǳƛǘŜŘέ ŦƻǊ ōǳǎƛƴŜǎǎ ŀƴŘ ǿƘƛŎƘ ŀǊŜƴΩǘΦ  
 
²Ƙȅ ǿŀǎǘŜ ǘƛƳŜ ǿƛǘƘ ǘƻƻƭǎ ǘƘŀǘ ƳƛƎƘǘ ōŜ άŦǳƴέ ŀƴŘ άŜƴǘŜǊǘŀƛƴƛƴƎέ ƻǊ ŜǾŜƴ άŎƻƻƭέ ǿƘŜƴ 
ǘƘŜȅ ŘƻƴΩǘ Řƻ ƳǳŎƘ ŦƻǊ ȅƻǳǊ ōǳǎƛƴŜǎǎΚ  ²Ŝ ŀǊŜ Ƨǳǎǘ Ǉƭŀƛƴ ōǳǎƛƴŜǎǎ Ǝǳȅǎ ŀƴŘ ǘƘŀǘΩǎ ǿƘŀǘ 
we know best.  So if, after speaking in front of over 1,000 CEOs and business leaders, we 
ŘƻƴΩǘ ŦŜŜƭ ƛǘ Ƙŀǎ ǘƘŜ ǇƻǿŜǊ ǘƻ ŘǊŀƳŀǘƛŎŀƭƭȅ ŎƘŀƴƎŜ ȅƻǳǊ ōǳǎƛƴŜǎǎΣ ǿŜ ǿƻƴΩǘ ǊŜŎƻƳƳŜƴŘ 
it.  This is all about business.  As you saw from our front cover, we have definite opinions 
ŀōƻǳǘ ǿƘƛŎƘ ƻƴŜǎ ǿƻǊƪ άōŜǎǘ ŦƻǊ ōǳǎƛƴŜǎǎέ ŀƴŘ ǿƘƛŎƘ ƻƴŜǎ ŘƻƴΩǘΦ  ²ƘƛƭŜ ƴƻǘ ŀƭƭ 
businesses fit this profile, we know the majority will. 
 
One thing you will see and hear from us constantly ς ǿŜ ŘƻƴΩǘ ŎŀǊŜ ŀōƻǳǘ ǘƘŜ ǘƻƻƭǎΣ ǿŜ 
just care about how they HELP you make more money, increase your awareness or build 
better customer/employee loyalty ς ǘƘŀǘΩǎ ƛǘΦ  LŦ ǘƘŜȅ ŘƻƴΩǘ Řƻ ƻƴŜ ƻǊ ŀƭƭ ƻŦ ǘƘŜǎŜΣ ǘƘŜȅ 
ǿƻƴΩǘ Ǉŀǎǎ ƻǳǊ ǘŜǎǘ ŀƴŘ ǿƻƴΩǘ ōŜ ƻƴ ƻǳǊ άŦŀǾƻǊƛǘŜǎέ ƭƛǎǘ ŦƻǊ ōǳǎƛƴŜǎǎŜǎΦ  {ƛƴŎŜ ǘƘŜǊŜ ŀǊŜ 
literally hundreds of great, cool, and fun tools out there, it is important to start with the 
solid tools and use them to gain an understanding of social media.  Then, and only then, 
ǎƘƻǳƭŘ ȅƻǳ άƎǊŀŘǳŀǘŜέ ǘƻ ǎƻƳŜ ƻŦ ǘƘŜ ǾŜǊȅ ǎǇŜŎƛŀƭƛȊŜŘ ƻǊ ƴƛŎƘŜ ǘƻƻƭǎΦ 
 
We focus on what is working TODAY and what we see for TOMORROW in this sea of 
tools.  One thing we can literally guarantee you is that if you follow our 
recommendation for these tools and use them in the right way to help you execute your 
strategy, you will end up with more time than if you never read our book.  We can 
confidently say this because we have firsthand experience with all these tools and can 
share our experiences of what we have seen work most effectively. 
 
Using tools for any other reason than to help your business grow (being cool, getting 
ŜƴǘŜǊǘŀƛƴƛƴƎΣ ƘŀǾƛƴƎ ŦǳƴΣ ŜǘŎΦύ ƛǎ ŎŀƭƭŜŘ ǘƘŜ ά{h/L![ a95L! ¢La9 {¦/Yέ ǘƻ ǳǎΦ  ²Ŝ 
choose not to participate in this way of using social media.  Instead, we want tools that 
give us the MAXIMUM benefit for the LOWEST COST ς period.  So we will give you our 
insights, what we have seen and heard, and some examples along the way. 
 
Finally, we will end with some recommendations and tee up our next book for you.  
bƻǿΣ ȅƻǳ ǿƻǳƭŘƴΩǘ ŜȄǇŜŎǘ ŀƴȅǘƘƛƴƎ ƭŜǎǎ ŦǊƻƳ ƎƻƻŘ ƳŀǊƪŜǘŜǊǎ ǿƻǳƭŘ ȅƻǳΚ  wemember, 
our goal is to get you something short and with high impact.  Our goal is to give you a 
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start to what you, as the leader of an organization, should be thinking about in regards 
to Social Media and its impact on your organization.   
 
Will we give you all the answers ς of course not.  Not only are they evolving more every 
day, but this is why we get hired ς to help organizations move from the 20,000 foot view 
to the granular, ground level development of their social media strategy to build 
massive word-of-mouth.    
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TRADITIONAL MEDIA ς a!¸ L¢ w9{¢ Lb t9!/9Χ  
 

 

Traditional media is dead ς well, not quite yet, but much of it is 
ƭƛǾƛƴƎ ƻƴ ƭƛŦŜ ǎǳǇǇƻǊǘ ŦƻǊ ǘƘŜ Ƴƻǎǘ ǇŀǊǘ ǘƘŜǎŜ ŘŀȅǎΦ  Lǘ ƛǎƴΩǘ ǘƘŀǘ 
traditional media iǎ ŀ ōŀŘ ǘƘƛƴƎΤ ƛǘ Ƨǳǎǘ ƛǎƴΩǘ ŀǎ ŜŦŦŜŎǘƛǾŜ ŀǎ ƛǘ ǿŀǎ 
several years ago.  Unfortunately, the ROI for users of traditional 
media has been in a freefall whereas the low-cost and no-cost 
social media has been forcing itself on the marketing radars.     
 

We see two major events that caused the acceleration of this trend.  First, we had this 
άwέ ǿƻǊŘ Ƙƛǘ ǳǎ ǊƛƎƘǘ ōŜǘǿŜŜƴ ǘƘŜ ŜȅŜǎ ς the recession.  This caused everyone to tighten 
their belts and seek lower cost alternatives to marketing.  Marketing is one of the areas 
Ƴŀƴȅ ŎƻƳǇŀƴƛŜǎ ǎŜŜ ŀǎ ƛƳǇƻǊǘŀƴǘ ǳƴǘƛƭ ȅƻǳ ŘƻƴΩǘ ƘŀǾŜ ŀǎ ƳǳŎƘ ƳƻƴŜȅ ŀǎ ȅƻǳ ŘƛŘ 
ȅŜǎǘŜǊŘŀȅΦ  ¢ƘŜƴ ƛǘ ƎŜǘǎ ŀŘŘŜŘ ǘƻ ǘƘŜ άŎƘƻǇǇƛƴƎ ōƭƻŎƪέ ŀǎ ŀ ǿŀȅ ǘƻ ǊŜŘǳŎŜ ŎƻǎǘǎΦ   
 
So while companies are tightening their belts in the area of marketing costs, the use of 
these traditional marketing tools drops significantly.  The charts we show in our 
speeches are staggering ς ǘƘŜ ŎƘŀǊǘ άōƭŜŜŘǎ ǊŜŘέ ƛƴ Ƙƻǿ ōŀŘ ǘƘŜ ƭƻǎǎŜǎ ŀǊŜ ŦƻǊ ǾƛǊǘǳŀƭƭȅ 
all forms of traditional media.  An excellent chart was put out by Marketer.com that 
showed the year over year US Advertising Spending for Q1 2009.  All forms were losing 
money ς some as high as 37.7% over the previous year ς unbelievable.  No wonder 
those in traditional media are struggling. 
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The second major event was the presidential eƭŜŎǘƛƻƴΦ  ¸ƻǳ ŎƻǳƭŘƴΩǘ ƘŀǾŜ ŀǎƪŜŘ ŦƻǊ ŀ 
better standard bearer for social media.  Both Obama and McCain were in a tight race 
but Obama seized the day and dominated with his social media strategy (thanks in part 
to facebook co-founder, Chris Hughes).  This really put social media on the map, 
including twitter, which was virtually unknown before the election.   
 
The Obama camp orchestrated a masterful campaign around these tools and the 
concept of creating interaction with niche groups so they would support and donate 
money.  It worked well and he eclipsed the McCain camp in execution of these tools.  As 
ǿŜ ǎŀȅ ǊŜǇŜŀǘŜŘƭȅ ƛƴ ǘƘƛǎ ōƻƻƪΣ ƛǘ ǿŀǎƴΩǘ ǘƘŜ ǘƻƻƭǎΣ ƛǘ ǿŀǎ ǘƘŜ ǿŀȅ ǘƘŜ ǘƻƻƭǎ ǿŜǊŜ ǳǎŜŘ ǘƻ 
ŎǊŜŀǘŜ ŀ άǇŜǊǎƻƴŀƭƛȊŜŘέ ŀǇǇǊƻŀŎƘ ǘƻ ƴƛŎƘŜ ƎǊƻǳǇǎ ǘƘŀǘ ǊŜŀƭƭȅ ŎŀǊǊƛŜd the day.   
 
So the combination of the recession and the massive exposure and use of social media 
by the Presidential candidates really accelerated the awareness, knowledge, and 
curiosity around social media.  Seeing how effectively it was used helped give it the shot 
ƛƴ ǘƘŜ ŀǊƳ ŦƻǊ ŀǿŀǊŜƴŜǎǎ ǘƘŀǘ ƛǘ ƴŜŜŘŜŘ ǘƻ ōŜŎƻƳŜ ǘƘŜ ƴŜǿ άƘƻǇŜέ ŦƻǊ ǘƘƻǎŜ ƭƻƻƪƛƴƎ ǘƻ 
ŎƻƴǘƛƴǳŜ ƳŀǊƪŜǘƛƴƎ ŀǘ ŀ ƭƻǿŜǊ ŎƻǎǘΦ  hƴŎŜ ǇŜƻǇƭŜ ǎŀǿ ǘƘŜ ǘƻƻƭǎ ǿŜǊŜ ŜǎǎŜƴǘƛŀƭƭȅ άŦǊŜŜέ 
and they could create some awareness, money started leaving the traditional sources of 
marketing and advertising. 
 
Remember we are always asking CEOs, Business Owners and other Business Executives 
ǘƘŜ ǘŜƭƭƛƴƎ ǉǳŜǎǘƛƻƴΣ άIƻǿ Ƴŀƴȅ ƻŦ ȅƻǳ ŀǊŜ ƎŜǘǘƛƴƎ ŀ ōŜǘǘŜǊ ǊŜǘǳǊƴ ǘƻŘŀȅ ŦƻǊ ǘƘŜ ƳƻƴŜȅ 
you are spending on traditional media thaƴ ȅƻǳ ŘƛŘ н ȅŜŀǊǎ ŀƎƻΚέ  hǳǊ ŜȄǇŜǊƛŜƴŎŜ ƛǎ ǘƘŀǘ 
ς ƻǾŜǊ фл҈ ƻŦ ǘƘŜ ŀǳŘƛŜƴŎŜǎ ǘŜƭƭ ǳǎ ǘƘŜȅ ŀǊŜƴΩǘ ŜǾŜƴ ƎŜǘǘƛƴƎ ŎƭƻǎŜΦ  ¢Ƙƛǎ ǊŜŀƭƭȅ ǘŜƭƭǎ ǘƘŜ 
story of what is happening to traditional media. 
 
Word-of-Mouth has always been the most effective form of marketing for businesses ς
and always will be.  In this day of declining performance by many forms of traditional 
media, every business is looking for alternate was to marketing their services and 
products.  Why?  Because what they are using today (traditional media) ƛǎƴΩǘ ǿƻǊƪƛƴƎΦ  Lǘ 
is losing its effectiveness while its cost is going up.  The cost goes up because there are 
fewer and fewer people using it.  So the traditional media companies have to charge 
more to their remaining customers to try and cover the overhŜŀŘ ƻŦ ǘƘŜ άƳŀŎƘƛƴŜέ ǘƘŜȅ 
have build to deliver this type of media. 
 
In a boom economy, this might have continued on for a few more years.  But in a tough 
economy where results drive the decisions, this traditional media model is rapidly dying.  
The Tsunami has hit the shores and everyone is scattering. 
 
Iƻǿ ǿŜ Ƴƛǎǎ ǘƘƻǎŜ Řŀȅǎ ǿƘŜƴ ȅƻǳ ŎƻǳƭŘ ǎŀȅ ά²Ŝ ƴŜŜŘ ǘƻ ƎǊƻǿ ǎŀƭŜǎΣ ǎƻ ƭŜǘΩǎ ǎǇŜƴŘ 
ƳƻǊŜ ƻƴ ŀŘǾŜǊǘƛǎƛƴƎΦέ  ¢ƻŘŀȅΣ ǿŜ ŀǊŜ ǎǇŜƴŘƛƴƎ ƳƻǊŜ ŀƴŘ ƎŜǘǘƛƴƎ ƭŜǎǎ ǊŜǘǳǊƴΦ  hǳǊ ƻƭŘ 
standbys of TV, radio, Yellow pages, newspapers, magazines, and even direct mail all 
seem to be underperforming these days.   
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¸ƻǳ ƳƛƎƘǘ ŀǎƪ ǘƘŜ ǉǳŜǎǘƛƻƴ ά²ƘȅΚέ  It is a good question.  And the answer is very 
unsettling.  These forms of advertising have worked so well for the past four decades 
that much of the consuming public has developed immunity to these commercial 
messages.  In fact, many people have developed an antipathy to most forms of 
advertising.  A recent study showed that a mere 14% of the public said tƘŀǘ ǘƘŜȅ άǘǊǳǎǘέ 
advertising messages.  On the other hand, 78% of the American public is inclined to 
άǘǊǳǎǘέ ƻǘƘŜǊΩǎ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ ŀōƻǳǘ ǇǊƻŘǳŎǘǎ ŀƴŘ ǎŜǊǾƛŎŜǎΦ 
 
So the most consistent and long standing form of marketing is still the cornerstone of all 
marketing ς getting more of the right people talking about you more.  Word-of-Mouth is 
thriving in this new economy.  Fortunately there is a new way to market that puts our 
ǘǊǳǎǘȅ ƻƭŘ ŦǊƛŜƴŘ άǿƻǊŘ-of-ƳƻǳǘƘέ ƻƴ ǎǘŜǊƻƛŘǎΦ  ¢Ƙƛǎ ƴŜǿ ǿŀȅ ǘƻ ƳŀǊƪŜǘ ƛƴŎƭǳŘŜǎ Ƴŀƴȅ 
ƻŦ ǘƘŜ ƴŜǿ ǘƻƻƭǎ ŦƻǳƴŘ ǳƴŘŜǊ ǘƘŜ ǳƳōǊŜƭƭŀ ƻŦ άǎƻŎƛŀƭ ƳŜŘƛŀέΦ  !ƭǘƘƻǳƎƘ ǎƻŎƛŀƭ ƳŜŘƛŀ ƛǎ 
new to most of us, it is the epitome of word-of-mouth.   
 
{ƻŎƛŀƭ ƳŜŘƛŀ ƛǎ ǘǊǳƭȅ άǎƻŎƛŀƭέΣ ōŜŎŀǳǎŜ Ƴƻǎǘ ŎƻƴƴŜŎǘƛƻƴǎ ŀǊŜ ōŜǘǿŜŜƴ ǇŜƻǇƭŜ ǿƛǘƘ ƭƛƪŜ 
interests or common experiences or shared sets of friends.  It is a hot bed for word-of-
mouth.  Since people are more inclined to accept information and recommendations 
from people that they identify with, word-of-mouth is by far the most desirable way for 
people to communicate about you and your organization.  
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This is a big change for marketing folks ς whether they are 32 or 52 years old.  For more 
ǘƘŀƴ ŦƻǊǘȅ ȅŜŀǊǎ ǘƘŜ ǎŎƛŜƴŎŜ ƻŦ ƳŀǊƪŜǘƛƴƎ Ƙŀǎ ōŜŜƴ άǇǳǎƘƛƴƎέ ŀ ƳŜǎǎŀƎŜ ƻǳǘ ǘƻ ǘƘŜ 
masses ς broadcast messaging.  It was all about buying access to the right group 
(hopefully) that we could bombard with our message ς and our message would be 
άǇŀŎƪŀƎŜŘέ ǘƻǿŀǊŘ ǘƘŀǘ ŀǳŘƛŜƴŎŜΦ  ¦ƴƛǾŜǊǎƛǘƛŜǎ ǘŀǳƎƘǘ ǘƘŜ ǎŎƛŜƴŎŜ ŀƴŘ ǘƘŜƻǊȅΣ 
businesses embraced the metrics of this approach for budgeting, and advertising 
ŀƎŜƴŎƛŜǎ ŜƴƧƻȅŜŘ ƘƛƎƘ ŦŜŜǎ ŀǎ ǘƘŜ ǊƛƴƎƳŀǎǘŜǊǎ ŦƻǊ ǘƘŜǎŜ άǇǳǎƘ ŎŀƳǇŀƛƎƴǎέΦ   
 
Both advertising agencies and business management perfected thŜ άōŀōȅ ōƛǊŘέ ŦƻǊƳ ƻŦ 
marketing ς άthey sit there with wide open mouths waiting for us to bring it to deliǾŜǊέ.  
Those days are almost gone.  ¢Ƙƛǎ ŦƻǊƳ ƻŦ άōǊƻŀŘŎŀǎǘƛƴƎέ ŀƴŘ άǇǳǎƘƛƴƎέ ƳŜǎǎŀƎŜǎ ŀǘ ǘƘŜ 
customer are no longer being accepted by the customer.  The world has changed before 
our very eyes.  The CUSTOMER is in CONTROL today and social media is showing us just 
how much control they really have.   
 
No one seems to be sitting around waiting for us to try to grab their attention with a 
canned message.  And ǘƻŘŀȅΩǎ ŎƻƴǎǳƳŜǊǎ have so many options for their information 
and entertainment that they no longer havŜ ǘƻ ŜƴŘǳǊŜ ŎƻƳƳŜǊŎƛŀƭǎ ǘƻ ƎŜǘ ǘƻ ǘƘŜ άōŜŜŦέΦ  
Say good bye to those days of pushing out advertising to captive audiences.   
 

 
 

Today, the new audience chooses what information they want.  In fact the choices are 
so many and so available that the audience literally άǇǳƭƭǎέ ǘƘŜ ƛƴŦƻǊƳŀǘƛƻƴ ǘƘŀǘ ǘƘŜȅ 
want.  They select their information sources.  They sample them and if they deliver 
value, then they may choose to follow them on a repeated basis.  In other words, 
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ǘƻŘŀȅΩǎ ŎƻƴǎǳƳŜǊǎ ƴŜŜŘ ǘƻ ōŜ ǿƻƴ over by providing valuable information more than 
ǎŀƭŜǎ ǘŀƭƪΦ  ό¢ƘŜȅΩǾŜ ŀƭǊŜŀŘȅ ŘƛǎŎƻǳƴǘŜŘ ǘƘŜ ǾŀƭǳŜ ƻŦ ǎŀƭŜǎ ǘŀƭƪ ƛƴ ǘƻŘŀȅΩǎ ŜƴǾƛǊƻƴƳŜƴǘΦύ   
 
!ƴƻǘƘŜǊ ŦƻǊƳ ƻŦ ǘǊŀŘƛǘƛƻƴŀƭ ƳŀǊƪŜǘƛƴƎ ǘƘŀǘ Ƴŀƴȅ ŘƻƴΩǘ ǘƘƛƴƪ ŀōƻǳǘ ƛǎ ǘƘŜƛǊ ǿŜōǎƛǘŜΦ  ¸ŜǎΣ 
your own website is considered part of the traditional media.  The traditional website 
evolved in the early days as most companies took variations of their marketing collateral 
and moved it online.  Many took this so literally in the early days that they took 
whatever was in their brochures and copied it into pages on their website.  Today 
websites have become reference sources and sales catalogs for businesses.  And the 
information-loaded websites have a very big industry that costs companies thousands of 
dollars a year to build, maintain, and change.  Our view ς websites will continue to be 
information depositories, but their days as primary marketing vehicles are rapidly 
coming to a close. 
 
The front pages of your website (the marketing pages) are now being by-passed as 
people use search functions like Google.  The search results take them to an information 
page deep in your website.  If the information hooks them in a few seconds, they may 
ǎǘƛŎƪ ŀǊƻǳƴŘ ǘƻ ōǳȅΦ  LŦ ǘƘŜ ƛƴŦƻǊƳŀǘƛƻƴ ŘƻŜǎƴΩǘ Ƙƻƻƪ ǘƘŜƳΣ ǘƘŜȅ ƭƛƪŜƭȅ ƘŀǾŜ ǘƘƻǳǎŀƴŘ 
more search results to turn to.  Google brings people into your web house by the back 
door, and they leave the same way.  Your front door of your website is being passed up 
by most traffic today.   
 
Fortunately there are other ways to accomplish many of the same marketing functions 
you once expected from the front pages of your website.  For very little money, many 
companies now can create great looking pages populated by very current content using 
blog structures such as WordPress.  Your audience will never know the difference, but 
this new approach is very friendly to your marketing budget.  If you are not using these 
tools to market your company, you should explore them.  Trust us, you will quickly 
detect the difference because it will cost you significantly less while offering far more 
flexibility for adding fresh and relevant content in real time (instead of the days, weeks, 
or whenever your webmaster gets around to it). 
 
[ŜǘΩǎ ŎƭŀǊƛŦȅ ǎƻƳŜǘƘƛƴƎ Ƨǳǎǘ ǘƻ ƳŀƪŜ ǎǳǊŜ ǿŜ ŀǊŜ ŀƭƭ ƻƴ ǘƘe same page.  There are two 
types of content ς άŦŀŎǘ ŦƻŎǳǎŜŘέ and άƳŜǎǎŀƎŜ ŦƻŎǳǎŜŘέ ŎƻƴǘŜƴǘΦ  ¢ƘŜ άŦŀŎǘ ŦƻŎǳǎŜŘέ 
content is the traditional web pages of facts and figures and technical/sales information 
usually found scattered all over the web, including your ƻǿƴ ǿŜōǎƛǘŜΦ  ¢ƘŜ άƳŜǎǎŀƎŜ 
ŦƻŎǳǎŜŘέ ŎƻƴǘŜƴǘ ƛǎ ǿƘŀǘ ǎƻŎƛŀƭ ƳŜŘƛŀ ƛǎ ŀƭƭ ŀōƻǳǘΦ  No longer is it the cool graphics and 
other creative designs, it is about the content, the stories people tell is what the 
audience cares about.  Style and graphics no longer rule the internet ς it is the stories 
and helpful messages that audiences are looking to find. 
 
IƻǿŜǾŜǊΣ ǿƘŜƴ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ ŜƭǎŜ ǘƻ ŘƻΣ ȅƻǳ ŀǊŜ ƭƛƪŜƭȅ ǘƻ ōǳǊƴ ƳƻǊŜ ǘƛƳŜ ŀƴŘ 
money on your website because it is what you know and what is comfortable.  Most 
CEOs that we come in contact with are not aware that there are faster, cheaper, and 

http://www.wordpress.com/
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deeper ways to communicate and interact with their audiences.  It is because of this 
ǘƘŀǘ /9hǎ ŀƴŘ ŎƻƳǇŀƴƛŜǎ ŀǊŜ ǎǘƛƭƭ ōŜƛƴƎ ǎƻƭŘ ŀ άōƛƭƭ ƻŦ ƎƻƻŘǎέ ŀƴŘ ŀǊŜ ǎǘƛƭƭ ǎǇŜnding 
thousands (tens of thousands) of misapplied dollars on their website.  Making sure your 
home page looks great, even though Google prides itself on skipping your home page 
and taking your viewers directly to the exact page they requested, is simply not worth 
the investment any longer.  Unfortunately, most search engines pursuing the content 
that the user wants tend to bypass these illustrious (and expensive) home pages 
because the search results are rarely pointing to the home page.   
 
The audience has ǎǇƻƪŜƴ ŀƴŘ ǘƘŜȅ ŀǊŜ ǎŀȅƛƴƎΣ ά{Ƙƻǿ ƳŜ ǘƘŜ ŎƻƴǘŜƴǘ L ŎŀǊŜ ŀōƻǳǘ ŀƴŘ 
tell me what others are saying about it ς ǘƘŀǘ Ƙŀǎ ǘƘŜ ƘƛƎƘŜǎǘ ǾŀƭǳŜ ǘƻ ƳŜΦέ  IŜǊŜ ƛǎ ŀ 
good way to relate to this in your own world.  How many times do you go to Google and 
simply type in ƻƴŜ ǿƻǊŘΣ ǳǎǳŀƭƭȅ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ƴŀƳŜΦ  ¢ƻŘŀȅΣ Ƴƻǎǘ ǘȅǇŜ ƛƴ ŀ ǎǘǊƛƴƎ ƻŦ 
words in hopes of getting to exactly the page they are looking for rather than finding it 
themselves.  They want Google to do the work for them rather than landing on a home 
page and having to figure out how to navigate a website.  Google has trained us well. 
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Marketing has shifted away from PUSHING it out to the audiences.  
The new marketplace skews toward those creating engaging, 
informative information that the consumer will catch on their radar 
screen and they will PULL it into their path for information-to-be-
reviewed on the internet.  ¢Ƙƛǎ ŎƻǳƭŘ Ŝŀǎƛƭȅ ōŜ ǘŜǊƳŜŘ ά!ƴǘƛ-Detroit 
aŀǊƪŜǘƛƴƎέ ŀƴŘ ƛǘ ǿƻǳƭŘ ŎƻƳƳǳƴƛŎŀǘŜ the message even clearer. 
 

From the beginning when Henry Ford offered us any color car we wanted as long as it 
ǿŀǎ ōƭŀŎƪΣ 5ŜǘǊƻƛǘ ŀǳǘƻ ƳŀƪŜǊǎ όŀŎǘǳŀƭƭȅΣ ŀƭƳƻǎǘ ŀƭƭ ŀǳǘƻƳŀƪŜǊǎύ ƘŀǾŜ ǎƘƻǾŜŘ ǘƘŜƛǊ άƴƻ-
ŎƘƻƛŎŜέ ƳŀǊƪŜǘƛƴƎ ŀƴŘ ŎŀǊǎ ŀǘ ǘƘŜ ǇǳōƭƛŎΦ  ²Ƙȅ Řƻ ǿŜ ƘŀǾŜ so many types of cars today?  
Because they started to listen to their customersΣ ǿƘƻ ǘƻƭŘ ǘƘŜƳ ǘƘƛǎ ƛǎƴΩǘ ǿƘŀǘ ǘƘŜȅ 
wanted, and decided to build it ς a new market niche was created.  It was simply 
ŎǊŜŀǘŜŘ ōŜŎŀǳǎŜ ǘƘŜ ŜȄƛǎǘƛƴƎ ƻƴŜ ŜƛǘƘŜǊ ŘƛŘƴΩǘ ƭƛǎǘŜƴ ǘƻ ǘhe customer or they listened 
ōǳǘ ǎŀƛŘ ǘƘŜǊŜ ǊŜŀƭƭȅ ǿŀǎƴΩǘ ŀ ƳŀǊƪŜǘΦ 
 
Now we have a boat load of car manufactures because of this type of thinking.  The 
marketing method used:  PUSH our ads at everyone as often as we can possibly afford 
so we can hopefully change their mind from what they really want to what we have to 
offer.  This no longer works today and our prediction will be to watch how this changes 
something even as traditional as a car manufacturer.  Anyone notice how all of a sudden 
all these cool electronics started showing up in the cars over the last year since they 
ǿŜǊŜƴΩǘ ǎŜƭƭƛƴƎ ŀƴȅ ŎŀǊǎΚ  ¢ƘŜ ŎǳǎǘƻƳŜǊ Ƙŀǎ ǎǇƻƪŜƴ ŀƴŘ ǘƘŜȅ ŀǊŜƴΩǘ ƘŀǇǇȅΦ 
 
This shift from PUSH to PULL marketing is based squarely on the internet.  And it favors 
social media because of its focus on creating interesting information that can be easily 
shared with άlike-minded peopleέ.  This is why word-of-mouth is becoming so 
paramount for marketing today.  If you choose to read something and find it valuable, 
you are more likely to waƴǘ ǘƻ άǘŀƭƪ ŀōƻǳǘ ƛǘέ ŀƴŘ άǎƘŀǊŜ ƛǘέ ǿƛǘƘ ȅƻǳǊ ƻǿƴ ŀǳŘƛŜƴŎŜ ς 
ƎƛǾƛƴƎ ƛǘ ȅƻǳǊ άŜƴŘƻǊǎŜƳŜƴǘέ ŀƭƻƴƎ ǘƘŜ ǿŀȅΦ  ¢Ƙƛǎ ŎŀǊǊƛŜǎ ŦŀǊ ƳƻǊŜ ǿŜƛƎƘǘ ǘƘŀƴ ŀƴȅ 
traditional advertisement could begin to command.   
 
The other, often overlooked, aspect of PULL marketing is tƘŀǘ ŜǾŜǊȅƻƴŜ ǿŀƴǘǎ ǘƻ άōŜ 
ǘƘŜ ŜȄǇŜǊǘέ ƻǊ άōŜ ƛƴ ǘƘŜ ǎǇƻǘƭƛƎƘǘέ ƛŦ ŜǾŜƴ ŦƻǊ ŀ ƳƻƳŜƴǘΦ  tŜƻǇƭŜ ƭƻǾŜ ǘƻ ƘŀǾŜ ƻǘƘŜǊǎ 
ŀǎƪ ǘƘŜƳ ŦƻǊ ǘƘŜƛǊ ƻǇƛƴƛƻƴΦ  !ƴŘ ǿƘƻ ŘƻŜǎƴΩǘ ǿŀƴǘ ǘƻ ƎƛǾŜ ƛǘ ς very few.  We love our 
few minutes of fame where we are suddenly important and we can offer our opinions 
for others to see and hear.  This ability to share thoughts, perspectives, opinions, and 
viewpoints is at the heart of social media and word-of-mouth marketing.  The new tools 
have allowed all of us the opportunity to participate ς as freely and openly as possible.  
This is completely changing the advertising and marketing world we grew up in. 
 
Today, and for as long as we can remember, marketing has been based around a 
άt¦{Iέ ŀǇǇǊƻŀŎƘ ς shoving information at your prospects and customers in hope that if 
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they see enough of it they will think about you when they make a purchase.  That is 
basically the core of what marketing has been for as long as we can remember.  Taking 
ƛƴŦƻǊƳŀǘƛƻƴ ŀƴŘ άǇǳǎƘƛƴƎέ ƛǘ ŀǘ ȅƻǳǊ ŀǳŘƛŜƴŎŜ ς your way, your message and on your 
terms.  Essentionally casting a big net and hoping to find people interested in your 
products or services.  It has given organizations a big megaphone and allowed them to 
άōǊƻŀŘŎŀǎǘέ ǘƘŜƛǊ ƳŜǎǎŀƎŜ ǘƻ ŀǎ Ƴŀƴȅ ŀǎ ǘƘŜȅ ŎƻǳƭŘ ŀŦŦƻǊŘΦ 
 
If you wanted to reach millions, you spent millions on TV ads (like the Superbowl or 
American Idol or some other hot show) or some other broadcast marketing tools.  You 
probably used tools like newspapers, direct mail, e-mail marketing, TV, radio, magazines, 
anŘ ŀ Ƙƻǎǘ ƻŦ ƻǘƘŜǊǎ ǘƻ ƎŜǘ ǘƘƛǎ ƳŜǎǎŀƎŜ ƻǳǘ ƛƴ ƳŀǎǎΦ  ¢ƘŜǎŜ ǿŜǊŜ ǘƘŜ άǘƻƻƭǎέ ƻŦ άǇǳǎƘ 
ƳŀǊƪŜǘƛƴƎέ ǘƘŀǘ ŜȄƛǎǘ ŦƻǊ ǳǎ ǘƻŘŀȅ ŀƴŘ ƘŀǾŜ ōŜŜƴ ǘƘŜ Ƴŀƛƴǎǘŀȅ ƻŦ ƳŀǊƪŜǘƛƴƎ ŦƻǊ 
organizations. 
 
We are rapidly ŎƻƳƛƴƎ ǘƻ ǘƘŜ ŜƴŘ ƻŦ ǘƘŀǘ ŜǊŀΦ  ¢ƘŜ ŜǊŀ ƻŦ άōǊƻŀŘŎŀǎǘέ ŀƴŘ άǇǳǎƘέ 
ƳŀǊƪŜǘƛƴƎ ŀƴŘ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ƛǎ ōŜƛƴƎ ǊŜǇƭŀŎŜŘ ōȅ ǿƘŀǘ ƛǎ ƴƻǿ ŎŀƭƭŜŘ άǎƻŎƛŀƭ ƳŜŘƛŀέΦ  
There are a new set of tools to accomplish something entirely different.  This is the 
άƳƛƴŘ ǎƘƛŦǘέ ǿŜ ǿŜǊŜ ǊŜŦŜǊǊƛƴƎ ǘƻ ŜŀǊƭƛŜǊΦ 
 
The new way to reach your audience is to make yourself interesting enough, compelling 
ŜƴƻǳƎƘΣ ǊŜƭŜǾŀƴǘ ŜƴƻǳƎƘ ŀƴŘ ǇŀǎǎƛƻƴŀǘŜ ŜƴƻǳƎƘ ǿƘŜǊŜ ǇŜƻǇƭŜ ǿƛƭƭ ŎƘƻƻǎŜ ǘƻ άŦƻƭƭƻǿέ 
you because they want to hear more about what you are saying.  Think of the latest 
party you went to and picture someone you were drawn to because of their 
ŎƻƴǾŜǊǎŀǘƛƻƴΦ  aƻǎǘ ƭƛƪŜƭȅ ƛǘ ǿŀǎ ōŜŎŀǳǎŜ ǘƘŜȅ ǿŜǊŜ ǎƘŀǊƛƴƎ ƛƴŦƻǊƳŀǘƛƻƴ ŀƴŘ άǎǘƻǊƛŜǎέ 
with the group ǘƘŀǘ ŘǊŜǿ ȅƻǳ ƛƴǘƻ ǘƘŜ ŎƻƴǾŜǊǎŀǘƛƻƴ ŀƴŘ ȅƻǳ ƭŜŦǘ ǎŀȅƛƴƎΣ άL ǿŀƴǘ ǘƻ ƘŜŀǊ 
more about what she has to say ς that was intereǎǘƛƴƎΦέ 
 
¢Ƙƛǎ ƛǎ άtǳƭƭ aŀǊƪŜǘƛƴƎέ ς creating an environment and dialog that is captivating enough 
so that others want to learn more and hear more about what you have to say.  You have 
ƳƻǾŜŘ ŦǊƻƳ ŀ Ǉƻƛƴǘ ƻŦ άōǊƻŀŘŎŀǎǘƛƴƎέ ǘƻ ŀ Ǉƻƛƴǘ ƻŦ being άŎƻƳǇŜƭƭƛƴƎ ŀƴŘ ƛƴǘŜǊŜǎǘƛƴƎέ 
and others want to hear about it.  Being able to create an environment where your 
ŀǳŘƛŜƴŎŜ ŎŀƴΩǘ ǿŀƛǘ ǘƻ ƘŜŀǊ ƳƻǊŜ ƛǎ ǘƘŜ ŎƻǊŜ ƻŦ ǘƘŜ ǇƻǿŜǊ ƻŦ ǿƘŀǘ ǎƻŎƛŀƭ ƳŜŘƛŀ 
marketing and communications is all about. 
 
Hopefully we have given you at least enough background information on the huge MIND 
SHIFT that it takes to really understand the power these social media tools have to offer.  
For the remainder of the book we want to give you some insights and perspectives of 
some of the most well-known social media tools and how you can leverage them so you 
Ŏŀƴ ŎǊŜŀǘŜ ȅƻǳǊ ƻǿƴ άǿƻǊŘ-of-ƳƻǳǘƘ ƻƴ ǎǘŜǊƻƛŘǎΦέ  All these tools capitalize on the 
ǘǊŜƴŘ ǘƻǿŀǊŘ t¦[[ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ŀƴŘ ŀǿŀȅ ŦƻǊƳ t¦{I ŀŘǾŜǊǘƛǎƛƴƎΦ  ²ŜΩǊŜ ǘŀƭƪƛƴƎ 
about a new world of marketing that offers less one-way shouting and more two-way 
conversations.   
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LŦ ȅƻǳ ŘƛŘƴΩǘ ōŜƭƛŜǾŜ ǘƘƛǎ ǿŀǎ ǘǊǳŜ ōŜŦƻǊŜΣ ƛǘ ƛǎ ƎƻƛƴƎ ǘƻ Ƙƛǘ ȅƻǳ ǳǇ 
side your head really fast and really hard.  This is the NEW REALITY 
of the TIVO ǿƻǊƭŘ ǿŜ ƭƛǾŜ ƛƴ ǘƻŘŀȅΦ  bƻ ƭƻƴƎŜǊ ƛǎ ǘƘƛǎ ǘƘŜ άȅƻǳ Ŏŀƴ 
have it in any color you want ŀǎ ƭƻƴƎ ŀǎ ƛǘ ƛǎ ōƭŀŎƪέ ǿƻǊƭŘ ς this is 
άǿƘŀǘ ŎƻƭƻǊ ƻǊ ǎƘŀŘŜ ƻŦ ŀ ŎƻƭƻǊ ǿƻǳƭŘ ȅƻǳ ƭƛƪŜΣ ǿƘŜƴ Řƻ ȅƻǳ ǿŀƴǘ ƛǘ 
ŘŜƭƛǾŜǊŜŘ ŀƴŘ ŀǘ ǿƘŀǘ Ŏƻǎǘ ǿƻǳƭŘ ȅƻǳ ƭƛƪŜ ǘƻ ƘŀǾŜ ƛǘέ ǿƻǊld of today.  
Social Media has ABSOLUTELY CHANGED the way we interact with 

our customer ς ŀƴŘ ǿŜ ǿƻƴΩǘ ōŜ ƎƻƛƴƎ ōŀŎƪ ǘƻ ǘƘŜ ƻƭŘ ǿŀȅ ŀƴȅǘƛƳŜ ǎƻƻƴ ς probably not 
in our lifetime. 
 
How did this happen?  Was it all of a sudden?  What changed that I might have missed 
along the way?  All good questions and just a few of the many we get asked by CEOs all 
the time.   
 
¢ƘŜ ƪŜȅ ǘƻ ǘƘŜ ŀƴǎǿŜǊ ƭƛŜǎ ƛƴ ǘƘŜ ƻƭŘ ǎǘƻǊȅ ƻŦ άōƻƛƭƛƴƎ ǘƘŜ ŦǊƻƎΦέ  wŜƳŜƳōŜǊΣ ƛŦ ȅƻǳ ǿŀƴǘ 
to boil the frog, turn the heat up a little at a time instead of all at once, and this way the 
ŦǊƻƎ ŘƻŜǎƴΩǘ ƧǳƳǇ ƻǳǘ ƻŦ ǘƘŜ ǿŀǘŜǊΦ  ¢Ƙƛǎ ƛǎ ǿƘŀǘ ƻǳǊ ŎǳǎǘƻƳŜǊǎ ƘŀǾŜ ōŜŜƴ ŘƻƛƴƎ ǘƻ 
businesses for the past several years.  The customer has been warning businesses but 
until we were hit hard with a recession, few were paying attention.   
 
¢ƻŘŀȅ ǘƘŜ ŎǳǎǘƻƳŜǊ ƛǎ ƛƴ ŎƻƴǘǊƻƭΦ  ²Ŝ ƭƛǾŜ ƛƴ ǘƘŜ άƛǘΩǎ ŀƭƭ ŀōƻǳǘ ƳŜέ ǿƻǊƭŘ ǘƻŘŀȅΦ  Gen X 
and Gen Y are very good examples of this happening all around us.  Everyone wants it in 
ŀ ǿŀȅ ǘƘŀǘ ōŜƴŜŦƛǘǎ ǘƘŜƳ ŀƴŘ ǘƘŜȅ ŘƻƴΩǘ ŎŀǊŜ ŀōƻǳǘ ŀƴȅ ƻŦ ǘhe other customers.  We 
ƘŀǾŜ ǘǊǳƭȅ ŜǾƻƭǾŜŘ ǘƻ ŀƴ άƛƴŘƛǾƛŘǳŀƭƛȊŜŘέ ŜŎƻƴƻƳȅ ŀƴŘ ǘƘƻǎŜ ǘƘŀǘ Ŏŀƴ ǎŀǘƛǎŦȅ ǘƘŜǎŜ 
needs win.  But wait, all is not lost. 
 
hƴŜ ƻŦ ǘƘŜ ōƛƎƎŜǎǘ ŎƻƳǇƭŀƛƴǘǎ ōǳǎƛƴŜǎǎ ƭŜŀŘŜǊǎ ǘŜƭƭ ǳǎ ƛǎ ǘƘŀǘ ǘƘŜȅ ǊŜŀƭƭȅ ŘƻƴΩǘ ƪƴƻǿ 
what their customers want.  They do traditional surveys and focus groups (we have 
done many of these in the past ourselves) to try and capture the interests and needs of 
their customers.  The problem is the timing.  The information gathered, analyzed, and 
presented is well out of date by the time any decision making executive gets to see it.  
{ƻ ǘƘŜȅ ƳŀƪŜ ŘŜŎƛǎƛƻƴǎ ƻƴ ŜƛǘƘŜǊ άƻƭŘ ŎǳǎǘƻƳŜǊ ƛƴŦƻǊƳŀǘƛƻƴέ ƻǊ ǘƘŜȅ ƳŀƪŜ 
άǇǊŜŘƛŎǘƛƻƴǎέ ŀƴŘ ǘǊȅ ǘƻ ŀƴǘƛŎƛǇŀǘŜ ǿƘŜǊŜ ǘƘŜ ŎǳǎǘƻƳŜǊ ƛǎ ƎƻƛƴƎ ǘƻ ōŜ ƛƴ ǘƘŜ ŦǳǘǳǊŜ ōŀǎŜŘ 
on old data.  Tough game to win in the lightening fast market we live in today. 
 

The beauty of free enterprise is the ability to react to 
market conditions quickly and take advantage of them 
before your competition.  This is how business makes it 
work.  Today, with the advent of social media, companies 
have the ability to hear REAL TIME conversations going on 
with their customers and prospective customers.  ¢ƘŀǘΩǎ 
ǊƛƎƘǘΣ άǊŜŀƭ ǘƛƳŜέ ƛƴŦƻǊƳŀǘƛƻƴΦ  ! ǉǳŜǎǘƛƻƴ ǘƻ ŀǎƪ ȅƻǳǊǎŜƭŦ ŀǎ 
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ǘƘŜ ƭŜŀŘŜǊ ƛƴ ȅƻǳǊ ƻǊƎŀƴƛȊŀǘƛƻƴ ƛǎΣ ά/ŀƴ ǿŜ ǊŜŀŎǘ ǘƻ ǊŜŀƭ time information and actually do 
ǎƻƳŜǘƘƛƴƎ ŀōƻǳǘ ƛǘ ƛƴ ŀƴ ŀǇǇǊƻǇǊƛŀǘŜ ǘƛƳŜ ŦǊŀƳŜΚέ   
 
From the majority of CEOs we have talked withΣ ǘƘŜȅ ŎŀƴΩǘΦ  ¢ƘŜƛǊ ǎȅǎǘŜƳǎ ŀǊŜ ƴƻǘ ǎŜǘ ǳǇ 
for real time information, they are set up for gathering information, analyzing the 
information, creating a report on the information, sharing this with middle management 
first, revising the presentation and then presenting it to top decision making 
ƳŀƴŀƎŜƳŜƴǘ ƛƴ ƘƻǇŜǎ ǘƘŜȅ ǿƛƭƭ ƎƛǾŜ ǘƘŜƳ ǎƻƳŜ ŘƛǊŜŎǘƛƻƴΦ  5ƻŜǎ ǘƘƛǎ ǎƻǳƴŘ άǊŜŀƭ ǘƛƳŜέ 
tƻ ȅƻǳΚ  Lǘ ŘƻŜǎƴΩǘ ǘƻ ȅƻǳǊ ŎǳǎǘƻƳŜǊ ŜƛǘƘŜǊ ς so they defect and try to find someone that 
can react faster to their needs. 
 
{ƻŎƛŀƭ aŜŘƛŀ ŀƭƭƻǿǎ ǳǎ ǘƻ άƘŜŀǊέ ǘƘŜ ŎƻƴǾŜǊǎŀǘƛƻƴ ŀƴŘ άǎŜŜέ ǿƘŀǘ ƻǘƘŜǊǎ ŀǊŜ ŘƻƛƴƎ 
about it or what your customer is doing about it.  This is invaluable if you are a business 
leader.  ̧ ƻǳ ƴƻǿ ƘŀǾŜ ǘƘŜ ŀōƛƭƛǘȅ ǘƻ ŎŀǇǘǳǊŜ ǘƘƛǎ άǊŜŀƭ timeέ information and feedback 
from the one group that writes you checks ς ȅƻǳǊ ŎǳǎǘƻƳŜǊǎΦ  !ƴŘ ƘŜǊŜΩǎ ǘƘŜ ōƛƎ ƪƛŎƪŜǊΦ  
.ŜŎŀǳǎŜ ǘƘƛǎ ƛǎ άǎƻŎƛŀƭέ ƳŜŘƛŀΣ ǘƘŜȅ ŀǊe telling all their friends and colleagues and 
άŦƻƭƭƻǿŜǊǎέ ŀōƻǳǘ ǘƘŜƛǊ ŜȄǇŜǊƛŜƴŎŜ ς in real time.   
 
The reason @ComcastCares (twitter address) was established was because there were 
so many complaints about Comcast circulating on Twitter.  If Comcast was going to solve 
the problems and improve their image, Comcast needed a vehicle to capture these 
ǇǊƻōƭŜƳǎ ǿƘŜƴ ǘƘŜȅ ǿŜǊŜ ǎǘƛƭƭ ƻƴ ǘƘŜ ƛƴŘƛǾƛŘǳŀƭ ƭŜǾŜƭ όǎƳŀƭƭύ ŀƴŘ ŘŜŀƭ ǿƛǘƘ ǘƘŜƳ ƛƴ άǊŜŀƭ 
ǘƛƳŜέΦ  5Ŝƭŀȅ Ƙŀǎ ŀ ǇǊƛŎŜΣ ōŜŎŀǳǎŜ ǿŜ ŀƭƭ ƪƴƻǿ ŀ ǇǊƻōƭŜƳ ƎŜǘǎ ōƛƎƎŜǊ ƻǾer time.  
/ƻƳŎŀǎǘΩǎ ƛƴǘŜƴǘ ǿŀǎ ǘƻ ŎŀǇǘǳǊŜ ǘƘŜ ƛǎǎǳŜǎ ƛƴ ǊŜŀƭ ǘƛƳŜ ŀƴŘ ǊŜǎǇƻƴŘ ǘƻ ǘƘŜƳ ƛƴ ǊŜŀƭ ǘƛƳŜ 
and hopefully solve and diffuse the issue before it became a real problem.  And a huge 
by-ǇǊƻŘǳŎǘ ǿŀǎ ƘŜƭǇƛƴƎ ǘƘŜƳ ƛƳǇǊƻǾŜ ǘƘŜ άǿƻǊŘ-of-ƳƻǳǘƘέ ǘƘŀǘ ǿŀǎ ōŜƛƴƎ spread on 
the airwaves.   
 
Today Comcast has done a great job with this approach, and it is one of the successful 
examples of a company reacting to a negative situation and turning it positive through 
its use of social media to help them solve it.  Kudos to Comcast in this area.   
 
Jet Blue is another great example.  They started out using twitter to monitor mentions 
of Jet Blue.  In time it became a key part of their customer service program, and then 
found it to be a very effective way to communicate real time to their audience when 
they are standing in line, sitting on a plane, looking for answers or just seeing if there 
are some interesting specials ς ŀƭƭ ƛƴ άǊŜŀƭ ǘƛƳŜέΦ   
 
There are more and more examples like this showing up every day.  Whether it be 
@KogiBBQ or @NakedPizza, the stories are about dialing into the specific needs of their 
customers in real time and servicing those better (and in a more interesting way) than 
their competitors.  The world has indeed gotten smaller as it is getting bigger.  A Great 
ōƻƻƪ ǘƻ ǊŜŀŘ ƳƻǊŜ ŀōƻǳǘ ǘƘƛǎ ƛǎ ά{Ƴŀƭƭ ƛǎ ǘƘŜ bŜǿ .ƛƎΣέ ōȅ {ŜǘƘ DƻŘƛƴΦ  hƴŎŜ ȅƻǳ ŀōǎƻǊō 
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the declaration that the target audience is now in control, there are all kinds of 
adjustments that management will be making to adapt.   
 
This book is a brief introduction to some of the iconic tools of social media in very brief 
ŀƴŘ ǊŜƭŜǾŀƴǘ ŦƻǊƳΦ  ²ŜΩƭƭ ŀŘŘǊŜǎǎ ŜŀŎƘ ƻƴŜ ŀƴŘ ƭŜŀǾŜ ȅƻǳ ǿƛǘƘ ŀ ƭƛǘǘƭŜ ƳƻǊŜ ŎƻƳŦƻǊǘ 
about where the major tools fit in your business so you can take advantage of the 
άŦŀǎǘŜǊΣ ŎƘŜŀǇŜǊΣ ŘŜŜǇŜǊέ ƳŀǊƪŜǘƛƴƎ ǇǊƻƎǊŀƳǎ ōŀǎŜŘ ǘƘŜǎŜ ǎƻŎƛŀƭ ƳŜŘƛŀ ǘƻƻƭǎΦ  ²Ŝ ŀǊŜ 
two seasoned CEO-ǘȅǇŜ ƻŦ ƎǳȅǎΦ  ²ŜΩǊŜ ƴƻǘ ǘŀƭƪƛƴƎ ŀōƻǳǘ ǘƘŜ ǘŜŎƘƛŜ ŀǎǇŜŎǘǎ ƻŦ ǘƘŜǎŜ 
tools.   
 
And as an audience member for our presentation to the Executive Board of the 
Washington Restaurant Association said, άI saw the agenda item for social media, and I 
ŜȄǇŜŎǘŜŘ ǎƻƳŜ ǘŀǘǘƻƻŜŘΣ Ǉƻƴȅ ǘŀƛƭŜŘ нл ǎƻƳŜǘƘƛƴƎ ǿƘƻ ǎǇƻƪŜ ŀ ƭŀƴƎǳŀƎŜ L ŘƛŘƴΩǘ 
understand talking about ways they and their friends had successfully ramped up their 
party life using social media.έ   
 
This CEO went out of her way to thank us for being experienced business guys who 
talked common sense about social media and ways it can work for small to medium-
sized businesses. Yes, she commented that we spoke business fluently (as you would 
ŜȄǇŜŎǘ ŦǊƻƳ ƘŀǾƛƴƎ ǎǇƻƪŜƴ ǘƻ ƻǾŜǊ ŀ мллл /9hǎύΦ  ²ŜΩǾŜ ŘƛǎŎƻǾŜǊŜŘ ǘƘŀǘ Ƴƻǎǘ /9hǎ 
want to hear practical information on these social media tools and ways they can be 
used to successfully market businesses and their services/products.   
 
Next, ƛǘΩǎ on to thŜ ǘƻƻƭǎΧ 
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THE TOOLS OF SOCIAL MEDIA FOR BUSINESS  

 

2004    [ŜǘΩǎ Ǝƻ ōŀŎƪ ǘƻ ǘƘŜ ŀƴŎƛŜƴǘ ǘƛƳŜǎ ŦƻǊ ǎƻŎƛŀƭ ƳŜŘƛŀ ς 2004.  This is when one 

of the first social media networking tools was born - MySpace.   
 

  
 
MySpace was a disruptive concept in 2004 and at the time it was viewed as the most 
social tool of all ς especially for entrepreneurs and bands.  Lǘ Ǝƻǘ ƛǘǎ ǎǘŀǊǘ ƛƴ /ŀƭƛŦƻǊƴƛŀΩǎ 
Bay Area where it was heavily used (and still is) by bands as a way to get their music in 
the hands of their audience ς fast and in a form they could relate to easily.  It was 
designed to be much more of a platform for άŦǊŜŜŘƻƳ ƻŦ artistic ŜȄǇǊŜǎǎƛƻƴέ ǊŀǘƘŜǊ ǘƘŀƴ 
marketing a business.   
 
In 2004, it was a true pioneer in every sense of the word.  MySpace began as a way for 
non-techies to have an internet experience similar to pages created by techie 
programmers.  But the unique structure allowed the non-techies to create their own 
pages with relatively little technical knowledge.  As we mentioned the initial users were 
bands in the San Francisco Bay Area.  ¢ƘŜǎŜ άǇŀƎŜǎέ ǿŜǊŜ ǳǎŜŘ ǘƻ ŜǎǎŜƴǘƛŀƭƭȅ ŀƭƭƻǿ ǘƘŜƳ 
ǘƻ ƘŀǾŜ ŀ ǎƻǊǘ ƻŦ άǿŜōǎƛǘŜέ ǉǳƛŎƪƭȅ ŀƴŘ Ŝŀǎƛƭȅ ǎƻ ǘƘŜȅ ŎƻǳƭŘ ŦƻŎǳǎ ƻƴ ǿƘŀǘ ǿŀǎ ƛƳǇƻǊǘŀƴǘ 
to them- their music and their fans.   
 
The bands could create pages for their fans that supported their music and allow them 
to play and then download songs.  So MySpace became a place for fans to find their 
favorite bands, connect with other fans of the bands, and sample their music.  In time 
the bands were also able to post photos, videos, and journal reports of their tours.  
These on-line fan club pages soon became ways to introduce newly recorded songs as 
well as a place for the bands to informally promote their own tours and fan gear.   
 
The orientation to music and artistic expression soon moved up to music sharing with 
like minded visitors.  People began to create their personal pages even when they were 
not in the music business.  In 2006, My Space became the most popular social 
networking site in the United States.  In a short five years the 2009 MySpace had grown 
to its peak worldwide membership of more than 125,000,000 members.   

http://www.myspace.com/
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In the latter half of 2009, MySpace began to experience a small decline in their user 
numbers and they are currently estimated to have slightly less than 120 million 
members.  You can easily get more information on MySpace at the Wikipedia site, here 
is the link to the page http://en.wikipedia.org/wiki/Myspace  
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MySpace was bought in July 2005 for US$580 million by Rupert Murdoch's News 
Corporation which was deemed at the time to be a very large sum of money for a social 
network property.  MySpace is supported through advertising; therefore there is no cost 
for users to create and maintain their pages on myspace.com.  As with almost all social 
media tools, they are FREE to their users. 
 
These artistically-oriented users of MySpace quickly made it one of the top sites and 
truly nurtured the concept of user generated content.  Many of the pages created on 
MySpace.com post content created by the owners of the pages.  The concept of user 
ƎŜƴŜǊŀǘŜŘ ŎƻƴǘŜƴǘ Ƙŀǎ ƎǊƻǿƴ ŦŀǊ Ǉŀǎǘ aȅ{ǇŀŎŜ ƛƴ ǘƻŘŀȅΩǎ ǿƻǊƭŘ.  But in its early days, 
MySpace was one of those sites that invited and highlighted user generated content ς 
especially music, digital photos, and video.  
 

 
 
We do not currently view nor do we recommend MySpace as a form of social media 
marketing for most companies ς unless they are consumer products and/or heavily 
ǊŜƭŀǘŜŘ ǘƻ ƳǳǎƛŎ ŀƴŘ ŀǊǘƛǎǘƛŎ ŜȄǇǊŜǎǎƛƻƴΦ  LǘΩǎ ŀ ǇƭŀǘŦƻǊƳ ƻŦ ŜƴǘƘǳǎƛŀǎǘƛŎ ŀƴŘ ȅƻǳthful 
ǳǎŜǊǎ ŀƴŘ ƛǘǎ ŦƻŎǳǎ ƛǎƴΩǘ ƻƴŜ ǿŜ ǎŜŜ ŀǎ ŀ ƎƻƻŘ Ŧƛǘ ŦƻǊ ōǳǎƛƴŜǎǎ ς at least not today.  There 
are some great aspects of MySpace though that could make it an interesting tool to 
watch in the future, depending on which direction the owners decide to take it. 
 
To give you a brief thumbnail description of how we would view MySpace, we describe 
it as similar to entering a bar scene in a new city where you know no one.  The 
immediate activity is to exchange comments on very superficial topics that will help you 
ƛŘŜƴǘƛŦȅ ǘƘŜ ǇŜƻǇƭŜ ǘƘŀǘ ȅƻǳ ǿƻǳƭŘ ƭƛƪŜ ǘƻ ƪƴƻǿΧΦΦƻǊ ǘƘŀǘ ȅƻǳ ǿƻǳƭŘ ƭƛƪŜ ǘƻ ƪƴƻǿ ƳƻǊŜ 
about.  MySpace is very similar to this experience ς ȅƻǳ ŘƻƴΩǘ ǊŜŀƭƭȅ ƪƴƻǿ ŀƴȅƻƴŜ ǿƘŜƴ 
you first start out.   

http://en.wikipedia.org/wiki/Rupert_Murdoch
http://en.wikipedia.org/wiki/News_Corporation
http://en.wikipedia.org/wiki/News_Corporation
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You start by looking for others who share some of your interests or tastes, and once you 
find them you exchange more information that will help you connect and become 
associated through your common interest. ̧ƻǳ ŘƻƴΩǘ ƘŀǾŜ ǘƻ ƘŀǾŜ ƪƴƻǿƴ ǘƘŜƳ 
previously, because you have a shared pre-existing interest.  This common thread allows 
you to feel comfortable being more social and getting better acquainted.   
 
aȅ{ǇŀŎŜ ŘƻŜǎ ƴƻǘ ǊŜǉǳƛǊŜ ƛǘǎ ƳŜƳōŜǊǎ ǘƻ ǊŜƭŜŀǎŜ ǘƘŜƛǊ άǘǊǳŜέ ƛŘŜƴǘƛǘȅΦ  ¢Ƙƛǎ 
άŀƴƻƴƻƴȅƳƛǘȅέ Ƙŀǎ ŎǊŜŀǘŜŘ ƎǊŜŀǘ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ŀǎ ǿŜƭƭ ŀǎ ŎƻƴŎŜǊƴǎ όŀƴŘ ōŀŘ ǇǊŜǎǎύ 
around it as a tool.  We all have heard at least one report of someone stalking or chasing 
young kids through their use of MySpace.  With any tool, put in the hands of some 
deviant, it can be misused and used inappropriately.  We see this as one of the potential 
challenges and yet future opportunities for MySpace. 
 
Since this is such a social environment, it is challenging for businesses to display 
information and personality that will attract these unknown people who share an 
interest.  MySpace can serve some elements for marketing, but we do not consider it a 
primary channel for most businesses to market themselves.  And, if a business were to 
use MySpace as part of its marketing effort, then we would recommend that you 
commit yourself to become heavy users of rich media ς which we discuss later in this 
book.  MySpace demands the use of rich media to meet the expectations of visitors to 
MySpace. 
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Facebook is another social media phenomena that got its start in February 2004 in the 
Harvard dorm rooms of its founders.  Unlike MySpace, it was originally created for use 
by college students and for the first several years only college students could join and 
use facebook.  Despite being limited to active college students (with .edu e-mail 
addresses), the site had reached 1 million members before the end of 2004.   
 
Where MySpace allowed for extensive artistic expression, facebook was more focused 
on user profiles with some elements of privacy.  Rather than being open to all, facebook 
allowed people to create personal profiles that were available for viewing by people 
who they accepted as friends.  Thus, facebook created its image and built its user base 
much more around friends and fun.  When using facebook, people can connect and 
communicate (in real time) with friends and family.   
 
One of the primary components and advantages to facebook is its ability to share 
photos.  In fact, today facebook is the largest site for storing photos on the web.  Not 
only is it the largest site for photo storage and display, but it is the cheapest ς meaning 
that it is free.  Like MySpace and many of the other tools, facebook is free to anyone 
ŀƴŘ ȅƻǳ ŘƻƴΩǘ ƴŜŜd an e-mail address that ends in .edu (educational e-mail extension). 
 
Facebook is on a rapid rise, passing up MySpace in active members, and is continuing to 
grow.  Today it is the largest social network on the internet.   
 
Our thumbnail description of facebook is displayed below.  Where we described 
MySpace as a bar full of unknown people, we would describe facebook as receiving an 
invitation to a patio barbecue.  A gathering where you, as do the other people attending, 
know the person who invited you.  In this setting, you immediately have the common 
acquaintance for connection in your conversation.  Everyone is a friend of a friend, 
which invites a sense of trust and sharing.  Your conversations are built on these social 
relationships and business is an incidental conversation.   
 
You can picture yourself at the patio barbecue, where you and everyone else attending 
knows at least one person and that person introduces you to other people.  This is the 
same way it happens online with facebook.  Only on the ǿŜōΣ ȅƻǳ ŘƻƴΩǘ ƴŜŎŜǎǎŀǊƛƭȅ 
need the introduction ς you can simply see who their friends are and decide to 
introduce yourself if you are interested in meeting them.  Since everyone at the 
barbecue is there to have a good time, making introductions and connections is not 

http://www.facebook.com/
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terribly difficult.  In fact, people are generally so friendly that they will introduce you to 
their friends, who introduce you to their friends, and so on.  You get the point ς this is 
how the viral nature of facebook works to connect people together as friends. 
 
¢Ƙƛǎ ǿŀǎ ƻƴŜ ƻŦ ǘƘŜ ǊŜŀǎƻƴǎ ǘƘŜ ǇƻǇǳƭŀǊ ǘŜǊƳΣ άŦǊƛŜƴŘ ŎƻƭƭŜŎǘƛƴƎέ ŎŀƳŜ ƛƴǘƻ ŜȄƛǎǘŜƴŎŜ ς 
the ability to add hundreds and even thousands of friends by connecting to the social 
networks of people you never really knew.  But in the end, ȅƻǳ ƘŀŘ ŀ ƭƻǘ ƻŦ άŦǊƛŜƴŘǎέ 
ŜǾŜƴ ǘƘƻǳƎƘ ȅƻǳ ǊŜŀƭƭȅ ŘƻƴΩǘ ƪƴƻǿ Ƴƻǎǘ ƻŦ ǘƘŜǎŜ ǇŜƻǇƭŜΦ  L ƎǳŜǎǎ ǘƘƛǎ ƛǎ ŀ άƭƻƻǎŜ 
ƛƴǘŜǊǇǊŜǘŀǘƛƻƴέ ƻŦ ǘƘŜ ǿƻǊŘ ŦǊƛŜƴŘΦ 
 
Suffice it to sayΣ ŦŀŎŜōƻƻƪ ƛǎ ŀƭƭ ŀōƻǳǘ άŦǊƛŜƴŘǎ ŀƴŘ ŦŀƳƛƭȅ ŀƴŘ ŦǳƴΦέ  Lǘ ǿŀǎ ŘŜǎƛƎƴŜŘ ǘƻ 
be social and desigƴŜŘ ŦƻǊ άǊŜŀƭ ǘƛƳŜέ ƛƴǘŜǊŀŎǘƛƻƴ ŀƴŘ ǳǇŘŀǘŜǎ ƻƴ ǿƘŀǘ ƛǎ ƎƻƛƴƎ ƻƴ άǊƛƎƘǘ 
ƴƻǿέ ƛƴ ȅƻǳǊ ƭƛŦŜΦ  ²Ƙƻ ŎŀǊŜǎ ŀōƻǳǘ ǿƘŀǘ ƘŀǇǇŜƴŜŘ ŀ ƳƻƴǘƘ ŀƎƻΣ ǿŜ ǿŀƴǘ ǘƻ ƪƴƻǿ 
where the party is TONIGHT.  Facebook is that real time tool that helps connect our 
friends in real time and know what is going on in their lives right now.  Very powerful 
social tool. 
 
 

 
 
However, facebook does not make business use very inviting.  If you try to create a 
business page on facebook, they will remove it without notice when it comes to their 
attention.  ²ƘŜƴ ǿŜ ǎŀȅ ŀ άōǳǎƛƴŜǎǎ ǇŀƎŜέ ǿŜ ŀǊŜ ƴƻǘ ǊŜŦŜǊǊƛƴƎ ƘŜǊ ǘƻ ǘƘŜƛǊ άŦŀƴ ǇŀƎŜέ 
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program.  We are simply saying that if you try to create a business page as your primary 
page on facebook, it is not acceptable and will get removed, eventually. 
 
Facebook is all about friends meeting friends, but they are quite cool to any efforts to 
easily use similar tools for connecting facebook members to businesses.  That is, they 
are very cool to any business efforts to use the free tools to promote themselves.  We 
can speak from experience.  One of the advantages and disadvantages of being a very 
ŜŀǊƭȅ ŀŘƻǇǘŜǊ ŀƴŘ άǇƛƻƴŜŜǊέ ƛƴ ǘƘŜ ŀǊŜŀ ƻŦ ǎƻŎƛŀƭ ƳŜŘƛŀ ƛǎ ȅƻǳ Ǝet the opportunity to 
ŦƛƴŘ ƻǳǘ ǿƘŀǘ ǿƻǊƪǎ ŀƴŘ ǿƘŀǘ ŘƻŜǎƴΩǘΦ  ¢ŀƪŜ ƛǘ ŦǊƻƳ ǳǎΣ trying to include your business 
page as a facebook account ŘƻŜǎƴΩǘ ǿƻǊƪ, and we are testimony to the fact that 
facebook is serious about keeping your business off the primary facebook pages. 
 
They are, however, quite receptive to businesses paying money to purchase advertising 
on facebook.  But our observation is that very few businesses have found advertising 
themselves on facebook to be very productive.  It appears that most people are on 
facebook to keep up-to-date on their friends and their activities through status postings, 
and they are not hanging in facebook in the shopping mode or seeking information on 
new products and services.   
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In mid-2006, facebook membership was no longer limited to college students.  It was 
opened up to any member of the public over the age of 13.  The result has been an 
unbelievable adoption and acceptance of facebook by the general public.  So much so, 
that by September of 2009, facebook had more than 300 million active members 
worldwide.  An active member is considered to be someone who has visited their 
account in the last 30 days.  The total number of people who have opened a facebook 
account is now close to 400 million.  
 
In addition, any site made up mostly of friend and family relationships seems to 
automatically invite phoǘƻǎ ŀƴŘ ƻǘƘŜǊ ƳŜŘƛŀ ǘƘŀǘ ƻŦǘŜƴ ŘƛǎǇƭŀȅ ǘƘŜ ǎƻŎƛŀƭ ǎƛŘŜ ƻŦ ƻƴŜΩǎ 
personality.  One thing to keep in mind, it might not further ƻƴŜΩǎ career if these 
pictures were mixed with business.  Sharing your past weekend pictures from a wild 
party with your customers and business associates has usually not skyrocketed careers. 
 
Thus, we recommend that most businesses only use facebook if they can find a unique 
way to promote their own business.  Avoid the mixing of fun, friends, and partying with 
business and your professional persona.  Warning #1!  Overtly promotional business use 
is unlikely to be accepted by most facebook users.  Warning #2!  Fun and Business 
ǘȅǇƛŎŀƭƭȅ ŘƻƴΩǘ ƳƛȄ ς party down photos colliding with your business persona may 
jeopardize your sought after promotion and upward career path.  You can read more 
about facebook at this Wikepedia address:  http://en.wikipedia.org/wiki/Facebook  
 

 
 
Please note the above description of facebook users.  You can see why so many 
businesses would like to access and grab the attention of facebook members.  
Unfortunately most businesses run the risk of appearing as the unwelcome white-shoed 

http://en.wikipedia.org/wiki/Facebook
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life insurance salesman who comes to a party and never quits selling.  A business on 
facebook employing their old school PUSH messaging would risk trashing their brand ς 
faster, cheaper, and deeper than they ever dreamed possible.  
 
{ƻ ǿƘȅ ŘƛŘ ǿŜ ƎƛǾŜ ŦŀŎŜōƻƻƪ ŀ άƴŜǳǘǊŀƭέ ƘŀǇǇȅ ŦŀŎŜ ƛƴǎǘŜŀŘ ƻŦ ŀ ŦǊƻǿƴΚ  Cŀƴ tŀƎŜǎΦ  
Within the past ȅŜŀǊΣ ŦŀŎŜōƻƻƪ ǊŜŀƭƛȊŜŘ ǘƘŀǘ ǇŜƻǇƭŜ ǿŀƴǘŜŘ άōǳǎƛƴŜǎǎ ŀŎŎŜǎǎέ ǘƻ ǘƘŜƛǊ 
олл Ƴƛƭƭƛƻƴ ƳŜƳōŜǊǎΦ  {ƛƴŎŜ ǘƘŜȅ ŘƻƴΩǘ ŀƭƭƻǿ ȅƻǳ ǘƻ ƻǇŜƴ ǳǇ ŀ ōǳǎƛƴŜǎǎ ŦŀŎŜōƻƻƪ ǇŀƎŜΣ 
ǘƘŜȅ ŎǊŜŀǘŜŘ ǎƻƳŜǘƘƛƴƎ ŎŀƭƭŜŘ ŀ άCŀƴ tŀƎŜέΦ  ¢Ƙƛǎ ƛǎ ǎƛƳǇƭȅ ŀ ǎŜǇŀǊŀǘŜ ǇŀƎŜ ǿƘŜǊŜ ȅƻǳ 
can promote your business or organization and keep it separate from your individual 
facebook page.   
 
Check out the Fan Page for El Gaucho Restaurant in Bellevue, WA.  This was a great use 
ƻŦ ŀ Ŧŀƴ ǇŀƎŜ ōŜŎŀǳǎŜ ƛǘ ŎǊŜŀǘŜŘ ƛƴǘŜǊŜǎǘΣ ƛƴǘŜǊŀŎǘƛƻƴ ŀƴŘ ŀ άǇǳƭƭέ ŦƻǊ ǇŜƻǇƭŜ ǘƻ Ǝƻ ǎŜŜ ƛǘΦ  
¢ƘŜȅ ŘƛŘƴΩǘ ǎǇŜƴŘ ƭƻǘǎ ƻŦ ǘƛƳŜ ǿƛǘƘ ƳŜŀƴƛƴƎƭŜǎǎ ŘƛŀƭƻƎ ŀōƻǳǘ Ƙƻǿ ƎǊŜŀǘ ǘƘŜȅ ǿŜǊŜ ŀǎ ŀ 
restaurant (which they are), they simply showed it in pictures.  They used pictures of 
ǇŜƻǇƭŜ ŀǘǘŜƴŘƛƴƎ ǎƻƳŜ ƻŦ ƻǳǊ ά¢ŀǎǘŜ ŀƴŘ ¢ǿŜŜǘέ ŜǾŜƴǘǎ ŀƴŘ ƘŀǾƛƴƎ Ŧǳƴ ς enjoying 
themselves.  These are pictures that someone would want to share and spread via 
word-of-mouth to their friends, colleagues and family ς all future networking 
opportunities for El Gaucho.  As the pictures on their fan page were shared and sent 
ŀǊƻǳƴŘΣ ǘƘŜ ǎǳōǘƭŜ ƳŜǎǎŀƎŜΣ άǘƘƛǎ ƛǎ ŀ Ŧǳƴ ǇƭŀŎŜ ǘƻ ōŜ ŀƴŘ ǘƘŜ ŦƻƻŘ ƛǎ ƎǊŜŀǘ ŀǎ ǿŜƭƭΦέ  bƻ 
ƻƴŜ ƴŜŜŘŜŘ ǘƻ άǎŀȅέ ŀƴȅǘƘƛƴƎΣ ƛǘ ǿŀǎ ǘƻƭŘ ƛƴ ǘƘŜ pictures.  This is how a fan page can be 
successfully used to generate interest and awareness and yes, revenues. 
 
This way, if one of your friends is interested in your business ventures as well, they can 
άōŜŎƻƳŜ ŀ Ŧŀƴέ ƻŦ ǘƘŜ ōǳǎƛƴŜǎǎΦ  People can also become fans of others and not become 
a friend on their facebook page.  This allows people to keep their friends and family 
connections separate from their business connections, their fans.  Because you can now 
use facebook as a potential business tool to connect to your audience, it gets a neutral. 
 
There is also another reason we gave it a neutral.  You may remember we talked about 
facebook as being the largest picture repository in the world.  Because of its ease of use 
for uploading and sharing photos, we ŦŜŜƭ ǘƘƛǎ ŀǘ ƭŜŀǎǘ ƎŜǘǎ ŀ bŜǳǘǊŀƭ ŦŀŎŜΦ  !ǎ ǿŜΩƭƭ ǘŀƭƪ ŀ 
bit later, rich media, pictures included, are worth a thousand words.  Using pictures of 
ŜǾŜƴǘǎ ŀƴŘ ƻǘƘŜǊ ōǳǎƛƴŜǎǎ ŀŎǘƛǾƛǘƛŜǎ ƛǎ ŀ ǇƻǿŜǊŦǳƭ ǿŀȅ ǘƻ άǘŜƭƭ ȅƻǳǊ ǎǘƻǊȅέ ŀƴŘ ǘƻ ƘŜƭǇ 
attract people to connect to you.  This is a great business weapon. 
 

 

 

 

http://www.facebook.com/pages/El-Gaucho-Bellevue/94905272140?ref=search&sid=1387443161.1878951299..1
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The third social network that we want to mention is not necessarily a social network.  
Linked In is a business network with social characteristics.  It was founded in 2003, and it 
has had a surge of growth in the past year to achieve more than 50 million members 
worldwide.  
 
LinkedIn is an excellent tool for business contacts.  And it is a very effective way to keep 
a current resume available to the public.  Unlike the two previous social networks, 
LinkedIn is profitable.  Advertising on Linked In is a secondary source of revenue.  The 
primary source of revenue is based on fees from the recruiting and staffing community.  
Access to their data reports and the various information that users post to Linked In is 
very valuable in the recruiting and employment process.   HR and Search people love 
LinkedIn because of the way they can collect, sort and access the information.   
 

 
 
According to our thumbnail description, if MySpace is a bar full of unknown people and 
facebook is a patio BBQ of friends of a friend, then LinkedIn is most akin to a Trade Show.  
LinkedIn is strictly business ς there are no photo libraries, party scheduling, wall 
postings, vacation reviews, etc.  ¢ƘŜ ǇǳǊǇƻǎŜ ŦƻǊ [ƛƴƪŜŘLƴΩǎ ŜȄƛǎǘŜƴŎŜ ƛǎ ǘƻǘŀƭƭȅ ōǳǎƛƴŜǎǎΦ  
Like a trade show, your activities are related to business.  You are looking for contacts 
that are in positions that can buy your product/service, recommend your 

http://www.linkedin.com/
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product/service, or suggest a connection to do either.  Your goals are similar to 
collecting business cards ς look for the company names, look for credible titles, get as 
many as you can, and then determine if they can play any role in your personal business 
success.  
 

 
 
There is not much social to the networking that occurs through LinkedIn.  This is not 
about connecting to a network of friends - it is totally focused on connecting business 
contacts.  LinkedIn is very much like the old-school contact management systems know 
as a Rolodex of business cards, only LinkedIn powers it up.  With LinkedIn, your contact 
management system is rocket-fueled with business related information, timelines, and 
connections.  For exampleΣ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ either of us but you can get acquainted with 
us in literally seconds by visiting our Linked In pages.   
 

¶ Blaine:      www.linkedin.com/in/blainemillet 
 

¶ Clay:         www.linkedin.com/in/yodioman 
 
IŜǊŜΩǎ ŀ ǉǳƛŎƪ ƭƛǘǘƭŜ ŜȄŜǊŎƛǎŜ ŜǾŜǊȅƻƴŜ ǊŜŀŘƛƴƎ ǘƘƛǎ ōƻƻƪ ǎƘƻǳƭŘ Řƻ ǿƛǘƘƛƴ ǘƘŜ ƴŜȄǘ ŦŜǿ 
days.  Create a list of all your employees and find their LinkedIn page if they have one.  
Read it and see how they describe their current job ς the one they have working for 
your company.  Then highlight their name if when you read it you believe they are 
άƭƻƻƪƛƴƎέ ŦƻǊ ŀ Ƨƻō ŀƴŘ ŘƻƴΩǘ ƘƛƎƘƭƛƎƘǘ ƛǘ ƛŦ ȅƻǳ ǘƘƛƴƪ ǘƘŜȅ ŀǊŜ ŀŎǘǳŀƭƭȅ άǎŜƭƭƛƴƎέ ȅƻǳǊ 
company in their description of what they do.  This is a very telling exercise for most 
executives. 

http://www.linkedin.com/in/blainemillet
http://www.linkedin.com/in/yodioman
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As you can expect, a good portion of your employees will be writing their LinkedIn 
ǇǊƻŦƛƭŜǎ ǘƻ άƭƻƻƪέ ŦƻǊ ŀ ƴŜǿ ǇƻǎƛǘƛƻƴΦ  !ƴŘ ƎŜƴŜǊŀƭƭȅ ǘƘŜ ƻƴŜǎ ȅƻǳ ǘƘƛƴƪ ŀǊŜƴΩǘ ƭƻƻƪƛƴƎ 
are exactly the ones that are looking.  This is an effective and fast way to see what your 
people are saying professionally about themselves and your company. 
 
Another exercise you should do is to develop a suggested description of your company 
that everyone can incorporate into their LinkedIn account.  With LinkedIn, 
standardization is not only acceptable, it is recommended.  Picture your customers 
reading the LinkedIn page about your employees.  What feeling are they left with ς one 
of more education about your company or one where they feel this employee is 
frustrated and looking to leave?  Yes, it was a rhetorical question. 
 
This is an area where standardization is a good thing.  You should be in control of what is 
being said about your company on LinkedIn by your employees ς that is not too much to 
ŀǎƪ ƻŦ ǘƘŜƳ ŀƴŘ ƛǘ ŘƻŜǎƴΩǘ ǾƛƻƭŀǘŜ ǘƘŜƛǊ ŦǊŜŜŘƻƳ ƻŦ ŜȄǇǊŜǎǎƛƻƴ ŦƻǊ ǘƘŜ ǊŜǎǘ ƻŦ [ƛƴƪŜŘLƴΦ  Lǘ 
ƛǎ Ƨǳǎǘ ŀƴƻǘƘŜǊ άǎŀƭŜǎ ŀƴŘ ƳŀǊƪŜǘƛƴƎ ŎƘŀƴƴŜƭέ ǘƘŀǘ ȅƻǳ Ŏŀƴ ǳǎŜ ǘƻ ƎŜǘ ȅƻǳǊ ŎƻƴǎƛǎǘŜƴǘ 
message to your customers.  It is also simple and yet powerful.  And it is very important 
brand management. 
 
In our opinion, every company should be using LinkedIn in its employment process.  It is 
a great source for resume validation.  It is also a good source for locating people with 
unique skills or past projects.  If you are looking for a particular skill set, you can search 
on it and find candidates locally or in a specific geography.  For management it is a very 
fast way to check the self-published information about a potential employee against the 
folder assembled by HR.  
 
It is also quite good for helping with old fashioned recommendations and introductions.  
Since it is designed to be a business networking tool, it is quite easy to offer and give 
recommendations.  The unwritten rule is to give a recommendation of someone that 
gives one to you, if appropriate ς generally happens about half the time.   
 
The big power of LinkedIn is introductions.  It is a much faster and easier way to ask your 
connection to introduce you to someone in their list of contacts.  There is a process to 
go through that sends out all the e-mails and facilitates the process.  Just think how 
much time this can save you from the old-fashioned way ς sending an e-mail, scheduling 
a call or a meeting, asking the person, waiting for them to contact the person you want 
to meet and then talking to or meeting that person.  This could take weeks if not 
months. 
 
LinkedIn allows this to happen in as little time as a few hours to just a few days.  Like we 
said in the beginning, it is άŦŀǎǘŜǊΣ ŎƘŜŀǇŜǊΣ ŀƴŘ ŘŜŜǇŜǊέ ǘƘŀƴ ŀƴȅǘƘƛƴƎ ȅƻǳ ŀǊŜ ǳǎƛƴƎ 
today.  And like the other social media tools, it is free to participate.  This is an incredibly 
powerful tool for business and professional networking. 
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LinkedIn is a valuable business tool, but we do not consider it a strong social media tool 
for marketing a business ς ǿƘƛŎƘ ƛǎ ǿƘȅ ƛǘ ƻƴƭȅ ƎŜǘǎ ŀ άƴŜǳǘǊŀƭέ ŦŀŎŜ ƛƴǎǘŜŀŘ ƻŦ ŀ ǎƳƛƭŜȅ 
face.  If we were evaluating social and business networking tools, it would definitely get 
the happy face sign.  But since we are talking about tools for business and specifically 
around helping to market and build word-of-ƳƻǳǘƘΣ ƛǘ Ƨǳǎǘ ŘƻŜǎƴΩǘ Ŏǳǘ ƛǘ ŀǎ ŀ ǇƻǿŜǊŦǳƭ 
tool.   
 
¢ƘŜǊŜ ŀǊŜ ŎŜǊǘŀƛƴƭȅ ǿŀȅǎ ȅƻǳ Ŏŀƴ ǳǎŜ [ƛƴƪŜŘLƴ ƛƴ ȅƻǳǊ ōǳǎƛƴŜǎǎ ǘƻ άŀǎǎƛǎǘέ ǎƻƳŜ ƻŦ ȅƻǳǊ 
other effoǊǘǎΣ ōǳǘ ŀǎ ŀ ǘƻƻƭ ŘŜǎƛƎƴŜŘ ǘƻ ƘŀǾŜ ƘƛƎƘ ƛƳǇŀŎǘ ƻƴ ȅƻǳǊ ōǳǎƛƴŜǎǎΣ ƛǘ ƛǎƴΩǘ ǉǳƛǘŜ 
there with its purpose and features.  We recommend that if you are in business, you 
should establish a LinkedIn profile, just so you can learn what is going on in the business 
networking world if nothing else.  Again, it is a free tool and it is very valuable to help 
ȅƻǳ άƭƛǎǘŜƴέ ǘƻ ǿƘŀǘ ƛǎ ƎƻƛƴƎ ƻƴ ƛƴ ǘƘŜ ǎƻŎƛŀƭ ƳŜŘƛŀ ǎǇŀŎŜΦ 
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Blogs  
 

 
 

CƛƴŀƭƭȅΣ ƻǳǊ ŦƛǊǎǘ ǘǊǳŜ άIŀǇǇȅ CŀŎŜέ ŦƻǊ the business use of a social media tool ς the blog.   
 
The primary format for άconnective communicationsέ for MySpace, facebook, and 
LinkedIn is 140 character status messaging.  A primary benefit to these types of tools is 
ƘŜƭǇƛƴƎ ȅƻǳ άƎŜǘ ǎƻƳŜƻƴŜΩǎ ŀǘǘŜƴǘƛƻƴΦέ  ¢ƘŜȅ are all very good tools to create attention 
grabbing forms of Social Media.  But once you get their attention, where do you take 
them for the meaty next step, the real conversation?  The blog.   
 
A blog is agile and web-site like. Yet when compared to a website, a blog is very efficient 
with your marketing money because it is faster, cheaper, deeper communications for 
literally no cost (unless you talk to someone who needs to make money off you like a 
designer, programmer, developer, IT manager, a webmaster, advertising agency, PR 
agency, or other similar old school service.)  Lǘ ƛǎ άŎƻƳŦƻǊǘ ŦƻƻŘέ ƛƴ ǘƘŜ ǎƻŎƛŀƭ ƳŜŘƛŀ 
world.  It has some of the look and feel of a website (in fact you can make it look exactly 
like a website if you wanted) yet it has conversational capabilities that websites can only 
dream about.  ²ƘŀǘΩǎ ŀ ōƭƻƎ ƭƻƻƪ ƭƛƪŜΚ  IŜǊŜΩǎ ŀƴ ŜȄŀƳǇƭŜ of one of our blogs 
www.WOM10.com  

http://www.wom10.com/
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The power of blogging is that it is very easy to use.  Any one with e-mail, a digital camera, 
and a cell phone can be an effective blogger.  No tech genius is required to blog.  And 
the best thing for us old school people is that blogs give you more words to 
communicate the message ς because blogs allow you to speak in paragraphs.  And blogs 
are very easy to incorporate rich media to make your messages more interesting and 
engaging.   
 
But wait, there is another huge, often overlooked aspect of a blog.  While putting 
content out there that is more relevant, more engaging and fresher than a website 
could ever hope to offer, there is one aspect that is paramount to a blog and to your 
social media strategy.  COMMENTING! 
 
.ƭƻƎǎ ŀƭƭƻǿ ȅƻǳǊ ŀǳŘƛŜƴŎŜ ŀƴŘ ǊŜŀŘŜǊǎ ǘƻ ŀŎǘǳŀƭƭȅ άǘŀƭƪ ōŀŎƪέ ŀƴŘ άƛƴǘŜǊŀŎǘέ ŀƴŘ άƎƛǾŜ 
ŦŜŜŘōŀŎƪέ ǘƻ ȅƻǳ ōŀǎŜŘ ƻƴ ǿƘŀǘ ȅƻǳ ǿǊƛǘŜΦ  This is a game changer in the world of 
ƳŜǎǎŀƎƛƴƎ ŀƴŘ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎΦ  wŜƳŜƳōŜǊ ƻǳǊ ŘƛǎŎǳǎǎƛƻƴ ŀōƻǳǘ άt¦{Iέ ǾǎΦ άt¦[[έ 
marketing we had earlier?  This is where the gold is hidden.  This is where you get a 
chance to hear, in real time, what is on the minds of your customers, employees, 
partners, or just about anyone else you want to hear and learn from.  How cool is that?   
 
We asked many of the CEOs and business owners how they collect feedback today from 
their different audiences.  Not surprisingly, many ǎǘƛƭƭ ŘƻƴΩǘΦ  .ǳǘ ŦƻǊ ǘƘƻǎŜ ǘƘŀǘ ŘƻΣ 
traditional surveys, phone calls, focus groups, etc. are the only way they get feedback.  
bƻƴŜ ƻŦ ǘƘŜǎŜ ŀǊŜ άǊŜŀƭ ǘƛƳŜέ ŀƴŘ ƴƻƴŜ ƻŦ ǘƘŜǎŜ ƘŀǾŜ ǘƘŜ ŀōƛƭƛǘȅ ǘƻ ŎǊŜŀǘŜ ƳǳƭǘƛǇƭŜ 
conversations across product/service lines to share thoughts and feelings.  Social media 
offers you the ability to accomplish this through a very simple, and standard, feature of 
a blog ς comments.   
 
Instead of spending money on research that takes time, blogs allow you to pose ideas, 
talk about new ǇǊƻŘǳŎǘǎΣ ƻŦŦŜǊ ȅƻǳǊ ǘƘƻǳƎƘǘǎΧΦΦŀƴŘ ǊŜŎŜƛǾŜ ŦŜŜŘōŀŎƪ in real time when 
it is most relevant and helpful.  It is immediate, relevant, and helpful information for 
business management to make more educated and timely decisions.  What do they say 
about leaders and decision making?  The best managers and leaders are able to make 
timely decisions given the minimal amount of information they have at hand at the time 
ƻŦ ǘƘŜ ŘŜŎƛǎƛƻƴΦ  aŀƪƛƴƎ ŀ ŘŜŎƛǎƛƻƴ ǿƛǘƘ ǇŜǊŦŜŎǘ ƛƴŦƻǊƳŀǘƛƻƴ ƛǎƴΩǘ ŀ ŘŜŎƛǎƛƻƴ ŀǘ ŀƭƭ ς 
anyone can make that decision.   
 
So now, management can make far more educated and timely decisions because they 
have so much more timely and relevant information.  The best leaders will flock to social 
media because they can see how it provides them with much more information in a 
shorter amout of time that helps them make a more accurate decision.  Now what 
ƭŜŀŘŜǊ ƛǎƴΩǘ ƛƴǘŜǊŜǎǘŜŘ ƛƴ ƳŀƪƛƴƎ ǘƘƛǎ ǘȅǇŜ ƻŦ ŘŜŎƛǎƛƻƴΚ 
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There is also another very important feature of blogs ς paragraphs.  Blogs are the only 
real social media tool that allows the audience to write the way we were all trained ς in 
paragraphs.  Now we would caution you that a post with more than 2 ς 4 paragraphs 
ƛǎƴΩǘ ǿƘŀǘ Ƴƻǎǘ ŀǳŘƛŜƴŎŜǎ ǿŀƴǘΣ ǎƻ ǘƘŜ ǊǳƭŜ ƛǎ ǘƻ ƪŜŜǇ ƛǘ ǎƘƻǊǘΦ  .ǳǘ ōŜƛƴƎ ŀōƭŜ ǘƻ ǿǊƛǘŜ ƛƴ 
paragraphs is what offers the first step in building relationships with your audiences.  
They can really get to know you when they read your posts.  A hint ς one idea per 
posting is a good rule to follow with a blog. 
 
So blogs offer some of the key ingredients of social media plus the ability to speak in 
paragraphs. When you combine this with the blog support for using hypelinks in the 
body of those paragraphs, you have a very powerful form of near real-time marketing 
communications.  More on the art and science of blogging in one of our future e-books. 
 
The key to blogging is to make your points briefly and engagingly with rich media to 
reinforce the message.  It sets the foundation for the next series of tools available to 
you in social media ς Rich Media. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



www.WOM10.com  Page 42 
 

RICH MEDIA 
 

If there was a word (actually two words) we would use to describe 
one of the biggest advances in this social media revolution, they 
ǿƻǳƭŘ ōŜ άwL/I a95L!έΦ  bƻ ƭƻƴƎŜǊ ƛǎ ōƭŀŎƪ ŀƴŘ ǿƘƛǘŜ ǘŜȄǘ ŜƴƻǳƎƘ 
to either describe what we are trying to communicate or to 
stimulate and engage our audience.  The world wants pictures ς and 
moving ones are even better.   
 

Think about it.  Mankind has always used pictures to help describe what it was they 
wanted to say and what they were feeling.  From the early days of cave men drawing 
pictures on the walls to describe what was going on to the phenomena of Life Magazine 
and their world renowned picture series.  We have always wanted pictures to help us 
describe and communicate.  The internet and now social media tools allow us to do it 
easily and frequently. 
 
hǳǊ ƳŜǎǎŀƎŜ ƘŜǊŜ ƛǎ ǎƛƳǇƭŜΦ  5ƻƴΩǘ ōƻǊŜ ȅƻǳǊ ŀǳŘƛŜƴŎŜ ς entertain, engage and inform 
through the use of pictures, voice, and video.  It is by no accident that YouTube is now 
the second largest search engine and has millions of views every day of their videos.  We 
want it to help us tell our story and to connect in ways very different from just text. 
 

When we talked about the amazing success and acceptability of facebook earlier, we 
mentioned how powerful it is as a repository for pictures.  Why is that?  When people 
describe social events they do it with pictures, not just their 140 characters they get to 
give an update.  Instead, they load up sizable picture albums to help tell the story.  
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UnlƛƪŜ ǘƘŜƛǊ ƭƛƳƛǘŜŘ ƴǳƳōŜǊ ƻŦ ŎƘŀǊŀŎǘŜǊǎΣ ǘƘŜȅ ŀǊŜƴΩǘ ƭƛƳƛǘŜŘ ōȅ ǘƘŜ ŀƳƻǳƴǘ ƻŦ ǇƘƻǘƻǎ 
ǘƘŜȅ Ŏŀƴ ǎƘŀǊŜ ǘƘŀǘ ǘǊǳƭȅ άŘŜǎŎǊƛōŜέ ǘƘŜ ŜǾŜƴǘΦ   
Lǘ Ƙŀǎ ŀƭǎƻ ōŜŜƴ ƪƴƻǿƴ ŦƻǊ ŀ ǾŜǊȅ ƭƻƴƎ ǘƛƳŜ ǘƘŀǘ ǘƘŜ άƘƛŜǊŀǊŎƘȅέ ǘƻ Ǝŀƛƴ ǎƻƳŜƻƴŜΩǎ 
attention starts with a photo of a person.  This is the image that draws our eye to the 
topic immediately.  If you use pictures at all in describing what you do, try using the face 
or picture of someone using your product and it will get a lot more attention that just 
the picture of the product.  People love to see other people. 
 
{ƻ ƛƴ ǘƘŜ ǿƻǊƭŘ ƻŦ ǎƻŎƛŀƭ ƳŜŘƛŀΣ wƻŘ {ǘŜǿŀǊǘ ǿŀǎ ǊƛƎƘǘΣ ά9ǾŜǊȅ ǇƛŎǘǳǊŜ ǘŜƭƭǎ ŀ ǎǘƻǊȅΦέ  
¢Ƙƛƴƪ άǇƛŎǘǳǊŜέ ŦƛǊǎǘ ŀƴŘ ǘƘŜƴ ǘƘŜ άǎǘƻǊȅέ ǘƘŀǘ Ŧƻƭƭƻǿǎ ǘƘŜ ǇƛŎǘǳǊŜΦ  [ƻƻƪ ŀǊƻǳƴŘ ȅƻǳΣ 
there are tons of pictures that you could take that tell your story or what you are trying 
to communicate.  Take the photo ς tell the story.   
 

  
 

Voice is the most powerful communication form to share emotion, passion, intensity, 
attitude, etc.  Voice and photo takes advantage of the ubiquity of photos thanks to 
digital technology.  ¢ƘŜ ǘƻƻƭ ȅƻǳ ǎƘƻǳƭŘ ƛƴŎƻǊǇƻǊŀǘŜ ōŜȅƻƴŘ Ƨǳǎǘ ǘƘŜ ǇƛŎǘǳǊŜǎ ƛǎ άǘŀƭƪƛƴƎ 
ǇƛŎǘǳǊŜǎέ ς no, not movies, just talking pictures.  This gives you much better production 
value ς being able to select one from many options to get the closest feeling, image, and 
attitude. 
 
Yodio ƛǎ ŀ ǎƛƳǇƭŜ ȅŜǘ ǇƻǿŜǊŦǳƭ ǘƻƻƭ ǘƘŀǘ ŀƭƭƻǿǎ ȅƻǳ ǘƻ Ǉǳǘ άǾƻƛŎŜέ ōŜƘƛƴŘ ȅƻǳǊ ǇƛŎǘǳǊŜǎΦ  
Take the picture and have someone record something about that picture or about what 
ȅƻǳ ǿŀƴǘ ǘƻ ŎƻƳƳǳƴƛŎŀǘŜΦ  !ǎǎƻŎƛŀǘŜ ǘƘŜ ǇƛŎǘǳǊŜ ǿƛǘƘ ǎƻƳŜƻƴŜΩǎ ǾƻƛŎŜ ŀƴŘ ǘƘŜ 
audience becomes far more engaged.  And it is far easier, faster and cheaper than video.  
It is a great step towards captǳǊƛƴƎ ȅƻǳǊ ŀǳŘƛŜƴŎŜΩǎ ŀǘǘŜƴǘƛƻƴ ŜǾŜƴ ŘŜŜǇŜǊ ŀƴŘ ŜǾŜƴ 
longer than you can with simple text and pictures.   
 
Arm yourself and your key personnel with a $50 digital recorder and a $150 digital 
camera (or a fully featured cell phone will do the job) and you are on your way to 
capturing your audience in a way you could never do with plain text or even pictures.  
This is far easier than you think and your audience will appreciate the difference and 
ȅƻǳǊ ŘŜǎƛǊŜ ǘƻ ƘŜƭǇ ǘƘŜƳ άŜȄǇŜǊƛŜƴŎŜέ ǿƘŀǘ ƛǘ ƛǎ ȅƻǳ ŀǊŜ ǘǊȅƛƘƎ ǘo communicate.  This is 
not difficult yet it is very powerful. 
 
And thanks to CNN field reporting on satellite phones, the general public has accepted a 
άƭŜǎǎ ǇŜǊŦŜŎǘέ standard for voice commentary.  The production of the recording (not 
quality, that should remain high) should be authentic, real time, and honest.  This is 

http://www.yodio.com/
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ǿƘŀǘ ǘƘŜ ŀǳŘƛŜƴŎŜ ǿŀƴǘǎ ǘƻ ƘŜŀǊ ŀƴŘ ŜȄǇŜǊƛŜƴŎŜΦ  ¢ƘŜ ƳƻǊŜ άǎǘŀƎŜŘέ ǘƘŜ ŎƻƴǾŜǊǎŀǘƛƻƴΣ 
ǘƘŜ ƭŜǎǎ ōŜƭƛŜǾŀōƭŜ ƛǘ ōŜŎƻƳŜǎΦ  άwŜŀƭƛǘȅ aŜǎǎŀƎƛƴƎέ ŀǎ ǿŜ Ŏŀƭƭ ƛǘΣ ƛǎ ǘƘŜ ƴŜǿ ǿŀȅ ƻŦ 
sharing your messŀƎŜ ƛƴ ƛǘǎ άƴŀǘǳǊŀƭ ŦƻǊƳέ ŀƴŘ ǿƘŀǘ ōŜǘǘŜǊ ǿŀȅ ǘƻ Řƻ ǘƘƛǎ ǘƘŀƴ ǘƘǊƻǳƎƘ 
ŀ άƭƛǾŜ ǊŜŎƻǊŘƛƴƎέ ƻŦ ǎƻƳŜƻƴŜ ŘŜǎŎǊƛōƛƴƎ ǎƻƳŜǘƘƛƴƎ ŀōƻǳǘ ȅƻǳ ƻǊ ȅƻǳǊ ŎƻƳǇŀƴȅ ƻǊ ȅƻǳǊ 
people. 
 
As you can see and probably already guessed, our ranking of Yodio to easily, affordably 
combine  ǾƻƛŎŜ ǿƛǘƘ ǇƛŎǘǳǊŜǎ ŦƻǊ ȅƻǳǊ ōǳǎƛƴŜǎǎ ƎŜǘǎ ŀ άƘŀǇǇȅ ŦŀŎŜέΦ  Wǳǎǘ ǘƘƛƴƪ Ƙƻǿ 
powerful your message can be when it is shared through the voice of your customers or 
ǇŀǊǘƴŜǊǎ ƻǊ ŜƳǇƭƻȅŜŜǎ ǊŀǘƘŜǊ ǘƘŀƴ ȅƻǳ ǎƛƳǇƭȅ άōǊƻŀŘŎŀǎǘƛƴƎέ ƛǘ ǘƘǊƻǳƎƘ ŜƛǘƘŜǊ ǘŜȄǘ ƻǊ ŀ 
caƴƴŜŘ ŀŘǾŜǊǘƛǎŜƳŜƴǘ ƻƴ ǘƘŜ ǊŀŘƛƻΦ  ¸ƻǳǊ ŀǳŘƛŜƴŎŜ ŘƻŜǎƴΩǘ ǿŀƴǘ ǘƻ ƭƛǎǘŜƴ ǘƻ ǘƘŀǘ ŀƴȅ 
longer; ǘƘŜȅ ǿŀƴǘ ǘƘŜ ǾƻƛŎŜ ƻŦ ǎƻƳŜƻƴŜ άōŜƭƛŜǾŀōƭŜέ ŀƴŘ άŀǳǘƘŜƴǘƛŎέ ƛƴ ǘƘŜƛǊ ƳŜǎǎŀƎŜΦ  
The less staged and the less associated it is directly to someone in your company, the 
better the message is received. 
 
We highly recommend using a social media tool that helps you capture voice with 
ǇƛŎǘǳǊŜǎ ŀƴŘ ǳǎŜ ƛǘ ǘƻ ƘŜƭǇ άǘŜƭƭ ȅƻǳǊ ǎǘƻǊȅέ ǘƘǊƻǳƎƘ ǘƘŜ ǾƻƛŎŜǎ ƻŦ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎ ŀƴŘ 
ƻǘƘŜǊǎ ǘƘŀǘ ŀǊŜ άŀŘǾƻŎŀǘŜǎέ ŦƻǊ ǿƘƻ ȅƻǳ ŀǊŜ ŀƴŘ ǿƘŀǘ ȅƻu do.  Also, more dialogs about 
the experience, the people and the events is far more desirable than descriptions of 
ȅƻǳǊ ǇǊƻŘǳŎǘǎ ŀƴŘ ǎŜǊǾƛŎŜǎΦ  ¢ƘŀǘΩǎ ǿƘŀǘ ȅƻǳǊ ǿŜōǎƛǘŜ ƛǎ ŦƻǊΣ ǘƘŜ ƭƛōǊŀǊȅ ƻŦ ŎƻƴƎǊŜǎǎ ŦƻǊ 
your business filled with facts and figures and oǘƘŜǊ Řŀǘŀ ǘƘŀǘ ǘƘŜ ŎǳǎǘƻƳŜǊ Ŏŀƴ άŎƘŜŎƪ 
ƻǳǘέ ǿƘŜƴŜǾŜǊ ǘƘŜȅ ŦŜŜƭ ǘƘŜȅ ƴŜŜŘ ǘƘŜƳΦ  ¢Ƙƛǎ ƛǎ ŀōƻǳǘ ǘƘŜ ǇŜƻǇƭŜ ŀƴŘ ǘƘŜ ŜȄǇŜǊƛŜƴŎŜΦ 
 
Yodio uses a player όǎƛƳƛƭŀǊ ǘƻ ¸ƻǳ¢ǳōŜΩǎύ that can be easily embedded on a blog page.  
In fact, many of our clients use the feature to upload a photo and record a comment 
with their cell phone to remotely post to their blog.  This is a real-time way to post your 
experiences on your blog from a trade show or business event.  
 

 
 

YouTube first appeared on the web in early 2005, and it quickly gained popularity on 
MySpace due to MySpace users' ability to embed YouTube videos directly into their 
MySpace profiles. This ability to embed YouTube videos into their MySpace pages 
created an overnight awareness of bands through their user generated productions 
using their own video cameras.  Thus, MySpace became one of the primary drivers for 
public exposure and embracement by a wide ranging group of people.   
 
Soon there were many pages on MySpace featuring their own self-ǇǳōƭƛǎƘŜŘ άǳǎŜǊ 
ƎŜƴŜǊŀǘŜŘ ŎƻƴǘŜƴǘέ ǇǊƻŘǳŎǘƛƻƴǎ ǘƘŀǘ ƎŀǾŜ ǘƘŜƳ ƛƴǎǘŀƴǘ ǇǳōƭƛŎ ŘƛǎǘǊƛōǳǘƛƻƴ ŀǎ ǘƘey 

http://en.wikipedia.org/wiki/YouTube
http://en.wikipedia.org/wiki/Embed

