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Schulman on the Media

Jennifer Schulman is president of Fortune
Web Marketing and adviser to a number of
office products dealers on web site devel-
opment. Here are a few of her tips for those
just getting started using social media.

B Promote your social media sites at
every opportunity—on your own web
site, all your advertising and promotional
media, on your e-mails, invoices, corre-
spondence, etc.

case that there’s someone else in this busi-
ness besides Staples and Office Depot.

“My idea is simply to create awareness for
D&D—we’re right here in your own back
yard, we deliver, we don’t just sell office sup-
plies but also furniture and custom printing.
Whoever reads that may have nothing to do
with ordering or may not even have a job
yet, but someday they will,” Angela explains.

If you take a look at D&D’s Facebook page,
you’ll see that they talk about local events,
ask about how they compare with national
chains, ask visitors about their favorite pen
and why, along with a thought for the day.

In Bensonville, lllinois, Feller Business So-
lutions has found Facebook and Twitter are
not only great ways to communicate with
customers, but with other dealers, whole-
salers and manufacturers.

“And it’s not just with members of our own
buying group, but dealers across the coun-
try,” reports Feller's Wendy Pike enthusias-
tically. “We’'ve learned a lot about
promotions, computer systems, hiring,
benefits, and on and on, as we get to know
other dealers online, many that we’ve
never met.”

Wendy is a member of “Office Products
Women in Leadership,” who communicate
primarily via Facebook, and have con-
ducted several webinars.

“Twitter is today’s cold calling,” says
Wendy.

For dealers who haven’t started, she sug-
gest that you start with Facebook, make
sure it’s a business page, not a personal
page, and that you link not only to cus-
tomers, but to other businesses, vendors
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M Start with the three main sites—Twit-
ter, Facebook and YouTube. More and
more firms do online videos. With
YouTube you need a video contact. Lots
of companies provide this service, in-
cluding our firm, or you can do them
yourself. Ask your manufacturer reps
what they have available.

B People are going to turn you off if
you’re constantly promoting your com-
pany. Provide something that will interest
them—how to make their office eco-
friendly, how to measure for the proper

and supporters.

“It's important to have fun,” Wendy points
out. “Post videos, run contests, and post
what manufacturers are talking about and
promoting. Check out your competitors,
and, very important, update sites regularly.”

She recommends that everyone read the
book, “Twitter Marketing for Dummies,” by
Kyle Lacy.

Listening to Customers

The Phillips Group, Middletown, Pennsyl-
vania, was an early social media adopter,
and continues to try new approaches and
learn from the experience of others.

“There’s still a lot of uncertainty as how it
can work in a business,” says Christy
Myers, director of human resources. “It’s a
very personal form of communicating. We
need to do a lot more with it, including
reaching out to employees and prospec-
tive employees, as well as to customers,”
she admits.

“There’s tremendous value in using it to get
feedback and viewpoints from customers,
to be sure you have your finger on how
your customers are feeling, as well as
being able to promote your own services
and products.”

“Customers tell us they like the idea of it.
They like to give feedback. It would seem
that the key to its success is how interac-
tive you make it.”

Christy believes there are still many unan-
swered questions about dealers’ use of so-
cial media—how open can we be on a
day-to-day basis with employees’ use of
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chair height, product demonstrations
now and then, community involvement,
trade shows, etc. Contests work well.
Give prizes. Then post the winners.

M Put staff member in charge of handling
social media or outsource it. Don’t ex-
pect it to take off immediately.

B Remember this when posting: Be in-
sightful, informative and intuitive.

the media? Who on staff should be in-
volved in its operation? How will this affect
productivity?

Don’t Be
Late to the Party

Too many dealers are still playing catch up
with the big boxes when it comes to online
ordering and effective use of their web
sites. Don’t let it happen with social media.

The big boys are already using it, but this
time independents have a built-in advan-
tage—their closeness to customers. That’s
what social media is all about. It’s person
to person, it’s informal and it’s not about
selling customers but communicating with
them.

Today’s web tools, such as blogs, Face-
book, Twitter, LinkedIn and the many other
social media options, are all about cus-
tomer engagement. Your objective is to get
people talking about something important
to them and hopefully, also to your busi-
ness.

Armed with this valuable feedback, you
can quickly make decisions about your
services, policies, procedures, pricing,
etc., which will, over time, improve cus-
tomer loyalty and advocacy.

Speed up your learning curve by looking at
what other dealers are doing, hire the
know-how if you don’t have it, and as the
owner or manager, get personally involved.

This medium is fast-moving and changing
at the same time.

Don’t be late to the party.
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