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I believe that social media is changing the way that com-
panies need to interact with both their audiences and cus-
tomers by listening and directly engaging with them. I’m
Liana “Li” Evans, and I am the author of Social Media
Marketing: Strategies for Engaging in Facebook, Twitter, &
Other Social Media.

I’ve written this book to give any marketer, novice, or
expert a deeper look into the realm of social media mar-
keting. So much has been touted, preached, and hoisted
up on a pedestal as things marketers or companies should
be doing, it’s hard to believe what’s true and what isn’t.
This book can be your guide from beginning to end in
understanding what’s hype and what’s not. From making
the case of whether or not you should be actively engag-
ing in social media, to putting the pieces together to plan
a successful social media marketing strategy, I hope you
will put this book to good use.

Introduction
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There’s a lot to digest when it comes to learning the differ-
ent facets that comprise the world of social media. It isn’t
simply just Facebook or Twitter—there’s a much bigger
world out there than most marketers or company CEOs or
CMOs are even aware of. Understanding that your audi-
ence and customers might not be where the media thinks
they are (Twitter and Facebook, for example) is an impor-
tant concept to grasp if you want to be successful.

Social media is also constantly changing. The Facebooks
of today will be the Friendsters and MySpaces of tomor-
row. Communities ebb and flow. They depend highly on
engagement and members giving their time. When mem-
bers cease to find reasons to share and leave the commu-
nities, those communities can go through low periods.
Some recover, some don’t. For this reason, you have to be
flexible with your social media strategies and constantly
be monitoring and researching the conversations and
where they’re happening. 

In t roduct ion2

Throughout the book, you’ll find several themes:

• Research—You need to research your audience and customers thor-

oughly. Without the research, you are only guessing at where to start.

Without the research, you will be wasting a lot of valuable time and

resources in areas that most likely won’t help you attain the goals you

want to reach with your social media marketing plan.

• Strategy—Social media marketing is a lot more than just a laundry list

of items that a company prints out on a marketing slick. Social media

marketing, just like any other form of traditional or online marketing,

needs a strategy. You need a well-thought-out plan with goals set in

place so that you know where you want to be and how to get there.
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• Involvement—It’s not just your social media marketing team that’s

involved in engaging and participating in social media communities.

Just about everyone in your company has some sort of stake—whether

it’s the stories your customer service reps hear on the phone, or it’s peo-

ple totally removed from marketing (your accounts payable depart-

ment, for example) who have Facebook pages stating they work for you.

Everyone in your company has some sort of involvement in your social

media marketing strategy. Understanding that different levels of

involvement all have differing affects is key to making sure you plan the

right strategy for everyone in your company.

• Measurement—One of the biggest questions I hear when it comes to

implementing a social media marketing strategy is, “How will I know if

it’s successful?” I also like to put the questions out there of “How do you

know if what you are doing is not successful and when do you know

when to stop doing it?” Your social media marketing strategy needs to

be measured. Measurement comes in many different forms, from web-

site traffic to the number of retweets your content is getting. No two

companies will measure the same things the same way. Success or fail-

ure is different for everyone.

Social media is my passion. I have found companies that understand how to har-

ness the power that social media communities offer and have become extremely

successful and usually have a loyal band of brand evangelists ready to promote

them at a moments’ notice. Helping companies and marketers understand how to

reach and engage their audiences through the power of social media is something I

love to do, and I cringe when I see or hear so-called consultants selling social media

services as if it were the next gimmick they need to get into.

Social media marketing isn’t a gimmick—it’s hard work that can be extremely

engaging when implemented in the right way. Now more than ever, it’s crucial for

companies to be where the questions and conversations are going on that affect

their bottom line. Social media is the perfect way to do that.

My hope is that you find this book to be your guide to help you become successful

in your social media marketing efforts and that it gives you both the foundation

and roadmap to help you along the way to that goal. Thanks for reading!

3I n t roduct ion
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6

The Conversation
Happens With or
Without You

A funny thing happened when the Internet went main-
stream. Ordinary people could talk to more people than
just their neighbors, co-workers, and social club friends
about what they were passionate about. Believe it or not,
this started happening long before the term social media
was even a forethought in anyone’s mind.

Conversations about brands, products, and services
started happening online with the advent of message
boards, forums, and web-based chat rooms. From 1992
on, comic book collectors could talk all about which
series they loved, advertise any extras for sale, speculate
on what might happen in the next issue of their favorite
comic, and announce whether they were planning to
attend local or national comic cons (conferences dedi-
cated to comic collectors) through message boards and
forums dedicated to the topic.
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These conversations weren’t just on a national level,
either. People from around the world could now speak
about their passion for comics to fellow enthusiasts in
countries thousands of miles away. Have a rare comic
you’d like to trade? Wondering what really happened to
Gambit in the last issue of the XMen comics? Wondering
if Stan Lee would make an appearance at the latest comic
con? These are just a small sampling of the types of con-
versations that still go on in these forums.

Even When You Aren’t Listening, People Are
Talking About You

All this was going on without DC or Marvel really understanding the hidden treas-

ure trove that had sprung up without spending even a dime of their own marketing

money. As the years progressed and online marketing moved toward banners and

flashy graphic ads, ads for comics or movies based on comics or conventions began

to appear in these forums. Eventually, forum members became banner blind; most

just ignored the ads they had seen hundreds, if not thousands, of times.

Unfortunately, these comic book companies really missed out on an opportunity to

connect with a very passionate audience early on. Instead of using banner ads and

flashy graphics announcing a new issue, or a special event at a comic conference,

they could have had a representative in the forums talking with the community

members about upcoming issues, conferences, or maybe even gripes about current

plot lines. This would have garnered a lot more engagement and interest than a

banner advertisement ever could have.

The conversations in these forums went on without “official” input from any major

comic book publishers. And this still happens today. Many companies miss prime

opportunities to engage with customers or their audience on social media platforms

because they believe that because they aren’t involved, nothing is being said. They

don’t realize this point:

The conversation goes on with or without you!

The people in these social media communities who are actively engaged in conver-

sations about you, your brands, or your products and services do not adhere to your

carefully crafted marketing messages, or your public relations timelines for releas-

ing news, or when your CEO thinks you should be on the front page of the papers

Part  I I I t ’s  About  Conversa t ion54
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for your latest release. They talk about you whenever they want, however they want,

and to whomever they want. It doesn’t matter if it’s a journalist from the New York

Times or a fellow scrapbooker—community members will share their experiences.

And they don’t share just the good or the bad experiences, either—they share any

experience. To community members, the simple act of sharing with one another

drives these conversations.

Forums and message boards are some of the oldest and most powerful places on

the Web where these conversations happen, but they are far from the only places

where people are discussing your company. Conversations can also seem one-sided

until you look deeper into comments, ratings, and reviews of the user-generated

content on these social media sites.

Blog posts, for example, can seem like they are written by someone just spouting off

their thoughts, opinions, or experience with your brand or products. But take a

closer look. Do you see comments or trackbacks? Who else is mentioning this blog

post about your company or its products or services? If a blog has comments and

trackbacks, a conversation certainly is going on, and you might want to become

active in it if you aren’t already.

With videos, perhaps you find one of your TV commercials on YouTube, but you

haven’t released it on your website. This could be a huge signal that your offline

media is affecting the online world. Finding that people have pulled your commer-

cials and put them online tells you that the audience either really likes them or

finds them incredibly annoying. The only way to tell is by the descriptions, title, and

comments.

Missing Out on Opportunities to Converse
AT&T has a great line of commercials that show people in precarious situations

that they could’ve avoided if they’d subscribed to AT&T’s service and gotten an

important call. My favorite of these is the “Techno Twins” commercial—and based

on the 1,000-plus comments and more than 3,000 saves to Favorites on YouTube in

less than a year, I’m apparently not alone (see Figure 6.1).

Although the positive takeaway from this is that AT&T finally put the videos online

(these commercials were not on AT&T’s account when the commercials first started

appearing on video-sharing sites), the company is missing out on a conversation.

AT&T also is missing out on a prime opportunity to promote these clever commer-

cials on their website, or even lead people to view them via their YouTube accounts

on their website. As you can see in Figure 6.2, there’s no obvious way to find the

commercials by going directly through the AT&T home page.

55Chapter  6 The Conversa t ion  Happens  Wi th  o r  Wi thout  You
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Figure 6.1 AT&T Techno Twins Video on YouTube.

Part  I I I t ’s  About  Conversa t ion56

Figure 6.2 The AT&T home page doesn’t link directly to the commercials that are
creating buzz about AT&T.

These commercials and subsequent videos on YouTube get people talking. The

comments might not be directly related to AT&T’s products or its wireless service,

but they’re still a vehicle to start a conversation with the more serious commenters.

Now imagine if AT&T had these commercials on their website and allowed their

actual customers and audience members who are more directly interested in their
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products and services to comment on these videos. Can you imagine the kind of

feedback they could get and what they could learn? Talk about missing out on

insightful conversations! People are also embedding this video in blog posts and

linking to it. This particular video also has seven video responses, plus homemade

spoofs of the video. All the videos in the series, which are now viewable videos on

YouTube, are conversation starters.

I don’t say that AT&T needs to start the conversation, because that’s what these

clever videos do. Although they make you laugh, because you wouldn’t want to be

caught in this situation, they also make you think. AT&T could be asking, “Have

you ever been stuck like this with your own version of the Techno Twins? Tell us

your story!”

So much opportunity exists here for active engagement, from conversing with the

company’s own “built-in audience”—customers that come to the AT&T website to

pay their bills or learn about services—to capitalizing on the spoof videos and

video responses posted on the commercial housed on YouTube. Unfortunately, this

also shows AT&T that the conversation about these commercials and AT&T is

going on without the company’s active involvement.

User-Generated Content and Media Give More
Control to the Consumer

With the advent of user-generated content and media—and the ability to share any

of it via social media sites on the Internet—companies have to be aware that these

conversations exist and that they really have no control over them. Trying to con-

trol the conversations can only result in revolt by said communities and more bad

press than any company could ask for. Listening and actively participating is a com-

pany’s best course of action when discovering any kind of conversation in the social

media environment.

Being humble when you first discover the conversations and trying to enter and

participate in them is key. Just because you own the company, product, or service

doesn’t always mean you know everything about how your customers find value in

it. Sit back and listen first; ask questions and then offer advice or information in a

way that doesn’t offend the community. The last thing you want to be marked as in

these communities is a “marketer” or a “know-it-all.”

Understanding that these conversations are going on is the first step in social media

planning. The second step is finding your audience and understanding how and

where members are having these conversations. From there, you can plan a strategy

that involves getting engaged in the conversations in a positive manner.

57Chapter  6 The Conversa t ion  Happens  Wi th  o r  Wi thout  You

09_0789742845_ch06.qxd  5/26/10  2:04 PM  Page 57



No longer can companies afford to ignore social media or play the “we did not

know” card. Consumer-generated content is having wide-ranging effects on both

the perception of a company and whether a purchase is eventually made. These

effects are not immediate, but somewhere along that decision cycle, a conversation

in social media will most likely have had an impact on the purchase decision.

The question now becomes, can your company afford not to participate in the

conversation?

Part  I I I t ’s  About  Conversa t ion58
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