








That dynamic is explained by Tara Hunt
in her book The Whuffie Factor. “Whuffie”
—aterm lifted from a 2003 Cory Doctorow
book - in short represents social capital.
Companies that have it and cultivate it
through social media thrive, Hunt explains.
Those who don’t, even if theyre being
authentic to themselves, tend to flounder.

“Their whole goal,” Hunt says about
the successful companies, “was to create
relationships and trust and help others
and contribute back to the community and
do all that sort of stuff.” As a result, busi-
nesses as a whole continue to do poorly and
miss opportunities with social networking,
even when they’re compelled to join. Adds
Hunt: “They’ve embraced the tools with-
out embracing the philosophy behind the
tools.”

ONLINE MARKETING

More Time Online

62%.......
590/0 of distributors

have Facebook accounts.
Source: ASI Social Network Study, August 2009

For full report, go to CounselorMag.com.

Change Who You Are

Learning that philosophy — and the correct
way of doing things — can be accomplished.
But not in an instant. Building communi-
ties through social networking takes time,
and Lehew suggests it is best to learn as you

go. “The thing I try to tell people is jump
in, dive in, do it now, and do it poorly until
you learn to do it well,” he says.

Graham agrees, but with the caveat of
going slowly so as not to break the unwrit-
ten rules of each medium. “Get on it. Just
try it,” he says. “You can stand on the side-
lines at the beginning. Just check it out,
and hear and learn and read what other
people are doing.”

Even if it doesn’t lead immediately to
direct sales, social media offers other pay-
offs, such as establishing contacts within
the industry and reinforcing your brand to
potential clients. Moreover, as Yokoyama
points out, it’s important in general not
to get behind the curve. “A lot of times
it makes sense to make a modest invest-
ment even before you understand what the

Social Network Close-Up

Facebook

Number Of Users: Over 150 million

What It Is: The number one social media network in the
world, Facebook lets users create profiles, post status
updates and pictures, connect with friends, send messages
— and a lot more.

How Best To Use It:

@ Avoid the spam. Think of your Facebook network
like an e-mail or newsletter list. But don't use it to bombard
your friends with pricing specials and sales pitches. “There
just seems to be a high level of spam. There’s just a lot of
turnoffs in Facebook," says Jason Alba, creator of the DVD
“LinkedIn for Job Seekers."

© Get to know your prospects. All the personal infor-
mation people put on their profiles offers you an insight into
their lives. “Facebook can give you a snapshot into a pros-
pect, and you can look at their profile;’ says Eric Marasco,
owner of Proforma Distinctive Marketing (asi/300094).

‘And something that might take 16 cups of coffee and
numerous lunches to get to know about them, you can get
to know in two minutes"”

© Getting by casually. Many people view LinkedIn
and Facebook as the professional and personal sides of
social networking — which means you can do things slightly
more casually on Facebook and get away with it.

@ People buy from their friends. ‘| get most of my
value from Facebook on my individual profile, because that's
where | have the most number of friends," says Rightsleeve
(asi/308922) President Mark Graham. People will buy from
people they know and like, and Facebook (as well as Twit-
ter) is a powerful way to achieve that. “Even though | have
a personal network on Facebook, these people can and will
buy from me at some point says Bobby Lehew of Robyn
Promotions (asi/309656).
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Social Network Close-Up

You'Tube

Number Of Users: 120 million U.S.
Internet users a month

What It Is: The world’s leading portal
of online video, which allows users to
upload and view pretty much anything,
is now the fourth most-visited site on
the Internet.

How Best To Use It:

) Show your company. Online
video is a great way to provide a peek
into your company dynamics or con-
nect directly to audiences. “YouTube is
used to show off our culture. We also
use it to let viewers see that we are
thought leaders via our educational
videos, for example," says BrandFuel
(asi/145025) President Danny Rosin.

© I’s not an advertisement.
Michael Miller, author of YouTube for
Business, says online videos have to
be one of three things: entertaining,
informative or educational. “But in
the course of that, you can push your
brand, he says. ‘It could be as simple
as standing in front of a backdrop
with your company’s name on it

© Don’t spend a lot of money.
Online videos are supposed to have
a do-it-yourself aspect to it. Even the
cheapest videos can go viral.

@ Actually, you can spend a
little and have fun. A video from
Rightsleeve (asi/308922) called
“Trunkslammers,” which cost only
$3,000 to produce, playfully tweaks
stereotypes of distributor salespeople
— and casts Rightsleeve in a more
creative light. “We really wanted to
work at being able to create a signifi-
cant brand identity for us; says Presi-
dent Mark Graham.

“Social media marketing can be
the exact opposite of a financial
extravagance if used on a basic level”’

DANNY ROSIN, BRANDFUEL (AS1/145025)

return is going to be,” he says.

Social networking is empowering to
the little guy. One person alone can gener-
ate thousands of followers on Twitter, for
example. “It has really leveled the playing
field, in a sense, for a lot of companies,”
says Alba. “They don’t have to have a bunch
of people and a marketing team and a huge
budget.”

And more importantly, they can do it
without great expense — an investment of
time perhaps, but very little investment of
money. “Social media marketing can be the
exact opposite of a financial extravagance
if used on a basic level,” says Danny Rosin,
president of BrandFuel (asi/145025). “Face-
book, YouTube, Digg and LinkedIn are all
pretty much free. There is little required
from our own Web servers and infrastruc-
ture. Most allow for cross-platform mar-
keting and offer substantial reach.”

But cheap doesn’t necessarily mean
easy. Yes, there are programs like Tweet-
Deck and Pingfm that can coordinate your
updates across multiple platforms, organize
your contacts and minimize the extensive
amount of time that you could potentially
put into everything. Yet social media may
require something else: a radical change in
the way distributors do business. “There’s
a lot of baggage in this business,” Graham
says, “that has led us to this particular place
of being fairly closed and secretive. From a
Web perspective, with a lot of these prin-
ciples of openness and sharing in social
media, I think a lot of traditional distribu-

tors are suspicious of all that stuff.”

‘What that means is completely embrac-
ing social media and its transforming val-
ues. Opening a two-way dialogue with
customers means receiving feedback that
can’t be ignored. It means doing more
than putting on a front — using Twitter or
Facebook to provide top-notch customer
service, for example, but not offering the
same degree of customer care elsewhere in
your company. “I have a feeling we’ve been
putting the cart before the horse in a lot of
ways,” says Hunt, “and creating the percep-
tion that companies cared when the core
of them hasn’t changed.”

Ultimately, distributors will have to rely
on social networking as another tool in
their arsenal — a requirement of business,
yes, but not a total replacement of the
other methods of reaching clients and con-
tacts. “You can’t lose track of that. There’s
nothing better than going into your client’s
office and sitting face-to-face with them,”
says Marasco.

But if there’s anyone who will truly get
social media, it should be ad specialty dis-
tributors. After all, they share the same vision
with social networking. “I would think that
promotional products companies, they
would understand this stuff because it’s kind
of what ‘swag’ is about,” says Hunt. “It’s not
about increasing direct sales. It’s really about
these intangible touch points with custom-
ers. They’re similar in that way of creating
relationships.” O

C.J Mittica is a staff writer for Counselor.
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