While they enter with some inherent advantages, nonprofit organizations still face
the same challenge of building a membership for a private social network. Sometimes, a
cause alone is not enough to get people involved. To draw in members, tailor features to
the audience being targeted. The audience for networks on antipoverty or veterans sup-
port, for example, might be very different. Further, use general-purpose social networks
(such as Twitter or Facebook) as beachheads to gather up a more specific following, and
bring them back to the private network.™ In this way, a general social network presence
can be used to serve the particular goals of the organization.

The Future of Social Networks

Interest in social networks has grown at a constantly increasing pace since 2005,
with no indication of tapering off.'* Although Facebook dominates the landscape
today, Google entered the fray in early June 2011 with its network, Google+, which
has grown at a rapid pace, reaching an estimated 50 million members by October
2011.* Eric Schmidt, CEO of Google, believes that there is room for multiple
social networks and for more cooperation among them. ' This belief is evidenced
by the many niche social networks that have survived and even thrived by catering
to specific jinterests. One such example is Ravelry, which targets people with a
passion for knitting, or My Own Car Show, which caters to hot-rod and antique
car enthusiasts. These and other targeted social networks illustrate the power of
specificity in audience selection.

However, Google+ and Facebook want to capture the masses, not small target mar-
kets. Schimidt is on record saying that Facebook with its 750 million users may well have
too many entrenched users to face serious competition, but Google+ seems well posi-
tioned to give Facebook a run for its money.'™ Even though large networking sites are
not always the best place to invest a marketing budget, they set social media trends and
thus are worth developing a presence on. % Whatever the outcome, marketers who fol-
low the precepts set forth in this chapter are likely to be the biggest beneficiaries of the
competition and growth in social networking,
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--flrm s reputatlon and hls personat brand

-_:Strategy e e ng gy e e e

“To proactlvely connect wnth prospectlve clients and partners, Lewis. requests |ntro~ i
_ductions from existing contacts and uses the “People you may know" feature.on '
. his'Linkedin homepage. His goal is hot t0 make as many connections as poss;ble
Chutto make qguality connections. The main reason Lewis makes an effort: togrow -
“his contact base is to “flatten out ’ihe Six degrees of separation” to the people he
- wants to meet.

HiStory saaER T '.;;...............

Founded i in 2000 by [Kent] Lewis, Anvil Media, Inc.,

is & searoh engine marketing agency specializing

in SEQ, pay-per-click management, search engine
marketing public relations, enline reputation manage-
ment, and social media '

marketing services.

Lewis. [wanted] to contmuousiy cuttivate both his Kent Lewis of Anvil Media

* A high number of recommendations was a priority for Lewis, however. “Recom-
' mendatlons show quality and depth * hé says. To strengthen his profile, Lewis =
o reached out to assomates from every line item of his experience with a request for
reoommenda‘uons Today, his profile boasts 84 recommendatlons and covers every
' .pos;tlon but the oldest listed.

_ ._.LeW|s also optrmlzes his profrle by incorporating keywords so that his mformatlon _

.shows up in both LinkedIn and Google search results. For example, he [rsts every .
bit of: experrenoe he’s ever had — every board membership, group affiliation, award
received, you name it—and includes pertinent keywords in each description. He

- also Jists key industry terms under his “Interests.” "Social sites are highly trusted

ﬁy-@oo__gi_e,”'l_-ewis says, “and you can gain control of your brahd through profile
optimization.” :

Lihke_dln_-le'ts users list three-links on their profiles, so Lewis uses this space to de-

e _ ‘'scribe-each link with industry keywords instead of the default titles of “my website”

or*my portfolio.”

' ~ He also leverages applications, such as SIideShare, WordPress, and Events, 1o
- showease his expertise and keep his name prominenily featured on gonnections’

homepages. “SlideShare on its own is a great SEQ/brand management tool, but it’s
also good for marketing when others see your slides,” he says.

His Twitter profile is synced, too. He uses it to broadcast interesting industry news.
Lewis says he gets'as much (and sometimes even more) interaction with these
posts on LinkedIn as he does through Twitter.

Linkedin Polls is another application he leverages. His network is notified each time

. a new poll is launched. Plus, l.ewis takes the opportunity to share both the initial
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Aavil Media, o, (Anvil) s 2 search engine marksting (SEM) agency
. specislizing in search engine cothmization (SEO) pay-periick (FPC)
i tnanagsment, search englne marketing public refations (SEM FR), online
: reputation menagement {0RM} ard social media marketing {SMVM) sardtes.

! woutd you fike Grogs with Your Dinner? Googla's New Map Bubbls Ads

Anvit Media, inc. has 348 followers

ghart

How yau're connested to Anvil Media, Inc,

{) First degree connections
(} Second dagrea connections

17 Employess on Linkedin

Eg Check out insightful statiatics about :

== Anvil Media, inc, employeses »

Lewis’s responses o

fite, have been inst
‘competent. Lewis rep
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