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A little chronology:

j5{ POSTAGE pH

Filing Cabinet on Wheels

HE last word
in filing con-
venience is of-
fered in a new
revolving card
file recently
placed on the
market. Com-
pact, time-sav-
ing, the file turns
at a touch of the
finger and dis-
plays 1000 cards
attached to ring.
Manufacturers

claim the system
€ards are attached to central ring.  js speedy.

It wasn't that long ago that businesses relied solely on the postal service and the telephone
to get their marketing message across. Customers’ details were stored on cards in
Rolodexes or index boxes. Everything was more time-consuming and more labour-
intensive.

It can be argued that those were the days when customer service was King, and businesses
built real relationships with their clients, that lasted and were meaningful. Even | can
remember the days when my local bank manager knew me by my first name and took me to
lunch or a round of golf.
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The rapid advances in Information Technology has meant that we have all had to adapt and
move faster, whether we like it or not. Marketing "noise" has increased, and in order for us
to get our marketing message heard, we have had to think more creatively and more
innovatively.

When the internet became a viable business tool, it was simply enough to have a website,
no matter how horrific it might have looked (and there were some horrors!). Now, if a
business has not got an effective website - one that generates business for them - then they
are missing massive opportunities, and competition from both within the UK and abroad is
rapidly eroding their share of their customer base.

No sooner did you have a website than it became a mad scrabble to make sure the website
could be found in the Search Engines. The balance of the scales tipped again, and the need
to be found overtook the need to ensure that the website actually promoted your business to
best effect.

Sensible businesses managed to keep up thus far, and then suddenly...

Social Media reared its head.

facebook

Copyright © Argent Ram Media Limited. All rights reserved. Clients to whom this manual is given are free to
copy and distribute this manual in electronic and paper form within their organisation only. All trademarks are
recognised.



What is Social Media?

I know for a fact that the vast majority of businesses out there will not have a clue about
Social Media and its relevance to business marketing, so this article is aimed at giving you a
brief insight.

You may recall that one of my earlier articles was about identifying Consumer Behaviour
Changes, and this article takes this one stage further. Google's latest developments in the
business search tool stable falls under the title "Survival of the Fastest". | would like to take
a slight step back, and look at this from a different angle. Part of the problem is that
technology is moving so fast, that the everyday business finds it hard to keep up, and blindly
follows a crowd in a vain attempt to keep pace.

Social Media allows us, within the realms of the very latest technology, to go back to the
good old days of the Rolodex! It allows us to build relationships ; the sort of relationships
we had with clients when we had their finest details hand-written on a piece of card and
slotted into a box.

How many of you remember Cadbury's Wispa bar? It lived for 22 years before disappearing
from shop shelves in 2003.

It re-emerged in October 2007. Do you know why?

Cadbury learnt that Wispa was the subject of much discussion on the Social Media website
Facebook. At that time, there were 93 "Bring Back Wispa" groups with around 14,000
members all calling for the return of the Wispa bar. Cadbury responded - "We had noticed
the web interest for some time. It reveals a consumer passion which swayed our opionion
about relaunching Wispa." Tony Bilsborough, Cadbury Spokesman.

This case study demonstrates a significant shift in the way that companies are addressing
their marketing strategies.

Deloitte media analyst Andrew Haughton argues that the momentum comes from consumers
rather than the brand owners. "It is difficult to manufacture that kind of buzz - the grass roots
movement that picks up and carries a message," he says. (Marketing Week).

So, Cadbury listened to what consumers wanted, and reacted, building an ongoing
relationship with over 250,000 “fans”, and the conversation continues...
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Facebook and Twitter

Facebook is the most prominent of the Social Networking sites, and | know that most of you
will be at a loss to see how a site that is probably more familiar to your teenage children can
benefit your business.

Some Facebook statistics:
More than 250 million active users;
More than 120 million users log on to Facebook at least once every day;
More than two-thirds of Facebook users are no longer students;
The fastest-growing demographic is the "35 years and older" age group;
More than 30 million users access Facebook via their mobile.

A vast network of consumers who share opinions and set trends.

Hot on the heels of Facebook comes Twitter - a service for friends, families and co-workers
to communicate and stay connected through the exchange of quick, frequent messages.
Business Week wrote in 2008: "The key question today isn't what's dumb on Twitter, but
instead how a service with bite-size messages topping out at 140 characters can be smart,
useful, maybe even necessary."

As discussed in my last article, Twitter, like Google Insights for Search, can be extremely
powerful when a business wants to identify changes in Consumer Behaviour - what topics
are being most discussed at any given time.

The Chicago Symphony Orchestra were able to monitor what fans, patrons and the media
were saying about the CSO. Using that information, the CSO were then able to engage with
that group of people and build a relationship with them. This engagement and accessibiliity
quickly opened the doors to a growing number of followers, and updates could then rapidly
be circulated to these people, filtering down through the Twitter network.

So, back to my first paragraph in this section: how can Facebook and Twitter benefit your
business?

Small and Medium sized businesses can use these media to increase awareness of their
brand, products and services. It allows the business to start to form relationships with
potentially new customers. ldentify topics that are being discussed, and then adapt your
marketing message to fit in with emerging trends. Run competitions and incentives to attract
followers and build a network of "fans". Even today, the strength of "word of mouth"
recommendations can be the life-blood of any business. This used to be achieved by the
strength of the service you provided to the clients whose details you stored on a piece of
card. The same principle can now be applied to a whole new and massive network of
consumers.

For you, as a small or medium-sized business, Facebook and Twitter are available for you to
experiment. They provide you with an arena in which you can promote your website, your
products and services. They allow you to converse with other people about your business —
the old principles of face-to-face networking.
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Make your business interesting to other people; share your enthusiasm and you will quickly
generate a following. Change the way you focus on the different aspects of your business,
and identify what aspects are of most interest. Drive traffic to your website.

Discover what topics are of interest to consumers on line, and adapt your marketing strategy
to tap into this vast marketplace.

Above all, Social Media provides you with massive opportunities to build relationships
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If you would like to look at Social Media as part of your Internet Marketing strategy, and need
help, please contact lan Rutter by email at

Argent Ram Media is a company that specialises in providing a range of marketing solutions
for all businesses, from the small one-man-band up to the largest of multi-national
companies.

Website Design & Development
Design for Print

Email Design & Campaign Management
Micro-Site Marketing
E-Commerce

Internet Start-Ups

Marketing Consultancy

Search Engine Marketing
Social Media

PR

Digital Advertising

Digital Screen Marketing

The team here at Argent Ram has one thing in common - Creativity.
Backgrounds include:

Architecture;

Graphic Design;

Website Design and Applications Development;

Software consultancy and development;

Networks and IT solutions;

Marketing and PR;

Conference and seminar production;

Technical, business-to-business and business-to-consumer sales;
Copy writing.

We, as a team, have pooled our resources and share our experiences. We understand
business, and we know what businesses need to increase turnover and profit. We take that
knowledge, analyse each client's requirements and then translate the brief into a practical
and effective marketing solution.

Contact us today to arrange an initial consultation — enquiries@argentrammedia.com
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