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INTRODUCTION

his book is a comprehensive guide to
an important topic that is impacting your business, your customers, your
coworkers, and everyone connected to them. That topic is social media, also
referred to as Web 2.0 at times. We hope you can use this book to accomplish
three of the most important goals in business:

1. Increase your revenues.
2. Tmprove your profitability.

3. Ensure that you remain relevant, competitive, and alive in your
industry.

If you own, manage, work for, or invest in a business of any kind—this
book is for you. If you collaborate with coworkers to solve problems or create
systems, services, or products that make your organization more com-
petitive or more valuable to shareholders—this book is for you. If getting
more customers or selling more to current customers is important to your
business—this book is for you.

Using the systematic approach presented in this book you can learn
how to:

e Increase your company and brand value by engaging people in new
forms of communication, collaboration, education, and entertainment.

» Determine which social media tactics you should be using with your
customers and employees.

» Evaluate and categorize the tools and applications that constitute the
rapidly evolving Social Media Ecosystem.

» Make social media tools like Facebook, MySpace, YouTube, Twitter, blog-
ging, podcasting, and hundreds of others a part of your business strategy.

e Do a social media SWOT analysis inside your company to improve
internal operations and outside your company to create and monetize
relationships with customers and prospects.

theSocialMediaBible.com
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o Implement social media micro and macro strategies to give your
business the competitive edge it needs to survive and thrive.

Experts and Authorities

Anyone claiming to be an authority on everything in the Social Media Ecosystem
should be placed under a doctor’s care. We can’t imagine how anyone could be
an absolute authority on “everything social media” given how fast new players
and applications are appearing. However, we have assembled a group of people
with special expertise and insights on particular aspects of social media. (A list
of our experts, along with their brief bios, appears in the Biographies of Our
Experts section in the back of this book.) In several chapters in this book you'll
find Expert Insights in which our experts offer their perspective on the topic at
hand. These selections have been edited and abridged from more extensive
interviews that you can listen to in their entirety on this book’s web site.

As authors, we think we’re good at identifying what kinds of things you
need to know about social media in order to make it work for you. In essence,
we're facilitators who have a lot in common with our readers. Like you, we have
people to manage, products to launch, payrolls to meet, and customers to wow.

When we began assembling this book, we asked ourselves what would
make this book truly indispensable? The answer seemed clear. We needed to
ensure that every chapter began with a compelling story or the best “What’s In It
for Me?” (WITFM) we could summon. We decided we wouldn’t include the
chapter if we couldn’t begin with a strong story or a compelling WIITFM. You're
busy. Your time is valuable. You shouldn’t have to wonder “What’s in it for me?”

We are always looking for experts and authorities to contribute to the
next revision of The Social Media Bible, new projects, and the web site, www
.theSocialMediaBible.com. We invite you to go on the web site and apply to
become a contributor.

The Audience for This Book

The audience for this book is fairly broad. You may be in sales, marketing,
operations management, or human resources. You may be an entrepreneur
or small business owner. Perhaps you're a senior executive at a major
company (the C Suite). You could be an educator or in educational admin-
istration. (Social media, by the way, is changing the way we deliver and
consume education, and this book can help you develop meaningful strate-
gies for your institution.) You may be an investor or someone who researches
particular companies or industries. It’s entirely possible that you fall into
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more than one of these categories. We call these categories audience per-
sonas, and we've tried hard to make sure that the book keeps these personas
in mind as we focus on those three crucial business goals.

Increasing Your Revenues via Social Media

The primary goal of any business is to make money. This generally means
selling more goods or services to a growing customer base. Selling, advertis-
ing, and promoting what your business does is crucial to your success, and
you'll find hundreds of helpful hints, tactical tidbits, and expert advice in
these areas. Making money also depends on creating innovative products or
offering compelling services that solve new problems or old problems in a
new way. Developing, positioning, and perfecting products and services
requires something different from sales and advertising; it requires good
marketing. Too often people confuse marketing with advertising and sales.
There’s more to it than that.

Your Customer as a Collaborator—A New Way of Thinking

One of our heroes is Dr. Robert Lusch at the University of Arizona. Since the
late 1990s, Dr. Lusch has advocated a new way of thinking in which you view
your customers as “co-producers” of your products and services. Actually,
Lusch doesn’t say products and services as much as he says “offering.” Your
offering is the combination of product and service that constitutes the
complete customer experience. By converting your customers (and potential
customers) into collaborators, you are creating the optimal environment to
increase your profits. Social media enables this new way of thinking.

Improving Profitability via Social Media

Compared to making money, saving money may not seem like fun. Saving
money, however, is what successful businesses do when they employ strate-
gies to maximize their profitability. If your business can implement ways to
reduce your operating costs, you'll be able to keep more of every dollar that
comes in the door.

Can social media help you save money? Absolutely yes! At one of our
companies, we instituted a company wiki to help geographically dispersed
teams share insights and best practices. The wiki has become a training tool
for new employees and contractors, but it also has functioned as a virtual
water cooler where people meet and share ideas. Has it saved the company
money? You bet! We were able to take on more clients with fewer human
resources; our initial training time has decreased by 50 percent; and our
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employees feel a collaborative spirit that has positively impacted moral. It’s
great to see talented people collaborate to identify and solve problems that,
when left unsolved, cost time and money. Social media is impacting all of
these functional groups and more within an organization.

Remaining Relevant, Competitive, and Alive

Social media is a relatively new phrase in our business vocabulary. Tt's
probably at the same point in its evolution from jargon term to everyday
word as the term e-commerce was in the mid-1990s.

Many of the world’s best business schools changed their curriculum and
even their school names to reflect the impact they thought e-commerce was
having on the world of business. There was a scramble to understand how to
harness the power of e-commerce. You could hear the heartbeats of entre-
preneurs as they ran toward this new frontier. There was discernable fear
among the established brick-and-mortar folks. There were sages and cynics.
It was an exciting time to be sure. What did all of these people have in
common? They wanted to make sure that their organizations remained
relevant and competitive in a world where the rules were changing.

So here we are with social media, and the same thing is happening.
There’s a scramble to understand. But social media encompasses a much
broader range of players, activities, and rules than e-commerce ever did.
Arguably, e-commerce is a component of social media. In a 2008 survey
conducted by Content Connections, 67 percent of the 664 people surveyed
did not feel as though they could offer an exact and meaningful definition of
social media. Yet, 99 percent of them felt that social media was going to
impact their lives and the way we all do business.

It doesn’t require an MBA or years of business experience to conclude
that when people can’t define something, but overwhelmingly believe it will
impact their lives and the business environment around them, perspective
becomes crucial to success.

So how do we aim to offer you perspective? By organizing this book and its
companion web site in a way that will help you digest the basic facts, terminol-
ogy, history, and applications of social media and then help you develop and
implement a social media strategy that is customized for your organization.

The Organization of This Book

We hope you'll read all of this book, but the way you read it will depend on
what you're looking for and how quickly you need to find it. The book is part
reference work, part how-to manual, and part business strategy book. You can
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