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■ Current relationship but have yet to purchase. Potential cus-
tomers know you, trust you, but have yet to buy from you. And
that’s okay. The key here is that when they have the need for
your product or service, you are in the front of their minds.

■ Recognized expert in the field. You’ve built a platform and are
consistently in front of potential customers with helpful advice
and tips that relate to your industry. You want your market to say,
“This guy/girl knows what he/she is talking about! I need to learn
more about this person.” If done right, this leads them into
“current relationship” status.
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business if you’re not great. The donuts opened the door (literally)
but it was his passion, intelligence, and skills that kept it open.

He took the whole thing up another notch when he brought
over a gift for Scott during the holidays. Knowing Scott’s passion for
comic books and specifically Wolverine, and his hatred of QR codes,
Petrus had a one-of-a-kind piece commissioned by local artist Mike
Rooth, as you can see in the image provided.

ROD 17
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LinkedIn

LinkedIn is the social media safe word for most business people.
Whenever Scott asks audiences outside of the digital world what plat-
forms they use, LinkedIn is always the majority answer. By using, they
don’tnecessarilymean“engagement”—theymeanthattheirprofile ison
there, using the site as a digital Rolodex. Although the majority of
LinkedIn users aren’t actually being social on the platform, you won’t
find a better place to find targeted users, especially in the B2B space.

Google+

LOL.

Visual Social

As photo and video technology have advanced, so has the popularity
of visually based social media platforms such as Instagram and
Pinterest. When pictures are easy to take and share, the platforms
that help them travel will always be adopted. For marketing, this
means the importance of businesses creating sharable images and
videos themselves as well as focusing on products and experiences
that can be photographed. Success on a visually based platform
won’t happen simply by taking your Facebook statuses and moving
them over—you need to think and create visually.

A great example of success using Instragram comes to us from
IndianMotorcycle. A customer posted the following beautiful photo.

Twitter versus Facebook versus LinkedIn 45
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17
Publicized Customer Service

COMPANIES ARE ACCUSTOMED TO ONE-ON-ONE customer service. Call
centers, e-mails, and help desks are all based on the idea that you
need one employee interaction for every customer reaction. What
social media allows is for businesses to have these interactions in
public. This kind of public customer service can be both good and
bad for your brand. Good, because it allows people to see that you are
listening and engaging and caring about customer service. Other
customers who share these concerns or questions may potentially
solve their own issue without having to ask you individually after
seeing the interaction online. The bad can happen if the business
account is run by someone who is not skilled at customer service or
when complaints are ignored.

A great example of the benefit of public customer service comes
fromTuftsUniversity inMassachusetts. Theyhave three cafeterias, all
with Twitter accounts. Their primary function is tweeting out their
daily menu for students to see, and, more importantly, listening to
what students are saying about them—as the following tweets show:
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As you can see, a student is using Twitter like a lot of people do,
to vent. This is usually where many companies do nothing and either
the tweet dies (yet always lives on Google) or the person who
tweeted gets even angrier. Smart organizations pick up on this and
realize they have a chance to not only solve an issue, but to build a
reputation.

Within a few hours, the cafeteria mentioned responded with
the above tweet. As you can see, they showed that they were
listening, that they cared, and that they wanted to do something
about it. What happened next is very important to see:

Notice from the tweeter’s first two words, “It’s ok,” that she is
already backing off, and the situation has potentially been defused
because of the cafeteria’s acknowledgment. It could have been left at
that, but they decided to ensure her experience would be as good as it
could be after this mistake.

Here, they again acknowledge her and own the mistake. They
could have gone another route and just said, “Fresh fruit goes bad,
that’s life,” but they didn’t.

64 UNMARKETING
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In general, people are understanding and forgiving if a company
simply acknowledges them and owns the error. The cafeteria didn’t
even have to offer the student another apple or fruit; just the fact
that they listened and engaged with her makes them already stand
out above the rest. If this same dialogue occurred over the phone or
e-mail, the customer service ends at one person. This way, it allows
exponentially more people to experience the one act of customer
service.

So if we have to talk about ROI in social media, what would it be
worth to you to have to take less customer service calls, have fewer
people talking negatively about you, and get more people seeing that
your company cares about its customers?

As we’ve told you, things do not always go this well. With the
wrong person managing your social media account, one negative
customer service experience may also grow exponentially. A perfect
example of this is the experience April Dunford had when she
complained about one of her local coffee shops, Dark Horse Café.

April is doing something that many Twitter users do: posting a
concern about service she is getting at an establishment. She does
not direct the concern at the Dark Horse account, simply rants a
little about wanting more outlets.

Publicized Customer Service 65
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One of April’s followers on Twitter sees the complaint and
directs it at the Dark Horse account, stirring the customer service
pot. A few hours later, Dark Horse sees the complaint and replies.
Remember how well the Tufts University cafeteria handled their
critic. . . .

As you can see, there is no acknowledgment by the café that they
have done anything wrong. They do not demonstrate understanding
at all. You should know that many of their customers are entrepre-
neurs who do work while they enjoy their coffee and food, so needing
an outlet would likely have been a common customer concern. They
do not leave it here, deciding to send April one more tweet to make
sure she understands how unimportant her issue is to them.

We are pretty sure this reaction is the worst possible thing that
the Dark Horse could have done. They had a huge opportunity here,
a point of contact with a customer in public. They could have
ignored her, which would have been significantly better than this.
They could have simply said they heard her, understood there was a
problem, and appreciated her feedback. They could have taken the
point, perhaps used Twitter to ask some of their other customers if
they shared the concern, and improved their service.
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Here is April’s reply, which, by the way, is considerably kinder
than ours would have been.

You know the next time we are going to go to the Dark Horse
Café? Never! This message reached a lot of people, not only April’s
followers, but through retweets, as well. You need to take advantage
of the potential for great public customer service that social media
can allow, but you also need to know what can go wrong. Another
potential of public service happens when you watch your competi-
tors’ interactions online. If we owned a café near the Dark Horse, we
would have had an outlet with April’s name on it, taken a picture,
and tweeted it out to her with an invitation for a coffee on-the-
house. People are online right now talking about you and your
competition. Are you listening?

To pick a fight, or say hello to April, go to www.RocketWatcher
.com.

Over the years, Twitter has remained an amazing place for
publicized customer service. It’s public and it feels like venting
and is way more casual than a Yelp review. Even for those of us
who would never send back a meal, or even complain to our
server about the food, a Twitter complaint comes pretty easily.
Just like in 2009, today we are still passive in person and
aggressive online. The tools have changed, but we remain
the same. For customer service, Twitter is still a customer
service tool where issues can be caught and concerns dissipated,
all in front of our larger market.
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user/customer. Recently Scott tried to sign up for a premium
membership to a video-hosting site and was presented with this
at checkout. See Figure 28.1.2

Scott actually has better than 20/20 vision. He has a somewhat
strong command of the English language and did really well on his
grade three test about letters, shapes, and sizes, but he could not tell
you what that second word is if you offered to pay him a million
dollars. It looks like a poorly drawn bat, one that you would sketch
out with your friend on a napkin in a bar to visualize the plot of
Batman Returns—but there was not enough room to type that.3

The result of this bat Captcha is that the company lost the sale.
Scott tried to refresh the Captcha three more times and the same
hilarity ensued. If you use Captcha on your site, test it out once in a
while to see if you can actually read it. It may be one of the reasons
why you are not getting the number of submissions you want.

Pop-Ups

Back in the 1990s (or the Stone Age in Internet years), somebody
got the brilliant idea to create a pop-up page—sort of like a virtual
jack-in-the-box, except you weren’t expecting it, nor did you ask for
it. A virtual kick in the face to say Hey! Look at me!—like the child

2 Captcha generated by FeedBurner.com.
3 Scott tried once to describe the movieGoonies to someone at a bar by using a napkin. He
looked at it the next day and all he could see was two stick figures, a chocolate bar, and
something that resembled a unicorn. There is no unicorn in Goonies.

Figure 28.1 Captcha Box
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remember that other people, including your market, may have a
higher standard than you, because perception is everything.

Our theme, “Everything has changed and nothing is different,”
applies to this section on issues of ethics and transparency
perhaps more than it does to any other section of this book.
While our tools have evolved, the importance of setting high
standards for us online has not. In fact, people have become so
crafty (or perhaps lazy) with content theft that we’ve had to
create new terms to describe them. Freebooting is a term used
to describe someone taking a video from one source (mostly
YouTube) and uploading it again as their own, usually on
Facebook. With Facebook giving more and more value to
video, people’s thirst for this form of content, along with their
inability, or unwillingness, to create their own, has lead to
rampant content theft. For an example:

(continued)
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Such was the case up here in Canada, when Bell Mobility (the
cellular arm of Bell Canada, of which Scott is a customer) released
their original app:

As you can see, the app is rated an average of two stars, by
2,674 users. One of the tricks companies use to move past bad
averages like this one is to release a new version of their app. This
virtually wipes away the old reviews, since the default display in
the App Store is the newest “version” of the app reviews, not “all
reviews.”

But not Bell Mobility. Notice the developer account is “Bell
Mobility Inc.” When they released a new version of the app last
week, it was launched under “Bell Canada”

Even more interesting, look at the reviews! Nice! An average of
4.5 with 89 reviews!
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The huge improvement in reviews got Scott wondering. Who
are these people sprinting to the App Store to leave reviews about a
cell phone company app, just a few days after it was released? And
why are they so happy?

Let’s take a look at what they’re saying:

Awesome, Mike! Wait, why are you so excited to pay your cell
phone bill? Clean design? User friendly? This guy must work in
marketing. . . .

Steph is one happy customer! Nice little Canadian passive-
aggressive shot at it being much improved from the previous, totally
unrelated version from “Not Bell Canada but Bell Mobility Inc.”

For Whom the Bell Mobility Tolls 169
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Charbel is loving the new . . . wait a second . . . you know
what’s coming in future releases? Who the heck says “future
releases”? No, more importantly, who uses the phrase “home phone
services”? Unless you work at a company that provides home
phone services. . . .

You know what makes me run to leave a review at the App Store
the day an app launches? Being able to manage my bills.

You’re not even feigning that you’re an actual customer
now. . . .

Yeah! Well, love may be a strong word for an app that lets you
pay your bill and look at usage, but, yeah!

170 UNMARKETING
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Here are some actual non-employee reviews, buried at the
bottom:

Not only is reviewing your own company’s app without disclos-
ing your status unethical; it also breaks the terms of service of every
review site. Fake reviews, paying for reviews, and internal review
scams like this one degrade the review site ecosystem you’re working
so hard to game.

We posted this story on the UnMarketing blog and things got
pretty crazy. Scott was interviewed by all the top Canadian media
outlets on the issue. In the end, the Canadian Competition Bureau
announced that, among other things, Bell Canada will be fined
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are leading the pack in these products. The issue we have with
this practice isn’t about online advertising, or free products, or
even getting paid to spread the word—the issue is that we’ve
looked at thousands of these posts and practically none disclose
that the posters have been paid, or even received the products
free of charge. Both omissions are violations of the rule govern-
ing online advertising in most countries.

And of course, there are always some who not only ignore
disclosure rules, but forget to edit out comments from the PR
company before making their heartfelt post (see below). They’re
our favorite.

Affiliates 181
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responses that people were impressed we would share that, since it
doesn’t create sales. We say why wouldn’t we?We want people to
consume the book, to love it. That’s our job as authors as far as
we’re concerned. It’s not just to write a book or talk about it or
even sell it. It’s to get people to devour it. We encouraged people
to connect on theUnMarketing blog and Facebook page and share
their copies and Shazam! We have an UnLibrary!

■ Free R&D. This actually made Scott say, “Wow!” out loud,
which was awkward since he was sitting by himself in a coffee
shop, but we digress. Kindle lets you highlight parts of a book.
That isn’t the cool part. Kindle also takes the data and tells you
the most popular highlighted lines from your book.

You can go online and check out the rest of the UnMarketing
ones here!3 This is R&D for an author/publisher and tells you
what is resonating with your readers. Another great thing to do is
to take these and make them posts and tweets. You already know
it clicks with people. Bring on the retweets! That’s gold, Jerry!
You don’t have to guess what’s working, it’s right there in front of
you. You can go and check it out for any Kindle book, not just
yours. Amazeballs!

Using Amazon Author Central4 you can log in as an author
and see sales info that used to only be available to your publisher.
It allows you to track where your book is selling and in what
medium.

3 http://amzn.to/KindleHighlights.
4 https://authorcentral.amazon.com/.
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We want you to join us and unlearn, become unhinged,
undeterred, and unstoppable in creating a business that is both
successful and natural to you.

This is going to be fun.
Over the years, we’ve continued to receive e-mails to the

yeah@unmarketing.com address and we’ve loved every one.
We’ve skyped into classrooms studying the book and started tons
of conversations and relationships online with readers. We hope you
will add yourself to this awesome community. We want to know
what you think of the book and how you’re using UnMarketing
concepts in your business.

We don’t know what’s coming next in social media and market-
ing. What we do know is that no matter what changes we see in
technology, creating a great product, providing excellent service,
and creating community and engagement with your market will
continue to have value and build success. Create things worth
sharing, practice ethical business, care about your customer expe-
rience, and while everything may change, nothing will be different.

Source: Kitestring Creative Branding Studio. Kitestring.ca
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