Viost CEOs want to know how their organizations can weave
social media into the fabric of their overall marketing program in
a way that’s most effective. This boolk helps CEOs do just that.”

-Rafael Pastor, Chairman & CEO of Vistage International, Inc.
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“The social web provides a new way of listening to and engaging
with consumers. Think about the opportunities the web provides
for listening companies. Eve Mayer Orsburn’s book provides rich
case studies from respected brands. The insight and sage advice are
there for the taking.”

- Mary Henige, APR/Director of Social Media &

Digital Communications, General Motors Company

“This is a no-nonsense guide with real-world examples as to how
a strategic approach to social media can help any CEO improve
the top and bottom lines. The principles of Eve’s “Social Media
Equation” detailed in the book can be applied to all organizations,

no matter what type or size.”
- Kent Huffman, Chief Marketing Officer, BearCom Wireless
Co-Publisher of Social Media Marketing Magazine

“Learning a new ‘language’ while challenging is very rewarding.
Communicating in the language your employees and colleagues do
shows you are a ‘with-it’ leader. Social networking is the language
of this generation and Eve has crafted the instruction manual to
teach you the skills necessary to leverage the power of it to build
your business and team.”

- TJ Schier, President, SSM.A.R.T. Restaurant Group



“If you want to learn about social media and how to leverage your
business then you need to read this book and more importantly
read it and apply what you have read to your business. Eve Mayer
Orsburn has harnessed more knowledge than most people will
ever know about social media and shares it in this book in an
entertaining, inspiring and easy to apply format that makes it hard
to put down and you will learn more from reading it than taking
hours of classes.”
- Patty Farmer, Founder/CEQ, Biz Link Global
Owner, HPM Dallas Business Networking, Discounts & Benefits

“In her book, Social Media for the CEO, Eve Orsburn has explained
the new world of social media in such a way that its intimidation is
replaced with obvious opportunity. Through her ability to make what
appears complex, simple and strategic, it becomes easy to capitalize
on what s truly arevolution in the way people communicate, interact
and make decisions. It is a must read for anyone serious about
moving their company forward into the world of online media.”

- John D. Marvin, President, Texas State Optical

“In the financial industry there are countless regulations that make
social media a scary endeavor, but this book, Social Media for the
CEO, explains why an organization must engage in social media
now and that there are ways to do this within the confines of every
industry. Even a high-end brand steeped in years of tradition
should be exploring this brave new world of social media for its
ability to leverage communication in a more powerful way than
ever before.”
- Julia N. Danklef, Director,
Bernstein Global Wealth Management



“Social media represents a fundamental shift in the way businesses
interact with their customers. This book breaks through the
hype that surrounds the subject and offers clear advise on how
organisations can embrace this new communications channel. It
uncovers how to create a compelling investment case and nurture a
loyal customer base.”

- Ivan Gunatilleke, COO, Cable & Wireless Worldwide

“Recognizing that social media is today’s communication
connection to a new and younger market, the Museum moved
quickly to acquire the outside talent we needed to catch the trend.
What a great decision for us! With Eve’s expertise, which she
shares in this book, we are currently one of the most followed
Museum’s in America on Twitter. Other institutions are contacting
us for advice. Thousands of people, who would otherwise never
had heard of us, are now our friends and supporters.”

- Wanda R. Brice, CEO, The Women s Museum

“I completely overhauled my social media approach and campaign

based on Eve’s concepts and recommendations. The response

has been unbelievable! We have sky rocketed to the number one

tweeted hotel in Fort Worth, Texas all within 90 days. When it
comes to market domination, Eve is the Queen.”

- Paul Chaston, Director of Sales and Marketing,

Sheraton Fort Worth Hotel and Spa

“Eve really gets the social media phenomenon. I really enjoy her
communication style. This book, Social Media for the CEQ, is fun
and provides needed knowledge, an unusual combination.”

- David Boyett, CEO/Owner of Boyett Management Services

Group Chair, Vistage International



“I’ve learned through personal business experience that in the
21st Century, even if you have an incredibly remarkable product
or service, you cannot dominate an industry without a solid
platform in social media. Eve’s book, Social Media for the CEO,
is THE “go-to” guide in understanding and creating a cohesive
plan of social media action for your brand.”

- Fleetwood Hicks, President, Villy Customs

“Eve’s straightforward approach of making businesses understand
the value and necessity of social media comes through loud and
clear with this book. So many people still discount social media
as a tool for college kids and movie stars, but being able to see the
ROI through case studies should open their eyes. Her company,
Social Media Delivered, launched my hotel into the social media
mainstream and we could not have done it without them.”
- Kimberly Hutcherson, President,
Hospitality Sales & Marketing Association International DFW
Director of Sales, Hampton Inn Dallas/Irving-Las Colinas, Texas
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Introduction:
Everything You Ever Wanted to Know about Social
Media But Were Too Embarrassed to Ask

I am a CEO and I’'m guessing that, if you’re not one already, you
would like to be one someday. Congratulations, you’ve got guts, and for
this brave new world, guts are certainly required.

My journey down the social media road began years ago and many
people have praised me for my foresight and brilliance. They are
very kind but, the truth is, what really took me down this road was
DESPERATION.

A few years ago, perhaps you’ll remember, the economy took a heck
of a dip. It punched me in the gut. All of a sudden the things I had done
well for my entire career and been a shining executive at no longer
worked. And like any professional who had a substantial amount of
experience and success under her belt, I began to fight.

I did all the things I knew would work for sure and always had in
the past, but this time nothing worked. Prospects were not calling back,
no one was returning emails, and I couldn’t get a deal done to save

my life.

Then one day I went on LinkedIn, the largest professional social
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media networking site. I had been a member of LinkedIn for a long
time and I can’t remember why I logged in that day, but perhaps it was
because people immediately think of LinkedIn when they are thinking
about finding a new job.

I spent the next few days on LinkedIn discovering connections,
industry information, and industry events but best of all, I found prospects
and leads. That’s when it hit me: PROSPECTS and LEADS were right
there as plain as day; all I had to do was look in the right place!

And so my social media obsession began.

I spent the next few years trying to figure out this beast people called
“social media,” which I had for so long dismissed. Hearing the word
“Twitter” simply made me giggle. It really did not make sense to me
why people would join Twitter and listen to people they didn’t know
talk about their cats. And in the words of the great Betty White speaking
about Facebook in her Saturday Night Live appearance, which was
prompted by people on Facebook begging for her to host, I thought “it
sounds like a huge waste of time.”

But then it clicked for me. Millions of people are on social media and
if millions of people are there, then there is an audience that a business

could get exposure to.

And the best part? They can get exposure to these millions of people
for FREE. I’ve always liked free things. I like to try the samples at
Whole Foods and I make sure to bring home the shampoo from the hotel
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even if [ have plenty at home just because it’s FREE. As a marketing
professional who is familiar with the cost of print ads, radio time and

television spots, the idea of free “air time” was certainly intriguing.

Imagine that a television executive met you today and because he
was in a fabulous mood decided to give you a national sixty-second
spot during prime time — for FREE! What would you do with sixty
seconds? Would you have your child go on live TV and talk about your
company or ask someone in the office to put together a few things to say
real fast? Hopefully not!

Instead, you would most likely hire a marketing company or use
your own marketing team and put together a smashing concept with a
fully produced commercial that entertained and informed the audience

enough that participants would want to buy your product.

Apparently, the FREE-ness of social media has intrigued many
a business person and so they dive in right away unprepared. Just
because the vehicle of delivery is free doesn’t mean there should be no
preparation to embracing the fastest growing media in the history of the

world — social media.

With this book, in just a few hours, you’ll take a journey that took
me years to walk. You’ll understand the How, the Why and the ROI of
Social Media with real-life case studies from companies of all sizes.
Yes, there are the large companies that we can learn from showcased in
this book, but there are also small- and medium-sized companies with

very important and very real stories to share as well.
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In this book, I’ll reveal the down-to-earth truth about social media,
not with complicated graphs, charts or schedules but with a very simple
system in everyday language you can actually understand that I call The
Social Media Equation™

1.) ShutUp and Listen! (Or, Remember, It’sa Communication
Tool, Not Just a Broadcast Tool.): Questions and answers
— those are really all there is to social media. Your prospects
and customers have questions. How do I garden without
hurting my knees? How do 1 get a word processing program
without buying the rest of the package? How do I get from
Point A to Point B quicker, smarter, shorter, etc.? But if you’re
broadcasting all the time, sending out nothing more than
digital billboards, how will you ever hear their questions?

2.) Why Opposites Attract: If you do all the right things in the
wrong place, social media will not grow your business. Many
people go into social media looking to put “like with like.” In
other words, they join networks filled with counterparts and
competitors. Don’t do it! You need to go where your prospects

and customers are, and that’s why opposites attract.

3.) One Ball Is Not Enough to Juggle: Have you ever watched
a juggler engage a crowd by throwing around one ball? No?
Of course you haven’t. In the game of social media, many
companies try just that. Unfortunately, when it comes to
social media most people only think of one thing at a time.
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4.) The Social Media Equation™: Believe it or not, there IS
an equation to make sure that your social media efforts
CONVERT INTO BUSINESS. This chapter not only
tells you what the equation is, but walks you through it
step-by-step.

5.) The ROI of Social Media: Measuring social media results
can be a challenge, but it’s not impossible. In fact, when
you have two things — a specific goal in mind AND a way to
track your progress through clearly delineated checkpoints,
you actually CAN determine the return on your social media

investment.

That’s it. Five simple steps to total social media domination! Okay,
okay, so maybe not TOTAL domination, but at least a proven and
effective way to make sure that your social media efforts will lead to

business growth.

Now, before we’re off to the races, I want you to understand not
just how to get the most out of social media but something equally
important: WHY the heck you need social media in the first place.

Luckily, that’s just what our next section is about.
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The other day, I was sitting outside in front of Starbucks fostering
my caffeine addiction with a few friends. It wasn’t too long after we’d
gotten comfortable that a young man raced out, ear to his cell phone, on

what was obviously a “very important” call.

It was hard not to eavesdrop, but I always like to hear how people
speak on the phone because, after all, ’m in the communication business.
I like to hear how people make their business case, how they sell and
how they close the deal.

He was good, I’ll give him that; at least good at using plenty of the
latest industry buzz words. I heard “bandwidth,” quite a few times,
and “we need to close the loop” and a few others I’m sure were in the

same vein.

Shortly, the call was over and as soon as he took his phone away
from his ear he did a quick little pivot from the parking lot to face the
coffee house patio.

“How is everybody doing?” he addressed our cozy little crowd.

Before we could mumble a rather surprised response, he launched
into what I would call a “soliloquy.” In the five brief minutes he spoke
to us, we learned his name (Richard), how old he was (31), how long
he’d been in town (9 months), what he did for a living (software sales
consultant), who he was here with (his date, but it was “nothing serious™),

her name (Camille), and what she was having (white mocha).

It wasn’t what he said in this minutes-long confession that caught
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my attention so much as what he said when he’d had his fill and was
ready to go. He shook each of our hands, looked us in the eye and said,

without a trace of irony, “It was really great talking with you.”
Then he disappeared, as quickly as he’d arrived.

Immediately we resumed whatever chat he’d interrupted, but his
comment stuck with me all through my latte: “It was really great talking
with you.”

It didn’t really strike me until I sat down to write this book: what
bothered me about that man’s statement? He wasn’t talking with us, he

was talking at us.
At heart, that is the frailty — and the power — of social media.

Because of all the things it isn’t, social media IS a conversation. And
just as with every conversation, you have a choice. Every time you use
social media, you have a choice. You can either talk with people, or you
can talk at people.

My job is to help you talk with people; it’s called a conversation, and
it’s what social media is all about. But don’t take my word for it, let’s

get into our discussion of what social media is (and isn’t) right away.

(@brenda_haines (@BrendaAnderman @BrendaBoorman (@BrendaFranzo (a\BrendaJeanWyche (@brendameller @brendanhannan @BrennaElise @Brent_Jordan @brent_tucker
(@BrentBucho @t @) rlson @BrentGray @ r @BretMcCormick (@BretRowe @BrettBells @Brettconyers @BrettGreene @BRETTINGHAMS
@Brettner @BrettPrince  @BrettRelander @BrettVanderH20 @BRETTWITHROW  @brewercharities @Brian A Moore @Brian H_ @Brian_Hess (@Brian_Howes
@Brian_Kirsch ~@brian_mcguffey ~@Brian_Parker (@Briana_von_Elbe ~(@brianadrian (@brianboyd ~(@brianbreslin ~ @briancarter ~ @BrianClarkeNUJ ~ @BrianCousins
(@briangiambalvo (@brianhaberly @brianhorn @brianhouchins (@brianjohnriggs (@briankauffman @BrianKibby @BrianKurth @BrianLFoster @brianmegui @brianmoline
(@BrianNewberry @briannisbet @BrianOBB @BrianPrimeaux @briantbrown @brianrobinson @brianrodriguez @BrianRogel @brianshumaker @BrianSmith_ @briansrice
@briantercero @briantg0] @BrianTomkins @brianwilliams @brianwong @BrianWSelden @Brickly @BrickMarkers @BrickworkIndia @BridalBazaar @BridalCoachUK
(@Briddick @BrideOfChrist @BridezillaTimes @BridgeOfAllen (andgelAyem (@BridgetDaly @BridgetteFife @BrieNadal @BrienCaldwell @briennamichelle @BrigBurton
@brightasianstar  @BrightEvents @brightfireview (@BrightFuse @br lle @brigh @brigi @BriitishColoni  @BrilliancyImmig  @brilliantjeni
@BrilliantTips @Brimbase @brin9000 @bringiton85 @Briones2 @BristolEditor @BristolGva @britameric @BritCrit @BriteTab @BritishEyeFilms @BritneyBrushl
(@BritneySpearsFC @Britta_SF  @BrittAdamsPR (abnllamablgall (anlmnyFarma @rittanylothe @brittanyPR @BrittneyGreene @britton96 @brittprice @brivervideos
@brlaredeross @broadspace @BroadwayBeat @broatcl ) (@Broke4Jobs @BrokenArrow11 @Broker Resource (@Brokers4Charity @BrokersUnited
(@BrokeTycoon @) (@BronwynSylvest @B endall @b (@brookfielddent @brooklynwino @BrooksBehrens @broox1029 @broozer7 @brownbowgifts
(@browndave07 @BrowneKevin @brqt @BRsocialmedia @BrstCancerNews @BruSW @BruceBarber @BruceBarone @BruceBixler49 @brucecat @BruceGAO @BruceKGarber




12 SOCIAL MEDIA FOR THE CEO

What Social Media Is

What, exactly, is social media?

According to Wikipedia.com today, which will be different by the
time you are reading this book because it gets tweaked fairly often these
days, social media is “media designed to be disseminated through social
interaction, created using highly accessible and scalable publishing
techniques.”

Hmm, sounds pretty challenging, huh? My definition is a lot simpler:
social media is simply people communicating through technology.

Not bad, huh?
I mean, how hard can that be?

Well, the problem is most of us don’t know how to communicate
offline, let alone online! Take that snazzy young salesman in the great
suit with the sleek phone who thought he was talking with us when,
really, he was just talking af us.

How many conversations do you have like that per day? And not just
with salesmen, but with bosses, clients, colleagues, neighbors ... even
friends? We’re so used to talking at people, it’s rare when we get the
chance to finally talk with people.

Well, here’s your chance. Social media is an open dialogue — in
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real-time with real people. Social media professionals are really just
communication professionals who leverage the power of social media
so that they can talk to thousands of people at a time instead of only one

person at a time.

But to be fair, the real magic happens when you boil it down to one
special person who interacts at a very committed level and becomes
your next client. The best way to find that “magical” one person who
simply can’t live without your product is no different than it has been
for years — start by getting your message out to thousands.

Why is social media growing so rapidly?

In my experience, the answer is fairly simple: people are eager for
this one-on-one conversation, particularly with CEOs, entrepreneurs,
business owners and industry leaders with knowledge that has rarely
been so easily accessible in the past. People want juicy, easily digestible

morsels of “byte-" sized information served up on a silver platter.

For so long, companies, businessmen, advertisers and the media
have talked af us. Now we have a chance to talk with them. Historically,
advertising was a one-way dialogue. Whether it was an engaging TV
commercial, a 30-second radio spot, a full-page magazine spread, a direct
mailer or a bench sign, marketing and PR specialized in “billboards.”

Suddenly the floodgates have opened up to a two-way dialogue
and people — your customers — are responding with attention verging

on obsession.
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Imagine a world in which the second you put your ad for toothpaste
on TV you have the ability to hear from Susie, a housewife in Scranton,
in her own words: “I love your mint toothpaste, my family’s used it for
years, but your cinnamon toothpaste is too hot — and it leaves little red

bumps all over my sink.”

Could you imagine? Forget focus groups and test markets and tastings
and surveys, you now have the ability to get real-time data from your

actual customers in their own words.
It’s not science fiction. It’s social media.

The best part? This kind of open-ended dialogue happens in real-
time, every day, all over the web. If you’re not mastering social media,

you’re missing out on this essential form of modern communication.

How Strong It Is

How strong is social media?

Let me put it this way: If Facebook were a country, it would be the
third most populated country in the world.

Social media is the fastest growing type of media in the history of
the world. How fast? Too fast for it to be practical for me to put the
latest statistics into a book that will come out a few months after I type
these very words. (For the very latest numbers, I suggest you visit
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Mashable.com, the “bible” of all things social media.)
Meanwhile, here are some staggering facts:

* Social media is the number-one activity on the web now —

overtaking pornography.
» It took radio 38 years to reach 50 million users.
» It took television 13 years to reach 50 million users.
» It took the internet four years to reach 50 million users.
* It took Facebook nine months to reach 100 million users.

To let these amazing statistics (plus plenty more) sink in, go to
YouTube.com and search “Socialnomics” to watch Erik Qualman’s

videos that get the point across.

What It Delivers

I talk with CEOs all the time and when I mention something like
Facebook or Twitter, they almost immediately say, “Yes, my (wife/
husband/child/mom/friend) is on that and wastes all their time there,
but what does that have to do with my business?”

Great answer! Why? Simply, the client has already begun to argue my

case for me. For any effective marketing and communication process to
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work, first of all, you have to get people there. Guess what? When it
comes to social media, they are already there and the rest of the world

is running there quickly to catch up.

I also tell clients with small or medium companies to pay attention
to the last five seconds of nearly every ad you see on TV, look at the
bottom of every article you read on Inc.com or in Newsweek, look in
the corner of every magazine ad you’ll read today and you’ll see one
consistent message: “Find us on Twitter and Facebook.”

Do you know how much it costs per second to be on national TV? Or
how valuable space is in a print or online ad? All I know is that the last
time I checked it cost a whole lot of money.

So why in the world would Tide or Coca-Cola or John Deere or
Target waste valuable TV or ad copy time asking you to join them on
Twitter and Facebook? The answer: they value your communication or,

at least, the chance to communicate with you.
But enough about communication, let’s talk about delivery.

In other words, what can social media do for YOU? How can it
deliver the value for your time, energy and constant maintenance of this

social media machine?
What, in the end, is your ROI going to be?

I’1l keep the answer(s) simple and direct. Here are the three things

social media delivers:
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1.) Customer Service 2.) Marketing 3.) Communication

Most people in social media are doing one or maybe two of these
fundamentals, but not all three. Social media has the potential to deliver
all three things, not just one or the other. So if you’re only talking about
customer service, that’s great, but you’re missing a huge opportunity

when it comes to marketing and communication.

If you’re only marketing your product through social media, you’re
only getting a third of the way down the road. If you are only focusing
on communicating, then you will be losing out on opportunities to serve

your customers and to promote your offerings.

When you combine these three deliverables, they are exponentially
more effective. The reason that all three are more effective is the same
reason that when you take a holistic approach to running your business
and growing your company, it comes together and works.

Imagine a strategy meeting to move your company forward when
you only invite one or two divisions; it’s a lopsided effort that, frankly,
is bound to fail.

Most CEOs understand the power that each department adds to the
foundation and the possibilities of synergy when they all move in the

same direction. The same applies for this new tool, social media.

Social media is simply a tool; the world of business has not
changed. So use this tool to increase customer service, marketing and

communication and you’ll start seeing business results at an exponential
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rate that you haven’t experienced in many years.
Why You Can’t Live without It

Why can’t you live without social media?
Imagine living without ... the internet.
Imagine living without ... email.

Imagine living without television, airplanes, a microwave or

the radio.

Once upon a time, all of these things — from TV to microwave ovens
to the internet — were thought of as “fads” that wouldn’t stand the test

of time.
The social media conversation has already begun.
It’s going on right now.

Your prospects are already there and so are your competitors. Even
Ellen DeGeneres is already there!! Seriously, though, of course you
CAN survive without social media, but you can probably also survive
with your company making a lot less money. Why would you want to?

Take a look down the road two years from now. Can you really afford

to miss out on the competitive edge for two long years?

Imagine not having a website for the next two years, or not allowing
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customers to shop online, or blocking emails. Social media is a
conversation and people are talking about you NOW — with or without
you. You want to be part of the conversation — sooner rather than later.
This book will help you share your message, loud and clear.
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Chapter 1:
Shut Up and Listen!

Remember the old adage “If a tree falls in the forest and no one
is there, does it really make a sound?” Many executives treat their

organization’s online reputation like this.

They stay out of the forest and think that if they don’t hear the tree
then it won’t matter. The only problem is the forest of social media is
already populated with millions of people. When a sound is made, they
hear it, whether you’re there or not.

You might think the very first step to succeeding in social media is
to immediately start talking. After all, that’s what everybody else seems
to be doing, right? Talking about their industries, their companies and

their products and services?

Wrong. Now is not the time to start talking; now is the time, to put it
bluntly, to shut up and listen. Right now, somewhere, probably in a lot
of places, people are talking about you, your brand, your organization,

your cause, your product, your service and your competitors.

The conversation is already taking place; you are powerless to prevent
it from happening. People will talk about you, your industry, your
products and services; the only way to stay relevant to the conversation
— and potentially influence it — is to show up and hear what everybody

@CilcaLash (@cimatruck @CIMBaby @CIME4 @CINA_Global (@cinag87 @CinchCast @CincinnatiBOGO _@CincyRecruiter @cindifictcher  @CindyB @CindyBie
@CindyCarriger @Cindycindyl2 @CindyColoma @cindygreenway (aCmdyHarlman @Cmdmeg (@CindyLeavitt (wcmdymane] (wcmdym:llerZO (@CindyMorus
(@cindympickens @CindyPapale @cindyspivack @ CmdyWMonnou (@Cinemeo @C;i Ed, innic9 @cinportilla @Cinzia_
@CIO_Coach @cipher_online @Cipollone @cis acircuscircus_Iv @Cisco_X1Concept @CiscoTP_Video @cisnationwide @CitizenPower (@citizenshipcd

@Citizenslntel @citrixreadiness @CittoenTechTips @City_Guide | Mlke @city7life @CityChicStyle @CITYPUBLICITY @cityspur @CitySquareMiami @CityTavernDFW
@Cityxxi @civis @CIZZLE @CJ_Ric @cjayasuriya @cjferrer @cjkatte @cjrock @cjromb @cjsantiago @CJsKidsClub @CJTyo @cjuon @cjweb
@ck 2 @CKaldenbach (@ckarasiewicz @ckburgess @ckfoot01 @ckieff @Ckochster @ckollm @CKR_Interactive @cksyme @ckw09 @Cla_Gagliardini @claceliete
@ClaimAttorney @clairelight @clairifycanada @ClareWebDesign @clarisel 03 @clarissa600 @clarissathymes @ClaritreeAndy @claritysurveys @Clariziita @Clark_King
@clarkeinvest_ @clarkkentelub @classic_chevy @classic movies @ClassicCarsBits @classiccarshows @ClassicFence @ClassicRockGuru_ @ClassicUrbantms @classyCEO

@ClassyLingeric @ClassyModITrain @clatko @ClaudiaBroome @ClaudiaEpaz di @Claudi @ClaudiaX5 @claudioalegre
@Claunel @ClavelChris @ClayOxen @cl @clerow  @cld ds ilyj .\es (aCleanJoumcy (@Cleansing_Coach (@CleansingGuru  @clearclutter
(@cleardebtfinanc  @ClearedJobsNet (@ClearpointPR ~ @clearverve2 @ClearViewTrips @ ant (@ @Cleopatra789 (@Clerisy_Hillary

@Clevastin - @clevemarine (@cleverbusiness (@cleverhousehq (@cleveronline @CLEVGOSPEL (@clgdistribution @clgoodman (@click2ink @Clickaholic ~@clickbankbiz
(@clickbankdiva @clickbanker (@clickbankguru @ClickBankPros @ClickbanksBest @ClickBizNow @ClickDeal @ClickDeal003 (@clickfire (@clickforclients @clickforseo



24 SOCIAL MEDIA FOR THE CEO

is already saying.
The very first step to effective social media is simply to listen.

How? How can you possibly “listen in” on the thousands of
conversations that are taking place about your industry, your company,

and your products every day?

There are many methods of free (such as RSS, Search.Twitter.com,
Google Alerts) and paid technology you can leverage to hear what
people are saying about you. These tools are used every day, and they
are always changing.

The most important thing you can do before you begin listening is to
understand the climate of three critical areas:

1.) Your industry
2.) Your company
3.) Your product(s)/service(s)

Listen For What People Are Saying
about Your Industry

Begin by listening to what people are saying about your industry in
general. Your industry is a world unto its own, whether you work in

heavy machinery, fashion, publishing, greeting cards, scented markers,
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holiday socks or cosmetics.

Every industry has a lingo, a feel, a mode, a tone, an arc and new
trends. Join industry groups on LinkedIn or Facebook, follow the
popular industry blogs, devote a fraction of every day simply honing
in on your industry and what the general tone is. Get the feel for it
to understand the hot topics, things that matter, things that people are
passionate about, and controversial developments.

Why should we listen to what others in our industry have to say
about our industry? Why should we care what our competitors think
about this trend or that technology?

Many times what we think is important to the industry is, in fact,
considered rather insignificant by others in the industry — let alone our
customers. Keeping your finger on the industry in general lets you know

where you stand in comparison with others.

Listen For What People Are Saying
about Your Company

Next, drill down deeper to hear what people are saying specifically
about your organization or brand. Remember, you’re not here to post
your own rants or comment on user comments, but just to listen to what

the mood is toward your company at this moment in time.

Google yourself! Bing yourself! (It’s not as dirty as it sounds!)
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Now do the same for your company, your product.

You can also search for your name and company name on
Facebook.com, Twitter.com, YouTube.com, LinkedIn.com and find
what people are saying in two clicks or less.

Whatever method you choose, this is a great way to find out what
folks are really saying about your company ... and NOT just the folks
you pay to say things about your company.

In nearly every organization there is the perception of how others
feel about your company and what folks really feel about your company.
When the Sci-Fi Channel switched to SyFy, I remember reading a profile
about the company’s head honchos and the spin that was put on things
within — and perhaps even by — corporate headquarters. Walking away
from the article, I truly felt like the name change was a great decision.

Then I googled “SyFy” and learned what people outside the company
felt. The perceptions couldn’t have been more different if they were
night and day: fans were irate, industry insiders were doubtful, TV and
cable columnists considered it “wasteful.”

It’s important to remember that the things you, your department heads,
managers and even employees consider so clever, unique, different and
valuable can be seen quite differently not only by others in your industry
and your competitors, but by potential customers as well. In fact, even
the opinions and carefully crafted ads you’ve sent out may or may not
match the reality of the mindset of your customers.
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How will you ever know if you don’t listen?

Listen For What People Are Saying
about Your Products and Services

Finally, the last step is to take a deep, long, careful look at what
people are saying about your products and services, and compare that
to what they are saying about your competitors’ products.

Read the comments on your company website, read your product
reviews on Amazon.com (and while you’re there, you should probably
write a great review about this book!), follow your products in the local
and national media, and don’t read the rave reviews more often than

you do the jeers.

I liken this step to going to counseling, where someone who is an
objective party sits you down and tells you your faults, weaknesses and
gives you a valid opinion that isn’t designed to protect — or hurt — your
feelings but is, instead, designed to tell you the unvarnished truth. It’s
not always pretty and it’s not very fun, but the knowledge you gain can
change the way you go to market forever.

It’s important to remember the reason social media is the most
powerful and fastest-growing media in the history of the world: it’s
not just that the technology has enabled free and instant delivery,
it’s about the human need to communicate. And as anyone who is

a communications expert will tell you, the best and most effective
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communication comes from listening first.
Why go to all this trouble?

The reason for all this listening and gathering of information is for
you to get a clear picture of where you stand before getting started.
This is a foundation from which you can create a valid and authentic
social media presence in the real world, as opposed to the presence
you thought you had. Listening will help you bridge that gap between

perception and reality.

It’s a little like buying a new outfit, trying it on and asking your
grandmother what she thinks about it. Perhaps your grandmother — a
sweet, elderly, gray-haired woman who loves you and would never, ever
want to hurt your feelings — tells you it’s “gorgeous, simply gorgeous.”

Meanwhile, there are women like my grandmother. “Honies” was a
beauty queen in the 1930s with an impeccable sense of fashion, which
somehow skipped over me genetically. These kinds of grandmothers
love you just as much as the other ones, but don’t want to see you
looking like a fool, so they offer you a much more realistic (and perhaps
unpleasant) opinion. You need people like this who will tell it like it is.

Then, you have to have the guts to consider making the change.

In other words, it’s important to celebrate the positive feedback you
get, but not to the exclusion of the negative. When you know what
people are REALLY saying about you, you’re in a better position
to craft a social media campaign that will actually have a shot at
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breaking through.

It’s important to celebrate the positive feedback you get, but it’s even
more important to listen to the criticism. When you know what people

are REALLY saying about you, you’re in a better position to craft a

social media campaign that is credible because it is rooted in reality.

The Risk of Not Being at the Party

Here is how I like to describe social media to my clients. Let’s say
there’s a great big party happening and everybody is going. All of your
clients, your prospects and even your competitors will be there.

You’re going, right?

What’s that?

You’re NOT going?

You’re staying home instead?

Hmmm, that’s not such a great idea. After all, this “party” is social
media, and everybody is talking anyway, so what will you lose by not
listening? What will you miss when your customers say things you
should know about your product or service, but aren’t there to hear? Why
would you let your competitors be privy to that information while you
stay at home and put your feet up? They may very well be listening.
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The folks who get to this party early get a better spot; those who
don’t show up get left in the dust. That is social media; that is why it’s
so important. Specifically, that is why listening is such an important part

of social media.
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Case Study # 1: Mayo Clinic

Organization: Mayo Clinic; MayoClinic.org

Background: Mayo Clinic is a not-for-profit medical practice
dedicated to the diagnosis and treatment of virtually every
type of complex illness.

Business Need: To leverage the Mayo Clinic’s established
reputation in direct promotion, rather than relying only on
third-party media representation. In short, “Don’t just pitch
the media, be the media.”

Social Media Solution: A custom YouTube channel, which
serves as an excellent platform to distribute syndicated
press package videos created for traditional TV news and
information to the media parties interested in featuring the
Mayo Clinic. Furthermore, the YouTube channel became a
place for amateur and casual videos (See page 104).

Business Result: Very large numbers of viewers (currently
over 2 million) means a lot of exposure. Thanks to low
production costs on many of the clips, any return on
investment is significant. This channel has become a
destination within itselfand a way for Mayo Clinic to leverage
its reputation without having to always use a third party.
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What actually happened:

Lee Aase, Manager, Syndication and Social Media at
Mayo Clinic points out that for over 100 years the Mayo
Clinic has relied almost completely on word of mouth
and third-party media to spread its reputation. As social
media is the new word of mouth, the various platforms
available fit in perfectly with the clinic’s traditional
means of promotion. Plus, it affords the Mayo Clinic the
opportunity to use its own reputation to its advantage.

As Mr. Aase stated, “Don’t just pitch the media, be
the media,” meaning the Mayo Clinic has a very strong
reputation, and does not have to rely solely on third-
party media representation to establish credibility. They
already have a lot of credibility in their field, and can use
that as a way to appeal to a wider audience.

In addition, because the clinic is a not-for-profit
organization, there is less pressure to see an immediate
return on investment, and more opportunity to use social
media in a purely altruistic sense. Of course, this also
brings greater social media success, because social media
is often about sharing valuable information.

The implementation of a YouTube channel provides
the clinic with another platform to utilize the 90-second
to &-minute syndicated press package videos created for
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traditional TV news and information to the media parties
interested in featuring Mayo Clinic, and creates a platform
to pitch to traditional media. It also reinforces the clinic’s
established reputation by providing information and advice
to patient communities, and speeds up the dissemination
of medical information on rare or specialized illnesses to
people across the world at a rate never experienced before.
Though there is not as strong a focus on ROI as there might
be in a corporation, Mr. Aase explains that the clinic still
sees new patients coming in because of content they viewed
on the Mayo Clinic YouTube channel.

A perfect example is the 10-/2-minute video of Dr. Mesa
discussing myelofibrosis, a rare form of blood cancer, which
was shot with a simple $150 Flip camera. This video has been
viewed more than 4,000 times. Dr. Mesa has heard from over
50 out-of-state patients who chose Mayo Clinic because they
saw his video and asked specifically for Dr. Mesa. Not only
does this video provide necessary information to potential
patients, the clinic’s ROI fromm making that information
widely available through YouTube is substantial.

One key element in the clinic’s social media strategy is
the inter-connectedness across platforms. Mayo Clinic runs
a Twitter feed, Facebook page, YouTube channel and several
blogs, and Mr. Aase says these different channels are all
crucial to a successful social media campaign.
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In July 2010, Mayo Clinic increased its commitment to
using social media by creating the Mayo Clinic Center for
Social Media. The center’s purpose is to go beyond the
public relations and marketing uses of social media, and to
use variations of these tools throughout the organization.
Through the center, Mayo aims to accelerate adoption of
social media in the clinical practice, education, research
and administration.

The center’s focus is not only internal to Mayo Clinic,
however. The center also will be a resource for other
hospitals and health-related organization looking for
guidance in applying social media. “Many staff in health
care organizations who are interested in using social media
have pointed to our Mayo Clinic example to help make their
case to leadership,” Mr. Aase explains. “Through the center
we have a way for them to join a formal network, and to get
access to materials and resources to support their venture
into social media.”

Mr. Aase says the network will not be limited to medical
providers, but also will include non-profit health related
organizations and associations. “We want to be a resource
to any organization looking for ways to apply social media
to improve health,” he says. “Our fundamental goal is to
help patients through social media, whether that means
giving them increased access to scientific information or
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helping them to get together and learn from each other,
becoming active partners with their health care providers.
We also want to help medical professionals in research and
education connect with each other, and are eager to play a
role in spreading the use of these powerful communication
tools throughout the health system.”

For more information about the Mayo Clinic Center for
Social Media, go to SocialMedia.MayoClinic.org.
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Case Study # 2: James Wood Motors

Organization: James Wood Motors; JamesWood.com

Background: James Wood Motors consists of several car
dealerships with numerous brands located in Denton and
Decatur, Texas, close to the Dallas area.

Business Need: Build more relationships with prospects
that prefer to shop virtually.

Social Media Solution: Develop a Twitter campaign to be
used as an information resource for potential customers
(See page 105).

Business Result: Increased sales as a direct result from
Twitter interactions and grew online reputation by
customers sharing positive reviews on Ye1p®.

What actually happened:

In early 2009, the management at James Wood Motors
hypothesized that using one or several social media vehicles
might aid them in connecting with potential customers and
helping them to make car-purchasing decisions.

They decided to provide a wealth of information
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through Twitter at Twitter.com/JamesWoodMotors. “We
comrmunicate different things with Twitter,” says Amanda
Williams, Internet Director at James Wood Motors. “From
up-to-the-minute new vehicle arrivals to community
involvement projects, inside views of operations, behind
the scenes, even interaction with moms test-driving
our vehicles.”

Additionally, social media allows James Wood Motors to
bridge the gap that exists between their geographic location
and their customer base that works and resides all over the
Dallas-Fort Worth-Denton area.

Adds Williams, “We use Twitter to communicate with our
customers who use it as a way to maintain distance while
shopping for vehicles. Not everyone is comfortable shopping
for vehicles, we know that. In today’s times, people are more
at ease keeping their distance and using a site like Twitter.
We send pictures, exchange info via direct message, video,
etc. The customers obtain the info they need.”

By sharing information about their dealership and
relevant product information via Twitter, James Wood
Motors caught the attention of Mr. Colin Burns, a marketing
professional looking to purchase a new car.

Burns was so moved after pleasantly interacting with
James Wood Motors throughout the buying process, that
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he felt compelled to submit a Yelp review praising the
experience he had at the dealership, with their staff and
with the car itself:

“Amanda from @jameswoodmotors was a HUGE
help. It was nice to have someone quickly respond to
my questions on Twitter with pictures, information
about the car, if they worked with my bank, etc. ... Iwas
able to do all my homework on the back end to figure
out that I was getting a good deal and left the entire
process 100% comfortable with the car I had picked
and the price I was paying. IfI could do it all over again
I’d do it the same way - shop on Twitter, see it in real
life, make the purchase.”

In addition to social media, James Wood Motors
continues to use traditional methods of advertising such
as billboards, radio and television. Social media has offered
them a less expensive and surprisingly effective addition
to the marketing mix. Owner James Wood commented,
“Our business has always been about building relationships
and if social media can speed that up for us, then it is
definitely a smart business decision.”
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Case Study # 3: Anheuser-Busch

Organization: Anheuser-Busch Companies, Inc;
Anheuser-Busch.com

Background: Anheuser-Busch is a global brewer that
produces the world’s largest-selling beers, Budweiser and
Bud Light.

Business Need: Create more community with sports fans

Social Media Solution: A news/story-style video of sports
fans on YouTube (See page 106).

Business Results: Their efforts resulted in an Emmy-award-
winning program for 2010 that yielded massive fan audience
and interaction.

What actually happened:

Bud Light wanted to build participation and interaction
with passionate sports fans, and they turned to Chris
Yates and Jim Knox at Huddle Productions, where they
understood that the habits of television viewers had
changed. Nowadays, fans wanted to watch video whenever
they wanted and as soon as possible. However, viewers not
only wanted a story - they wanted to be PART of the story.
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With this approach, Huddle Productions created
“GameDay Rivals,” an interactive social media campaign
focused on filming football fans and their unique traditions
and quirky rituals. Tailgaters from all over the U.S. competed
during football season to be crowned Bud Light’s Ultimate
Tailgate Fan.

Huddle Productions filmed the fans at stadiums then
shared the videos on social sites like YouTube, Facebook and
Twitter. Fans voted, commented, created and engaged one
another, thus creating a, conversation frenzy all season long.
This was the kind of unique marketing and direct interaction
with their fans that Anheuser-Busch wanted.

Consequently, the GameDay Rivals program won the 2010
Emmy Award for the “Best Sport Program of the Year.” Their
concept of engaging fans and the use of video in social media
generated the following results:

STATS Increase Year 1 to Year 2:

* 750,000 votes +1200%
* 417,087 website video views +5232%

* 1600 Facebook fans +144%

113,900 YouTube views +60%
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“GameDay Rivals in search of Bud Light’s Ultimate
Tailgater was one of the most successful local marketing
campaigns. It was creative and effective,” said Jay Black,
the Director of Marketing at Anheuser-Busch InBev.
“We are always looking at trying new and innovative
ways to market and Huddle Productions did that with
this concept.”
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Case Study # 4: Bodycology®

Organization: Bodycology with Advanced Beauty Systems;
Bodycology.com

Background: Bodycology is a product line developed by
Dallas-based Advanced Beauty Systems. Their beauty
products are designed to be “spa-quality” and intended for
women who want “beauty on a budget.”

Business Need: An online interactive experience for
Bodycology’s users

Social Media Solution: Use interactive banners to create a
strong CTA or call to action (See page 107).

Business Result: Development of a massive consumer
email database, which was subsequently used to create
My|Bodycology®, an interactive health and beauty portal
containing blogs, quizzes and product resources.

What actually happened:

In 2009, Bodycology had recently launched an offline
campaign centered around a simple question: “What’s Your
Bodycology%” Bodycology’s interactive agency, Boxcar
Creative, saw this as a promising online opportunity, and

(@EIROresearch (@eisenhofer (@EitherOrFilms (@EivindHeiberg @ejbwbiz @ejecant @EIM421 @EJMorris @ejnatuta  @ejoiner (@ekaffee (@ekarff (@EkaterinaWalter
(@EKKlesiaDetroit @Ektron @el_bergo @El_Campos @eclaadZ @elagrew (@ElaineDodson (@elaineshannon (@elalisracl @elamar @ELAMca @Elan_Sassoon @elandes
(@ElanorWaverlyHY @elatedca @elbasiliogmas @EIbst23 @elCHELSEAo @ELCircle @ElderCareStLMO (@ElderOptionsTX @eldoen @ElDoradoSEO  @eldridge2m
(@EldridgeJenkins  @Elec_ Generator @ElectaR2010  @ElectraloClair  @electric949  @ElectroRC ~ @eleesha  @EleganteDallas  @elegantfemme ~@eLegolas @ElekT
(@elektricblue01 (@ElenaH13  @ElenaKazanova (@ElenaKovist (@ElenaMusician (@ElenaStudio ~ @EleniLiapakis
@ElevatorMusings _ @eleventhedition @EIFury @ElGradoTequila @elguiri @elguszah @elhathaway ~(@eli_licberman ~ @ElianeCarbajal @eliassengroup ~@EHCsAll
@elienassour @eLightBulbs @EliminateMyDebt @elintao_@eliotfrick @ElisabethKuhn @ElisabetiaTweet @ELISE21S @EliskaF @ @Elistprovid
@EliteAccounting  @Elitedance  @elitedesigner01 ~ @EliteFinancial @ @EliteMed 1 JEliteSolutions_ @elitetrader
(@EliteTravels ~ @eliz_edwards ~ @ElizabethBastos ~ @ElizabethDClark eli (@ElizabethPoppen
(@elizabethstiles (@ElizBeskin @elizcohencnn @elizharrington (aeluhuld (aElmo%u (zzslul'aprade (@ElizObihFrank @eljane @EIKk heffl (aElhgrandl Jellahodel
@Ellany @ellawissa @Ellen Brown @Ellen27 @EllenAFeldman @ellenfy 11 @E (@ellerbestyle @elleroi @ellies58 @ellindokid
(@Ellionaire @elliottdotorg @Elliottmarkc  @elliottp123  @Ellipsse (aslllsmounm (@ellissanjose  @Ellunes (aEllyElzBaby (@Ellys411 @ELnSMediaExpert @elocalise
@elocio @eloko @Eloqua(@elrosetweet @elroy2e @ELSimonds @Elsom @elton_sbo - @elucidmarketing @ElvinTiong  @elwin99  @elwoodbybryley @Elyse D
@ElyseTager @elyshemer (@ElysiaBrooker (@elzamguyen (@em_designandi @Email_Strategy (@emailace (@EmailCopywriter @




Case Studies 43

defined a strategy to leverage the offline campaign into a
strong online interactive campaign with their potential
consumers.

This strategy had two key features:

1.) Incorporate a strong call to action (CTA) to generate
data for their consumer database, with particular
emphasis on contact information collection.

2.) Actively respond to user behavior by creating an
interactive resource for the consumers.

A clear CTA isvital to any marketing campaign. The online
initiative began with a banner campaign composed of both
standard (non-interactive) and interactive banner types.
Both the standard and the interactive banner types had a
clear, simple CTA (“Take quiz”). Once prompted by the CTA,
the interactive units provided the user with the ability to
take the quiz within the banner, as well as submit an email
address, while the standard banners drove users to alanding
page with the same quiz/email capture functionality.

The “What’s Your Bodycology?” banner campaign netted
nearly 40,000 email addresses in less than eight weeks. The
interaction rate was 24.29%, far surpassing the industry
standard interaction rate of 7.64%. The conversion rate
from visits to email sign-ups was 6% - the high end of the
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industry rate, which is between 1% and 6%.

Having 40,000 unexpected email addresses inspired
the next steps, which would ultimately be used to create
My|Bodycology®. A challenge was extended to the email
database, wherein emails were blasted out to users,
encouraging women to vote on their top areas of interest.
The potential areas of content included: Fitness, Beauty Tips,
Celebrities, Health/Wellness, Fashion, Value, Parenting,
Household Tips, Horoscopes, Nutrition, Finances, Success
Stories, Editorial. The voting was a fun, interactive way to
connect the brand with its users.

Presently, Bodycology® has their top six areas as
generated by their users:

1.) Nutrition

2.) Finance

3.) Fitness

4.) Value

5.) Entertainment
6.) Household Tips

Phase 1 of My|Bodyc:olog‘y® launched in summer
2010. It included Dblogs from wvarious women on the
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aforementioned topics as well as quizzes and product
information. My |Bodycology®, is a result of Bodycology’s
active response to the user’s behavior, and will serve as
the online arena to be controlled by the user. An agenda
can’t be forced in the process of developing such an arena.
All a company can do for its consumers is give them a clear
CTA and be sure to respond accordingly.
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Case Study # 5: Social Media Delivered

Organization: Social Media Delivered, LLC

Background: Eve Mayer Orsburn is an executive who
decided to use social media to create a business doing social
media for other organizations.

Business Need: As a vital part of meeting the client’s need,
Eve decided to brand herself on social media first, then build
business through social media before reaching out to clients
and doing the same for them. Eve reasoned that if she could
create an enormous social media presence for herself first,
she could point to her own success as a great example of
what she could do for clients.

Social Media Solution: Create an optimized profile for Eve
Mayer Orsburn at LinkedIn.com/in/EveMayerOrsburn and
use the largest professional network to create and grow
a new business. It was then imperative to build an entire
company and fulfill almost every need through social media
(See pages 108 and 109).

Business Result: SocialMediaDelivered.com became one of
the largest social media optimization companies worldwide
with a thriving client list garnered through social media in
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the U.S., Canada and Europe.
What actually happened:

As a “solopreneur,” Eve Mayer Orsburn began to build a
presence on LinkedIn that would showcase her ability to find
clients on the largest professional networking site. At first,
her clients were BB companies needing help specifically on
LinkedIn.

These were primarily engineers, lawyers, speakers,
coaches, non-profit organizations, medical device companies
and training companies who all began seeing results as Eve
trained their executive and sales teams on using LinkedIn.
Once she achieved results, she asked these clients to spread
the word with recommendations of her services on LinkedIn,
then reached out to new prospects via LinkedIn groups.

Evewanted toshare hersocial mediatips onadailybasisso
she started using the address Twitter.com/LinkedInQueen,
where she could share social media tips several times a day.
These tips were designed to a.) ignite a passion for social
media in individuals who wanted to “do it themselves” and
b.) promote her services to individuals who would rather
hire someone else to perform social media duties for them
instead.

As her client list grew, Eve used Craigslist.com and
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LinkedIn.com to hire her first employees. Suddenly Eve
was no longer a solopreneur but indeed a company now
known as “Social Media Delivered,” which meant she
needed a CPA, a mentor, representatives and companies to
partner with, all of whom she found through Twitter and
LinkedIn. When Eve wanted to highlight the presence of
Social Media Delivered in Dallas, she started up the group
Meetup.com/SocialMediaDelivered and held freenetworking
events where she could speak on social media and turn
those online connections into in-person opportunities that,
in turn, would lead to more business.

More companies were coming to Social Media Delivered
(SMD) and asking for help, and for the first time, they
were not all BRB companies. Restaurants, hotels, hospitals,
dentists, weight loss and retail companies were all B2C
companies wanting to understand tools like Twitter,
Facebook, YouTube, blogs and more.

To spread the messages to executives in a way
that was non-technical but focused on business,
SMD began posting blogs on social media for business
at SocialMediaDelivered.com and shared their own
social media tidbits at Twitter.com/SocialMediaDel and
Facebook.com/SocialMediaDel.

Marketing companies and ad agencies noticed the talents
of Social Media Delivered and began to reach out and ask
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for help with their own clients. Then came an online radio
show “Social Media for the CEO” (SM4CEO.com) where
companies of all sizes told their stories of growing business
through social media.

Asthe company grew, more employees were brought on
through social media, and more clients in the U.S., Canada
and Europe searched out Social Media Delivered for their
services.

In your hands now, you hold a book that is a product of
this journey. The people, companies, stories, printing and
publishing were all brought together purely through the
power of social media and the connections made through
that journey.

The journey will continue and you are already a part
of it. So are the 28,000 names appearing at the bottom
of the pages within this book, all of which came from
Twitter.com/LinkedinQueen.. Readers will post reviews
about this book on Amazon.com and tweet questions/
feedback. So continues the social media trail that started
with just one person then found its way to you.

Anyone can do this on any topic. Social media levels
the playing field. How? Simply give more often than take,
offer value and then ask for help. It will work. This case
study proves it.
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Chapter 2:
Why Opposites Attract

Meet Jacob.
Jacob is a man who wants to date a great woman.

Jacob has a very clear goal in his mind — Get a great woman to
agree to go out with me. Jacob is an intelligent man and understands
a great woman won’t magically appear anytime soon in his living

room and he must “get out there” and meet people to find her.

Jacob heads out for a night on the town to find exactly what
he is looking for. Jacob walks down to the area where the nice
establishments are known to be and is surprised to see two doors
clearly marked.

One doors says, “Enter here to find a room full of great men.”

The other door says, “Enter here to find a room full of

great women.”

Based on his stated goal, Jacob’s choice should be pretty easy at
this point.

Jacob enters the door marked “great men” and spends the evening
talking to men just like himself, but at the end of the night he goes
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home without achieving his goal of meeting a great woman and he

feels frustrated.

What? Wait a minute — how did this go wrong? Jacob’s goal was so
clear! How could he mess that up?

If you were a man looking for a great woman, which room would

you enter?

“Surely,” you say, “the answer is obvious: you enter the room marked
‘“full of great women.’ > However, when people engage in social media,

they often enter the wrong room.

So why do so many of us enter the virtual rooms or online groups in
social media full of people_just like us where very few or none of our
prospects are likely to be? I know why I did it; it was less scary, [ was
familiar with the groups and the people ... it was just plain easier to

walk in and feel comfortable there — virtually speaking, of course.

Plus, when you first get into social media it’s a great place to start. A
place where you can see what your peers and counterparts are saying,
a place where you can get educated on your industry and it’s almost
exactly like the way you’re using social media in your personal life.

We’re not talking about your personal life, we’re talking about
growing your business. Using social media personally and for your
business are two very, very different worlds. I’'m pretty sure you’re
going to have a tough time exponentially growing your business by

only selling to people you already know.

(@FriedrichSchirm ~ @friendandfoll @fr 50 @FriendsFoodFam @friendsforyou @friesenk @frilokis @FriNigtCybPunk @FriscoJeff (@FriscoMornRUSH
@frith64 @FrittsFord @FrkHjortland @FrogHater @FroilanOng @fromprices @fromvlee @frontdesk500 @FrontierVilleSe @FrontRowCenter @FrontStrat @frostmiller
@FrostyOs @frubob @FrugalBookPromo @FruGalFriday @FrugalGolfer @frugalife @FRUITZOOM @frumsatire @FrusMarketer @frWhohub @FSCnola @fsdigital
(@fshift @FSSimon @ftriguerosr  @ftrouill @FTUK @FTWNightlife @FTWorthLapBand @FtWorthWay @luegm.mmec( (aFuelees (a\iulmguZ @Full_Movies
@FullCustodyDad  @FullSpeed_Ahead @fully_catholic @fun_cash @fun_jokes_video @funaudio @FunCityChicf @ft uiter iserhelp @Fund Guy
(@FundRaisingNP @FuneralExpert @funfelt @FunFlying @funjoypower @Funkalarmanlage @funkytrend @funloverz @funmarketingtip @Funny Bits @funny_forwards
@Funny News @FunnyBloke @FunPearls @FunTrack @funtravelforyou @funwithgames @furatudo @Furious_Island @furnace clean @furnace_guy @FurniturePlaza
(@FUSEalbumNEWS ~ @Fusework ~ @fusiblenetwork ~ @FUSIONb2b ~ @Futrellautowerk ~ @FutrFrmrFatGuy ~ @FuturAD ~ @FutuRecruit ~ @futurecruituk  @Futureglu
(@FuturePowerGen  @futures_mentor (@futurevisionari (@Futurization @fuuuckiiit @fvongraf @FWI1SHINE @FWritingDesk @FWSheraton (@fxeareview @FXHenri
@fxpl23 (@FXStefan @F. i @fysaen (@fzi (@Fzz869 @G_D_4Biz @GOutham @GICreative @gln0Oblll @G2AExecSearch (@G2GRealEstate
@g33kdom @G4PL3 @G6Marketing @g8marketing @GaabooLoopeez (@gaaTyrone (@gab_div @GabbyBernstein (@gabdraney (@gabeansel @GabeElliott @GabeLee
(@GabrielaKortsch @gabrielaveunha (@GabrielBryanSEO (@GabrielGrimes (@GabrielVaraljay @GabsAX (@gabyarocha (@gabycastellanos (@GacFranchise @gacsolutions
@Gadgetcom  @gadgets (@GadgetsWorld ~ @GadianSociety @GaGuerreiro @Gahanco @GaiaFlowYoga (@Gaill983 (@GailBongalis (@gaildoby ~@GailGrannum
@GailGupton @GailKasperFans (@gailkingsbury @GailsTwits @GAINLifeCoach @galaconcierge @GAlagon @GalaxyMaker @), idge @galew2 @, cords




Part 2, Chapter 2: Why Opposites Attract 53

To build a successful business, you must introduce your brand and
product to the world. Spreading your brand to the world using only

traditional media can cost a lot of money.

That’s why for a small business especially, social media is a more
effective way to reach the world. And to do that, you have to get in

front of people who don’t know you. This is why you must join

groups that are full of your prospects, rather, the opposite of you.
Pick the Right Room!

Let me explain this concept a little more fully by using a real-
life example. We work with several executive coaches, consulting
with them on how to use social media to reach more prospects and
gain more clients. Typically, the executive coaches would join lots of
groups on Facebook and LinkedIn labeled with terms like “executive

coaching group” or “professional group for coaching.”
Seems logical, right?

After all, this enables them to keep up with what their competition
is doing as well as stay current with evolving trends in the coaching
industry. However, after spending hours of time discussing, debating
or posting in these groups, they find no effect on their bottom line or

build-up of their business.

Why? Because they entered the room full of great men when
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they were looking for a great woman. In other words, they went into a
room full of people just like them, looking to do the exact same thing,
instead of going into a room full of the people they wanted to attract,

i.e., potential customers.
Why Opposites Attract

When you are leveraging social media, it’s important to remember
that opposites attract. Although it’s okay to join a few groups to keep up
with your industry, make like-minded connections and follow trends,
make sure the majority of your groups comprise your prospects.

For instance:

« If you’re an executive coach, join groups full of ...

executives.

* If your company sells gardening tools, join groups full of ...
gardeners.

e If you’re a person who sells health insurance to HR
departments, join groups full of ... HR directors.

e If your company sells sports drinks, join groups full of ...
athletes.

You get the picture. Yes, it seems logical to join groups full of folks
who make sports drinks, but do you really think they’re ever going to
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buy your sports drink? You have to go where the sports drink guzzlers

are, not the makers!

The point is, while it’s important to use social media to keep in
touch with those in your industry, there are only so many hours in the

day and only so many resources you can throw at social media.
Don’t you want the time you DO spend to count?

This way you’ll be the one great guy in a room full of

eligible women.
Now your chances are much better of attracting what you want.
Why? Because you chose the right door!

So, what happens when you DO choose the right door? Getting
back to our real-life example, when the executive coaches began to
join large numbers of groups with executives in them, they started to
post case studies showing how executive coaching was able to move

an executive forward.

These were small, short, informal “success stories” — and they
worked! Since our executive coaches were the minority in a select
group discussing what could help the majority, the result was
immediate and led to a dramatic and marked increase in business

and profits.
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Case Study # 6: Lane Bryant

Organization: Lane Bryant, Inc.

Background: One of the most significant women’s retail
clothing store chains focusing on plus-size clothing,
headquartered in Columbus, Ohio, and founded in 1901 by
Lena Himmelstein Bryant Malsin.

Business Need: Create a place where plus-size women could
connect with each other and share their passions. Connect
those passions with the Lane Bryant brand.

Social Media Solution: “The Inside Curve,” which resides
on LaneBryant.com and is solely dedicated to and designed
for the Lane Bryant customer. Within this network, a
registered member can shop, read the latest Lane Bryant
buzz and connect with other members over their love for
Lane Bryant and fashion (See page 110).

Business Result: A platform to address the Lane Bryant
customer and inform them of a seemingly “double standard”
that was being applied to Lane Bryant’s TV spot by ABC and
FOX TV networks. This posting on Inside Curve started the
wildfire that turned into controversy online, on television
and print, which equaled huge PR gains for Lane Bryant.
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What actually happened:

When Jay Dunn began working with Lane Bryant as VP
of Marketing, he immediately identified that the customer
base Lane Bryant was trying to reach was being neglected
by mainstream American advertising. Because typical U.S.
retail ads didn’t feature curvier women and instead focused
on highlighting waif-like models, more voluptuous women
had a fairly narrow menu of places where they could shop.

With this knowledge and observation, Dunn began
planning a solution that would fill the need to engage the
Lane Bryant customer, and generate a worthy conversation
between customer and brand largely focused on what many
of the customers were already talking about: the under-
representation of plus-size women in America.

In 2008, Dunn and his marketing team conceived,
built and incorporated into the marketing strategy a fully
interactive omnline community network called “Inside
Curve,” which is solely dedicated to and designed for the
Lane Bryant customer. Within this network a registered
member can shop, read the latest Lane Bryant buzz and
connect with other members over their love for Lane Bryant
and fashion.

On April 20, 2010, Lane Bryant’s marketing staff posted
a 377-word blog within the company’s online community
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network, “Inside Curve,” which had approximately 30,000
devotees. The topic of the post read as follows: “The Lingerie
Commercial FOX and ABC Didn’t Want Its Viewers to See,”
and complained (quite controllably, might I add) about the
recent problem the brand had faced when presenting a
certain TV commmercial announcing the rollout of “Cacique,”
the intimates line now available from Lane Bryant, to FOX
and ABC.

By that evening, with 198 “Love Its,” 54 cornments, and
a reporter from AdWeek now covering it — a media war had
started. At the end of the blog post, readers faced crossing

“retail line in the sand” and Lane Bryant was encouraging
them to pick a side: “Team Cacique or Team Network.
Tell us how you feel and pass this along to everyone who
shares the view that beauty is in the eye of the beholder
not the hands of a television network.”

The Battle of Lingerie had begun ...

On Wednesday the story continued to gain momentum and
showed no signs of stopping as the headline swept through
Twitter, the blogosphere, and across the radio. Reporters,
Jay Leno, and loyal Lane Bryant fans all wanted an answer
to the same question: “If Victoria’s Secret and Playtex can
run ads at any time, [on any network] during the 9pm to
10pm hour ... Why is Lane Bryant restricted only to the
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final 10 minutes?”

And on Thursday, April 22, when the New York Post ran
an article featuring the story and exposing the “visual” in
question, two things were abundantly clear: Team Cacique
had scored MAJOR support points from across the nation
and, more importantly, in the new Era of Social Media
Networking, a mere 377 words could create quite the
impact.

By raising awareness about the issue within a smaller
but dedicated audience of 30,000 within the Inside Curve
community, Lane Bryant put in place the means for those
members to share that information across their personal
and public social networks, making it go viral. Lane Bryant’s
social media use in this particular instance truly highlights
how when a brand creates an authentic and engaging social
mediapersonalitythenreachesouttolistentotheir customer
base, momentous things can be accomplished together.

By addressing criticism targeting a particular TV spot
withinLaneBryant’sonlinecommunitynetwork,thereaction
from brand loyalists, reporters, and the public defending and
supporting Lane Bryant generated unprecedented press/
media coverage across both traditional and non-traditional
outlets including: TV, radio, newspaper and online/social
media platforms.
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“The Lingerie Comnmercial FOX and ABC Didn’t Want Its
Viewers to See” acquired the following online traffic totals
during this time:

Over $40M in earned media on a $5M spend

« Ad shown on over 300 TV shows, hit over 3,000
blogs and online sites, including: Jay Leno, CNN,
People.com, The Today Show, The O’Reilly Factor,
The Huffington Post, etc.

+ Effectively relaunched the Lane Bryant brand
and introduced Cacique to the country, bringing in
thousands of new customers

« 2 million video views in three days

« Named the “Most Watched Ad in the World” by
AdAge for two weeks in a row

« In AdAge’s “Top Ten Most Watched Ads in the
World?” list for three weeks after that

Quotes from the campaign:

“The upshot is that it was a fantastically orchestrated
PR campaign.”
- Michael Learmonth, AdAge Editor for digital media
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“It created much more awareness than you would ever
imagine for a television commercial.”
- Thomas A. Filandro, Senior Consumer Analyst

“Possibly the biggest publicity campaign ever for a retailer.”
- Omnicom
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Case Study # 7: 21st Century Dental

Organization: 21st Century Dental; 21stCenturyDental.com

Background: 21st Century Dental is a dental practice and
med spa in Irving, near Dallas, Texas.

Business Need: Build relationships with their clients and
soon-to-be clients.

Social Media Solution: Keep clients updated on Facebook
by showing them new services and the hard-working/fun-
loving staff; and reach prospects on Twitter with rare facts
and lots of interaction (See page 111).

Business Result: Messages spread quickly about new
services like the med spa and sleep treatments. Clients
became more aware of services and expanded their
purchasing power.

What actually happened:

With the help of Social Media Delivered, 21st Century
Dental decided that the social media tools Facebook
and Twitter would be best for their business needs. 21st
Century Dental ensured that only select Facebook features
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were used in order to avoid presenting an overwhelming
amount of information to their target audience. Clear,
simple and wuncluttered information allowed them to
reach out proactively and increase their fan base. In
particular, they selected the following Facebook features
on Facebook.com/21stCenturyDental:

+ Video: Allows wuser/brand to display product
demonstrations, real-time customer testimonials, or
other engaging content.

 Photo Albums: Feature a variety of perspectives about
the brand to be displayed through images/pictures.

e Active Wall: Provides a forum where the brand is
consistently followed up with a target audience and
address comments/customer feedback.

* Contests with Personality: The crew at 21st Century
Dental is a hard-working but fun-loving group. They
showed this by having “Name that Tune” video contests
on Facebook with a patient humming tunes while her
teeth were whitened.

Facebook was only one element of the 21st Century
Dental social media campaign. In order to reach out to
their target audience quickly, the company opted to use
Twitter as a catalyst for conversing with their current
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and future patients as well as the medical industry.
Because Twitter offers various messaging options, 21lst
Century Dental could interact in different ways on
Twitter.com/21CenturyDental:

* The background design was re-vamped to showcase an
attractivedesign schemeusingbold colors, with contact
information being critical to recruiting followers.

* The company emphasized consistent replies on their
Twitter feed.

They understand that interaction, not just broadcasting,
is the key that has 21st Century Dental in Twitter’s top-20
most-followed dentists in the world.
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Case Study # 8:
Cable & Wireless Worldwide UK

Organization: Cable & Wireless Worldwide (Europe, Asia
and U.S.); CWWorldwide.com

Background: One of the world’s leading international
communications companies specializing in providing
critical communication network and services in the UK
and globally.

Business Need: Persuade their clients’ executives to buy
into using social media to improve customer service.

Social Media Solution: A three-pronged approach across
Facebook, Twitter and dedicated websites as customer
service channels (See page 112).

Business Result: Measurable ROI both in terms of customer
service and reduction in operational costs.

What actually happened:

In early 2009, a few of Cable & Wireless Worldwide’s
(CWW) clients raised the subject of social media. These
clients were receiving service requests via social media.
They wanted to understand how the marketing and
communications activities they already had in place could

@iBusinessGuru_ @ibuy ) cnd @iCANhazJOB _@icantinternet _@icantstop _@iCatherineAnne @lceCreamGuy  @iCedric @lceloebaby 85 @Icelacket
(@iceman65 (aIceMylee:lgm (alceolope @ICHATBY (@ichikawa51 @iChillDave @iChristina2010 @IcingandAprons @iCitadelLive @iclimber_smo (@icoachingcircle
@icobuzz @lconPresentsAV @iContactPlus @leonTourism @icorsari @ICOTBO @icprofitsdu @ieruisebecause @ICTAlliance @ictip @ICUSA @ldaMRivera @idaterbet

@idatewhite @idea2delivery @ideabiz @IdeaFS @ideagin @iDealExtreme @idealo @Idealonlinepro @IdealPitch @ @IdeasConLegs
@deasCulture @ldeasforay - @ldeasForSuccess @ideaswoman @ideesdesiteweb @IDen 21 @ldentityCred @ldentityG (zzldenulyG Steve @idevion @idewan @idfoss
@IDGAFclothing @IDGary @iDiaryl @IdiotsGuides @idLOOP @idnplace @idntlds @IDoBeauty4U keting  @IDProtectBlog
@IDTAL ~ @IdTheftBarrier ~ @idtheftbusters ~ @IDUniversity ~ @icarnbigmoney ~ @ieditandwritedu (wIEGNauon @IEGroup (wlempoweru (aIEnJoyMyFamlly
@ier_network_com (@IESsuperstar @ievutte @ifbbprogym @ifeelgod (@ifileonline @IfindDeals boy @i

@ifotbol ~ @iFratellipc (altyouuju%hmlle @IG_Auto_News @IG_Media News ~(@igenero  @iget2work (alggypmlado Qﬂlgnsnoquaner (@IgniteDallas (wIGNN
@iGodMind @Igoriy @Ihad 31 @ @IHatePeople_ @ihatestickers @ihbsonline_com @ihearteircle] @iHeartFaces @iheartwordpress @ihelpyouwithtax

@iHiredMe @ibospitality @IHustleHarder @IIBSolutions @iimaonline @IITweetDesigns @iizLiz @ijeff_ @IJPWeb @ij s @ijustinj @ igars @i yer
@ikeoo @ikerbill @IKLIPTIC @iknowa @iKnownMedia @ikooos @ikovannoy @ikra2news @ikstrimist @II_Principel2 @IlacoinMusic @ilamaneez @llaTexas
@ilchenko  @ilearntocam  @iliad09  @ilianora999  @iLikeRatedR  @iline  @iLincBuzz @ilitygroup ~ @iliveis] (@ilktomi  @ILLASTRSRADIO  @illumiNETMedia
@lllumnative_Vis @ilostmyjob @ILOVE_Scooter @ILoveBlogs @llovefurrypets @ keting? @i obos @ilovesolar @iLuckl @ILuvM3_24 @iluvMarthasVY




66 SOCIAL MEDIA FOR THE CEO

be used to handle these requests.

As CWW dug deeper into the type of queries customers
were raising regarding social media, they determined that
it would be beneficial to explore the business model of using
social media as a full-blown customer service tool.

There’s a wealth of readily awvailable information via
social media that allows companies to gain real insight into
their customers and improve the services they offer. For
example, when customers were asked how likely they were
to recommend the brand after resolving their customer
service issues using social media, there was a 70%
improvement compared to the same customer group being
serviced via the telephone.

“Whenever the subject of social media is brought up, you
will inevitably have objections,” says Craig Palmer, Head
of Customer Access and Contact Centres at CWW. “The key
to overcoming those objections is by having a model that
demonstrates tangible benefits.”

Palmer’s teamm found that persuading their clients’
executives to buy into social media was a formidable
challenge. However, says Palmer, “Once we were able to
prove that there is an ROI on a social media-based customer
service model, this became a much easier conversation.”
This was the first lesson CWW’s team learned and one that

@iLUVvegies @ily GAGA @im rishi @IM_TOOLS_TODAY @IM_World @im75social2 @imaaik @ImAConnectedFan @imadnaffa @iMAeStore @iMagDB
@imagefusionDFW @imagg @imaginalplain @imaginestudios @imago_mundi @imannounce @iMantouchl @imarketiing @imarketman @iMasterTechniq @imatakutin
@imBenJanke @imbriton @imbuzzereators @IMCashSaver @imchrisjaeger @IMCNZ @imdevil @IMDiner @imdrmak @imdude @iMeetzu @ImFacebookQueen
(aIMFreeHelmeup @IMG2009 (aImnKoam @IMJ_Ireland  @ImJessicJones @ImJimGrant ~@Imjustdesia  @imktnow ~@IMLuv ~ @immasterminds ~ @immigreat

ien_neu Q) kauf Queen @IMODELAGENCY @imonline2 @ImOnlyBlessed @iMorningZoo @iMoseyPhone
(aImpacl Rob @impactROIl @] ImpaclThmkmg @Impacthual at @impe83 @i y @impo_condiang @improfits @ImproveYourRoom
@impulsemagazine @imrankhanseo @IMRelations @IMresults @IMRobertdm @imryanmickley @IMSoNewb @IMspintheweb @IMTOMKENNEDY ~@imurangel23
@IMviraldomain @In_Emmas_Memory (amjour shoes @in2website @indprofit @in90sec @inblurbs (aInBoundelgPR (alm.enuntel (@InceptSaves  (@Inchomphu

@InCliss @I _For_Life school reation @IncorvaiaTeam 1 @InD: Brand ball @India_Hindustan @indiagames
@Indiana247  @IndianFriends (amdlDemm @Indie_EIf @indiescott ~ @indietravel (wmdlg01745 (@INDOMEDICON  @indonesiatogo ~ @INDT ~ @industrialarts
@IndyApartment ~ @IndyChamber ~ @indymike (zzmdyua«. (amdywoodFILMS 0i 09 )inek @iNetExecutives ~ @inetin ~ @inetmanual
@INETSEO @iNetworkYouNow @i ecool )InfiniteGrind @InfinityDollar @infinityimages @Infinitynews @infinitypg @InFioreWorks
(aInF lusicl @ ty A @lnfo_4U  @info ge  @Inf R @infc it @InfoComm @Infoexxpert @InfoGeek01 ~@infoholiker

ta

(@infusecreative @InfusedWeb (@ingeekim1984



Case Studies 67

is a common concern across all the businesses with whom
CWW consults.

CWW’s solution: defining a model that allows its clients
to effectively implement social media as a customer service
channel and measure the benefits. The model has three
key tenets:

1. Use a reactive listening approach: Understand what
your customers are saying and put rules in place to
define how and when you intervene.

2. Be a resource: Monitor and act on trends. Post
relevant, useful information that your customers will
value, so that you will be regarded as a resource that
the customer can trust.

3. Combine proactive selling and customer service:
This is the area that offers the real long-term benefits
to business.

By understanding these three areas and measuring
the resulting improvements, Cable & Wireless Worldwide
has modeled the ROI both in terms of customer service
and reduced costs. Although CWW isn’t likely to suggest
turning off call center phones and using social media as a
replacement, social media is redefining the business model
of many organizations for the better and will continue to do
so in the future.
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Case Study # 9:
S.M.A.R.T. Restaurant Group

Organization: S.M.A.R.T. Restaurant Group, A Which Wich®
Superior Sandwiches Franchisee

Background: S.M.A.R.T. Restaurant Group, is a Which
Wich® Superior Sandwiches Franchisee that features 51
varieties of customizable, toasted “Wiches.” The parent
franchise now has over 100 locations in numerous states.
This case study specifically features the Dallas/Fort Worth
(DFW) locations.

Business Need: Target local customers within a national
presence.

Social Media Solution: Twitter.com/WhichWichDFW and
Facebook.com/WhichWichDFW (See page 113).

Business Result: Increased sales during promotion/special
periods by using social media marketing.

What actually happened:

In addition to its delicious customizable sandwiches,
Which Wich® Superior Sandwiches is also known for
recognizing the technological needs of its customers,
and thus certain restaurant franchises feature an online
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ordering system and numerous interactive benefits such as
free Wi-Fi at several locations. So, it’s not surprising that
S.ML.A.R.T. Restaurant Group became interested in how they
could benefit their customers and themselves using social
media. However, when you’re part of a franchise, much of
the social media conversation occurs at the national level,
which caters to a wider audience.

Instead, S.M.A.R.T. Restaurant Group’s Dallas/Ft. Worth
Which Wich® locations wanted to regionalize their brand
message, ensuring that their local consumers received
tailored attention and conversation. With the help of Social
Media Delivered, They decided that Houston and Dallas/
Fort Worth focused Facebook and Twitter pages would allow
them to realize these goals. Their efforts began with creating
a set of vanity URLs for both the Facebook and Twitter
accounts. Vanity URLS make a social media account’s Search
Engine Optimization (SEO is how high you rank on things
like Google, Yahoo or Bing) more optimized and easier to
find within the internet.

In this particular scenario, promoting these accounts
within a franchise space was equally important. Shortly
after the URLS had been secured, S.M.A.R.T. Restaurant
Group President TJ Schier, in working along with the
corporate office and the help of social media firm Social
Media Delivered, also developed several in-store signage
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pieces displaying the URLs. This enabled these particular
Which Wich® locations to capture store traffic attention and
spread the social media message even further.

As aresult of their social media efforts, these Which Wich®
Twitter and Facebook accounts generated a connection
with a specific target audience. Sales increased steadily as
their content continued to provide engaging, educational,
and interactive information. Plus, they made it very easy
for their customers to find them online by expressing the
exact website: Twitter.com/WhichWichDFW instead of
saying “Find us on Twitter...” like so many brands make the
mistake of doing.

On January 6, 2010, the S.M.A.R.T. Restaurant Group’s
Houston and Dallas/Ft. Worth Which Wich® locations held
a 99-cent “Wich Day” and promoted it using their Twitter
and Facebook sites. After the promotion ended, results
showed that this location which had used Facebook and
Twitter followers to promote this event achieved 30% more
transactions at their location versus the other locations
which did not leverage social media to spread the word
about the promotion.
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Chapter 3:
One Ball is Not Enough to Juggle

Have you ever watched a juggler engage a crowd by throwing around
one ball? No? Of course you haven’t. In the game of social media, many

companies try just that. Unfortunately, when it comes to social media
most people only think of one thing at a time.

Many companies decide the best way for social media to be handled
is by their customer service department, either internally or outsourced.
Other companies believe the right place for social media is the marketing
department, where promotions and specials can be highlighted by a
team of dedicated experts in their fields.

Right about now you’re probably wondering which of the above I’'m
going to say is the “right” answer. Well, guess what?

The above are both correct in that you need to actively engage
marketing and customer service departments to be successful with social
media. However, that is just the tip of the iceberg. Social media is a
ridiculously powerful tool and you need to be leveraging it for all parts

of your company. Fortunately, that’s just what this chapter is about.

What should you be using social media for? Here are a few areas of

your company that can start leveraging social media today:
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Customer Service

By definition, social media is based upon frequent interaction with
important people, and the most important people in the life of your
company are always your customers. They pay the bills and keep you
fed. Nearly every comment or bit of feedback is a kernel of information
to be exploited and explored, IF you treat it as such.

Make sure your customer service department is on the lookout for

the following kernels of information:

Specific complaints about a new or existing product or service
that need to be rectified immediately

* General grumblings that should be looked into further
* Rave reviews about a new product or service

* Trends people are mentioning that need to be followed
up on.

Many companies are getting better and better by speeding up response
times and reducing costs for customer service departments through the
use of social media vehicles such as Twitter or Facebook.

Some companies use social media to share the solution to a common
product or service problem their customers experience so they can
disseminate the information to large numbers of people quickly.

Contact centers are beginning to leverage the power of social media
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as well, and over the coming years | predict that you’ll continue to see
a rapid shift in the way contact centers and customer service centers
leverage social media to solve complaints more rapidly and in front of
the public eye.

When a company uses social media and publicly works to solve
issues openly and honestly, they often develop “crusading customers.”
This is the term I like to use for the phenomenon of a company’s own
customers who begin to step in on behalf of the company via social
media even before the company can respond.

The power of customers who will answer questions, right wrongs and
defend you till the end, because they’ve seen your company earnestly
try to do the same, is a very powerful weapon in your arsenal.

Social media is a great place to serve up customer service, but if it is
the only thing a company does there, they are missing the boat.

What else should be included?

So glad you asked.

Marketing

We started out this section by stating your customers are the most
important part of your organization, but to continue growing, you’ll

naturally need more new customers.
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That is why marketing is the next important element to make sure
you are growing through your use of social media. In this sense, [ use

marketing widely to include many things:
* Advertising
* Branding
e Public Relations
* Specials
* Promotions
e Sales

It confuses me when companies choose a PR house to handle their
social media. I believe a good PR company is worth its weight in

gold, but PR is only one aspect of social media.

So, find a good PR company and have them spread your message
through social media, but don’t ask PR to manage the advertising,
customer service or other facets of your company that you should be
addressing through social media.

Have your marketing department coordinate with PR to bring
their ads, visuals and writing to life. For instance, if the marketing
campaign is for a new line of skateboard designs, get with PR to see
how they can translate your print, audio and video ads into flesh and
blood.
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Perhaps they can get some great press by having local skaters try
out the boards “live” at the local skate park (with the popular media in

attendance, of course).

Pump all of the content from marketing and PR through social media
and take it further to real, everyday people. For instance, if you’re
debuting a new skateboard design, wouldn’t it make sense to post
videos of actual kids using the skateboard on YouTube.com to gauge
the reaction? Here is a great way to have a two-sided conversation.

By posting these demonstration videos, you’re saying, “Here’s our
new product — what do you think?”

By providing valuable feedback with their responses and comments,
kids who view the videos are saying, “Here, let me tell you ...”

Now you are seeing how marketing and customer service begin to

mix and work together through social media.

Company Goal Fulfillment

So, you’ve taken care of customer service (keeping current customers)

and marketing (getting new customers). Now what?

Now it’s time to leverage social media to take care of everything else
or, more specifically, Company Goal Fulfillment. This refers to the items
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your company is working on that don’t fall directly under marketing

or customer service, and often includes items such as:
* Recruitment
* Research and development
* Geographic or demographic areas of focus
* Business partnership development
* Acquisition and mergers
e  Company funding
e Competitive research
* Social causes
*  Employee recognition

Many companies have no idea that social media can be used
to assist them in doing inexpensive targeted research before the
development of a new product or to promote the non-profit causes

they support.

Many small businesses do not realize that, in fact, one of the best
keys to finding investors for first-or-second-wave funding is through
social media. It’s a brave new world, my friends, and social media
can provide you with ways to do business more efficiently and less
expensively than ever before.
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I recognize it can be challenging to think of something as supposedly
“simple” as social media having so many possibilities, but doesn’t

everything in business touch on everything else?

Doesn’t a slow-down in production affect shipping, delivery and

customer service?
Doesn’t a breakdown in hiring affect management and leadership?

Why should social media be any different? The main point to
remember is that you shouldn’t just say to each department, “Here,
handle your social media and get back to me.”

Social media works best when it all works in tandem. Bring your
department heads together to discuss their goals and how they will use
social media to achieve those goals.

Although I am seeing a clearer understanding rapidly evolve, I still
hear some companies say they’ll just hire a few interns to take care of
the social media. Because this technology is familiar to the younger

crowd, it makes sense to have a young person in charge of it, right?

This is a common misconception. Although a younger person is more
likely to be familiar with the technology and the tools, it is doubtful
an average intern would bring the level of experience in marketing,
customer service and communications necessary for representing the

reputation of a company.

Putting an inexperienced person in charge of social media is like
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putting the phone repair guy in charge of your customer service calls.
Just because someone knows the technology doesn’t mean they can

oversee the goals of a strategic social media campaign.

Interns are valuable for their knowledge of the technology, but they
should be led by a team that you would want representing your company
in front of the press, in person or on the phone. After all, social media
puts your company on display in front of the world.

Social media is where customer service, marketing and everything
else about your company wants to accomplish should converge into
one very public place for you to build relationships to get these
things done.
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Case Study # 10: The Women’s Museum

Organization: The Women’s Museum: An Institute for
the Future

Background: A Smithsonian affiliate, The Women’s
Museum: An Institute for the Future, makes visible the
unique, textured and diverse stories of American women.
Using the latest technology and interactive media, the
Museuin’s exhibits and programs expand our understanding
of women’s participation in shaping our nation’s history
and create a lively environment for dialogue and discovery.
Thousands of stories recount public and private triumphs
and the struggles of those who would be denied their
freedoms in all its forms: political, social and spiritual.
[Source: TheWomensMuseum.org]

Business Need: Maximize national exposure with a minimal
budget, being a non-profit organization.

Social Media Solution: Twitter.com/TheWomensMuseum
(See page 114).

Business Result: A rapidly growing national and international
brand awareness.
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What actually happened:

Even before you walk into The Women’s Museum in Dallas,
Texas, the indomitable beauty of its elegant art deco facade
immediately overcomes you. When you enter the blissfully
cool lobby and walk up the grand stairway, you pass the
larger-than-life “Wall of Words,” where a dozen quotes are
presented from the most inspiring women in history - Susan
B. Anthony, Eleanor Roosevelt, Mary McLeod Bethune.

Further exploration of the Museum yields the many
stories of women that take place throughout U.S. history
from 1500 to now, all presented in an awe-inducing venue
that harnesses the power of interactive media. For example,
users can watch videos of The Carol Burnett Show and listen
to audio recordings of Aretha Franklin’s four-octave voice.

Visitors can open drawers to discover hundreds of pop
culture images in the ‘Icons of Womanhood’ section, or
peruse the dynamic ‘It’s Amazing’ section. This colorful,
brightly lit glass labyrinth explores facts and fiction of past
and present dealing with stereotypes and images.

For such a highly interactive and intricate multimedia
experience to not garner a national audience would be
a waste, and yet prior to 2008, that was precisely the
situation facing the nine-year-old institution. “Here we
were,” says Lyn Scott, COO at The Women’s Museum,
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“the only museum in the nation dedicated to American
women’s history, and yet we had no means of speaking to a
national audience.”

The mission of The Women’s Museum was to “bring to life
the voices, talents, achievements, aspirations and stories
of the past, present and future;” to be appreciated on a
national level. However, it faced the problems common to
most non-profits.

Limited resources meant limited staff, especially for the
marketing department, which consisted of one person. And
like most non-profits, marketing had to make do with a slim
advertising budget of virtually zero dollars.

“We were only able to justify buying ad space in
smaller, regional magazines focusing on local tourism and
rental events,” says Haley Curry, Marketing Manager
of The Women’s Museum. Not surprisingly, this kind of
geographically narrow focus provided limited exposure.

Prior to the advent of social media, the Museum’s webgite
was its only means of reaching a wider audience, yet it was
still limited in its reach. Along came Twitter. Thanks to its
ability to reach a wide audience and engage with fans from
all over the U.S. and the world, the Museum quickly realized
the potential of this new platform. “Twitter allowed us to
make huge strides on a limited budget,” says Curry.
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Using only the highest-quality content that was a blend
of both entertainment and information, the Museum was
able to build a strong community of Twitter followers.
Within the first year, The Women’s Museum’s social
media outreach campaign was a huge success, attaining
an impressive 12,000+ Twitter followers. Furthermore,
@thewomensmuseum is ranked among the Top Museums
on Twitter along with the Tate in London, MoMa and the
Brooklyn Museum (http://www.museummarketing.co.uk/
2009/06/09/top-museums-on-twitter/) as well as being on the
list of 20 of the Top Non-profits to Follow on Twitter.

The most critical result of their efforts: About 60% of
The Women’s Museum’s followers are located outside the
Dallas/Fort Worth area, with 1% located internationally.
The Women’s Museum has achieved a strong presence and
awareness, which continues to grow, not just nationally but
internationally as well.

“Twitter also allows us to connect with our most
enthusiastic fans and participate in a conversation that
is constructive to our mission: create conversation and
develop understanding of American women’s history,”
says Curry.

That connection is critical for a museum with such
interactive media exhibits that bridge the gap between
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location and thought. “Not everyone can visit The Women’s
Museum the building, but they can experience who we are
daily at @thewomensmuseum.”
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Case Study # 11:
McDaniel Executive Recruiters

Organization: M.E.R. (McDaniel Executive Recruiters);
JustCareers.com

Background: M.E.R. provides recruitment services for
a variety of companies at the management level, for
professional services, and for the outsourcing industry.

Business Need: To integrate the recruiting industry’s
fragmented social media presence into a single entity.

Social Media Solution: Create and develop a LinkedIn
networking group dedicated to call center professionals
(See page 115).

Business Result: As of 2009, the LinkedIn group has over
17,000 members and has become widely recognized within
the industry.

What actually happened:

The recruiting industry is a large and diverse set of
industry professionals whose main focus is to recruit talent
and place these professionals in an appropriate company.
In order to do this effectively, recruiting companies must
ensure that their clients (the hiring company) are satisfied
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with the placements; customer satisfaction is evaluated
using several different channels (i.e., email, web, phone,
social media response, etc.).

The industry itself is a very active group with a dynamic
need to communicate frequently for answers and solutions.
Thus, the “networking” nature of this industry demands
active management in regard to customer relationships.

In the past, call center professionals have also used blogs,
websites and other social media tools to connect, network
and manage their customers and handle related customer
service issues. However, many of these tools were often
fragmented, scattered and ineffective.

It was decided that LinkedIn, a powerful networking
website, would be the ideal platform for unifying McDaniel
Executive Recruiting with its customer base. During this
time, LinkedIn was now host to a dynamically large “Call
Center Professionals” group that would bring people together
in a new dramatic way.

By recognizing this void, M.E.R. created a call center
networking group on LinkedIn in 2008. Since its
establishment, not only has it become the largest group of
this type on LinkedIn for call center professionals (http://
www.linkedin.com/groups?home=8gid=71348), but more
importantly, it has enabled a large community of call center
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professionals to interact, socialize and help one another
solve common business problems, bringing the community
closer together through discussions about various customer
response strategies. Today, this group has over 17,000
members and is well known throughout the industry.

“I believe our +10-year history of building and developing
a ‘global community’ of CRM/BPO talent has positioned
M.E.R. to recognize the power of social networking tools,”
says Chad McDaniel, President of M.E.R.

“Social media has made reaching out to this community
much more efficient. Moreover, we’ve also been able to offer
a ‘return’ for those involved by answering their questions,
and inquiries with a relatively instant response and sharing
of information.”
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Case Study # 12: The Adolphus Hotel

Organization: The Adolphus Hotel and its premier signature
restaurant, The French Room

Background: The Adolphus is an award-winning luxury
hotel with a golden reputation steeped in tradition in Dallas,
Texas. Its premier signature restaurant, The French Room,
is a 4-diamond restaurant renowned as offering one of the
world’s top dining experiences.

Business Need: Connect with devoted guests while
exposing the unique personality of The Adolphus to younger
generations unaware of the hip luxury that awaits them
upon checking into The Adolphus Hotel and also while dining
at The French Room.

Social Media Solution: Create a heightened online
presence at Facebook.com/TheAdolphusHotel and
Twitter.com/TheAdolphus via extremely diverse and
highly interactive content focused on art, cuisine, travel,
local history, pop culture and other finer things in life that
appeal to the target audiences (See page 116).

Business Result: A passionate following of long time
guests and people experiencing the property for the first
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time began connecting through shared discussion. The
Adolphus became one of the most followed hotels on Twitter
in the world. For the first time in years, The Adolphus saw
a marked increase in new guests gracing the rooms of the
hotel and the restaurant.

What actually happened:

Dayvid Dayvis, Director of Public Relations for The Adolphus
for over 27 years, pours all of his talents into what is one
of the most luxurious and loved hotels in the nation. When
David approached Craig Scott, Managing Director, with his
wishes to begin leveraging social media for the hotel, there
were concerns. The Adolphus and The French Room both
enjoy a highly respected, prominent reputation going back
almost 100 years. Scott wanted to avoid alienating the hotel’s
discerning, international client base and risk sacrificing its
solid reputation. Could this luxury brand maintain a refined
image if it were present on social media platforms like
Twitter and Facebook, which are typically associated with
everyday wares, services, and brands?

The answer is a resounding yes!

With the help of Social Media Delivered as their
social media consultants, David Davis and Craig Scott
took The Adolphus down a path that few hotels — much
less luxurious ones - had ever traveled before. Scott
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understood that in order to build relationships with new
prospects, he would need to provide not just information
but also a mix of entertainment and engaging content.
Twitter.com/TheAdolphus serves as a platform to spread
information not only about hotel happenings, but also for
events happening around Dallas, allowing followers to be
“in the know.”

Thanks to Davis’ long and rich tenure at the property,
he enjoys relationships with incredible authors,
artists, celebrities and executives both nationally and
internationally. He wanted to be able to reach out to these
contacts consistently in a lighthearted and entertaining
way. The Facebook page allows him to do just that.
Facebook.com/TheAdolphusHotel is like an online lifestyle
magazine full of “bite” gsized tidbits of entertaining,
historical, informative content. This social media vehicle
also enables The Adolphus to showcase the unique beauty of
the property via photos and videos, allowing for immediate,
direct interaction from its many fans.

The Adolphus Hotel Facebook Fan page also provides a
unique business solution to an ongoing challenge - how to
be competitive in a tough wedding market. For years, The
Adolphus has hosted weddings of all sizes and all styles, but
modern brides were spoiled for choice and were overlooking
The Adolphus. But a Facebook initiative changed all that.
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Each month, The Adolphus showcases a different wedding,
displaying wedding photos for all to see and providing the
newlyweds a bit of celebrity fame. The modern, sometimes
edgy dresses juxtaposed against the hotel’s historic beauty
provide striking and unforgettable images. This initiative
has helped position The Adolphus as a contemporary and
hip locale for Dallas weddings.

The return on risk has been invaluable. The Adolphus’s
Twitter presence, representing the hotel and The French
Room restaurant, has been responsible for generating
an increase in brand recognition to a whole new, younger
audience. The Adolphus is currently the #1 ranking hotel
or restaurant in Dallas with over 7,000+ followers. It is also
one of the most followed hotels in the world. The Adolphus
now enjoys a revitalized reputation and has become one of
the most sought-after wedding locations in Dallas thanks to
its social media presence on Facebook.

The Adolphus and The French Room prove that there
is a place for luxury through social media as long as you
cater to the needs of the clientele in the way they wish to be
engaged. The Adolphus has already been doing this in the
real world since 1912 - the transition to social media was
only natural.
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Case Study # 13: Texas State Optical

Organization: Texas State Optical (TSO);
Twitter.com/TSONetwork; Facebook.com/TSONetwork

Background: TSO is a network of 120 doctor-owned-and-
operated eye care practices in Texas, Louisiana, Arkansas
and Oklahoma.

Business Need: Build and strengthen relationship with
consumers AND with industry professionals.

Social Media Solution: Use Facebook as a platform for
building relationships with their consumers, while using
Twitter to connect and recruit professionals in the industry
(See page 117).

Business Result: Established TSO as an industry thought
leader; an increase in Facebook and Twitter following of
52% and 575% respectively, resulting in expanded brand
awareness in the BB and B2C arena.

What actually happened:

In early 2009, TSO, with the help of Social Media
Delivered, decided that they could leverage social media to
accomplish two primary objectives:
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1) Build relationships with consumers to strengthen
TSO’s brand

) Interact with industry professionals for the purpose
of recruitment and developing relationships

TSO and Social Media Delivered decided that Facebook
would be ideal for accomplishing the consumer-oriented
objective, while Twitter would work well for the industry-
oriented objective.

It was decided that the content to be posted on Facebook
should be 60% educational, 30% informational and 10%
advertising of products. This is an essential feature of
social media usage by healthcare professionals: credibility
is paramount.

The consumer must perceive the company or practice as
a valuable information resource, unburdened by a profit-
driven agenda. Hence, the percentage of content that refers
to T'SO products or services is intentionally minimized. The
result of their efforts on Facebook was a 52% increase in
fans in a three-month period, from 530 to 808 fans.

Moreover, TSO began reaching out to the optometry
community via Twitter. Their technological efforts were
considered mildly anomalous in the healthcare industry.
Though there are many segments of the healthcare industry
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that are technologically advanced, the optometry profession
is not usually one of those segments.

“A significant number of practices are not computerized,
so what we were doing [on Twitter] was a bit unusual,” says
John D. Marvin, CEO of T'SO. “Using Twitter was considered
fairly progressive for our field.”

Interestingly, T'SO is less interested in seeking a return
on investment and instead is driven to build communities.
“Our goal is to inform our consumers and to be a thought
leader in our industry,” says Marvin. “Our endeavors on
Twitter and Facebook do not stand alone; instead, they
are integrated into a larger communications program,
which includes attending conferences and trade shows, and
generating industry publications.”

For TSO, Twitter is merely the starting point to building
a relationship with physicians and industry consultants.
Additionally, Twitter elevates TSO’s visibility in the
community, thus creating further dialogue with their peers.
Texags State Optical’s efforts on Twitter resulted in a 575%
increase in Twitter followers, from 130 to 877 followers in a
three-month period.
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Case Study # 14: General Motors

Organization: The General Motors Company;
Twitter.com/GMBlogs; Facebook.com/GeneralMotors

Background: The General Motors Company, also known
as GM, is a U.S.-based automaker with its headquarters in
Detroit, Michigan. The company manufactures cars and
trucks in 34 countries, recently employed 244,500 people
around the world, and sells and services vehicles in some
140 countries. [Source: Wikipedia.com]

Business Need: Following declaration of Chapter 11/363
Bankruptcy, General Motors needed to completely redefine
its established brand image, which appeared to consumers
as faceless, nameless, outdated and impenetrable. The new
GM brand structure would require a more accessible and
transparent feeling in order to help humanize the brand.

Social Media Solution: Build a diverse social media team,
with CEO engagement and support, to handle all logistical/
management social media operations, which allow the newly
defined GM brand mentality of openness and engagement to
be clearly communicated and fully accessible to the media,
to the general public, and most importantly, to customers
(See page 118).
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Business Result: Held market share with four fewer
brands, increased awareness and consideration, created
solid customer loyalty and positive brand awareness.

What actually happened:

As the financial industry collapsed into decay in late
2007, things progressively worsened across all industries
in America, including the automotive industry. A year later,
corporate giants and small businesses alike continued to
fear the worst was yet to come.

Despite countless efforts to prevent the inevitable
bankruptcy filings including “putting divisions and parts
operations up for sale and cutting the size of its workforce
repeatedly”*, problems continued to worsen.

On June 1, 2009, GM’s worst nightmare became a reality
when it filed for bankruptcy. Because of this drastic setback,
and even with the U.S. government estimated to pledge an
additional “$30 billion at least ... on top of the $20 billion
handed to [GM] already,” the future seemed uncertain for
one of the Big Three American auto giants.

GM had weathered many difficult financial climates
throughout its long history. In an article for Business Week
reviewing General Motor’s current financial state, reporter
Ed Wallace makes a key observation: “[Even] after the 1910

* http://www.msnbec.msn.com/id/30389457/ns/business-autos/

(@mariashapiro30  @mariashriver ~(@MariaSimone ~(@MariaSmiling ~@mariatchijov  @MariaVistage ~(@maricarmenmar @Marie_Ang @marie_claire_au  @marie_elg
(@marie_remedies @MarieBenard @MarieDenee @marieespiritu @marieeved @marieforleo @MarieLasVegas @marielle722 @MarielleL @marigoy @Marii_xxx_ @marijevh
(@MariJoHarding @Marikablog @MarikoHulme @mariliaborges @marilyn_messik @marilynbohn @MarilynTDowning @marinadimandis @Marinds @MarineTechMike
(@marinic @Mario_Marketer @MarioAlcaraz (@mariobox (@mariocabrera @MarioKaestner @Mariop72 @mariorodriguez (@mariosolanoSEO @maris_life @MarisaCorser
(@marisacp51 @MariSmith @marisoldiaz (@marisolmaribell @Marissa_J @Marissa_stone @maritune @MariusOna @mariusz123 @Mark_Campanale @mark_charlotte
(@mark_crase @mark_earle @mark_ellam @mark_fallows @mark koenig @Mark_Sheldon @mark_tetzner @Mark_Vaudreuil @mark warner @mark33 @MarkAllenOnline
(@markanastasil @MarkAPatten (@MarkARodriguez (@MarkBakerEvents (@markbaxterdc (@markbel3 @MarkBilton @markbnorwich @MarkBowser @MarkBrimm
(@markcahill @MarkClayson @markclement @markcolless @markcreaser @MarkCWinters @markdanshaw @MarkDavidGerson @markdgibson @MarkDimension @Markedia
(@Markedon28 (@MarkEricJohnson @Markerter @Market_Articles @market_expert @market_talk @MarketBistro @MarketeersCLUB @Marketer Guide @marketer_jobs
@Marketer UK~ @marketer22 @MarketerCalkins @MarketersShop ~@MarketFX ~@markethinks @MarkEThurston @marketing @Marketing 2015 @marketing 4 _u
(@Marketing_Apes (@marketing_biz77 (@marketing_gal ~(@Marketing360 @MarketingAlly ~(@MarketingApes (@MarketingArmada @MarketingBrian ~ @MarketingBtrfly
(@marketingbus @marketingbykat @Marketingdonkey (@MarketingDonut @MarketingEpsert @marketingfem @MarketingFool @marketinggrl @marketingisus @MarketingJedi
(@MarketingKnoHow ~@marketingldr @MarketingMav (@MarketingMikeR (@MarketingMobi @MarketingMoma @MarketingMud @MarketingMuscle (@MarketingProfs
(@MarketingPulse ~ @marketingseo2 ~(@marketingstatic ~@MarketingStrtgy ~ @marketingsurfer ~@MarketingTipsGR ~ @marketingtwitts ~@marketingwa (@marketingyudai



96 SOCIAL MEDIA FOR THE CEO

Financial Panic ended, rising sales proved that GM was
viable in any condition.”

Over the decades since its founding in 1908, the company
has persevered through the good times and bad. But more
importantly, the GM brand has built a name for itself to
represent “for almost a century a symbol of American
industrial might”*. In a word, GM’s brand has proven to be
resilient.

Yet consumer confidence had plummeted and the
company needed a fresh approach in order to restore faith in
its heritage brand. Because of its consistently solid market
share and size, GM had a big opportunity to proactively
rebound from this destructive period and rebuild a lost
relationship with its customers. It did so with social media.

In May 2009, GM put together an extended social media
team consisting of members with backgrounds in finance,
media relations and marketing. Their task: implement
and oversee a tidal wave of social media touch points that
introduced the freshly restructured GM brand mentality
with openness and consumers at the center.

First, using platforms like Twitter and Facebook, GM’s
social media team listened carefully to what was being said
about its brand and acted quickly to rectify misconceptions
about the company. For example, Mary Henige, Director

* http://www.msnbc.msn.com/id/31354374/
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of Social Media & Digital Communications for GM, saw a
comment on Twitter from a customer who wanted GM to
stop closing down smaller dealers and instead to “shut down
their company-owned dealerships.”

Within seconds, a member of the team responded to
that customer explaining that at GM, actually there are no
“company-owned dealerships.” In reality, all dealerships are
independent, often family-owned businesses passed down
through generations.

Although this example illustrates only one customer’s
incorrect perception, it’s highly likely that many others
probably thought similarly, which impacts GM’s brand
negatively. However, when GM used a social media vehicle
like Twitter to publicly and positively respond to the
misconception, they were able to correct the negative
comment proactively and without distancing the customer.

The era of social media makes handling this type of
communication with a customer more possible than ever
before. Communicating and listening intently to a customer
is ALSO one of the most important things a business should
be doing at all times. This is just one of many examples of how
GM was able to set the record straight by communicating
directly with customers and prospects via social media.

Next, GM created an unprecedented program giving the
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public direct access to the CEO via social media. GM’s CEO at
the time, Fritz Henderson, understood the importance and
necessity of active listening, being open and engaging with
consumers. Through a series of live web events, customers,
the media, and the general public were encouraged to
participate in @ & A sessions and press conferences
with Henderson.

The ability to speak one-on-one with the CEO of a major
corporation like GM seemed almost too good to be true, and
in fact, some assumed it was just a PR “hoax.” However,
staff recorded Henderson typing his answers during a
web chat using Flip Cam technology in order to prove his
active participation and to thank GM supporters. The
video coverage was posted on GM’s Facebook page as well
as on vehicles, and was quickly disseminated across the
social web.

An “Ask Fritz” forum was also created whereby customers
could exchange ideas and information with the CEO.
Within six months, over 16,500 customer comments and
questions were addressed. GM managed not only to “wow”
its customers with this campaign, but it set a new standard
of engagement, demonstrating its values of openness and
transparency, building consumer confidence and deepening
customer loyalty.
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Additionally, GM launched an interactive website,
GMReinvention.com, inviting visitors to “Take a look at
the new GM.” The site provides a wealth of informative
videos about GM and its vehicles, as well as opportunities
to chat, get industry news and get to know members of the
organization. Since June 2009, the site has generated an
impressive 1.5 million unique video views and 1.6 million
unique web visits.

By being honest, direct and real with customers, GM has
been able to regain the consumer respect and loyalty that
it had lost. What’s more, a whole new breed of GM “brand
ambassadors” has emerged.

These enthusiastic customers create buzz around GM
products via their social networks, helping GM build its
business. Additionally, these “brand ambassadors” often
go to great lengths to defend the brand in the face of
negativity or to correct misinformation that may be
circulating about GM.

These conversations are taking place in real time in
the social media space, which means they are reaching an
audience of hundreds if not thousands. And the message is
that much more powerful and credible coming from a peer
rather than from a GM representative.

In this age of social media. and the aftermath of the
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recession, corporations more than ever before are held to a
higher standard of ethics, professionalism and transparency.
It’s becoming harder to bury flaws because social media
serves to magnify them. Instead of running away from social
media, General Motors embraced the new technology and
seized the opportunity to reinvent its outdated brand.

Thanks to GM’s savvy use of social media, results have
been steady market share, brand awareness and customer
loyalty. While there’s still more work to be done, this iconic
American brand sees a bright future as it continues to
reinvent itself through the power of social media.
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SOCIAL MEDIA

WHEN AND WHERE
Date:  Thursday 13th May 2010
Time  S00PM-630PMBST

REGISTRATION

To register all you need to dois
dick on the link below —it onhy
takes acouple of minutes.

AGENDA

Join us Tor this complirmentan
wehinar and listen to respected
intemational industry speakers
wh have eimbraced a social media
response stralegy talk about:

= Wibiat worked, what did not work?

= I they did it again, howe they
would do it differenthy?

=What did their customers have to
sy ahout it?

= Didl social media increase or
reduce customer senvice costs?

= Can socia media gener ate new
revenue?

SOCIAL MEDIA — HOW WILL YOUR CONTACT
CENTRE BE AFFECTED?

Ifyou ask for ane of the bigges burz wonds or phrases heard today you
are likely to hear a resounding choms—-"S0CIALMEDLA"

Brands are about reputation and response. However, social media has
created an ervironment whenre cormpanies na longer contral their own
brand.

Everyane istalking about &, but let me share with you four pressing
nuesions:

1. What is driving customer response to social media?

2 Do Contact Centres represent aviahle channel to drive a
responsato social media?

Sorme corrpanies have actively embraced monitoring of their brand
acnoss sockal media; however many have not implemented a cuslomer
response and strateny 1o proactively engage social media drcles.

3 What needs to happen next?

If you think your customer response will not be afected, think again
Social media has opened a whole new paradiom to customer behaviour
and how that affects your brand and your compams cusiomer Reponse
reputation,

4. Isyour contact cenfre ready?

WHO'S INVITED

The wehinar is designed 1o be a "do not riss™for all companies
ermbracing sockl media regponse. We are welcoming a lange
intemational audience who will be joining our speakers from England, the
United States and Canada.

Used with exclusive permission granted by Cable & Wireless Worldwide™ .
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Account Typs: Business Walcome, Evia May
Linked [[]] Home Profile Contacts Groups Jobs Inbox(6) More.. Peopie ~

ﬁ Worldwide Contact Center Professionals - Largest Network for...
Discussions Members Jobs  Search  More...

[Stari a discussion or share something with the gre ip

Maximum length & 200 characiers

# Attach a link Share
My Acthity
Would the group like these new discussions? 30f20 Soealnew discussions s
CCNG Netwarking Meeting - Colorado Springs, CO - CCNG
Intemational,... coNg.cOM - 16 hours ago
Hope to sea you at AAA in Colorado Springs. CO for this call center...
4 i) Like (f Pass -~ Comment More - L3

Most Popular Discussions

Do you think it matters if an agent is located off-shore? If the quality of service
is the same, does it matter if the Customer Service...

When you call @ company for customer service and your call is answered from another country
do you expect the guality to suffer?

Feliow Danied 5. Please leave your comment below, then cast your vole to see what our survey says:
Poll surRvEY.CONSTANTCONTACT.COM

poated 3 anys ago

Daniel G. Willis 2 hours ago - Good forward looking comment. Thanks Paul. ...

WHAT do you think is next biggest evolution for contact centres?
| am looking for opénions on whal is the next evolution in trems of peformance, cost savings
value add and enhancing the agents day? any ideas? and importantly improving the customer
Expenence

i Regards

Folow Devid  Dave

posted 3 manths ago

See al 25 commeants =

Image Source: http://www.linkedin. ps?mostPop: gid=71348
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facebook

Autumn's Bridal Portraits at The Adolphus 5 Like

By Adalphus Hovel - View Photas

==

Agtumn’s bridal portraits at the historic Adoiphus Hotel - the “Palace on the
LOCERK Praine” - located in the keart of downoown Dallas, Texas. Mmages by Lynn
The Adolphus Hotel, Dallas, Tenas Michelle Phatography - we shoot fabulous people.

Used with exclusive permission granted by The Adolphus Hotel©
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TELL FRITZ

Share your ideas, thoughts and suggestions
directly with GM CEO Fritz Henderson.

He'll read them and respond to as many as
possible each week.

(255 maximum character limit)

Enter Your Comment Here
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Chapter 4:
The Social Media Equation™

If this book were a hamburger, this chapter would be the “beef.”

So if you pay attention to nothing else, remember this because I’'m
about to tell you what no one else is willing to spell out. Exactly what is

the magic formula to have social media convert to business?

Let’s say that, in addition to being a great business person, you also
happen to be a great friend. One of your closest friends is a woman
named Julie. You and Julie enjoy spending time together at concerts,
networking events and with each other’s families. You’ve known Julie

for years and the friendship you share is a joy.

One weekend Julie calls you and asks for your help. She’s calling
you to see if you can help her move some heavy item, let’s say a sofa,

from one floor to the next early on Sunday morning.

You really love Julie, but Sunday is the one morning of the week you
sleep late and you’re really not that “friendly” before your morning cup
of coffee. However, you set your alarm for 6 a.m., dutifully head over to
Julie’s house, and carry the heavy sofa up the stairs without complaint.

The question is: why?

@mercatopartners @Merchant_Metrix _@merchant9l @MereCorte @MercElainePR @netctajima (aMeudlanMex @merlcpsd (amerlljne («Merllegllal (a)Memdeel
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@MetroVW (a)Me(llerTolsdoPA @Meverick @meVikash (@mewebhost @mexiaPR @Mexlelmes (@MexInsurance @mfauscette @mfb83 @MFBissett (@MFCollier
@MFDragond @mfeil @MFF999 @MFinney @MfMKMuenchen @mfreise @MFRhymes (a)mlnedmanOl @mgallops  @mgarcia KOV @mgavoor  @mgharavi

@MGHurston @mgiarrat @mgk_ac @mgm3c @mgmli @MgmtGrpl @ @mgricl @MG It @MGSults @VIH Youth @mhappyd @ ter

@nhequalities @MHewitson @mhorme @MhzQuiros @midm @MiaFredrickson @MiahMarker iadschool -@MiamiAdSchoolSF @ Estate iamif
s i | @miaph74 @miapride @Miatalenn @MiBuzz @Mic_ I el @mi well (aMmFams @MICH_GREG
101 @MichaclGreen @michael_amdt @ 1_duvall @Michael Ghezzo @Michael_Hoffman @mi ichael_nelson _oakes @Michael RE
_rushnak ~ @michael_vaclay 061  @MichaclBelba istol @\ utlerSR («MlchaelCamone @MichaciCasnji  @MichaclConquest
¢TFK is777 @MichaelDinoff @MichaelEck @MichaelEdwards0 @mict d @MichaclHartzell

i lyatt @MichaelJKillian @michaelj ichaclJSubhan ~ @mi ing4023
urry i )\ th bs (@

) litt
(@MichaelRoland @ 1 (@M iro @MichaelVallez @MichaelVanV @MichaelVistage ict orel @MichaelVrijhoef @MichaelWillett @mi wolfe




120 SOCIAL MEDIA FOR THE CEO

The reason, in this case, is evident: Julie is a great friend.

In fact, 80% of the time you’re with Julie, the friendship is rewarding,
fulfilling and fun. So, because of the rewarding 80%, the 20% of the time
when Julie asks for help — be it moving the sofa or listening to problems

at work — you’re always there for her. She’s earned that much.

Such is the essence of a personal relationship for most people: as
long as the majority of it is positively rewarding and affirmative, then
the 20% of “work™ you have to put into it is well worth the time. Of
course, there are periods when those numbers may fluctuate, but those
would be happy relationship numbers for many of us.

This is how I want you to treat social media for your business. After
all, social media is simply enabling you to speed up the rate at which you
build relationships. No longer do you have to attend 5,000 networking
events to reach 50,000 people. (In our case, 50,000 people all over
the world.)

You should still attend those networking events, but you can reach
just as many people in a fraction of the time using social media. And
relationships, as we all know, will translate into business, that is, profits,

when nurtured correctly.

The fact is, if you’re asking people to do things for you, such as visit
your restaurant, come to your store, order online, use your service, or

buy your product, you need to make it worth their while.

At least 80% of the time it has to be rewarding for them to come
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to your blog, watch your videos or read/listen to what you have to say.
If so, then they’ll naturally and willingly come “move your couch” or

rather, buy your stuff, when/if you ask them.

The Social Media Equation™ — 100% Effective

The problem for most people isn’t necessarily presenting a good
product or service to the world. The trick becomes finding the right
blend of social media content to help you communicate effectively and

have that communication convert into business growth.

Not to fear! Through years of serving clients from hospitality to
hospitals, I’ve created what I call the Social Media Equation™ to help
you address exactly what you need to do to make your social media
efforts more effective. This equation takes the guesswork out of what
you are doing by giving you a precise methodology to follow.

Through our work with clients from various countries and industries
we discovered this: assuming you are using the correct social media
vehicle for your business goal, the recipe for success is basically the
same. This is not surprising to me. I know through experience that if |
am working with a quality product or service, then sales methodologies
and customer service methodologies work the same, regardless of
the industry.
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So, what IS the Social Media Equation™? Simply put, to achieve
a positive ROI, you need to express yourself on social media using
the following types and percentages of content:

POSITIVE ROI

20%
CONVERTTO
BUSINESS

40%
INTERACT

20%
ENTERTAIN

20%
INFORM

THE SOCIAL MEDIA EQUATION"
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* Informing - 20%
* Entertaining - 20%
* Interacting - 40%

Converting to business - 20%

This equation of informing (20%) + entertaining (20%) + interacting
(40%) + converting to business (20%) equals (=) a Positive ROI if done

seriously, consistently and energetically.
If you remember nothing else in this book, remember this equation.

We’ve worked with businesses and people all over the world,
from restaurants to dentists to CEOs to nurseries, plus everything and
everyone in between. The reason this equation works so well is because

it applies to just about every business, every time.

If you can inform, entertain and interact in the right amounts (which
adds up to 80% of the time) then you can spend the last 20% of your

time doing what we all came here for: convert to business.

Now that you know the Social Media Equation™, let’s break it down
by category:
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Informing - 20%

The very first step when communicating through social media is

to inform.

As enjoyable as the internet is, very few of us sit down at our desks
with a focused plan to waste a few hours surfing online. Typically, we
sit down and get onto the internet to learn something, fix something,

scratch some itch or fill some need.

A friend is contemplating plastic surgery, so he gets on the internet
to research local doctors. I’'m thinking about planting a garden, but
don’t have a clue how to begin, so I look for tips online. My daughter
just started soccer and needs some new cleats, so I shop online
because I’ll get the answers I need in lightning speed.

That doesn’t mean I’m not going to go to a shoe store with her and
buy them in person, but I want to be prepared so I go online first. In
other words, we are coming to you for some kind of information, so

don’t let us down!

As with any relationship, you have to start with giving. With social
media, you are giving your connections information they are seeking,

and it can come in any form, such as video, writing, etc.

Whatever form it takes, the information should come in specific,
valuable nuggets people can use right away, such as facts, statistics,

steps, tips, answers, etc. It should be information your organization
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has that others want.

So, for instance, if you’re a garden center, you can offer tips about
the best cuttings to plant for the upcoming growing season. If you’re a
plastic surgeon, post a short video of one of your patients asking you

typical questions and you providing answers.

We have found that the best amount of the social media marketing
mix is to inform 20% of the time. The information portion of the

equation serves as a “teaser’” and a way to showcase special knowledge

that your organization has.

You can also serve as an aggregator of information that you know
your audience wants or enjoys, and put it all in one little neat place for
them. This information does not necessarily need to have been created
by your organization.

For example, if you are a doctor but you find a helpful blog on
WebMD.com, you might choose to comment and repost this blog
because you know it will be of particular interest to your patients. In
these cases, you would always remember to give credit and link back to

the originating source of information.

Another important point with the 20% informing is to remain
consistent. If you are an airline, include airplanes and other related
subjects such as fuel, travel restrictions, packing tips, top destinations,
hotel reviews, attraction information or safety requirements in

your information.
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Include subjects you know will be enjoyed by your prospect and
client base. For example, if your airline caters to business travelers who
fly to Asia, you could provide information about doing business in Asia
or on customs that should be honored.

As tempting as it is to be creative (see next part of the equation), don’t
throw in information about random unrelated topics. For example, if you
are an airline, don’t give information on gardening tools because the
audience may get confused. They are there specifically for information
about airplanes, topics related to travel, or topics specific to that group,
not gardening tools. By straying too far from the expected topics, you
risk alienating your audience, which may cause the members to walk

away from the relationship.
Entertaining - 20%

Think back to the last really superb speaker you had the pleasure
to see present in person. Surely this person was speaking on a
topic that interested you and she no doubt supplied you with the
information you desired when you agreed to attend. But, what made the
speaker outstanding?

Usually, a speaker can keep the attention of her audience because
she not only informs, she entertains! An excellent speaker will hold an
audience in the palm of her hand and keep it there. A speaker can make
you laugh or cry, but most importantly, she is entertaining enough so
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that you actually want to hear what she has to say.

Social media affords your organization a very large audience and if
informing is how you get people there, entertaining is how you keep
people there. And the best way to do this is by “entertaining” your

audience 20% of the time.

How do you entertain them? With things like anecdotes, obscure
facts, engaging statistics, little-known histories, funny videos and
shocking photos. The goal here is to provide amusement, the same way

you might at a cocktail party.

Once again, itis important to reiterate that these gems of entertainment
should always be related to your organization or to subjects that
specifically interest your customers and prospects.

For example, if you are creating content for your social media
campaign and you are in the dairy industry, you might post a link to
a story about an artist making a sculpture out of cheese, complete
with a picture.

Reusing great content in social media is allowed and encouraged as
long as the information is readily available online and you are giving
credit where credit is due.

Here are some other ways you can be entertaining around your social

media efforts:
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e Use humor — the fastest way to create interest

* Post quirky, related news that applies to your industry

e Share video, audio or photos that are historic or strange
e Use a play on words

* Use little-known facts, people or imaginary characters

* Create characters from employees, customers or objects (e.g.,
create a character or icon to represent an employee, such as

“Judy” from customer service)

By all means, make them smile, make them laugh, “wow” them!
However, do so in a manner that mirrors the tone and voice of

the organization.

For example, when it comes to entertaining, an artsy ad agency will
likely have a much edgier social media voice than a prominent hospital.
But even high-end, serious organizations and brands can and should be
entertaining. Moreover, they need to be entertaining 20% of the time if

they are to achieve positive ROI with social media.

We have found this to be the correct percentage across the board
regardless of industry. If you get the audience there with information
and you keep it there by entertaining its members, then we get to what
people go to social media for in the first place — to communicate and
connect with others. We refer to that in our equation as Interacting.
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Interacting - 40%

The most important thing to remember about social media is that it is
simply communication using new technology. The ability to interact
and communicate is the only thing differentiating social media from all

other types of media that have come before it.

Most books on social media are about the technology, such as a
video upload webcast or the vehicles such as Twitter or Facebook that
you’ll use in social media. The challenge of social media is not that the
technology is so hard to master, it’s that so few of us have mastered the
art of communication. And it really is an art.

I keep going back to it, but this new development is so revolutionary
it’s vital you see it for what it is. Imagine being able to talk back to the

ads in your magazine, or on your TV or car radio.

Imagine being able to conduct an online focus group every day, all
day. Imagine an open customer service line 24/7 at every cubicle, and
you’ll get just a glimpse of what social media can be if you treat it like

communication and not just another broadcast blast.

This 1s why I can tell you with certainty that social media is not a
fad and will not go away because humans will always be driven to
communicate. Social media is the new backyard fence, where one can
gossip, pray, cry, laugh and share reviews about what’s great, good, bad

or neutral.
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This need for communication is why you should be spending most
of your time interacting. Interacting is the point where social media
becomes a dialogue, where one-on-one engagement starts to turn

relationships into business.

This i1s why I want you to spend the largest chunk of your time
interacting. 40% of your organization’s time using social media should
be spent on interacting, which includes listening, questioning and

responding. This, in sum, is communicating.

If you are trying to get to know someone at a party, how do you find
out about them, what they like, and what they don’t like? Do you do
all the talking or do you ask and let them respond? In an ideal two-way
conversation, you are sharing and exchanging.

It’s called a dialogue, and it’s exactly the same with social media! If
you are spending your time doing all the talking, you don’t provide any
opportunities for interaction, which can be pretty boring for the other

person, and may cause them to walk away.

Remember the young man at the Starbucks who blabbed on and on
and then said he enjoyed talking “with” us? Well, I didn’t get a chance
to talk or ask questions and certainly can’t say I enjoyed it.

It’s the same in social media.

Here are some examples of encouraging interaction:
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* Example 1: Use a polling feature (available on several social
media vehicles) to survey your audience members on their likes

and dislikes of a certain product.

 Example 2: Pick a topic that is not about your product but
is of great interest to your customers, such as a hotel talking
about packing tips. Ask your “fans” to send in their very best

suggestions, be it in video, audio or words.

* Example 3: Ask a multiple choice question. Let’s say you are in
the recruiting business and you ask, “What is the Most Important
Quality You Want in Your Next Hire? Loyalty? Hard Work?
Brilliance? Etc.”

* Example 4: Ask a controversial — note I said controversial, not
offensive — question. For example: There has long been a strong
debate around the McRib Sandwich being a permanent item on
the McDonald’s menu or a recurring one. McDonald's bringing

up this topic via social media would stir up lots of conversation.

The list above includes a few great ways to encourage your
connections to interact with you, but here is the most important part of

interacting: Listen to people online and respond.

Listen earnestly and respond honestly. Yes, there are times when
someone will be inappropriate or vulgar and it is best not to respond. I

am also not suggesting that you respond to absolutely every post.

I am saying that you should truly listen to what your people are saying,
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and then respond as often as you can when a response or assistance is
truly being asked for.

Oftentimes these interactions are taking place in the public eye,
which gives you a great opportunity to address concerns, questions and

even compliments, all in front of thousands of people/connections.

For example, your company may be totally unaware of an issue that
the public has with one of your products. When a customer brings up
that issue in the public eye (via message boards, on feedback forums,
or on a blog), not only are you made aware of it, but you have the
opportunity to discuss, brainstorm and solve this issue with others,
while other connections are watching and taking note.

Even better, when possible, ask your online connections for
suggestions in solving problems. Involving your online connections by
asking them for help or ideas is a great way to build your relationship
with them and make them feel that they are part of your brand.

By proactively solving customer issues in the public eye, you are
establishing credibility and building confidence not just with that one

customer, but with all the other customers and potential ones.

Many people think that the power of social media is to spread the
message of the organization. While that is true, one of the lesser-known
powers of social media is a direct line of feedback that reveals exactly

what people are saying, thinking and feeling about your product.

It is important to understand the message outside the four walls of
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your building, i.e., the customer perspective you wouldn’t be able to

hear so easily otherwise.

How often has your customer service department wished you could
have heard a customer’s phoned-in complaint? Or how many times have
your salespeople tried to describe the passion in your customer’s voice

when he explained his excitement about the latest release?

Now a CEO or executive can be there virtually, and can hear it
firsthand directly from the customer. That’s why interaction is so vital
to both you and your connections. It helps you gauge customer needs to
know how to serve them better.

How long has it been since you listened to the music you play while
customers are on hold? When was the last time you used a credit card to
buy one of your products? When was the last time you shipped yourself
a product and had to open it in a hurry?

Chances are, not very often. Well, your connections are on hold,
using credit cards and opening your packages every single day. And
they’re often quite vocal on social media about these experiences.

For better or worse, interaction means they can actively tell you
that the music you’re playing while on hold is lame, scratchy or too
loud. They can tell you that they clicked through six different screens
to charge a $9.95 CD on your company web store; that’s too many by
far. They can also tell you how easy it was to open your packaging
and how proud/happy they were that it was composed of 60%
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recyclable materials.

I’'m sure you’ll agree that some if not all of the above information
is critical to your future success. Interaction via social media is valuable
for discovering your customers’ tastes and preferences so that you can

keep your customers happy.

If your customers are unhappy, they are likely to go somewhere else.
If they are happy, they are more likely to stay in the relationship with
you. Interaction can also result in new product ideas, improvements on
current ones, and other valuable revenue-generating opportunities for
your organization. For example, wouldn’t it be amazing to display in
public the fact that you are willing to listen to the good, the bad and the
ugly and respond?

The Sheraton Fort Worth Hotel and Spa did just that. A guest, who
enjoyed his stay immensely, wrote on Twitter to suggest that the hotel
pool should not close at an early 10 p.m.

As Twitter 1s a social media vehicle open to the public, this message
was accessible by anyone. Within 48 hours, the Sheraton Fort Worth
Hotel and Spa thanked the gentleman for his comment and said that
they would consider it.

Within the week, they responded publicly through Twitter and
announced that the pool hours would be changed to close at midnight.
They also publicly thanked the gentleman, by name, for his suggestion.
Not only did the Sheraton Fort Worth Hotel and Spa respond to the
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needs of a valued guest in a timely fashion, they illustrated to the world
that their guests truly are their priority.

When you engage customers directly to get their questions answered
or their comments acknowledged, your company becomes something
that is a living, breathing being to them. Through interaction, you are
building a stronger relationship with your customers and your prospects.
Remember to question, answer, listen and respond; in other words, the
most amount of time interacting and do it 40% of the time.

Converting to Business - 20%

Imagine you’ve just walked into a networking event. And you’re
thrilled to see a stellar group of 300 CEOs, business owners and VPs.
Well, naturally, you walk right up to the very first distinguished-looking
gentleman you see. You can tell he’s your type of client: nice suit, smile,
handshake, the whole nine yards.

You shake his hand and say, “Hello, would you buy my stuff?”
What? Talk about rude!

I’m sure you can guess the outcome. He will likely make a kind
excuse to visit with someone else at the event, and before you know it,

he walks away and that’s that. No second chances.

Believe it or not, when it comes to social media, lots of organizations
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act this way. They get onto a blog or a video or a podcast and all they do
all day long is say, “Buy my stuff ... buy my stuff ... buy my stuft!”

They wouldn’t dream of doing this in real life (or if they would,
that’s a whole other story!), so why do they think that just because they
are using the tool of technology to communicate with people that it is

okay to just sell, sell, sell?

Now, please don’t misunderstand me. [ am NOT saying DON’T ask
for the business. You and I are both here for the same reason: creating
relationships that, ultimately, convert to business. However, the example
above is not the way to do it — in person or online.

On the other hand, there are a lot of companies that do a great job
of informing and entertaining with social media. Some companies
only interact, reposting and commenting on what people have
already posted.

If you get into social media and you do a great job with interacting
and talking to people but you never ask to convert to business, you get
nowhere. Yet many social media experts think you should stop there.
They shout to the rooftops that the purpose of social media is simply to
build giving relationships, and that one should never sell.

I disagree.

Let’s go back to Julie, your friend who needed your help moving
her couch. Why did you so willingly move Julie’s couch at 6 a.m. on a
Sunday? Well, because she’d earned it.
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She’s a good friend and you know she’d do the same for you. This
wasn’t just some stranger; you had built a relationship based on trust
and you knew that trust wasn’t being squandered when she finally asked
for help.

As is the case with any relationship, when you need help, you ask
for it.

That’s what I’'m asking you to do with social media in general, and
with the Social Media Equation in particular. A full 80% of the time |
want you to GIVE. You give by informing, entertaining and interacting

via your social media site/vehicle.

But 20% of the time, I want you to TAKE by asking for what
you need.

What you need could be any number of things. It can be that your
organization is looking for a new employee, business partner or investor.
Maybe you need to collect information on a certain subject or to get
people to participate in one of your company’s events.

Maybe you want customers to read your blog. Maybe you have a
need for a product or service and you want to know who you should buy
from. And yes, converting to business may even mean asking people to
buy your stuff.

It is okay to ask people to buy your stuff some of the time. After all,
you are giving them valuable information, entertainment and interacting
with them 80% of the time.
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Asking for what you need 20% of the time means both parties
get something of value out of the relationship. And isn’t that what

relationships are all about?

The right way to convert online relationships to business is to actively
treat these online communications and relationships in social media

exactly like the ones you have in real life.

The right way to engage that distinguished CEO would be to walk up
and introduce yourself. Say something like, “I’m Joe. I work with ABC
Accounting.” (This is informing.)

As the conversation progresses naturally during the event, you
might tell a joke to lighten the mood, or offer a funny anecdote from the
seminar. (This is entertaining.)

Next you might add something like, “What’s your name? Tell me
about yourself.” (This is interacting.)

Then, at the end of the night after building a relationship and learning
that there is, in fact, a need, you might ask for a lunch meeting for the

following week. (This is converting to business.)

Now you know the secret to success with social media and how to
make sure all this effort in the new world converts to business. Now go

and use it and share your stories with me.

Chances are, I’'m online right now.
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Chapter 35:
The ROI of Social Media

So here it is, at long last, the million-dollar question — the question
I hear from every CEO, CMO, VP or other enter fancy title here —
“What is the ROI of social media? How does it pay off for me? What
will I get out of it?”

In short, “What’s in it for me?”’

I’ll be honest, I’ve left this chapter for last because it’s the most
difficult to explain and one of the most important concepts we must
tackle. The truth is, because social media is such an evolving, rapidly
morphing creature, no one can give a succinct answer on the return on
investment it produces. There are just as many factors to measure as

there are metrics to measure those factors.

Why, you ask? Because social media encompasses so many things
that are typically measured in very different ways it can seem really
complex to measure. And it may not be so easy to apply a “cookie
cutter” approach to measurement from some of your other marketing

and PR divisions.

For instance, there are excellent applications to monitor effectiveness

in traditional print, TV, even online or radio advertising, but you cannot
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simply apply these to social media because social media includes
elements of both broadcasting and communication. Advertising

measurements are not designed to measure the value of interaction.

Some organizations that are heavily focused on leveraging social
media to measure customer service may turn to customer service metrics
(like net promoter scores) to apply a static form of measurement.
However, since social media is a hybrid of marketing and
communications, these measurements may not be accurate and will not

always provide a clear picture of its effectiveness.

Even the most straightforward measurement of website traffic or
online orders coming from social media vehicles will not tell the whole
story, as many customers will spend hours on a company’s social media
vehicle interacting and, because of that influence, later go to your site

to purchase a product.

Even though social media begins increasing brand awareness
from the moment a connection first views it, ultimately, the customer
often goes back at a later time to a different site or online location to
purchase the product and thus, social media receives no direct credit for
the sale.

That’s the beauty, and the frustration, of social media. We know
it’s working for you, it’s just hard to reach out and snatch a hard, fast
measurement as you may be able to do in a postcard mailing, or a TV

commercial blitz or even a new billboard ad campaign, for instance.
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So now that I’ve told you all the reasons why it is difficult to
accurately measure the return on investment for social media, now that
I’ve brought you to the depths of despair thinking you’ll never be able
to measure all this hard work you’ve committed to, well, now I’m going

to contradict myself and tell you exactly how to do it!

The Two Keys for Measuring ROI
in Social Media

It’s a bold statement to be sure, but it IS possible to measure the
return on investment of social media IF you take two simple steps.

1.) First, you need a specific goal. What, exactly, do you want to
achieve with social media? Specificity is key. You can’t just say,
“Well, I want to make lots of money.” That’s fine; so do 1. But
HOW do you want to increase profits? Be specific. Say something
like, “I want to increase sales of a certain product or service
by 25% using a concentrated focus on a specific social media
vehicle (such as a blog, YouTube, LinkedIn, Twitter, Facebook,
etc.) over the next six months.” Now, that s a specific goal!

2.) Second, you need a simple, safe and effective way to track the
achievement of that goal. This “tracking system,” so to speak,
will allow you to verify certain checkpoints along the path to
achieving your goal at regular intervals, say, weekly, monthly,

quarterly or annually.
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By creating a regular series of goalposts and a trackable method of
measuring achievement at each of them, you can now deduce the ROI

of social media.

What I’'m basically saying is that when you start with your latest,
next or even your first social campaign, you must always start with
a goal in mind and a plan on how you will measure that goal at a

regular frequency.

Let’s say there is a hotel — we’ll call it the South Beach Bed and
Breakfast — that wants to increase room bookings during the week
to business travelers and has decided to use social media to achieve
this goal. Regardless of the social media vehicle the South Beach
B & B chooses to use, they must identify what’s best for this task.
More importantly, they must also decide how often they will measure

the results before launching their latest social media campaign.

If the South Beach B & B is trying to lure weekday business
customers, they will want to know fairly quickly whether or not their

efforts are paying off.

Now, the folks at the South Beach B & B have clearly defined their
goal for this social media campaign — to increase business during the

work week with business travelers.

Next, they must figure out which vehicle(s) of social media their target
audience is most likely to be using. Facebook or Twitter? LinkedIn or
YouTube? Maybe they’re on all four or one of the others that is best for
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them. That’s fine, but where are they most prevalent and which vehicle
will they use?

Less Is (Really) More

I find companies to be most successful starting out using one social
media vehicle at a time. This lets them really dominate that space and

get comfortable with that medium.

So let’s say that the South Beach B & B decides that Facebook is
where they want to spend most of their time. They chose Facebook
because it allows them to use graphics, post videos, and post at their
discretion plus many of their guests have asked if they have a page
on Facebook.

Now they begin using Facebook using the methodology we discussed
in the Social Media Equation™, meaning they inform (20%), entertain
(20%), interact (40%) and convert to business (20%).

Let’s review South Beach B & B’s goal: to increase weekday business
traffic to their inn by a significant amount over the next three months.
Now they need to track it. But how?

Well, for starters, they can monitor the traffic to their home page or
(better still) to their reservation page directly from their Facebook page
on a regular basis by using software such as Google analytics (which is
free, by the way). This way, they will be able to determine whether or
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not there is an increase in the traffic to the reservations page.

A social media campaign is only as good as the content around which
it is centered. Like any other successful marketing campaign, it will
also require the correct frequency and the right audience.

In this case, the content South Beach B & B posts on their Facebook
page must focus on their target and the goal. So if they’re hoping for
more business travelers, they would naturally talk about things that
interest professionals, such as saving time on traveling for business,
good business books to read on a two-hour flight, the best type of
suitcase or laptop bag, stylish designs for business women, etc.

You Can’t Measure It If You Don’t Track It

Tracking is crucial to measuring the ROI of a successful social media
campaign. South Beach B & B can track increased reservations directly
from their social media efforts by offering specials or promotions that
go to a specific landing page or use a specific code that is only tethered
to one social media vehicle. Often companies use the same code on
more than one social media vehicle, therefore diluting the effectiveness

of their results.

For instance, South Beach B & B could offer a unique discount on
their Facebook wall and mention a particular discount code, such as

“FB123” when making their reservation.
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This way, South Beach B & B would know exactly where those
customers were coming from and would see that their social media

efforts were paying off.

If South Beach B & B puts a specific code (“FB123”) to a specific
vehicle (Facebook), they can not only measure how effective their
content and communications have been there, but they can also measure
the hypothesis that their prospects they are reaching out to, truly frequent
the vehicle AND act on those visits.

For example, if South Beach B & B is putting the same content mix
and interactions on two separate vehicles such as Facebook and Twitter,
and one 1s working and the other is not, then they may realize that there
are not as many of their prospects on this specific vehicle and make

adjustments accordingly.

The same kind of comparisons can be drawn by making the same
offer on traditional media and on social media with different coupon

codes or landing pages.

Many companies get so overwhelmed at the prospect of juggling
dozens of social media vehicles and managing thousands of connections
and writing, editing and posting (plus monitoring) tens of thousands of
words of content that they never get out of the starting gate.

That’s why, when starting out, I suggest that you only use one
vehicle at a time. It may sound limiting at first, but starting with one
vehicle at a time actually lets you focus all your efforts in one place to
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a.) get comfortable with that vehicle and, if you are just starting out, b.)

get comfortable with social media in general.

So if Facebook pays off for our fictional B & B, great! They will
need to keep up with Facebook on a daily basis but test other social

media vehicles like Twitter and YouTube, etc. that may work as well.

Trust me, once you find success with social media you’ll be addicted
(like moi) and will be chomping at the bit to post more often on more
vehicles mostly because you’ll be experiencing a rapid spread of your

message at a rate you have never seen before.
Parting Words about the ROI of Social Media

If your social media is difficult to measure, congratulations; that
means you’re doing something right. I’'m not saying this is easy.
I’m saying it can be done with the correct amount of planning

and monitoring.

The fact is if you are truly interacting with your online network,
it will be difficult to measure the ROI as a whole just as it is difficult
for you to put a measurement of the ROI on the interaction your staff
currently has with your clients and prospects.

What is the ROI measurement on the last visit a customer had at your
retail store?
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What is the ROI of the last PR event you did to promote your

technology company?
It’s not exactly crystal clear? Exactly!

Understand that social media is big - I mean REALLY big — and
probably even bigger than all the buzz you may have noticed about
it lately.

Why is it so big?

Social media is the culmination of marketing, customer service and
communications in real time in front of everyone. Any tool that affords
you to do so much and reach so many people for free cannot be summed
up with one simple measurement. The power, reach, and effectiveness

of social media are why you cannot ignore it.

You must embrace it now.
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Conclusion
A Few Tough Questions

Question 1 — Are all traditional forms of media going to wither and die

because of social media?

My background has been associated with media, marketing and ROI
for a long time, so people have asked me if my passion for social media
leads me to believe that traditional forms of media are no longer viable.
Of course not!

Things are simply changing and you need to be part of that change
because it is happening at a rate we have never seen before. I still believe
in the power of television, radio, print and other traditional forms of
media. In fact, I believe that people should get more mileage out of their
television commercials that they have paid to produce beautifully by
sharing them on YouTube.

Take whatever messages you are proud of in any format you have
and recycle them. Squeeze every bit of juice out of them that you can.
Someone may have missed that hilarious print ad which perfectly
positions your product but then might come across it on their Facebook

wall when their friend shares it and makes a funny comment.

Great content is great content, wherever it’s found. Put that great
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content out there as often as you can in front of as many of the right

prospects as you can.

Question 2 - Is social media going to change the world and ruin it so

humans don t even know how to communicate in person anymore?
Yes and no.

Social Media is going to change the world and trust me, you can’t
stop it. It’s too late and it’s too fast. I do not believe it will ruin the
world. It is changing the way we communicate and younger generations
will have a tougher time with social skills in person because they will
have less practice.

Humans are crafty and will adjust. Many people are concerned about
the “evil downfalls” of social media because the tool is certainly a
powerful one. However, like any tool, it can be used for good or evil.

The potential social media has to do good for the world astounds me.
I am overwhelmed by the possibilities of rampant spreading of needed
medical information, rapid warning abilities when inclement weather
approaches an area, virtual mentorships to enable one human to help
another with emotional support from across the world are just a few of
the thoughts going through my head.

The truth is that social media won’t change the world as much as

it will put the world on display for everyone to see at every minute. It
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will amplify and magnify the good, the bad and the ugly.

So there you have it, Social Media for the CEQ: The Why and
ROI of Social Media for the CEO of Today and Tomorrow.

In this book we’ve covered the Why, the How and the ROI of Social
Media. We have studied companies of all sizes sharing the truth about
their business needs, challenges and ultimate success with social media.

Now it is your turn to start your next, or first, social media campaign.

Remember, first and foremost, social media is a conversation; so
the sooner you start talking — and listening — the sooner you’ll build

relationships that lead to business.

You cannot control social media, but you can influence it. And since
somebody, somewhere is already talking about your company right

now, the sooner you start influencing it, the better.

I challenge you to take a deep breath and leverage this tool to achieve
that goal you’ve been salivating over. At first it will seem confusing and
as if your company is bare for all to see. But, then you’ll begin to see

relationships forming.

What always has and always will build business between people are
relationships. With social media, now, you can build those relationships
more quickly.

Go for it!

(amgerhmullon (@RogerKafer @rogerleads @rogermather @RogersFord @RogerTan @rogerthatcash7 @rogervankampen @RogerZeng @Rohan E_Squad @rohetherington

3 @ tino @rojas2com @rokensa (@roland_moesl @rolandfricke @RolandRillander @RolfSimons (arolllheﬁnu (@roliekan @rolyvie @Romain_Bernard
Q) 0s @R aradigm  @RomanticCougars ico24de Jromeo2584 @R Lanning (@ vV @romyraves (@romyrivera
(aRun @Ron_Duff @Ron_Jones @Ron Maxim @Ron_Saballus @Ron_Wheeler @RonaD @r: i 1dk (@RonaldN

2750 1 (@ronattias @ (@rondabertram  @rondurant @RonEdmond:on (aroneluys (zzRonFone (@RonFortier @rongrahaml @ronhuxley
(@RonitDiamonds ~ @ronjsauer ~ (@ronkarr Mah: @ronmel @ well icLopez (@RonRuggle: (@RonsTweetTank  @RonUpshaw
@ROOFINGSERVICE  @Rooftoplewell @ @roojwright @rookiepops @roomynaqvy (wmoneyss @roonic_g @rooribbet @rootika @rootwoman123
@RoriStories  @roritravel (@rorworks (@rory_vaden @rorymurray (@rorystern (@ros624 @rosa40l @ ) JRoscoeRussell YK @Rose_Mis
(@rose_realestate @RoseannHiggins @RoseASP (aRossBev'm (@RoseBusinessSol @RoseCityTattoo k @ Q) IR areers (@rosettathurman
(am%ewrlle ) 2 (@roshk @R ner t44 @RosinaWilson @RositaCortez (aRoSollDownload (@ross_owen @ (@RossBoy (@ross

ir @rossl @R ire @RossPretorius @rostarco @rotarybocawest @roth_conversion @rotiprata @Rotivation @rottenluck101 @Roughside @Route22Toyota
(aRame53 @RouleesBoslon @Rouxlettmarking @ROUXSTAR (@rovies @RowanBarnett @rowanjessica @rowdycity @rowdygrandma @RowdyOrbit @rowhite67
@roxanne2323  @Roxanne2u  @RoxanneEmmerich avenel @ @R ings @roxolanus @RoyalAtlantisGp @RoyalDrama @royalecms

(@RoyalPoinciana @RoyAylmer @Roybuilt @RoyCampos @Roychavarcode @royderrick @RoyGBryant @roygene @royjwells @royljestr @RoyOsing (@RozHannibal






153

Acknowledgements

Thank you to my mentors, David Schmidt, CEO of Schmidt and
Stacy Consulting Engineers, Inc. (LinkedIn.com/in/DaveASchmidt)
Lois Melbourne (Twitter.com/LoisMelbourne), CEO of Aquire; my
mom, Regina Kojis Mayer; and my dad, Guy Mayer.

Thank you to my amazing staff who made serving our clients and
creating the book simultaneously possible. Thank you to family, friends,
associates, clients and more who helped us in many ways along the way.
Thank you to the partners, clients and companies who shared their real
life stories of social media success.

Thank you Rob Orsburn, Mia Orsburn, Laura Hale, Ruth Ferguson,
Mary B. Adams, Amelia Clark, Amanda Montgomery, Angelo Benito
Fernandez-Spadaro, Katy Mendolsohn, Justin Hess, Shilpa Nicodemus,
Tom Jackson, Tony van Kessel, Del Wratten, Robin Kruk, Gavin
Head, Bob Willems, Melissa Kovacevic, Jamie Nanquil, Alan Evans,
Desiree Buckingham, Yvonne Riggs, Vicki Jasper, Schuyler Thompson
and Petey the Gnome. Thank you to Angela Schmidt, Dave Schmidt,
Paige Schmidt, Grant Schmidt, Jemimah Goodwin (Kermie), Degie
Butler, Jiliane Faciane, Maria Martinez, Elizabeth Murdock, Joe
Murdock, Amanda and Monty Montgomery for allowing me to
finish my book at their beautiful lake house, my personal trainer in

(@rpatwebb @RPIGroup @rpliska @RProject @rrhhol @rricart @rricker @RSACorp @RSALISTSERVICES @rsgbiz @RSHotel @rsjewell @RSMcGregor @rsmoot @rstbob
(@RSVPhere @rtaylor61 (@rtbest @rtkrum @rtmjkwanbondcop @rtmoore77 @rtooms (@rtstrategy @RTtips4u @rubbermaid @RubbermaidTwo @Rubeel00 @RubenCurryBD
(@rubenq  @ruby4love (@rubygad49 @RubySlipperVA @rubywatch @RUcareers @Ruckdaschel2010 @rucsb  @rude64 @rudezen (@RudhirSharan @Rudi3CantFh52
(@RudyCaceres @RudyFDF @rudys @Ruel_Antonio @Ruff Ride @ruffinadvisory @RufRecords @ruhanirabin @RuigiY @Ruivo @RulingCouncil @rumadison @runenthusiast
(@runlevelmedia @RunLove @runnerforchrist @runni i (@n couple @RunningPixel @RunSpired @rupertwhittam @rushabhrambhia @RushThePug @russ_dean
(@RussCoach @RussellOrganics @ ORourke @r 1 Q) (@russian_rock @RussMack @rusty338 @rustybadge @rustyc77 @RustyCampbell @Ruth Z
(@RuthBradford @ruthdfw @ruthhegarty @ruthless_phil94 (amlhmedla @ruthperryman @RuthSherman @ruv @rvandersar @RVLmakelaars @RVLuver @rvoegtli @RVRB
@rvsbg @rwang0 @rwmovies @rwpces @rwperkinsjr @rwphan @RWT711 @RWWRSS @rx4good @rxcareer @Ry_Curran @Ryan_Cornelius @Ryan_Dobbsy @ryan_gledhill

(@ryanbokros @ryanbovey @RyanCPeterson (@RyanDehler @ryandeiss @RyanDerous (zzryandmckmney @ryanleisure @RyanMakes @ryanmega @RyanPaine @ryanpinnick
(@RyanPrillman (@RyanRancatore @RyanR JRyanRockstarr @R @r 1 @RyanStyleTM @R (@RyanThel (@RyanThompson
(aRy"mV4‘Jer (a Ryan\/lslage (wlyanyouem @ryaluuk @ry«.ak («RyderMedla (wlyenondmz (arylar'm (as admugroho (@s_ahsan @s_| lev'ullam (aS NelsonBucklsy

..... ) manovi (asabm anju (zzSabrma PHR (a%abnnacoﬂm @sabrmaglbson (u:ablma%ule%bee (aSAbsalom (asacal\o (aSacHarlows
) h ieMHarris @sadodhifhhai hsh @SAdoreBoutique @sadoty @saedabuhmud @SafecountJenn




154 SOCIAL MEDIA FOR THE CEO

Dallas Angela Smith (Twitter.com/angiefit404), my CPA Wray Rives
(Twitter.com/RivesCPA), and Lane Bryant for keeping me in style
(Twitter.com/LaneBryant).

Thank you to Patty Farmer, Fred Campos, Dr. Kent Smith, Dr. Jeff
Roy, Anthony Eggleston, John Biebighauser, James Wood, Amanda
Williams, David Davis, Craig Scott, Jack Murray, Lee Aase, TJ
Schier, Wanda Brice, Lyn Scott, Haley Curry, John D. Marvin, Chad
McDaniel, Paul Chaston, Rick Harrison, Craig Palmer, Chris Yates,
Shauna McLean Tompkins, Mollie Milligan, Brian Fabian, Matt Parvis,
Betsey Brailer, Heather McGarry, Nick Charles, Donna Mclallen, Mary
Henige, Jay Dunn, Joel Denver, Fleetwood Hicks, Kimberly Hutchison,
David Boyett, Julia Danklef, Mary Hoffman, Michael Schwartz, and
Rafael Pastor. Thank you to 21st Century Dental, Anheuser-Busch,
Bodycology®, Cable & Wireless Worldwide, General Motors, James
Wood Motors, Lane Bryant, McDaniel Executive Recruiting, Texas
State Optical, The Adolphus Hotel, The French Room, Mayo Clinic, The
Women’s Museum, Which Wich, Boxcar Creative, Huddle Productions,
Sheraton Fort Worth Hotel and Spa, and Shula’s 347 Grill.

Thank you to St. Joseph and E.D. White Catholic High School and
the Nicholls State University TAG program in Thibodaux, Louisiana
for a great education. Thank you, Louisiana State University in
Baton Rouge, Louisiana for having an excellent communications and
business school. Thank you to the cities of Bunke and Thibodaux,
Louisiana, Irving and Dallas, Texas and Paris, France for your kind
support.

eips @safckidsusa @sal @saferrecfer @SafetDeals (@Safetycares (@safetysecurity @safetyweb (@SafeVegasFeeds @saffsam @SaffyFox @safii’6
elsland  @SageMcGreen @SagePhotoWorld _@SageRecruiter (@sagesalzer @SageTalk @saggal0 @SagraAustin @sahasuriani @sahbay @SAHM17 @sahm41l
b ketin, ik ingUpdates @SaintConsulting @SAINTEBEAUTE (a%amllucmn (uSam(s News @Saints NFL_ @SAINTSpeeps @sairbear @sajits
valife (@sakshisharda (@salall @%111(11948 (@SaladCreationTX @SaladLove @ i (a%alarybuu (@Salazar0187 (@SaleBusiness
s_eu_org @salesdmarketing @salesdart @SalesBlogeast @SalesCooke @SalesDNA @SalesFacts @SalesGravy @salesgrok - @SalesGuruReview - @salesjobscarch

esLeeds uiter @SalesRemedy 1 (@salestweet_ (@sal y (aSalesWhlsperer @Sally K @sallycutel7 @sallyhoney

(@sallyleonard  @sall d 11 )SallySChan (@ S (@SallyWalker @ i epublic @SaltChalet @saltfish6768
(aSal(yMallese (@saludwinenow (asa vationtrips @Salventrex @SalventrexSales @sam_mason1979 @Sam _| Sorsnson (asamlOl (@sam7116 @ @: amanl?ﬁ
_Austin @ . ML _us @Samari @samatlounge @Sambo_B insl @ er
Blindell ) di @SamPalazzolo @samprince2 @ @SamSilverstein Q) linded lobileUS
(@SamTheTutor (wﬂmule (@samtryagain @samualvags @Samuel_Smith @san_diego_seo @; b @sand: Q) S i 0]
@Sandhul301 @SanDiegoFlash @SanD y @SanDi o @SanDi @SanDi i dsandimaki di dlerphilly

(@sandra_tolopas2 @ 00253 @SandraLopulalan ~ @; ) odrigues @ t (@sand @Sandranlken (@sandrinea
(aSANDROANDRINE @sandy_carter @Sandy_Schmidt (ws"mdybhkel (@SandyHarper @SandyHowlett (@ ) Tis (@) S bite (@sanix62




155

Special thanks go out to my Mom, Ms. Kovar (my first-grade teacher),
Geppetto (my childhood dog) and Brod Bagert (an author) who are
partially responsible for me becoming an author. When I was a child,
Ms. Kovar, who was also my neighbor, lent me the book If Only I Could
Fly by Brod Bagert. I was 10 and determined that I was brave enough
to camp out all night in a tent in the backyard. Of course, I chickened
out during the night and my mom tucked me safely into my bed. The
next morning I discovered in horror that my Old English Sheepdog,
Geppetto, had basically eaten the book and I was in big trouble! My
mom, always knowing how to turn things into an opportunity to teach
me important life lessons, told me I would need to do some chores to
earn enough money to replace the book. This was back in the olden
days before people had computers and my Mom couldn’t find where
to purchase the book. Somehow she tracked down the mailing address
of the author. She had me write a letter to him explaining how my dog
had eaten the book and asking how I could purchase a new book to
replace it for my teacher. One night during dinner, there was a knock
at the door and Brod Bagert had come to our house and brought me two
autographed copies of the book — one for me and one as a replacement.
Bagert told me how much he liked my letter, and that instead of paying
for the books, I should repay him by turning this story into a book and
sending it to him. He said that maybe one day I would be an author too.
Later, he came and spoke to our entire elementary school. As a child,
that event made a big impact on me and I’ll never forget it. I have sent
Brod Bagert the first copy of this book.

ho @sanjodali@sanjoydalia (@ tweet  @SanM offce @Sanoviv @ 1969 @santidemierre @santill

(asamosh0207 (asanuus @%’mylkaboyce saod ien @ lutions @sapiraaw (@ ire_Dakini @ ireBayCons inks @;
aBeckford @SaraCrowe @SaraEyobHaile @sarah_4you (aSanh Prentice (@sarah_ rahman (@sarah_starry @Sarah_x_Rose (@sarah x10 @SaraHamil (@SarahatDell
0SarahAtPSB] @SarahBuchananl (@SarahButtonedUp @SarahCammker (aSarahCare@4U2 (@SarahEganM ) hElles @sarahE: (@SarahFulton @SarahGirl122
(@Sarahhh91x  (@sarahkalaj (@sarahkilbourne @ Q) oce 1; @s tips  @SarahWhiteKC ~ (@sarahwitten
aJacksonValo ~@sarallenconsult (@SaraLWood (@) SalaMaLur (a)S"lmMeaney (@sar: it Q) d ) imarketing (acarmsuares (@Sarita_Moreno
(@SaritaGandhi @sarjalis @Sarosresearch @SashaXarrian @sasikrishna @sass @SASSYKITKITTY @SassyNetworker @sassyword i (@satori_zen

(aSalonCollee (tvSalonNauon @SatoshiSato @Satoyalohnson @satpal192 @SatsugaiCat @SatumSociety @saucyglo @Saul2884 @saulerick @saurabparakh @SAVAAHH
cial @ Lee @save 2)58?5 (@savedclosureSD @savealifeparty @SaveDraft @SaveMeDebra @savenhawk @SaveOurPlant @SavetheDateing
(aSavelherehearl% (aSaveUrCledu («S'weYourCash @sa ) gEveryday (@savil Xdollars @ gsTKuljis  @SavingYourMoney —(@SavorTheSuccess

mers @savvyend @SavvyExplorer @savwyinbiz_ @savvyp @sav @Sav @savvystudent
@SavwyVA (a)S"n\ythJcnna @savweightloss @ k @SaWht @SawyerTMS @SaxonHenry @: SayingsOnLove @SaySocialMedia @sayvings @sazbean
@SB_Entreprencur @sba_daily @sbarton1220 @sbass10080 @sbblex @sbbuzz @SBCar hmidt @ @SBellPR @sbenavid @SBGGlobalMobile @sbgraceLLe

@sbilby @ n @ ios @SBPacks @SBSConsultingF @SBToday @sburda @sburges2 @sbwalsh @SBweddings! @SBWorkforce @sc72_ @Scabr




156 SOCIAL MEDIA FOR THE CEO

Author Bio:
Eve Mayer Orsburn

Ranked by Fast Company Magazine as one of 100 Most Influential
People Online, Eve Mayer Orsburn is the CEO of Social Media
Delivered, one of the largest social media optimization companies
serving clients worldwide with consulting, training and outsourced
social media needs. She has been featured by CNN Radio, CIO.com
and speaks professionally to groups on the Social Media Equation™
which is her proven system for how organizations must engage in
social media to generate a positive ROI. Eve also hosts the weekly
radio show Social Media for the CEO. She shares social media
knowledge that people can actually understand with an online

network of over 50,000 fans, followers and connections every day.
You can follow or connect with Eve at the following links:
www.Linkedin.com/in/EveMayerOrsburn
www. Twitter.com/LinkedinQueen
www.SocialMediaDelivered.com

Press, interview and speaker requests should be submitted to her
agent at press@socialmediadelivered.com.
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Social Media For The CEO Facebook, Twitter, LinkedIn, and

YouTube are changing how our world communicates. Can an

organization ftruly leverage these tools to grow their business? This

Sooial Media book dispels the myths and reveals secrets on how to use social media

@ = CEO regardless of size or industry. 14 case studies from a variety of small,

sl medium and large companies like Lane Bryant, Mayo Clinic and

General Motors provide insight into how social media worked for them.

The Social Media Equation™ revealed in this book will unlock the door
to exponential growth within your organization.

Eve Sayer Urshurn

Comment - Like - Share
I-J]J 6,084,228,350,751 people like this.

Lois Melbourne Social Media has expanded the
reach, influence and credibility of our message and
Eve’s advice has been a huge piece of channeling the
right message through the right channels. This
understanding of social media is bringing us business
and high quality contacts that could have taken us
years to locate and cultivate.

CEO of Aquire

David A. Schmidt OMG! Social Media for the CEO
g changed my entire view of what social media can mean

for my business growth. Before | read this book,
leveraging tools like Linkedin had me SMH but now |
understand the power of social media and the ROI. TTYL

CEO of Schmidt and Stacy Consulting

John D. Marvin In her book, Social Media for the

CEO, Eve Mayer Orsburn has explained the new world of
social media in such a way that its intimidation is
replaced with obvious opportunity...It is a must read for
anyone serious about moving their company forward

into the world of online media.

CEOQO/President of Texas State Optical

Joel Denver Social Media for the CEO is a
comprehensive, must-read, must-own guide to
implimenting winning social strategies that you can
leverage to put additional dollars to your bottomline.

CEO/President of AllAcess.com
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