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1. What is Social Media?

Facebook

Google+

Linked In

Twitter

Angie’s List

Pinterest

Blogging (Tumblr, WordPress, BlogSpot)

And many more new sites and apps are appearing

Where did it come from? (Only in the last 10 years)

MySpace phenomenon my.space,

then Facebook and LinkedIn and others
Digg phenomenon (from $200m to $500k in value)

2. How has Social Media changed marketing?
Social Media has caused a shift in the economy of business.
Two types of anthropological economies: a gift economy and a market economy.

In a gift economy, when friends help you move, you offer them pizza and beer
and they’re happy. No one expects to be paid.
In a market economy, you engage movers and pay them money (they set the
rate). They won’t move you for pizza and beer.
In a market economy the focus is on transactions. We use money for
transactions. A gift economy is focused on relationships. The most famous
confirmation of positive relationship is a Facebook “Like”. How many people give
it a “thumbs up”? That’s worth something in the gift economy.
All social media are fundamentally gift economies. People are there to cultivate
relationships, not conduct transactions. A sterling reputation is earned, not
bought.
Many people struggle with social media because they don’t understand this
difference. If you try to make “transactions only” through social media, you will
probably fail.

(2012-08 Harvard Business Review)

Two reasons for insurance and financial companies to use social media:

Explore opportunities and generate leads (sales, books of business).

Stay in contact with your customer base. Make sure they’re happy. How else can
you assist them? It’s another way for customers to interact with you, rather than
just phone, fax, mail, e-mail, or <gasp> in person.

Barry G. Taylor, ASLANSolutions.com M
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Social Media is a double-edged sword: it can create sales for you, but an unhappy
customer can bludgeon you with it. It can get out of control, like a wildfire. It's a
continually moving target / in a constant state of flux / and it’s disruptive, not
necessarily transformational.

Note: Information Technology (IT) is NOT a money-maker for your business. It can
save you money and allow you to do business, but it does not make the sale.

Return on Investment (ROI) for social media is different for every company. Is this
making me money? Is it saving me customers? Is it keeping my company’s reputation
sterling? Or, is it a negative influence on new business?

3. How can | use Social Media to hire? Or to find a new job?

Or generate new sales leads?

93% of recruiters now use Linked-In to try and place jobs. If you're going to use

Linked-In (which is probably the most stable of social media for business), follow

these 5 rules:

e Make it personal.

e Get recommendations from your customers.

e Learn by example. See what is working for your competitors or other companies
like yours.

e Follow other companies that interest you or that you work with.

e Make sure you join the conversation. You must be up-to-date; you must engage
on a regular basis. Content must be correct for today. (Like dead fish — only good
when it’s fresh!)

e Trytogeta vanity URL on LinkedIn. With a vanity URL, you will show higher in
Google search results.

e Ifyou’re a business, make sure you have a BUSINESS Linked-In account, not just
a free account. Go ahead and pay the extra $20 per month for extra capabilities.

An example of Individual “Social media branding”:
You can follow John Smith on his (1) Facebook page,
(2) his Google+ profile, or contact him by email at
(3)JohnSmith@att.net. He also tweets as (4) @TheJohnSmith,
and maintains a blog called (5) BeingJohnSmith.blogspot.com.

This is the kind of “ease of access” that people are beginning to expect.
All of your contact information should be added to your Electronic Signature (e-mail),
Business Cards, Business Letterhead, and your Business (and Personal) Website.

Barry G. Taylor, ASLANSolutions.com M
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Content marketing (sales) and the social process:
1. Analyze and observe. What is the current technology? What are others doing?
6 Size up your competition. What's working? What’s not? What is needed that is
not currently being provided? Is there a gap you can fill?
Build your on-line community. What is your target audience? What are the
leaders/thinkers in this industry doing? Watch social spaces for activity. Follow,
read, and engage with similar thinkers/providers.
Develop a strategy and a calendar. Define goals and action items. Create a
calendar for your efforts, and determine how to measure results. “We’ll try this
thing for 6 months and see if we get any new sales from it.”

e For example: a large church in our area used to have yearly community
gatherings, and they got names and addresses of visitors to send follow-
up mailings and contacts. After 10 years, no one knew if this was
effective. So they tracked it for 1 year. After that year, they could find no
record of new visitors in the church that attended the event. So,
one of the goals of this event was not being met.

e If no one is engaging in your social media, and you have no new sales or
contacts after a certain amount of time, stop and do something else!

4. Create the value. Current information; always updated; blogs, videos, photos,

infographics. People should gain value from having engaged in your social media.

e Provide something of value; information not readily available elsewhere.

e Be authentic.

* Make sure you’re consistent with “voice.” Use “I” or “the company” as your

standard.

Get the word out. This is the step that most people want to start with. Wait
until you've analyzed and developed your ideas BEFORE you tell your clients.
That way, from the beginning, they will be engaged with current and important
information. Use the same social media to advertise your sites: website, blogging,
Facebook, Twitter, LinkedIn, YouTube, Google+, Direct E-mail, etc.
Monitor and engage. If you don’t monitor your sites, people may be leaving
negative comments or asking questions that are not answered. Join the
discussions happening on your site. Respond and engage. Let them know that
you are a “live” person and want to work with them.
7. Analyze. Use your goals to determine if you’re meeting them. Make
improvements to your social media, and monitor those.

e Isitworking? Rinse and Repeat!

e Isit NOT working? Stop and do something else. Try a new strategy.

The more you engage, the more interest you’ll generate.

Barry G. Taylor, ASLANSolutions.com M
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4. Final Notes

e Social mediais in a constant state of change.

¢ Always be professional. “Cutesy” can harm your professional image, even
though it may get you noticed.

e Software and internet usage (as in Social Media, for example) is disrupting all
industries, forms of marketing, and forms of employment.

e Resumes and reference checks are being displaced by Linked-In.

e Be careful what you share online. Search engines are digging deeper into
Facebook, Twitter and other electronic information, which is becoming readily
searchable.

¢ In addition to your social media accounts, create a comprehensive web page
that’s all about you, with your accomplishments, personal interests, and
professional background. Search engines will see this site as relevant to you, and
thus rank it highly. Optimize your images. Put your name in the image caption,
the <ALT TXT> html tag, and even in the image file name.

e Content must be useful, relevant, and current, and it must be placed in a
location that’s easy for people to find. Social media presence can provide a useful
trail of breadcrumbs to you.

e A web marketing effort / social media effort includes blog posts, info graphics,
videos ... whatever content type aligns with your clients’ goals.

e Engage on Linked-In, Twitter, on your personal website, on your blog. This must
be done on a regular basis; time and effort will be different for each person.

e On all your sites, fully complete your profiles with key-word rich content.

e When people leave comments for you, be sure to respond within 24 hours.

A Social Media Success Story:
Kraft Foods has done an excellent job of engaging in social
media. Website, Facebook, Pinterest, Twitter. They began by
offering their recipes to their communities online. Then, they ®
had an “aha” moment (the social insight to build their community). Their focus
became to help people exchange recipes. Now, people within the Kraft on-line

community exchange recipes with each other and everyone gets a positive
experience using Kraft, both online and in product purchase.
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