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Introduction


“Good afternoon!”

It was the start of an exchange that would set off a chain of events and would shift our opinion of a billion-dollar establishment with one simple act. Let us explain. It's no secret we “enjoy” Las Vegas. After going there 15 times in the past four years, we consider ourselves unofficial tour guides and residents of Sin City.

A place that you definitely cannot miss on the strip is the Wynn—very fancy, very pretty, and very expensive. Because the place cost $2.7 billion to build, we assume selling 99-cent hot dogs isn't going to make that money back. We really didn't care about the Wynn—not in a negative way, it just wasn't on our radar. After getting comfortable staying at MGM Grand, the Venetian, and other places, we didn't really see a need to change, until that Saturday.

We had a meeting at the Wynn during the BlogWorld conference. We strolled in through the majestic doors. As soon as we walked in, we spotted a man (Wes) using a large carpet-cleaning machine. He wasn't in our way, so we really thought nothing of it, but he thought differently. He stopped what he was doing. He looked up and smiled. Not one of those “it's part of my job to smile” ones, but a genuine, warm, authentic smile. And then he said, “Good afternoon, and welcome to the Wynn, please enjoy your day,” all the while looking us right in the eye, like it was his mission to ensure that we knew he meant business.

His welcome changed our entire perception of the Wynn. Almost $3 billion went into making this mega-casino resort, and it was one guy who made us want to stay there. He made us want to tell the world about it—made us want to blog about it. The carpet-cleaning dude. We have passed hundreds of people cleaning in casinos in Vegas, but we've rarely been given eye contact, and not once felt welcomed. As a matter of fact, we have never, ever been greeted like that by anyone in Vegas. It is wonderful and sad at the same time. This gentleman, who made us feel welcome at his place of employment, was not only exceptional, but he was extremely rare.

Casinos (and probably most of you in business) all have the same stuff for the most part. All accountants offer accounting services, all coffee joints serve coffee, and all five-star resorts have fancy smells, spas, and pretty patterns. But only one resort has Wes.

Marketing is not a task.

Marketing is not a department.

Marketing is not a job.

Marketing happens every time you engage (or not) with your past, present, and potential customers. UnMarketing also takes it one step further—it is any time anyone talks about your company. Word of mouth is not a project or a viral marketing ploy. The mouths are already moving. You need to decide if you want to be a part of the conversation, which is why we call it UnMarketing—the ability to engage with your market. Whether you employ thousands or are a one-person show, you are always UnMarketing. It's what comes naturally, not being forced to do things that make you ill. 1 It's authentic, it's personal, and it's the way to build lifelong fans, relationships, and customers.

If you believe business is built on relationships, make building them your business.

That's the one line that you need to believe to UnMarket. If you don't believe that, return the book. Trash-talk us online.2 Tell us that cold-calling is a great tool if you know how to do it right. Just put the book down.

If you don't believe that your business is to build relationships, then tell us that the foundations of some of the greatest businesses in the world were built through cold-calling. What worked decades ago does not work as well today, if at all. Getting a 0.2 percent return on your direct mail piece isn't cutting it anymore. Placing an ad multiple times in a newspaper3 because “people have to see something seven times before acting” is a crock.4 You need to return this book if you say, “I don't have time to build relationships online!” and yet will drive 45 minutes to a networking event, stay three hours, and drive 45 minutes back home.

You need to read this book if you've had enough of the old-school ways of marketing and want to believe there is a better way. You are the person who wants to believe that if you are your authentic self, you have no competition. That even though you may have thousands of providers in your industry to compete with, you bring unique things to the table (which you do).

Let's focus on building relationships and still building a business instead of throwing aside those who don't want to buy (Buy or Good-bye) and build lifelong relationships and a profitable lifelong business, today. Being authentic has nothing to do with being cheesy or passive, and you don't have to sing “We Are the World” and hold hands. Being authentic means that you focus on what you bring to the table. That is what separates you from others in your industry. If you are your authentic self, then you have no competition. We know you have been told to act like other people, talk like other people, and market like all the people, but it is time for you to unlearn everything and start to UnMarket yourself.




Notes



1. *Cough* cold-calling *cough*

2. Scott's @UnMarketing, just FYI for a place to point your insults.

3. For those reading this in 2020, newspapers were things that used to be delivered door-to-door by kids initially, then by creepy dudes in vans at 4 a.m. They were pages of ads with a sprinkle of articles. We know, weird, eh?

4. We think that phrase was made up by an advertising sales rep. Brilliant.




1
Everything Has Changed and Nothing Is Different


Dear UnMarketers,

We bet you never even thought we could write one book, did you? And yet, here we sit four books later1 writing the second edition of UnMarketing. Back in 2009, when we put together the first version we never imagined where it would take us. Stages and college classrooms around the world, opportunities to travel and meet countless entrepreneurs and business people, both virtually and in person, who we've come to call friends and colleagues.

Everything has changed. In 2009, we could complete a social media conversation by looking at Facebook, Twitter, and LinkedIn. We called into tele-seminars, checked in on Foursquare, and seemed obsessed with everyone and every business being on social media. QR codes were found on stock boxes and inside toilet tanks, not websites, and we could write 40,000 words without the word app being one of them. Oreo had never dunked in the dark during the Super Bowl and no one had ever dumped an ice bucket on their head. At least not for charity, anyway. Our moms weren't on Facebook and our kids weren't on Snapchat.

Nothing is different. Today, great content has value and stealing someone else's is not only illegal, it's unethical. We share the things that move us. We trust honest reviews from people we know more than any ad. Our favorite videos are still those we can't help but share, like a woman who loves Star Wars like us and has a laugh that can't be missed. We still watch TV shows, read books, and listen to songs—no matter where we bought them—and we still struggle to understand the generations before us and after us, no matter what we call them. We love whatever is new, in social media and at the Apple Store.

Everything has changed and nothing is different.

There is never going to be a lack of tools and choices for your business online or off; that's why in the following chapters we've kept most of the original content of UnMarketing intact, while adding new content and commentary to reflect the rapidly changing landscape. You'll find these additions in text boxes throughout and notes to let you know when chapters are new or have been mostly rewritten. The principles have never changed. Create great products and services because without that, no amount of marketing will ever be able to help.

Scott and Alison

P.S. from Scott:

You may have noticed Alison Stratten is the coauthor of this edition of UnMarketing. In reality, without her the original version would never have been completed. With two weeks to go before submission, I had less than 40,000 words of the required 60,000—and a poor 40,000 at that. Alison took the garbled mess and made it into the best-selling book that's been read by tens of thousands and used in over 50 curriculums in universities and colleges around the world. She is the co-creator of Awesome at UnMarketing Inc., the cohost of our UnPodcast, my cohost in life, and now officially the coauthor of UnMarketing.





Note



1. Sure, one is a picture book. But still.




2
The Hierarchy of Buying


We surveyed more than a thousand business owners to ask, “Why do you buy?” See Figure 2.1 for the results.


[image: Figure depicting hierarchy of buying for a service-based business represented by a gray and black triangle divided into six tiers. A key to the color coding appears to the left of the triangle; the color gray is used to identify “Your Business” and the color black denotes “The Competition”. The left side of the triangle is labelled “Trust”; the right side is labelled “Relationships”, and the base of the triangle is labelled “Competition”. There are two small figures on either side of the triangle, shaking hands over the top tier, which is labelled “Current satisfied customer” and is almost entirely gray.   The second tier is labelled “Referral by a trusted source”, followed by  “Current relationship but have yet to purchase” and “Recognized expert in the field” on the third and fourth tiers, respectively;  these are all still primarily gray, with the percentage of black gradually increasing with each decending tier. The fifth and sixth tiers, labelled “Search through ads (i.e, yellow pages, Search Engine)” and “Cold-call” respectively, are both primarily black with the percentage of gray decreasing with each decending tier.]
Figure 2.1 Hierarchy of Buying: Service-Based Business


When the need arises, customers buy first from people they know, trust, and like. The higher on the pyramid you are with your market, the less competition you have. We take it from the top down:


	Current satisfied customer. Obviously, people are going to buy from you if they already do and are satisfied. The key term here is satisfied. Even though customers are current, this doesn't mean they are happy.

	Referral by a trusted source. The first thing we do when we need something we don't already have is to ask people we know and trust if they know of a provider, which is easy with sites like Facebook and Twitter. We can get a pile of recommendations in minutes. Are you on the tip of the tongue when someone asks for recommendations within your industry?

	Current relationship but have yet to purchase. Potential customers know you, trust you, but have yet to buy from you. And that's okay. The key here is that when they have the need for your product or service, you are in the front of their minds.

	Recognized expert in the field. You've built a platform and are consistently in front of potential customers with helpful advice and tips that relate to your industry. You want your market to say, “This guy/girl knows what he/she is talking about! I need to learn more about this person.” If done right, this leads them into “current relationship” status.

	Search through ads, random searches, and so forth. We get close to the bottom of the barrel here. Potential customers don't know anyone who provides the service, and have never met anyone, so they randomly search for a business that can help. You're not only at the mercy of a search engine here, but price now becomes a huge decider to the point that you almost become a commodity seller. You don't want to be here.

	Cold-call. Most of your market isn't sitting around saying, “You know, I need an accountant to help my growing business, so I'm just going to sit here until someone randomly phones me to offer me that service.” Cold-calling is time-intensive with horrible results. Companies encourage it because it has a “low cost” up front, but what's the cost of annoying 99 people in a row to potentially talk to someone who may hire you based on no trust and price alone? We're starting a movement to change the phrase from “cold-calling” to “telespam.” That will put a stop to the courses; no one is going to sell an e-book about “The Top 10 Ways to Better Telespam!”1



So the question is simple: Where on the pyramid are you focusing your marketing efforts? The lowest point with high competition and low margins? Or the middle, while aiming to get to the top?

The main reason people don't focus on the middle is because it takes time. There, we admitted it. Building trust takes time. Fostering relationships takes time. So if you're looking to make the quick buck, go ahead, slide into the greasy bottom level, and enjoy. Just take a shower afterward.






Targeted searches or even targeted ads today are now worlds away from traditional ads. Unlike in the pyramid in Figure 2.1, where they are pictured beside one another, today these two channels are entirely unique from one another.

The ability to very specifically target your ads through Google or on Facebook changes the entire game. You can use the immense amount of information these sites collect from all of us to change the way your ads are served. On the flip side, your customers or would-be market can find you the same way—through a specific, targeted search.

Today we have a blurring of levels on the hierarchy. You can retarget people who already view your company as a recognized expert in a field. You can upload your e-mail list to Facebook and it can be matched with Facebook profiles and serve ads just to them. And heaven forbid you search for cat litter boxes one day like we did, because you'll be looking at ads for them for the next six months.









Note



1. We just jinxed it. Someone is going to write this. We picture a guy with greasy hair who runs multiple free seminars in hotels about how to get rich quick in a time of recession. We go to those events just for the free muffins.



		
			
3
A Word on Experts


Let's think back to what we learned from the hierarchy of buying. To successfully UnMarket your business, your goal should be to get to the point where you are a recognized expert in your field. You can choose to be recognized for a certain discipline, whether it's time management or sales or marketing in general. You can also aim to be recognized as an expert in a specific industry. What you have to realize is that there is an important difference between somebody who is selling something and somebody who is an expert. This is one of the problems when you use advertising or direct mail for your marketing: If your potential customers do not have an immediate need for your product or service, then you are potentially turning them off and losing them for the future. When you position yourself as an expert with useful information for people, your marketplace will always have a need for that information. You have successfully pulled people into your funnel, you have their attention, and now you need to do something great for them.

Contrary to popular belief, we are not opposed to advertisements or direct mail. It is just that in general these methods are executed poorly. They are almost always doomed to fail, and companies put too much focus on them. Advertising or a listing in the Yellow Pages or (cough) even a cold-call can “work” if whoever is in contact with you at that very moment has that exact need. And therein lies the problem. You have to blast your message to tens, if not hundreds of thousands or even millions, of people in a spray pattern just to try to grab a few. When you position yourself as an expert in the field, your message is not only in front of people who want to see it, but they have asked to learn about it.

One of the mistakes we see new business owners make, especially in the service industry, is that they don't consider themselves experts. Countless times we've spoken to new clients who balk at the idea of being known as an expert. They tell us they're not ready for that yet. They are adamant that they need to do their work longer to call themselves an expert in their field.

Webster's dictionary defines an expert as “having, involving or displaying special skill or knowledge derived from training or experience.” You have to be an expert to run your own business. You're not going to be an accountant or a nutritionist or even a virtual assistant if you don't know something about your industry. Sure, you may not be the expert in the field, but you can certainly be an expert.

People who claim to be the top expert in a certain field often do it in a way that excludes everyone else. In declaring the top spot, these people claim they know the most and everything there is to know about a certain thing. Really, nobody can claim that. Most industries are ever-changing and evolving, as are marketing tools. Of course, customers are always changing, too, as are their needs. A self-proclaimed expert in social media, the one who says that he or she is the expert in social media, in a field that didn't exist a few years ago should best be avoided.

Pause when you consider hiring someone who calls themselves the expert. We understand because we also get uncomfortable sometimes with getting that title of an expert or guru in social media. Scott is one of the experts in relationship marketing and social media and is a great tool to use for that. But for him to claim that he is the expert would be doing a disservice to everybody who is involved in the field.

What is stopping you from calling yourself one of the experts in your field? Being an expert is not an official designation. You don't get a certificate in the mail, nor do you get a cookie. You are an expert when you say you are one. You know how Scott became an expert in relationship marketing or UnMarketing? He said he was one! This doesn't mean you can become an expert in something you know nothing about. An expert has experience or training in a certain field. Once you have that base set, if you don't have the confidence to call yourself an expert, then you really need to look at yourself. You have to ask, “Why would my customer try to hire me if I don't think I'm great at what I do?”

Once you've accepted the fact that becoming a recognized expert in your field is one of the things you need to do to launch your business off to a great start, we now focus on the term recognized. It doesn't do anybody any good to be an expert only in your own mind, although this does happen to many people all the time. You don't become an expert by just telling people you're an expert—people tell you and then they tell others. When you are great at what you do, other people will say it for you. So focus on positioning yourself with the knowledge you've obtained and set out to help other people with it unconditionally. Use what we lay out in this book to help put you on the right path to not only positioning yourself but also staying as a recognized expert in your field for a long, long time.


4
Trust Gap


Why do you buy the things you do? Turn the mirror on yourself for a minute and think about how you make choices about your own purchases.

Trust is one of the main drivers of that hierarchy. The higher the trust, the more likely it is that someone will do business with you. This is an important point in service-based businesses that many business owners fail to recognize. One of the biggest challenges is to get someone to try a service for the first time, so companies offer ways to get you to try it “without risk.” Unfortunately, we often equate this with giving something away for free—but this does not always address the issue of trust.

Before speaking at a professional organizers conference, we researched a bunch of their websites and noticed that many organizers were offering a “Free Consultation” of their potential customers' home organizational needs to get their foot in the door. By focusing only on price as a barrier to making the first purchase, they were missing something important. Of course, we do understand that price objection is a legitimate issue with many potential customers. However, there is also a tremendous trust gap. This is the amount of trust you have to earn before your potential customer will consider buying from you. The trust gap can be practically nonexistent, like buying a newspaper, but even then you have to trust that the content will be good. For many service-based businesses, the trust gap is much wider.

So coming back to the professional organizer example, allowing someone into our home requires a lot of trust, which is not established by simply making it free to try. Then on top of just letting you in, you want us to let you see how horribly unorganized we are? Tack on another huge gap. We'd say right about now, the gap is as big as the Grand Canyon. Focusing on price as the only gap between us is misguided. Taking price away as an issue is like stepping a foot closer when you're two miles away.

Instead of focusing on the cost, let's look for ways to decrease the gap. As potential clients, we really want to get to know and trust you before we have you in our home and give you access to our mess. If, however, we regularly read great tips on your blog and we get updates via an e-mail newsletter that we signed up for, then we will begin to get to know you.

This is also a great opportunity to look for products you can create that would require less trust and be more scalable.1 Why not reduce your customers' hesitations and come out with an e-book titled 30 Days to a Clutter-Free Home? Get out to network and meet other people in your industry or local market and let them know about your business. Local businesspeople can become clients and can recommend you to others, which is very valuable.

Just please, for us, don't put the “Free Consultation Offer!” on the back of your business card. It's like going out on a singles night and letting people know you have a “Free Make-Out Offer!”2 You are not going to this event with the goal of landing a client; you're there to build relationships. We are going to speak often in this book about the difference between your goals and your results. Your goal always needs to be engagement; business will result.

The same goes for a business where your market is made up of solopreneurs—companies that are a one-person show. If, for example, you are a virtual assistant3, most likely your website talks somewhere about “freeing up your time.” As entrepreneurs running a business, no one knows better than we do that we're overworked, and we know we need the help—that's why we're looking on your site. But for us to give away part of our business responsibility is like dropping your kid off at the first day of school. We're protective and territorial about it and won't just let a person who offers us “One Hour Free!” to step in and represent our business.

On the other side of that, if you are a solopreneur reading this book, remember that because all points of engagement between your company and your market are potentially UnMarketing opportunities, the people you hire have to be as good as you when they represent it.4

Other areas that have a huge trust gap:


	Accounting

	Anything to do with kids

	Wellness practitioners

	Life insurance

	Counseling

	Life coaching

	Lawyers

	Many, many more5



Your entire focus when you try to attract new clients in these areas is how you can build trust to reduce that gap. When was the last time a cold-call increased trust for you? We thought so.




Notes



1. Scalable is the ability to do something in a large amount. An hour of your time isn't scalable, but an e-book is.

2. Okay, that would be hilarious.

3. It's like having an administrative assistant, but they work from home. We've used them for years. And suggest you do, too.

4. “Represent” does not have to mean direct client contact. If the person you hire works on research, formatting, or e-mail filtering, it can still affect your brand.

5. This is the great bullet-point cop-out. When someone writes to us and says, “You forgot this one!” we can just reply, “Yeah, that's what we meant by many, many more!”
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ROD
Return on Donuts1


Beside a fortune-teller, in a strip mall in Vegas, we found the best donuts in town. Well, technically, Yelp found them. We simply bought 10 dozen and bribed our way to a 9 a.m., standing-room-only, live UnPodcast audience.

Create great content and the audience will come.

Create great content and feed everyone Ronald's Donuts, and a packed room of hungover marketers will come.

We got back from Vegas and into the studio, raving about Ronald's Donuts. We shared our Yelp story of how the donut shop with over 500 reviews and 4.5 stars caught our attention and our hearts. Just what we needed: another thing to miss about Vegas.

Fast-forward a few months later to another studio day. We were just getting ready to leave when Alison noticed a box sitting on our doorstep. A box of Ronald's Donuts, with a note attached from someone we'd never met—Petrus Engelbrecht, a real estate agent from Sotheby's.

Petrus had attended a talk Scott gave to real estate agents and decided he wanted to be our Realtor. The talk gave him all the tools he needed to get noticed, so he decided to do a little research. He listened to the podcast, heard about our love of Ronald's Donuts and decided to have a dozen flown in by a partner in their Las Vegas office. And then, he just left them on our doorstep.

Now, one of us would never eat random doorstep donuts (Alison) and one of us had eaten six before we got to the studio….

We weren't in the market for a house. We hadn't even mentioned looking for one online. Too often in business we focus only on those ready to buy. If someone isn't ready, with money in hand, we ignore them. It's buy or good-bye. But great marketing is about more than that. It's about staying in front of your target market, so when they're ready for your product or service they choose you.

And no one has demonstrated this better than Petrus.

Scott has lived in Oakville his entire life, surrounded by ads for Realtors. Their faces on benches, the backs of buses, flyers in newspapers, and on lawn signs. Now we're just spitballing here, but we'd say there are about 10,001 real estate agents in our town whose faces we've seen (and sat on from time to time), but when it came time to look at houses, there was only one we wanted to talk to. Not only had we never seen Petrus on a sign or business card, but he was new to the area, to the continent to be exact. And he was new to real estate.

Not only was Petrus' approach creative; he gave without asking. He didn't check in the day after dropping by our house to see if we wanted to buy a house now. He had an idea and took a chance, and it worked. A few months later, we bought our dream home and Petrus got his Return on Donuts.

Since then, Petrus and his family have become friends and we've referred him to many others. He is a great agent, which is actually the real point here. No amount of donuts in the world will help your business if you're not great. The donuts opened the door (literally) but it was his passion, intelligence, and skills that kept it open.

He took the whole thing up another notch when he brought over a gift for Scott during the holidays. Knowing Scott's passion for comic books and specifically Wolverine, and his hatred of QR codes, Petrus had a one-of-a-kind piece commissioned by local artist Mike Rooth, as you can see in the image provided.


[image: Figure depicting a cartoon sketch of the comic book character Wolverine slashing apart a QR code.  The word “Unlearn” is written on his right arm, which is raised and covers the lower half of his face. Above Wolverine is the QR code, now cut into four parts by his claws. The artist's signature appears in the bottom left corner.]




Note



1. This is a new chapter to the second edition of UnMarketing. If only we'd known Petrus back in 2009, we might have lived in a nicer house.
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Restaurant That Didn't Get It


When you open a new location-based business that relies on a specific geographic clientele, the biggest hurdle you have to overcome is getting people to come to your business the first time. New customer acquisition is where start-up businesses spend most of their marketing dollars. Why not get people to come by using the foundation of human nature—making people feel special?

A friend of Scott's who runs a graphic design firm brought him in to speak with one of her clients about marketing a new restaurant. She was designing the restaurant's menus and had been asked if she knew anyone who could come up with some unique ways to market the place. He was excited to work with a place that was open to doing things differently. Well, he was wrong about that.1 But we're getting ahead of ourselves.

They sat down together for an awesome lunch,2 and they told Scott about their vision for the restaurant. They were in a downtown location on the western outskirts of Toronto's core, which is an area with many restaurants. They knew it was going to be a battle to build a customer base.

They discussed a few different things and ideas that they had. They all agreed that their biggest challenge was going to be getting people in the door to try out the food for the first time. The owners had a lot of faith in the quality of their food and service and knew that if we could accomplish getting people to try out the restaurant that they would come back for more.

Perfect! Let's get ready to UnMarket!

Here was the proposal:

We need to get a buzz going about the place, but also make people feel exclusive. People love to be made to feel special. Two new condo towers just opened a block away from here, filled with potential customers. I will approach the property management company and let them know that we are going to set aside one night each for the buildings where the residents would have exclusive access to your restaurant.

So far, so good. The owners were smiling.

Here's the kicker. You won't charge them a cent.

Previous smiles were now gone.

You will have two sittings on each night, and people who are interested will have to reserve in advance. When they arrive, they are given your chef's choices of a variety of your best dishes. Not full meals, but enough collectively so they will be full and content. Since you can seat 40 people at a time, with two seatings a night, we will get more than 150 people in here on two weeknights, which wouldn't be busy anyway. These two nights are going to be a great success and get that word of mouth moving.

They just stared at him. Scott assumed it was because of the shock that set in due to the sheer brilliance they just witnessed. Nope. One replied: “No offense,3 but that is going to cost us a lot of money! This is a little far-fetched.” When he asked them how much it would cost in food, they mentioned maybe a few thousand dollars, which resulted in this exchange:


How much did you guys spend on that magazine ad this month?

About $5,000.

How many customers did it bring in?

We don't know.


It was his turn to stare blankly at them. They weren't biting, so he even offered to guarantee it would work and to withhold any consulting fee until they met an agreed-on attendance rate for those nights. The food cost and the fee would have been less than the amount they paid for that ad, plus the guarantee! No dice.

In the end, they decided not to go with the plan and are no longer in business.4 Sometimes you've got to think like a customer. Why would someone go to your place if they have never heard of it? Trying out your food and service is going to cost them money, and they have to take all the risk. This is amplified in a market where there are tons of competitors, and all kinds of choices that I already trust are available. The value of having a packed restaurant would also have affected people walking by, seeing a busy new place filled with people—that is the kind of restaurant they would have come back to try.






Businesses need to stop seeing events as an expense, but rather as an investment. People will pay for ads, but complain about attendees taking advantage of free events. Recently at a conference a woman approached Alison with a story about the cycling store she works at. She was incredibly frustrated because they had been holding free events for the community and not seeing a lot of in-store returns. “People come out to the free event and then go to Walmart to buy their bikes,” she told Alison, with a look of contempt on her face. We totally understand the frustration of “show-rooming” in brick and mortar locations, where customers use the store to learn about products and then go elsewhere for deals. However, in the case of an event, you need to measure your success in awareness—not in direct sales. The same store would have spent just as much on a local newspaper or radio ad, without the opportunity to fill their store with cycling enthusiasts. Events are an investment in the community, and with regard to the potential for future customers, they are not something you can necessarily expect an immediate return on.

If you have confidence in your establishment, your first priority is to get people through that door. They can't come back or tell others about you unless they show up in the first place.









Notes



1. Most business owners who say things like they want to “think outside the box” actually want to do the same things in their box, with better results. It takes courage to do something outside the norm. Most owners like the idea of courage, but few display it in business.

2. They gave him the lunch for free. We think we have to say this is now due to the new FTC, FCC, NAFTA, and Geneva Convention laws.

3. A surefire way to know you're about to be offended is when someone says this. Also true with “Nothing personal” and “Don't take this the wrong way.”

4. We're not that cocky to think they went out of business because they didn't use the idea. Just sayin'.




7
Cold-Calling







It's been seven years since we wrote this story and maybe it's us getting older or softer, but truthfully any marketing can work in a certain context. Fans of the UnPodcast1 might expect knocking on our door with a sales pitch to be a first-class ticket to public shaming, but every once in a while they'd be wrong. If your business is local, like a company paving one driveway on a street, then offering a deal to the neighbors could keep you in business all summer long. Lawn-care, snow-removal, painting, and other home maintenance businesses can successfully rely on this kind of door-to-door cold-calling. As a matter of fact, as we type we're waiting for beef samples from a local farm co-op who we learned about on our doorstep. So cold-calling can work! Just don't tell the investment advisor who rang our doorbell while Scott was in his robe one morning; he won't be coming back any time soon.

Nothing works and everything works. From cold-calls to direct mail and, yes, even spam. It all depends on who your audience is and what you're selling.






So you need to remove the trust gap and get people to try you. Now, how exactly are you going to do that? Good question. Almost 10 years ago, Scott was sitting in a friend's office talking about typical guy stuff,2 when his phone rang. He picked it up, listened for a few seconds, and began to berate the caller on the other end. Scott's favorite line was, “Don't you have anything better to do than to try to sell me your crap?” After he slammed down the phone, they agreed on how big a pain it was when people would cold-call them, interrupting their day. They finished their chat, and then he excused himself with the line, “I gotta go, Scott, I have to make my calls for the day.”

Scott just stared at him with one eyebrow up.

“Chris, you just raked that guy over the coals because he cold-called you, and now you're doing it yourself?”

“No, no, Scott, I'm calling these leads to introduce them to a product they need!”

Scott could already feel the migraine coming on.

And this is where the idea of UnMarketing all began. Scott had the realization that most companies are guilty of hypocritical marketing. Why do we market to people the way we hate to be marketed to? As business owners or employees, we make sure to hire gatekeepers who don't let pesky salespeople get through, and then we make quotas on how many calls our own representatives have to make.

According to the 2009 Economic Report of the President, 72 percent of Americans signed up for the National Do Not Call List. Two hundred twenty million3 people collectively said, “Stop it!” Yet companies try to get around these loopholes so they can still interrupt our day by trying to pitch their wares.

People still teach courses on how to cold-call better. That's like finding a better way to punch people in the face. People won't like it, but darn it, you can do it better! You hear phrases like “Every no leads you closer to the next yes!”4 We know people who become physically ill at the thought of making “their calls.” You don't have to do this. If you hate doing something, you will never do it well. In this book we talk about alternatives to cold-calling that are more effective and based on engaging with your market at every point of contact. There is nothing engaging about a cold-call.




Notes



1. www.unpodcast.com.

2. Nothing of any importance to the world.

3. We assume that the people who didn't sign up don't know that they can or are very, very lonely.

4. We literally had a physical reaction typing that line. Scott may vomit if he types it again. You've been warned.
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Aiming Your Company at the Bottom of the Barrel


Twenty-five years ago, we loved leafing through three big books: Encyclopedia Britannica, the Big Book of Amazing Facts, and the Yellow Pages. Maybe we wanted to read them because of our lack of friends in third grade, or for Scott, it may have been spurred by the avoidance of people commenting on his bulbous head, or perhaps it was just a general interest in things that drove the desire. Whatever the reason behind it, we could sit there for hours with those books.

Fast-forward to the present day. The encyclopedia has been replaced by Wikipedia, the big book is now called the Internet, and the Yellow Pages are called Google. Yet many businesses and phone directory sales reps continue to use these big hunks of paper and try to justify their use of them. We've had this debate with many people about businesses using tools like the Yellow Pages. Most people say it is a great doorstop, booster seat, or a thing to beat people with when they don't pay up on a gambling debt. But let's look at the case that most people say justifies using them: “They work in some markets. People still use them. Like old folks, shut-ins, and people who are still locked into AOL contracts.”

So, let's roll with that—people who still potentially use them. We have a few issues with this way of thinking.


	You are aiming at the bottom of the barrel (the hierarchy of buying). As you can see when you look at the hierarchy, even people who use the Yellow Pages on occasion will only go to them if they don't already have a service provider, they don't know anybody who could perform the service, they don't know anyone who knows anyone, and they have never even heard of anyone in the field. So no relationships, no word of mouth, nothing. And even if someone were at that point, you would still have to get that person to notice you.

	Paper spam. E-mail spam works on the premise that if you blast it out to a million people, a fraction of a fraction may be in the market for the product and a fraction of that may even click. Phone directories work on this same premise. Per year, 1.6 billion pounds of paper are used to produce the 500 million U.S. directories that go in the post. You may be in the market for one of the 2, 000 categories of businesses that are listed. It's paper spam at its finest! You didn't opt in, the majority of people don't use it, many do not even take it out of the plastic; instead, it ends up in landfills, might get recycled, or may be thrown at random phone company trucks that drop them off. Sadly, we don't see the books going opt-in, because like most things in the print industry, advertisers are charged based on bloated circulation numbers. And we estimate the number of people who would actually ask for it is 14, give or take 12.1

	Price/competition sensitivity. The lower down on the hierarchy of buying you are, the more you are up against bargain shoppers and competition. The thing that we've heard the most from former advertisers was that even when they got calls from their ad, it was usually people looking for the lowest price. This is because you have not built any clout or trust with the potential customers, and you instantly make yourself a commodity. Or even worse, people call who are trying to sell you something, because what better way to sell to somebody who advertises in the Yellow Pages than with a cold-call.2 It also becomes a competition of who can have the most “AAAAAAs” in their legal name just to rank as first in their section, or sales reps telling you that you need to buy a bigger ad than your competitor who is right beside you. It fascinates us that businesses pay good money to be listed next to all their local competition.

	Lack of updates. Because ads come out from a provider once a year, as soon as your ad is printed, it becomes stale. No testing on which ad converted to leads is better unless you plan on doing it on a year-to-year basis. That would mean to do a proper test using three different ads it would take you years to get any comparable data. It's like walking from Los Angeles to New York to see how your product is doing.

	A dying market, literally. Through our totally nonscientific opinion, we are going to guess that the amount of people who use a phone book to look for a service provider goes up with the age demographic. Even senior citizens are ditching them to go online, however. According to PEW Internet and American Life Project, 45 percent of senior citizens over the age of 70 are online, and even 20 percent of those over 76 are surfing the interweb tubes. The average life expectancy is around 80, so we're not sure for whom you are aiming. Those over 80? Go get ’em! Just make sure you buy the big ads with the large fonts.



We understand that there is still a lot of money to be made by businesses that aim for the bottom, when people have exhausted every other resource. But even those people are using Google at this point.




The Better Bottom of the Barrel

Considering that Google owns or controls the entire world, we should probably touch on them, but they may be listening, or may even already know what we are about to type.3 The comparison between the Yellow Pages and Google is so far off that we regret putting them together in the survey. The theory still holds true, which is that you only go searching for something if you don't know the answer already. If we already have a lawyer, we don't go and search Google for another one. But the tools that Google offers for advertisers from click-through tracking to conversion rates to keyword statistics have changed the world of advertising and cannot be compared to the Yellow Pages. So if you must do some kind of advertising, we suggest learning the ins and outs of Google AdWords.4 Facebook ads have also come on the scene. The same rules apply, with great targeting and demographics.5

The flip side to using AdWords is placing them on your site to make some money, which is called Google AdSense. It is a simple enough concept: Your site has content and the ads are matched to the content, and when someone clicks on an ad, you get paid from a few cents to a few dollars depending on the topic. This is fine for websites that are purely informational and where there is no person or company attached to it that is trying to position itself as an authority in a marketplace. However, you need to think twice about placing these words on your site or blog. For example, a copywriter friend of ours decided to place AdWords on her site, which is also where potential clients come to learn about her and to hire her. We asked her why she had the AdWords on the site, and she mentioned that if it made her a little extra money, then what was the harm? We replied that there are multiple things that are hurting her (or you, if you have AdWords on your site).

One concern is that you are sending people away from your site. People leave sites prematurely enough as it is, so you do not need to show them a way out. Is it really worth six cents to send someone away from your site? A potential client who could be worth hundreds of dollars to you? You can't even do the “open a new window” trick when they click, which would open the site from the ad in another window, leaving your site open. This violates the Google AdWords terms of service.

Another issue is that ads can show competing products, which is good for the competitor and bad for you. Not to mention that you are lending your credibility to whatever that ad is; because the ad is on your site, it is almost an endorsement. The ads are blended so well that they almost look like they are a part of your site. This makes it look pretty but can play with the customer's perception.

If you are aiming for the bottom of the hierarchy of buying, then Google AdWords is a great tool, but we would rather aim higher.





Notes



1. If you actually want to opt out, in Canada go to Delivery.yp.ca. and in the United States YellowPagesGoesGreen.org.

2. Insert maniacal laughing here with an Alanis Morissette “Ironic” soundtrack.

3. Excuse us while we go get our tinfoil hats.

4. If you are looking for some good sites with tips about using Google AdWords, we suggest you Google the term adwords.

5. We found a lawn-care company through Facebook ads, and then they never showed up for the estimate. Ta-da!
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Pull and Stay


After the cold-calling episode, the other event that pushed Scott over the edge into the UnMarketing world was an event called “Art by the Lake” in our hometown. Artists gather down by our shoreline and set up in tents, displaying their paintings, sculptures, and photographs. It's well attended and looks like a great success, but he noticed a problem.

The problem was not with the attendees. They were great—enjoying themselves walking into each artist's tent, admiring the work, making comments, and giving compliments. The artists, unfortunately, were not nearly as engaging. Most were sitting in lawn chairs, halfheartedly thanking people for their kindness, but you could just tell they were secretly saying to themselves, “If you like it, why don't you buy it?!?”

The ratio of lookers to buyers was at least 100 to 1. The artists were doing the old-school method of sales, which we like to call “push-and-pray marketing.” Push something out there and pray people buy it. People are there to look at all these great art pieces; they were even saying to the artists that they might be interested in buying from them eventually. The most Scott saw any of the artists do was to hand them a card and say, “Let me know!” and then, nothing. With that, the crowd of potential customers would move on to the next tent.

What were the artists hoping these people were going to do? Go home, realize they had a perfect spot in their living room for one of their paintings or sculptures, and try to remember who the artist was? Here every vendor had a prime opportunity for engagement. Crowds of people were raising their hands expressing interest in the artists' products, but they were just being allowed to walk away.

Let's take the artists' situation and use the pull-and-stay method instead. You pull customer information and stay in front of them. Let's imagine that you are one of the artists at Art in the Park. Someone comes into your tent and mentions how wonderful the work is, especially your landscape photography. Instead of just saying thanks, you could say, “I appreciate it. I regularly take landscapes, and it's amazing how well they're received. I know it's tough to decide on art, especially when there are so many great artists here today. I have an exclusive preview e-mail I send out to people when I take new shots. I could also send you some shots of what is here today. Would you like to sign up? No charge.” Now you control the contact. After potential customers visit 50 other booths this day at the show, they will remember that you are the only one who stood out after the event is long over. Now you can start to build the relationship.

Take it another step. That night, after taking the visitors' e-mail addresses, write to them to say thank you for coming by the booth. Send them a few shots and ask what they thought about the event. Start a conversation. Engage with them, and get to know your marketplace. You'll be amazed at the responses you receive.

We talk much more about how to pull-and-stay potential customers at shows like this when we talk about trade shows later on. The same methods can also be applied to retail. Remember, marketing is not one department of your business; it is every point of engagement, including sales. The mistake made by too many businesspeople is that if shoppers do not want to buy immediately, they just let them walk away when they should be UnMarketing and pulling in these potential customers.






Today there are new tools to transfer communication with people from real-life meetings to staying in touch virtually, thereby making it is as easy as possible for people to connect with us and our content. The iPad sign-ups at events allow us to collect attendee and would-be customer information without a pen and clipboard.

Scott always had a hard time getting keynote audience members to sign up for his newsletter. Along came LeadDigits, from LeadPages, and now the audience can sign up easily right from their seats. Give it a try! If you're in the United States, simply text “HOOKMEUP” to 33444, and see the seamless process for yourself. Every step you put between your audience and your list creates a significant drop in sign-ups, not to mention retention. If you tell them to “go to your website” they may or may not write the name down and then they need to remember to sign up for the newsletter. The key is to pull them in as effortlessly and immediately as possible.
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Reasons Why Companies Don't Use Social Media


No matter how many times we sing the praises of social media, and no matter how many case studies we present, company reps always give us an excuse of why they can't jump in. They say they have no time, there is no ROI, they have no control, or there is no geographic boundary if they are local.

If you say you have no time to listen and to talk with people in your marketplace, then you are saying that you have no time for your customers. You need to make time to be in that conversation. If you believe business is built on relationships, then what could possibly be more important?

Return on investment is one of the lamest excuses we hear all the time. Most old-school salespeople could never calculate their efforts in ROI in the first place. We ask them what their ROI is on the networking event that they drove to last week or the conference that they just attended to see their current customers. It is more ROR (return on relationships), and truthfully, that is really hard to calculate.

A classic move is to want to control the message. Company reps are used to having to go through multiple layers and approvals before being released to the public via a news chain. The funny thing is that they never had control even before social media. It is just that now people have a voice that can be heard.

Local businesspeople say that social media is fine for someone like us who has borderless clientele but it is not good for them because they only serve a limited geographic area. As you will see in the following paragraphs, social media can actually be better for local-based businesses than for anyone else.






This chapter was first written at a time when brands were in the curiosity/denial phase of social media adoption. The choices back then were Facebook, Twitter, or slapping their resume on LinkedIn. We are no longer in denial that social media is here to stay. While platforms come and go, evolve or disappear, the larger picture remains. The question now isn't if social media is good for our brand; it's whether our brand is right for social media—and if so, on what platforms. Good or bad, word can spread about your brand without you even having a presence. What you have to decide is how much time, people, and resources you are willing and able to give to this part of your business. You don't want to open a Twitter account with part-time resources and full-time aspirations.

Snapchat is the current golden child of social media, but a lot of brands showing up there look like us showing up at a club with a bunch of twentysomethings; it's awkward, it seems forced, and we just want to hear Bell Biv DeVoe's hit song “Poison.” Just because people are there, it doesn't mean you or your business have to be. The challenge is scaling a seemingly unlimited social media world to a limited budget.

We can't make this clear enough: You don't have to use any social media platform. Don't use one because someone else is. Don't use one because you think you'll look hip. Use a platform because it works within your capabilities and limitations and because your market is there.
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Social Media (Social Currency as Well)


The problem with the term social media is that whenever people see the word media, they automatically think “push.” Media has been classically linked as a way to push your message out through a variety of methods such as television, newspapers, radio, and online.

However, social media isn't media at all—it is simply a conversation with two or more people. It's an action. Not a site. Social media isn't Twitter. Or Facebook. It isn't the new website flavor of the week. It's the ability to have conversations online with others, whether it is your market, customers, colleagues, or anyone who happens to come across your conversation.

Twitter isn't social media if you use it to just send out ads and blog post updates. That's a glorified RSS feed in 140 characters. You have people every day talking about your market, your industry, and possibly your actual product or service. You choose whether to be part of it, but that won't stop the conversation, and sometimes it will make the overall impact worse if people view you as ignoring an issue. Imagine a room of a thousand of your potential and current customers all talking about you and you choose to go somewhere else. Or even worse, you show up to the party and just hand out flyers, which is what you're doing if you run a Twitter account and only send out ads. The existence of the account makes it look like you want to be part of the conversation, but your actions show otherwise.

Facebook isn't social media if you just run a fan page and then don't interact with the people who join it. Facebook is a 2.0 mailing list, and an ineffective one at that. Sure, sending out a request for someone to “Be our fan!” on Facebook so they can be informed of discounts could grab you some followers and may create a few sales, too, if you're a known brand to them. But think of how much more you could benefit if you engaged with those new fans. What would that do to your reputation? People want to be validated, they want to be heard, and they want to feel they matter. You shouldn't have to ask someone to be a fan—if you engage people, they become fans. Raging ones.

LinkedIn isn't social media if all you're doing is hunting down potential customers and trying to pitch to them through five different gatekeepers and asking, “Hey Scott, can you forward this on to your friend you've built trust with? I got a whopper of a deal!” The site has so much potential and yet it is rare to see it used properly. For an example of this, check out most of the LinkedIn Groups. They are full of push articles from people reposting the same thing, which are mostly sales pitches. No conversation, no comments, just crap. Start topics of conversation, and help people out.

Writing a blog isn't using social media unless you are social with your readers. A blog without the ability to comment by the readers is just an informal article that may as well stay in print. If you're not open to conversation, why be in a channel where people expect it? You potentially do more harm than good by being there and not engaging than you would by not being there at all.

Company reps are scared to use social media in this manner, though, because they've always had the misconception that they can control the message—the press release, the well-spun message approved by three departments. They have to realize something very quickly: They never controlled the message, because it's in the receiver's hands to absorb, experience, and spread their own experience with your message in their eyes. You may have a well-crafted press release about your new baby stroller, but moms will give you their own spin, which has no spin at all. They share the good, the bad, and the ugly.1

If you want to be successful in social media, you have to build up your social currency. Whenever we try to explain social media to a person or audience, we tend to get that dazed puppy look staring back at us. So we now relate it to money. Think of it this way: You wouldn't open a business bank account and ask to withdraw $5,000 before depositing anything. The banker would think you are a loony. Yet people go on social media, open their account, send out a few pitches for their mediocre e-book, and then complain to me that this social media stuff “doesn't work.”

You've got to invest in something before withdrawing. Investing your social currency means giving your time, your knowledge, and your efforts to that channel before trying to withdraw monetary currency. Scott tweeted 10,000 times before ever trying to pitch something on Twitter. But when he did, he sold it out in a day (UnBootcamp).2 People don't care about your business until they know you care about them. Look what gets shared on Facebook or retweeted on Twitter. It's not ads or pitches. It's knowledge. It's stuff that makes people say “awesome,” and they need to tell others about it.






Back when we wrote this chapter, we felt strongly that a blog was only social media if the author allowed comments and engaged with readers—otherwise the post was simply an online article. Lately the trend has been to turn off commenting on blogs. We certainly can't argue with it. The amount of time it takes to moderate comments for spam, abuse, and grandstanding (where people leave a comment just to see themselves talking), has reached epidemic proportions.

Content conception and sharing has also changed since 2009. When your friend on Facebook shares a blog post, they usually will leave their comment on Facebook—not on the blog itself. So we understand why there has been a departure from the work of blog comments and engagement. At UnMarketing.com, we've kept comments going because we feel they still add value to the content and remain permanently attached to the post, rather than all over a bunch of Facebook shares. We also received great value from sharing weekly UnPodcasts posts on our blog and engaging with listener comments. This is why we post the show there, rather than focus only on distribution through iTunes and other podcast platforms.

Commenting on other people's content, engaging with our own readers and listeners, and sharing things that move us online are the best ways to earn our own social currency and give back to the online ecosystem. The next time you think of complaining that no one is commenting or sharing your content, try to remember the last time you did that for someone else. You can't take before you give.











Notes



1. In word of mouth, there are two groups you never want to anger: moms and religious people. And if you annoy religious moms? Well, let's just say you better brush up on your praying skills.

2. Picture this: five weeks of Scott's ranting to help your business.
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Twitter versus Facebook versus LinkedIn







In the original version of UnMarketing, this chapter explained three social media sites—Facebook, Twitter, and LinkedIn (and later, Google+ in the original paperback edition)—all with basic terminology. It was definitely needed at the time, but today it would feel redundant and unnecessary, like explaining what the Internet is. We've decided to take that stuff out in our second edition and assume you all know what a “Friend” or “Like” is, and leave it at that.

Instead, we've broken down social media into three categories: Conversational, Visual, and Dark.











Conversational Social

Conversational social media includes the top sites with which most people have now become familiar: Facebook, Twitter, and LinkedIn.


Facebook

Facebook has become the front page of the Internet for over a billion people daily. Using their EdgeRank algorithm, Facebook decides what's relevant to you and pushes it to the top of your feed. Being seen on Facebook is all about relevancy, and brands work hard or pay to be seen. Every time Facebook makes a change, there is a cyber outroar, a geekalanche if you will, about Facebook dictating what we all should or shouldn't see. Make no mistake: Facebook has to serve relevant content to you to remain at the top of the social media ladder. Without relevance, users ask themselves, “Why are we here?” and stop going.

Facebook is not just a platform anymore; for many, it's the gateway to the Internet. A recent study1 found that people in India who say they aren't on the Internet every day are actually on Facebook daily. Indonesians surveyed by the same group told the researchers that they didn't use the Internet. But in focus groups, they would talk enthusiastically about how much time they spent on Facebook. “It seemed that in their minds, the Internet did not exist; only Facebook.” The number of people who had responded saying they used Facebook was much higher than those who said they used the Internet. Some countries even offer Facebook-only data plans at significantly lower rates than standard plans, making Facebook the most accessible way online.



Twitter

Twitter has evolved into a real-time reaction platform. Although Twitter has lost some of its luster, its real-time capabilities mean that Twitter is the first online network people go to when something happens. During disasters and controversies, live events, sports, and award shows, people find one another and current updates on Twitter. People go because they need to say something now and want it seen in real time. Most importantly for brands, Twitter is still one of the main platforms used to vent frustrations, making it an important spot for customer service.



LinkedIn

LinkedIn is the social media safe word for most business people. Whenever Scott asks audiences outside of the digital world what platforms they use, LinkedIn is always the majority answer. By using, they don't necessarily mean “engagement”—they mean that their profile is on there, using the site as a digital Rolodex. Although the majority of LinkedIn users aren't actually being social on the platform, you won't find a better place to find targeted users, especially in the B2B space.



Google+

LOL.







Visual Social

As photo and video technology have advanced, so has the popularity of visually based social media platforms such as Instagram and Pinterest. When pictures are easy to take and share, the platforms that help them travel will always be adopted. For marketing, this means the importance of businesses creating sharable images and videos themselves as well as focusing on products and experiences that can be photographed. Success on a visually based platform won't happen simply by taking your Facebook statuses and moving them over—you need to think and create visually.

A great example of success using Instragram comes to us from Indian Motorcycle. A customer posted the following beautiful photo.


[image: A photograph depicting a motorcycle parked in the middle of a dirt road at sunset.]

Indian Motorcycle not only noticed the photo; they reposted it. This might seem pretty basic, especially seeing how great the photo was, but they didn't stop there. The company also sent the poster a box of free Indian swag and made one of his bike payments on his behalf!






Dark Social

The ominous name aside, dark social refers to social media done in private. Platforms based in messaging between individual users, such as Snapchat and WhatsApp and even Facebook Messenger, face one of the biggest and most common hurdles in the new app-centric world: They have hundreds of millions, even billions, of users, but are unsure of where brands fit in. There are only a few ways these apps can make money—charge the user or charge the brand to access the user through advertising and/or sponsored content. When the very reasons these sites are hugely popular is their private nature, you need to question how brands can leverage them without destroying them. There will always be some brands that can fit in well, but mostly this involves brands throwing away money just to be at the cool party they weren't invited to.

There are hundreds more platforms and apps, such as kik, WeChat, and Tumblr. Each offers a huge and relevant platform to their users. Ask your market, ask your customers, and heck, ask your teenagers where they go online and more importantly, how they would like to talk to you. And if you're already struggling to find time to answer you phone calls and e-mails, think twice before joining all these sites and spreading yourself too thin. The only thing worse than not being on a social media platform is being present without having a presence.






Note



1. http://qz.com/333313/milliions-of-facebook-users-have-no-idea-theyre-using-the-internet/.
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Social Media Platforming


There are too many choices when it comes to social media. You've got the networking-style sites (Twitter, Facebook, LinkedIn), blogs (yours and others), social bookmarking (Digg, Reddit, Delicious), and video sharing (YouTube). No one can possibly use all of them all the time and create any sort of presence, which is why you need to build a social media platform.

A decade ago,1 Scott used to manage bands in Toronto, and it was always said, “Before you can fill a stadium, you have to fill a club.” So even though your dream is to play in front of thousands, try filling a club with a hundred first. The same goes for social media. Most people want the million views on YouTube, 100,000 followers on Twitter, and to be hitting the front page of Digg every week, but that's not going to happen right away, and it will never happen if you try to do it all at once.

Build a small stage—your platform—that you're going to stand on and get people to come to. Pick one place where you want people to find you and play your best “show” there for as long as it takes to build a solid following. If you tell people to come find you on Twitter, become a fan on Facebook, read your blog, and watch your videos on YouTube when you first encounter them, they're going to run the other way.

There are three steps to successfully building your platform: (1) traction, (2) momentum, and (3) expansion. You have to start by building traction. Social media can be a very challenging tool to use when you are just starting out. You post a few comments, send out a tweet or two, post your blog, and no one answers. It is easy to write it off as not working. Even if you have followers, only a small percentage of your followers are online or will see any given tweet or post, and a fraction of those will reply to you. The best advice we have is to jump in. On Twitter especially, there is no such thing as interruption. The biggest regret of people who have gained traction is that they wish they had jumped in sooner.

When you are building traction, consistency is very important. If you have a few hours per week to commit to social media, that time is more effective if you spread it out rather than spending it all in one big chunk every week. Find people you want to follow; learn from and get to know them and then start replying to them, or sharing things they have said. Think of things that you can tweet or post that are helpful to others and engaging. Ask questions and be there to discuss the answers.

Once you have gained traction, you are now in the second phase of platforming—momentum. Now remember that this can happen at different points for different people and businesses. How you define your goals for social media is up to you. If you have reached a point where you are getting something out of the network, then you are here. This is not about a number of followers or fans; it is about engagement. This is not the time for you to get lazy. Momentum is the time when you switch from looking for new relationships toward enhancing current ones. Sites like Twitter are great for initially getting to know someone, but if you really want to enhance relationships, it's time to take them to the next level. This is where social media and the real world start to mix. Going anywhere from a local tweetup2 to a major conference in your industry, social media can be an incredible tool for before, during, and after the event.

Momentum is also the stage where you are going to want to manage your social media use more efficiently. Using a desktop application such as TweetDeck or Hootsuite sorts your activity into columns and allows you to manage your activity on multiple sites, and applications like UberSocial for your smartphone allow you to keep up while on the go. The last thing you want to do is to start gaining momentum somewhere and then become overwhelmed and end up leaving. Don't be fooled by social media gurus who tell you that social media is a great way to build relationships without effort. Nothing out there will ever change the fact that relationships take time.

You have to be wary of expectations. Servicing requests/concerns of your market when you only have a few talking to you is easy, but it can quickly get out of hand if you do not manage expectations. Answering a tweet about your product at 2 a.m. makes you look like you are dedicated but soon turns into an expectation. One company doing a great job of this across all platforms is VistaPrint. We were especially impressed with how they manage expectations on their Twitter account.3 On their main page, within their bio, they mention the hours that they are available to answer tweets. They start the day with a good morning sign-in and end with a good-bye sign-off, including the customer service toll-free number in case an important issue comes up outside of these hours. When Scott asked Jeff Esposito, the PR Manager for VistaPrint, about the way they manage follower expectations, he said, “The last thing we wanted to do was to make it look like we weren't listening. Since we have customers around the world, we wanted to make sure they knew they mattered. The worst thing you can do is to show people you are listening to some and not others.”

The third stage of platforming is expansion. For us, launching the blog marked this point. Scott purposefully grew the platform on Twitter first and waited until he knew he could drive readers and commenters to the site. It is one thing to send a tweet or even a post on Facebook and have no replies, but to write a 500- to 800-word blog post and have no one read it is really hard. It is also important to expand your platform to take your dialogue with followers to the next level and grow the relationship. Scott started his after someone asked him what he would do if Twitter went down unexpectedly one day.4

Now even though you have written a post and uploaded it, you can't just starting wearing your “I'm web 2.0” t-shirt. A blog without the ability to engage is just called an article. It is the ability to interact within the comment system that changes a post from being static to ecstatic. There are a variety of free tools to allow threaded comments.5 The one we're currently using, Disqus,6 not only allows threaded comments but also sends a notification and allows us to reply directly through e-mail. This way we can keep up on comments and reply to relevant ones that turn into conversations and enhance the quality of the post. We can also reply with the word delete and it will instantly remove the comment from the blog if it is spam or hateful. It's crucial that commentators are notified of a reply via e-mail (if they choose), otherwise they won't know you have replied to them and the conversation stops.

Scott chooses not to moderate comments, meaning that we do not approve before they are posted. We find moderation of this kind stifles momentum and conversation because of the delay. You lose the initial emotional moment that leads to the comment in the first place, making it less likely for people to pass around the blog on which they have commented.

You need to be wary about building your entire “empire” on somebody else's site. We love it when people on Facebook form protest groups about a new change on the site, when it is neither their site nor do they pay anything to use it.7 You are also fighting through a million other voices on those sites. For example, when Scott started his big push on Twitter, it hadn't yet hit the mainstream.8 It was much easier for any single tweet of mine to get noticed because he wasn't competing with a million other marketers, Ashton Kutcher, or somebody's cat.

One of the dangers of trying to expand too early to multiple platforms is that you are tempted to promote them all to everyone at once. We get direct messages from people on Twitter constantly, before we know much about them, telling us to add them on Facebook or LinkedIn. No, no, let's get to know each other within the platform we met on first.9

It also makes sense to match your platform with your market. Playing heavy metal in a jazz club isn't going to work well, so whatever your platform location is, make sure your audience is ready for it. If you want them to subscribe to your blog, and the audience isn't tech geeks, you better make sure you offer more than an RSS feed to subscribe. Years ago, Scott had a conversation with an online video producer, before the days when high-speed connections were the norm. He ranted about how online video was grainy and he wouldn't reduce the quality of videos just to save bandwidth. Scott wished him well and told him to enjoy his videos, because he'd be the only one watching them. Today it's a different story. His market has adopted higher bandwidth, and high-quality streaming video is the norm. He was just a few years early for his show to start.




Notes



1. You know you are old when you start talking about your work experience in decades.

2. A tweetup is a casual get-together of Twitter friends where you are allowed to speak in more than 140 characters. Imagine that?

3. www.Twitter.com/Vistaprint.

4. If and when this happens, Scott will be the guy curled up in the fetal position in the corner, sobbing. Please give generously.

5. Threaded means you allow people to reply underneath the original comment, like a message board that creates conversation.

6. www.Disqus.com.

7. It's like us inviting you over for dinner and you complaining about the plastic on our couch. We only take that off for special company.

8. Mainstream meaning “Oprah talked about it.”

9. Asking me to join you on another social networking site when we just met on a different one is like meeting me at a networking event and immediately asking me to go to a different one. We haven't even figured out if you're creepy yet or not, let alone worthy of becoming a networking chum.
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UnPodcasting
1


We showed up very late to the podcast party. Although it has been around for more than a decade, podcasting is experiencing an explosion of interest. Between technology allowing us to listen on the go in our cars and from our phones, to the incredible popularity of podcasts such as Serial and shows from NPR, the mainstream audience is consuming podcasts more than ever. And why wouldn't they? You can listen to what you want, when you want, and the majority of them are free. UnPodcast listeners listen in their cars, on the plane, from the treadmill, or while walking their dogs. The audio format of podcasts allows an intimacy with the listener that you can't get with the written word.

One of the reasons people love making podcasts is that they are so easy to bootstrap. You can record them at home or from your local coffee shop, if you like. There are a variety of microphones and applications you can use to record and upload at a low cost. Since we had spent many years building a large audience, we wanted to meet their expectation of quality. If we are hoping to get the podcast in front of corporations looking to hire professional keynote speakers, for example, we need to think about how quality will affect their impressions of us.

The thing to remember is that the level of quality becomes part of your content. Remember to take into consideration how you want to be heard. If your show sounds amateur, then your brand looks amateur. Audio is unforgiving. The quality of the sound is almost as important as what you're saying. This is why for our show we decided to record in a studio. Wayne Cochrane is the keeper of our sound quality. As our audio engineer, he makes sure we sound our best.

The other reason we record in a studio is that we knew that in spite of our commitment to the show, we would end up being the bottleneck for the finished product. We head into the studio monthly, research in hand, record, and then walk out the door, and wait for the magic to happen. We hired Atomic Spark to run a three-camera shoot and handle all video post-production. Kathy Rupic takes care of making us look amazing—from makeup to man buns. James Marler listens and watches each episode and does an amazing job of writing up a post for each one, along with a title and sharable quote.

If we handled all of these jobs ourselves, the exact number of episodes available would be approximately zero. Wisdom in business means knowing what you should and should not do, and for us this means outsourcing everything but research and creation.

When we were starting out we read and heard a ton of things that we had to do in podcasting. There couldn't be two hosts. A show always needed to have guests, preferably those with audiences to leverage. And as we speak about in Chapter 18, “Don't Bank on the Bold,” episodes always had to have a set time, preferably half an hour. We've broken each and every one of these rules. Podcasting is all about sharing your voice, so make it yours. Learn from experts and then take that advice and create your own show, with your own rules.

Monetization is a choice you need to make with your podcast. You can choose not to monetize it directly and use it as a platform to position you in front of your audience; you can sell access to the podcast and/or the archives; or, you can sell sponsorships. There's no magic answer; it all depends on what your goal is for your podcast. For the UnPodcast, we are in a somewhat unique situation. We have a high cost for production, since we also film each show and rent a studio. Our costs are about $1,000 per episode. For us, this is fine, because we view the show as a marketing expense and there is a huge value to us in staying in front of our audience with the best sounding and looking show possible. We did over 70 episodes without a sponsor. It's not that we didn't have inquiries, but we wanted to ensure two things: (1) the brand needed to fit with UnMarketing and (2) the brand needed to make a long-term commitment, rather than sponsoring one or two weeks at a time.

This is where Emma, an e-mail marketing software company from Nashville, Tennessee, came in. They approached us after being fans of our brand for a long time, and asked about sponsoring the show. We are now in our second year with Emma as our title sponsor and it's been an incredible relationship. They let us do our show, they are our biggest fans, and all this does is make us want to do more for them. This is why you need to be careful not to take just anything that comes your way in sponsorship. Some brands don't understand the podcast medium, thinking it's the same as radio and want results in real time. A sponsorship is different than an ad—it's ongoing, repeated support that becomes ingrained in the minds of the show's audience. To check out some of the added value we have with Emma, go to MyEmma.com/unpodcast. We've done everything from live UnPodcast episodes at their office, to the UnWebinar, along with traditional live reads with an UnMarketing touch. They've never given us a script because they value our voice.





Note



1. This is a new chapter to the second edition of UnMarketing. Back in 2009, we were still listening to this weird thing called “radio” while driving.
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HARO


No one illustrates the social media platforming concept better than Peter Shankman, who runs the very popular newsletter Help a Reporter Out (HARO).

While running the Geek Factory, Inc., Peter wanted to find a way to connect journalists with sources outside of his client roster. He picked Facebook as his initial platform and created a group called Help a Reporter Out where he would send out requests he received from journalists for sources about a variety of topics. This wasn't anything new, because there were a few services out there that did it. The difference was that he was doing it for no charge. Knowing what could happen if he built up the platform, he wanted to build a wild community of fans and subscribers. It soon outgrew the Facebook group setting, and he turned it into a newsletter style at www.HelpAReporter.com. Three times a day (morning, afternoon, and evening) he sends out a listing of journalist requests for experts on every topic in the world, it seems.

With more than 100,000 sources subscribed (including us), Peter has built a huge, supportive list. He protects the integrity of the list like a rabid wolf, letting it be known that if anyone misuses the requests for information by spamming reporters, he will not only remove them, he will out them to the list. We remember the first time we read this, we actually said, “Yeah!” When was the last time something you wrote in your newsletter made a reader yell, “Yeah!”?1

Such a strong list, with rumors that it gets a 90 percent open rate, is in a higher stratosphere than most newsletter publishers will ever achieve. Peter sells one ad per edition, but the key here is that the ads are written by him with his comments. It almost makes them feel like they aren't an ad. They make us smile or, at the very least, curious, so we want to learn more about the product or service, and click to take a look. At just more than $1,000 per ad cost, three issues a day, he pulls in more than $1 million a year from these ads alone, with placements being sold out months in advance. Not bad for starting out as a Facebook group.

Peter does two things really well: (1) he builds a list of rabid fans and (2) he engages with them (he is active with them on Twitter, Facebook, and answers e-mail). He inserts personality into what he does, so it's worth its weight in gold.






A quick update: HARO was acquired in June 2010 by Vocus, a software-as-a-service company for an undisclosed sum and is still used to this day.










Note



1. Shoot us an e-mail at yeah@unmarketing.com if anything in this book makes you say “Yeah!” out loud, too. Bonus points if you say “Yeah!” and it wakes up a person or animal in your house.
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The Game Has Changed
Immediacy and Relevancy


Along with the explosion of social media comes a change in power. One person calling your customer service line to complain may not have much impact in your mind, but throw in a handful of people with the same problem, an influential blog or two, and a Twitter army, and you have a good old-fashioned revolt on your hands.

Nothing defines this more than when Motrin decided to launch a new ad campaign around “Motrin Moms.” It was a little edgy, a bit shortsighted, and missed the mark. The ad was trying to say that carrying a baby in one of those side-saddle-shoulder harnesses was done because it looks trendy, but because it also hurts, you should take Motrin!

The company released the spot on its website on a Friday in late 2008. We're sure the company reps gave a round of high-fives to each other,1 and off they went for the weekend—and then the baby-poo hit the fan. Moms who watched the commercial got offended2 and started to talk about it on blogs, on Facebook, and on this up-and-coming micro-blogging site named Twitter. We would not have wanted to be the guy who showed up at the office Monday morning to the 20,000 e-mails that were awaiting Motrin in response to its new campaign.

Here was a billion-dollar pharmaceutical company versus a bunch of moms. In the old days, big pharma wins. Company reps send a few coupons in the mail to irate callers, and that's the end of it. But now, everything is immediate and everyone's voice is relevant. Social media is the great level playing field for all. Blogs and tweets rank very well in search engines, and word of mouth is as easy to start as a single tweet. Go ahead and search Google for the term Motrin Moms. See what comes up. The results are dominated by blog posts about how bad the commercial is, or a rundown of how badly it was handled by Motrin reps. The Motrin reps do not even own the top-five ranking for the term!3

They pulled the commercial off the corporate site, but it was too late. YouTube has dozens of copies years later. Remember, the Internet never forgets.

So what could Motrin execs have done to fix this situation, outside of never creating the commercial in the first place? Here are five suggestions:


	Monitored social media channels for mentions of the advertisement or campaign. If people are talking about your brand, you should be a part of the conversation.

	Reacted and posted in their blog, in place of the commercial, that they were attempting to have some fun and admitted to the error.

	Run a contest to have others make a better commercial about Motrin Moms and given away prizes, such as those baby slings, and so forth.

	Enabled voting on Facebook, via tweets, and on YouTube for the best commercial.

	Presented the commercial as what they should have done in the first place because the people who know moms best are…moms.



We are a very forgiving culture if you own up to your mistakes. You can't avoid mistakes, nor can you control them after the fact, but you can own a mistake and make it better. When someone says, “Any publicity is good publicity,” that's true to a point. If you remedy the situation, it can turn out great for you, but if you don't fix it, it just makes you look bad, and we can't see how that's good publicity for anyone.





Notes



1. We're also guessing the creative team did not include many moms, just a bunch of people who thought they knew what a mom is like.

2. Some say too offended, which is always smart to do. Tell someone they're overreacting. That goes over well.

3. In 2011, the actual corporate Motrin site ranked thirteenth.
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Publicized Customer Service


Companies are accustomed to one-on-one customer service. Call centers, e-mails, and help desks are all based on the idea that you need one employee interaction for every customer reaction. What social media allows is for businesses to have these interactions in public. This kind of public customer service can be both good and bad for your brand. Good, because it allows people to see that you are listening and engaging and caring about customer service. Other customers who share these concerns or questions may potentially solve their own issue without having to ask you individually after seeing the interaction online. The bad can happen if the business account is run by someone who is not skilled at customer service or when complaints are ignored.

A great example of the benefit of public customer service comes from Tufts University in Massachusetts. They have three cafeterias, all with Twitter accounts. Their primary function is tweeting out their daily menu for students to see, and, more importantly, listening to what students are saying about them—as the following tweets show:


[image: A screenshot of the following tweet from humblebeauty:  “I've just eaten the most DISGUSTING apple in the world. How do you grow something so horrible tasting? get it together! @tuftsdining.”]

As you can see, a student is using Twitter like a lot of people do, to vent. This is usually where many companies do nothing and either the tweet dies (yet always lives on Google) or the person who tweeted gets even angrier. Smart organizations pick up on this and realize they have a chance to not only solve an issue, but to build a reputation.

Within a few hours, the cafeteria mentioned responded with the above tweet. As you can see, they showed that they were listening, that they cared, and that they wanted to do something about it. What happened next is very important to see:


[image: A screenshot of the following tweet from TuftsDining: “@humblebeauty Sorry about the apple. Which location did you get it from?”]

Notice from the tweeter's first two words, “It's ok,” that she is already backing off, and the situation has potentially been defused because of the cafeteria's acknowledgment. It could have been left at that, but they decided to ensure her experience would be as good as it could be after this mistake.


[image: A screenshot of the following tweet from humblebeauty: “@ TuftsDining It's ok. I've just never had one that was so bad before. I got it from Dewick.”]

Here, they again acknowledge her and own the mistake. They could have gone another route and just said, “Fresh fruit goes bad, that's life,” but they didn't.


[image: A screenshot of the following tweet by TuftsDining: “@humblebeauty  Thanks for the location info. Yes, it's fresh fruit and sometimes they go bad, but we should catch it before it gets to you.”]

In general, people are understanding and forgiving if a company simply acknowledges them and owns the error. The cafeteria didn't even have to offer the student another apple or fruit; just the fact that they listened and engaged with her makes them already stand out above the rest. If this same dialogue occurred over the phone or e-mail, the customer service ends at one person. This way, it allows exponentially more people to experience the one act of customer service.

So if we have to talk about ROI in social media, what would it be worth to you to have to take less customer service calls, have fewer people talking negatively about you, and get more people seeing that your company cares about its customers?

As we've told you, things do not always go this well. With the wrong person managing your social media account, one negative customer service experience may also grow exponentially. A perfect example of this is the experience April Dunford had when she complained about one of her local coffee shops, Dark Horse Café.

April is doing something that many Twitter users do: posting a concern about service she is getting at an establishment. She does not direct the concern at the Dark Horse account, simply rants a little about wanting more outlets.


[image: A screenshot of the following tweet from April Dunford – 10:44 AM Jan 15th:  “You run a café. About 50% of your customers are working on laptops. You have one electrical outlet. I'm talking about you Mr. Dark Horse.”]

One of April's followers on Twitter sees the complaint and directs it at the Dark Horse account, stirring the customer service pot. A few hours later, Dark Horse sees the complaint and replies. Remember how well the Tufts University cafeteria handled their critic.…


[image: A screenshot of the following tweet from Justin Kozuck – 10:46 AM Jan 15th: “Hey @darkhorsecafe, check it out: http://twitter.com/aprildunford/statuses/7791578235 (via@aprildunford). ”]

As you can see, there is no acknowledgment by the café that they have done anything wrong. They do not demonstrate understanding at all. You should know that many of their customers are entrepreneurs who do work while they enjoy their coffee and food, so needing an outlet would likely have been a common customer concern. They do not leave it here, deciding to send April one more tweet to make sure she understands how unimportant her issue is to them.


[image: A screenshot of the following tweet from Dark Horse Café – 4:09 PM Jan 15th: “@aprildunford that's awesome... we are in the coffee business, not the office business. We have plenty of outlets to do what we need...  ”]


[image: A screenshot of the following tweet by Dark Horse Cafe – 4:12 PM Jan 15th:  “@aprildunford maybe you should just enjoy the café and take a break from you computer for a few minutes. . . enjoy the space you are in. ”]

We are pretty sure this reaction is the worst possible thing that the Dark Horse could have done. They had a huge opportunity here, a point of contact with a customer in public. They could have ignored her, which would have been significantly better than this. They could have simply said they heard her, understood there was a problem, and appreciated her feedback. They could have taken the point, perhaps used Twitter to ask some of their other customers if they shared the concern, and improved their service.

Here is April's reply, which, by the way, is considerably kinder than ours would have been.


[image: A screenshot of the following tweet by April Dunford – 5:18 PM Jan 15th:  “@darkhorsecafe Sorry I mentioned it. Sometimes I show people stuff on my computer (over coffee). Please ignore the cust. feedback. (gee whiz).”]

You know the next time we are going to go to the Dark Horse Café? Never! This message reached a lot of people, not only April's followers, but through retweets, as well. You need to take advantage of the potential for great public customer service that social media can allow, but you also need to know what can go wrong. Another potential of public service happens when you watch your competitors' interactions online. If we owned a café near the Dark Horse, we would have had an outlet with April's name on it, taken a picture, and tweeted it out to her with an invitation for a coffee on-the-house. People are online right now talking about you and your competition. Are you listening?

To pick a fight, or say hello to April, go to www.RocketWatcher.com.






Over the years, Twitter has remained an amazing place for publicized customer service. It's public and it feels like venting and is way more casual than a Yelp review. Even for those of us who would never send back a meal, or even complain to our server about the food, a Twitter complaint comes pretty easily. Just like in 2009, today we are still passive in person and aggressive online. The tools have changed, but we remain the same. For customer service, Twitter is still a customer service tool where issues can be caught and concerns dissipated, all in front of our larger market.

What about when a one-on-one customer service call goes public? That was the case when Ryan Block called into Comcast to cancel his service. He and his wife were cancelling because they'd signed on with another provider and were transferred to an agent in customer retention. After 10 minutes on the phone, Ryan decided to start recording—and we're so glad he did. He posted the eight-minute recording to SoundCloud1, and it now has over 6 million listens.

The agent, who seemed determined to stay on script and not get off the phone call for anything, eventually asked questions like “You don't want something that works?” and “So you're not interested in the fastest Internet in the country?” We can't imagine what it would be like to break up with that guy, can you? It's really not you Comcast Customer Retention guy, it's us…well actually…it's you.










Note



1. You can listen to the call at https://soundcloud.com/ryan-block-10/comcastic-service.
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Don't Bank on the Bold


The old saying is that the squeaky wheel gets the grease, and online it is no different. The angry bloggers, tweeters, and posters who shout the loudest get the most attention. We give a lot of consideration to the people who are bold, who phone us, write to us, and protest, yet they are always a very small representation (1 percent) of our total marketplace. Most people will not say anything directly to you at all, and these are the ones you should be listening to. As you focus on calming the angry few, many more of your customers may be mildly dissatisfied or just tolerating your level of service or the quality of your product. They have not yet been pushed far enough for you to lose their business, but they are in a vulnerable state where your competitors can easily win them over. People are not confrontational by nature; they will speak only by taking their money elsewhere, and they won't even say good-bye; they will just go. Sites like Twitter and Facebook allow customers to vent about dissatisfaction in a casual environment, allowing you access to your less-bold customers.

The same holds true on the other side of the spectrum. You may hear the occasional shout-out or comment from a bold happy customer, which is always wonderful for any business to hear. However, the vast majority of your happy customers will go on using your product quietly. Social media allows these more moderate praises to reach your business regularly, along with suggestions for ways to improve your product or service.

The thing that gets us really riled up about people questioning the ROI of social media is: If we offered you a tool 10 years ago that allowed you to listen and respond to the casual conversations of your potential, current, and past customers, you would have paid us $20,000 a month for this Eighth Wonder of the World. But now that it is here, and it's free, you question its value? This is why Scott gets ulcers. It's like extremely smart businesspeople become temporarily dumb; it baffles our minds.






In 2013, when we launched the UnPodcast we couldn't wait to share it. We recorded, waited for the audio and video to be ready to go, and put it out into the world. For us, this is the scariest time with creating anything, including books, because feedback is really out of the creator's control. All we can do is make something we love and are proud of, and then we wait.

So the podcast went live, and our first-ever comment from a listener was: “Fifty-nine minutes? I haven't actually listened to it yet, but 59 minutes long? Really?”

Do they realize there is a pause button? The beauty of podcasts and any content that isn't live is that the reader/listener/viewer can consume it on their own time. You can read this entire book in sentence-long segments with breaks if you like. Go ahead and try. We don't mind. Get a coffee. We'll wait.

Of course we took this comment about the length of the podcast and turned it into a longstanding joke with our fans. We even went on to commemorate the comment by naming our film company Fifty-Nine Minute Films, so we never forget. The time to feel proud of your work is set by you. When we finish a book or a show that we're happy with, that is when we measure our success, and this is not based on the number of likes or views, or even book sales.

One of the biggest issues for Scott has always been following the uncontrollable metrics: Amazon rankings for books, downloads for podcasts, views for videos, and audience ratings for keynotes. But therein lies the problem. You can't base your self-esteem on the uncontrollable. You should feel good about your book once it's written, feel great about your podcast once it's recorded, and feel confident about your talk once it's completed. We aren't saying to ignore feedback or numbers, but they aren't the be all and end all, especially in the world of creativity.

Place your value in your own hands. Because although feedback can be valuable, if you put your value in the hands of the bold, in the hands of metrics, or even in the hands of fans, you've given too much power to others.
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Seven Deadly Social Media Sins1


Social media is so new that most people are making it up as they go2, but most people seem to make the same mistakes—or, dare we say, sins. Back in 2009, when we first wrote this chapter, we looked at the biggest players online for business—Facebook, Twitter, and LinkedIn—but the same concepts can be applied to any social media site today.





Greed

Greed is quite a popular sin. Social media is a self-centered tool. It's about us. But it's 100 times better if used as a conversational tool versus a dictation. We see people using Twitter as a glorified RSS feed for their blog or an ad-puker. This tactic is so absent of personality, we wonder why they even try. Yes, they are in business, but if they believe that business is built on relationships, they need to make building them their business.

This sin holds a special place for the people who only share compliments about themselves. Scott was talking to a colleague of ours, and she was asking how he had built such a large amount of followers. Scott mentioned that he gets retweeted a lot and retweets others. Her reply was “I retweet others all the time!” When we checked out her page, the only time she ever retweeted anyone was if it was a compliment about her or a #FollowFriday3 mention with her in it. You may as well tweet while looking in a mirror telling yourself you're good enough, you're smart enough, and gosh darn it, people like you.

Facebook is in a world of its own. People do everything from posting on someone's wall with a seven-line signature, to mass-inviting people to every event (even if the event is local to the inviter and the invitee is not even in the same country), to tagging people in articles that they are not even mentioned in just to get them to read the stories. There is a special vein in Scott's forehead that you can clearly see when these things occur. Someone didn't become your friend on Facebook to give you business or to allow you to use his or her wall as a billboard. Even the term friend means a relationship, and you are not building one when you invite me to your Multi-Level Marketing (MLM) event in San Diego and we live in Toronto. Instead, use Facebook to engage and to comment on people's posts and status updates and to share links with them that they may like, not ones you have written to promote yourself but ones you have found that may help them.

LinkedIn falls under the same issues that Facebook does. The group's function has so much great potential because the site is fully business-oriented, yet the majority of the groups and posts that we see during our research were either outright spam or drive-by articles. Drive-by articles are those that are posted in multiple groups and sites, which are mostly a thinly veiled pitch for the author's services. Some gurus also teach this method, but you will notice that the original authors are never around when someone has a follow-up question. We hope that the LinkedIn discussion groups become just that, groups that have great discussion.






Gluttony

Get followers fast!!!! Most people on Twitter have seen tweets like this or thought of using a site that helps kick-start things for you. Seems innocent, right? Let's just have a look-see at this logic. Imagine a guy just followed you. Makes you feel all warm and fuzzy that a new person is along for the Twitter journey with you, makes up for your lack of popularity in high school, and makes it seem like the day is getting better. Then you go to his profile and you see a bunch of tweets that say:


“I have found a way to get thousands of followers fast and automated!! Go to this site!”



How does that make you feel now? Still warm and fuzzy? Still getting tingles? Didn't think so. When you tweet out “follower system” tweets, it says one thing: You're in it for the numbers. We'll bet the three cents we still have after our latest trip to Vegas that one of the next tweets will be about an “amazing business.” Everything you tweet is an extension of your biz and your brand. If you want to scream about “getting thousands of followers,” be my guest, but what's the funniest part about this tweet? The actual guy has 149 followers. Seriously.

On Facebook, gluttony takes a different turn for us. While we were actually writing this book, a service provider that we are “friends” with sent Scott an invite to a Facebook event called Freedom from the Fat Trap!!! Really? One of two things happened here. She either sent the invitation, which wasn't even for her own event, to her entire friends list, or she specifically chose to invite Scott to the event. We are going to go ahead and guess that it is the former and that we also do not have to tell you how badly somebody could take this. It is about as bad as inviting somebody to an event called “You're Ugly and Here Is How You Can Look a Little Less Ugly.” Remember that everything you do impacts your business image, including inviting people to fat camp.






Sloth

Social media is a conversation. It's truly what we love about it. But imagine having a conversation in person with someone where that person takes an hour to reply to you, face-to-face. How awkward would that be: “Hey, how's business?” and they blankly stare off for an hour, then reply “Good, thanks!” That's how it feels if someone takes a week to reply to a tweet. Scott once had someone who took 79 days to reply to a question that he asked her on Twitter. Seventy-nine days! If it takes you longer to reply than it would to walk over a handwritten response to our home, you're doing it wrong. We know, not everyone is a social media addict like we are, and not everyone can devote a good chunk of their day online. So if you have a limited amount of resources or time, let's say five hours a week, it's better to spend 45 minutes a day for the entire week than five hours once a week. Consistency breeds familiarity, which creates relationships.

Here we can combine our discussion of Facebook and LinkedIn; if you are not going to be responsive on either site, then you probably shouldn't have a presence. There is a difference between being present and having a presence. You need to be active and responsive to people's requests, whether that is accepting people as contacts on LinkedIn or as friends on Facebook. Scott was guilty of this last year on LinkedIn when he recently went back to ramp things up and realized he had connection requests from eight months ago. How do you think his unintended negligence made those people feel?






Envy

We are much more visual in social media nowadays than back in 2009. From picture-only platforms like Instagram and Pinterest to Facebook's EdgeRank algorithm giving favor to all things visual over text, envy plays a huge part on two levels: (1) We tend to share the highlights personally rather than the day to day. You need to be careful comparing your everyday to someone else's best, filtered version of themselves. (2) On the brand side of things, envy becomes even more sinister. We get jealous of the number of likes a photo has, or views a video has, and instead of sharing it from the source, we decide to download/rip off the content and upload it as our own without giving credit. This is called Freebooting and we're going to be talking about it a bit later on in the book.






Wrath

One of the worst things about social media is the reactionary nature of it. Especially on Twitter, most of us don't think before tweeting, and for the most part it's okay because most tweets are harmless, boring, and innocent by nature. But once in a while we react or lash out beyond our better judgment. It takes a thousand tweets to build a reputation and one to change it all. Twitter feels intimate sometimes, like you're on an episode of Friends, having a conversation with a few people, except there are thousands lurking around. It's like having a harem of stalkers, without the creepiness.4

Being the object of someone's wrath is also common. For a full explanation on how to deal with trolls, check out the section about them later in the book. But in a nutshell: Don't feed them. They aren't owed a reply, your time, or your emotions. You're better than that.

Wrath can be even worse when it is cloaked in the disguise of being helpful. This is usually done by the spelling freaks or grammar police. We admit that we do not always proofread what we tweet—we barely proofread a blog post and then usually only after we've posted it. Posting on public comments and implying that we're dumb because we spelled something wrong isn't in anybody's best interest. It makes us feel stupid and it makes you look bad. Scott has always remembered what he was taught back in his human resource days: Praise in public and reprimand in private. So we would say praise in public and assist in private. If we asked for help or feedback in a public forum, then fire away, but if the spell-check is unsolicited, drop us a note privately. It is actually appreciated and makes you look even better. But beware of those who ask for feedback in public as well—they are usually looking for praise.






Lust

Social media sites are filled with humans. And when you throw a bunch of humans into an environment, a few things are sure to be present: 20 percent of people will have bad breath, 30 percent will wonder how their hair looks, 60 percent will like peanut butter and cheese sandwiches but are scared to say something (or maybe we're the only ones), and 100 percent will have hormones.5 It happens. We can pretend they don't exist, but they're always there. It's one of the reasons to have a flattering picture as part of your social media profile; it catches the eye. The problem is when people turn creepy or obnoxious (and by people we mean guys). We are truly blessed to know many incredible women online who are not only brilliant in business but attractive as well. The stories they tell us about direct messages or replies they get from some men make us shake our heads. Seriously, folks, we're not sure what book told you the line “Your lips look tasty” works, but it makes us picture Silence of the Lambs, and not for the cool stuff. Everything you share online, even every private message, represents your company, and more specifically you as a person.

It is even worse on Facebook, where the laidback attitude can make you look even worse. People post pictures of their vacations on the beach only to have some guy make a comment that totally ruins the entire thing. We repeat—you are always marketing your business—every comment, every post, is an extension of your brand.






Pride

You know what? Screw it. We have no problem with your being proud of something. We mean true pride. Something you accomplished, your kids, whatever. Scream it from the top of the mountains, good for you. Just do it in moderation. Don't only talk about yourself; share your pride of others, too. Retweet, repost, comment, and share their accomplishments. One sin out of seven ain't so bad.






Notes



1. While a version of this chapter did appear in the original UnMarketing, we've rewritten the seven deadly sins to include current examples. New sites, same old sins. Everything has changed and nothing is different.

2. Nothing proves this more than the increase of social media experts from 5,000 in May 2009, to almost 16,000 listed on Twitter in December 2009. As of Fall 2011, they've all moved on to being QR code experts (source: www.WhatsNextBlog.com).

3. #FollowFriday is a tradition on Twitter where you suggest people to others to follow.

4. Okay, maybe a little creepiness.

5. By the way, we know that this doesn't equal 100 percent, so feel free to shoot us an e-mail to correct us.
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The Millennials Are Coming1


One of the biggest sins we see, which brings together many of our seven, is stereotyping your marketplace or workplace. Nowhere is this more predominant today than when we look at the term Millennials.

Born between 1981 and 19992, these people have been labeled as lazy, without loyalty, and disconnected from the “real,” in-person world. Walking around with their Snapchats and their WhatsApps, they are apparently the end of the civilized world as we know it. Endless articles have been written about how to tame this generation. How do we get them in line? Get them to pay their dues? And simply, how do we get them to be more like us old folks?

What we really mean when we say Millennials is “people younger than us who we don't like because they're younger than us.” We want them to suffer a little bit like we did. They have no idea of the pain of holding down play, record, and pause, waiting for your favorite song to come on the radio. If the DJ would just shut up a second.…

The sound of a dial-up modem is foreign to them and knocking on your friend's door is unheard of. We had to walk to school uphill both ways in the snow, so why should they be able to Uber their way to a satellite campus where their professor has Skyped in?

The Internet is full of shocking articles like “Millennials Don't Like Meetings!” Who the heck likes meetings? No generation in history likes going into a boardroom, listening to people throw other people under the bus, talking about ideas that have been talked about before, and walking out feeling dumber than when you walked in. Some Millennials are just naive enough to think they have a choice as to whether to attend. We think it's adorable. They still have hope. They still have a zest for life. Let's all let them still feel that way until that light dies out and they become like the rest of us. They say Millennials want to change the world. Good. Because the world needs changing.

In reality, every generation feels this way about the younger generation. We are members of Generation X, once considered the worst of them all. Personally, we are ecstatic that our teenage years weren't digitally documented on the permanent hard drive of the Internet. The only record of Scott's train-wreck late teens are in his memory and his mother's nightmares.

What we do see today is a workplace that is more varied by age. With older workers staying on longer and younger workers coming in to join them, age is increasingly a factor. So maybe, the younger generation can admit they don't know everything, as can the older generations. We thought we knew everything when we were 21, and we realize now we've known less and less every year since.

However, since the world has changed digitally, someone much younger than you can actually know a lot more about the ins and outs of the online world.

The true issue is matching communication methods with individuals. No longer is it just a choice between e-mail, phone, or in-person communication. Now we can text or message customers, Skype into meetings, or communicate about projects on Slack.

Sometimes it's more efficient to connect virtually and sometimes we need a face-to-face; one is not inherently better than the other.

Scott hates the phone and he's not a Millennial. A few years ago he e-mailed his dentist to schedule a cleaning and then hopped on a flight to Miami for a gig. After landing, he noticed a voicemail notification on his phone. The only reason Scott has to check his voicemail is to get rid of the number notification telling him he has a voicemail. It was a message from his dentist saying they'd be happy to book the appointment and to please give them a call back. He has yet to return the call and his teeth are hideous. It doesn't matter how you like to communicate, if you truly are a customer-facing company then you need to adhere to your customers' preferences. We get it. We know why for sales purposes you want to talk on the phone or meet in person. The best way to go about getting that call is to use the communication format your customer used first—to ask them.

The problem is the assumptions we are making around age. Not all Millennials like to text and not all Boomers like to be on the phone. Ask your marketplace, ask your employees, and if it's truly important to you to get them onto your preferred communication method, then ask them first on theirs. Wanting to communicate well spans all generations, and better productivity helps any age group. Regardless of whether you're 25 or 65, we can all use one less reply-all e-mail.





Notes



1. This is a new chapter in the second edition of UnMarketing. Back in 2009 our UnPodcast Millennial correspondent Aidan was still in grade school. He didn't even have a cell phone. We're so old.

2. Depending on what study you check.
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How Twitter Changed Scott's Business







Here is Scott's story in his own words about getting started on Twitter and all the amazing things that have come of that. Although, he did leave out the part about meeting me (Alison) on there, but I'm going to let that one go. His tips that follow can be applied to any social media platform today—focus on a platform that works for your communication style and business, share quality content consistently, give to the ecosystem before you try to take, and be yourself.






I'm no stranger to social media or online social networking.1 Ryze.com was one of the first business-oriented sites in the social networking universe, and I built a nice network there both virtually and locally.

Fast-forward to April 2008, when I signed up at Twitter.com. I had heard about it from a few people and decided to throw my hat into the ring, but it didn't do much for me. I tweeted, read about how a few others were eating lunch or talking about their latest blog post, but nothing rocked my world. I used it casually until the end of that year. Then something changed.

I decided to give Twitter one last try. I had gotten up to around 2,000 followers and decided to give it my all for one month, to see if it really was a viable networking tool. So on January 1st, I took my own 30-day Twitter challenge. I would eat, breathe, and almost sleep on Twitter.2 I added TwitterBerry to my BlackBerry, because it allowed me to access Twitter on the go and tweet my heart out. At the end of the 30 days, I was up to 10,000 followers and was hooked. I had made better and stronger relationships in that timespan on Twitter than on all the other social networking sites combined. I had built a loyal following, booked speaking engagements, and gained consulting clients, without ever pitching a thing.

At the time of writing the original paperback edition of this book, I have more than 100,000 followers, a best-selling book, and a massive network of incredible, smart, and funny business colleagues I never would have found otherwise. How did I get here? In those first 30 days, five things worked really well for me:


	Tweet constantly. A single tweet has a short shelf-life—to create momentum you have to keep active. I wanted such a presence on Twitter that if I didn't tweet for a day or two, people would notice (and they did). It has to become a habit. Don't let the shortness of a tweet fool you into thinking it doesn't take any time to become known. You have to be present. I tweeted almost 7,000 times during those 30 days in January. Excessive? You bet. I don't recommend you try it. I was waiting for the A&E Intervention team to bust down my door to send me to rehab. But I got into the habit of being present on Twitter and got people into the habit of reading what I wrote. I had someone come up to me at an event and ask me how many times I tweet a day. When I replied a few hundred, she gasped and said, “Well, that's just too much! I would never follow you!” I wasn't exactly soul-crushed. It wasn't as if I was sending 200 text messages directly to my followers every day. Twitter is a current chat. You don't have to catch up; you don't have to read everything from everybody. You pop on, look around, and jump in. The same woman was wondering what kind of life I could have if I tweeted that much. A tweet is shorter than a text message. I asked her how long it took her to send a text. She mentioned 10 to 20 seconds, which is longer than it takes me to send a tweet. It takes me roughly five to eight seconds to send a tweet. Even if it took me 10 seconds, I've now spent just more than a half hour sending those 200 tweets. Gasp! What a life I must live. There is no right amount to tweet. No one can tweet too much or too little because it's your account. You can't try to cater to certain followers because they don't like your frequency. When you have something to say, tweet it. When you see something of interest, reply to it. People will come and go, just keep pushing forward and focus on those who are with you.

	Tweet quality. Every day I thought about what I could tweet that would be helpful to others. At first I tweeted a lot about business, and then I moved to specific Twitter tips because people were asking me what the best way was to do things. Replying to requests for help also connects you with people quickly. It gets you on their radar. Even now with tens of thousands of followers, I recognize the ones who jump in when I ask for help with something. Those are the people I can't wait to meet, and I don't have a problem with helping when they ask. It's part of that social currency. Give before you expect to get.

	Tweet retweetable content. This goes along with tweeting quality. Not only did I try to think up tips daily, but I wrote them in less than 120 characters. Twitter allows up to 140 characters, but if someone wants to retweet (RT) it to show their followers, additional characters are added to the original (i.e., they have to add “RT@UnMarketing” to the start of the tweet). The last thing I wanted people to have to do was to edit my tweet so it would fit. Why make people work to spread the word about you? Getting retweeted was the number-one thing that brought me new followers. Because they read the retweet from someone they follow, it's like a mini-recommendation of me to them. I suggest writing three to five tips a day that are retweetable.3

	Be authentic. This is just a fancy way of saying “be yourself.” Twitter has a unique presence where people are connecting on a higher level than just a virtual business card. Give your opinion. Talk about your interests. Although entrepreneurs live their business 24 hours a day, it does not mean that they have to always talk business. I have met more fascinating business owners on Twitter talking about music or movies than about any business topic. When you can connect with others on nonbusiness topics, it removes the impending threat of trying to sell to me. You actually want to get to know me? I'll join in with that!

	Use a face picture. It is amazing when I log onto Twitter and up pops a tweet from someone I recognize. It's as if they just entered the room. I actually smile. When I see a tweet pop up with a logo as their picture, I don't get that feeling. It reminds me that this person has a business and is trying to sell me something. And unless you plan on walking around the networking event with your logo on your head, I won't recognize you when we meet in person. There is nothing better at an event than seeing someone you recognize, yet haven't met, and are already having that connection.
Also, make sure to use a good picture. It should not be an afterthought. You don't have to spend a truckload of money on a professional shoot, but the faded Polaroid from 1986 of you and your dog isn't going to cut it.4 Twitter is like online dating for business. It's awkward when you use a picture from 20 years ago that looks nothing like you now. I used to use a picture that was about eight years old, mainly because it was from a photo shoot and made me look like a GQ model5 with a serious model pose6 and no smile at all. This wasn't me, but I thought it made me look good. I soon changed to a candid shot from a photographer friend7 with me smiling, mid-conversation. That's exactly how I look, and there is no, “Whoa, that's not what I expected,” when I show up at an event.




A word about automation: You may be tempted to use automation to keep a presence on Twitter when you're not around, but I advise against it. Twitter is a conversation; people think it's you talking. If you use a third-party program to automatically tweet for you when you're not around, it's like sending a mannequin to a networking event in your place with a Post-it Note attached. It's not authentic; it says that you want people to listen to you but not vice versa. A colleague of mine tweeted about his upcoming workshop, and a few people replied with questions about it but got no answer. Why? I knew for a fact that he was on a cruise for a week without access. How do you think he looked after that? It sends the wrong message to your followers, and it's not worth it. For further proof, there are multiple examples of conferences that have a screen up with live tweets from people using the conference hashtag where the speaker is onstage, and a tweet comes up from them. While they are speaking. And not on Twitter.8

People give a lot of reasons why they feel automation is okay. They will tell you that automation allows you to reach people in different time zones and allows you to make Twitter scalable, and you get to build relationships when you aren't around. Please do not listen to them! Automating tweets means that you want people to listen to you, but you are unwilling to listen to them. There is no such thing as automated engagement. There is no such thing as programmed authenticity. You must realize that this is not a good idea. It is not the first tweet that builds the relationship. It is the conversation that comes afterward. It is a different story if your account is a feed of events/news and that is what people follow you for. The problem is when people think you are tweeting to them and you are not really there.

There are also sites that will notify you when someone unfollows you and the tweet you sent that did it. I shudder thinking about it. Why would you want that? Do you like emotional pain? Do you really want to know every time someone leaves you? People have justified it by saying it can help you see why people leave so you can tweak how you tweet. Ugh. Why would you change for people who've left when the people who stay are there because of how you are? People unfollow for different reasons. Don't care about them.

And the daddy of all automation: the auto-follow. Like any tool that becomes successful for businesses, there will always be people looking for shortcuts. Because human nature dictates that everything is a numbers game, people want to build up a massive following on Twitter. But who actually wants to spend the time it takes to build real relationships? In comes automation! These systems will follow 500 or so people a day for you with the prediction that the majority of them will follow you back. Then the system drops either the people who didn't follow back or everyone all together, making it look like you have a lot of followers but only follow a few yourself. I don't even know where to begin with how wrong this is, especially in a forum like Twitter where authenticity is everything. It's not about how many followers you have but your engagement with them. Don't look to build quantity; build quality. I started at zero followers and have grown a following out of engagement, one person at a time.




Notes



1. Back in the old days online, we used to call it “talking.”

2. We call that “Tweeting horizontally.” I took a survey and the majority of mobile users check Twitter before going to bed and right when they wake up, while still in bed.

3. This also inspired me to write a song. You can hear it at RetweetMeVideo.com. I really should have inserted a “best of” CD with every book purchase but feared that people would pop it into their car stereo and scar their children for life.

4. Also, avoid the “hand under the chin” pose. It's just awkward. Are you listening, real estate agents?

5. Minus the good looks, body, and money.

6. Picture the “Blue Steel” pose from Zoolander.

7. www.CouchSurfingOri.com.

8. Bonus points if the speaker talks about “authenticity” or being “true.”
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Tassimo


Justifying social media is easy to do for marketing consultants like us. Our clients are usually ready and willing to embrace the power of engaging with their community. This isn't the case when it comes to large corporations that are so used to the old style of marketing that it sometimes almost takes a miracle to help them see the new way of doing things.

Kraft Canada was a different story when Duri Al-Ajrami, the director of social marketing for Ogilvy Canada, approached them. He knew that the power of social media would work incredibly well in getting the word out about the new Tassimo single-cup hot beverage brewing system that Kraft was about to launch in Canada.

The easy way to do things would have been to simply do what any company has always done and invest millions in a TV ad campaign and hope that within all the noise somebody would hear you. It always baffles us to see companies fight for better ways to air commercials when consumers are thinking about better ways to avoid commercials.

Duri persisted with the client and was willing to prove that social media would work. Ogilvy and Kraft monitored the conversation about coffee in general, their special brand, and their competitors. Their goal was to exponentially grow the conversation about this new machine without clouding the airways with unwanted commercials. Due to budget constraints, they were unable to use mass TV advertising and instead purchased 1,000 machines to give away to influential people in social media in Canada. Scott was one of those people.

Here is Scott's story in his own words.

The way that I was approached is a lesson in itself on how to approach bloggers or influential social media people. After using some tools through Radian6, a company that identified who the key people were, Duri sent individual, personalized e-mails to each person. I get many e-mails from people who want me to review their books—scratch that, promote their books—and I never get more than a form letter. Duri was different. His e-mail was personal to me because we both live in the same town, and he mentioned a few things I was talking about online, which showed me he actually did some research. He was upfront with me in the e-mail, letting me know he was getting in touch with certain influencers in social media and was wondering if I would like one of the new Tassimo coffee systems for free. In return, if I wanted to, I could review it honestly or tweet about it, and although most companies wouldn't like it, he requested that I be as honest as I could. Not one to pass up free stuff, because if I don't like it then it would make a great re-gift, I said sure, send it over. We also continued the conversation over e-mail and made plans at a later date to have lunch and discuss marketing in general because we both had a passion for social media.

A week or so later, I received not only the machine but also nine different boxes of “T DISCS” that contained different types of coffee, tea, and hot chocolate so I could try them all out. You have to understand something here: I may be the laziest man in the history of all time. I don't like making pots of coffee mostly because of the effort and how it goes stale really quickly. When I looked at this machine and how it promised to make great coffee quickly one cup at a time, I knew I had found my new best friend. Sure enough, this thing rocked the Casbah. It actually ended up reducing the amount of time I went out to pick up coffee because it was so good and quick. So, of course, I started tweeting about it, as did many others.

The following week I received another e-mail from Duri. It wasn't an e-mail requesting that I review the machine, as you might think. You know the old “Okay, we gave you something, now give us something” type of e-mail; he was actually writing to ask me to pick 10 other people who I thought would appreciate receiving a machine, as well. Now I am Santa Claus! He made it clear in the e-mail that the people I recommended were not going to be just suggestions—the 10 people I named would all get a machine themselves. The only request was that they also have a social media presence.1 So, as you can probably guess, the people I selected were ecstatic and were really anticipating receiving their machines.

The strategy was brilliant on many different levels, but the key to it working was having a great product to talk about. The machine is unique and buzz-worthy; I don't think this method would work as well with toilet paper.2 The buzz about the machine was not only incredible, it was measurable. Right before the campaign started, in October 2009, Tassimo was being talked about only 0.04 percent of the time in conversations around coffeemakers and coffee social habits in Canada. By December 2009, Tassimo had reached 12.6 percent of conversations, being mentioned almost 5,000 times online versus around 50 times before the campaign. Their two competitors, which stayed with classic old-school marketing, had numbers that remained flat in the conversation, no increase or decrease, both having less than 1 percent the entire time.

Overall sales have been higher than expected for the machine and the coffee discs. I am sure that if you actually look closely, I account for half of them. My kitchen is filled with boxes of T DISCS, and although my son is tired of Daddy asking if he wants to try a new latte flavor that just came out, he won't pass up another hot chocolate.

The biggest knock on social media is not being able to get measurable results, but as you can see, you not only can get real results, you can generate real conversations.




Notes



1. So now you know, Mom, this is why you didn't get one. I told you that you should be on Twitter.

2. Unless it had some kind of auto-wipe feature. If you represent a company that has come up with this idea, please get in touch with me. I would like to try it, along with 10 influential friends.
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Domino's—Word of Mouth
Mouths Are Moving…


During a bad storm in April 2009, Amy Ravit Korin decided to order a few pizzas, because cooking wasn't on her evening agenda. She decided to place an order online with Domino's, getting through the entire process without talking to a single human being. You might then assume that this would make the order seamless and error-free, because she typed in exactly what she wanted. This was not the case. The order was not only wrong but it was late, taking more than an hour to arrive. So, being the social media lover and consultant that she is, she hopped onto Twitter to let her feelings about this experience be known.

Much to her surprise, a little while later she received a tweet back from Ramon De Leon, who owns multiple locations of Domino's in the Chicago area. He acknowledged her tweet and promised to make it right. She was already waiting for a new pizza to replace the wrong one, so she figured short of a coupon that this would be the end of it. Little did she know what was about to happen.

She woke up the next day to a video1 that was made for her by Ramon as well as Junior, the store manager of the specific location she had ordered from. This is perhaps the best 2.5-minute video any business owner could watch. It has both of Domino's reps apologizing for what happened, not making up any excuses, and you can truly see the passion behind their words—that they really do want to make it right. Amy was quite taken aback when she saw this video. She doesn't have a million followers and she isn't Ashton Kutcher; she was simply one dissatisfied customer. Keyword here is was. After seeing the video, she forwarded it to others and it caught on like wildfire. The video has been viewed more than 100,000 times around the world. Sadly, one of the reasons it has been viewed so many times is that it is so rare for companies to own their mistakes. When people complain to you, they are first looking for validation, not compensation. They want to know that they have been heard, they want to know that they matter, and they want to know that you care.

Ramon acknowledged Amy as quickly as possible on Twitter, which never would have happened in the first place if he hadn't understood that word of mouth happens with or without him. He took a negative and turned it into an exponential positive. If we told you that we had a room full of current potential customers all talking about your products and your competitors, would you not show up? Not listening and then acting on social media chatter is like not showing up at all. The only thing worse is to have a presence in social media and only talk and not listen. It would be like showing up in the room with earplugs on.

For you to hear what people are saying about your company is simple. Run a search on Twitter by using your company name. There are also tools you can use to make this search easier, such as a free Google alert setup for your keywords and a service like Radian6, which is a tool to listen to, measure, and engage with your market across all social media sites. You can also use these same tools to keep on top of what your competition is doing and what people are saying about them.

Ramon ended up making things right by showing up to an event that Amy was a part of, not only because he happened to be catering it, but so that he and Junior could drop off a personal pizza for her along with a dozen roses.




Note



1. See the actual video here: http://bit.ly/aLxfGA.
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Naked Pizza


In 2006, Naked Pizza opened its doors in New Orleans with a mission to make an unhealthy food healthier. Naked Pizza claims to make the world's healthiest pizza. The crust is made of 12 whole grains and is topped with an additive-free tomato sauce and low-fat mozzarella. And from what we've heard, it is pretty darn tasty. The company's pizzas are 100 percent natural and gluten-free, so people with a condition (such as celiac disease) who cannot have wheat can still enjoy their pizza.

In March 2009, Mark Cuban, owner of the Dallas Mavericks and a gazillionaire,1 advised Jeff Leach, cofounder of the pizza place, to get on Twitter. The owners wanted to create a virtual but local presence that would not only engage their marketplace but also reduce the typically high cost of marketing that goes along with the pizza industry. They tested out their first Twitter-only promotion the following month on April 23, 2009.2 The promotion brought in 15 percent of total sales for the day. The best part is that 90 percent of those sales were new customers. One of the concerns with using a new type of marketing channel like Twitter is that if you sold 100 units of something on Twitter, it doesn't mean much if all you do is cannibalize business you would have gotten anyway, which is why the 90 percent of orders to new customers is significant. On May 29, the Naked Pizza owners decided to try another campaign. This one generated almost 75 percent of their record-selling day—directly from people calling from Twitter.

The owners went as far as removing their old billboard that posted their phone number to call for delivery and changed it to, “Twitter follow us for specials www.Twitter.com/NakedPizza.” They have also added a kiosk in the store, inviting customers to sign-up for Twitter and to follow them.

Scott spoke to Robbie Vitrano, chief brand designer and cofounder of Naked Pizza,3 when doing research for the book, and he kind of surprised us with how much he got social media. And we don't mean that we were expecting him to be an idiot. It's just that he comes from an agency background, which is usually about mass-market push messages. He really emphasized the point that he was more than happy that most companies were missing the boat when it came to social media, because their loss was Naked Pizza's gain. It was also encouraging to hear that he had such passion behind the product and that the company as a whole was not afraid to show its passion in its blog.4 These guys take a stand on many issues because they are trying to redefine pizza away from its image as a food that has contributed to the obesity epidemic in the world. They make no bones about why they think things like Crohn's and celiac disease have been on the rise and what they should and shouldn't be doing about such diseases. That is a powerful stance, even though it repels some people who also happen to be their target market.




Notes



1. Or a billionaire; let's just say he has more money than we do.

2. It's also Scott's birthday, which they failed to mention in their promotions. We will let that slide. Once.

3. Jeff Leach, Randy Crochet, and Brock Fillinger are the other cofounders.

4. www.blog.nakedpizza.biz.
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Don't Feed the Trolls



“Don't feed the trolls, you're not the jackass whisperer.”

Scott Stratten1



Few things Scott has said over the years has resonated as well or spread as far as this one.

This chapter tells Scott's story of his experience with trolls in his own words.

Negative things can happen when you become active on social media sites. I am not going to lie to you. I have made myself visible on these sites, and I know what can happen—the good and the bad. When you jump into the social media world for your company, you invite the world to come. And all the world does.

Back in my über-geek days, I used to hang out in IRC chat rooms. These rooms were places where fellow geeks could hang out in different topic-based rooms, swap stories, MP3s,2 and generally connect with others.

Every time, bar none, he would appear—the troll.

In Internet slang, a troll is someone who posts controversial, inflammatory, irrelevant, or off-topic messages in an online community, such as an online discussion forum, chat room, or blog, with the primary intent of provoking other users into an emotional response or of otherwise disrupting normal on-topic discussion.3

Usually, this sorry excuse for a human being would type something like “Your mom is hot” or “That's what your mom said.”4 Nowadays, trolls have moved into the social media stream, leaving nasty blog comments, sending meathead tweets or insulting Facebook comments. Witness a recent tweet from someone:

“Am I the only one to find @UnMarketing5 an annoying, blabber mouthed, self-prophetic ass?”

I had to look-up “self-prophetic.” How do you deal with them? How do I deal with them?6 Here are four tips to get you out of the troll spiral:


	DFTT (Don't Feed the Trolls). This is by far the best piece of advice I ever received back in the day, and it still holds true. I was getting grumpy about a guy baiting me in a chat, and someone sent me a private message with that line. Trolls feel horrible about their lives, their haircuts, and are angry that a bowtie has not become acceptable attire in society. And they are hungry. If you don't feed them, they eventually go look for food elsewhere.

	Don't expose them. I'll admit, my first reaction to these morons was to reply back with my sharp wit, but never forget this: If they tweet something to you, only their followers will see it (and they usually have 20 followers, my mom not being one of them, contrary to their apparent liking of said mom). But if you reply, if you take the bait, you now have the tweet on your main profile page, feeding the troll exponentially! Not only do you give them the satisfaction of being fed, but you've also given them a platform to be exposed to all your followers. The tweet in my example was sent to me recently. I didn't reply, I just blocked and went on with my day. Sure, I don't like seeing it, but I found it kind of funny and it isn't entirely false.

	Pick who gets your emotional currency. You only have so much emotion to go around. It should be spent on people who value it, who value you, and not on someone who just finished a 36-hour bender on “World of Warcraft” and is angry that his wizard lost an epic battle on the island of Corinthian. There are way too many incredible people in this world, and on Twitter especially, who are worth your time.

	Realize where they're aiming. It is the troll's lack of self-esteem that brews the hate. It actually has nothing to do with you. Does the troll know you? Does he have tea and crumpets with you? No. So screw 'em.



This isn't about living in a bubble and only listening to happy things. Constructive criticism is one thing, but being a jerk is another. You're worth more than troll bait. Don't listen, don't acknowledge. Just be you, and do it at the highest level possible, because I think you rule.




Notes



1. Yes, we did just quote ourselves.

2. Back in the day when MP3 stood for “I'm pirating music, take that establishment!”

3. www.en.wikipedia.org/wiki/Troll_(Internet).

4. The irony of this is that the troll usually resides in his mom's basement and is horribly, horribly alone.

5. That's my Twitter ID, just in case you want to call me names, too.

6. And why am I asking myself questions? Soon I'll be referring to myself in the third person. Scott doesn't do that though.
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Social Media for Social Good







Charities are in the business of evoking emotion. If they can't evoke it, we don't donate. From a lemonade stand to benefit a local charity, to a Sarah McLachlan soundtrack for abused animals,1 charities rely on connecting you to their cause through emotion.

There may be no better way to evoke emotion than to immerse potential donors right into the cause itself. From virtual skydiving to raise awareness of injured veterans to visiting a Syrian refugee camp with UNICEF and Google Cardboard, virtual reality and 360-degree video are the latest tools creating success for charities. We got to experience UNICEF's campaign firsthand, when they sent us their branded Google Cardboard viewer. It looks similar to the old school View-Master toys we all had as kids, except you put your phone in the viewer, open up the UNICEF app and use it to watch this amazing 360-degree video.

We both tried it—after one of the kids realized what it was, yelled, “Cool! Google Cardboard!” and showed us how to put it together. We were transported into a refugee camp where we could play soccer with children, meet refugees, and hear their stories. It felt so real, we found ourselves trying to kick the soccer ball.

Now before you decide to drop everything you're doing and dive into virtual reality for your business, there are a few real issues we should talk about.


	Don't assume your audience wants virtual reality experiences, because many people don't. Some won't know what the technology even is or how to use it. Others experience physical reactions such as motion sickness when they try it. If you're at an event and can teach people how to use the technology, then you can walk people through it. But if you go the UNICEF route, you're leaving that to your audience and probably giving them a little too much credit, or assuming they will care enough about your message to take the time to figure out something totally new to them. People are still learning how to use e-mail properly and we've had about 20 years of practice with that one.

	The cost is prohibitive. We're sure that by the time this second edition is released the cost of a low-quality 360-degree camera will have come down to the point where you can buy one on impulse at your local store or on Amazon, but are you looking to make a low-quality video for your business? A good-quality 360-degree camera will run five or six figures. We looked up one that just launched and it cost $76,000! We own a Theta S, a consumer-grade 360-degree camera that's pretty fun to play around with, but the quality is poor. Video is an unforgiving format without the 360-degree addition. And the file sizes! Holy mother of pearl, the file sizes! A two-minute low-quality recording we made for the UnPodcast was 365 megs. High-quality projects get into the terabytes.

	The novelty of the technology shouldn't be the best part of your video. We'll admit, it's really cool to scroll through Facebook and stumble upon a 360-degree video, finding ourselves thrown into the cockpit of a fighter jet, or a rainforest, or the middle of a concert. That's novelty. You need to have something worth seeing in 360 degrees. We promise you, our lives are as mundane as yours, and the last thing we need is to experience that in a subversive video. There are so many stories that can be better told with a DSLR camera using a skilled camera person/producer.



In the end, UNICEF's campaign got us to donate, but we were donating anyway, and it's hard to tell if this made us give more. We loved how the children reacted to the video; it truly engaged them and taught them more about what Syrian children were experiencing. We loved it and we wrote about it here, so I guess you could say it worked.

Technology has opened the doors wide open for social good; just make sure to use the right tools for the right reasons.

Emotion spreads and compassion can be contagious. When our emotions are triggered online and sharing is seamless, amazing things can happen. Nowhere was this more evident than in July and August 2014, with the Ice Bucket Challenge, benefiting ALS research. The viral phenomenon allowed the world to dump frosty buckets on one another and raised millions of dollars (we've seen claims as high as 115 million in the United States alone), at least nine times what the foundation normally would raise during that time period.

It was the perfect storm: video-enabled phones allowed for quick and easy filming, from just about anywhere and everywhere. Social media provided a number of platforms for sharing, although predominantly Facebook, where videos could be easily posted and spread to friends and fans all over the world. The cause was fairly well known and the foundation well established. The ice bucket task was simple and evoked emotion from all involved—you actually felt cold just watching people dump it on their heads—and once you'd done it yourself, you couldn't wait to see your friends do the same. Getting others involved was the point. You were participating because someone challenged you, someone who you'd just watched dump ice on their own heads. When nominated, your choice was to donate $100 to ALS or dump an ice bucket on your head and donate $20. Either way, you then got to nominate three others.

Our favorite part of the challenge, arguably the biggest fundraising movement the online world had ever seen, was that it wasn't created by an agency, professional fundraising team, or even by a brand. According to a number of online sources, the challenge was started by Pete Frates, a former Boston College baseball player who was diagnosed with ALS in 2011. He began the trend by challenging some of his friends and athletes such as Tom Brady and Matt Ryan to take the challenge and “strike out ALS.” The source isn't totally agreed upon, any more than the Internet could agree on how much the challenge had raised. All we know for sure is that the challenge spread around the world and raised more money than the charity had ever seen previously. Everyone was talking about ALS and at boardroom tables everywhere marketing teams sat down to come up with their own ice bucket challenge—something that could never be duplicated.

Back in 2009, long before Google Cardboard and Scott dumping ice on his head, or on Alison's, we were talking about Tweetathons and their potential for social good. Although advancements in technology now allow for incredible ease of donation via text, and the growth of visually based social media sites such as Instagram have given charities the added bonus of pictures and video to engage donors and donors in the making, the reasons why we donate and share haven't changed.

Following is the original Tweetathon chapter from UnMarketing about using social media for social good. While technology has changed the ways in which we learn about and share causes, as well as how we donate, the core message of spreading emotion has remained the same.






As you have probably figured out by now, if you didn't already know before picking up this book, we love Twitter. Not just because it makes up for Scott's lack of popularity in high school, but for all the incredible people we've met, including one another, since joining it. It has restored our faith in humanity. No other events have proven this more to me than Tweetathons.

A Tweetathon borrows in concept from the traditional fundraising telethon, but it takes place on Twitter. The online event usually benefits one charity and takes place in a set period of time. Some Tweetathons enlist celebrities to help spread the word, while some offer prizes. Others focus on raising the number of followers for an organization's Twitter account and accept pledges for every 100 new followers within the time period. Like many social media fundraising tactics, the key is to be original—there are no rules!

All you need is a Twitter account with a high number of engaged followers, or a group of people willing to tweet on your behalf, and a way to accept donations.

Scott has organized multiple Tweetathons that have raised upward of $50,000. Here are the nine key areas that led to their success:


	Organizer span of influence. In order to be successful with a Tweetathon, you need to have preexisting networks of supporters or influencers who can help. You can't just open an account on Twitter and start asking for donations. Twitter is a community, a conversation, not a pitch platform.

	The cause. Choose a cause or program that everyone can relate to, not just a select few. People donate and share causes that move them.

	The raffle. The Tweetathons provided an entry into a prize raffle for each donation. Most of the raffle prizes were donated by people we'd previously connected with on Twitter. Some of the donations didn't come from manufacturers, but from friends who just went out and bought prizes because they wanted to be a part of it all. We were able to get these awesome donations because of all the social currency Scott has on Twitter (see point #1). He had built a relationship with almost everyone who donated an item for the raffle. This was not the goal of being on Twitter or getting to know them; it was just the result, but it is so incredible what happens when you ask for help from virtual friends—people step up to the plate.

	The set donation suggestion. There were two suggested donation levels set for the Tweetathons. The first was $12 and included one entry into the raffle, and the second level was $120 and got donors 10 entries and a complimentary website review.

	The short timeframe. You need to create a sense of excitement and urgency, and a deadline can help make this happen. People should want to donate now and pass it along to their network right away.

	The amount of tweets. During a Tweetathon, Scott would tweet almost every minute, driving people back to the donation page. A single tweet lasts a minute or two on people's radars, tops. If you want to stay in front of people, you have to keep tweeting.

	The social proof retweet. Scott retweeted donation tweets, adding a thank-you. He really wanted people to feel how appreciated their time and donation was. Retweets and thank-yous increase exposure and can lead to campaigns becoming trending topics.2

	Cause soldiers. We can call the Tweetathon supporters a Tweeting Army. A Tweetathon is really a community event. It isn't about one person, but rather a network of supporters sharing a cause with their networks.

	Focus. The only call-to-action for the Tweetathon was to donate. Recently we've seen live streaming video, interviews, and musical acts that take away from the donation focus. Their heart is in the right place, but if people are busy listening to an interview subject talk about a topic outside of the fundraiser, they get distracted and eventually click away. If you still want to have virtual events during the fundraiser, at the very least have a banner across it always reminding people of why they're there. Make the donate button at the very top or alongside the video that is being used.



Twitter can be a great tool for causes and charities. It's all about starting with a cause people care about, finding a strong, connected platform of voices to spread the word, and making it simple and easy for people to donate and be a part of the event.




Notes



1. Seriously, take our money. When “Angel” comes on, our wallet just opens up on its own.

2. A trending topic is something that many people are tweeting about. The top ones make it onto the Twitter homepage, which then exposes them to a whole new audience.
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Your Website—Old School versus New School







We wish we could delete this whole chapter, and that everyone had learned. We wish all websites were accessible, informative, and creatively designed. Maybe by the fourth edition.…

For now, not much has changed since we wrote the words contained in this chapter back in 2009. While many companies have made Facebook their business hub online, the value of a good business site has remained. We urge you to be careful building your online home on someone else's platform—where the content belongs to someone else and rules can change overnight. On Facebook, earning and keeping your customers' focus is almost impossible—there are just too many distractions. Use your Facebook page to stay in front of your market with helpful posts and then bring them to your website.

Your site should feel like walking into your online door—clear and informative, clean and easy to take in, and helpful to those who enter.






The hub of most businesses—the website—is the most poorly done thing of them all. After reviewing countless sites, most were guilty of the same old-school mistakes.




Brochure versus Hub

More than half of the websites we reviewed had nothing to give, only to buy. No information to learn, the sites were simply digital brochures. Where are you aiming on that pyramid? If it's just to sell stuff, keep doing this: buy or good-bye. But your website should be the hub of your business—the place where people can go to learn about you and to learn content.

Give away some knowledge. People fear that if they give it away, no one will need to hire or buy from them. If everything you know about your industry can be explained in a few articles, you don't know much. It's not just knowledge that people buy from you; it's the application of the knowledge for their specific situation. This is why a blog-driven site comes in handy. The nature of a blog is the sharing of knowledge unconditionally. You don't have to post every day or even every week. Although frequency helps, consistent quality content is more important. We would rather you write three great posts in a month than 10 mediocre ones.




Pitch versus Authenticity Newsletters

We see people doing this all the time. We sign up for their “newsletter” and all we get are pitches for products. We want to learn from you, that's why we signed up. Scott made this mistake years ago himself. He built a newsletter up to more than 300,000 subscribers and started his pitches. He lost more than 100,000 subscribers in six months. Yeah, whoops. The gurus talk about “open rates” in ways that they tell you to make compelling, even misleading headlines,1 to get people to open your newsletter. We've seen subject lines with “Scott, this is personal,” and when he opens it, it's just their newsletter, which is really a pitch for a product they're launching. For fun2 Scott created an e-mail address to just sign up for 25 “marketing guru” newsletters to see how much content he would actually get, compared to pitches. You guessed it, none. Every edition from every person was a pitch. Many were pitches for each other's product launches, taken from the same template. Two of them teach “authentic marketing.” Go directly to jail, do not pass Go, and we're unsubscribing. The majority of the newsletters also used different styles of misleading subject lines. We don't mean creative ones that pique your interest; we mean blatant deception like “I'm leaving the Internet” or my favorite, “Sorry, we sold out!” just to get you to open the e-mail to see “That subject line is something I don't want to have to send you, since we're almost sold out!”

It's not about list size, open rates, or click-throughs if all you're going to do is pitch your subscribers. It's about engagement. It's about when we see your newsletter in our inboxes, among 400 other things in the morning, we say to ourselves, “I have to read this, it's always great.” How many newsletters can you say that about? Are people saying that about yours?

Don't make people angry. They talk about it when they're angry. They tell others about it when they're angry. And if you say, “Well, at least they're talking about me!” Scott's going to slug you right in the gut.3

Your newsletter should be an authentic representation of what the people signed up for and what the content is going to offer. If they signed up for tips on how to be better parents, then send them tips on how to be better parents!

If the unfortunate occurs and someone wants to unsubscribe from your newsletter, please make sure that you use a system that makes it easy for that person and is quick to remove. This alone can ensure that an unsatisfied reader does not turn into a livid unsubscriber. Not only are easy unsubscribes good karma, it is also part of the CAN-SPAM Act. You have to allow people to unsubscribe.

When Scott tried to unsubscribe from the Harry & David newsletter, he remembered that, because he was a past customer, the company does not actually fall under the CAN-SPAM Act. But because it took him three seconds to sign up for their newsletter, it should take the same amount of effort to remove him. This was not the case. When he went to change his settings and submitted them, the message said it would take 7 to 10 business days to complete his request. Nothing short of building an ark should take 7 to 10 business days, let alone a virtual function of removing a name from a database that was added instantly.

Originally, he just didn't want the newsletter because they were sending it daily and he had no need for information about gift baskets so frequently, but this just made them look silly. Every point of contact is a point of engagement—it either heightens the relationship or lowers it, even doing something as trivial as this task.




Static versus Dynamic

This comes down to a lack of creativity. A static website is a lack of new products. In the old days, when you put up a website you put up a few articles that sat there. No dates on them, no comments, just words in virtual concrete. It actually gave us an excuse not to update our content because the date was not listed from the last post. Today, a reader can use a blog post date to see how committed you are to content. Ever-growing content pays off in positioning; an engaging ad even helps with search engines.

Coming up with new content—and even more so, new products—seems to be a hurdle for people. But we don't blame people for it. We suffer from one of two things usually: perfection paralysis or consumption overload.

Perfection paralysis is when we are afraid to come out with something as simple as a blog post all the way to a big product because it's not “perfect.” That's even something we're guilty of when we wrote this book. What if we leave something out? What if we're wrong?4 We all know the phrase “no one's perfect,” but forget it when it comes to us. We're not suggesting that you release half-finished products or unfinished blog posts, but once you've given it your all, it's time to let it out there. Nothing will ever be perfect, and that's why software has releases like 2.0. If you're stumped on what method to use to deliver a product (e.g., audio, video, e-book), ask your list! Survey your list, give people a reason to answer5, and they will pick the method for you.

Consumption overload is when we never stop buying learning tools. We buy the next great e-book/DVD series of how to succeed in business, and then the next, while never actually implementing any of the ideas. Do this for yourself: Stop buying learning materials6 for one week and put into practice one new item you've learned recently. The best ideas in the world aren't the profitable ones, but the best-implemented ideas are.




Our Site versus Your Site

Yes, it's your company website, but it doesn't mean that everything has to be about you. On your “About Us” page, knock yourself out with the self-congratulatory speak, but we don't care about you until we know you understand and care about me. The best example of this is when we sign up for your newsletter. The two typical responses given when someone subscribes are:


	Thanks for signing up for our newsletter. Your request has been processed; you will receive the next edition when it comes out. 9589203–2938447

	You've signed up for our newsletter. We rule. Look at what you are entitled to buy from us right away. Click on one of the 10 product links below! Thanks!



The first response, the generic confirmation, doesn't exactly make us sit on the edge of my seat in anticipation for the next edition. The second one sets the tone for what we'll be receiving in the future: sales pitches and sales pitches disguised as articles.

Where is the logic here? Your potential customers raise their hands to say they trust you enough to want to learn from you, and you send them that? Engage with them. We know you can't handcraft every thank-you personally, but even with automation you can have an engagement touch. Here's what you'll receive if you sign up over at UnMarketing.com:


Subject: Thanks for signing up, may I ask…

Hi there,

Thanks for signing up to the UnMarketing newsletter. I know how an inbox can get crowded and I appreciate you allowing my newsletter to get through the clutter. May I ask what line of business you're in? It helps me tailor the newsletter to you even better.

Sincerely,

Scott Stratten, President

www.UnMarketing.com



We get at least 40 percent of subscribers replying to it. Half of them even say, “I know this is an automated welcome but just wanted to say it's a nice touch!”

We've started countless conversations with subscribers from this method alone. Even if you don't reply to every single one, it gives you a great feel for your list. The gold isn't in the list anymore; it's in the engagement.




I'm Great versus You're Great

We know that you think you know what you're doing, but do others? The majority of business websites had no testimonials at all from satisfied customers. The old school of thought is that people will give them when they feel like it, but many people are happy to provide one if you just ask. If you are a B2B8 provider, you can also offer a link back to that company's website. When you're good, you tell people. When you're great, others say it for you. Let the business owners know that you don't need to provide their full personal name if they don't want it used, but the more info you can show, the better.

Note: In October 2009, the Federal Trade Commission (FTC) changed the guidelines for endorsements. Please check to ensure that you are in compliance. Everything from social media to ads is impacted. Just search “FTC testimonials” online to get updated details. In a nutshell from the FTC site:


Under the revised Guides, advertisements that feature a consumer and convey his or her experience with a product or service as typical when that is not the case will be required to clearly disclose the results that consumers can generally expect. In contrast to the 1980 version of the Guides—which allowed advertisers to describe unusual results in a testimonial as long as they included a disclaimer such as “results not typical”—the revised Guides no longer contain this safe harbor.



The revised Guides also add new examples to illustrate the longstanding principle that “material connections” (sometimes payments or free products) between advertisers and endorsers—connections that consumers would not expect—must be disclosed. These examples address what constitutes an endorsement when the message is conveyed by bloggers or other “word-of-mouth” marketers. The revised Guides specify that while decisions will be reached on a case-by-case basis, the post of a blogger who receives cash or in-kind payment to review a product is considered an endorsement. Thus, bloggers who make an endorsement must disclose the material connections they share with the seller of the product or service. Likewise, if a company refers in an advertisement to the findings of a research organization that conducted research sponsored by the company, the advertisement must disclose the connection between the advertiser and the research organization. And a paid endorsement—like any other advertisement—is deceptive if it makes false or misleading claims.9

You don't want to be on the FTC's bad side, so please consult somebody 100 times smarter than us to be sure you're within the guidelines.




A Jungle versus a Map

When people land on your website, they will feel as if they have arrived at the right place, or they might be overwhelmed and click away. Too many choices are not a good thing when it comes to your site visitors. On average, the sites we looked at had 25 different choices to click on from their homepage. The average was 25!! That means many had even more!10 Have a look at your site. Is it logical what actions you're hoping visitors will take? Is it easy to find things? If your main goal, outside of providing great content, is to get people into your pull-and-stay mechanism, such as a newsletter, is that an obvious thing for them to do? Does it call out from the page? We don't mean in an obnoxious, animated GIF11 sort of way, but does it attract the eye enough for someone to look into it? Then you need to give me a reason to sign up for your newsletter/updates. The most popular method when surveying these sites was:

Sign up for our newsletter!

Really? Was the exclamation point the thing that was supposed to get us interested in signing up? Like we were on the borderline, still a little hesitant, and then we saw it and said “Crikey! They're pretty jacked-up about their newsletter! We gotta get us some of this!” No one needs another newsletter. No one needs “your” newsletter. People always want useful information. Throw us a bone. Why should we sign up? Will you be providing weekly tips on how to save our business money? Then say it. Make your website clean looking, clear so we know where we need to go, and if we choose to take that next step with you, follow through with what you said you'd provide.

A word about external links: Linking to other useful content outside of your website is not only fine, it's a great idea. There are even great reasons to do so when it comes to search engine rankings. However, when you do provide a link, make sure that when your visitors click on it, they are taken to the site in a new browser window. If you refer to a post on someone else's blog and it changes to their site in the same window, you've lost them. It's one simple line of code within the link to do it.12




High versus Low Barrier to Engagement

We've all seen it. You like what you see on a site, go to sign up for their newsletter/blog updates, and they ask for your name, e-mail, state, phone, favorite Bon Jovi13 tune, and your mother's maiden name. We've asked site owners countless times why they ask for so much when all they need is an e-mail address and maybe first name for personalization? They always respond, “It gives me great demographic info for my subscribers.” We can't argue with that; it certainly does. What the owners don't realize is that for every single new thing you ask for, you lose a percentage of people who were going to subscribe. We've run multiple tests, and something as simple as asking for first and last name greatly reduced sign-ups compared to first name only. And don't get me started on requesting a phone number. What do you think I'll be saying to myself if I see you're asking for that? “These guys are gonna phone me, no thanks.”

We understand that in some industries when you request something of value for free (white papers, etc.), it's standard to ask for everything, and it makes sense. You're giving something of high value away, and the recipient knows it and doesn't have an issue in letting you know who they are fully. But for a simple newsletter, you scare away more value than you'd ever retain by asking for too much.

When it comes to single opt-in (enter e-mail address and you're set) versus double opt-in (enter address, confirm in an e-mail) versus triple14 (enter e-mail, plus Captcha phrase to prove you're real, then prove your e-mail is real), just remember that the more you make people click, the less you get. If you hear the sound of stretching, that's just me getting ready to fight the group that says, “I would rather have 500 double opt-in subscribers than 2,000 single, because they are motivated!” This is fine in theory; however, with confirmation rates averaging below 50 percent in many industries, that's a lot of people you're leaving out who initially raised their hand. Why not just try to re-opt them in weekly! You may only have three subscribers, but damn they're motivated!15

Your goal should be simple: Give people enough value on your site that they want to stay in touch and learn even more. Get them onto your value-driven list, make it easy for them to do so, and deliver them great content.






Notes



1. And for those who use ALL CAPS in subject lines, or a fake “RE:” to get us to open it, you have a special place waiting for you.

2. This is our idea of fun. We need counseling.

3. And then refund the book to you. You're too dumb to continue reading this. The ALL CAPS people are waiting for you.

4. Not likely, but it's minutely possible.

5. For the chance to win a $50 www.Amazon.com gift card, we got 11,000-plus replies to a survey from a list of 100,000.

6. Unless you're reading this in the bookstore, debating whether to purchase it. Then buy this book first. Ha ha. No really, buy it. You can't use this advice without buying it. It's somewhere in the FTC guidelines, we're sure of it.

7. The generic e-mail form number is always a classy touch. Almost as sweet as saying {INSERT FIRST NAME HERE} and not doing it properly.

8. Business to Business as opposed to Business to Consumer.

9. www.ftc.gov/opa/2009/10/endortest.shtm.

10. The record was 96 click options. Sweet mother of ADD, what do you want a visitor to do other than to run away screaming?

11. Popular in the late 1990s, animated GIFs were used to show sites that were “Under Construction” or for the designer to use the newest, coolest thing. The same applies to the flash intros you see on sites today. Ugh.

12. “target=_blank” in HTML code. Yeah, learned basic HTML in 1995. You should see how many animated GIFs I could put on one page.

13. “Livin' on a Prayer” or “Blaze of Glory” from his solo career.

14. There is one large newsletter service that makes you submit your e-mail, go to a secondary page, submit it again, check off interest boxes, and then gives you the option to give more personal info. Then you have to confirm via e-mail. Ta-da! Congrats! Your list has two people.

15. They are also stalkers.
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Your Captcha Is Craptcha


Allowing people to take the next step with you through your website—be that a newsletter sign-up or a contact form submission—is exactly what you are aiming for at the end of the day. Creating barriers within that process can only hurt you. One of the biggest barriers is misguided Captcha forms. You may not have heard of the term, but we are sure you have seen these forms. Captcha is that box that asks you to type in the “words” you see in a box to confirm that you are an actual human being.

We understand the purpose of the Captcha, which is to stop spam robots.1 And if you have ever been a victim of one of these spambots hitting your site, the onslaught of spam submissions is practically unbearable. However, shifting the onus of proof to the potential subscriber or client can cause you to frustrate and possibly lose that person. We are not stubborn enough to think that people pound the keyboard and in fits of rage refuse to fill out the word duck that they see in a box. The problem with using Captchas to verify if someone is human, as opposed to an automated program, is that they're too hard to read and end up frustrating your potential user/customer. Recently Scott tried to sign up for a premium membership to a video-hosting site and was presented with this at checkout. See Figure 28.1.2


[image: Figure depicting a Captcha Box, where two white horizontal rectangles are placed side by side with the instuctions “type these words” and “let us know you are not a robot” above. In the left-hand side rectangle is the word “Wedged” followed by an unidentifiable character resembling an inkblot; the right rectangle is blank for the user to type in the words shown.]
Figure 28.1 Captcha Box


Scott actually has better than 20/20 vision. He has a somewhat strong command of the English language and did really well on his grade three test about letters, shapes, and sizes, but he could not tell you what that second word is if you offered to pay him a million dollars. It looks like a poorly drawn bat, one that you would sketch out with your friend on a napkin in a bar to visualize the plot of Batman Returns—but there was not enough room to type that.3

The result of this bat Captcha is that the company lost the sale. Scott tried to refresh the Captcha three more times and the same hilarity ensued. If you use Captcha on your site, test it out once in a while to see if you can actually read it. It may be one of the reasons why you are not getting the number of submissions you want.




Pop-Ups

Back in the 1990s (or the Stone Age in Internet years), somebody got the brilliant idea to create a pop-up page—sort of like a virtual jack-in-the-box, except you weren't expecting it, nor did you ask for it. A virtual kick in the face to say Hey! Look at me!—like the child who did not get enough attention from his parents—the pop-up was eventually scorned and sent away to its room. Browsers were installed with pop-up blockers and banned from many sites.

Fast-forward to the present day and there is a new breed of pop-up ads, ones that hover over the page.4 This is what amazes us about business and human beings in general. People fight to get rid of an annoyance and business fights to get around them to continue to annoy them. The thing about pop-ups is that they are fairly effective at building a list, but when you kick your market in the face with one, you are not considering how many people you turned away with them. The pop-up is almost created out of a fear that people will leave your site without signing up for your newsletter. But you should really be focusing on creating valuable and compelling content with an easy option for people to receive more. That could be a well-highlighted subscribe box on the right side of your blog or a postscript (p.s.) at the bottom of a great post reminding people that if they want to continue to receive this great content, all they have to do is fill out the form beside the post.






We really thought people would have stopped doing these things by our second edition…but here we are.










Notes



1. Picture illiterate terminators made out of canned ham. John Connor would be proud.

2. Captcha generated by FeedBurner.com.

3. Scott tried once to describe the movie Goonies to someone at a bar by using a napkin. He looked at it the next day and all he could see was two stick figures, a chocolate bar, and something that resembled a unicorn. There is no unicorn in Goonies.

4. Scott actually had someone argue with him once that what he was using was a hover and not a pop-up. We don't care if it is doing the salsa across my screen, it is a pop-up!



		
			
29
Experience Gap


One of the things companies need to realize is that they are only as good as the weakest experience of their customer. Many businesses are guilty of creating a great experience to get a first sale from you, but then they are really bad at keeping that level of service going. Once these customers get to the post–first-sale place, their experiences change. Your service is only as good as the worst experience a customer will have, not the best. It works with that age-old phrase: You are only as strong as your weakest link.

The space between the best services, often what a new customer receives, and the worst experience is what we call the Experience Gap. As a business owner your goal needs to be having no gap at all, optimizing every point of contact with your customer. As the gap grows, so will your customer's dissatisfaction.

Scott recently experienced this gap firsthand on two different occasions. The first was a negative experience with a store where he had shopped for a long time—Future Shop. The second was an outstanding experience with Cirque du Soleil in Las Vegas that we will look at in more detail in Chapter 30.

Here is the first story in Scott's own words.

I was shopping for a voice-to-text software program that allows me to dictate into the computer and have it translated into text—one of the important tools that I am using to write this book. My amazing Twitter followers recommended a particular brand, and I found the title at Best Buy, one of my favorite electronic superstores. The title was on sale and therefore sold out there, so I decided to take the trip across the street to a competing retailer, Future Shop.

One of the things that both of these stores offer their customers is price matching—meaning that they will match a competitor's pricing. I was not a new customer to Future Shop, having bought multiple high-ticket items from them in the past. I went in and found the software I was looking for. Unlike Best Buy, they didn't have it on sale, so I grabbed a copy, found a sales associate, and requested that they price-match the $49 instead of its sticker price of $119.

The associate did not look impressed by my suggestion at all. I would describe the reaction more like one of contempt and frustration. Apparently, making my request for price-matching was going to be quite a chore. She went as far as to tell me that she would have to call Best Buy to see if they had any in stock, because that was the only way they would be willing to price-match. Even though I explained that it was only because Best Buy was sold out that I was even in her store, she spent 15 minutes finding a Best Buy location with the software on its shelves. So, finally she agreed to do the price-match and scanned the software into the computer. Turns out they had the software on sale as well, but no one had bothered to change the sticker price.

She did so many things wrong. It wasn't the fact that she had to follow company policy that was frustrating to me. I understand why these policies are in place, having worked in retail for a long time. I know the game. It was her attitude that changed my experience. People need to know this.

Just like the story we related in the beginning of this book, a single person can affect a customer's experience—this can happen for the good, as was the case with Wes at the Wynn, or for the bad. Now please understand this wasn't even a really big deal; the sales rep at Future Shop didn't yell at Scott or throw something at him. It wasn't like some of those outrageous stories we have all heard, or seen, or even experienced ourselves in stores. But it is a really good example of a place not backing up what they claim to offer customers in a real, day-to-day experience. In the end the store matched the price, but part of being a satisfied customer is being happy with the experience as well, not just the result.

We could probably write an entire book, as we are sure could you, just talking about the day-to-day experience of customers. The sad realization is that average customer service is actually below average. Unfortunately, most of the time you feel like a king for just getting your expectations met! When the bar is set so low, there really should be no excuse for any company not to exceed customer expectations.
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Raising and Keeping the Bar High—Cirque


An example of a company that raised the bar for us and kept it that high is Cirque du Soleil. Scott first saw them in Las Vegas. The show was “Ka” at the MGM Grand. He had no expectation other than that he was told it was going to be a great show.

Here is his story in his own words.

From the second I got to the door, my experience began. Everyone was in character—from the person who scanned my ticket at the door all the way to the bartender.1 They all really cared about what they were saying. The bartender didn't shrug his shoulders and halfheartedly list off the drink options. Instead, he said this is the beer I suggest and this is why I like it. It was like when you ask a server in a restaurant what they suggest you order from the menu.

When we entered the theater to see the show, the usher who led us to our seats was so happy to see us and was also in character. The way he sat us down really set the tone—he was so funny. The most amazing thing about all of this care and attention to the entire experience was that Cirque du Soleil didn't even need to do these things because the show itself is so incredible. I would see it again and again just for the show. What sets Cirque even more apart is that the company really understood the experience gap concept. It does not want anything to take away from the experience, not even a rude usher or an aloof bartender.

What took it to the next level for me, even after seeing Cirque shows multiple times since then, was when I mentioned how much I love them on Twitter. To my surprise, an hour later the actual Cirque du Soleil account on Twitter replied back! Someone was listening and the person replied! The rep tweeted back about how proud he is of the show and how great it makes him feel when others feel the same way. This was my first experience with a company that monitored social media and used it to engage with people in this way.

I really recommend you go online and check out the Twitter account @Cirque.2 You see a mixture of show announcements and customer service. The company replies to its customers about all kinds of things—from how to get tickets, questions about the shows, and to say thank-you to fans. The company even replies to reviews that are not all positive, showing that someone is listening, and also that the company has a lot of confidence in what it does. Cirque uses its Twitter account to show how much it appreciates its customers' business. Jess Berlin, who runs the Cirque account on Twitter, is someone I have gotten to know since that time. I've learned that she really does care about people having a great experience with Cirque. You need people like this in your company. You need people who will not only engage with others, but who want to do so, because it shows.

Scott has now seen Ka four times in Vegas, paying the full price three of those times just so he could take friends or clients to show them the example of excellence—to show clients the lack of excellence gap in this amazing company. He even tested the company when they came to Toronto. He took his mom for her birthday to one of Cirque's traveling shows. And just like in Vegas, the experience was consistently at the highest level. In Toronto, the ushers were not actors in costume, yet it felt like they had a genuine concern to make sure that he had the greatest experience he possibly could with my mom, and he did.






Since writing the first version of UnMarketing, we haven't exactly let up on the Cirque shows. We've now seen Michael Jackson One numerous times and continue to recommend Cirque as the number one show option in Las Vegas.









Notes



1. He suggested I try Fat Tire.

2. Twitter.com/cirque.
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Stirring Coffee


If you run an established business, then you know how many customers you have, but do you know if they are happy? It takes about five to ten times the amount of work to bring in a new customer as it does to retain a current customer. When you know this, why do you spend so much time and attention focusing only on attracting new business? You need to be giving at least this much focus on satisfying your current customers. Satisfied customers are the best way to market your business, because they are the ones who become your word-of-mouth army—they are your customer evangelists.1

Yet we ignore them. Commercials, programs, and plans are almost all directed toward incentives for new customers. There are famous stories out there of people who ignore current customers. We make it hard for them to return things. We make them wait on phones for 20 minutes, ensuring them that their business is important to us, so please stay on just a little longer, while we focus on the new customer on the other line. We put out the red carpet for new sales and drag our feet to provide good service to the ones we already have.

Remember the hierarchy of buying—who was at the top? A current satisfied customer. This is where you are at your highest level of trust and the strongest point of your relationship. Sadly, some companies let their customers fall off the top of the mountain.

We have a morning ritual that we know many of you share. Coffee around here is a bit like a religion. You choose your brand, you pick your favorite, and then you stick with it. In the Toronto area, Tim Hortons is the church of coffee. It is a part of the culture up here, part of the vocabulary. When you say you're going for coffee, you go to “Tim's” or you're going to go to “Hortons.”

We're sure you have your own coffee chains in your area that have the same kind of following. They become a part of our routine. This has to be the ultimate goal for a business, whether it is service- or product-based. You work to become a part of somebody's routine. If you can achieve this goal, it is worth an incredible amount of money. The lifetime value of every person who spends $2 a day with your company is incredible. Think about that for a second—$2 a day equals more than $700 a year. Over 10 years, you're looking at more than $7,000 in revenue from one person. Companies have a vested interest in making sure you become a regular, and you should be working hard to make lifelong clients out of your customers. Unfortunately, just like many personal relationships, when you become used to one another you take each other for granted, and companies do this far too often with their loyal customers.

Tim Hortons had us. We were loyal as could be. But recently we have done something we never thought we'd do: We changed brands. Being a loyal Tim Hortons customer, almost every day we would get our coffee from them. We didn't even think about it—that is just what we did. When any other coffee company came into the area, they were an afterthought. No way a new company was going to change our habit. Slowly, something happened. We started noticing cracks in the armor of the habit. One misstep or one small issue will not lead to somebody changing a day-to-day habit, but when you begin to add up enough of those small things, you open the door to your competition. It is not usually extreme customer service issues that drive people away.

So here is the story of the small things that led us away from Tim Hortons in Scott's own words.

First, the servers wouldn't stir my coffee. The coffee was inconsistent, a small thing, but one that I know my fellow coffee drinkers out there will understand. When you buy your coffee at the drive-through and start to drink it after you've pulled a mile or two away and find that it was not made or stirred properly, the experience is hurtful. For people like me who take three sugars in their coffee
2 and order the same coffee every day, I really do notice the difference when it isn't made properly. Similarly, when there are mistakes in the order, when I can taste cream instead of milk, when there is sweetener instead of sugar, customers will notice. These are little things. Mistakes happen, of course, but when they start happening more and more, customers begin to wonder if this is how service will always be. Then customers begin to doubt the quality of your service or product. This doubt creates a space where customers are open to trying something new.

We want you to picture the image of a gap. It starts as a tiny crack. Your loyal customer has always been happy with your product or service, and then slowly small doubts add up and cracks begin to form—until one day, the experience gap grows just big enough for one of your competitors to get through. The experience gap is the space between the best experience your customer has had with you and the worst. Ideally this gap doesn't exist or is as small as possible.

Businesses need to make buying their products easy. This was another issue with Tim Hortons that led me away from being a loyal customer. Until recently, the company did not accept debit card payments,
3 so many of their customers cannot pay for their coffee and doughnuts with a bank card. This is rare today. As a matter of fact, the only reason I would ever take money out of the bank was so I could buy coffee from Hortons.

Now the extra inconvenience of taking out cash was okay when my coffee was perfect, but adding this to the frequency of mistakes in my order was getting to be too much. Add in some other things I put up with in the name of my favorite coffee, such as the cumbersome lid that was impossible to open while driving, plus the long wait times, and I was really open to the competition. I had been a loyal customer for 20 years. I figured that over that time I have spent upward of $15,000 with the company.

I was at that point where all of these small negative experiences had come together, the perfect storm point, and I was open to giving something else a try. It takes a lot for somebody to change anything, let alone a part of their daily routine. I didn't really do it consciously; it just happened. All that it was going to take for another company to earn me as a new customer was quality that matched what I was used to and that gave me more convenience.

Enter McDonald's. I was already a McDonald's fan. The company didn't have to begin at the start with me or get me to buy into its brand. But I didn't buy coffee there. My first real job was working at McDonald's when I was 15. As far as I could see back then, the only people who bought coffee at McDonald's were senior citizens at 6 a.m. But now McDonald's was on a mission to prove that its coffee was worth buying on its own, a bold task considering the market already included heavy competition from Hortons and Starbucks.

A few years ago I wouldn't have even thought of trying the McDonald's coffee, let alone switching over to it, but I had gotten to the breaking point as a customer. I was willing to at least try something different. Tim Hortons was taking my business for granted, but McDonald's was working for it. McDonald's had a promotion to launch its coffee, and it was giving out free coffee during a certain time, so this was going to be the time I would try it. Unfortunately the lineup of people to try the coffee when they found out it was free could have rivaled lineups for rides at Disney World, so I decided to hold off on giving it a try. A few weeks later I finally went in and tried it.

Compared with Tim Hortons, McDonald's had the same, if not more, drive-through locations, just the kind of convenience a lazy man like myself was looking for. At this point the quality was important—no matter how much convenience or customer service I got, at this point if the product wasn't of the quality that I liked, I wouldn't switch to it. This is really important to note: Quality is always important! No matter how much marketing or UnMarketing you do, it doesn't make a difference if your product or service doesn't stand up. So I order the coffee and go to pay for it and the server takes my bankcard! I am allowed to use my bank card to pay for the coffee—McDonald's earned one bonus point.

I get the coffee and I see that the coffee cup is double-walled, meaning I don't have to put a sleeve on it! I don't have to ask for a second cup! McDonald's execs have spent some time thinking about their products and their customers and thought, “Hey, coffee is hot, people don't like to burn their hands,” and they came up with a solution—a double-walled cup. Genius. I went to open the cup in my car, and the lid was amazing. You can open it with one thumb, and it pops and locks open—no mess, no burned fingers, and another bonus point. The ease and convenience of the cup itself really improved my experience.

The McDonald's location near my home also has a secret weapon. His name is David. At the Iroquois Shore Road location, in Oakville, Ontario, David is the guy you talk to in the morning in the drive-through. He's kind, considerate, and happy, but not the “in-your-face kind of happy” that makes you hate him in the morning. Heck, he even makes the add-on suggestion of a muffin a pleasant occurrence. It's gotten to the point that I will go out of my way in the morning to have David serve me. So I found great service and a great new product. I never would've even known if it hadn't been for the “dropping of the ball” from the place where I was loyal.

This is exactly what your company does not want. You do not want your longtime loyal customer to be dissatisfied too many times and now in the hands of the competition and very, very happy. I then tasted the coffee and it was great. I get no reimbursement from McDonald's to say that I am not their affiliate. In all honesty, the coffee tasted great, even better than what I was used to. That did it. And now I look for McDonald's when I'm wanting a morning coffee or on the road. I may be just one customer, but my lifetime value is $20,000 or $30,000. How many people will it take for Tim Hortons to realize that understanding the needs and wants of the marketplace is important all the time?

You need to know if your customers are happy, and if they aren't you need to know why and how you can change it. You need to know where you stand in the eyes of your customers. Are they happy, are they ecstatic, or are they just there holding on until someone better comes along? You do not want your brand to be in that zone with current customers where the experience gap has left a space for the competition. You cannot be complacent or inattentive, leaving your hard-earned market ripe for the picking.

Now, because you are reading this book, you are ready to think differently about how you treat your customers. You know that every point of contact is an opportunity to engage with your market—this is true for your current customers as well. If you want to find out where you stand with your customers, finding out is simple: ask them.

A simple thing you can do is what we call “Stop Start Continue.” Use an online survey service, Survey Monkey, for example. You can send out a brief e-mail to your customer list. Ask customers these three simple questions: (1) “What should we stop doing?” (2) “What should we start doing?” and (3) “What do you think we should continue doing to ensure we not only meet but exceed your expectations?” Business owners incorrectly think that their customers will say something if they are unhappy. But most people will not say anything at all; they just stop buying. The time to ask customers what you can do to improve their experience is not when they are angry and/or have already gone elsewhere, but when they are currently customers with you. How many times have you gotten an e-mail from a place where you are a current client asking you to tell the company what it can do to serve you better? We know it has not happened often to us, and we know that the feedback you get will surprise you.






We never go to McDonald's for coffee anymore. One of the issues we had with Tim Hortons and later McDonald's was the lack of product consistency, depending what country we were ordering in. We also needed coffee in airports, a lot of airports, and Starbucks is found in just about every one we've been to. Starbucks coffee is consistent in taste, easy to find almost everywhere, and their app is seamless for ordering. The app auto-reloads whenever it's running low and allows us to pay easily from our phones. We can also order ahead and skip the line, which while making us unpopular with those waiting, makes us feel super important in our own minds. And isn't that really what coffee happiness is all about?









Notes



1. This is a great term from a great book called Creating Customer Evangelists by Ben McConnell and Jackie Huba.

2. Or, as my Grama used to say, “boiled candy cream.” She used to get mad at me for putting too much sugar in my coffee.

3. Since the hardcover of this book came out, most locations now accept debit cards. You're welcome.
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Using “Stop Start Continue”


Scott had a client a while back, a private school in the Toronto area. One of its biggest issues was re-enrollment. When parents decided not to send their children back the following school year, the school found out too late to deal with the issue(s) and possibly keep the student. Together, they implemented a survey system to test customer satisfaction. They e-mailed 120 families with children currently enrolled in the school. The school started the conversation, engaged with the parents, and got them talking about their experience. They allowed them to choose to answer anonymously or to leave out their contact information.

Going back to the trust gap, the school had already achieved the highest level of trust they could, because these parents trusted them with the well-being of their children. This makes it even more important for the experience gap to be nearly nonexistent. In a relationship with a high level of trust, you cannot afford gaps in either trust or experience, because you cannot usually gain it back once you have lost it.

Using an online service for the survey allowed us to create a quick database of all the results. The e-mail was sent out, and they had a 95 percent response rate. Within 48 hours we sat down with the head of the school and the faculty with 45 pages of collected results—all feedback from current parents. Some of the information was pretty basic, like wanting more variety on the lunch menu. Some pointed to more serious issues for the children. There was also a lot of positive feedback, with stories of happy customers. The positive feedback is great for so many reasons. You can learn what's working and also drum up testimonials for your business, which is always great for attracting new customers.

This is where you have the opportunity for engagement. You've got your clients' attention, you have their ears, and now you need to follow up. Just hearing what they have to tell you is the first step, but it can't be the last. You may not change anything based on something one of your customers told you, but if you see something consistently coming up that you are not delivering, then you know you need to act.

After going through all the feedback from the school survey, they sat around a boardroom table and every single response was delegated to somebody to take responsibility for. They made sure that every person who had participated in the study was validated and knew that they had been heard. They also made sure that the participants were thanked for their time and knew that whatever the concern, the school was working hard to improve the quality of their service. By the following week, the school had followed up with every single parent.

Try sending these questions out to your list, whether they are customers or subscribers to your newsletter. The parents of students at the private school did not need any extra incentive for filling out the survey because they were investing a lot of money in the school and the service had a lot of value. But in other kinds of circumstances, such as if you're asking free subscribers of your newsletter about something, you may want to throw in a gift to thank them for their time. You can add an Amazon.com gift card or something that you can raffle off for people as a thank-you. We did this with a list of ours and got 10,000 responses.
1

You can ask your list members what type of content they want to read. You could ask them what delivery methods they like for products. But most importantly, start by asking your current customers the “Stop Start Continue” questions (see Chapter 31, “Stirring Coffee”). These questions will improve your business, keep you moving forward, and save you from losing customers. This engagement will enhance your relationship with satisfied customers.




Note



1. It astounds us what people will do to try and get something for free. We see this in Vegas all the time—people spend $200 to earn a free buffet coupon. Do they know the buffet is actually $10?
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Zappos


UnMarketing is all about engagement at every point of contact with your market. If you believe that every employee in your company has a role in marketing, then you have to look at how they engage with your customers on a day-to-day basis. As an example of how to do this right, you don't have to look any further than Zappos.com. This company empowers every member of its team to create an environment where each employee has the ability to really put the customer's needs first.

There are a few things that we have personally noticed that make Zappos.com stand out. Most importantly, the company has a brand based on excellent customer service. If you asked someone to define Zappos.com in one word, he or she will not say “shoes” or even “online store” but will say “service.” How many of you reading this chapter now can say that about your company? That your company's quality of service is so good, so well known, that service is actually what you're known for?

One of the ways that Zappos.com made this happen is by having a generous return policy. The company started out by selling shoes as an online vendor. It faced a huge hurdle going against classic shoe stores to earn its customers. Buyers were used to trying on shoes. Zappos.com had to bridge the trust gap and convince customers that they could buy shoes online, without trying them on. What was the first question people had for them? “If they don't fit, can I return or exchange them?” Zappos.com said “yes” and earned the trust of their market. The Zappos.com website states on its return pages that, “If you are not 100 percent satisfied, you can return your item(s) for a full refund within 365 days of purchase.”

But Zappos.com's branding is not just about the free shipping and a long grace period for returns. The stories of its efforts to gain satisfied customers are everywhere online. One story that gives us chills is about a person who had ordered multiple pairs of shoes for his mother. She sadly took ill and was in the hospital. Not knowing what exact size of shoe would fit his mother or exactly what she may like, he decided to order nine different pairs of shoes to have her try them on and then return the ones that either didn't fit or she didn't want. Sadly, his mother passed away, and later on he realized he had never returned any of the pairs of shoes that he ordered. They added up to a substantial amount of money. He sent an e-mail to Zappos.com explaining his situation, wondering if there was anything that they could do for him so that he could return all of the shoes. No one had ever worn them, and there were so many pairs. He understood that he was outside of the return window, but he thought he would give it a try and contact the company.

The customer service representative who received the e-mail let him know right away, that day in fact, that the company would arrange for a UPS truck to show up at his house the following day to pick up all the boxes. His credit card would be credited the full amount of the original purchase, and he would not be charged for the return shipping. The representative also expressed the company's condolences on the loss of his mother. When the delivery truck arrived the next day to collect the shoes, the driver also brought along a bouquet of flowers with deepest sympathies from the customer service representative who had spoken to him the day before.

The customer was overwhelmed by this response. When was the last time you received service like this from a company? He then blogged about it, and that blog has been viewed by thousands of people. The thing is, Zappos.com did not perform its service with the goal of this customer blogging about it; the company does not do things so that people will tweet about them. Zappos.com truly believes that every experience a customer or potential customer has is a chance to wow them. The company cares about its customers, and this is what defines the Zappos.com brand and separates this company from the crowd.

You know what else is amazing about Zappos.com? The tour! If you have a chance to go to their facility in Nevada, you have to do it. It is an amazing experience! Scott saw this firsthand when he accepted the company's offer of a tour of its facilities in Las Vegas. Anyone can do it. A company rep will pick you up in a shuttle from anywhere in the area and drop you off anywhere else in Vegas you want to go after the tour, free of charge.

Scott wanted to see what all the hoopla was about, having heard about the tour from other people, and to see if there was an experience gap even on a tour with the company. He wanted to know if there was a difference between what he would experience and all of the amazing stories he'd heard or read online. The problem with setting great examples that circulate online is that you set great expectations. When you earn a reputation for greatness, people come to expect that from you going forward.

This tour exceeded his already high expectations. From the woman who drove the shuttle bus, who had moved from Kentucky just to work for Zappos.com, to every stop on the tour, he was engaged and impressed. He left with better faith in humankind that companies can run at a high level. The tour started with our tour guide, one of the top people in management, holding a large flag. The flag let everyone know, as we walked through the offices, that we were esteemed guests of a tour.

The hilarious part is that when you take the tour, every time you pass a group of cubicles or a team, they have their own thing they do for the tour. The first group we passed stopped what they were doing, opened their desk drawers, and each of them grabbed a camera and started taking pictures of the tour, cheering the entire time. Another group had those party clappers and waved them loudly. Another team had a song. Not one person looked put off or as if they were forced into this. Now, we are sure that every now and again when someone is having a bad day their team whipping into a verse of “It's a Small World After All” isn't the best thing for a headache, but still. Scott spent years in human resources and consulting, going into work places and speaking with employees. He knows unhappy workers. He can feel them. He knows the look. The employees he saw and met that day at Zappos.com were happy to work there. They were valued parts of the team and enjoyed their work. We should all run companies like that.

When we arrived at the call center part of the tour, he noticed the lack of a call-board. This is a popular piece in any call center that ranks each person on his or her call times. Most call centers judge their workers by how quickly they can get somebody off the phone. Scott noticed immediately that the call-board was missing and asked the tour guide where it was. He actually laughed at the question. Zappos.com does not use a call-board. Call center reps have no set limit of time to talk to their customers. The shortest call that they had recorded was 40 seconds and the longest call was 4 hours.

The tour guide also added that the woman who was on the four-hour call did not end up buying a single thing. At Zappos.com the call center representative had a simple job—to help people. The reps were not on the phone with customers only to pick something out so they could buy it. They were there to help them, and to let customers know about products that they were buying online that they couldn't touch. They just blew Scott away. Do you know that Zappos.com allows their phone representatives to source a product for a customer even if they don't carry it and it is from one of their competitors? They are empowered to send the customer in whatever direction is needed to help them. The reps have that much confidence in service. They understand that giving the customer a good experience will be remembered and is valuable. They believe this so much that they came up with their 10 core values, as follows, taken from their website:


As we grow as a company, it has become more and more important to explicitly define the Zappos core values from which we develop our culture, our brand, and our business strategies. These are the 10 core values that we live by:


	Deliver WOW Through Service

	Embrace and Drive Change

	Create Fun and a Little Weirdness

	Be Adventurous, Creative, and Open-Minded

	Pursue Growth and Learning

	Build Open and Honest Relationships with Communication

	Build a Positive Team and Family Spirit

	Do More with Less

	Be Passionate and Determined

	Be Humble





You can't really argue with any of those 10 points. One of the biggest drivers behind this culture is CEO Tony Hsieh. It would be very difficult to drive a culture like this without it being from the top down. He is @Zappos on Twitter.






The tours are still running today and cost only 10 dollars. If you want a more detailed look at the company, you can pay extra for a Q&A session with specific departments or arrange a large group tour for your coworkers and/or employees. There is even a Zappos Art Tour Experience where you walk through the campus and learn about their art and mural collections and a tour that includes a look at the revitalization of downtown Las Vegas. Check these out at https://www.zapposinsights.com/tours.
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Rockport


As you read in the opening of the book, one person's attitude can change the perception of a brand. This can also be done with products, like what happened with Rockport shoes and Scott last year.

Here is the story in his own words.

I was tweeting away, mentioning my upcoming Vegas trip and reminding myself out loud to buy some new shoes because I had made the moronic error of wandering the Vegas strip in flip-flops on my last trip.
1

Somebody replied to me that he had the perfect shoes for me and would “hook me up.” I thought this was just another person talking big online about his or her connections and what he could do for people. He later sent me a DM mentioning that he would send me what he wears because he does a lot of walking. This is where the relationships online can get a wee bit weird. I had to wonder if this guy was about to send me a pair of his used sandals. However, my desire for free stuff trumped my concern for hygiene. I said, “Ah, what the hell, why not?” and sent him my home address and shoe size. He replied saying he was going away for a few weeks and would take care of it when he got home. Besides the fact that I just gave my address out to a total stranger, not to mention my shoe size, I was feeling quite good about it. I then proceeded to forget all about it.

A few weeks later, the buzzer went off at my condo, and it was a delivery guy. Thankfully it was not the guy I was talking to online. He was dropping off a huge box. I opened the box and there were three boxes inside, all from Rockport. Understand that up to that very moment Rockport shoes to me represented shoes for old people and those with foot problems—and then I opened the boxes. Inside was a pair of wicked, classy, running-style shoes, a pair of fancy loafers, and a pair of black leather boots with buckles on them that may have well said “badass” on them—they were that good! Instantly, not only did my view of the Rockport brand change, but I fell in love with them.

However, now I had to reply to this guy who I then discovered was one of the designers for Rockport. Since this was my first bribe, I sent him a DM to thank him and to ask what I should do next. Was I supposed to blog about it, or tweet about them? There was no letter in the box requesting that I review them. He replied, “Just enjoy the shoes,” and that's it. He just pulled some triple reverse mind screw on me. I knew he wanted me to talk about the shoes. He knew he wanted me to talk about the shoes. I wanted to talk about the shoes. Well played, sir. What do you think I did next? I talked about the shoes to anybody who would listen. I wear them in presentations. I talk about them in presentations. I even runway model them in presentations. And look what happened here; I even talked about them in my book. Well played again, Rockport mind ninja, well played.

I am not saying to just send out free products to everybody on Twitter.
2 I know I was sent the shoes because even at that time I had a good presence, I had a big mouth, and he was a nice guy and thought he would help out. The cool thing about him was the fact that he didn't even mention Rockport in his profile. He is there for his own personal account and thought it would be fun to help out. But it shows what happens if you have confidence in your product and can send it out to the right people.




Notes



1. If you have never been to Vegas, that experience is like walking a marathon on the surface of the sun. Flip-flops don't cut it.

2. Just to me. I am fully open to bribes. And to be honest, after writing 64,000+ words, I'm spent. I've got nothing left. Imagine how many words I could use to describe your sending me a car, a boat, or a vacation home.
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FreshBooks



“We wouldn't do it if it didn't make business sense.”


That statement defined customer engagement for us. It was spoken by Mike McDerment, CEO of FreshBooks, an online invoicing, time-tracking, and expense service. Scott was on a marketing panel with him last year, and he was spewing his normal sermon about how you need to build relationships, when he interrupted Scott with that statement. We loved it. Meaning at the end of the day, as a business you have to justify financially your engagement efforts. FreshBooks is not only able to see that it helped their bottom line, but the execs are experts at it.

In 2008, FreshBooks company reps famously drove an RV from the Future of Web Apps conference in Miami, Florida, all the way to South by Southwest in Austin, Texas. They made this trip, in this way, so that they could meet as many of their users during the trip as possible and spread the word about their company. They stopped along the way and took people out for dinner. They made videos during the entire trip and uploaded them to YouTube.

But it's not the big public things that FreshBooks reps do that makes me want to sing their praises—it's the individual efforts that make them stand out. For example:


	Michelle Wolverton, a virtual assistant based out of Boston, tweeted about being stood up on a date. FreshBooks reps responded, “We'd never stand you up.” That's already pretty sweet—kind of unexpected coming from a brand. But, the next day, they sent her flowers—something not terribly common coming from a web app you pay a monthly bill for—and made a friend for life. Michelle still screams her love of them from the rooftop, and they'd still never stand her up!1

	A while ago, Mike McDerment wrote a blog post mentioning some new flavors of Triscuits. Jonathon, a customer of theirs, commented on the blog post, joking that they shouldn't talk about things he can't pick up in his home in Fiji. The FreshBooks team felt for Jonathon, so they took the liberty of sending him a couple boxes of Triscuits. He was excited when he received them. So excited, in fact, that he wrote a feature article in the Fiji Times titled “Separating the Good Buzz from the Bad” about FreshBooks and a handful of other businesses with outstanding service that had touched him.2



Even the new-hire process at FreshBooks focuses on support. McDerment told me:


Everyone who starts at FreshBooks—no matter their role, marketing, VP, CEO—starts by doing customer support for at least two months. There's no better way to get to know the product and our customers than talking to them and answering questions. Four days a week, a new hire's job is to pick up the phone, answer e-mail, and respond to forum posts.

When someone graduates from support, he or she is still responsible for one day on support about once every three weeks or so. We have a core support team every day built up of our support team and members of other teams assigned to do support for the day. All their other tasks are put on hold until the next day.3



FreshBooks is active on Twitter @freshbooks as well, both with personality and support for customers, all out in the open. So, as Mike said, treating your customers well is good for business.






On one of our most popular episodes of the UnPodcast we shared an incredible story about FreshBooks that shows they haven't lost their touch. Even though social media has shifted since 2009, it is still an amazing tool to wow our customers. We always focus on how to get new customers while we neglect our current, loyal ones. When an opportunity presented itself once again to FreshBooks, one of our favorite wow practitioners, they didn't let us down.

The story was sent to us by Deborah Carraro:


Last Friday, Phil Thompson (Team Lead at FreshBooks support) tweeted that the digital release of Deadpool was coming out on his birthday. I'm a bit of a geek so the tweet had me at Deadpool and then I did the math and realized that he and I share a birthday.

I tweeted a response: “Cool! (Double cool…we share a birthday).”

Of course, on my birthday Phil tweeted some birthday greetings on behalf of the FreshBooks team, which was kind of him/them but not anything to write home about (or to write to Scott and Alison about). 

And then today, I received a DM from Phil that FreshBooks had tried to send me a surprise on my birthday but the delivery got messed up and that a treat was waiting for me at a cupcake bakery here in London (very close to my home).

I was pleasantly surprised, thanked them, and made plans to stop by the bakery when I was out running errands.

I was floored when I got to the bakery and they had a box of a dozen cupcakes waiting for me. I had been expecting one or maybe a couple to make the order large enough for delivery. I certainly wasn't expecting a dozen cupcakes.

They already had me as a customer. They already had me as a referral partner (I've referred a few people to them). Within the last year, they've partnered to support a cause I believe in that just happens to have been initiated by a dear friend of mine (Vicki Saunders of SheO). I'm already extremely happy with their service and tweet about it/them often.

But today they gave me a dozen more reasons to love them and I wanted to share the love (and story) with you since we often hear about companies doing it wrong and I know you'd appreciate a company that's doing it oh so right! That they're Canadian is just icing on the (cup)cake!



We can hear FreshBooks starting every business day by saying, “How can we make someone's day today?,” can't you? Happy, engaged, loyal customers are the best investment you can make in your success. Brand fans lead to new customer acquisition in the best possible way—they tell their friends about you, they tell your would-be market about you, and if you're lucky, they tell us about you.









Notes



1. http://bit.ly/5Q2Wth, to see Michelle's blog post about it.

2. http://bit.ly/8J5Ror

3. http://bit.ly/68pKZa, to see its new-hire blog.
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Why You Can't Learn from Millionaires


You can admire and take points from someone, but you shouldn't try to be that person or company. You don't see behind the curtain. The crib notes of the company's success don't show the other 99.99 percent of the things it did to get to the place it is at today. Frankly, we can't learn much from someone who made millions years ago and is running that business today. The tools are different, as is that person's leverage. You can take tips and inspiration, but managers' opinions may not be as practical with today's tools. What worked in the 1980s may not work today.
1 There are better, more efficient, cheaper ways to get in front of your marketplace today than ever before.

As an example, a friend of ours told us about a speaker at a recent conference she had attended. She made a gabillion dollars.
2 She got onstage in front of hundreds of business owners and stated that the audience was wasting its time using social media and being on Facebook and Twitter. She said the audience was better off focusing on the branding practices of Coke and the other Fortune 50 companies. Our friend said that you could see the look of panic on the attendees' faces. The people who had been building real relationships online to help their businesses grow were now being told they were doing it all wrong by someone they aimed to be like. The speaker also admitted that she got to where she was today by lying to a buyer of one of the store chains to get her product placed. Oh, and the conference theme? Being your true self. Well done.

The problem with trying to emulate a millionaire is that it isn't a business. Making money isn't a career. It's the result of good business. There is a huge difference between a result and the cause of the result. You can fall into the trap of simply wanting to be rich, and the next thing you know, you're sitting in a hotel conference room at a “free” seminar being told that the only way to get rich is to pay someone money to show you how to get rich. The smart cookies reading this will realize that the way the seminar leaders make money is by selling the programs on how to make money! Send me $5 in the mail right now, and I'll send you step-by-step instructions on how to make a million dollars, $5 at a time!
3

There will always be people who tell you that what you're doing is wrong, as well as those who will tell you that everything you're doing is right. Both should be avoided. Seek out the opinions of people you trust who can give encouragement but also honest feedback. Now is not the time to ask your mom if your website looks effective.4 One of the best ways to find those people in business is through, you guessed it, social media. By building trusting relationships with people, you have at your disposal a potentially large group of experts who can give you feedback when you need it the most.5 We believe in positive thinking and goal setting, but being oblivious is a surefire recipe for failure. You can read The Secret all you want, but business doesn't manifest itself. We saw an ad agency owner once credit the success of landing a large campaign to “manifesting it.” What a great way to insult his entire team, which spent countless weeks, even months, to get it together. We're sure the team was manifesting a thank-you for him.




Notes



1. Insert crack at the Yellow Pages and cold-calling here.

2. We rounded up. Give or take a gabillion.

3. Please don't mail us $5. We're sure it's breaking some federal law, and we won't send it back if you do. Consider it a cheap education on how to get scammed. You're welcome.

4. Unless your mom is someone who understands websites and business, then by all means, ask! And send us her e-mail address—we want her to look at our site.

5. Although, we've learned from being people who give honest feedback that people don't usually want it; they just want praise. That doesn't help anyone if it isn't true. Encouraging someone going down the wrong path hurts that person.



		
			
37
Authenticity and Transparency


The terms transparency and authenticity have become quite the buzz terms lately. There are so many courses and workshops available out there that claim to teach you how to be your authentic self. The level of irony this speaks to is so high that we really don't know where to start with it. You do not need a consultant to teach you how to be yourself. Issues and challenges often do arise when you set out to decide where to draw the line with being yourself online and in business. You need to understand the difference between authenticity and transparency.

Authenticity in business is all about realizing that your strongest asset in your company should be you. When you stop trying to pretend to be like other people and focus on your own strengths, you bring authenticity to the table. Outsource your weaknesses and the things that you don't like to do, and remember your strengths. Your competition cannot be you.

Authenticity is easier. It is so much simpler just to be yourself. You never have to worry about remembering what you said about something to make sure you aren't contradicting yourself. Some people call being authentic “personal branding,” but we just call it good business.

So where do you draw the line at being authentic? What is too much information or opinion to give out when it comes to your personal thoughts and life? This is a really important question to think about when you are using social media to promote your business or connect with your market. It relates to an experience Scott had a few weeks ago. Somebody with whom he had built a relationship at conferences and in social media retweeted a link that somebody had sent out opposing gay marriage. Everyone is entitled to his or her own views and opinions, but you need to understand that if you choose to be authentic you have to be prepared for the results.

Even though Scott has a business relationship with this person, it is still a relationship. Their views are not ones that he personally shares, and that way of thinking is not something with which he wants to be associated. Even if you are not the person who originally sent out a message or video, you are embracing and endorsing it by sending it out to your followers on Twitter. Besides, we don't really care about religion or politics; this is the real reason that we never discuss either anywhere. People will even argue with Scott about being agnostic, both religiously and politically. Don't reveal something for the sake of authenticity that you don't want to see on a billboard with your name, your face, your phone number, and your company logo on it.

Transparency in business and marketing really means being honest. In terms of transparency, sadly most people look to the FTC for guidelines. Transparency comes into play in all areas of business, including social media, events, testimonials, and even best-selling books.

One of the biggest issues in the debate around transparency is that it can be so subjective, defined by personal perspectives and our own value system. When you are faced with situations that call ethics into play, you have to do what you think is right. Just remember that other people, including your market, may have a higher standard than you, because perception is everything.






Our theme, “Everything has changed and nothing is different,” applies to this section on issues of ethics and transparency perhaps more than it does to any other section of this book. While our tools have evolved, the importance of setting high standards for us online has not. In fact, people have become so crafty (or perhaps lazy) with content theft that we've had to create new terms to describe them. Freebooting is a term used to describe someone taking a video from one source (mostly YouTube) and uploading it again as their own, usually on Facebook. With Facebook giving more and more value to video, people's thirst for this form of content, along with their inability, or unwillingness, to create their own, has lead to rampant content theft. For an example:


[image: A screenshot image depicting a video uploaded on Facebook. An arrow points at the link to the album and another arrow points at the number of views denoting 89 million views!]

The “strategy” here, and we use that term very loosely, is to take proven viral content from YouTube and upload it to your own Facebook page. You are guaranteed it will spread and be liked around the world! Please don't confuse this with sharing a link to a video or another page's Facebook video. This entails downloading the source video, usually by using a third party site or app built to rip off videos and then uploading that source to your page—removing any credit, ad revenue, or reach from the originator or creator. This is wrong and unethical, but for the most part Facebook couldn't care less. Why should they? Every person watching a video on Facebook is one less watching a video on YouTube.

We ask you to consider why you would do something like this, as an individual or as a brand. The vanity metrics you gain in views and likes amount to nothing compared to the damage done to your integrity and the greater ecosystem of online content. Integrity is not a renewable resource; you won't get it back every quarter.
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For Whom the Bell Mobility Tolls1


Do you ever wonder what a consumer advocacy super hero would look like? The outfit. The weapons. The look they'd give to stare down the bad guys. Well, look no further. Today they are armed with a social media platform, a podcast, and a man bun.

Scott can remember the day he first gave an eBay seller a one-star review. It was a lifetime ago, and he'd bought a baseball card that never arrived. He left a review reflecting his thoughts on the missing card and the seller freaked out on him, claiming the review could ruin his business and this was Scott's fault—not the missing card.

Fast-forward to today and it seems everything online is five-star or bust: Yelp, TripAdvisor, Amazon, and even the App Store. As we've always said, if you make a good product and provide great service, reviews are the most powerful marketing you could possibly hope for. Of course, if your offering is subpar, well, reviews will reflect this and their affect won't be as pleasant. Giant, publicly hated companies usually don't stand a chance with online reviews. Airlines, cable providers, and cell phone companies liked it much better when we just nodded and paid our bills. But now that we have a voice, we're letting it be heard.

Such was the case up here in Canada, when Bell Mobility (the cellular arm of Bell Canada, of which Scott is a customer) released their original app:


[image: A screenshot image of Bell Mobility Self app for iPhones and iPads with a  customer rating of two stars.]

As you can see, the app is rated an average of two stars, by 2,674 users. One of the tricks companies use to move past bad averages like this one is to release a new version of their app. This virtually wipes away the old reviews, since the default display in the App Store is the newest “version” of the app reviews, not “all reviews.”

But not Bell Mobility. Notice the developer account is “Bell Mobility Inc.” When they released a new version of the app last week, it was launched under “Bell Canada”

Even more interesting, look at the reviews! Nice! An average of 4.5 with 89 reviews!


[image: A screenshot image of MyBell mobile app from Bell Canada with a customer rating average of 4.5 stars.]

The huge improvement in reviews got Scott wondering. Who are these people sprinting to the App Store to leave reviews about a cell phone company app, just a few days after it was released? And why are they so happy?

Let's take a look at what they're saying:


[image: A screenshot of the following customer review: Works Great!***** by Mike McEnery - Nov 17, 2014: “Works great. . . makes it so easy now to check my profile and pay my bill. . . Nice clean design and very user friendly.”]

Awesome, Mike! Wait, why are you so excited to pay your cell phone bill? Clean design? User friendly? This guy must work in marketing.…


[image: A screenshot of the following customer review: Good job***** by StephSteen- Nov 17, 20014: “Much improved. Like the new look. Faster and easier to use!”]

Steph is one happy customer! Nice little Canadian passive-aggressive shot at it being much improved from the previous, totally unrelated version from “Not Bell Canada but Bell Mobility Inc.”


[image: A screenshot of the following customer review: Manager Fibe TV***** by Charbel Nassif- Nov 17, 2014: “Awesome App and very user friendly, looking forward to include BTV and home phone services in future releases!”]

Charbel is loving the new…wait a second…you know what's coming in future releases? Who the heck says “future releases”? No, more importantly, who uses the phrase “home phone services”? Unless you work at a company that provides home phone services.…


[image: A screenshot of the following customer review: Good job***** by Shel Ender - Nov 18, 2014: “Nice upgrade, easy to use. Was able to manage my bills with no problems.”]

You know what makes me run to leave a review at the App Store the day an app launches? Being able to manage my bills.


[image: A screenshot of the following customer review: Wonderful***** by S Saade - Nov 20, 2014: “Excellent new app. Looking forward to updates with residential services”]

You're not even feigning that you're an actual customer now.…


[image: A screenshot of the following customer review: Love it!***** by Tori Brown - Nov 17, 2014: “Awesome app! Love it!”]

Yeah! Well, love may be a strong word for an app that lets you pay your bill and look at usage, but, yeah!


[image: A screenshot of the following customer review: Comprehensive and cool!!***** by Vcaputo - Nov 17, 2014: “Great app for mobile self serve. Very easy to navigate.”]

Clearly, something was going on here. So we decided we needed to do some serious investigating.

You might think this took weeks of investigating. A team of undercover agents and a borderline illegal site where they could find out the backgrounds of people who didn't want to be found. But no, all it took was a five-minute search on LinkedIn.

	Mike McEnery—Associate Director at Bell

	Charbel Nassif—Performance Manager at Bell Canada

	Steph Steen—Marketing Manager at Bell

	Vcaputo—Computer Applications Support Associate at Bell Canada

	S Saade— IT Executive Bell Canada

	Shelender68—Shel Ender—IT at Bell Canada

	Tori Brown—Senior Project Manager at Bell



Not only do all the new app reviews seem to come from Bell Canada employees, they've all been voted “Helpful,” which pushes them to the top of the default review listing. All the profiles have either reviewed only this app, or two apps, the other being Virgin Mobile's new app, launched on the same day. Could it be a coincidence that all these people just share the same names as Bell Canada employees? Of course We doubt it. We could only hope that someone has an e-mail floating around out there instructing people to review it the day it came out. If you do, please send it our way. Astroturfing2: it's not just for athletes any more.

Here are some actual non-employee reviews, buried at the bottom:


[image: A screenshot image depicting some of the nonemployee reviews for the app rating it with one or two stars. The reviews given by six different customers (from top to bottom) are: Deception** by vulgihvsiy jgrbfg hmhg - Nov 21, 2014: “I used to look at the screen in landscape format. This is no longer available!!!! I cannot understand why they could not set the app to be handled in both formats!!!!!; ” Fake reviews* by Small Simpleton - Nov 21, 2014: “So shameful . . .”; Stupid ** by katieflynn.1234 - Nov 21, 2014: “why can't we have a choice if we want to use this thing or the self serve”; Fake reviews everywhere! * by AMasters333 - Nov 21, 2014: “Totally all fake reviews.. It's same as before”; Usage doesen't load ** by Deb9999999 - Nov 21, 2014: “This new app never loads “my usage” page. Just keeps on spinning.”; and Loading your account ... Please wait.. * by Fatzzz11 - Nov 21, 2014: “... still waiting.”]

Not only is reviewing your own company's app without disclosing your status unethical; it also breaks the terms of service of every review site. Fake reviews, paying for reviews, and internal review scams like this one degrade the review site ecosystem you're working so hard to game.


We posted this story on the UnMarketing blog and things got pretty crazy. Scott was interviewed by all the top Canadian media outlets on the issue. In the end, the Canadian Competition Bureau announced that, among other things, Bell Canada will be fined $1.25 million for encouraging employees to leave reviews of their app. Also, “Bell has indicated that it will sponsor and host a workshop to promote, discuss and enhance Canadians' trust in the digital economy, including the integrity of online reviews.” No word on if they will ask us to run the workshop, but we can make ourselves available.…

Ever since the announcement, we've waited for Scott's next Bell bill, which we are sure will eventually include an extra million-dollar upcharge for “overages.”

We're proud that our blog post initiated the investigation to show brands that integrity matters. It's the first fine we know of for a company getting employees to plant reviews and we know Bell isn't the only culprit. So if you're tempted to go this way, just beware.





Notes



1. This is a new chapter to the second edition of UnMarketing.

2. Astroturfing is the practice of masking the sponsors of a message or organization to make it appear as though it originates from and is supported by a grassroots participant. It is a practice intended to give the statements or organizations credibility by withholding information about the source's financial connection.
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Scott's Transparency on Twitter







When you write and speak about transparency, you really need to be transparent yourself, right? Here, in Scott's own words, is his story about transparency and some of the mistakes he made when getting started on Twitter.






When I first started getting some momentum on Twitter, gaining up to 500 new followers a day during the craziest of my tweeting addiction, I turned off notifications of new followers. I just could not keep up with them all. I then had a choice: become a Twitter Diva (or “Twiva” if you want to annoy the eggnog out of people) and not follow anyone back, or auto-follow everyone back who followed me. I picked the latter, because I figured it was a nice way to say thanks for following me, and hey, if they followed me they at least have that going for them.

This was a mistake for three reasons:

	I followed back spammers and porn accounts and other undesirables. I have nothing against porn stars. I'm sure they wake up and put on their latex pants like the rest of us, but I had no desire to hear about the sequel to Long Dong Silver in my tweet stream. Your profile page shows a collection of people you've recently begun to follow. Some of those profile pictures do not reflect well on your brand, and why are you following @WhipsandChainsForMen anyway?

	I ended up following 30,000 people. I barely look at my “All Tweets” screen. I removed it from TweetDeck. There is so much noise that I've had to make custom groups called rockstars and awesomesauce to read the tweets of people that I learn from or I know. I should have stayed selective in choosing those I followed back. These days I only follow those I learn from or laugh from or who engage with me, or people I find interesting. If you are looking for a tool to manage your followers, a great one is ReFollow.com. I can check off “Not Following” and down below check off “Users who have @ mentioned me” to see who has been engaging with me but I haven't followed back. And don't get me started on all the auto-DMs that opened up. Even after using SocialToo.com to block most of the DMs, if I get one more “it lets your Facebook friends find you on Twitter” DM, I'm going to start getting all stabby.

	It was not being transparent. I was trading authenticity for automation. Efficiency for transparency. People would tweet or DM me that they were flattered that I followed them back, and I winced every time. I couldn't tell them that it was automated.



Twitter is different from a newsletter. There is a much more personal connection on it. Just like auto-tweeting, which I'll go over in the next chapter, as soon as you throw automation into your relationships, they stop being authentic. Is it worth deceiving people for the sake of automation? Because that is the way that followers might see it. I realized a little too late, my answer is “no.”
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Your Transparency


Auto-tweeting/posting or absent tweeting/posting is the ability to send messages out without your having to do it manually. There are a variety of websites and services that allow you to ghost post. People who argue in favor of these tools say that the tools allow them to keep a presence in the social media area even though they might be too busy, sleeping, or even while onstage speaking. When we polled a bunch of our followers about their thoughts of people using automated messages, the reaction was overwhelmingly negative. People feel that when they see a post from your account that you are actually the person writing it at that time. Not to mention that if you use a system to send out messages when you're not around, what you're saying to your followers is that you're only on there to talk and not listen.

An example of this was when we saw a well-known speaker who we knew was on a cruise for a week with no Internet access tweeting out a pitch for his upcoming workshop. People saw the tweet and replied and asked him specific questions about the workshop because they were interested in potentially attending—and nothing happened. No reply came from him until five days later when he returned from the cruise. When people asked why it took him so long to reply, he said, “Sorry, I was on a cruise for a week without access,” which then led to the logical follow-up question: “If you had no access, how did you tweet about your workshop in the first place?” You see what can happen here? If you want to build a presence in the social media platform, then you need to be present.

In addition to absent posting, some people also use their assistants to post on their behalf, pretending to be them. Although potentially efficient, this method again hurts the transparency and the authenticity of your account. Your followers think that they are speaking to you. People get really upset with this technique for a good reason. You cannot, for the sake of automation, outsource your relationship building. Of all the areas of business, this is really the number-one thing that a business owner should not be delegating to someone else. You wouldn't send your assistant to go have coffee with somebody and pretend to be you,1 and you wouldn't hire an actor to go and play you at a networking event.2

Please understand that this is not an argument about efficiency. Most people, including us, do not have an issue if multiple people post from the same account as long as it's disclosed in the bio. Guy Kawasaki created quite a stir when he admitted in an interview that his Twitter account was run by three other people as well as him. He then changed his bio afterward to disclose that other people also tweet from his account, although that seems to be gone now, as well. You can run multi-person accounts and simply add the initials to the end of the tweets. This way the readers will know that what they are reading may not be written by the main person on the account. This allows for the efficiency of a multi-person account while still being transparent.





Notes



1. Although, that would be awesome—to send somebody in your own clothes and disguised with a fake mustache and have him try to talk like you…so good.

2. Although again, how awesome would that be? Scott's going to hire De Niro to represent him at the next conference. UnDe Niro.
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Affiliates


Another issue with transparency, one that the FTC has recently caused a huge stir about, is affiliate links—using affiliates for your business and being an affiliate for someone else's business. There are many benefits to having and/or being an affiliate, but there are also pitfalls. An affiliate is somebody who acts as almost an independent sales rep for your product or service. Affiliates became popular online when websites started to use cookies. A cookie is something that is placed on your computer that recognizes who sent you there in the first place.

Here is how it works: A vendor or business owner sets up a form on the shopping cart of the website where you can sign up to become an affiliate. From the information on the form, a unique affiliate link for you is generated that allows you to send people to the page. In turn, when you promote that person's business, and send traffic to their site, the link logs the fact that you were the one who sent them there. This means that if a person buys something immediately or even in the future,1 you get credit for the sale. You then make a commission that is preset by the vendor—from 5 percent up to 95 percent, depending on the industry. Digital products like e-books or online courses can offer a higher affiliate percentage because they have no cost of delivery or hard cost of goods.

The transparency issue here is that most of the time an affiliate link is masked. This means that you can't tell that the person who gave you the link is making a percentage of the potential sale. So should you? The FTC says that you have to disclose on a blog if a link you display is an affiliate link. So it opens up the question—Do you need to reveal this?

If you are using affiliates to promote your products or services, are you going to insist that they disclose that relationship upfront as well? One of the hesitations from business owners to use affiliates is the potential lack of promotional control. Whatever your affiliates say and do is a reflection of your company, and many companies choose not to do it at all. We like using affiliates. Where else can you hire an unpaid sales force that only makes money when you do?






With the introduction and growth of Instagram and other visual social media sites, influencer marketing became the thing for businesses to focus on. The concept has been around forever online—find someone with a large audience, give them your products or let them try your service for free, or pay a fee on top of that and have the influencer promote you. Social media didn't invent influencer marketing; it's been around since the first TV was placed in a living room. We all want what the cool kids are using. What has changed is who is getting the stuff. Today, anyone with a half decent following can get swag.2 All they have to do is post it up on Instagram, often with a pre-written, authentically ecstatic plug for the product, and away it goes. Today, detox teas, teeth whiteners, and slimming shakes are leading the pack in these products. The issue we have with this practice isn't about online advertising, or free products, or even getting paid to spread the word—the issue is that we've looked at thousands of these posts and practically none disclose that the posters have been paid, or even received the products free of charge. Both omissions are violations of the rule governing online advertising in most countries.

And of course, there are always some who not only ignore disclosure rules, but forget to edit out comments from the PR company before making their heartfelt post (see below). They're our favorite.


[image: A screenshot of Scott Disick's Instagram of himself leaning on a Bootea Protein Shake canister in the kitchen, along with the following note    “letthelordbewithyou Here you go, at 4 pm est, write the below. Caption: Keeping up with the summer workout routine with my morning @booteauk protein shake!” His post received 4291 likes.]









Notes



1. The cookie can be set for a defined period of time, for example, the next 30 days.

2. For us old folk, swag means “product.” We think.
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Testimonials


You can go to any bookstore, any sales page on a website, and review almost all sales material in general and see glowing testimonials from popular or celebrity-level people. What most people do not know is that many of these testimonials were written by people who have never actually tried or read or experienced the product they are talking about. Some testimonials are prewritten by the product owner and then signed off on by the person. And we think that the worst offense is that the person has been paid to write a testimonial.

It's like a little club, especially in business book writing, where people can whip off testimonials faster than they can read a book. There are some authors out there, well-known, best-selling ones, who have given so many testimonials that they would have to average three books an hour to have read the actual books for which they are singing praise.

What most people don't know is that it is actually a profit center for some people. Sure, they say, I'll give you a testimonial for your crappy book, but it'll cost you $500, and you have to write the copy for it. Now the FTC does have endorsement guidelines out there, but the FTC is so understaffed and overworked that 99 percent of the time it never catches violations. You're supposed to disclose the fact that you receive your product for free or have been paid to endorse something, whether it's on a website, a TV commercial, or even potentially a book cover.

There is nothing wrong with testimonials—they show that other people like and recommend your products. However, when you stop trusting them like us, you look at all of them with a jaded eye. We would much rather see a testimonial from an actual user. This kind of testimonial gives us hard numbers for what this product has done for other people. Scott gets asked to give testimonials all the time for books, resources, and workshops, but he rarely has time to go through them, and he doesn't have the heart to tell people that he just doesn't like their product.

One of the newest trends at conferences is to get video testimonials of the attendees talking about what they thought about the conference. They are not looking for honest feedback and constructive criticism but rather for a collection of “wow” clips to help sell the next conference or the recording of that conference. The problem is when they force attendees to record it. We've had it happen a number of times. Someone from the conference will walk up with a camera and say, “Please say a few words about the conference.” Kind of puts you in a bad spot, especially when you didn't like the event. So what can you do? We tell the person that we will either write something in an e-mail about our thoughts or actually be honest with the video reviewer and give a constructive criticism and maybe a compliment or two. Of course, for the one conference we criticized, the recorder cut out the criticism part and kept in the compliment, totally out of context.

So for your business, get comments from real people, real clients, and real satisfied customers. Be known as the person who doesn't use the industry mouthpiece. Stand out from your competition.






What can you get for $5 these days? Apparently a whole lot! A rise in the cheap labor pool online has brought out sites like Fiverr, where you can get practically anything for your business done, all for as little as $5. Since we're always looking to expose the seedy underbelly of things, we decided to go on there and see if we could buy a bunch of testimonials for our new book at the time, UnSelling: The New Customer Experience—all before it was even released. What we found was better than we ever could have dreamed—for $5 we could buy a glowing endorsement for our yet-to-be-read book! They even let us send in a script!

The results were over a dozen testimonial videos from around the world. Overjoyed people who loved our book that they'd never read so much, they couldn't wait to tell everyone. We tried to think of the craziest word we'd get them to say and went with bomdiggitty. It was one of the greatest decisions of our lives. Frankly, it's our gift to the world. We spliced up the videos and created a masterpiece just for you. Let's just say it needs to be seen to be believed. Check it out here: http://bit.ly/25YyQht.
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Best Sellers


There is no better way for an author to get clout than to have a best-selling book.1 The term best seller makes you sound like kind of a big deal. It helps get you speaking engagements, consulting contracts, and not to mention sell more copies of the book. It's the publishing industry's version of social proof. When someone reads or hears that a book is a best seller, then that person believes that thousands of people have tested it out and validated that it's good, but in many cases that never happened.

We're not going to get into the old way of getting around the best-selling system, which was made popular both in the publishing of books and music with mass quantities of the product bought by the publishing house or label themselves to hit the best-seller list, just to be returned after the period had ended.

What we want to cover is the new way to screw the system—let's call it fake best seller 2.0. Amazon has a huge amount of clout in the world today, and their best-seller list updates hourly if not more frequently. One unruly author figured out that if he sold a small amount of books in a short amount of time, the book could temporarily hit a best-seller list on Amazon, and then the author could claim that the book is a best seller.

So then the avalanche started. Authors created best-seller programs where they focused on selling as many books as possible in as small a window as possible, rather than spending months focusing their promotion to hit the New York Times best-seller list.2 The other trick was focusing on a sublist of the best-seller lists, not to get on the main best-seller list, but a subsection of a subsection. So an author would rank number eight on Amazon for the best-selling book on marketing to people with red hair on Wednesdays in New Hampshire, and because that book category has few books published in it, the book is then called a best seller. The author then goes out and hits the newsletter lists and the streets claiming that he or she is a best-selling author.

Then along came the consultants who, for a fee from $2,000 to $5,000 and more, would guarantee best-seller status if you pay them for it. What they don't tell you is that the majority of the time the book won't be on the Amazon main best-seller list but rather a deep sublist. So are the authors outright lying that their books are best sellers? Maybe, but not fully. Yet, to use a term that means one thing and work the system to make it mean another is at the least inauthentic and at the worst manipulative. There is no denying that authors want to sell books; they want the recognition of best-seller status, including the guys who wrote this little book you're reading right now. But you won't see a best-seller sticker on this book unless it actually becomes a real one.3






So, we probably didn't think this chapter through. Really, who writes a book hoping for a best seller and then exposes just how fake that title can be inside the book? Four books later nothing has changed. Best sellers are still more about gaming the system than anything else, and we still really hope to have one someday.









Notes



1. If you are reading this book after it has become a best seller, please know we are exempt from any of the rant that we put in this chapter. Do as we rant, not as we do.

2. Is it any more ethical to try to sell mass quantities in the window to make the New York Times list? No, but if this book has hit that list by the time you read this, ta-da!

3. By the way, if you know 10,000 friends who want this book, drop us a line.
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Why Being a Work-at-Home Mom Is Bad for Business


Being authentic and transparent with your business is a great idea. But what happens when we reveal too much about our business in our materials? Claiming to be a work-at-home business owner or—even more popular—a work-at-home mom can actually hurt more than it helps your business.

We have had people argue the point. They say that “this is what I am” and do not want to hide the fact that they are a parent or work from home, and that is just fine. We don't have an issue with your being a work-at-home person at all. The issue that we have is that it does not really come down to “what you are”; it is about how your potential market will perceive you.

There is an exception. If your market is other work-at-home parents, then saying you are one as well can be a great thing and it can work in all of your marketing materials. But outside of that market, claiming that you work from home, especially if you have children, can give people the perception that they may not be your priority as clients.

Scott and I are work-at-home parents ourselves, so don't get us wrong. The majority of our clients are virtual, so we do our consulting work over the phone, online, or by going to a location to meet in person. We really have no need for expensive office space, fancy leather chairs, or a nameplate. But nowhere in our bio on our website will you see that we work from home. We leave it out purposefully, because it would then be open for interpretation by potential clients, who may have their own notions of what someone who works from home and has children can do. So when we see you leading with the fact that you're a work-at-home mom, we know for the most part that your children will be your priority.

If you mention you have three kids under six years old and you're home-schooling them, then we question when the work for me, the work we need done and are paying you to do, is going to get done. Some people will argue that being a mom automatically means that clients would think you're better at business, better at multitasking, at organizing, at delegation, and a whole bunch of other words. In reality, being a parent does not automatically make you anything except a parent. We want to hire you because of one thing—that you will get the job done.

Scott works from home, his assistant Karen works from home, and that all works great. We have designers and virtual assistants who work for us virtually. We really don't care where they work; all we care about is that everything gets done. Being on social media and talking about having kids and everything that comes with it is great because it allows you to connect with other people who also have kids. We understand that. But on your formal business materials, on your website and brochures, the focus needs to be on your potential clients and what you can do for them.






Many years and books later and we're still here working from home. Right now Scott is on the front porch doing a phone call with a potential speaking client and Alison is out back writing away. We make an exception for the UnPodcast. Once a month, to record it, we rent a studio and spend the day focusing only on podcasting. Part of our reasoning is the quality of audio and video we want to capture works best in the studio; and part of the reason is that we've found that to get the episodes done, it really helps our process to set the time apart in the calendar and be physically present in the studio. In the end, where you work is really about what works best for you, and being able to choose where you work is one of the best perks of being an entrepreneur.
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Hello? Walmart?


Everyone has an opinion about Walmart. It seems you either love them or hate them. Personally, we say it's up to you where you shop. We're there all the time. It's easy, it's close, and we can get our cereal, a fanny pack, and cat food all in one stop—awesome. They're open late, prices are good, and everything we need is all under one roof.

Walmart can't be missed. The company has a strong brand that is supposed to be based on low prices and friendly service. Associates and greeters are encouraged to smile and say hello to every customer they see. This 10-foot rule was created by Walmart founder Sam Walton. On the Walmart website the company says that “During his many store visits, Sam Walton encouraged associates to take this pledge with him: I promise that whenever I come within 10 feet of a customer, I will look him in the eye, greet him, and ask if I can help him.”

Now that is our kind of corporate policy! We like feeling special, doesn't everybody? It is especially nice to see this kind of policy in such a huge store. Doesn't get any bigger than Walmart. Did you know they have a cheer? They do, and here are a few lines from it.1


Whose Walmart is it? It's my Walmart!

Who's number one? The customer! Always!


Here in Scott's own words is the story of one of our most famous, or perhaps infamous, videos.

After spending a lot of time pushing my cart around the place on many occasions, I started wondering whether this policy was really being put into place. Was Walmart being authentic and walking their talk? So I went undercover again. This time with a hidden camera in my cart, I went for a little shopping trip. Lionel Richie's “Hello” plays in the background in the video—epic really. You can watch the video for yourself here: http://bit.ly/4JICy5.

In total, I passed 17 Walmart employees and not one said hello to me. I don't think Sam would have been impressed. Written policy and core values are great for your business. They set the tone and they remind you, your employees, and your customers what you stand for, who you are. But they are only as good as your actions. If you can't take those policies and turn them into a real experience for your market, then you might as well not have them.

When you don't provide the customer experience that your brand is supposed to represent, a few things can happen. Your company comes off as inauthentic, and your market begins to doubt whether you stand by any of your values or your policies. You begin to create an experience gap where your market begins to be less and less happy with your service, and competitors can move in. When I think about Walmart, I think low prices, not friendly service. How about you? That's what I thought. That is because they don't walk their talk.

Even if you are a one-person show, you can learn from this. Being who you say you are as a businessperson is important. You are always representing your brand. Eventually, someone will hold you accountable for the core values you claim to represent. Be authentic, and if you say you're going to say hello, say it.






One of the most popular topics with our UnPodcast listeners, and for Scott to bug Alison about, is her love of what she calls “competent disinterest.” The key to her heart in service is just that—to be met with those who can help, but without too much affection or over-the-top attention. She couldn't care less if anyone at Walmart ever says hello to her, in fact she'd prefer they didn't, as long as they know where the cereal is. Waitresses that call her “sweetheart” or “love,” salespeople who go overboard about how amazing she looks in whatever she's thinking about buying, and anyone in sales who makes physical, creepy shoulder contact is immediately given the cold shoulder. Of course, the real key here is the word competent, because if you don't start with competent, knowledgeable service, no amount of hellos can save you.









Note



1. Source: www.WalmartStores.com.
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Idea Creation


As modern business owners we tend to become overwhelmed by all the methods of information delivery available to us and forget the biggest point of them all. No matter how many new ways exist today to deliver content, it's the content itself that matters most. Remember the saying “content is king.” If you do not have great content, it does not matter at all how you deliver it.

So how do we create quality content? It's simple. You can start with just a basic idea and turn it into an entire series of content. Write down right now the biggest problem you solve for your customer, the pain that you heal from your marketplace. If you are a chiropractor, that means you relieve physical pain; if you are a financial planner, then you relieve the pain of money problems down the road for your clients; and if you're a TV repair person, well, then you solve the problem of my television that isn't working. Anyone in any type of business can create content around marketplace pain.

Let's take the example of the TV repair person. Simply by coming up with a top-five list for your marketplace, you can start down the road of separating your company from your competition. By providing useful content, you go from being a service provider with a ton of competition to an expert in the industry. We would only call a TV repair person when my TV is broken, but we can learn from an expert in the TV business at any time. It changes our opportunity to engage with you from only during those critical pain points to placing you in front of us all the time.

This is where you want to be in any business—in front of your market positioned as an expert. You could write a list of the top-five things to look out for when buying a new TV. On that list you could include the main concerns everybody has when making such a large purchase. For example, should we buy an extended warranty from the store? What's the difference between plasma and LCD? What size TV should we get for the type of room we have? Please notice that we are talking about creating knowledge-based content around the pain points of your market.

Now that you have your idea, it's time to write something down. Here are the three simple steps for writing great content on any subject: Use the three Ps—Point, Prove it, Perform it.

	Point means just that you state your main point. So if you were a financial planner writing an article about the top-five ways to save money for retirement, you might start by talking about putting away a percentage of each paycheck into a separate account. So that's the first P. That's the point.

	Prove means that you give an example or scenario of the point. So when you are writing about the financial world, you would show an example or case study of Mr. and Mrs. Jones, who put away $100 per paycheck every year for 20 years and ended up with lots of money.

	To perform it, you need to tell your readers how they can learn from the proof and make it happen for themselves. In this section of your article, you would provide an easy way for your readers to execute the same action. In the financial planner scenario you could mention that any bank will set up an automated biweekly deduction from your bank account to put into a low-risk investment fund.



And there we have great content! What's your point, prove it to us as a reader, and then show us how to perform it.

Our chiropractor could specialize in athletes and come up with the best five stretches to do before a game so you won't get hurt. He then would mention a certain hamstring stretch, show a visual example of it to prove it, and then tell you how to perform it yourself. Using this simple method you can create one heck of a top-five or top-10 list that is not only informative but also practical for the reader. String a few of these together on your blog, and without even knowing it you have positioned yourself as a darn good expert—and you don't even have to call yourself one.

If you need help in organizing your ideas, we would suggest using something like a mind map that will visually help you organize anything from a blog post to an entire 64,000-word book like we did for the one you are reading. Mind map software is easy to use, and really helpful when putting together articles, blog posts, or even planning videos. If you don't want to use a computer program to organize your ideas, just pick up a pen and paper. Map out some ideas for the projects you are currently working on and for those in the future. You can set up a plan and create content for quite a long time.






This year, other than working on this beautiful new edition of UnMarketing you're enjoying now, we are also in production of our first documentary, “UnSpeakable: The Truth about Our Greatest Fear.” The walls are covered with oversized Post-it Notes filled with titles, subtitles, and ideas of where we're going with the film. We then take those and put them into a Google Docs spreadsheet we can both access easily from our phones and computers. The value of organizing ideas cannot be overstated. Nothing beats being able to keep yourself in check with a master list of goals and ideas, especially when you're working with a team.

The key to creation is focus. We spend so much time just trying to keep up with the day-to-day parts of our work that coming up with new ideas and executing them becomes almost impossible. Look at the work you're already doing and see if you can make changes and free up time for creation. For some of us this will mean outsourcing tasks; for others it can be as simple as turning off social media notifications so we aren't always distracted. We all get the same amount of hours in a day, how we choose to focus them is up to us.

To learn more and keep up to date about the documentary, go to UnSpeakableMovie.com.
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Idea Delivery


Once you figure out what your idea is going to be, you have to take three things into consideration when you choose a method of delivery: (1) What are you comfortable with or good at doing? (2) How does your market prefer to learn or acquire new information? (3) What kind of point are you trying to get across?

One of the biggest mistakes we see people making in terms of delivering content is that they use a method that doesn't suit them or that they just are not very good at. When you are trying to choose your method, we would suggest trying a few out and getting feedback from people you trust. See how each one feels to you when you read, listen, or watch it. Also, remember that just because you use one method the first time, this doesn't mean you can't try something new in the future. You can always ask for feedback from your customers after they have received something and see what they say.

For delivering content you have three different methods online: (1) audio, (2) video, or (3) written. If audio is your thing, you can do anything from a five-minute audio-tip or a podcast1 all the way to an audio series that's delivered on CD or through MP3s. You set up an audio session the same way as we did with the articles previously, using the three Ps. Start with your point, prove it with an example, and then tell your audience how they can perform it themselves. It is fairly simple to record audio, and it should be smooth sailing to create small audio chunks at a time. If you come up with a top-five list for your marketplace, you could record each of them separately and then release them one at a time on your blog. The audio can be streamed or downloaded by your listeners, plus at the end you can combine all the files together for a larger series.

The two biggest things to pay close attention to when recording audio are sound quality and how appealing your voice is. Good sound quality comes from choosing the right tools for recording—the microphone you're using and the computer it's going into. Spend a few extra dollars on a half-decent microphone and the value to your recording will be exponential. We use one of the Plantronics headsets, which plugs directly into the microphone jack on my laptop. We chose not to go with the USB headset because a direct input into a microphone jack gave me the best sound quality possible.

When it comes to your voice, the best way to know if you're doing it well is to record one of your short segments and play it back and listen to it or to have a few trusted people listen and give you honest, real feedback. We know that listening to yourself is excruciating for most people, because how we actually sound is totally different from how we hear ourselves in our heads, but this is so important. Being able to be critical about your own work and being able to accept honest feedback from others is incredibly valuable in business.

Now, although no one may be able to change his or her entire voice, there are many ways we can improve our audio content. When you practice, pay attention to your pace, volume, and enunciation. Listen to other speakers and how they sound. What do you like about your favorite speakers, and what don't you like? Confidence is also a huge factor. Confidence in your voice as you practice and improve makes a tremendous difference in the final product. When Scott worked with a company that booked speakers for a large conference in Toronto, they always looked out for the combination of someone who knew what he or she was talking about and who could also deliver it in a convincing way. There was no shortage of people out there who could do one out of the two, but somebody who can do both is always in demand.

Ask anyone nowadays and that person will tell you that video is currently the biggest method in presenting content, and it will continue getting bigger. Because the cost of cameras has come down so greatly over the past few years, and as they have also become smaller and more mobile, more and more people are using video. You would think by now that everyone would be, but that is not the case. So why aren't more people recording? Well, for one thing it can be intimidating to try. In video, there is nowhere to hide. People watching will be able to tell when you are nervous. There are tons of factors to consider, such as lighting and sound quality and controlling what is going on in the background.

We need to tell you that you do not have to make a video, and you certainly do not have to do it right away. If the video hurdle is too big and it keeps you from engaging with your market, there are other methods of delivery. As you become more confident in your writing and your audio, video will seem like less of a jump. You need to have a lot more confidence to do video well than with the other two methods combined. And to tell you the truth, we both, along with many other people, prefer to read blog posts so we can scan them to pick out the ideas we like best or find most useful. With video, your audience is forced to go at your pace. So don't sweat it if video is not something you want to do now or at all.

If you are up to giving video a try, it is an amazing tool to connect on a personal level with your marketplace. As your potential customer, if we are not able to see you in person, then the next best way to begin building trust with us, or for us to learn from you, is to be able to look right in your eye via video. Video is also a great way to show your potential customers how to do something since they can see it. So if you are demonstrating something, such as the chiropractor who shows stretches, then video is great.

When you work with video, one of the major benefits is that you can really cover all three methods of content delivery. You can record video and upload it while you actually strip the audio from the video and make it an MP3 file people can listen to. You could then also have the audio transcribed and available as a PDF or just as a blog post. Understand, though, that each style of delivery won't transfer perfectly over to the next. If you are showing something in your video, relying on physical cues or visual examples, then obviously something important will be missing when you translate that to only audio.

The spoken word is different from the written word. We learned this very quickly while writing this book. The section you are reading right now was created using audio. Scott actually spoke these words into a microphone using a voice-to-text software program (he uses Dragon NaturallySpeaking). The software is typing out the words for him. If we wanted to create an audio version of the book, we have all the files available to us, which is pretty cool, but the process isn't perfect. All of the text files created from audio have to be edited so that they read properly. We think that the art of using one method to create another is something that could be practiced and improved over time. If you are filming a video and you know you want the audio to be able to stand on its own, then you can practice speaking accordingly.

If you think writing is what you do best and where your comfort level is, focus on writing the best content possible. One note about editing here: You do not need to focus on being the best editor possible. Our job when we write a blog post is to write something that is compelling and informative and to show passion for the subject and try to evoke emotion from the reader. Our job is not to retake grade 12 English—we barely spell-check. We have some great people who are happy to help, and we return the favor for them. The focus should be on bringing passion to your writing.

Focus your attention on what your reader is going to get out of this post and leave the rest to somebody who is outside of that emotion. Sometimes reading your own posts over and over again for grammar and spelling will mean that you never actually put them out there.2

When choosing your method, you also need to take into account what message you're trying to get across. If you're trying to do some kind of product demonstration, especially if it's online for software or websites, then using the combination of audio and video together can be really helpful. Recording only audio can be easier and less nerve-racking than doing it on video. A nice way to combine the advantages of video and the ease of audio is by doing a screen capture program like Camtasia, where you record your voice but it is heard over the images you are showing on screen—like flash video with a voice-over.

Lastly, consider your potential customers. How will they best take your message? Why not ask them what they would like to see? Or try out a few different methods and see which gives you the best reaction and feedback from your customers.






The so-called ease of voice to text is one of Alison's greatest pet peeves in life. And if you know us at all, you know she has quite a few of those. Voice to text is great for capturing ideas on the go, or keeping track of basic concepts, but the written word is very different from the spoken one. It took many hours of work  to take the voice to text content and turn it into this book. As the process continued with us writing together, we dropped the technology and sat together, while we spoke and Alison typed instead, editing and making notes as we went along. Although it might seem more labor intensive, in the end it saves a lot of time and frustration.

We do still use video to capture a variety of different forms of content. On the UnPodcast, we record a three-camera shoot and audio. Our amazing team takes the audio and writes up a summary for the website. When writing UnSelling and this UnMarketing reboot, we used the podcast content as a source for content research.









Notes



1. Wikipedia defines a podcast as “a series of digital media files (either audio or video) that are released episodically and downloaded through web syndication.” http://en.wikipedia.org/wiki/Podcast.

2. Sadly, most of the time, Scott uploads a blog post and then has someone look at it after posting. He thinks it makes him look like a moron, but luckily that's part of our brand.
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Doing In-Person Seminars


A great way to share your knowledge and position yourself as an expert is by doing local seminars. You have created some great content for your market, so you are ready to share it! It is said that people's number-one fear is public speaking, even greater than dying. We think that may be a little far-fetched, but we understand the issue.






When we went back and read that sentence we had a good laugh. We're making a documentary about this topic right now! I wonder what 2009 Scott and Alison would have had to say about that!






Your audience members are not really there to see you. They attend a seminar to gain useful information. Once you get the realization that it's not about you, it can take a little bit of the pressure off and allow you to focus on sharing great content. Your main goal for seminars shouldn't be to pitch people your service or product, but it should be that the audience leaves the seminar with usable, practical information. This is what will position you as an expert to them.

This doesn't mean you shouldn't be doing a pull and stay at the end of the seminar, and we don't even have an issue with your pitching something at the end as long as you've given valuable information throughout the session. However, too many sessions are majority pitch and little content.

If you have not built a big platform yet and aren't well known in the area, you need to leverage somebody else's audience. This could be your local Chamber of Commerce, a business networking group, or any local association. These kinds of local groups are always on the lookout for quality speakers. You won't get paid a fee to do the sessions for the most part, but when you're starting out your payment is exposure to your marketplace.

Locally, this is a great way to build a following, but we caution you on doing many free seminars outside of your local area. When you start getting known virtually, people will start asking you to present seminars at their events. What the general audience does not know about most of these events—especially many of the Internet marketing ones—is that the speaker not only speaks for free but also is on the hook for travel, accommodations, and meal expenses. If you've ever gone to one of these events as an attendee and wondered why some of the speakers pitch so hard during their seminar, it's because they are already in the hole the second they step on the stage. Three or four nights' hotel accommodations and a return flight, among other things, can mean that the speakers you're looking at are already down $1,000, if not more, before they even open their mouths.

As the audience, remember that the conference organizer may be putting a lot of pressure on the speaker. Often, the organizer will get half the revenue from anything sold at the event. If the speaker does not sell, then he or she will not be asked back to future events. So not only would the speaker have to sell $1,000 worth of product, he or she would actually have to sell $2,000 worth from the stage just to break even.

As a speaker, if you are looking at an event that you were going to anyway and were willing to pay to attend, then being offered a speaking slot is a great way to attend the conference for free, plus you get exposure in front of your potential market. That is a winning situation that can help out your business on your own terms. However, speaking at many seminars for no pay outside of your local market is a quick way to go broke. Not to mention that the organizer will usually book 15 to 20 speakers over three days to maximize the event's potential revenue, so the audience is getting pitched 15 to 20 times in those three days. When audience participants are over-pitched, they become less and less interested in what you have to say and less likely to become future customers of yours.

The requirement to sell from the stage means that many conference organizers don't necessarily pick the best content providers for seminars. They choose the best closers, the ones they've heard who can generate the most money from stage. And when you do not deliver sales from the stage, you will not be asked back.

This setup does not benefit the attendees. It hurts the longevity of the conference from year to year and turns off many people from seminars that are actually really good. These conferences are usually sold as low-ticket items from $97 to $497, which is usually your first indication that the event will be pitch-heavy. In-person seminars cost a lot of money to implement. The organizers need to secure a half-decent hotel and rent rooms, organize food, and so forth. Organizing seminars is their business, and they are in it to make money, not necessarily for the betterment of the industry.

Recently there has been a surge of great events such as PodCamp and BarCamp that are low cost but high value. If you want to find out which events are the best to go to as an attendee or a speaker, simply ask around online, where people are honest with their opinions.

What happens with many of the bad events is that the organizer books 20 or so speakers and allows them to be affiliates for the conference, meaning that they will be earning a percentage of the revenue for every ticket they sell to the event.1 The problem then is that when you get known as a speaker and begin to speak more frequently, in some of the speaker agreements with these events your contract will include that you will promote it. You will have to agree to promote their event X amount of times to your list. Event organizers are even beginning to mandate how many tweets you have to send out about it before the event. When you promote too many events, you end up exhausting your list. Your list will not want to hear about too many events, and then when the events end up being heavy on pitch and light on content, you will lose your list. Think of how hard you worked to gain your following. Do you really want to lose them with forced promotions for events when you disagree with how they are organized?

One of the other reasons that organizers book such a high number of speakers is because they figure each of the 20 or so speakers can bring in 10 paid attendees, which will bring 200 people into the audience. We feel that it is the organizer's job to bring people into the event. As a speaker, you bring your content to the event, the value of giving paying attendees something to see, hear, and learn. We do not pitch from stage. Valuable content should be your greatest sales tool when you work to position yourself in front of your market as an authority. You should be encouraged to give as much value in the hour as you have to give—not to hold back so you can sell more at the end.

We remember getting an e-mail from a conference organizer last year for an event where Scott was scheduled to speak. The e-mail said that as speakers we collectively needed to pull together and start promoting the heck out of the event because registrations were so low. Scott wrote them back to inform them that he was always happy to mention when he would be speaking at the event in their area; however, he is not a salesperson for their event. After going back and forth with a few heated e-mails, he ended up removing himself from the event. It was clear that the content that speakers were bringing to the event was not valued and, therefore, it was not the kind of thing with which we wanted our company associated.

We do understand the idea of bartering your speaking skills for exposure. It is okay with us, as long as you feel you're getting equal value back for what you're doing. Please, just make sure that you don't go into so much debt for the event that you feel pressured to sell from the stage. If you have to make a certain number of sales just to break even, it is going to show in your presentation. Your speaking will come off as inauthentic and pushy and ruin whatever great content you shared during the seminar.





Note



1. Really? You're going to share in the revenue we create for you? You're too kind.
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Tele-Seminars (now Webinars)







Back in 2009, people used to do webinars on their phones! And most of the phones were tethered to their walls and desks! We just blew every Millennial's mind, didn't we? You would call into the webinar and be able to hear people talking. At first, there weren't even any videos to watch or anything, but as technology progressed there were slides on your computer that you could watch while listening.

Today webinars are pretty awesome if you ask us, and only partially because we can do them from home and Scott doesn't need to wear pants. They are a great way to access content from speakers you might not be able to travel to see, and to spread the word about your business by providing extra value to your customers and subscribers. Although webinars can't take the place of physically being at a conference, they can certainly provide learning opportunities with minimal effort at maximum scalability.

Even though the technology has changed, what makes a webinar effective hasn't. The following chapter was in the first version of UnMarketing. All we've done is change the word tele-seminar to webinar. Everything has changed and nothing is different.







Once you have started to build a platform and a following, a great way to further position yourself as an expert is by doing webinars. One nice thing about doing a webinar as opposed to an in-person event is that nobody knows how many people have shown up. Having five people attend an in-person event that has 50 chairs set up is embarrassing. Having five people show up to a webinar, although not ideal, will go unnoticed. So these seminars are a great place to practice and gain confidence in your speaking and in your content.

You want to ensure that with a webinar you give stand-alone value to it. Way too many of these events are pitch-focused, where you don't really even give content, or maybe just a hint of content, and then spend the remainder of the time trying to convince the listener to buy something.

Scott remembers calling in to listen to his first tele-seminar eight years ago. It was run by one of the big-name motivational speakers. So he blocked off the time on his calendar, took away time from his family (it was in the evening), and dialed into the conference phone number. The first 10 minutes consisted of the speaker getting the phone-call attendees all revved up for the call itself, and pretty much the remainder of the hour was about how you can succeed in life by taking advantage of this great opportunity. The great opportunity that was being offered on this call was to sign up for their high-priced coaching program.

Scott got off that call feeling angry and sort of frustrated that he had trusted this person with his time. If you take nothing else from this book, take the importance of valuing other people's time, which is another reason for never cold-calling, putting on pitch-heavy events, and generally not respecting people for the time committed to you. Scott vowed that day never to run a tele-seminar or webinar like that. He promised himself that if somebody chose to honor us with their gift of time that when that person got off the phone or computer he or she would get easy-and-quick tips to implement the knowledge that we were offering.

When you set up your own webinar, decide whether you want to do a free or paid version. They both have benefits. A free webinar will get a much higher response, but also know that your attendance rate of those who signed up compared to those who actually sign in will be fairly low. On the other hand, doing a paid webinar will give you an audience of people who are a little more qualified to potentially take the next step with you for your products or services. You also have to look at perceived value. Some people may not sign up for a free webinar assuming it'll be pitch-heavy, because free seminars usually are. And be careful with paid webinars: Even if someone has paid a small fee like $15, attendees are expecting value from that. Creating a pitch-heavy webinar where people have to pay to listen is a sure way to get many refund requests. Paid webinars work best when they are about a focused topic. Free ones work well when the topic is more general and it is in the upsell of the seminar where the customer will have access to more depth. Most people do not have an issue with pitching something at the end of a free webinar or even a paid one as long as the value has been given prior to the pitch.

Coming up with topics can be as simple as asking people on your mailing list. Come up with five great topically based titles per webinar and ask your list members to vote on which one they're most interested in. Use an online survey service where you can see the results immediately. By getting people to rank their interests in each of the five titles, you get some valuable information. Not only does this show you where your market's interests lie, but in turn people will also feel like they have contributed to the topic you choose. This makes them feel valued and involved and gives them a little more to buy in to.

For example, if you are an accountant and your list consists of small business owners, come up with five different titles that address some of their biggest fears or desires. Titles like “Five Things You Can Do To Reduce Your Tax Obligation” can go over well when tax season is approaching. Even better, make the topic evergreen (meaning, always fresh and interesting) by switching it to “Five Things You Can Do to Increase Your Bottom Line in the Next 30 Days.” You don't even need to have the entire session laid out when asking your list. The key is that once list members choose their favorite, you have to ensure that whatever you are revealing on that webinar is great content. Scott did his first tele-seminar about the six keys to viral marketing about six years ago, where he revealed a lot of the information that you can find in the viral marketing section of this book. He gave solid content to his customers and, at the end, after telling everybody how to make their own viral movies, he made them the offer that his company could make movies for them. That one tele-seminar was the nucleus for sales for the next five years.

When Scott did his first tele-seminar, he really didn't have a list yet. He created a topic that he thought was interesting, wrote some bullet points of what people would get out of it, and then mentioned it to a few of his colleagues who he thought would benefit from the content. He offered a referral fee to whoever mentioned the seminar on their list. Even though the tele-seminar was free, any sale that came out of it would be credited to that person and he or she would get a cut.

When trying to approach list owners to do a webinar, it really helps to have a relationship with them first. We get people asking us all the time to promote their webinars to our list. For motivational-theme seminars, we have hundreds of thousands of subscribers. But most of the time we don't even know that person. We, or any other list owner of significant size, has given a lot of time and resources to building a list. We didn't build it so you can benefit from it. There is also a lot of trust involved—our list trusts us, and we are not about to lose that trust by recommending something less than great.

For people with whom we have a relationship, people we trust and know will provide quality information, it is an easy decision for us. Just as it was an easy decision for this person to have us do a webinar for her list. So if you're going to approach other list owners, have a topic ready with some bullet points and let them know what you're willing to offer them for it.
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Viral Marketing


Viral marketing has many names. You can have a code name for it called buzz. It can be WOM, which stands for word of mouth. It can be called pass-along rates. It goes out there and it gets watched and grows. It's the art of having other people tell their friends about you.

No matter what you call it, going viral is what we all want. Getting hundreds, thousands, or even millions of people to be talking about us and our businesses. We have egos ourselves, we understanding wanting people talking about us and what we do—as long as they're sharing the things we want them to share, of course.

In this chapter, we will learn about Scott's experience with viral marketing in his own words.

People use the term viral marketing a lot. They say things like, “Oh, I had a virus last month on my computer. I don't want to learn this, Scott. It was wicked. It said it was the anti-virus '09 and it screwed everything up.” Viral marketing has nothing to do with viruses. Viral simply means when a host person gets it out there and it spreads. Now one of the dangers with this kind of marketing is that once it goes, you can't stop it, and we'll talk all about that and what's horrible about not being able to stop it.

Viral marketing is pretty basic. It does not matter what kind of method you use, whether it is YouTube or “micro viral” like we find on Twitter. It doesn't matter what the medium is.

There are four secrets to successful viral marketing that we talk about in this section of the book. Secret number one is to pick one of the following areas to focus on: the message either is funny, it has the WOW factor, or it evokes emotion.

	The message is funny. I don't mean funny like the dude at the party who thinks he's funny and you don't want to talk to the guy. That's awkward. He's usually drinking some kind of spritzer in the corner. Nobody talks to him, and he says, “You know, I've got a great knock-knock joke for you.”1 So it's got to be funny. No, I mean hold-your-gut laughing. Funny is really the most difficult of the three to pull off; you just can't fake being funny. It's really tough to do, and if you try too hard, it's actually rather difficult for most people to look at.

	The message has that WOW factor. I don't mean wow as in, “Wow, you got new shoes. That's cool.” I mean, “Holy sweet mother, did you see what just happened?!” Usually that's how YouTube videos go around a lot. It's the reporter talking about car crashes at the same time that a car crashes behind him. You know it's viral when in your mind you say, “I've got to show this to somebody.” That's viral. That's what we're talking about here. Making something so amazing that viewers feel they have to tell everybody they talk to about it. It is not easy to do, but if you can harness it, nothing is more powerful. Wow can also be something that has incredible value. This is one of the reasons that writing content-rich blog posts is a good idea to get word of mouth going for your blog.

	The message evokes emotion. Does the message make you feel something? Do you care about it? This is really the one that I think you can harness. This is the one that I've mostly harnessed myself. Emotional means that it makes your hair stand up on your neck. It makes you think. Anything like that—motivational, inspirational, those types of things. When it evokes emotion, you then automatically qualify in your minds, “Who else do I want to show this to?”



The emotion can actually be yours, where you reveal something personal within a blog post, video, and so forth. I did one of those “25 Things You Didn't Know About Me” posts, and it was one of the most-read and reacted-to things that I have ever written.2

Without one of these three themes in play, you lose any motivation for people to send things around, outside of outright bribery. A fourth way to get people to send things out is to give them incentives (e.g., commissions, as an affiliate, prize giveaways for the most tweets), but it's not natural and they usually have a short life span.

Secret number two is critical, so listen closely: Viral marketing is not about you. I cannot stress this enough. Your viral project, your viral attempt, is not about you. It's about your audience. When I say be funny, I don't mean you think it's funny. I mean your audience thinks it's funny. When I tell you about emotion, I mean what will make your audience feel, think, and react.

You do not even get to call it viral. I have seen people on Twitter talking about their new viral project. You are not the one who says it goes viral. It is not your call. I get e-mails all the time from people asking me to go and check out their new viral video! Then I go and follow the link to have a look and their “viral movie” has nine views! That's the “viral” you're talking about? Am I right? Oh, and you're training people on how to produce viral videos? That's great, awesome, wow. I just threw up on my laptop. It's ridiculous. You do not get to say what goes viral, I do! I'm kidding, I don't.3 Your market and your audience dictate it. It is not about you. Meaning, please don't put a picture of you in it.

The day you start talking to your audience and it's about them, that's the day that business really happens. Everything, I don't care if it's video or articles (which can go viral, too), or if it's a blog post, make it about your marketplace, not about you.

As an example of viral marketing I would like to share with you the first video that I did that went viral. This was way back in the day—about five or six years ago. This is the first-ever viral video that I made, and I didn't really know what I was in for. The Time Movie is really a glorified slide show (TheTimeMovie.com) that is meant to have the viewer feel that life is too short to take for granted and all we have is time, so it's up to us to spend it wisely. It is a nice message, yet was a stand-alone one that really had nothing to do with my products. This allowed the viewer to believe it was all about them.

The Time Movie is a perfect example of a video that went viral because of the emotion it evoked in its audience. I launched it in 2004. I think it was October of 2004, to be exact. I said to myself, “I am going to do this. I'm going to get it out there. I'm going to harness the power of the Internet!” I got a website designed and I put it up, and then nothing happened. I really thought I would just get sales because I put the website up. Apparently nobody got the memo that I put the website up there, and so I got nothing.

The Time Movie has now been viewed more than 4 million times. People are watching it right now. How cool is that? You are here reading and they are there and they're watching it. So it's perpetual! Viral marketing, when done right, is the most perpetual marketing machine you can have—perpetual meaning that no effort has to be put into it any longer. That's what I like. That's what I want to do. I want to do something once and have it go a million times. That's the whole point. I got more than a quarter million newsletter subscribers. I screwed them all up, which I will tell you all about shortly.4

I started out in motivational speaking. ScottStratten.com is my motivational speaking site. When I launched the Time Movie, I did it to get more speaking jobs and in turn got more than 1,000 speaker kit requests. If you're a speaker yourself, you understand the significance of that. Because when I was starting out, I would have been happy with four, five, or even one kit request. I would have been happy if one person had said,

	“We want you to speak.”

	“Okay, yes I will! How much are you going to pay me?”

	“We don't pay.”

	“Okay, do I get free lunch?”

	“No.”

	“That's okay, I'll bring my lunch.”

	“And you have to pay to get in.”

	“Okay.”



You know what we most want in life, right? We just want validation. That's human nature. I just wanted to be validated. Somebody wanted to hear what I had to say! And apparently that meant it was at the library at 3:00 in the afternoon with seven people there—and five of those were relatives, and two worked at the library and were on their lunch. Anyway, I made more than $100,000 in product revenue from the movie. I also screwed that up royally, but that's coming up.

Today, there are 1,540 inbound links from Yahoo! and more than 400 from Google. If you put TheTimeMovie.com into the search you'll see that. Again, I didn't plant any of those. The audience decided. And this was four or five years ago! I can't even imagine what would happen if I launched it fresh today with blogs the way they are and Twitter and Facebook. None of that was happening to the extent that it is today. I don't even want to know what would have happened, because I'll start crying.

Fast Company talked about it. The Wall Street Journal talked about it. Again, nothing to do with me. That was just me sitting there playing my Xbox at home and Fast Company calls:

“Hi, yeah, I can talk to you. Oh, you think I'm important? Okay, hi!”

The company validated me and I got in there because of the popularity of the movie—because it went viral. Now I can put in my bio “as featured in the Wall Street Journal and Fast Company.” It doesn't change who I am. Validation of myself and my work by media organizations such as these two gives clout. In this case, instant clout. Clout is almost instant positioning as an expert on the hierarchy of buying.

You want to build a business and have people flock to you? Position yourself. Position yourself as the bringer of emotion that your market wants to feel. I don't care what the emotion is, as long as it is about your market. The emotion can be success, financial windfall, doing daily business, meeting a significant other, or being a better parent. If you are the provider of that emotion for these people, you will have business for the rest of your life. No matter what state the economy is in, emotion always sells. We overcomplicate viral marketing to the nth degree. It doesn't have to be hard.




The Landing Page

Here is the key. The Time Movie has had 4 million views,5 but views don't mean anything unless you can keep these people in front of you and continue to engage with them. After someone watches the movie, something else needs to happen to bring them in—the landing page.

For the Time Movie, the landing page initially said this:


Sometimes, just sometimes we all need that reminder. The reminder that life is too short to waste and too precious to leave to routine. We need a reminder to give more time for families and friends and just as importantly, ourselves. “Work your life” is that reminder. It's a gentle nudge to get you remembering what's important to you. It's free and it's the kind of thinking you'll find adding joy to your life. To start receiving these precious reminders just twice a month, enter your e-mail address below and click on the button that says “I deserve more.”


The landing page continues the emotive theme of the movie, it connects to the feelings the audience is having right then, and it doesn't ask for too much. If you liked the movie and you saw that landing page come up, would you want to take the next step? Of course, that is just the point. The landing page is where you take the emotion to the next step. The movie is not about you. The landing page is where you begin to introduce yourself. You bridge the emotion your audience is having into his or her taking one step.

Please look back at the wording and see that I am not selling anything on the landing page. That is probably the worst thing you can do. “I hope you enjoyed the movie, now give me money.” Not pitching too soon is part of helping the project go viral. If the landing page hits at the end, this screws up the emotion, and the audience won't pass it along. It would be like seeing a performance and at the end the singer misses a note. What do you remember? The bad note.6

There was a time when my website was all about me. I changed it to be all about you, about my market, and potential and current customers. Originally, the landing page had 11 choices along with my name and my picture. It drastically took viewers from a movie about them to a page about me. A great guy online, Paul Myers,7 helped me rewrite the site and make it about the viewer. As an example of how important harnessing emotion is, remember the button. A change from “submit” to “I deserve more!” on the button increased conversions by 8 percent. You can almost hear the viewers at their computer clicking the button and thinking, “Damn right, I deserve more!” Continue the experience all the way down to the button. The landing page converted at 24 percent. That means that 24 percent of viewers converted into my newsletter. Of course, I don't have even remotely that many now, because I messed it up, but you're going to have to wait just a little bit longer for that story (see Chapter 52, “Be Prepared for Success”).

When you are designing your landing page, remember to keep it simple. On the Time Movie landing page, the disclaimer at the bottom says, “Your address will never be rented or sold, period.” It's that simple. That is my legal statement.8 That's all I do. You can say something like, “I hate spam as much as you; I'd never do that to you.” Whatever you like is great, but just give your audience that reassurance.9

Secret number three to being successful in viral marketing is to properly define your success. What do you want this viral marketing thing to do? This is where people often miss the mark and lose out. People say that they just want their project to go viral, but they don't think about the why. Viral marketing is the best thing you can do to position yourself, your business, or your product in front of your market, but you've got to say what you want.

Do you want to build a following? Building your list is the most powerful thing that viral can do. Do you want sales? Viral marketing can work for sales, and it has many times. I have had clients who have created sales from it, but I don't suggest that sales be your goal, because you can turn off many people trying it. Do you want to build relationships? You can go viral and build relationships with other people in your industry. Twitter is a great example of that.

A note about building your list. Did any of you send out a newsletter in the late 1990s? Do you remember what it was like when people actually opened your newsletter? And got it, and read it, and there were no spam filters or traps and you didn't have to spell words like sells with $ and a weird character so it just gets through the filter? That's back in the day. Today I want to create a newsletter that gets opened, end of story. I want people to recognize my name and say, “Scott's written me something and I'm opening it.” That's what you want. You don't want a huge list. You want an engaged list. The gold isn't in the list anymore. The gold is in the engagement of your lists and the relationship you have with the list members.

The content of your newsletter is so important. If you are just feeding your list pitches and pitches and more affiliate pitches every month, you are going to lose people, fast. You can't come back to your readers in every issue and say, “This is the greatest program!” with your affiliate link attached and then say the same in the next issue for a different product with another affiliate link. I subscribe to about four newsletters now. I used to subscribe to 400. You all lost me. And when you lose me once, I'm not coming back. What are your followers worth to you? Don't try to sell them right at the start. Build the engagement with them.

Secret number four to success in viral marketing is choosing the right method to create and distribute your project. Depending on your goals for your viral marketing project, you now need to decide what process you are going to use to get there. Your success is defined by what method you're going to use. When making this decision, there are many things to consider; here are a few options for you. Just a note here: No one process is going to be the be-all or end-all for your business. Not one single technique is going to take your business from “here to here,” end of story, with one tip. Please take that into account.




Emotion—How Do You Decide?

Let's take a step back and talk about emotion and choosing this as your goal for your viral project. You need to start by determining one of two things. What are your market's core pain emotions or what are its core joy emotions? What is the emotion the potential customers want to feel or what is the emotion they have right now? Take that and play with it. Find a way to make that emotion motivate them or find out how they could learn from it. For example, if you have business owners in your list or your funnel, one of their biggest issues right now is the economy.10 That is an emotion—it is fear. You can turn fear into motivation by reassuring them that it can be okay, that they can make it through troubled economic times. Because it can be.

You need to decide which emotion(s) you are going to engage. The Time Movie was designed to be inspiring. I knew my audience wanted to be inspired. I knew they wanted to think, and if you make people think, they will want to know more about you.





Notes



1. No joke is ever good when it starts with “knock-knock,” by the way.

2. www.UnMarketing.com/blog/2009/12/06/25-things-you-didnt-know-about-me/.

3. Only sometimes.

4. Yay! Other people's pain!

5. Four million views and $5 will get me a Starbucks coffee.

6. I won't—trust me—I won't sing for you. To those who have seen my Twitter video, you don't want me to sing, either.

7. www.TalkBizNews.com

8. Now, I'm sure this is not following the laws of exactly the way I have to do it. I just don't care.

9. And then sell their e-mail address if you want. I'm just kidding, don't sell anybody's e-mail. Unless it's a good price, then, hey, you know. We'll talk.

10. Getting freaked out because of the economy, right?
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Video







In the first and revised editions of UnMarketing, this section was found at the end of the viral marketing chapter, but with so many advances in video since then we've decided to give video its rightful place in a section of its own.






One of the biggest advancements in the past decade online has been video.

While the reasons people watch and share videos remain the same (because they evoke emotion), how we consume and create them has changed drastically. Videos created in Flash are no longer playable on most devices, YouTube now has an actual threat to its video monopoly from Facebook, and file size/buffering issues are almost a thing of the past due to high-speed Internet and wicked fast data on phones. We have live broadcast studios in our pockets, ready to shoot anything in real-time. Young whipper snappers Snapchat videos back and forth the way us old folks used to pass notes in class—except theirs disappear after being viewed. We can shoot in 360 degrees, Virtual Reality, HD, 4K, and even using selfie-sticks (please don't).

The reasons we watch and share videos has to be your focus first and foremost when creating them. If you don't get the content right, it won't matter how many platforms you share it on. We don't share content because it's shot at the ideal frame rate or resolution. Video quality matters of course, but a lower quality video that makes somebody laugh or cry will be shared, while the boring commercial shot in HD will not.

Currently, the most viewed Facebook video of all time is Chewbacca Mask Lady, which was shot on her phone in the car at a Kohl's parking lot.1 The amount of time people will give to check out a video before moving on seems to decrease every year. So not only does your video need to be compelling, it has to be immediately compelling. Millions of videos are literally a click or swipe away, so you need to give viewers a reason to focus on yours—always think about how people are consuming the content. Start with emotion and express it as briefly and powerfully as possible.

The ability to adapt your video content is crucial. The majority (85 percent at the time of this writing2) of videos on Facebook are watched without sound turned on. So you either need to upload the .srt file for closed captioning or actually overlay text on the video itself. Instagram videos have a limit of 30 seconds. No, wait, it's 60 seconds. I'm sure by the time this new edition is printed it will be 90 seconds. Vine video? Six seconds. Snapchat? Better make sure that video is shot in portrait versus landscape orientation—important to remember since shooting portrait (vertical) video for any other platform will likely lead to you being labeled a psychopath.

Now we come to the age-old issue of the vanity views metric. Recently, a proud friend of ours posted his Facebook Live video results, letting us know that his video had an audience “reach” of 350,000 people! Slam dunk! He then mentioned the video itself had 1,500 views. If we do metrics math, that means 348,500 people didn't click on his video to watch it, it was just “served” on their timeline. This is a huge reason why the “85 percent videos on mute” statistic in the preceding paragraph is misleading. It's not that we're watching videos with the sound off; we're simply scrolling right past them.

A Facebook video view is currently defined as a video playing for more than three seconds, regardless of the user clicking it to view, seeing it in their newsfeed, or scrolling past. Wait, what? That's not a view, that's barely a sniff. It reminds me of the billboard metric claiming millions of cars pass by a sign—except this would be like broadcasting a TV show on the billboard with the sound turned off and then claiming your show has millions of viewers. Compare that to a YouTube view metric, which is defined as a video being watching for 30 seconds or more.3 Another key distinction of a YouTube view versus a Facebook view is people don't scroll past YouTube videos while they're playing. If you are on a YouTube video page, you're there to watch the video.

You need to dive deeper to get real metrics. Things like “audience retention,” which measures how long viewers watch and where they stop, can give some fascinating insights as can viewer demographics and geographics. The problem is that although the vanity “view” metric sounds good, we're not doing ourselves any favors by taking it to heart. Content should drive a real metric. It needs to move a business needle, not just make our marketing brains feel warm and fuzzy. That business needle to move could be sales, sign-ups, and/or subscribers, but it should be something concrete. Not likes, follows, or fan numbers, but rather actual movement into a funnel we can control.

We should start the video conversation by asking ourselves if we should be using video at all. No tool works inherently. Also, video is the most unforgiving medium out there. Most people don't feel comfortable on video, most people don't look comfortable on video, and it's a lot harder to make a video look and sound good than most people realize. It can be the most compelling content you can create for your brand if done well, or the most dangerous if you don't. Just because your phone can shoot video doesn't mean you should. Is your content visually compelling? Do you have something to say that would benefit from people seeing the emotion behind it? Great! You may be ready for some video.

Here are four tips from our journey of mistakes and misfortunes making hundreds of UnPodcast episodes, selfie style shout-outs, and videos made and viewed by millions:


	Sound supersedes video (almost).
Sound quality is too forgotten or overlooked when shooting video. The sound is almost more important than the visual. A simple lab mic or shotgun style mic on your camera can make a world of difference. Your smartphone has a ridiculous quality camera in it, but the microphone is less impressive. Unless you're close to the mic, the sound quality will drop substantially. Sound should be so good that it's not noticed—it's just “right.”



	Your arm is a terrible tripod.
Second to poor sound quality is shaky video. It's an epidemic in the selfie world we live in. Arm stretched out, camera facing you, and you can see yourself on the screen. So DIY! So hipster! Except the camera isn't steady. Grab a mini tripod, gorilla grip, or full-size tripod and back up a bit.




	Stop being the everything.
We try to do it all. We can shoot and edit on our phones, but should we? This is your brand we're talking about here. If your business isn't amateur, then your video content shouldn't be, either. This is why we have a production company come in to shoot the UnPodcast with three HD cameras, including one that goes back and forth on a track (Oh, we fancy alright!). Yes, there is a cost. We shell out about $1,000 per episode of the UnPodcast but it's worth it for our brand. Can't afford it? That's okay; see if you can source out some local film school students that may be able to give you a deal, or a find a friend who knows their way around a DSLR camera. Some people suggest Fiverr, where you can get anything done for your business for $5, but we don't want to know what a $5 video edit looks like.



	Get to the point.
This isn't Ishtar/Waterworld4 we're making here. People have the attention span of a Jack Russell Terrier on speed, so hit us with your best stuff off the top. Take Scott's speaking demo video, for example. Most speakers have a “sizzle reel,” which sounds like a video Denny's would use to promote their latest meat skillet. These sizzle reels have a grand intro complete with music and swooshing titles, overplayed testimonials, and clips of their talks. We decided to get rid of that and just use a clip of a story. We've made a bunch of them. QR Codes Kills Kittens (http://bit.ly/QRKittens), Millennials Rant (http://bit.ly/UnMillennials), and Wake Up Call Lady (http://bit.ly/WakeUpROI), among others. They all start right out of the gate with the story and people watch and share them every day. No one shares a speaker demo reel except the speaker. Everyone shares stories. Not everyone who watches one of Scott's stories books a keynote speaker, but that's the point. Everyone spreads it allowing the video to reach those that may hire him in the future. We can directly trace the video back to at least 10 direct bookings. That's a few hundred thousand dollars for a four-minute clip. Now that's ROI.





Today, streaming video has taken over a huge percentage of content viewed. The lag and poor quality from back in the day has been replaced with seamless delivery. The issues with streaming remain about timing, focus, and lack of editing options. If you get nervous doing video you can edit and record several times, then live, streaming video is not for you. When you're making video to represent your business, the danger of making mistakes live is exponentially worse. If the streaming video is live, then you are forcing your audience to make time for you immediately, which isn't always the best way to grow and spread your message. Very few people can drop what they're doing to watch your top 10 tips on getting your house ready for market. Video requires audience focus, which is a precious thing to obtain. If your streaming is recorded, then you improve your chances of getting eyes on your content.

Streaming straight to your audience sounds either enticing or terrifying depending on who you ask. We've used it, but only in the right context. That's what's crucial for live video: does the context of the content make sense to be live? Q&A can be perfect to stream but you need to make sure you have created a platform large enough to have a built-in audience that can ask questions. I don't know if you've ever witnessed a Periscope broadcast from someone with no Twitter followers or a Facebook Live broadcast with two viewers, but awkward is an understatement. It's a person's face staring just below their camera, waiting for people to talk. And with real-time questions and comments possibly coming in, along with hearts or likes flying across the screen, it's a sensation overload for the broadcaster. It's hard enough to be on video and think on your feet. Throw in a few trolls in the comments and a couple of questions streaming by, and we'd just rather send out a postcard to people. The problem is a lot of people are using live video to show that they're doing it or because they've been told they should. Both are poor reasons. A lot of people telling you that you have to use live video are usually selling a program that teaches it. The same goes for the multi-person platforms like Blab5 or Google Hangouts. Can they work? Sure. Do they? Most of the time, no. Audio is usually spotty, different cameras and mics for each participant, and then some dude with no pants on joins the video chat because the moderator forgot to lock the room. If interaction with the audience is key, then maybe a live video is the answer, otherwise we'd rather you film something and have the ability to save and edit it before it's viewed by your audience.

The same sentiments apply when it comes to the new frontier of video: 360, VR, and AR. Can you shoot everything in 360 degrees? Sure thing. Should you? Probably not. We've seen some incredible, immersive videos that really show the amazing possibilities of this technology. UNICEF, a charity that is close to our hearts, sent us a branded Google Cardboard with instructions to download their 360 app. Once we put the cardboard viewer together (picture the 1980s View-Master but harder to put together) and inserted our phone into the screen, we were transported to a refugee camp in Syria where children played soccer around us. (We speak more about this campaign in Chapter 26, “Social Media for Social Good.”) The video was so realistic we kept trying to kick the ball. In these videos, we've now sat on stage with U2 while the band played a song around us, jumped out of a plane with skydivers to bring awareness to wounded veterans, and sat in a jail cell to get a feel for the cruelty of solitary confinement. Mind blowing. But again, the content was compelling to begin with and was made solely to take advantage of this new technology. Are there potentials for your business? Sure. We love the “idea” of people taking virtual tours of an open house, while looking around at their leisure. The issue is that when it comes to virtual reality, people need a viewer, whether that be Google Cardboard, Samsung Gear VR, or Oculus Rift.

The last two of those viewers may be cost-prohibitive for most, and the Google Cardboard has to be assembled, with an app downloaded and then played properly. Do you seriously expect everyone to be able to do that? Have you met the general public? People still can't work a TV remote, and you expect them to turn into an origami master to view a video?

Facebook and YouTube have certainly helped get over that hurdle somewhat by introducing 360-degree videos that can be viewed right from the app or site. What you lose in the lack of surround virtual reality experience, you make up for in the ease of viewing. No downloading another viewer app, no fuss. Most people that watch 360-degree videos initially don't even know they're filmed in 360 degrees. We have to admit it's very cool to move your phone around and to have the video's point of view change with it, but it's still a novelty. It will wear off once everybody's doing it.





Notes



1. If you haven't seen it, we have to reevaluate our friendship.

2. http://digiday.com/platforms/silent-world-facebook-video/.

3. https://docs.google.com/spreadsheets/d/1kS4vtA0sGeqHRyTzwLSpmsFmN1bN6xyZj51hZYBeqrA/edit?pref=2&pli=1#gid=0.

4. This is an old-school reference for our fellow 40+-year-olds. Relax, Millennials.

5. Update: on August 12, 2016, Blab announced they were shutting down. To read their explanation head to http://bit.ly/BlabDone but in summary people didn't find it interesting enough. After the newness of a tool wears off, it's always about the content. Is it compelling? Is it relevant?
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Be Prepared for Success


The ability for social media to bring someone from anonymity one day to fame the next, and the consequences and potential of that fame, might seem like the kind of problem we all should want. But like a business that grows too fast, keeping up with the demands and expectations of popularity can ruin your processes and reputation very quickly. Just like with online negativity, when we invite the world to come, we need to be prepared for them.

Not being prepared for success in business and in viral marketing is worse than never having success at all. Yeah, that's a sound byte, so go ahead and write that one down.

Scott was not prepared for the success of the Time Movie. The first problem was that he had the movie on his own server, a personal hosting account for $9 a month. Luckily it wasn't on a free site like Geocity or something like that from back in the day—the Angelfire days. He put the movie on there, and that's when he learned about the term transfer bandwidth. He sent the movie out to a couple hundred people he had on his own list, and it took off.

The movie takes off! He's a somebody! Then, as he's in the middle of congratulating himself, the movie stops working.

Here's a reenactment:


“Hey, Frank, go see the Time Movie!”

“It goes to error 404.”

“That's not the thing I'm trying to show you. It's not an error page!”



So Scott went to his host and told them he was paying a solid $9 a month here! So what the hell was going on? Which is when the rep told Scott about “transfer bandwidth,” which is how much goes from your server back and forth. His limit was less than a gig and at 50,000 views, he was capped. Taking the cap off meant he would be billed per meg and because he wanted to go viral and show the movie to the world, he agreed! Release the hounds!

So off it went, and the tech rep uncapped it. And it grew—10,000, 20,000, 50,000, 100,000, 200,000. Would you look at him! When he got the bandwidth bill, it had gone from $9 a month to $1,400, and that was only the last week of the month. We can't actually tell you the words he said when he saw the bill, so let's just say that he looked at the site statistics and said, “Stop watching the video, stop watching the video, stop watching the video! No more viral. Bad movie, baaaaaad movie! Stop watching it right now.”

That is the danger of viral marketing. You can't stop it. Once it goes, it goes. Now every time someone watched the movie, instead of thinking about the people he was helping, Scott was worrying about the server.

The next problem was his newsletter list of subscribers. You'll remember that he had created a landing page to subscribers to convert them. Well, when he started the newsletter he didn't want to pay the $19 a month to host it properly, because he was already paying $9 for hosting and that's a lot of money. So he decided just to host the newsletter himself, from Outlook.

We know some of you reading right now are doing that, too. He just copied and pasted. He had a script, FreeScripts.com, which would e-mail him anytime somebody wanted to sign up with his or her name and address. He simply went copy, groups, add, paste. Not bad when you get three people a week. When the video blew up and went viral, Scott was getting 4,000 requests a day—into my Outlook Express. He hadn't even upgraded to the real one. He would go to download his mail and Outlook would reply, “Oh no you don't.” Scott couldn't download; it would sit there for like 19 hours downloading all the e-mails. And then he still had to cut and paste each one, 12 seconds apiece. So you know what he did? He deleted them. He deleted 140,000 e-mail addresses—and that was just in the first couple of weeks.

At this point he was ready to spend some money—you've got to spend money to make money. Scott decided to put the newsletter on his server and have a script—but then he found a free script! He put the free My Mail Script in there. It's an open source thing. The open source community is the most wonderful community in the world. Everybody helps each other. Only problem was that I broke the script! And then had the most open community in the world telling Scott to get out.



“You are out!”

Scott: “You can't, you don't throw anybody out!”

“Except for you.”



He broke it. When people would try to sign up they would get an error message. He lost about 50,000 subscribers that way. At that point he finally made the right choice and decided to use AWeber. Pick your poison—Constant Contact, AWeber, whatever you want to use to collect and manage subscribers. We don't mean that you need to be prepared for success by having your own dedicated server in rack space in your closet, or a $9,000 a month e-mail plan. We mean be prepared with a scalable plan like AWeber or Constant Contact.

We once made a movie for a woman. She loved it and gave us the go ahead. We launched and she had 12,000 subscribers in 48 hours, and then she got mad at us. She phoned Scott and yelled, “Scott, what the hell is going on?”


Scott: “It's working; that's what we do.”



Angry (yelling) Client: “No, no! It just bumped me to a higher plan on my shopping cart system. I have to pay $120 a month now.”

Seriously, if you can't take 12,000 people and find a way of making $120 off them in one month, then you're doing something wrong. Put away your “I'm in business” piece of paper and go work for someone else.


Scott: “I don't know what to say.”

Angry Client: “Well, do something about it.”

Scott: “I could turn it off.”

Angry Client: “Maybe we should just do that.”



We told her she was being ridiculous. Why would she not want these people signing up for her newsletter? That was the entire point!

When the Time Movie launched, Scott didn't have any scalable services. Experts talk about scalable products all the time. He was a speaker and he had a product. First thing he needed was a speaker request kit. Two weeks after launching the Time Movie he had 50 requests for kits and he would have been happy with one! But here we find the next problem. Do you know how he was putting together the speaker kits? First, he would go to Staples and get the business stuff—three folders. Bring them home and run them through the printer. Pack each one up with a VHS cassette, pack that in a bubble envelope and walk that all down to the post office. One done, 50 to go! In total, he received about 780 speaker requests before he came up with a system that worked properly. He had the golden ring of speaking, and he threw it away because he wasn't ready.

Scott should have had a fulfillment center on call—one that charged by piece, so if he needed to send out one package then he'd only be charged for one. Fulfillment houses will help you. They print it, they ship it, and you can focus on bringing the people in. Plan scalable products. At the time, Scott had a CD that was called Relaxation on Demand. Pretty cool title. It was two minutes per track for whatever was stressing you out. If driving was stressing you out, you put it on the driving track. So we put it out there on the landing page, available for sale to anyone interested, and it worked! He received 50 orders for CDs in a week.

Do you know how he was making the CDs? Pick up, insert, burn. Fifteen minutes to go. While the CD is burning he'd print the Avery labels. Twenty minutes later and the CD would finally be done. Then he'd try and stick the label on the CD—and screw it up most tries! Once that frustration was over, he would put the CD in a bubble envelope, sealed and ready to go. It took 40 minutes per piece.

He sold more than 1,000 CDs in a month and he couldn't keep up. In the end, he thanked everyone for their orders and promptly refunded each and every sale.

Be prepared! I don't care if it's viral. Maybe it's a program. Make it as scalable as you can. The TGIM video that Scott did, the one of him just sitting there talking, led me to do a video coaching program. Not how to make video, but a video of him coaching people on video. Six weeks, sequential, automated. He filmed them once, though, and they're perpetual. The videos can be used forever. That's what we want you to do.

Please learn from Scott's pain. The pain of success stinks if you're not ready for it. Be ready for it. Have things in place. Everybody reading this book could help each other out just by talking about the mistakes you have made and what you have learned. By the way, have you ever said that to people who are not successful yet? It's like the worst thing in the world. They hate you. They say, “You sound like a spoiled brat. Don't tell me success stinks.” But it does. It's worse because it ruins your reputation. It takes a lifetime to build a reputation and one moment to screw it all up. Don't do it. Be ready with everything.

So, here's the part where we tell you how we made it right. We have made more than 65 movies total in four years. We made movies that are inspirational, motivational, and funny. We have focused on niche markets such as women, pet owners, real estate, and MLM. If you're in direct sales, by the way, it's probably the biggest industry you could get this for. It's all about numbers and building and being scalable. It's huge. Whatever your niche, you can make a movie out of it. We don't care if your market is regional real estate agents in Washington. You can do something. Just do the top 10 ways you know you're from Washington. We just gave you the movie, by the way. It'll work.

Our top movie has had 45-million-plus views and more than $5 million in sales. Again, it doesn't stop. It's always perpetual, always comes in, and is always building leads. Fifteen of those 65 movies have more than 1 billion views. Four are my own businesses. And it never, ever stops. The Time Movie has never stopped. Think about that for a second. It's perpetual. Right now, somebody just signed up for the newsletter. Stop trading dollars for hours and start scaling. And viral is a great way to do it, if you do it right.
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Undercover UnMarketing








This is one of our favorite chapters in UnMarketing. The thing is, over time we've realized that we're really always undercover unmarketing. When things go right or wrong for us in customer service settings, using the experiences for content is never far from our minds. We've become consumer advocates. Whenever something negative happens, half our brains are hurt and offended and the other halves are thinking about what a great UnPodcast story we have!

Here, in Scott's own words is how the undercover missions got started.






I've always wanted to be a private eye. Growing up watching the three Ms will do that to you (Matlock, MacGyver, Magnum, P.I.). My mission was simple: Visit multiple retail framing stores posing as a customer to do research for an upcoming seminar at an industry trade show. Donning an old baseball cap, T-shirt, and jeans, I set off on my search for the best and worst experiences I could find. Unfortunately, none of the 14 stores I visited could be classified as best because they all performed miserably. My initial thought was that some stores would get it right, treat me as a valued potential customer, and understand how relationships equal good business, and that others wouldn't have the time of day for me.

Each store had the same scenario presented to them—a young man in his street clothes comes in to inquire about getting his college diploma framed, which he did not bring along. So off I went, and that's where everything went downhill. I can't really choose which part was worse: the store owner/operator who peered out of the back room announcing, “Can I help you?” in a tone that would define stern, or the rolling of the eyes when I mentioned I didn't bring the item to be framed with me.

At every stop I was told that I should have brought in the piece to be given a proper estimate, and to come back with it if I wanted a quote. Is this reasonable? Of course, I understand the concept of not being able to quote on something you can't see, but there is no need to make a customer feel stupid about it. I was in your store, you've got me through the door, what can you do to make sure that when I leave, I will come back later?

I certainly can tell you what not to do:


	Don't let me off the hook when I say I'm “just looking.” This is the biggest lie in the retail world. The majority of the time, no one is just looking. People don't randomly end up in your store and become curious as to what is inside.1 Your store is called a framing store, not exactly something that draws an “I wonder what they do, let's go inside and take a look!” Especially if you're in a strip mall, people don't just drop in. Even if it's because people really enjoy looking at the art inside, they're expressing interest in what you and the artists do, so capitalize on it! If the person enjoys looking at art, offer to invite them to an exclusive preview of new pieces down the road, or discounts when new pieces arrive. Make them feel special.

	Don't hand me a frequent shopper card. I have so many frequent shopper cards in my wallet that it's starting to resemble a new appendage. Instead of making people add your punch card to the masses they already have, offer to keep it in the store and when they come back again, they can let you know they have a card, and they get their discount! Also, make it easy for them to get the incentives if they buy enough. One of the department stores I used to frequent made it harder to redeem my already earned points than it would be to frame a poster by just using Saran Wrap and twigs. The last thing I need is to jump through hoops just to give you more business.

	Don't ask “Can I help you?” Being of the male gender, the phrase “Can I help you?” sets off the same alarm bells as when I'm told to ask for directions. Something deep down inside tells me, “You, man, need no help…grunt.” No one ever needs help, but everyone is interested in being acknowledged.

	Don't wait to acknowledge me. I'll be the first to admit, I've always had the dream of being the invisible man, but not when I'm in your store. At least six of the stores I visited, the owner was speaking to someone else and never acknowledged my presence until she was done with that customer, plus whatever else she was doing. All it takes is, “Hi! I'll be with you in just one minute,” said in a pleasant manner. Therefore, I don't feel like I'm rudely interrupting you when I walk into your store.

	Don't send me to look at your online brochure (er, website). The majority of framing store sites I looked at after leaving the store (that's if they even had a website!) were practically the same as their store brochure, except in digital format. The function of your website should not just be to inform, but to collect information about your visitors. Set up a newsletter that says, “Sign up for our monthly newsletter to be the first to see new prints, and receive a 10 percent discount on all future orders.” Therefore, you do the pull and stay with all of your visitors.



Every single store I visited had an opportunity to engage with me and potentially earn my business. Never mind that if I became a satisfied customer, there would be potential business from those I could recommend to also use their services. The stores could have done so much better. First, store employees need to treat each customer with the respect and treatment that they would use if that person were your dream customer with money to burn.

Many store owners I spoke with after the speaking engagement expressed that they really want more corporate accounts, some of which require them to get in touch with a human resources (HR) manager to get the sale. The HR manager is the one who is in charge of incentive plans such as framed prints. Little did these store owners know, but the guy with the baseball cap is good friends with at least 12 HR managers in the area, and was a former one himself.

As I wrote this section of the book, I actually received an e-mail from a colleague in human resources asking for some opinions on incentive plans. Do you think I'll be sending that person to one of those stores anytime soon? You must view every person who walks through your door as one person removed from your ideal client, and treat him or her as such. I am not an interruption to your day, I am not an inconvenience, I am a potential customer, and a word-of-mouth machine that can spread the word, good or bad. You choose. At every point of engagement, you are marketing your business.

A typical framing store owner practices a push-and-pray technique. People come into their store, look around, and leave. The employee has made no attempt to find out what the shopper was interested in and offered no opportunity to give the store's contact information. The stack of business cards and brochures on the counter, if someone cared to take one, was the standard fare. The owners were defining the term push and pray—they were pushing out their marketing (biz cards, brochures) and praying someone would buy from them some other time.

Instead, as mentioned previously, they should be using the pull-and-stay technique. This could be a simple request to gather the potential customers' information through either a contest (giving away a postcard-size print, etc.) or a discount. They could have gathered each person's information and kept in touch with them consistently, so when the time does come to purchase a painting or get something framed, the store owner would be at the forefront of the buyer's mind. One of the easiest methods I've used is to create the “Top 10” list article. Pick the need you fill, the problem you solve, and write an article that would be similar to advice you would give to a customer. We are going to talk about this much more in the section about creating new products.

It's always easier to write a “Top 10” list like this when you choose a focus market. Notice I didn't say a target market. When people think of a target market, they make it far too vague or wide to work (i.e., my target is people who want framing done!). You need to pick a focus that you can get your mind around and meet their needs. Is it new corporate accounts? Local artists?

Once you identify the focus market, write your Top 10 list. It could be the “Top 10 Ways to Preserve Your Art,” or something else your market is interested in. You write the article, print it out, and offer it to every single person who walks in your door. Then you let people know that if they want more information, to give you their contact information and you'll send them new articles as they come out. Now you can be in front of potential customers with great information. And when they have a question about your industry, you are going to be the business they turn to.

No matter what you sell, when you're faced with competition from a bigger store, you tend to look at what you can't do better than them. Small stores can't usually out-advertise big stores or give better discounts. You need to change this focus. Your passion for your craft and the ability to give personalized customer service are the kinds of strengths that smaller businesses should be focusing on and improving rather than worrying about not being as big as your competition. No larger store can send out quality articles periodically to interested potential customers. A big store cannot buy that level of engagement through a television commercial or billboard.

So, what could these 14 store owners have done to get my business? Instead of scolding me about not bringing in the diploma, the owners could have showed me some typical sizes and framing setups for my diploma, but with the stipulation that if I could bring it in, I could get a much better estimate. They could have asked what school I went to, get to know me, and begin to build the relationship, or handed me a list of ways that I could best preserve my keepsake. Do anything to show that you are interested in my potential business with you rather than treating me as an interruption to your busy day. If you're too busy to deal with customers, you should not be in retail.

My diploma is still unframed and in my closet, so I'm off to try some more stores. Now where did I put my cap?





Note



1. In a mall this happens all the time, but most of these places are stand-alone retailers.
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Putting It Into Practice


After Scott spoke at the framing gallery conference, the owner and manager of a small store hired him to consult with them on what they could be doing differently to increase their sales and engage their market. It was a stand-alone storefront in Toronto that carried beautiful pieces of art along with incredible framing services. Great store, beautiful products and services, but still they were frustrated and so he let them vent.

“People come into the gallery and most of them say they're just looking when I ask if I can help them! Now I have to stand around while they browse and they end up leaving. Or they come into the gallery looking for bargains instead of wanting to buy the high-priced original pieces! What can we do to change that?”

The first thing Scott asked them to change was their mindset. They viewed most people coming into their store as interruptions, instead of someone raising a hand, expressing potential interest. Next he pointed out the LARGE NEON SIGNS in the window advertising “50% OFF!!!” as to the reason why the bargain hunters showed up.1

They sat down and categorized people who came into the gallery who were “just looking,” and then we set up a system to try to pull and stay with each group:


	People who liked a specific artist's style. This specific gallery had a few artists who had exclusive pieces at their gallery. They were magnificent. Some of the pieces we would be interested in purchasing ourselves. They were the main draw that people could see from the window, if they could see around the “SALE” signs. The job now was to set something up so when they identified that desire, you could make them feel special and exclusive. They decided on a VIP list program where they would approach the customer and say, “He's an exclusive artist with us. We occasionally do private showings and parties with him for our VIP list. Would you like to add your name to the list?” In the first week alone, they signed up 50 people who didn't exist as customers before.

	People who liked the idea of art, but wanted the bargain. Same idea as above. Instead of despising them for buying the low-margin, bargain-bin prints, they played off the desire by creating a sale e-newsletter. Anytime a big sale was coming up, these bargain hunters would be the first to know. Twenty-five people signed on in that first week, and hundreds more in the following month.

	People who were curious about art in general. This group was curious about everything from what type of pieces went with the house color scheme to how to get into the investment side of art. These customers were handed an article about the ABCs of art collecting and care and asked if they wanted to receive a monthly newsletter with more tips and featured pieces. Two hundred people in the first month ended up on the list.



For each group, a small card was created for the person to easily fill out, asking for his or her name and e-mail address. For the exclusive list, the phone number was also requested, because the parties would be small, and it was first-come, first-served.

Initially, the owner didn't want to do any of these methods for many reasons. She didn't want to write multiple newsletters or e-mails, and she had tried the wine-and-cheese parties before and they didn't work.2 The owner had a lot of downtime during the weekdays, so Scott convinced her that writing a newsletter to her potential customers was not a bad way to spend her time. She needed to position herself as an expert in art, not just a retailer. A retailer wants to sell you something, but an expert advises you along the way.

When it was time to throw the exclusive artist showing party, the owner was not going to just send an e-mail asking the list to attend, she was going to send a nice invite in the mail, which was then followed up with a phone call. The invitation included all the information needed about the event, stating when the party was, and asking if the customer and a guest would like to attend. The gallery could only hold 50 people, so they were asked to commit on the phone.

The night of the party arrived, the gallery was packed, and the owner sold $60,000 worth of art. There were bidding wars, and many pieces were sold that weren't even from the main artist who was featured. Just looking? More like “possibly buying down the road.”






Notes



1. Seriously, half of the art in the window was obstructed by the ALL CAPS sales posters.

2. Their response was, “All we had was a bunch of wine left over,” which lead Scott to think, “And this is a problem, how?” and “Who ate all the cheese?”
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Lush


Salespeople are so important. They need to be engaging with potential customers, not just taking money from people who are ready to buy right now. Salespeople are the front lines, the foot soldiers. The retail associate is the person who is your most frequent point of engagement with your potential customers. They are marketing every single day to people on behalf of your company. They are the most important people in your UnMarketing cycle on a daily basis, and yet they are the number-one reason why sales are lost.

To prove this point, Scott hopped into undercover mode again and went to one of our local malls to see who would care that he was in their store. It was a Tuesday afternoon, a dead time in retail, so he wouldn't get lost in the crowd. Scott walked into 20 different stores and felt the same every single time: unwanted, interruptive, and a general pain to the workers who were trying to get important things done like stocking shelves, chatting with each other, or working on their stink-eye look.

And then there was Lush. Scott noticed this soap store on steroids, because he caught a whiff of it 50 feet away. He really had no need to go into it, because he's a guy and buys his soap by the truckload in bulk, using it occasionally. But he went in, wanting to round out his day of uselessness of trying to prove that a store could get it right.

As soon as Scott walked in, he knew he had found that mythical place. Jessica perked up as soon as he walked into the store and greeted him like a long-lost friend. “Hey! How are you? Welcome to Lush! Have you been here before?” Scott looked around, trying to see if she was talking to someone else, not really sure how to react. “Umm, no, I've never been in here before.” She then jumped. “Great! That means I can give you the grand tour! Come here!” Now you have to picture this store—it's maybe 500 square feet—but she gave him a tour that was fit for a palace. She told him about the different sections, why some soap was sold by the pound, cut out of large cakelike slabs, and showed him what bath bombs, salts, and aromatherapy soaps were all about. Scott walked out of there with $65 worth of soap and a smile on his face. She got it; Lush got it. She engaged with him. She loved the product,1 and she knew about it.

Scott now smells like lavender, his skin feels softer, and he is a huge fan of a store he didn't even know existed until that day. Do you think this story would have played out differently if the associate was on the phone, didn't care about him, and just said, “Can I help you?” We think so, too.

Note: we've gone to multiple locations, and everyone who works there has the same contagious energy. Even when Scott said on Twitter that he was writing about the soap store that rocked his world, someone replied back, “It has to be Lush.” Well done, Lush, well done.





Note



1. If you don't love the product /service you're selling, why would a potential customer?
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Trade Shows


Trade shows are a great opportunity for engagement. You get lots of customers in one place and can put your best foot forward. You have a chance to connect with potential customers and promote your brand. The problem is that many vendors, like sales associates in retail, don't understand that simple body language and attitude can make or break potential on-the-spot sales. It's awkward to approach a booth with the rep sitting in a chair. It reminds us of seeing Santa Claus at the mall for the first time. Unless you want us sitting on your lap, stand up.

We get it, trade shows can be really tiring, especially in the later days of the show. The long days on your feet really can wear you down. But you need to remember that at some shows the buying decision is made on those last few days. Even though you have seen hundreds or even thousands of people go by, this may be the first time a buyer has seen you, so your first impression is still important.

A few months ago, Scott was speaking at an event and decided to hop over to the trade show exhibit area to see what was around. Although that was not really the reason for him being at the event, he also happens to be a part of their target market. This was the second-to-last day of the trade show, and it really showed. You could tell that most of the vendors were just looking forward to getting home. It does not make a good impression when you leave early or stay physically but refuse to give any more attention to the attendees. Imagine coming to our house for a party we're throwing and spending all of your time looking at your watch. If you don't have time for us, then we are not going to have time for you.

Scott checked out maybe 55 booths that day. Of the ones he passed, about five of them had people working inside who looked like they wanted to talk to him, and those were the five he made an effort to really go into and learn about what they were selling. There was also a sixth booth that he tried to engage. The two guys running the booth, both sitting down by the way, made it look like he was interrupting their conversation! We guess because he was. We had the audacity to be curious about what they were representing. They happened to be there to promote another event for the same industry that they were in charge of organizing. Let's just say we no longer looked into their event. Before that day, it was an event that he already potentially wanted to attend. They lost us.

We know one of the nice things about industry events and trade shows is that you get to see people you know from other companies, current customers, or friends in general. But when you're there for sales and the reps in your booth are all talking to each other and they partly form a circle, they make the booth feel like a closed group. Many, many people hesitate to walk into a booth, let alone try to break into a conversation. Your goal at a trade show initially should be to make your space as welcoming as possible for potential customers, so that they walk off that middle aisle carpet at the trade show or event into your overpriced booth carpeting.

You don't do that by having your backs to people or by talking to each other. You do that by having a welcoming look on your face, a smile, and being open to everybody who walks in. If you start to judge us even before we get to your booth, we are going to judge you as well, and it is not going to be pretty. And nowadays, when people can add something to Facebook or Twitter in an instant, your giving someone a cold shoulder could have instant ramifications online, especially with the use of conference hashtags.

During Scott's third and final year at college, he decided to attend the trade show that accompanied the annual human resources conference in Toronto. On his badge along with his name was the ribbon that stated he was a student attendee. In other words, please ignore him, we assume, because it meant nobody was giving him the time of day. Scott would walk down the middle aisle between vendor booths and get the fake smile from the sales reps who were standing there, as they let their eyes slide down to his nametag for them to qualify whether they should talk to him. When they noticed the red ribbon that mentioned student, their fake smile went away, and they literally looked disgusted or they simply turned away and looked for the next person walking toward them.

One of the things Scott was interested in was the computer software that we use in the industry, commonly referred to as a Human Resources Management System (HRMS). He was interested because being both a computer geek and going into the human resources field, he knew this was something he had a leg up on when he got into the industry. There were four main providers of this type of software at the trade show. Three of the vendors were almost trying to prevent him from even going into their booths. They seemed to be protecting their expensive high-gloss brochures from him—someone who they felt had no value to them as a customer at that time. Sales reps at the fourth booth were different. They were simply happy to see him and more than happy to tell him about their software.

Please don't forget that we do understand what it's like to work a booth at a trade show. As soon as you commit to talking to one person, you potentially lose the opportunity to talk to somebody else who is peering in at your booth. But your booth at a trade show is the point of engagement. You need to treat everybody like they have a potential influence in the sale down the road, because in reality everybody in one way or another could, including Scott on this day.

Fast-forward eight months: Scott was now working in the field, and you'll never guess whom his employer asked to help recommend a new HRMS system for them. That's right, they asked red ribbon boy! And he's sure you can figure out which system he knew really well because of the engagement he had with a vendor at the event. They ended up purchasing the system, and after all was said and done, the sale was worth more than $100,000. Not bad for a student who had no buying power at the time.

You never know who somebody really is and who they might be down the road. You never know who someone knows currently or who they are going to be meeting with or speaking to after the show. If you believe in the six degrees of separation angle, then why aren't you treating every person you come into contact with at the trade show as somebody who could help your business?

The same thing can occur not only at a B2B industry trade show but also at consumer-based shows. You need to evaluate your biases and how they are affecting with whom you engage. When we write about “Social Media at Trade Shows” in Chapter 57, you'll see how the ability to share customer experiences online is changing who the influencers are. You need to pay attention.

Here's a great example of how prejudice can affect your trade show results:


About 10 years ago, my husband and I went to a woodworkers' trade show in Norfolk, Virginia. He wanted to look around for new ideas. As we walked through, all the company reps talked to him, and practically ignored me. Dave had just burned out his fourth scroll saw, which we had been buying from Home Depot. The show had reps from all the high-end companies with scroll saws for the intricate woodworking. The reps were all eager to show Dave the saws, and how easy they were to use. I don't think that they realized that I did a lot of woodworking as well, although I'm not as talented at the intricate stuff.

When we were talking to the rep from Hegner, he invited me to try the saw, and showed me how easy it was to use. He actually guided me through cutting out a compound cut miniature reindeer, while he told me to notice how little vibration the saw had, and other important points, such as how quick it was to change blades and adjust the tension. When we were done cutting out the reindeer, he asked us what we thought. I surprised my husband by telling the guy I'd take one. It was a $1,500 saw; Dave about fell over!

I made it a point to let the rep know that he was the only one who had taken the time to include me, a point I also let his company know. Being the sort of person I am, I also let the other three reps know that they had lost a sale by not talking to me. Ten years later, that saw still works just as well as when it was new, and the company's customer service is excellent! (We had to replace a plastic knob that cracked.)

Lisa Penosky, Puparazzi! Pet Bow-tique



Vendors complain a lot at trade shows about the quality of attendees. They get angry when a certain amount of them don't have immediate buying power at a show. But they forget that many purchases are still trust-based, and the trade show can be a great starting point to build relationships with people.

We know people, ourselves included, who delay a buying decision at a trade show simply because they haven't seen everything there yet. There are tons of reasons to delay a buying decision related to the trust gap we spoke about earlier. Your company may be new to us, and we want to check with people we trust, or because we still have stock from another company that we need to clear out, or because we need to budget against other purchases. None of these reasons mean that we will not be ready to buy from you at some point in the future—so why ignore us? When Scott worked the booth at various trade shows as a national sales training manager, we heard these kinds of replies from potential customers all the time: that maybe they would come back later, or give us a call, or let us know another time.

Similar to the art show example earlier, as an exhibitor you need to create not only an effective pull-and-stay method for trade shows, but your follow-up system also has to be engaging and almost immediate. It doesn't matter what system the trade show group has given you to collect leads. You can be from the old-school style of simply collecting business cards from potential buyers all the way up to the fancy machines where you can scan their badge immediately and get all of their contact information. The “pull” part of pull and stay is already done for you, but here is where you can separate yourself from the other vendors at the show. Follow up quickly and personally. And by quickly we don't mean when you get back from the show five days later. We mean have a system where you can get in touch with them within 24 hours. Give them a quick phone call or e-mail them a brochure—pretty much all your leads will come with an e-mail address.

The goal here is to drop them a line to say thank you for coming by your booth. Let the potential customer know you will be sending the materials they requested (if they did) and then start another level of engagement with them. You can do this easily by asking them an open-ended question. Not one of those sleazy sales ones like, “When do you think you'll be ready to make a purchasing decision?” A simple one like, “What did you think of the show this year?” Something like that will start a dialogue between you. We don't mean that you should ask the phony, “How are you?” People ask that question every day and do not care about the answer. We mean to ask a question that you genuinely want to know what they thought. We guarantee that you'll not only get responses back and open a channel of post–trade show communication with them. You are also going to get responses from people telling you how impressed they are, about not only the speed of your response to them, but also your personal response to them.

Here is how you get started. If you have fewer than 25 leads to set up this system, you need to go back to your hotel room, so you can e-mail them that day. Just delay going to the trade show bar for a half-hour or so. Trust us, you can do it. You may even run into some of your potential customers at the evening events, and they have already received your e-mail. We've actually had people seek us out to say how impressed they were that we had already gotten back to them. Pay close attention and remember if a potential customer asked you a question at the show that you couldn't answer just then and send that answer in the first e-mail. Even if they asked you about products or services that you don't offer, recommend other vendors who do. Being helpful in this way greatly endears you to that person.

Some trade shows make it easier for vendors to pull information from attendees than others. At B2B shows, it is common for people to give up their information quickly because they are so targeted. This means that potentially most visitors really do have a serious interest in many of the vendors. When it comes to consumer-based trade shows, it's much harder to get people's information because there are a variety of industries in the booths, making the audience less targeted.

Consumer shows also have more freebie seekers.1 It's sometimes pretty hard to get people to commit their information. People are often more interested in hitting every booth possible for free samples than actually getting to know you or your product. So you have an even smaller window to engage with the people.

Lisa McDonald, who is the cohost of MeFest, a lifestyle/pampering consumer show that occurs in Kitchener, Ontario, says to vendors:


Having freebies at the tables is better than having items in a door gift bag because it gives you an opportunity to speak directly to that potential client. Offer them the freebie. It gives you eye contact with the person and a chance to start the conversation. Tell them that if they fill out a ballot they have a chance to win a prize. This then furthers the conversation about the products/services and they will be at your table for an extra few minutes to fill out the required info.



In regard to the giveaway, we remember the big packaging trade shows Scott used to work. There was almost a scavenger-style hunt for the best trade-show swag. One year in Chicago, the best giveaway was a cool-looking walking stick from a company (we can't remember their name)—and there's the problem. If you make your giveaway not relatable to your company, then what good does it do for you after the conference? We don't have the exact statistic, but we think the number of people who make purchasing decisions based on receiving a coffee mug is 0.1 percent with a margin of error of 0.1 percent.

Why give away some golf shirts or fancy travel mugs to current customers when that is what they are expecting anyway? And everyone else is doing the same thing. If you give something away, why not give away something that shows the amount of value you provide. Give away a CD or DVD showing your ability to educate that end-user or customer. Make it something you can send to them instead of giving it to them to put in their conference bag, which they will never ever go through entirely. Your pull-and-stay action here would be to say, “At the show this week we are giving away free access to our online workshop and how you can do scrapbooking better. If you give us your e-mail address, we will send you access to it online as well as our free monthly newsletter, which will give you deals on scrapbooking supplies and will let you know about future events.” Just like when we were talking about follow-up earlier—get your gift to them as quickly as possible! Then do a potential follow-up e-mail or call a week or so later to find out if they've tried it and start that conversation again. Don't get lost in this sea of conference swag that will end up costing you a lot of money with little return.





Note



1. We didn't realize freebie seekers were so predominant at conferences until witnessing it at a car wash/gas station trade show. Our friends at Launch Gum had to protect their gum or people would swipe it!
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Social Media at Trade Shows


One of the great ways to build potential engagement and traffic at your booth during a trade show is by using social media tools before and during the show. The first way to use a site like Twitter for a trade show is to find out if the show has a hashtag. You remember that a hashtag is the phrase with a # in front of it that you can search and find out if other people are talking about it, too.

Go to the trade show website and see if there is a mention of it. If you have a following on Twitter, you can ask the people if anyone knows it. If you don't find a mention, contact the people who run the show, and if they say there isn't one (or ask you what a hashtag is), create one yourself. Pick a short phrase, usually an acronym, and add the year.

You can search this hashtag to interact with people who will also be at the show. You can do this with people who will be attending as well as with other vendors. It is amazing what can come out of new relationships with other vendors! When you engage with other vendors before the show, not only can potential business partnerships develop, but it can make the show much more enjoyable when you know other people with booths. They can do everything from bring your lunch when you're the only person running your booth to potentially watching your booth while you run to the bathroom. There's nothing harder in a trade show than to be a one-person show at your booth, but it's a little bit easier when you can find a few friends beforehand to rely on each other.

Now if you start to see conference chatter on Twitter with the hashtag, this isn't an invitation to spam everybody who's going by saying in all caps, “COME SEE US AT THE SHOW!!” You need to use the same engagement principles that you would use during normal interaction on social media. Start talking to them in a conversation and ask if it's their first time at the show. Give them some suggestions as to what parties they should go to afterward. Whatever it is, get the conversation going and engage with them.

Another fun way to use social media during a trade show is to have contests that are live. Tweet something like, “The first person to come up to our booth wearing a red shirt and saying the phrase, ‘I saw this on Instagram,’ wins a free iPad,” or something similar. Do that once a day and you get a nice amount of buzz going.






Advancements in technology since our first edition mean that social media can add tremendous value to any trade show experience—both as an attendee like we spoke about already, and as an exhibitor. Twitter remains a great place to warm up for networking events by connecting with other vendors, event organizers, and your marketplace. As an attendee, the same rules apply as back in 2009—get to know who else will be there, learn about vendor products, and find out everything the event has to offer. A little pre–trade show research can go a long way!

As a vendor, there are so many ways you can use social media to enhance the trade show experience and increase opportunities for connection with customers, current and potential. You can create videos, share pictures of products, and spread the word about any exciting events happening at the show. Connect with media and give them something to talk about, and if your company is sponsoring an event or speaker at the trade show, get the word out. Trade shows are a wonderful opportunity for publicized customer service—share attendee photos and videos from the show and thank them for being there. When people share photos of your booth and they are putting their hands up for a high five, don't leave them hanging.
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UnNetworking
Why Networking Events Are Evil


Last month, Scott attended a local networking event that made him realize the difference between old- and new-school networking. It happened all within five minutes, all at the same table he was standing beside.

Old School: A real estate agent, with card already in hand, walked up to Scott and introduced himself, shoving his card at him. Scott replied with his name and asked why he was giving him the card. His reply was, “That's what we're here for, to exchange information, to network!” Scott told him he didn't have any cards and proceeded to listen to him talk about his website and how if we gave him our cards that he had a section where he would post a link to us and in return we could post one for him on ours! Ta-da! Sigh.

New School: Three minutes later, Scott recognized Danny. Since he'd been talking to him on Twitter for months, they're like old college buddies and he gave him a huge hug. No awkward, “So what do you do?” questions with elevator-speech answers. No card exchange. Just a genuine great feeling of meeting somebody in person who you feel you already know—because you already do.

Going in cold to a networking event is like showing up for a dance at a high school you just transferred to, except at this dance, you have a stack of business cards in your hand and pass them out to everyone. It's awkward, intimidating, and a huge reason that many people who are even the slightest bit introverted don't go to them.1 And if you come in late, you're screwed. The circles have been formed, people have been bonding for an hour, and now you have to try to ease into a talking circle, not knowing any of the inside jokes.

Going in warm to an event is like a high school reunion. People instantly recognize each other and you hear a lot of, “So great to finally meet you!” and there are hugs all around. Twitter is our warming platform of choice. A few weeks before an event, we search the hashtag2 on Twitter. You can do this for a networking event, conference, or anything really. One popular tag is #SXSW, which is the big annual interactive conference in Austin, Texas. Since we're going, we search the tag, see who is talking about it, check out their profile, and if they seem interesting, we strike up a conversation. Next thing you know, the conference is here and we spot them across the room, rush on over, and say hi. That's new-school networking. The event isn't the introduction; it's the escalation of the relationship.

Going in cold, old-school style to an event is a huge risk. You usually run into one of four types of people:


	The Great One. The Wayne Gretzky of networking events. He or she knows everyone, works the room like a ninja, and makes you feel right at home. That person realizes that everyone is there to help themselves and meet people, not to hear about why you think you're great. They listen, sincerely, and make sure to not monopolize all the conversations. This is who you want to be. You don't have to be an extreme extrovert either. Be you, care about what someone is saying, and enjoy the conversations.

	The Awkward One. Someone who comes up to you with a business card in hand, after freshly reading a networking book at home, and says a line like, “I'm a professional organizer. If you could organize any part of your life, what would it be?” This person might as well be holding a script in his or her hand. After the initial exchange is done, they stand beside you, sipping something through a straw. They don't walk away, and you feel awkward just turning and fleeing, so now you're stuck. No one wants to come over and hang out with you and the awkward organizer, and you almost look like a networking couple.3

	The Dude with Scotch. Always a guy, and always with hard liquor, this guy decides the best way to work a room is to get cranked by the bar and start talking like it was a frat party. If your first thought going into an event is “I wonder how many types of bourbon they serve?” you're doing it wrong.4

	The Card Collector. Reminding you of the time you collected baseball cards,5 this person has a stack of business cards in his or her hand, ready to rock! The card collector hands them out like the escort flyer guys on the street in Vegas, making sure to blanket the entire room. Sadly, it's usually a real estate agent or insurance peddler who rules this roost. The top of this pile is the one with his or her own picture on the card because someone told them “familiarity creates trust”! This type walks out of the event, counting the number of cards they pulled, and high-fives others with a cheer. “Yes! I gave out all 50 of my cards! Networking is awesome!” Sadly, if this person went back in at the end of the night, he or she would see 47 of them sitting on tables and on top of the bar because people have no use for them.



An exchange of a card should be done after we've met and connected so well that we need to get in touch after the event to continue our conversation/do potential business/give a referral/go bowling. We usually don't bring any cards because of new-school networking. If we didn't get to know you on Twitter beforehand, we will ask you what your Twitter handle is right then and there, hop on the phone, and follow you on the spot and make a note to say hi online. That's the great thing about new school. You talk before the event, you meet at it, and then talk after online. It's a constant connection before, during, and after.





Notes



1. Even someone like Scott, who is an extreme extrovert, has no desire to show up.

2. A hashtag is a term used on Twitter (and other social media sites) to track an event or topic. Use a # before the word. For example, I'm using #UnBook for this book. Go ahead, search the term at www.Search.Twitter.com/.

3. I highly suggest the tag-team approach if you must go in cold to a networking event. Pick your partner wisely and get your signals down if you need to be rescued, à la “Seinfeld head-pat” style.

4. Nothing wrong with scotch, mind you. Creepy guys have just given it a bad name. It should be sipped in a big chair, by a fireplace with a cigar and a silk robe, which is also creepy.

5. Need him, got him, need him, need him, got him. If you understand that phrase, we will exchange awkward fist bumps in person when we meet. You just jumped up two points on the cool meter with us.
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The Awesomeness of Being a 2.0 Author


We don't know how authors did it years ago. You pour your heart and soul into a book, it hits the shelves, and you hope people like it. We don't think we could handle the lack of immediate validation and/or rejection. Since UnMarketing first came out, we've been amazed with the immediacy and coolness of tools available for authors. Waking up every day and reading tweets in real time about people loving the book makes us smile. Every. Day.

And they aren't just telling us about it; they're telling each other. It's this passive conversation our readers are having that was untappable (Scott's new word) previously. They're sharing every part, from finding the book on their store shelves1 to their favorite chapters. They're discussing ideas and how they are using UnMarketing in their businesses.

As we've talked about before in the book, we need to pay attention to this passive voice. And it's not just on Twitter. Blog reviews and other mentions can happen under our radar. Setting up a Google News Alert for your book title in quotes will keep you on top of most mentions online.

The other amazing development for authors today is digital books. Digital books are gaining traction. Do not ignore them. It doesn't matter if you like to read in that format or not. What matters is that your potential audience is reading them. We were initially a little miffed at the Kindle version of UnMarketing because they made all the saucy/sarcastic footnotes into endnotes, and people wouldn't click on them, thinking they were real citations and other ridiculousness, but we now love the Kindle version for many reasons:


	Digital books are easy to buy. We've had people buy the Kindle version during one of Scott's talks as they're in the audience. This blows his cranium. The drawback of being an author who speaks is when people leave your session, they rush off to the next talk and forget to purchase your awesome book. Or worse, there is no bookstore on site, and if you think that they'll rush to the bookstore when they get home, you're sadly mistaken for the most part. The immediacy and ability for your audience to buy your book on their phone/laptop/reading device in real time is epic. If you're even a half-decent speaker, the highest moment of intent to purchase your book is during your talk—and people can buy it! Brilliant. (This isn't unique to Kindle. You can also grab e-books on the fly for readers like iBooks, Nook, Kobo, etc.)

	Digital books are easy to share. We freaking love this about the Kindle. You can loan your copy to someone else for up to 14 days.2 All you need is their e-mail address. You can only loan a book out once, and you can't read it while it's out on loan. We believe it's only available currently to U.S.-based purchasers (we're not sure why they hate Canada), but nonetheless this is great for spreading your content, especially to those who can't afford all the books they want to read. The author/publisher also has to agree to it.
We learned about digital loaning when someone tweeted the link and Scott retweeted it. He received a large amount of responses that people were impressed we would share that, since it doesn't create sales. We say why wouldn't we? We want people to consume the book, to love it. That's our job as authors as far as we're concerned. It's not just to write a book or talk about it or even sell it. It's to get people to devour it. We encouraged people to connect on the UnMarketing blog and Facebook page and share their copies and Shazam! We have an UnLibrary!


[image: A screenshot image showing the most-highlighted lines by Kindle users in a book:  “Marketing happens every time you engage (or not) with your past, present, and potential customers,” highlighted by 146 Kindle users, and “If you believe business is built on relationships, make building them your business,” highlighted by 121 Kindle users.]



	Free R&D. This actually made Scott say, “Wow!” out loud, which was awkward since he was sitting by himself in a coffee shop, but we digress. Kindle lets you highlight parts of a book. That isn't the cool part. Kindle also takes the data and tells you the most popular highlighted lines from your book.You can go online and check out the rest of the UnMarketing ones here!3 This is R&D for an author/publisher and tells you what is resonating with your readers. Another great thing to do is to take these and make them posts and tweets. You already know it clicks with people. Bring on the retweets! That's gold, Jerry! You don't have to guess what's working, it's right there in front of you. You can go and check it out for any Kindle book, not just yours. Amazeballs!Using Amazon Author Central4 you can log in as an author and see sales info that used to only be available to your publisher. It allows you to track where your book is selling and in what medium.








Accessibility

Audio books open up a whole new audience for an author. From the visually impaired to people who are listening types of learners, there is something about being able to listen to the author read the book that he or she wrote. Scott insisted on recording his own voice instead of using a voice actor, due to the danger of it being read literally and making him sound like an even bigger jerk than he already does. Recording the book was almost as hard as writing the book. It took four days at MetalWorks Studio in Mississauga, Ontario, which means he now has another thing in common with Guns N' Roses, Rush, and Nelly Furtado.5

Audible.com makes it available through Amazon, iTunes, or Audible.com. You also get exposure to their lovely subscribers.

And this is only a fraction of what is being done and is accessible out there to authors and their fans. Did we mention Scott did an entire 30-city UnBookTour planned through Twitter without any cost to us or our publisher? Yeah, that too.






This chapter was part of the revised edition of UnMarketing and the amazing tools available to authors have continued to grow. The biggest shift for authors since the first edition has been improvements in the self-publishing world. Createspace/Amazon now make it simple and easy to get your book out there. Combine the ease of self-publishing with the site's ability to discount your book for set periods of time and multiple promotion tools and the gap between traditional publishing and self-publishing begins to lessen. For us, traditional publishing has been the way to go and we continue to love working with our publisher, John Wiley & Sons, Inc. They are awesome to work with, give us tons of creative space, and help us get our books on shelves.











Notes



1. People upload to Facebook and tweet pics of the book on store shelves all the time. It's amazing. Now if they'd just buy it.

2. http://amzn.to/UnKindle.

3. http://amzn.to/KindleHighlights.

4. https://authorcentral.amazon.com/.

5. The first thing we have in common being the ability to rock.
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The UnTour







This chapter was an addition to the revised edition of UnMarketing. Whenever someone asks us about our books and how they've shaped our business, the story of Scott and his UnTour is always front and center. This tour changed our business. It launched Scott's professional speaking career and allowed us to leave consulting behind. The tour was a social media experiment, a financial investment, a tremendous time commitment, and in the end a huge success. Being onstage is what Scott was meant to do and we were willing to invest our time, money, and energy in making that happen.

A lot of the time, people will ask us what's next for us. What's the big business goal, the dream? We can honestly say we're already living it.

Here is the story of the tour in Scott's words, as it appeared in the original paperback edition of UnMarketing.






I knew that I wanted a community-based book tour, but I had no idea when it started just how amazing it would be. Over the next few months, I would meet face to face with thousands of people from across North America. Every single stop on the tour came from people raising their hands and bringing me to their town, without any cost to me or my publisher. I made my way around Canada and the United States talking with people about UnMarketing.

One of the many cool things about starting the tour in Dallas is that my brother lives there, so we got to hang out. He does sound for bands and events and told me a great story about the band Winger that really helped define the tour for me. They actually played in the same venue I spoke at.1

One of the concerns I had starting out the tour was about doing the same thing over and over, and how to keep it interesting for my audience and also for myself. You probably have the same thing in your business. My brother told me that when Winger came and played their show there were only about 20 people watching, but they played like there were 20,000 people. They killed it. And the fans loved the show and gave everything they had back. They could have just said forget it, mailed in a couple shows, and walked away, but they rocked it.

I remembered them on every stop: to be grateful for my audience and be more like Winger. It's one thing to say it, but putting a little more Winger into your life and business is hard work. So how do we do it? How do we make stop 1, 9, and 30 all amazing? And how do we make sure to rock every interaction with our customers?






Brand Enhancement

It really is the little things that count. Brand enhancement is something that wouldn't necessarily change your experience if it hadn't happened, but really makes your experience awesome when it does.

I stayed in a whole lot of hotels during the book tour. A bunch of them stood out for me. In North Carolina, the Embassy Suites was a perfect example of how little things can enhance your brand. The DO NOT DISTURB sign said this: “There are a million reasons you shouldn't knock, if I was awake I'd tell you one.” The style and the attitude made me smile. I blogged about it and shared it online the day I was there.

Every day we need to be thinking about how we can add just a little bit of extra awesome for your customers.






Value People

Winger did not take their fans for granted, and neither should we. We spend so much time trying to figure out what's next, and focusing our attention on future customers and growth, that we forget our fans.

Take a good look around and appreciate where you are and what you're doing. Don't neglect people who are giving their time to you. When I tweeted out a picture of the Embassy Suites sign, they replied with thanks within an hour. The reply made me realize they were listening. Just feeling heard by a company can make all the difference.






Real-World Networking

Winger didn't stop meeting their fans. Get off the couch. (I know you're reading this book on your couch.) I love online interaction for the same reasons you do, but nothing beats face to face. Social media is a wonderful tool for getting to know people before events, so it doesn't feel like a high school dance (at the wrong high school), but you shouldn't stop there. Go and meet people and step outside of your keyboard.

I am so thankful to people who made time in their busy days to come out to a tour stop. The book is just the beginning; meeting people and putting ideas into action are really what UnMarketing is all about. Don't forget, this all started with a tweet: “Who wants an UnBook Tour stop in their city?” You never know whom you're going to meet, and you never know what will happen along the way. Be Awesome.

From Vancouver to Texas, Vegas to Omaha, every tour stop had a different flavor to it. In St. Louis, I got to speak at the Duck Room in Blueberry Hill, where I stood on the same stage as Chuck Berry does every month. In Victoria, British Columbia, they created an entire event called Social Media Camp and filled an entire auditorium (They win for best tour stop. They're on a frickin island!).

Each city had somebody stepping up to the plate for me. People took risks and took their time to make sure my book got out there. Sometimes people are amazing. Thank you to each and every one of you.






Note



1. Now Kip Winger and I have two things in common: We've played at the same venue and are both fond of high leg kicks during our performances.
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The UnEnd


Since this is the “UnBook,” what should the UnEnd be? Shouldn't this be the opposite? Should this be the beginning chapter? Or a choose-your-own-adventure-style book?

Send an e-mail to UnArmy@unmarketing.com and sign up for the UnArmy, the awesometastic book-owner list so we can send you new sections, videos, and calls-to-action. Oh, and Vegas party invites, too, which is the best reason to join.

Let's start a conversation. Say hi on Twitter @UnMarketing or @unalison and use the hashtag #UnBook to share in the discussions. Find out how others are using the concepts you've just read to better engage with your market and grow your business.

Every day we see examples of the good and bad that companies do. We have the honor of meeting people who believe that good actions mean good business. A few months after our first encounter with him, we had the pleasure of returning to the Wynn to meet Wes in person, this time to thank him and to see the genuine smile on his face, his humbleness, and the look of true fear in his eyes when we told him we would be opening this book about him.

We want you to join us and unlearn, become unhinged, undeterred, and unstoppable in creating a business that is both successful and natural to you.

This is going to be fun.

Over the years, we've continued to receive e-mails to the yeah@unmarketing.com address and we've loved every one. We've skyped into classrooms studying the book and started tons of conversations and relationships online with readers. We hope you will add yourself to this awesome community. We want to know what you think of the book and how you're using UnMarketing concepts in your business.

We don't know what's coming next in social media and marketing. What we do know is that no matter what changes we see in technology, creating a great product, providing excellent service, and creating community and engagement with your market will continue to have value and build success. Create things worth sharing, practice ethical business, care about your customer experience, and while everything may change, nothing will be different.


[image: Figure of the statement “I AM” written using  word clouds composed of words with the prefix “un-” , such as “unchanged”, “unlimited”, “unimpeded”, “unrestricted” and “unweary”.]

Source: Kitestring Creative Branding Studio. Kitestring.ca
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@ TUﬂSDining: @humblebeau!! SOITy about the apple. Which location did you get it
e from?
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humblebeauty: I've just eaten the most DISGUSTING apple in the world. How do you
grow something so horrible tasting? get it together! @tuftsdining.
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S0 shameful..
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Stupid A #r s 5c
by katieflyn 1234 - Nov 21, 2014
Why can' we have a choice f we want o use this thing o the selfserve

Was this review helpful?
Fake reviews everyahere! s
by AMasters333 - Nov 21, 2014
Totally al fake revies. I the same as before

Was this review helpful?
Usage doesnt load Ak A frst
by Deb9299999 - Nov 21, 2014
This new app never loads “my usage” page. Just keeps on spining.

Was this revew helpful?
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€€ Marketing happens every time you engage (or not) with your past, present, and potential customers.

Highlighted by 146 Kindle users

€€ If you believe business is built on relationships, make building them your business.
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Works great! sk k ok
by Mike McEnery - Nov 17, 2014

Works great..makes it so easy now to check my profile and pay my bil

jice clean design and very user friendly!
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by Charbel Nassif - Nov 17, 2014

Awesome App and very user friendly, looking forward to include BTV and home phone services in future releases!
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Good job Yk kk
by StephSteen — Nov 17, 2014

Much improved. Like the new look. Faster and easier to use!
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Wonderful s ¥k
by S Saade - Nov 20, 2014

Excellent new app. Looking forward to updates with residential services
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Good job Yk ok ok
by Shel Ender — Nov 18, 2014

Nice upgrade, easy to use. Was able to manage my bills with no problems.
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Comprehensive and cool!! Y %k k
by Vcaputo — Nov 17, 2014

Great app for mobile self serve. Very easy to navigate.





images/00025.gif
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Awesome app! Love it!
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