Announcer: The Positive World Radio Network is pleased to present One
Click Society with your host, Lori Taylor. One Click Society is a radio
show designed to help listeners find success in a world that is now soaring
ahead at the speed of broadband. Each week, Lori Taylor, one of the world's
premiere copywriters and direct response marketers, discusses our rapidly
changing world with some of today's leading minds.

As Lori loves to tell her clients: "You bring the rain, we'll
make it pour!" Well, bring your umbrellas, because with a
passion for contribution and a belief in paying it forward, Lori
is eager to fall in love with her new listeners. Whether you're
a fellow marketer, entrepreneur, or lifelong learner curious to
hear where the future is headed right from the mouths of those
who are making it happen, One Click Society will inform,
inspire, and enthrall you each and every week.

Here's the host of One Click Society, Lori Taylor.

Lori: Hi, it's Lori Taylor. You're here today with me for another show of
One Click Society. I'm excited to be here today with Kyle Lacy.
He's been talking about social media marketing since before the
most companies I even knew the term existed. When MySpace was
still the big boy on the block and Facebook was still in its
infancy, Kyle knew what the future had in store for social
media.

In 2009, when most people thought a tweet was something a bird
did, Lacy was writing an entire book on leveraging Twitter for
your social media marketing campaigns. Named one of the Top 40
Under 40 for his digital media prowess, Kyle is sitting down
with me today to talk about what's happening right now, what's
next when it comes to social media, and the digital landscape.

I'm super excited to have you here today, Kyle. To start
everything off, I don't know if you want to give us just a
little bit of your background.

Kyle: Yeah, absolutely. Thanks for having me. Well, I graduated from
Anderson University in Indiana in 2006 and started a company
called Brandswag which focused on social media, logo
development, design, everything that we could possibly do. As of
January of this year, we started a company called MindFrame,
that's at MindFrameCampaign.org, that focuses on raising money
for non-profits using technology, kind of a campaign consulting
firm. Throughout that process, I wrote "Twitter Marketing for
Dummies" in 2010 and "Branding Yourself" in 2011.

Lori: Excellent. That's excellent. Thank you very much for that background.
You are known for your expertise in social and digital media.
I'm just wondering for the audience today, maybe you could break
it down. I think people blur the lines, but what really is the
difference to you between social and digital media?

Kyle: I think it's okay to blur the lines, to be honest with you. I think
that two or three years ago I would have said that there is a
big difference, but I think we're coming to an age where
integrated marketing and integrated communications is absolutely
key. Now, the only difference between a one-way and two-way
conversation is social media, whether you're having a
conversation with a group of customers or you are trying to get
them to become advocates for your brand. I think that the main
focus of social is more of that one word which is social, which
is two-way communication between individuals.

Lori: I would agree with that. I think they're kind of convoluted, and I
think a lot of people today are using social media. Well, you
have the attitude out there if you talk a smaller business
usually, "Oh, I have a Facebook fan page. Oh, I have Twitter."
Maybe you could elaborate on why social media is a little bit
more than just having a Facebook page and a Twitter page and
explain what you would tell to a client who felt like, hey, I've
got it covered. I've got a Facebook page or Twitter. What would
your response be to them about what they really want to move
toward?

Kyle: Well, the majority, actually all of our clients are non-profits, so
our main focus when we're talking to people is this idea that
the industrialization concept of as many eyeballs as you
possibly can, you need to buy that billboard. One-way
distribution of messaging has always been extremely important,
and it still is extremely important. You should never listen to
somebody that walks into the room and says you should get rid of
all your traditional marketing and just go digital because it's
absolutely stupid.

I think that the main focus is storytelling. I think that
marketing has always been storytelling. I think that the best
marketing, the best use of technology is allowing your customers
to tell the story for you, and that is true advocacy, your
constituents, your donors to tell the story for you. I think
that social media allows a company to truly understand the
concept of the brand advocacy. If I love a restaurant and I
tweet about it, that has relevance.

Now, as an industry, we haven't quite put our finger on what
that metric of relevance is, how it actually affects the bottom
line. We can say that it is an increase in brand awareness which
is awesome, but I think that social is still a little bit slow
on the whole metric type monitoring and measurement.

It's more than just creating a Twitter page. It's more than just
creating a Facebook page. It's actually a complete change in how
you communicate to consumers. It's not how you communicate
necessarily. It's how you allow them to be the communication
vehicle for you.

The best way to describe it, 10,000-foot view, is one-way
communication was always how much more can we do to gain loyalty
and two-way communication is how do we create tools and
technology and avenues for people so that we can be more loyal
to them and then, in turn, they will give us their loyalty. I
think that's kind of how the world is changing with mobility and
digital communication and social media all in itself.

Lori: You bring up a really interesting point there, Kyle, in some of the
things you are saying and that I'm taking out of it. One of the
things that I found personally is I always tell people going
viral, especially some of the big brands I work with, you want
to have millions of eyeballs. I always say going viral is not an
outcome, it's a happening. It could happen. Guys threw some
stuff in a blender and look at them now. They're like the big
Cinderella story, but the point is that they did it. It was just
two guys and a blender, let's face it, and then the story is
what happened. It wasn't an outcome that they planned on. No one
could have foreseen that that was going to happen.

When you talk about this, I recently actually . . . I won't say
the name of the client, but I'd love to hear if you've
experienced this where we had a quality problem. We did
something. We did some projections on what they would need to do
to staff it if people took action in this promotion, and it was
gang busters. It was ten times what we thought we would get. It
just happened. That was a big problem for them because I don't
know that from a corporate level they believed in the
possibility of best case scenario versus worst case, no one
comes and everyone comes.

When you're working with a client, how do you handle that? It's
difficult to plan for, right?

Kyle: I think where we try to focus, our main tagline to clients is "who
instead of how many." I think that the main problem with
corporations, even large non-profits, anybody really, is they
look at social as a means to an end. They look at social as a
way to increase their sales because traditional tends to be
falling a little bit. The issue is that you have to look at a
consumer database. Well, number one, you have to have a
database, and I think that that's the main problem driving all
marketing is that we don't have good CRM data, customer
relationship data.

It's walking into a room and saying, "I know that that baby
boomer that bought my product last year, I know that they would
rather get a text message from me than a direct mail piece. I
know that 20% would rather get a direct mail piece from me than
me bugging him on Facebook." How do you create segmented
marketing using social media to the extent that it's cheaper and
makes a higher rate of return?

An example of this is we had a major client that had hundreds of
thousands of Facebook followers and fans, just hundreds of
thousands of people in their social database. This was a couple
of years ago. They gave us the opportunity to raise money on
Facebook over Christmas. We were ecstatic. We were like,
"There's going to be money falling from the heavens, and we're
going to have enough that we can just bury it all over the
place." We started sending out messages to all their people, one-
way pieces of content. Out of hundreds of thousands of people,
we raised $3,000.

Lori: Great.

Kyle: Absolutely terrible.

Lori: Right. I thought that's what you said. I wanted to make sure. Go
ahead. I'm sorry.

Kyle: You want to push the dagger in more.

Lori: I know that's never happened to me, Kyle, ever. I'm kidding. Anyway,
do tell.

Kyle: I believe you, Lori. Basically, what we did was we were pretty
mortified, as I said. We set up what we called a story network
which is a blog driven by e-mail, fueled by social. We set up a
blog for this entity. What happens is whenever an individual is
connected to this non-profit or is touched by this non-profit,
they get an email that says, "We know that you just had this
happen to you. Would you like to tell your story?" The
individual actually writes out a story and uploads pictures via
the e-mail. The whole process is when it's e-mailed back, the
non-profit is alerted, and a blog is published written by that
person on their website on their blog. Right when that blog is
published, another e-mail is triggered to the person that wrote
it saying, "Would you like to share it?"

A quicker way to say that is, basically, it's an advocacy
platform. The customer or the client or the constituent is
writing the story and they are sharing it to their friends. We
raised more money from an individual who has 500 friends on
Facebook than we did with over 200,000. It was all about that
advocacy and the personalization of content that actually
mattered in the media.

Lori: I would like to talk about that. We're going to take a break really
quick, but I have a few questions for you. It's very
interesting. I love hearing that. Let's talk about that after
the break. I have a couple questions.

Announcer: You're listening to One Click Society with your host, Lori
Taylor. Lori would love to hear from you. So, if you'd like to
leave a question or make a comment, just scroll to the bottom of
the page you're listening to. You can also follow Lori on
Facebook at www.Facebook.com/Loriraylene. That's
www.Facebook.com/Loriraylene. Now, let's get back to Lori and
her guest.

Lori: Hi, it's Lori Taylor and you're back here today at One Click Society.
We're with Kyle Lacy. He was telling us about some of his first
experiences trying to raise money online. He just revealed what
I feel like is very, very smart strategy. That's what I think
most people need to realize is don't be afraid to fail at social
media. Just don't continue to fail doing the same thing.
Continue to fail, which I call testing, until you figure out
what works.

Kyle, you were just saying that you had a client that had a
couple hundred thousand fans on their page. You thought, "No big
deal. It's Christmas, of course, they're going to want to
support us." You did your campaign that didn't work, and so you
took a different approach. If I heard you correctly, you're
basically giving them an opportunity to, when they engage on
their Facebook fan page, you actually are moving them to sum up
their story into a more community focus outside of Facebook. Is
that about... Not to oversimplify it but got them into a
different place and were able to take their story or what their
message was so that it was something they would want to share
with their friends.

It's kind of a big deal. They got their story out, so of course,
you would want to e-mail your friend, "Hey, go check this out at
blah, blah, blah." You got the extended use of their network in
a more directed, targeted way.

Kyle: Right. I think that it could probably be better if it was community
oriented. Right now, it's just simply a blog that's on the
website of the entity. I don't know if it's necessarily a
problem. I think that it is, the data, but this is an ongoing
conversation. All content that is shared on your Facebook page
or shared within a Facebook group can not be pulled out. When
people are writing stories on your Facebook wall, you could copy
and paste them out, but you are not allowing them to share their
story outside of Facebook.

We look at the Facebook list as hundreds of millions of people.
We're like, "This is the best thing ever." What happens if your
top biggest 50 customers aren't using Facebook, but they will
forward 50 e-mails for you?

It's just a matter of the underlying thing here. I think the
biggest problem is corporations, companies, non-profits think
that they need to rewrite the content and then demand the people
to share it for them. We say screw that. The person writes the
content because the person is the one that established it. You
can sit and read your mission statement all you want, but the
only thing that's going to sell your product is how people are
relating to it.

You can't send out one person for every one of your customers to
record them in their house about how they used your widget.
Social allows you to gain information from people. It's crowd
sourcing as the biggest thing then allow them... Then, it's
advocacy on the back end of that. Don't just ask. Give them the
tools that allow them ease of use. One click on a Facebook logo
and it will share it automatically to all their friends. That's
where we came up with the idea of this kind of story network
thing.

Lori: For everyone listening, I got to know Kyle. First of all, I had read
his book, but secondly we're on Twitter, and I respond, I read
his blog, I like what he has to say. I share it, vice versa, but
sometimes you get . . . Kyle, you're like me. You're pretty
focused, and you realize probably that people on Twitter are
wanting to hear social media, social media, social media, so
that's what I talk about. I don't know if you know this, but my
background is direct mail. My biggest clients are some of the
largest...

Kyle: I did not know that.

Lori: My biggest clients, I've raised over $2 billion for Disabled American
Veterans over the last 17 years just from the mail.

Kyle: Wow.

Lori: That's why it's so fascinating with what you're talking about. Screw
the listeners, Kyle. No, I'm just kidding. I know exactly what
you're up against. Especially for non-profits, because for the
people listening, there are a lot of people that have passion
projects. Anyone listening, typically the average demographic is
around a hardcore person that supports charities is 50-plus.
It's just the way it is.

One of the big things facing charities today and non-profits, if
anyone listening has a non-profit, is that people aren't getting
younger, although there are more people getting older, so there
is that, but people aren't . . . the attrition is there. How do
you get people now who barely do e-mail? How do you get them
into your funnel at some point so that you can continue to
project and plan and budget for raising money?

Direct mail is obviously the preferred method of communication
with 50-plus, but that does not mean they're not on Facebook.
The fact that you are trying to work with... It takes about
seven touches to get someone to take action. The fact that
you're trying to figure out how to make social media work and
realizing that it's not necessarily that Facebook isn't...
Although it's a great way to raise money, like you said. I know
a guy that did a Twitter thing to raise money. Maybe he raised
$20,000. He was so excited. DAV would think I lost my mind.
$20,000 to them doesn't pay a light bulb bill.

Kyle: Right. Totally.

Lori: It has to have several zeros after it. I was wondering if you've
tried something and what your thoughts are on it. I actually
know personally some reputable people who exported their e-mail
addresses from LinkedIn and tried to e-mail people. People were
very upset because they didn't care if he e-mailed them from
LinkedIn, he's a reputable person, but they didn't give him
permission to e-mail them outside of it.

With Facebook, you can also pull down those e-mails and e-mail
people. I don't really know anyone that does that. I have not
done that. What I have done and we're experimenting with is
pulling those e-mails out to do merging against the existing
database so that they can see what type of current . . . the
people on Facebook, are these new people? Are these people they
already have in their file? Again, if they don't have e-mails,
in a big e-mail program that would be more difficult.

What's interesting is you can reverse append those e-mail
addresses, bring them down to reverse append, get addresses, and
then you can start doing some more database mining, which is
what I always encourage people to do because that's how I would
use the data that you can get from Facebook. I just wondered
what type of things that you might be doing at Facebook to be
able to segment better the people you do have on Facebook, the
insights and things like that? Do you use that much for your
clients?

Kyle: Well, it's interesting because we're working... Our main client sells
higher ads. We're working with clients that have hundreds of
thousands of people in a database. I'm just now getting in the
world of direct mail because direct mail is still a huge source
of revenue. The question is, for us, social media at the first
onset of a relationship with an individual is two things, data
and advocacy.

When somebody finishes our direct mail or an e-mail... We deal a lot
on surveys and Pearls. If somebody goes through our survey, we
have all this information that we just collected, but at the end
of the survey it says, "Hey, we really appreciate you doing this
survey for our client X. Would you like to share it with your
Facebook or Twitter?" We are crossing our fingers hoping that
that person clicks Facebook instead of Twitter because that
Facebook is a Facebook Connect app. When they click that and
they approve it to share it, we are mining their information
from their Facebook page and appending it to their constituent
and ID number within Razors Edge or eTapestry or whatever
database they are using.

For us, Facebook is advocacy, but deep down it is... Hopefully,
we're all waiting and holding our breath on when Facebook shuts
off the valid data, but it's more of a data and advocacy. We're
happy when somebody shares it because then we can start tracking
who they brought into the fold. If Tom shared it from a
university and he had nine people go to a specified landing page
of his and sign up for the newsletter for the university, that
gives points that Tom is an advocate. We're still working
through the metrics of that.

I'm having a hard time, and I haven't quite realized this yet. I
don't know whether I'm right or not. I'm having a hard time
seeing social as a direct response platform like direct mail, e-
mail, and mobile. I'm just having a hard time with it. I think
that it's more of an advocacy and crowd sourcing type of
vehicle, like tweets and Razors Edge. I'm like you . . . go
ahead.

Lori: No, no, you go ahead. You go ahead.

Kyle: I was just going to say, clients will look at me and say, "You raised
how much? Five grand? That is our electricity bill a month." I'm
with you on that.

Lori: Right. I couldn't agree with you more. Let me tell you what I believe
about this because Jay Baer was on this show, too, and we talked
about this in depth so I won't go into it too deep here, but I
want to share with you. I absolutely, zero, do not believe at
all it's a direct response method and I'll tell you why. First
of all, I've been doing direct response for 20 freaking years.

Not only do I do direct mail which was usually how it would be a
lead-in to an account, but because I would work with a Procter &
Gamble or Kroger or whoever, I had to make sure my campaign did
not cancel out what they may be doing on TV or radio or other
things. I actually learned from some of the best agencies in the
world what they cared about around TV and radio and obviously
this is part of social media.

Another thing that people don't realize is the one-two punch of
e-mail and direct mail with the Pearl. People don't really
understand completely how to make it work, but when you figure
out how to make it work for your respective audience, it's the
Holy Grail in my opinion of direct response being tied into
social media.

Kyle: Absolutely.

Lori: Social media is this. It's very simple. Getting people engaged with
your page is the first start to "like" you because, like you
said, there is enough opportunity with Facebook. I'm not
suggesting you pull off the e-mails that you have on your
Facebook account from your fans and start e-mailing them.
Absolutely, you would never, ever, ever do that. What you would
do is append your file, like you did, that this is a Facebook
fan or whoever. Then what you know is how you can now start e-
mailing them. You can use Facebook which I think their e-mail is
pathetic. If you use their Facebook page to e-mail them in a way
that they could take action somehow, not donating money at this
point, just sharing something or opening a video or something so
that they can engage with you outside of Facebook. Then you get
them into your marketing funnel.

For me, the social media is more of a bait to get them into a
funnel that you already have. You would never, ever, ever, any
more than you would walk into a room and go, "Hey, I'm raising
money for DAV. Who wants to give me money?" Would you start your
lead with asking them anything other than, "Do you have passion
toward this particular topic?"

We even talk about to people listening today that don't care
about non-profit from this aspect like we do. Even when you're
talking about someone like Micro Center, one of my clients that,
yes, they get a lot of activity when we do a coupon, but is it
the right kind of activity? Do you really want a bunch of cherry
pickers just coming to your site or to your store to get the one-
off item and not buy anything else?

It's a big strategy with Kroger and those guys to do these two
pennies for a pound of meat thing so that you'll get down the
cereal aisle and make money for them. The reality is that the
quality of the person you're attracting, you just have to be
real honest with yourself who you're attracting into the crowd,
and is that really someone that's going to have a good lifetime
value as a customer?

We're going to have to break for a commercial, Kyle, but I want
to hear your thoughts on this. I've just dumped a lot at you. I
really want your feedback on this because I think that people
are missing the point here. If you look at social media from the
perspective of a customer loyalty, a way to increase and talk to
your customers who are loyal to you who don't want to get 55 e-
mails from you, but would love to know updates of what's going
on casually. It's really for me making... Social media makes you
more sticky and top of mind with your consumer, but it's not
really the place that's that appropriate to ask them to take too
much action because it just doesn't feel comfortable at
Facebook. That's not what Facebook is, in my opinion.

We'll take a quick break so we can hear Kyle's opinion. Mine was
a little long, but I'm pretty passionate about that part of it.
After the break, we'll hear what Kyle has to say on customer
loyalty and acquisition.

Announcer: This is PWRN, the world's most authoritative source for the
truth.

Lori: It's Lori Taylor, and you're back here today with One Click Society.
We're talking with Kyle Lacy. We're both in our passion topic, I
think. It's been kind of fun hearing what he had to say. I
didn't even know this part of Kyle, so now I love him even more.
It's so great when you find similarity, a connection point.
Kyle, would you mind giving us, after what I said, what have you
been toying with about, that you maybe haven't said out loud,
but with social media and customer loyalty and prospecting and
all that?

Kyle: I think that's something that we realized was, and like you, I know
that you're going to understand this is we're sitting in the
room with . . . we work with for-profit before non-profit and
the same thing applies. You're selling an idea to somebody to do
something and that's it. Whether you're trying to sell them a
plumbing tool or they're giving to an organization, there's a
sales process that happens.

I think the biggest problem is that we look at a database and we
say, "Holy crap, we have 800,000 mailers," and then you send one
out, and then you send seven out, and then you say, "Well, maybe
we should change the envelope color because somebody's going to
open up our mailer because it's pink instead of white right
now," which is absolutely stupid because you have 100,000 out of
that 800,000 that actually open that mailer. Let's just keep
sending mail to that 100,000 and take the budget for the 700,000
and apply it to digital media and try to get those people.

The one thing that is happening that I think we're really close
on, I'm saying we in terms of an industry, is the concept of a
consumer life cycle. It's not necessarily a funnel. It is every
touch point that happens with an individual within a database.
We have a company locally in Indianapolis called on Right On
Interactive that kind of does this consumer type, life cycle
type metrics. They'd be a lot better at explaining it than I am.
How do you look at individuals and give them variable content
based on how they interact with you?

My father's 64 and somebody's going to look at him and say, "We
should send him a direct mail." If you actually asked him, he
would probably prefer an e-mail. I think that with Amazon, with
Chase, with Costco, with all of these for-profit institutions
starting to adapt to this idea that people want their name on
things and people want to be communicated to as an individual,
not as a mass.

I think the problem with statistics and all the things that we
deal with, like baby boomers need direct mail and Generation Y
are crazy, is that it speaks to a mass instead of an individual.
If you do not start shifting the way that you communicate,
whether you're using direct mail, e-mail, social, it doesn't
matter because you're not sending individualized communications
to people.

I have a whole bookshelf of books that I haven't read that
Amazon recommended to me. For some reason, I feel like Amazon
knows me better than my own opinion on what books I should buy.
It's just this idea of how do we be better at using technology
as an integrated approach than just going onto the next new
thing and buying it and then try to figure out how to use it
when the main problem to begin with ever since direct mail was
invented was crappy content.

Without great content, without advocacy of customers, whether
they're talking to their neighbor or they're sharing it on
Facebook, you don't have a business, you don't have a non-profit
because that is the true concept. That's a long... I don't even
know. I think I might have gone off on that, but that's kind of
my idea of this individualized approach to every single person
in your database, whether you have 500 or five million.

Lori: This holds true in everything, guys. Everyone should listen very
carefully to what he's saying here and apply it to their
business. To really simplify it for someone that maybe doesn't
have as complicated a business in their mind as a bigger
organization or a bigger non-profit, basically, it comes down to
people are seeing social media as a tactic and they're using
tactical approaches with it, which means switching tools,
switching tools. This tool will do that and this tool will do
that. They don't really have it integrated into an overall
strategy.

At best, on most people's best day, they may have what I call a
soloistic approach to social media where they actually do have a
strategy, but they don't know and they couldn't tell you how
it's impacting their other channels.

What happens is, this is what I tell people about canceling out,
you may be a pretty sophisticated mailer, and you may have
mailed someone on Day A, on Monday, and then e-mailed them on
Tuesday, and then, perhaps, you did some radio and TV mix in
there and then you did the social media aspect of it. If you
don't have your file appropriately segmented, then you can't
really know... If you got a response, maybe the social media
looks like it was poor, but what you don't realize is if that
was your third touch point, and the person responded via e-mail
because it was in their inbox and that reminded them to do it,
or if when they got that direct mail piece that day, they had
just been at your Facebook fan page.

That's my problem with direct response, with social media as
opposed to e-mail. You know what happened. You know that this
person got the mail piece. You know that they opened the e-mail,
and then you know you've got money. You could make some
assumptions that you didn't get the money from the direct mail,
but the e-mail lifted it, and then you got it. You can make
those assumptions.

With social media, because there's no way to really tie it all
together unless you're doing what you're trying to do with your
appending, you just can't go as a non-profit and say, "Kyle, we
raised a million dollars through the mail, we raised $500,000
through e-mail, and we raised $5,000 through social media." Tell
me that social media didn't work because you don't know. What
you have to really do is historically look at the data and how
you did that same campaign the year before and did this. See,
most people don't have that methodology in their funnel to begin
with. They're non-profits and just throw stuff out there.

Now, I happened to work with one of the best in the business and
they don't. They test everything down to a signature, so they
absolutely could . . . if they were going to do a social media
campaign, they would take their control, and they know exactly
what that does for them plus or minus a little bit. Then they
would have a test sell of people with that control. I'm just
telling this for people. Then they would do the social media and
combine it. Then they would do a test sell that had the same
control but different people, and then they would have an e-mail
appended in the social media. They would test the funnel to see
if adding the social media to the mix got them any type of a
lift. They wouldn't look at social media by itself. They would
test it that way. It's just hard to do.

The segmentation that you talk about is so important with
everything that you do. I don't know if you have recommendations
for people on how to segment what's going on at Facebook because
it's so new. Do you have any thoughts if someone said, "Hey . .
."

Kyle: That's where we run into problems. We're still working out what the
metrics are. If we send out a tweet and that tweet drives
somebody to sign up for the e-newsletter and two months later
that person gives through e-mail, we need to apply a metric to
Twitter and e-mail because that one person was driven via
Twitter but he gave via e-mail.

It's easy for larger institutions to do this because they have,
and I'm talking for-profit and non-profit, they have the budget
to be able to do this. From a smaller level, in the simplest
form of social, they are using the same content that you used,
an e-mail and mail and your PR release, and you're just posting
it to your Facebook page. All you're doing is creating [audio
cut out] throughout the day.

I think that's where we see things as marketers and as business
owners. I'm a business owner and I understand where everybody's
coming from when it comes to the time thing, but new technology
is just not another thing for you to do because people said it
was cool. If you're not allowing your customer to produce the
content for you, and you're not asking Bob why he bought a
widget from you and then using Bob's testimonial to share on
Facebook, then what you're just creating . . .

Then they're missing the point because the true value of
marketing and of consumer communication is allowing the consumer
to communicate to you. That's what this technology does. At the
simplest form, that's what you need to do is just ask the
consumer to tell the story for you.

Lori: I'll tell you I want to add to that, Kyle, because I'm so opinionated
about this topic because I'm just frustrated when I work with
clients. You're trying to manage their expectations around
social media. What I found is that they're not sophisticated
enough and even . . .

I would say this too. Even a person that's a blogger. I would
say if you've been blogging and you have people coming to your
blog and no one downloads your book and no one buys a product
that you have at your site, then going to social media to start
spending time there, I wouldn't tell them to do that. I would
tell them to focus on the audience they have right now and
figure out is it the wrong book? Is it titled wrong? Is their
site optimized? All you're really doing by doing social media,
you're putting . . .

We work with businesses that have pretty decent funnels, but I
do have companies that don't have great digital funnels. They
don't have a great way that they manage e-mail or whatever. To
go add this new thing on something you haven't already
optimized, that's where to me it doesn't make a lot of sense. If
you're not selling your product on your web e-commerce site now,
then why do you think sending a bunch of people from Facebook
there is going to make that happen?

Kyle: Absolutely.

Lori: It's not a band-aid. It's like putting a band-aid on a heart attack
victim. It's like, look, you need to get your [inaudible 51:12]
funnel to the hospital. We need to get it healthy, then we'll
have time for social media.

Kyle: Absolutely.

Lori: Do you mostly work with non-profits? Is that your niche for you? Or
do you also work with straight businesses?

Kyle: Well, we're basically, for the next couple of months, going to be a
software-as-a-service company for non-profits. The for-profit
side of our company is just training. We go in and do executive
leadership training. That's really the only for-profit stuff
that we do. All the donor development, digital direct response,
campaign management stuff is all non-profit but a niche in
higher ed alumni.

Lori: I really think you're kind of at the forefront of something that
people are trying to . . . you would think the social media
would be a great platform because, like you said, of all the
platforms we have other than TV which I think . . . you can tell
with the right budget, you can tell a pretty good story on TV,
but I think social media gives you the best . . . you can do a
long letter in a direct mail piece, don't get me wrong, but the
story is much more compelling with Facebook. You can add photos.
You can add the video, and you can see the conversations around
it so it's not just you and a letter sitting in your home,
trying to decide if you're going to throw it in the trash.

Kyle: Well, the important part about that though is send the letter to the
person that wants the letter, send an e-mail to the person that
wants an e-mail, and post it to Facebook for the people that
want to read it on Facebook, and send the text with a link to a
mobile site that has the story on it that people are going to
want to read using a phone. I know it sounds simple but it's
not. That's as simple as it gets.

If I get an e-mail from you and I open it up on my iPhone and it
sends me to a website that I can't read on my phone, what are
you doing? I think we have a long way to go in terms of these
tools and this technology.

There are two questions I ask clients, especially smaller. Do
you have an e-mail newsletter? Three questions, really. Do you
have an e-mail newsletter? Are you using a database management
software? Is your site mobile ready? If they answer no to any of
those, then we have so much farther to go than just "we should
go create a new strategy to raise money digitally" because
they're not putting their ducks in a row in order to do this
effectively.

Lori: We have to take another break here, but after we do come back, I have
something for everyone. I completely agree with you 100%. It's
all about preferred method of communication and is all about
being smart when you communicate with them in their preferred
method of communication. Like you said, if someone says I'm e-
mail, then that probably means they're more digitally savvy. The
potential of them reading their e-mail on the smart phone is
higher.

Kyle: Absolutely.

Lori: You have to have something to support your digital channel that's
different than your offline channel. I totally agree with that.
When we come back, I'm going to give you a trick too, Kyle, and
then I have a couple of questions for you on that because that
was really, really succinct how you put that. I'll be back in
just a second.

Announcer: You're listening to One Click Society with your host, Lori
Taylor. Lori would love to hear from you. So, if you'd like to
leave a question or make a comment, just scroll to the bottom of
the page you're listening to. You can also follow Lori on
Facebook at www.Facebook.com/Loriraylene. That's
www.Facebook.com/Loriraylene. Now, let's get back to Lori and
her guest.

Lori: Hi, it's Lori Taylor and you're back with One Click Society today.
It's our last, final segment, and we're Seizing the Minute with
Kyle Lacy. I hope you're listening because I think these are big
thoughts. I'm not sure they're as sexy in a headline to talk
about. People want to hear about how they can make money not how
they're going to lose money, so it's real hard to talk about
this stuff. Unless you're at Digg, negative headlines work well
there. Are they even still around? Yes, they are.

Kyle, you said something. A lot of things in marketing, you do
have to start with some assumptions. There's art and there's the
science aspect of it. If you have the science down, you don't
have to be as good at the art part, but you definitely have to
have one or the other. You have to have some sort of way to
start. One of the things that I found with some of my business
clients is that, especially ones that do heavy e-mail campaigns,
they obviously have a higher percentage of unsubscribes.

Everyone listening today, who's like nodding their head and
going, "Yeah, yeah, I e-mail people recently and frequently, and
then all of a sudden they unsubscribe. I don't know why they
unsubscribe." It is difficult to figure out why they
unsubscribe. My first assumption, the first thing I do is I go
look at that person and see have they ever bought anything from
me. Have they ever donated? If they have, then I make the first
assumption that they don't like e-mail or that they don't have
time for e-mail, I fatigued them, and they're out.

Then I take out, of all the unsubscribes I have, those e-mail
addresses. For a client that has 100,000 names on their file,
they may have 15,000 unsubscribes. Within that, they may have .
. . let's do the 80-20 rule, which you'd be surprised, there's a
high number of buyers in that, by the way. They have the 80-20
rule so let's say they had 3,000, 4,000 people that unsubscribed
but had taken action within in a way that merited them some sort
of weighted review as a customer.

What we do is, if we don't have their direct mail address, which
many times these clients don't, they're e-mail marketers, we
reverse append just the 3,000 addresses and we mail them. Then
we ask them. We give them the best offer we can just to see if
we can engage them in that way and we keep them in that funnel
to see what happens. After mailing them about three times, if we
get nothing back from them with the last offer being the best,
you're like, "Okay, we've mailed them on the third touch point.
Let's give them something that's just . . . if they don't answer
this one, they don't want to be part of our community."

It's been huge for changing people's money. We have found that
some of the unsubscribe buyers turn out to be their best buyers.
They just don't want to have e-mails any more. Just a little
gift here for everyone today to take a look at in their funnel.

When you were talking about mobile . . . now, with non-profit,
mobile has been pretty successful doing some cause marketing and
things like that and text your donation, too. Have you tried
that and have you had any success with that? What are your
thoughts about mobile donations?

Kyle: Well, from the mobile perspective, I think that non-profits tend to
get a little bit over excited about it. I say this out of all
respect to things that had happened in the past, but if you
can't manufacture a natural disaster and use a mobile campaign
with a bunch of media to raise a ton of money, then you can't
look at things like the Red Cross and say that this will work
for me. There are a lot of factors that went into that. Yes,
they did raise millions of dollars using mobile. I gave a lot of
money via mobile because every time I saw a billboard for it, I
texted. Of course, I pulled over before I did it.

The aspect of mobile giving, for me, it is a tool with an
integrated approach. Text something because you saw this on
Twitter and you'll give money. It's more event oriented for us.
If we have a walkathon or we have some type of event that has
hundreds of people to it, which we'll raise a lot of money for
that non-profit, but let's get these people involved in a mobile
campaign. If they text during the event or, let's just say,
during the campaign, we use that as more of a communication
platform as well as giving.

If I give $10 to a university or I give $10 to an organization
that . . . I'll give you one example. I give $10 to a shelter
that focuses on homeless teens. Two months later, I get a text
message back from them, saying your $10 just helped 100 teens
get off the street. That in itself builds... That's the biggest
problem is that we aren't told what our money actually does
after it's given. It's the same with any for-profit. We use it
as more of a "here's what happened with your money," if they
gave via mobile, than just, "Oh, wow, we got 200 people to give
via mobile."

Make sure that they text . . . we also ask them to text their e-
mail in for their opt-in. If they give via mobile and say yes,
we also ask them to give us their e-mail. If they never give via
mobile again, then we put them in that e-mail database. If they
don't give via e-mail, then we put them in the lapsed database.
Mobile is very much a communication platform for us as well as
giving.

Lori: You also brought up a really great point. One of the things that I
find with mobile that people don't understand is there are... I
used to know the exact number but it's changed. Let's just use
gazillion. As much as we're on the iPhone and that's what
everyone thinks of, but there's gazillion different type of
phones out there. Your ability to optimize a communication to
that phone, unless you're super sophisticated, is very
difficult.

I do have one client that lives to do mobile marketing. That's
his whole platform. He actually has all of his responses and all
his funnels associated with who has what type of phone, which is
very difficult to figure out. He has the technology, it doesn't
matter. When he showed me that for the purpose of a different
conversation, that's when the light bulb went on of how
difficult that really is to be sustainable and rinse and repeat
for an organization that's building budgets around respective
campaigns.

What you mentioned that I think is super powerful is being able
to . . . one of my clients is Juvenile Diabetes Research
Foundation. They are very event driven, as you guys probably
know, with the races and things. Not as much donating via text
but having a conversation that you're at the event and
encouraging them to participate. You can show . . . the
conversations are started by all these people at the event, and
that by itself helps get your message out that something's
taking place, especially in a localized area.

Your ability to do something like that . . . we've done
something where we give out a specific . . . we send tweets to
the teams and then they re-tweet them. They put them out there.
It basically says, "Hey, I'm at the race doing this," and it has
a link to donate. Whether people do or don't, it's still there.
The bottom line is the actual communication. People kind of go
crazy for it.

So far, we did a very small sampling test for a very small local
charity here, this gratis thing that I did. They raised a little
bit of money from it, but what she said is that her next event,
for the people coming to participate, they had double the amount
that participated. The only thing different between events was
that they did this Twitter thing just for fun. You never know if
people thought, "Gosh, next time I get asked to go to that
event, I'm going to do it because that looks pretty cool."
Again, to your point earlier, you can't prove it. You can't
prove it, do you know what I mean? It's an assumption.

Kyle: Right. At the simplest form, it is sent information to people the way
they first interacted with you and you will solve a ton of
problems. Me going to an event and texting a gift at a walkathon
does not mean that you put me in a database and send me four
mailers that probably cost you $2.30 for each one that you sent
me. I gave to you via mobile, and I gave you my e-mail, and you
asked me for my address and then send me a bunch of mailers.

I will call people out and say you're being lazy because you're
not thinking about the consumer. You're only trying to get a
mass amount so you can meet a specific budget number, right?

Lori: Right.

Kyle: It's frustrating because I think that we know technically what we
need to do, but technology is still catching up with this. We
use vendors like Exact Target and Convio and any type of
technology you can get that will segment things, but it's really
about being mindful of the consumer and what technology they
use. That's truly what actually matters in all of this.

Lori: I completely agree. I love that you're starting to ask those
questions, too, because that is what everyone should be asking.
People should be really, really having outcomes associated with
the efforts that they're doing in social media. Even if you
agree within your organization that we don't know exactly what
it's getting us, but we do have engagement, our insights keep
going up every month, and we need to now figure out how we can
really do some funnel testing to see what it is actually. Is it
helping us?

There's a reason why Procter & Gamble spends millions and
millions on brand awareness or brand affinity which most people
can't afford to spend that... Most people have to spend money on
a direct response activity but they don't. The reason that they
do that, obviously, is so that when do have a direct response
activity, you're aware of the brand and you know what's
happening. To me, I've always felt that social media is the poor
man's version of brand affinity and brand authority and things
like that and just creating and getting your personality out
there, if you can't afford to do TV and radio and all these
things that are more expensive. For me, I would never, ever tell
someone that social media is for acquisition.

You wrote your book, and I kind of want to wrap up our show
today talking a little bit about some of the things that you've
accomplished because they're pretty impressive. You wrote your
book "The Twitter Marketing for Dummies" in 2009 is when you
published it. I was wondering, is it really that easy, in your
opinion, if someone asked you that? Then, how has it changed
since you published it in 2009 because it's just become its own
beast? Not specifically, but you know what I mean. In general,
how has the approach to Twitter changed from when it first
started?

Kyle: Well, I lucked out on the publishing of the books. Wiley, my
publisher for "The Twitter Marketing for Dummies," the Dummies
Guide is located in Indianapolis. What happened was I was doing
a boot camp for a bunch of small businesses when we had
Brandswag before MindFrame. One of the individuals within the
class was friends with the editor that was trying to find a
writer for Twitter. She told her friend that she knew of this
guy that talked about Twitter within this boot camp, and within
three weeks we had signed a contract for the book. I lucked out
completely on that. It was kind of a "at the right place at the
right time."

Then "Branding Yourself," which is published through the Que
Publishing Series which is a Pearson imprint, that happened
because I just walked into the offices and pitched the idea of
"Branding Yourself" with my co-writer, Eric Deckers. He's
EDeckers on Twitter. We got the agreement because Twitter
marketing had been somewhat successful in terms of sales.

In terms of Twitter changing, we wrote "Twitter Marketing" in
2009, and within the first couple months of it being published,
Twitter . . . well, I wouldn't say the first couple of months.
Actually, we had a good six to eight months where the user
interface at Twitter was great. Then I started writing the
second edition. Right before I was about midway of writing the
second edition, it was about a year ago, Twitter completely
changed their user interface. We had to go back and rewrite a
lot of the book, screenshots and everything, because Twitter had
completely changed how people use the site entirely.

From a strategic standpoint, I think that I have moved a little
bit more to the integrated approach than just using separate
tools. I think that's what I would say would be the one thing
that has changed. If I send out a tweet about an article, I have
a landing page associated with that article so I can capture
information. Before that, it was just how many tweets can we
send out at one time and how many clicks are we getting on those
tweets? That's kind of the story behind that, if that's what you
were wondering.

Lori: No, and I like that. I think that Twitter has evolved into something
that some days I just think I'm talking to other . . . I don't
think I'm going to get new clients. I feel like that's a way for
you, me, Jay, and Maury to all talk [inaudible]. You've got a
bunch of people in the room. Yeah, we're talking to ourselves.
It's almost like, "You rock, Kyle!" "You, too, Lori." "Yeah,
there are no customers on here, but this is awesome. I got a lot
of re-tweets today from all my friends."

Kyle: Right. Absolutely.

Lori: What I actually tell people why I think it is now and it's for people
listening and how I use it, it's like an interactive RSS feed
for me. I stay on top of... When certain people start talking
about things, it makes it more important. Brian Clark comes out,
from Copyblogger, and has a very strong point on something, it
makes me pay attention to something that I may have read earlier
and not thought that much about it. Then he comes out with a
contrarian opinion, and then all of a sudden I start thinking.

I get most of my news and tips and ideas from my business and my
blog and how to maximize it from Twitter, but it's not like I'd
use it to get clients. Do you know what I mean? Anyone who's on
my feed . . . I would think you and I have never sold anything
or even attempted to sell anything . . . what did you say? I'm
sorry.

Kyle: I'm sorry. Say that again.

Lori: I think we had a little bit of a delay. I might have been talking
over you, so I think you were saying something, but I just
didn't know it because of the technology. What were you saying?

Kyle: Well, I agree with you. It's more of an educational resource for me.
We do drive book sales through Twitter with people buying the
book and interacting with me as an author, but definitely for me
personally it's an educational resource for me, whether I get to
talk to Jay or you or Michael from SAS. It's all having to do
with that education.

Lori: I think what works the best and what people don't have the patience,
as we wrap up this segment today of the show, and you do it
well. That's why I've always liked you and respected you and so
does Jay and other ones, Jonathan Fields and I could go on and
on. They put out their article, their blog post, but they're not
overly . . . none of the blog posts are spammy. They're all
education based. They share all their stuff that's important to
them, like sharing their links, what you're working on, and
things like that.

Organically, if you have the patience to do that and can stay
focused . . . I started my Twitter and got to almost 35,000
people before I even had a blog. I didn't buy fans or do
anything stupid, but I was focused. I was focused. I made sure I
never told people what I ate because I didn't have enough
friends to make those jokes at that point on there, so I just
shared the best stuff I could find and then occasionally I'd
have an opinion.

What I think it really does for people is what you just said.
People get comfortable with you and then in one day you send out
that one thing that applied to something they needed, and they
think, "What is this Kyle Lacy guy about?" They click through to
your blog and then all of a sudden, they're like, "Wow, this is
good stuff, blah, blah, blah." Then, all of a sudden, they're a
subscriber.

When you try to sell things through your Twitter links, I just
think you lose some credibility a little bit. I think the better
strategy is to have your products on your site in a way that
it's easy for them to do, but not necessarily to say, "Come buy
something from me." It's more of a casual thing.

Kyle: Right. Absolutely.

Lori: Well, for people who haven't gotten your book, it's still applicable
if you're getting started on Twitter. It is. You have the
basics, the fundamentals, and I don't think so many of those
have changed as much as how people do it. When you get in there,
you'll see what people are doing. You'll catch on, but if you
just have a few of the basics I think it's great.

I know you didn't come on here to promote your book, but I
really want people to know that I use that book. I read that
book. I think it's really good. I tell people to get it. Kyle
and I were friends on Twitter but we're not best friends.

Kyle: Absolutely.

Lori: I actually really respect the book and you did a great job. Thank you
so much for coming on today. Congratulations last year, by the
way, on your award, 40 under 40. That's pretty darn cool. I wish
we had had time to talk about it, but we don't. Thank you so
much for making this such an exciting interview for me and
interesting, and I learned a lot of things. Thank you, Kyle,
very much.

Kyle: Thank you so much for having me. I had a great time. I appreciate it.

Lori: Okay, folks. That's it from One Click Society. We'll see you again
next week. Thanks for coming.

Announcer: You've been listening to One Click Society with your host, Lori
Taylor. Lori is happy to answer any of your questions. Simply
scroll down to the bottom of the page you're listening to. Don't
forget to follow Lori on Twitter at LoriRTaylor. That's
LoriRTaylor.

Join us again next week, and until then, remember there are more
educational, empowering, and entertaining shows to be found on
the Positive World Radio Network. So, spin the radio dial and
find your favorite show. You're listening to PWRN, the new voice
for Planet Earth.

