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Social Media Marketing – Things Every Broker Should
Know Before You Launch a Social Media Campaign

By Eric Gagnon

Tuesday, March 30, 2010 –

Guest speaker:

South Terraces Conference Center

115 Perimeter Center Place NE,

Atlanta, GA 30346

“Overview of Business in Georgia”

George M. Israel, III

** NETWORKING STARTS AT 9:45 AM **

President & CEO of the Georgia Chamber of

Commerce, former mayor of Macon

Affiliate’s Corner – Claudia Wilson, The Private Bank

Meeting Coordinator – Jason Holbrook of We Sell Restaurants.

MEETING NOTICE:

GABB members have been

online for decades with

websites at the center of

their efforts.  Many of you

are now hearing the

rumblings about social

media and may wonder if

you’re missing the

technology boat.  You

might be, depending on

your practice and goals.

Here are the basics of social media.  First and

foremost, it’s a numbers game, and it

continues to grow.  There are three major

social media players, LinkedIn, Twitter and

Facebook.  LinkedIn's membership reaches

over 50 million, Twitter's more than 25

million and Facebook over 350 million.  Few

of us can afford to ignore that large an

audience.

Second, it’s not just for kids.  Facebook’s

fastest growing demographic is over the age of

35.  The median age of a Twitter user age is

31, and 40 is the average for LinkedIn

members.

Lastly, though it’s labeled “social” media, it

can be effectively used personally and

professionally as a means to extend you, your

brand and your relationships with customers.

This is probably more relevant for business

brokers than other businesses. The consumer

often sees the broker as the “brand” rather

than the firm.  Your individual knowledge and

experience are highly identified with the

service you provide.  It’s rare that a customer

will say, “Go to XYZ Business Brokerage firm,

they have great agents.” Instead they tell a

friend to “Call Bob Smith.  He’s a great

broker.”

Continued on page 2
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Consider this carefully because the market is unforgiving

if you are only a part-time contributor.  Here are some

things to consider before launching your social media

presence.

If

you don’t have the time to update the media

consistently, you may be better served by avoiding it

altogether.  In the instant gratification world of online

marketing, multiple tweets, Facebook updates and blog

entries are required.  Tweeting daily isn’t enough, but

five times daily is.  Blogging more than three times a

week is almost a requirement.  This can quickly morph

into a full time job.

If you have nothing to say other than

“buy my business” then wait until you have a better

message.  Two-way communication can be as

obnoxious online as it is in person. Imagine how

quickly a client turns away if the only message you ever

present to them is a sales pitch.  You must have

content that delivers value.

You simply may be better served calling

on one more prospect rather than investing the same

resources into a new medium that still hasn’t proven it

can deliver sales results.  Don’t feel pushed to enter

the electronic world of marketing because everyone is

doing it.  There are no clear results that sales are

driving from this channel.

Get involved, see the conversations taking

place online, and decide if you have something of

value to add.

If you decide to move forward, here are some time-saving

strategies to keep good content front and center.

Make sure your

emails and signature lines drive people to the social

media you participate on.

It looks like you’re tweeting all day

long when you scheduled it yesterday.

Don’t obsess over making sure

you tweet six times a day or you’ll forget to call your

customers back.  This should add to your business, not

distract you from it.

Regarding content itself, be clear on some of the very

basic elements of social media marketing.

Don’t post anything you

wouldn’t want your teacher, preacher or boss to see –

EVER.  Once you hit send that message is online

forever.  Remember, you are the brand in the eyes of

the customer.

If all

you do is promote your listings over and over, you’ll

find social marketing has diminished your brand rather

than enhanced it.

Used correctly and professionally, social media marketing

can enhance your business.  The very best use of the

channel is to establish yourself as the authority in your

industry.  Be professional, knowledgeable, relevant and

current.
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Eric Gagnon is Vice President of GABB and can be found

online at

,

and

on .

Continuity is a key element of social media marketing.

Content is critical.

Time is money.

Don’t launch under your name until you’ve participated as

a user.

Connect your message points.

Locate and use gadgets that cross-populate your

content and feed it simultaneously from your blog to Twitter

and from Twitter to Facebook.

Write and store content you can pull from when the

weeks are simply too hectic to deliver new content (such as

when you have three closings).

Use scheduling tools that allow you to write and

schedule your tweets in advance so they feed out when you

want them released.

Budget your time.

Teacher, Preacher, Boss.

Only speak if you have something relevant to say.

www.wesellrestaurants.com,

www.wesellrestaurants.blogspot.com

www.twitter.com/sellrestaurants,

www.facebook.com/wesellrestaurants

www.linkedin.com/in/wesellrestaurants

Is It Time For You To Enter The Social Media Pool?
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AFFILIATE

SPOTLIGHT
Dan Browning, partner

Morrell & Browning, LLC

404-932-9960

GABB Afiiliate since 2009

www.morrell-browning.com

dbrowning@morrell-browning.com

How long have you been with the company?

What does your firm do?

What’s your role in your company?

How does your company differentiate itself?

What are your company’s target markets?

What led you to this line of work?

Where else have you lived?

Professional Affiliations

Personal Affiliations

All about you:

Accomplishments

Tips/Advice for GABB Members

�

�

�

�

�

I and GABB member Todd Morrell are the founding

partners of our firm, which we began in 2001.

Business appraisal and valuation advisory and

consulting services.

My specialty areas include litigation support (including

valuation and damages analyses) and

M&A/transactional work.

We focus on small and medium-sized privately owned

businesses. We distinguish ourselves by the fact that

our principals are the ones who actually do all the work

on a given case, from start to finish.

Any business owner or advisor to business owners

(attorneys, accountants, and of course business

brokers) who might need our expertise.

Pure chance and random luck.

I've been in Atlanta since 1981 (with two years away

for graduate school), but grew up in south Florida. I've

also lived in England (as an Air Force brat) and South

Carolina.

Business Valuator Accredited for Litigation (BVAL) from

the Institute of Business Appraisers; State Bar of

Georgia (Member, Eminent Domain Section)

Lay Leader, Druid Hills United Methodist Church

Board Member, Intown Collaborative Ministries

I'm incredibly fortunate to have a wonderful wife,

Kirsten, who has managed to put up with me for 18 ½

years of marriage. She's a professional violinist and

Suzuki method music teacher. We have two cats,

Artemis and Gunnar.

I'm a graduate of Emory University (BA, JD) and the

University of Notre Dame (MA).

I enjoy good food (cooking it as well as eating it), wine

and beer, and sharing those with good friends.

My musical tastes tend toward jazz and classical, with

some Jimmy Buffett thrown in on occasion. (Remember,

I grew up in south Florida!)

I like to play at golf (i.e., I'm a hacker), mostly because

it reminds me of my limitations and keeps me humble

Leaving the security of a salaried job to become an

entrepreneur four months before 9/11 and managing to

keep my head above water during the ensuing downturn

(and also through this latest one)!

There's no substitute for education – if you ever stop

learning, you're losing ground. Professionalism and ethical

conduct are vital to long-term success – plus, you can sleep

better at night. Treat others the way you would want to be

treated, with respect and dignity. And remember that no

one at the end of his or her life looks back and thinks,

“Gosh, I wish I had spent more time at the office.”



2010
later than January 31, 2010

Current Members:  Make check payable to GABB and mail to:
Eric Gagnon, GABB Treasurer
c/o We Sell Restaurants, Inc.,

1860 Sandy Plains Road, Suite 205-105, Marietta, GA 30066, 404-593-4193

COMPANY OR INDIVIDUAL ACTIVE MEMBERSHIP (BROKERAGE): $ 145.00

ASSOCIATE MEMBER/AGENT OF ACTIVE MEMBER: $ 125.00

AFFILIATE (NON-BROKERAGE SUPPORT PROFESSIONAL) MEMBERSHIP: $ 125.00

AGENT OF AFFILIATE MEMBER: $ 125.00

DONATION TO THE IBBA MATCHING REGULATORY FUND* $__________

*IBBA

Administrators Association), for Business Brokers to be exempt from certain requirements when involved in

a stock transaction. For more details, contact David Still.

I understand the Me
to process my Membership Re-Application. Check # ________ & amount $_________ remitted.

NAME________________________________________________________________________

COMPANY___________________________________________________________________

FIRM LICENSE #: ____________________  R/E LICENSE #___________________________

Company Address:______________________________________________________________

Home Address:_________________________________________________________________

Office #________________________________Cell #__________________________________

Fax #__________________________________ Spouse’s Name:_________________________

Email: _________________________________ Web Address:___________________________

Product/Service (Affiliate Members):________________________________________________

I am up-to-date in GABB payments to BizMLS (a requirement of Active (Brokerage)
Membership.

Signed:_______________________________________________________________________

Enclose a copy of your Georgia Real Estate License along with your check.

Due no later than March 31, 2010

will match your donation for legal negotiations with the SEC and NASAA (North American Securities

mbership Chairman may contact me for any additional information required

MEMBERSHIP DUES INVOICE
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