
 
  
   
 Upcoming Events  
 Groups are now forming for the 

new Duct Tape Marketing 
Program - Social Media Pro.  If 
you want to learn the key skills 
and strategies around all the 
social media tools, this is a great, 
cost-effective way to do so.  To 
learn more visit our website page 
on Social Media Pro

   
About Leading Results 

 Leading Results helps small 
businesses to stop wasting 
money on marketing. Using the 
proven system from Duct Tape 
Marketing, we help small 
technology companies develop 
know, like and trust with their 
prospective customers enabling 
them to more effectively generate 
try, buy, refer and repeat actions. 
Visit our website 
at www.leadingresults.com for 
more information. 

   
   
 © Leading Results, Inc

2 Reagan Circle
Hudson, MA 01749
T: 978-562-4161
E: Info@LeadingResults.com
Twitter: @LeadingResults

 

 Tips for Leading Results
December 2009

 

   
Don't Forget the Basics
 
Social media is all the rage.  Many, many companies are trying to figure out the best way to 
use these new tools to engage their prospects and customers – whether B2B or B2C.  But 
before you start blogging, tweeting and facebooking, ask yourself if you have done the 
basic foundational work that you need to do. The goal of most social media programs and 
approaches is to help people find you and find out more about you – as we say with Duct 
Tape Marketing – it helps to build “know, like and trust”.
 
So when people find you, what are saying to help them get to know you? Have you told 
them who your ideal customer is – so that they can figure out if they are a good fit for your 
organization?  Oh, you don’t want to rule anyone out – so you haven’t clearly articulated 
your target market  (many companies do this). Well, here’s another way to think about that 
– if you haven’t ruled anyone out, you also have not stated who should be included. Making 
the process of trying to find out more about you much for difficult for a prospect.  
 
Have you communicated to a prospect (via your website, blogs or success stories) what 
your unique value proposition is?  I can tell you for sure that it is not your great service or 
how well you know your products – those may be strengths, but they are not unique. 
 
And if you are competing on price, then you better be explaining why your costs and 
therefore your price, is less.  You can sit around with your staff and try to figure out your 
unique value proposition or you can pick up the phone.  Your current customers will tell you 
more reasons about why they value working with you than you can possibly dream up by 
yourself.  Call them. If they are happy, you’ll get great info. If they are unhappy, you’ll get a 
moment of truth to interact with them and create a new fan.
 
Have you given them a way to try out your expertise or service? Trial is a great way, if not 
the best way, to build trust.  If you are selling expertise, maybe it’s a 30-minute 
conversation and follow-up advice at no charge.  If you are selling a product, figuring out a 
way for them to try it in a full or limited way will build your credibility.  
 
Finally, have you made the commitment to fit a social media strategy into your marketing 
calendar – yes calendar.  That list, by month and by week of activities you are doing to 
build your business.  
 
So before you jump into tactical marketing programs using the newest technology, services 
and approaches, set back and build the foundation.  Who you want to talk to – the 
demographics, they way they think and what is important them; what you are going to say 
to them and how they are going to experience their interaction with you, is as important as 
ever.

Blogs worth your time..
http://blog.ducttapemarketing.com/

Our blog to follow for this issue - one you should be reading (of course in addition to ours) - 
is from John Jantsch - the creator of Duct Tape Marketing.  With almost 30,000 followers 
on twitter, John is one of the clearest and most understandable small business marketers 
out there.

Social Media Tip
Write to a theme

If you are going to write a blog – or share the labor of writing among your company staff, 
develop the theme for the blog first.  By this I mean writing about a topic related to you 
company or service.  For example, If you sell copiers, write about document imaging and 
unique ways that your customers have used their equipment.  If you sell swimming pools, 
thematically, you may want to write about unique features that clients have had installed 
and why.  If you make interesting and insightful by helping your readers stretch their 
imagination, you’ll have them come back for more. 


