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Foreword

Networking to Win is a must-read for everyone.

If you are sitting on the sidelines, watching the social media explosion and wondering what to do, you need to read this book right now.

If you are a marketing professional of any kind, you need to read this book right now. If you are a business executive or owner (big or small), you need to read this book right now.

If you are a social media professional with bottom-line responsibility, you definitely need to read this book right now.

Steve Bookbinder will give you the insight and the understanding of the core elements of social media that will help you interact with your teams, vendors, and peers about the question of the day: How will social media marketing help me grow my business?

Unless you have been hiding in a cave the past few years, you already know that social media has become deeply ingrained in our society. Not only are consumers connecting with each other, but Fortune 1000 businesses and major national and international brands are also staking their claims. If you have not yet taken action and set up a strategy for how you will market in this space, rest assured that your competitors are doing so.

Read Steve’s book. Read it now. Make sure everyone in your organization reads it.

Being social, of course, is not a new thing. It is deeply ingrained in our human nature. The desire to interact and connect with others, either to share information, to gain insight, or to boost our own egos, is something we have been doing since the dawn of our time on this planet. It is something that Abraham Maslow noted as vital to the success of the human species, and now it is something that new technology is helping us do a whole lot more of, better and faster than ever before.

In the world of social media, if you want to be recognized, if you want to have influence, if you want to be seen and noticed, there is one thing you absolutely have to do: be an active and relevant participant. This means frequent and rich content creation, distribution, and promotion in and around the social ecosystem. This is what makes you break through. It takes commitment of time, resources, and brainpower. But it is worth it.

For marketers, I believe social media is the best brand and business building medium out there, period. It is better than TV, it is better than print, it is better than anything else in digital. I am not saying that you should abandon all the other mediums. I just believe that social media in all its forms is and will continue to be a powerful draw to humans and is the single best way to build your business and your brand. Social media brings together the rich storytelling brand experiences that TV used to provide, coupled with the fantastic benefits and power of word of mouth.

Instead of selling promotions and discounts, we can now sell attributes and benefits of our services—and better yet, we can get our customers and advocates to share those experiences with our potential customers! This is marketing as it should be!

Read Steve’s book. Then go out and experience for yourself what social media can do for your business.

Joe Doran

Founder/CEO, Tout Inc.

	
Introduction

Marketing on the Social Web

Social media represent one of the most accessible and potentially valuable marketing opportunities in history. Companies of all sizes and individuals from virtually every walk of life are using social media to promote brands and products, to interact with customers, to generate sales leads, and to increase their revenue through new business. They’re using these web-based, user-centric media to win sales, build and manage their reputations, correct misinformation, and tell their stories. And if they’re smart, they’re using them to listen to what the rest of the world is saying about them.

Promoting your company, your products, or yourself effectively through social media isn’t exactly rocket science, but it does take a little practice. In fact, effective social media marketing requires a fairly significant conceptual shift from traditional marketing approaches. In the social media world, success isn’t about the pitch but the conversation. You will see that theme coming up again and again in this book.

Successful sales and marketing in the social media sphere is all about connecting with the influencers—the bloggers and Twitterers and Facebook users whose opinions and recommendations carry weight on the social web. It’s also about establishing your own influence, reputation, and brand within targeted communities of potential customers, fans, and/or supporters.

Networking to Win: How to Use the Power of Social Media to Sign New Clients and Build New Business will help you get that conversation started and keep it going. It’ll point you to the tools you’ll need and suggest the practices you’ll want to embrace to build your business through social media.

You don’t have to be a social media expert to put these concepts and strategies to work. And you don’t need a big budget, or any budget, to get started.

This book assumes that you have some minimal familiarity with social media—that you’ve at least wandered about Facebook, LinkedIn, or Twitter—and that you’ve see the potential of these platforms and want to learn how to make the most of them.

Networking to Win aims to provide readers with effective social media strategies that really deliver but that don’t require unreasonable amounts of time. If you have been dipping your toe into the social media waters (make that ocean), you know what a time vampire it can be. One minute you’re catching up on your Twitter followers, and before you know it, you’ve spent two hours tweeting and retweeting and you’re not sure where the time went. Or you think you’re done with your workday, but you realize that you need to update your Facebook status and suddenly the whole thing feels like a second job.

The strategies, tactics, tips, and suggestions in this book are designed to help you put together a social media marketing plan that works for you and that helps you to achieve your business goals without sucking up too much of your time or driving you crazy. Using the tactics you’ll learn here, you’ll be able to start slowly (highly recommended) and build from there. Although Networking to Win touches on a wide range of social media, it focuses closely on three platforms: Facebook, LinkedIn, and Twitter. This is to help you prioritize and save you time. There are hundreds of social media services out there, and dozens of social networks, so it’s easy to dilute your resources and drive yourself insane trying to cover them all. These three platforms are not only the clear leaders in the United States, but they also have a global presence. They’re what you should be spending your limited time, attention, and capital on as you get started because they’re miles ahead of their nearest competitors. Building your social media marketing plan around them will give you the most bang for your buck. What’s more, these three platforms are trendsetters; the core skills you develop and basic strategies you employ working with them should set you up well to work with just about anyone else out there when you decide it’s time to expand your efforts.

Lots of people make the mistake of using social media channels to send salesy messages. This inevitably backfires. This book explores the type and style of content that is more likely to be welcomed by members of social media communities. It’s all too easy to turn these people off with purely promotional or spammy content. Zig when you should have zagged here, and you run the risk of damaging your credibility and your brand. The guidelines you will find here will steer you toward the type of content that will actually make you a valuable member of whatever community you’re trying to market to.

Networking to Win also considers the potential marketing advantages of the social media two-way street. More and more organizations are discovering the value of the content created by other members of the community. This book explores the unique opportunity social media provide to interact with customers and potential customers, to hear what they really care about and what interests them.

You’ll find some essential social media marketing concepts in this book—things like reputation and influence will be defined and explored—alongside the traditional concepts of push and pull marketing. But the emphasis here is on providing concrete steps for winning sales, building brand awareness, developing and nurturing relationships, and generally leveling the playing field for small businesses.

Although the social media covered in this book are relatively young, they’ve spawned an enormous ecosystem of third-party tools. Networking to Win looks at the latest generation of tools designed to help social media users manage their interactions with disparate services and track their impact. Many of these tools have proven themselves in the marketplace and already become industry standards; some are nascent offerings with not-to-be-overlooked potential. The final chapter throws a spotlight on the tools and techniques now emerging that measure the effectiveness of your social media marketing efforts.

Social media marketing is quickly evolving into a discipline and a methodology for developing a reputation and a brand, both for individuals and organizations. Do this right, and you’ll find yourself with truly unprecedented access to potential customers, employers, and like-minded people. Do it wrong, and you could alienate millions, instantly, in real time.

Keep reading, pace yourself, do a little bit each day, and you’ll stay on the right track.

	
Chapter 1

The Social Media Landscape

Social media is an umbrella term that covers a group of web-based software applications, the content generated by users of those applications, and the services that make both accessible to just about anyone with a web browser.

Social media differ from mass media (TV, radio, newspapers, etc.) in two important ways. First, the content is generated by users. You write the blog. You make and upload the video. You recommend the restaurant. Second, it’s interactive. People don’t just read your blog posting, your tweet, or your review; they comment on it. That interaction is, in fact, the essence of the form. And all of this can happen instantly, in real time, with no waiting for a letter to the editor to be published in the paper, no languishing on hold until you’re connected to the radio talk show host, no waiting to hear back from the editor at a publishing company.

You could say that social media introduced something that we’ve businesses have never had before: a media delivery system that reaches a (potentially) large audience and functions in two directions. Media is now a two-way street.


Types of Social Media

Identifying categories of social media is a tricky business because things change so quickly. The changes you’re likely to see in the future will almost certainly involve the integration of the capabilities of different media types. For example, both Facebook and Twitter now offer location-sharing features. But for now at least, the following list should provide a useful roadmap.




Messaging and Communication

This category includes blogging services, video blogging tools, podcasting, and microblogging.



Blogs (short for “weblog”) are shared online journals that are written by individuals, published on the web, and available to anyone to read and comment on. They contain the blogger’s thoughts, observations, recommendations, reflections, opinions, and feelings on whatever he or she wants to write about. And they’re displayed in reverse chronological order, with the most recent posting at the top. Blogger and WordPress are two popular blogging platforms.

A microblog is a newer species of blog. The main difference is that it’s shorter than a blog. Twitter, whose 140-word messages are now flooding the blogosphere, is the best known, and that’s the service that gets the spotlight in this book, but it’s not the only one. Tumblr, Plurk, Squeelr, Beeing, Jaiku, and Indenti.ca are other examples.

Originally, blogging consisted exclusively of text-based messages posted to the Internet. Today, a blog can offer readers a multimedia experience with photos, audio clips, and video elements. Some people even consider podcasting, which is essentially a short radio broadcast in the form of digital audio distributed over the Internet, as a type of blogging. The video blog, or “vlog,” is a blog in the form of a video file.


Communities and Social Groups

This category includes the social, business, and special-interest networking services.



The Academy Award–winning movie The Social Network may have helped place the term “social network” in the American lexicon, but the phrase was on its way there anyway. One big reason is the heading-for-a-billion-users success of Facebook. Finding a home untouched by this social media platform is a statistical rarity in the United States.

It’s worth examining precisely what the phrase “social network” means. A social network is a computer-mediated community. The web is the medium in which these communities live, and members interact through devices connected to the Internet, including desktop computers, laptops, smartphones, and tablet PCs.

The key word here is “community.” Like any community, social networks post codes of conduct that include basic courtesies that members in other civilized social environments enjoy. And because these communities are hosted on the web by a service provider, it’s a lot easier to enforce those codes. Bad actors, when they are discovered, can be banned from the website. Along with these conventions meant to keep members from stepping on each other’s digital toes, social networks add boundaries that are unique to the online world. For example, most prohibit the posting of copyrighted material.

When you think of social networks, you may think of the big one—you know, the one that inspired the movie that showed up on many theater marquees simply as Facebook—but it’s worth remembering that there are plenty of other online social networks out there, including MySpace, BlackPlanet, and Google +, to name just a few. (Google +, in particular, is likely to claim a position of dominance within this space; as of the release date of this book, it had only recently launched.)


The Big Three

That’s the social media landscape as of this writing. It’s a rich environment ripe with marketing opportunities. But as you begin promoting your company, your cause, your products, or yourself through social media, you’ll be less overwhelmed if you start with a strategy that focuses on three social media platforms: Facebook, Twitter, and LinkedIn. Here’s why:




Facebook

Facebook is the world’s most popular social networking service. Its membership passed 650 million recently, and industry watchers are expecting membership to exceed the once-unimaginable 1 billion mark in late 2011. With numbers like that, it’s no exaggeration to say that Facebook is the most popular social media site, period. And keep in mind that half of the people in that massive user base visit the site every single day.



It’s no wonder Facebook pages generally rank high in search engine results. Nor is it surprising that Facebook is evolving into a kind of standard for social networks. In the past few years, other social media sites have begun to mirror the design of the Facebook main page.

Companies use Facebook to network with current customers and begin conversations with new ones. Facebook is now becoming the most popular online marketing platform. As of this writing, the company’s ad revenues are passing $1.2 million annually.

The web watchers at Alexa (www.alexa.com) rank Facebook number two overall in terms of online traffic in the United States. (Google comes in at number one.)

If all these numbers weren’t enough to make Facebook the go-to network for social media marketing, there’s the integration factor. Facebook is connected to a wide range of third-party websites, applications, mobile devices, and gaming systems. The Facebook Connect feature allows members to log on to these other sites and systems using their profiles and to post information from and to their Facebook accounts.

As of March 2010, fully a third of all Facebook users were fans of at least one brand, and nearly half had joined fan pages to let their friends know which brands and products they endorse.


Facebook Is Marketer Friendly

Facebook provides a wealth of tools for marketing on the site, ranging from tools for offering free samples to tools for building e-commerce sites into Facebook pages to tools for surveying that allow companies to engage customers in company decisions on issues such as product changes, labeling, flavor offerings, and so on. You’ll learn more about Facebook’s ever-changing suite of marketing tools in Chapter 4; a summary of them is constantly updated at www.facebook.com/marketing.




Twitter

Twitter is the world’s most popular microblogging service. It currently claims 200 million registered members. Last spring, the service published its 10 billionth tweet. The 140-character text messages are now flowing at the rate of about 600 per second, perhaps even faster by the time you read this.



The Twitter stream is integrated into other social media services. LinkedIn, for example, posts the latest tweets of its members. Alexa’s web trendspotters rank Twitter fourth in terms of traffic to websites in the United States and ninth globally.

Twitter has become an extremely hot marketing medium. The microblogging service has attracted some big-name advertisers, including American Express, Coca-Cola, Nissan, Hewlett-Packard, and Starbucks. Twitter is expected to triple its advertising revenue to $150 million in 2011, and industry watchers at eMarketer think that it might reach $250 million in 2012.


One Tweet Fits All

It’s not just the big companies who are twittering for dollars. Speaking at the 2009 Technology, Entertainment, Design (TED) Conference, former Twitter CEO Evan Williams showed his audience photos of a block-long line of customers queuing up at LA’s popular Kogi Korean BBQ taco truck. A constant Twitter feed keeps Kogi’s customers informed about where and when it will stop next.




LinkedIn

LinkedIn is the world’s largest business-oriented social network, with more than 60 million registered users around the world. It’s most popular in the United States (from which it draws about half its membership), but it has millions of users in Europe and India. The site is all about professional contacts. Member profiles include job histories and recommendations from employers and colleagues. Users grow their contact lists by harvesting, with permission, from their contacts’ contact lists. (This means each member has to agree to join a new person’s list.) According to LinkedIn, its average member is a college-educated forty-three-year-old making upwards of $100,000 a year



This is strictly a business-oriented social networking service that was created specifically for professional networking. Members build profiles that are essentially professional biographies they use to throw a spotlight on their expertise, their credentials, their accomplishments, and their brands.

LinkedIn is the network you join to find a sales lead, connect with business partners, and nurture your relationships with professional colleagues, customers, clients, and enterprise associates. One of the great strengths of the LinkedIn network is its focus on professional connections. All of its networking features are geared to that purpose.

LinkedIn users spend time on the site in order to present a professional face to the world. It gives them a kind of control console for the professional information that is published about them.

Networking and business are all but inseparable concepts, and LinkedIn allows you to expand your professional network internationally. Business owners, account managers, salespeople, and professionals use the network to get referrals, find customers, and interact with colleagues. This is also a network where members can pick up market trends through discussions in groups of customers and/or peers.

The site is packed with features to support business networking activities and develop a personal brand.


What about Everybody Else?

It’s important to repeat that this book’s focus on the Big Three previously identified is not meant to suggest that you won’t ever use or shouldn’t learn about other social media platforms. This book is designed to get you up and running and keep you from losing your way in what can be, and all too often is, a fatally confusing maze of unprioritized marketing initiatives. If you start with these three essential sites, you can be certain you’re doing the right thing and also, over time, gaining the experience you need to tackle other platforms.
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