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Harnessing the Power of Social Media 
 
Social Networking Transforming Interaction 
 

How much time in a normal day do you spend on the Internet? Do you log in to see how the stock 
markets are affecting your investment portfolio? Perhaps you engage in your bank’s online bill pay 
options. You might even have time for a little shopping. But if you said you visited Facebook or an-
other social networking site, you would be in good company with the rest of America where mil-
lions have signed on to such online social outlets. 
 
In an increasingly Internet-centric age, we can handle most aspects of our life while facing a com-
puter screen, but as a society we still need the element of human interaction. This has given rise to 
the sudden popularity of social networking via online communities. According to an IDC report, 
social networking is projected to grow by 815% in 2009. This medium is the perfect mix of technol-
ogy and human touch and has become the method of choice for the general population and busi-
nesses alike to keep in touch, share media or grow economic opportunities. 
 
Finding the Perfect Fit 
 
With well over 200 social networking sites on the Internet today, choosing your perfect venue can 
be a daunting task. The key is to completely understand who you are and what you want from the 
experience while considering the operating premise and features of each particular social network-
ing site. Don’t blindly choose an online community or all your work and effort to make quality con-
nections could be for naught. Instead, devise a strategy for engaging the right social networks by 
defining your goals and researching the advantages provided by each community. Consider audi-
ence, applications, content and popularity in order to select a complementary match that maxi-
mizes your experience. 
 
To achieve balance, it is a good idea to include at least one major social outlet and one industry 

niche site in your mix. While the major sites will draw a substantial amount of traffic, the niche 

community will most certainly draw a more highly-focused crowd. Since marketing to online social 

networks has viral tendencies, it’s beneficial to pay attention to user demographics, availability of 

site users and their connections to other social media communities, and the prevailing viewpoints 

of each forum when making a final decision. 

Filling the Lead Pipeline 
 
The day of the door-to-door salesman is over and the hard-sell tactics of yesterday no longer apply. 

Likewise, businesses can no longer push a closely-orchestrated message of their expertise and abili-

ties – now they must open up a two-way conversation and respond to questions and comments 

coming directly from their existing and potential customer base.  

Social Media is 
expected to grow 
815% in 2009! 
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Refusing to open the dialogue is virtual suicide, but using such online conversation in conjunction 

with traditional media to drive traffic and create buzz around available online resources is ideal. Use 

these avenues to increase visibility of your brand and load the pipeline with valuable leads for new 

business. 

There are a number of ways to make your Internet presence known, including blogs, residual links, 
social networking communities, industry forums, media sharing sites such as You Tube and the list 
goes on. A few of the most commonly used social sites for business networking are: 
 
 LinkedIn – A professional forum for the exchange of ideas, information and opportunities,   
        LinkedIn seeks to “Re-connect” you with past and present colleagues and classmates; “Power     
        Your Career” by offering job search and resume uploads; and “Get Answers” via a network of   
        industry experts. LinkedIn Answers allows the identity of questioners and answerers to be  
        posted, offering valuable exposure, and LinkedIn Groups allows businesses and industry leaders  
        to collaborate and discuss issues. 
 

 Plaxo – An online address book and social network, Plaxo keeps acquaintances in touch through  
        automatic updates of contact information so you never lose track of a valuable resource. 
 
 Facebook – That’s right, Facebook. With 90% of college students on board with this site and the   
        “Over 30” demographic experiencing tremendous growth, Facebook has a wealth of potential  
        for marketing efforts. It’s also heavily traveled, receiving 40 billion page views per month in its  
        highest growth period in Fall 2007. The community’s business forum offers various components  
        designed to provide maximum exposure and efficiency to members. Facebook Insights allows  
        you to collect statistics and demographic data to find out who’s engaging your profile. Face 
        book Polls targets your desired audience to obtain real-time results to your most important  
        questions. Facebook Pages gives businesses a personal and interactive community space. Face 
        book Ads leverage the community’s power into creating highly-targeted advertisements. Face 
        book Platform allows for page enhancement through the creation and addition of specialized  
        applications. 
 
Your online presence should convey: 
 

 Credibility – Position yourself as the resource of expert advice in your industry. Build up your     
        presence in the online community through a variety of outlets and become a recognized con- 
        tributor. Don’t be afraid to reference your credentials or specific experience in certain arenas. 
 

 Value – Provide value to customers who visit your site. Offer free takeaway items such as infor- 
        mational articles, tips, etc. or provide free services such as calculators, quizzes, etc. Forge  
        meaningful relationships with your audience and give them a reason to come back to your site  
        and invest in your product and services. Target communications to a specific demographic to  
        convey your commitment to a mutually beneficial relationship. 
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 Accountability – Take responsibility for operating your site in a customer-centric fashion. Really 
listen to the feedback from current and potential customers and put forth effort into an accu-
rate and thoughtful response. Let your customer know that they are the heart of your organiza-
tion. 

 
Creating a strong Internet presence that exemplifies these characteristics is essentially the way to 
be recognized as a trusted source of information and expertise, and as potential customers visit 
your site, you have the opportunity to gather their information and initiate further contact in the 
pursuit of new business. 
 
Understanding the Impact of Customer Voice 
 
In days gone by, if a customer had either a positive or negative experience with a business or prod-
uct, anyone outside of their immediate circle would most likely never know the circumstances. In 
fact, even customer concerns would truly have to reach epic proportions to ever be picked up by 
the news media. The Internet has changed all this. In a world where news spreads fast and one 
small whimper can quickly become a public outcry, there’s a whole new meaning to “word of 
mouth.” 
 
Today, a customer’s voice is only as small as they want it to be as Internet resources make it possi-
ble to stand up and voice opinions and beliefs loud and proud. Our economy is driven by the con-
sumer and businesses must listen and heed the words of their clientele in order to survive and 
thrive. 
 
What makes the customer’s voice so loud in driving (or possibly destroying) business? 
 

 Viral Thought – According to a Nielsen Global Survey, 66% of participants consider blogs and           
        other customer-generated content as reliable sources, and 78% say they trust personal recom- 
        mendations. What does this mean for business? Personal accounts mean more than all positive  
        PR on the net. Explore online media and know what’s being said about you and your company  
        and plan your approach accordingly. One opinion can quickly become the popular opinion. 
 

 Renewed Customer Focus – An example: when an unsatisfied Dell customer wanted to make a  
        statement, he created a blog lamenting the lack of care and concern he received when voicing a  
        complaint to their customer service department. The blog received so much attention it raised  
        to the top rankings in a Google search. Consequently, it continued to spread like wildfire. Dell  
        used this feedback to take action, launching its own customer site directed toward open, im 
        proved and interactive communication with the customer base and made significant strides in  
        improving its reputation. This is a terrific example of how exposure on a social-oriented site  
        proliferated into a renewed customer focus. 
 
 Operations Improvement – Customer feedback comes in a variety of forms – E-Mails, surveys,    

chats, blogs, and social websites – and this information can be leveraged to improve upon all 
facets of business, including marketing strategy, customer service, product development, sales 
and more. 
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Blogs, chats and surveys are excellent instruments to elicit customer interest and feedback. Main-
taining a personal blog allows you to provide value through industry-relevant postings while inviting 
feedback from interested readers. Likewise, posting on others’ blogs lends credibility. Monitoring 
the “buzz” in the blogosphere and chat rooms can give you the inside track on customer-driven sen-
timents about your company and other industry concerns. Surveys and web polls are a quick and 
easy way to get straightforward information from a targeted demographic. 
 
Measuring the Effectiveness of Social Networking 
 
Can you ever truly measure the impact of a relationship in quantitative terms? The industry is still 
struggling with this one. Currently there is no established industry-standard metrics for defining suc-
cess in a social media campaign. Perhaps this is because social media programs are not one-size-fits-
all but are customized to the needs of the individual business. This enigmatic concept, however, is 
on the minds of every business and industry leader in the world. What has now become one of the 
premier marketing tools is still difficult to define in terms of ROI. 
 
Marketing professionals have worked to identify several performance indicators to assist in gauging 
success. Some metrics provide a concrete measurement of traffic and sales while others focus on 
sentiment.  
 
Soft measurements include consideration of: 
 
 Customer satisfaction 
 Brand awareness 
 Customer posts and reviews 
 Loyalty 
 Reputation 
 
Concrete analytics include measuring online behavior, such as: 
 
 Site visits/views 
 Volume of customer reviews 
 Links 
 Number of Downloads 
 Number of Forwards 
 
Although its exact measurements aren’t clearly defined, the impact of social media marketing is ap-

parent. With a phenomenal growth rate of popular sites, a rapid dissemination of important infor-

mation and a formidable conduit for establishing industry relationships, social networking is a dy-

namic resource for creating and improving business opportunities. 
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TruePresence is changing the rules of the web. Now businesses just like yours 
can harness the power of the Internet to find, get, and keep customers. No 
more do-it-yourself solutions or vendors with limited resources. 
 
TruePresence lets you do it all: 
 
• FIND prospects actively searching for businesses like yours with search mar-
keting and online advertising 
 
• GET prospects to convert to paying customers with an up-to-date, effective 
website 
 
• KEEP customers coming back for more with proven, permission-based email 
marketing 
 
• TRACK effectiveness of customer interactions to generate revenue. 
 
Work directly with your local TruePresence office to develop the online mar-
keting strategy that makes sense for your business. Our national team of ex-
perts manages the fulfillment of each solution, complete with easy-to-use ana-
lytical tools and on-hand technical support, giving you a powerful online pres-
ence that can generate measurable results. 

Helping Business Find, Get, and Keeptm Customers Online 

 

For immediate contact, please call Edward MacMillan at 

(864) 275-1055 or email at emacmillan@truepresence.com. 


