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The Net impression: Social Networking and Your Personal 

Brand 

Published June 25, 2010 

Personal branding isn‘t new. For decades—even centuries—individuals have publicized 

themselves much like consumer brands do. In the past, however, access to the mass media 

was the best way to promote yourself effectively. As a result, personal branding was available 

only to a select few: actors, athletes, and artists, for example. 

Today, thanks to the power of social networking sites like Facebook, LinkedIn, and Twitter, 

things are much different. Today, anyone can have a powerful personal brand—even you. 

In the social networking environment, it‘s easy to share expertise with those in your network—

and beyond. Instead of relying on the mass media or self-promotion, you earn the right to be 

talked about. And social media sites make it easier than ever before for others spread the word. 

It‘s important to remember, however, that social networking is just one step in the process. It‘s 

not a magic bullet. 

The key to building a personal brand worth talking about is first creating a positive net 

impression—being great at what you do, with your assets greatly outweighing your 

deficiencies—before striving to build a good Internet impression. By focusing first on building 

your brand, then leveraging the power of social networking, you‘ll be in the best position to 

develop lasting relationships.  

Here‘s how to get started: 

1. Know where you are and where you want to go. The first step in building your personal 

brand is knowing your strengths and weaknesses. What do you do better than anyone else? 

Where do you need improvement? Be honest with yourself before moving forward. 

2. Be realistic; get objective opinions. It‘s important to check your self-perceptions against 

those of people you trust. Ask a few friends to list your strengths and weaknesses (and don‘t get 

upset if they say anything negative—after all, you asked!). Do their impressions match yours? If 

so, move on; if not, take more time to truly understand your strengths and weaknesses. 

3. Best foot forward, but be yourself—you’ll fail if you fight it. Most personal branding 

advice today tends to scare the audience away from social networking. We‘re encouraged to 

hide our true selves and whitewash our personalities so as not to offend anyone. I recommend 

the opposite. Things are so competitive today that we can work with anyone, anywhere, making 

it possible to succeed from for a wide variety of perspectives. Be confident in your skills and 

your ability to connect with others. But most important of all, be confident in being yourself. 

4. Give to get. In the social media environment, it‘s all about reciprocity. Offering your expertise 

to your network at no charge, without gatekeepers, leads to your network sharing your expertise 

with others. This is where the true opportunities exist. By being there with consistently good 
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information when no one is asking for it, you will become the first choice when that same 

audience needs the product or service you offer. 

5. Carve out a niche. With all the choice we have today, nothing is more crucial than 

differentiation. In the social media environment, trying to be all things to all people will get you 

nowhere. Be very specific in what you do and who you serve. Strive to be known for one very 

specific attribute that serves the needs of one very specific audience.  

6. Build relationships online and offline. Social networks work best when they reflect a real-

world community. Be sure to have face-to-face contact with those you want to reach. Offer to 

speak to a group they‘re in. Teach. Take ‗em to lunch. Social networks are forever changing the 

way we communicate. But face-to-face contact should be the end goal, not something you try to 

replace with a profile photo. 

Once you‘ve established your personal brand, you‘re ready to begin putting your social network 

to work. The advantage you‘ll enjoy in a social network is that you don‘t have to scream to be 

heard: your audience has already given you permission to speak. Retain this privilege by 

offering skills and traits available from no one else. In carefully managing your brand and your 

relationships—both online and in the real world—you‘ll create a net impression and an Internet 

impression that will allow you to reach your goals. 
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5 Things You‘re Probably Not Doing on LinkedIn  

Published July 30, 2010 

When recommending social media strategies to my clients, LinkedIn is frequently in the 

mix. This sometimes comes as a surprise, however, even to those who are already 

using LinkedIn. The issue seems to be that unlike sites like Facebook and Twitter, 

LinkedIn is seen as a static site not worthy frequent visits. This may have been true 

when LinkedIn was primarily used by job seekers, but today the site is much more 

dynamic, with functionality that mimics the best of other social media sites. If it‘s been a 

while since you‘ve visited LinkedIn, here are five things you‘re probably not doing that 

may make your time on the site much more meaningful: 

1. Updating your status. Status updates are the engine that keeps social media 

sites like Facebook running—and now you can update your status on LinkedIn, 

too. Updating your status daily or even weekly gives your LinkedIn connections a 

better understanding of your expertise and interests—what you‘re reading, what 

events you‘re attending, and what you‘re working on. You can even attach links 

and simultaneously update LinkedIn and Twitter, saving you a couple of clicks.  

 

Over time, just as your Facebook status updates aggregate to give friends a 

glimpse into your life, your LinkedIn status updates aggregate to give 

connections a better understanding of your work. In fact, your collective status 

updates probably say more about you as a professional than what‘s in your 

profile. If you don‘t take the opportunity to say something, you‘re missing an 

opportunity to keep your name in front of important contacts. 

 

2. Asking questions—and answering them. When you‘re looking for advice or 

feedback, the LinkedIn Answers feature is a great resource. You‘ll find experts in 

categories ranging from finance and law to business travel and event planning, 

and they‘re available to you at no cost. No matter how obscure your question is, 

there‘s a good chance someone from the 70 million-member LinkedIn community 

will respond.  
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In addition, Answers is a great place to demonstrate your expertise. When 

someone asks a question, you can respond and even include web links or 

reference an expert among your connections. And if the person asking the 

question thinks you‘ve provided the best answer to his or her question, you‘ll be 

rewarded with a star on your profile. It‘s just as satisfying as the days when your 

parents used to put your best work on the refrigerator for everyone to see. 

3. Following companies. It‘s vital to keep tabs on the companies you do business 

with—clients, prospective employers, and partners. Sometimes, though, it‘s 

impossible to read the trade publications or keep in touch with the sources who 

can give you the inside scoop on who‘s coming and going at those companies.  

That‘s where the ―Follow company‖ feature comes in. You‘ll be alerted every time 

a given company hires someone new, or when someone leaves. The implications 

go well beyond simply being in the know: a vacancy may mean new opportunities 

for you or your business, and you can get to know a new hire before meeting 

face-to-face. 

4. Using applications to aggregate content from other sites and start 

conversations. If you write a blog or upload presentations to SlideShare, you 

can add that content to your profile, making your presence more dynamic. This 

content also allows your LinkedIn profile to serve as a hub for your social media 

activity, providing a more in-depth overview of your expertise. And if you want to 

start more conversations with your contacts, consider adding applications like the 

Reading List by Amazon, Polls, and My Travel. These features, while seemingly 

trivial, can provide your connections with great conversation starters. 

 

5. Asking for Introductions. LinkedIn helps you learn who is connected to 

whom—and it also helps you leverage existing relationships to make new ones. 

For example, if someone in your network knows a decision maker who can help 

you access career opportunities, business partnerships, or sales, it may be 

appropriate to ask for an Introduction. Just be sure that you respect boundaries 

and request an Introduction only when you have a legitimate business purpose 

http://www.linkedin.com/opensocialInstallation/preview?_ch_panel_id=1&_applicationId=1700
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for doing so—one that ideally benefits the recipient, not just yourself. When used 

appropriately, introductions are one of the best tools on LinkedIn—and among 

the best on any social media site. 

Just like other social media sites, what you get out of LinkedIn is directly proportional to 

what you put into it. By learning LinkedIn‘s true capabilities, keeping the conversation 

focused on your professional life, and giving your connections something new every 

time they visit your profile, you‘ll soon discover that LinkedIn is worth a visit just about 

every workday. 
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Stats make a compelling case for using social media 

 
Published September 3, 2010 

Benjamin Disraeli once said ―there are three kinds of lies: lies, damned lies, and 

statistics.‖ Nevertheless, numbers get our attention: they help us make sense of trends, 

understand complex concepts, and decide where to focus our attention. This certainly is 

true when it comes to social media: As quickly as the social media landscape has 

changed, we all need help understanding what‘s really happening, and where things 

might be going.  

With that in mind, here are ten recently-revealed social media statistics worth 

considering. Keep them in perspective, and remember Disraeli‘s words, but above all 

else, don‘t ignore what they mean for your business. 

1. The stat: Time on social networking sites and blogs now represents nearly a 

quarter of the total time Americans spend online—up from 15.8% a year ago. 

(Nielsen) 

 

What it means for your business: If you think social media is a trend, or exists 

only along the margins of the web, this should change your mind. Social media is 

now such an integral part of the web that it‘s almost indistinguishable from 

Internet use as a whole. If you‘re not taking advantage of social media—or, at the 

very least, if your website aims only to speak, but not listen—it‘s time to get 

aligned with Web 2.0. 

 

2. The stat: Facebook now has more than 500 million members.  

 

What it means for your business: If Facebook‘s members represented citizens 

of a country, it would be the third largest country in the world, behind only China 

and India. Facebook is no longer just for teens and college students. There‘s a 

very good chance your customers are on Facebook, regardless of their age. 

 

3. The stat: 17 million Americans use Twitter. (Edison Research) 
 

What it means for your business: Just as social media as a whole is more than 

a niche phenomenon, Twitter is very much for real—despite all the scorn directed 

its way (including, occasionally, from yours truly). So if you think all the negativity 

about Twitter means ―no one‖ uses it, think again. 

 

http://www.fwbusiness.com/index.php?option=com_content&view=article&id=8150:Stats-make-a-compelling-case-for-using-social-media&catid=36:letters-to-the-editor
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4. The stat: Twitter‘s user base represents only 7% of the U.S. population. (Edison 

Research) 

 

What it means for your business: Don‘t confuse ―Twitter‘s for real!‖ with 

―Twitter‘s for everyone!‖ Tweets are a great way to share a timely, concise 

message, but they‘re perishable. Twitter also can be very labor intensive. No 

matter what social media tools you‘re considering, make sure they‘re a good fit 

for your business. 

 

5. The stat: 25% of Twitter users are African-American. (Edison Research) 

 

What it means for your business: How do you know which tools are a good fit 

for your business? Focus on the ones that have captured your audience‘s 

attention. With African-Americans making up one-quarter of its user base—

approximately double the relative percentage of the U.S. population as a whole—

Twitter is a great fit for many brands. As social media habits become harder to 

break, it makes sense to try to reach your audience where they already are, 

instead of trying to move them somewhere new. 

 

6. The stat: LinkedIn is valued at $2 billion. (Bloomberg) 

 

What it means for your business: Having a social media strategy means much, 

much more than just having a Facebook page or a Twitter presence. LinkedIn 

and other niche sites can have just as dramatic an effect on your ability to reach 

an audience. Investors are keeping an eye on LinkedIn. Are you? 

 

7. The stat: 93% of all business buyers believe all companies should have a social 

media presence. (Cone Inc.‘s Social Media in Business study) 

 

What it means for your business: Not only are your customers on social media 

sites: they expect to find you there, too. If not, it‘s a negative impression—one 

that could lead them to search a competitor‘s name instead of spending more 

time trying to find you. 

 

8. The stat: 81% of B2B companies have accounts on social media sites compared 

to 67% of B2C. (Business.com 2009 B2B Social Media Benchmarking Study) 

 

What it means for your business: Some business-to-business companies 

believe that social media just isn‘t for them. However, B2B use of social media 

actually outpaces that of B2C. It‘s important to remember that B2B is still person-

http://www.business.com/info/business-social-media-benchmark-study
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to-person, and connecting people is exactly what social media is designed to do, 

regardless of your industry.  

 

9. The stat: Employees who use social networking sites are 9% more productive 

than those who don't. (University of Melbourne) 

 

What it means for your business: If you‘re resistant to social media because 

you think it will inhibit your employees‘ productivity, you may be missing the big 

picture. Tools like LinkedIn and YouTube may give employees access to people 

and resources that can help them get more done. And just like a coffee break 

can recharge our batteries, occasional visits to Facebook may help them 

reenergize before diving back in to their work. Social media use isn‘t appropriate 

for all professions—brain surgeons and taxi drivers come immediately to mind—

but consider its benefits before limiting employee access. 

 
10. The stat: Social media is THE focus for many marketers, with 45.4% saying it‘s a 

―top priority‖ and another 42.2% calling it ―important.‖ (The Society of Digital 
Agencies‘ ―2010 Digital Marketing Outlook‖) 

 

What it means for your business: Need more evidence that social media is 

important to your business? Consider this: even if your company doesn‘t have a 

strategy for using social media to reach its customers, it‘s almost certain that 

your competition does. 

 

None of these statistics is important on its own. But when you consider them 

collectively, they demonstrate a very real shift in our communication environment. 

Overall, the story they tell is that social media, when used effectively, impacts the 

statistics that matter most—your revenue, customer satisfaction, and employee 

retention rates, for example. And those are numbers that, Disraeli‘s wisdom 

notwithstanding, never lie. 
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Understand what Facebook can offer, or you might get 

burned 

 
Published October 1, 2010 

Facebook is the undisputed social media champion. The site has more than 500 million 

members, competes with Google for overall web supremacy, and is even the subject of 

a new movie. In short, if social media sites were the stars, Facebook would be the sun. 

In some respects, this is great news for businesses. Companies are using Facebook to 

build their brand, connect with customers, and tell their story in ways never before 

possible. However, an increasing number of businesses are struggling with Facebook, 

including both those without pages trying to decide if they should start one, and those 

with pages wondering if continuing is worth the effort. 

Part of the problem is that Facebook‘s stellar strengths have made it almost 

synonymous with social media as a whole. Many businesses think having a Facebook 

page is the same as having a social media strategy, and others believe that simply 

launching a page is enough to draw a crowd. The truth is, Facebook is no longer a 

novelty, and it isn‘t right for everyone—and many businesses are learning that lesson 

the hard way only after investing resources into pages that generate very few real 

benefits. 

If you‘re trying to decide whether to start a Facebook page, then—or continue an 

existing one—it‘s crucial to consider a few things before deciding whether your efforts 

might be better spent elsewhere. This begins with an understanding of the three primary 

reasons an audience joins, and stays with, a Facebook page:  

 

1. The opportunity to celebrate their association with your brand. Until recently, we 

didn‘t ―like‖ Facebook business pages—we were fans. That term remains instructive 

when considering your opportunities on Facebook. It‘s vital that you ask whether the 

majority of those you wish to connect with are truly fans, or merely customers. Ask 

yourself a few questions, and be objective: Do they actively wish to associate 

themselves with you? Do they wear your logo as a badge of honor? Do they, 

metaphorically and literally speaking, want to be seen in public with you? There‘s no 

shame in foregoing Facebook if the answer to these questions is no. After all, it‘s better 

to have customers and no Facebook page than to waste time on Facebook because 

you mistook your customers for fans. 

 

2. They want you to hear them and solve their problems. Your Facebook page can 

http://www.fwbusiness.com/index.php?option=com_content&view=article&id=8388:Understand-what-Facebook-can-offer,-or-you-might-get-burned&catid=36:letters-to-the-editor
http://www.fwbusiness.com/index.php?option=com_content&view=article&id=8388:Understand-what-Facebook-can-offer,-or-you-might-get-burned&catid=36:letters-to-the-editor
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be a great place to interact with your audience—if you can stand a little criticism, and if 

you listen intently. When you launch a Facebook page, the implied message is that you 

want to hear from your customers, and that you‘re available to them when they have 

concerns. If you launch a page without having time to monitor and respond to the 

audience‘s comments, and you don‘t have the resources to hire someone to do it for 

you, you may be asking for trouble. Don‘t start a conversation you can‘t continue. 

 

3. The want to interact with others as much as (and likely more than) they want to 

interact with you. Social networks have developed because the user—not the brand—

is in control. Consumers have always valued their peers‘ opinions more than anything 

else, and sites like Facebook allow them to connect without gatekeepers getting in the 

way. If you want your community to thrive, let your audience take the lead. Listen to 

what they‘re saying, and respond when needed, but allow conversations among others 

to thrive.  

If you take an honest look at your audience and believe you can deliver content that 

meets all of these needs, your time on Facebook is likely to be very well spent. If you‘re 

unsure whether Facebook is right for you, though, there are plenty of other social media 

sites that might be a better fit. (I‘ll share a few examples next month.) They may not be 

as glamorous as Facebook, but they‘ll deliver better results. After all, while some stars 

may not be as bright as the sun, they‘re also much less likely to burn you. 
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If Facebook isn‘t for you, there are other social media tools 
 

Published October 29, 2010 

Last month, my column focused on some of the challenges businesses face after 

starting a Facebook page. In short, I said that even though Facebook is the undisputed 

social media king, it isn‘t right for every business. 

So what do you do if Facebook isn‘t right for you? Does that mean you should avoid 

social media altogether? My answer is an emphatic no. There are other social media 

tools and strategies that can be very effective, depending on your goals, resources, and 

audience. The key is understanding what‘s available, and what‘s most likely to position 

you for success. 

There are a few types of businesses that are more likely to struggle in building an 

audience on Facebook. What follows is a discussion of some of the social media 

strategies and tools that have the greatest potential for these businesses, whether 

they‘re just getting started with social media or looking for alternatives to Facebook. 

 Business-to-business (B2B) companies. Social media can be just as effective 

for B2B companies as is for business-to-consumer (B2C) companies. After all, 

B2B is still person-to-person, and social networks are one of the best tools we 

have for connecting people. This does not mean, however, that Facebook is 

always an effective B2B tool. According to a recent Exact Target study, 59% of 

Facebook members say they‘re there primarily to maintain personal 

relationships, compared to only 15% who use it for professional contacts. The 

bottom line is, when your business contacts are on Facebook, most are thinking 

about play, not work. 

 

So where do people go where they do want to talk business? Professional 

networking sites like LinkedIn and Plaxo offer some of the same functionality as 

Facebook, but their members are intently focused on business. As LinkedIn‘s 

Deep Nishar says: "People are in a different context and mindset when they're in 

a professional network.‖ And that mindset means they‘re open to conversations 

about business when they‘re on LinkedIn. In fact, that‘s precisely why 

professional networking sites exist. 

 

For those who want to invest even more time into a social media strategy, a blog 

is an excellent tool. You can create substantive content uniquely designed for 

your audience, and you can promote that content via LinkedIn to those already in 

your network. Creating a blog worth reading takes time, but if you do it well your 

http://www.fwbusiness.com/index.php?option=com_content&view=article&id=8636:If-Facebook-isn%E2%80%99t-for-you,-there-are-other-social-media-tools&catid=36:letters-to-the-editor
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existing contacts will share your content, which will allow you to reach an even 

larger audience.  

 

And if you want to stay on top of industry trends, niche social media sites are a 

great tool. These sites tend to attract a small but focused following, all of whom 

have a deep interest in a specific topic. Joining a community designed for your 

industry—or even starting a new community if none currently exists—can be a 

great way to connect to knowledge and referral sources who might be hard to 

reach in the real world. Think of it as online professional development, available 

24 hours a day, seven days a week. 

 

 “Boring” business-to-consumer (B2C) companies. There are some 

companies consumers genuinely want to be associated with. Not all B2C 

companies are this lucky, however. In the consumer‘s eyes some are…well, a 

little boring. One example is utilities. Consumers value utilities as long as the 

lights, cable, and water stay on, but beyond that, they don‘t give them much 

thought. Getting their attention on Facebook, then, is probably unlikely at best. 

 

Given the importance of these services, however, consumers still want to 

connect with them—and as consumers spend more time on social media sites, 

it‘s more likely they‘ll want the option of using social media to do so. It‘s 

important, however, to recognize whether your brand is ―boring‖ and—if it is—

understand how consumers want to interact with you. It‘s probably not to build 

the relationship beyond their immediate needs. 

 

That‘s why Twitter can be such a great tool for these types of companies. 

Because tweets are great for information that has a limited shelf life, they can be 

an effective tool for fielding customers‘ questions and ideas, as Comcast has 

done very effectively with its @ComcastCares handle on Twitter. Your 

customers‘ comments won‘t always be friendly, but over time you can improve 

customer satisfaction by providing another channel through which they can voice 

concerns.  

 

Even if Twitter isn‘t right for you, an old social media standby—the discussion 

board—might be an excellent choice. It‘s another place where consumers can 

ask questions, and it can be hosted on your website, making it more accessible 

to non-Twitter users. A discussion board may even create some efficiencies for 

you as consumers turn the board for answers, reducing the number of phone 

calls and emails sent to your business. Just make sure that your online and 



Anthony Juliano‘s Greater Fort Wayne Business Weekly columns | 15 

offline call centers work together to ensure that consumers questions are 

answered consistently, regardless of how they are submitted. 

 

 Small businesses that don’t have the resources to accommodate a labor-

intensive social media commitment. One problem many companies run into 

when starting a Facebook page is that they grossly underestimate how much 

time it takes. Creating useful, engaging content and moderating and responding 

to community members‘ posts requires a daily—sometimes hourly—commitment. 

As a result, many lose momentum quickly and never recover. For companies like 

these, it may be worth looking into less labor intensive tools that allow them to 

have a presence without having to expend resources that may be better spent 

elsewhere. A few examples include: 

 

o Photo sharing sites. If you sell a tangible product, photo sharing sites 

like Flickr can help you tell your story without having to constantly monitor 

discussions or post daily status updates.  

 

o Video sharing sites. Maybe the people best positioned to tell your story 

are your customers, staff, or—especially relevant for non-profits—

volunteers. Turn the camera around and let them share what makes you 

unique. Then post these videos on a well-designed YouTube channel. 

You‘ll need skill to create good content, but you won‘t need to add new 

videos every day. A few each month is a good start. 

 

o A niche site that lets your audience do the talking. Just like niche sites 

focus an audience on a specific industry, they can also focus your 

customers on your business, provided that you have an engaged, 

interested customer base (this is especially useful for businesses built 

around a hobby, like crafts or collectibles). If so, create a space that lets 

them connect with each other, then step back and listen. You‘ll still have to 

moderate the discussion, but you‘ll spend your time learning from your 

customers instead of creating content in hopes of getting their attention. 

Will these tactics deliver the same return as an integrated social media strategy 

that uses several tools and involves an ongoing, daily commitment? No, but 

something is certainly better than nothing, especially given the increasing amount 

of time your customers will spend on social media sites. 

These are just a few examples of how businesses can benefit from social media, even 

when Facebook isn‘t right for them. The truth is, there are as many options as there are 

different types of companies. Your business is unique, and so are your customers. It 
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should be no surprise, then, to learn that what works for others isn‘t necessarily right for 

you. 
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A social media Christmas 
 
Published December 3, 2010 

Here are some virtual gifts I‘m looking to give—and receive—this year: 

 

„Twas the Black Friday before Christmas 
And all „round the „net 
Everyone began thinking 
„Bout gifts yet to get 
 
For our moms and our dads 
Our kids and our friends 
Our neighbors, the postman— 
Well, the list never ends 
 
But as someone who thinks 
„Bout social media all year 
I also began wond‟ring 
How to spread even more cheer 
 
To social media sites and celebs 
To naysayers and users 
The apologists and experts 
And debunkers/refusers 
 
So for you to consider 
I now humbly propose 
A holiday wish list 
For SM‟s friends and its foes 

So bake up some cookies 

And dig up your coal 

„Cause here‟s what I‟d bring 

From my virtual North Pole 

 

For Facebook: a stocking full of humility so it can see that instead of killing email, Google, or 

the individual‘s right to privacy, it just helps people kill time 

For Farmville users: a hobby that doesn‘t involve virtual livestock 

For Farmville users’ non-Farmville playing friends: a strain of imaginary mad cow disease 

they can release into their news feed anytime they‘d like 

For Mark Zuckerberg: a movie where he‘s played by Justin Timberlake instead of Jesse 

Eisenberg 
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For LinkedIn: a movie like The Social Network that captures all its drama and intrigue (starring 

Ben Stein, Silent Bob, and the teacher from Peanuts) 

For Google: a social media product that actually works 

For Google Buzz and Wave users: an admission by Google that we don‘t need another social 

network, giving them one less thing to worry about 

For MySpace: a time machine to travel back to 2005 

For MySpace users: a Facebook account 

For Classmates users: a MySpace account 

For Chatroulette users: a blindfold 

For self-proclaimed social media “ninjas,” “gurus,” “rock stars,” etc.: a reality check made 

out to ―Get Over Yourself‖ 

For companies letting an intern run their social media strategy: a social media strategist 

For interns running their company’s social media strategy: the opportunity to prove me 

wrong 

For social media skeptics: a conversation that goes beyond the hype and focuses on the true 

bottom-line benefits of social media 

For those who criticize those skeptics: patience 

For the northeast Indiana social media community: some respect from the City of Fort 

Wayne, which hired a Chicago firm as a consultant to guide its social media strategy 

For the City of Fort Wayne: An introduction to northeast Indiana‘s communication, marketing, 

and social media strategy community 

For Foursquare: the ability to compete with Facebook Places 

For Foursquare, Gowalla, and Facebook Places users: a really good home security system 

For Twitter: a new name and terminology, so 40-something males like me don‘t have 

embarrass ourselves by talking about ―tweeting‖ 

For YouTube: more news bloopers, funny home videos, and talking animals 

For YouTube users: fewer aspiring Fred Figglehorns; more Ted talks   

For Flickr: a vowl 

For blogs: the respect they deserve 

For bloggers: an editor 
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For niche social media sites: the discipline to stay focused on their audiences‘ unique needs 

For myself and everyone else: real world conversations around the holiday dinner table that 

inspire us to ignore our social media lives, if only for an hour 

And so now I declare 

Before the season ends 

Happy holidays to you 

And lots of “likes,” tweets, and friends 
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Five social media predictions: What to expect in 2011 
 

Published January 7, 2011 

The social media landscape is a little like Indiana weather: if you don‘t like things as they are, 

stick around for a while—they‘re certain to change. Over the years, as we‘ve watched MySpace 

displace Friendster and Facebook displace MySpace, one thing‘s become clear: the only 

constant is change. 

If you‘re trying to make sense of social media, this can be very frustrating, and it can mislead 

you into thinking that social media isn‘t here to stay. While the tools tomorrow are certain to be 

different than they are today, concepts will remain the same. And that‘s why the most important 

social media skill is adaptability. You don‘t have to know what‘s going to change when. You just 

need to be ready when it does. 

How will social media change, then, in 2011? Here are a few thoughts on what to expect: 

1. Social media will have an even greater influence over communication and 

marketing in the coming year. In 2010, social media grew to the point where it‘s no 

longer a fringe phenomenon. Currently, 80 percent of all Internet users have at least one 

social media account, and social media use now accounts for more than a quarter of all 

activity on the web. Nevertheless, there‘s still plenty of room for growth. In 2011, social 

media will continue to absorb more of our time on the web. As a result, our audiences‘ 

expectations will change, informed by what they‘ve come to expect from the social web.  

 

2. Your company will shift more and more attention from its website to its social 

media presence. As audiences expect companies to be more ―social‖ we‘ll see a shift in 

emphasis—and resources—away from traditional websites and toward their social 

media presence. Organizations will realize that the endgame isn‘t capturing web traffic 

and retaining interest on their site. An equally sound strategy is referring their web traffic 

to their social media pages to retain the audience‘s interest and engage them in 

conversations. Social media optimization (SMO), then, will become as vital—if not more 

so—than search engine optimization (SEO). 

 

3. Mobile will drive the future of social media. If you‘re looking for evidence that we‘re 

spending more and more social media time on our phones, look no further than Twitter. 

Twitter‘s overall growth is largely a result of how easy it is to consume and produce 

Tweets on a phone. If you‘ve ever tried to send a lengthy email on your BlackBerry, you 

know how much of a struggle it can be. But keying in 140 characters or less is pretty 

easy. This, along with the immediacy and portability that mobile offers, will continue a 

trend toward social media access via smartphones and away from laptops and desktops. 

 

4. Niche and exclusive, limited membership sites will grow at a faster rate than the 

megasites. Twitter, Facebook, and YouTube have experienced phenomenal growth 
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rates in recent years. As a result, however, these megasites have little room for 

additional growth spikes. In addition, audiences are beginning to recognize that large, 

all-encompassing communities are somewhat inadequate when it comes to 

accommodating their need for more in-depth conversations about their passions, 

hobbies, industries, and interests. That‘s where niche sites come in. Networks that focus 

on a specific topic for a specific audience, therefore, will start to attract more of our 

attention when we want something other than a community that strives to be everything 

to everybody. 

 

5. If you’re not already involved in social media, you will be. It‘s true that social media 

isn‘t for everyone. But in 2010, we saw clear evidence that‘s it‘s also not just for the 

young or for those with a high level of technical skill. Just as overall web use became 

almost universal over time, social media use will become more common. That means 

more and more people will expect to find you and your business on social media sites. 

You can‘t do it all, of course, but if you‘re avoiding using social media, you‘re probably 

missing some great opportunities. 

Those are some of the things I expect when I look at the immediate future of social media. And 

there‘s something else I‘d like to see: your questions and column ideas for 2011. What do you 

want to know about social media? What topics would you like to read about? Please email me 

at ajjuliano@gmail.com and I‘ll consider including your comments in a future column. Have a 

great New Year! 

  



Anthony Juliano‘s Greater Fort Wayne Business Weekly columns | 22 

Get them talking 

Published February 4, 2011 

Positive word of mouth has always been the holy grail of marketing. Unlike exposure generated 

through advertising or print materials, word of mouth is free. And because the message is 

conveyed by your customers, it‘s perceived as much, much more credible than the messages 

you deliver about your own product or service. In short, it's by far the most effective way to get 

the word out. 

As you might expect, however, there are a couple of catches: 

 Generating word of mouth doesn't just happen. Your product or service has to be 

truly outstanding in order to get your customers talking, and 

 

 You can't control word of mouth. It's up to your customers to decide 

whether they're willing to tell your story. 

While these factors might tempt you to leave word of mouth to chance, it's never been more 

important to understand its power and understand how you can position yourself to generate as 

much of it as possible. Today, social media acts as a word-of-mouth accelerator, allowing your 

customers to connect with others at an unprecedented scale and speed. Taking advantage of 

the opportunities this presents begins with an understanding of how social media is changing 

communication among your current and prospective customers. 

 

Here's one example that demonstrates how word of mouth has changed as a result of social 

media. My friend Heather recently posted a question on her Facebook wall. After more than 

twenty years with the same optometrist, she was looking for someone new. She could have 

gone to the phone book to investigate her options. She could have gone to Google. She could 

have waited until an optometrist's advertisement found her at exactly the right time and place. 

She could have gone to her friends one by one, on the phone, face to face, or via email. But 

instead, she posted a message on her Facebook wall, crowdsourcing the problem to her 

friends. The results, as they so often are, were astounding: within 16 minutes, Heather's friends 

recommended five different optometrists, each one getting rave reviews. (There was also one 

mention of an optometrist who was NOT recommended—a great reminder of the power of 

negative word of mouth.) With her choices filtered through her trusted connections, she was 

ready to make a choice.  

 

Heather's story reveals a few important lessons about social media's impact on word of mouth: 

 It‘s never been more important that your name come to mind first when 

someone has a need related to your product or service. 
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 Brands are not invited to participate in these conversations—jumping in with a 

unsolicited sales pitch would likely do more harm than good—but it's vital that they listen 

to what's being said. 

 

 Putting the proverbial glass against the wall—on Facebook or any other social media 

site—can shed new light on perceptions about your business and your competitors. The 

challenge is to resist the temptation to react to everything that's said, and instead look 

for trends, working to reinforce positive impressions and fix problems. It‘s like an ongoing 

focus group—but only if you know how to listen objectively. 

 

 The quality of your network matters more than ever before. The better connected your 

customers are, the more new customers you'll be able to reach through them.  

 

 Having a social media presence won't, on its own, generate positive word of mouth—but 

it can help. By making yourself available and sharing content that‘s relevant to your 

customers‘ needs, you'll build stronger relationships even when you can't be with them in 

person. That, combined with a great product or service, makes it more likely you'll come 

to mind when your customers are asked 

to share their opinion. 

Word of mouth has never been more important to the success of your business—and it‘s never 

been easier to get your customers talking. Focus on offering a product so great that they‘re 

eager to recommend you, take the opportunity to listen, and give them the means to share your 

story. By doing so, you‘ll take full advantage of word of mouth, the only marketing tool that‘s 

impossible to ignore. 

  



Anthony Juliano‘s Greater Fort Wayne Business Weekly columns | 24 

You do have the time 
Fitting social media into your schedule is simply a matter of prioritization  
 
Published March 4, 2011 

When talking with other professionals about using social media to promote their business or 

their individual expertise, there‘s one very common point of resistance: a lack of time. It usually 

sounds something like this: 

 ―I wish I could.‖ 

 ―I‘m too busy.‖  

 ―There aren‘t enough hours in the day!‖  

My response is always the same: ―Oh, you have the time. You just haven‘t made it a priority.‖  

As you can imagine, this sometimes rubs people the wrong way. After all, how can I be so sure 

that they‘re not too busy to use social media? Well, I firmly believe most of us make time for 

anything that‘s important. As Jason Fried and David Heinemeier Hansson say in their excellent 

book, Rework: 

“When you want something bad enough, you make the time—regardless of your other 

obligations. The truth is most people don't want it bad enough. Then they protect their 

ego with the excuse of time.” 

In other words, time isn‘t the issue. It‘s simply a matter of priorities. Am I saying that social 

media use should be your top priority? No—and it doesn‘t have to be. But it is becoming 

increasingly important to your customers—and if it‘s important to them, it needs to be important 

to you, regardless of what business you‘re in. 

Another quote, this one from Jay Baer of the ―Convince and Convert‖ blog: 

“Every company will have to be social eventually, whether they like it or not. Our 

customers will demand that they be allowed to interact with businesses in this way—the 

same way they demanded that we connect via websites and e-mail. The new question 

will be „How do I know what resources to devote to social media?‟”  

Soon, as Baer suggests, ―being social‖ will not be an option. And the sooner you make it priority, 

the better positioned you and your organization will be in the long run. 

Please understand that I‘m not saying ―You have to be on Facebook.‖ I‘m not saying ―You have 

to use Twitter.‖ I‘m not even saying ―You have to be on LinkedIn,‖ even though I think LinkedIn 

has tremendous potential for just about anyone with business relationships. And I‘m certainly 

NOT saying you should be on Facebook, Twitter, LinkedIn, and every other social media site. 

You simply have to decide which tool or tools hold the most potential for you, based on three 

factors: 
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1. What are your goals? Social media absolutely can help you move real-world needles—

more inquiries from prospects, higher levels of customer satisfaction, or increased sales, 

for example. However, it needs to be integrated with other strategies and goals. After all, 

a target number of followers on Twitter or hits to a Facebook page is worthless if it‘s not 

leading to interactions that make a real difference for your business. 

 

2. Who’s your audience? Who are they demographically? Psychographically? Where do 

they spend their time when they‘re online? And most importantly, how can you use 

social media to help solve their problems or entertain, educate or inform them about 

issues and ideas they value? 

 

3. What resources do you have to devote to the effort? If you‘re using social media as 

an individual, ―resources‖ equals ―time.‖ The question becomes, ―if I truly want to make 

this a priority, how much time will it take every week?‖ For an organization, it could still 

be time—or it may mean dollars. Many successful organizations implement their social 

media strategy in house; others outsource their efforts. For some, it‘s a combination of 

the two. Regardless of how it gets done, it‘s going to take resources—and the more you 

put in to it, the more likely it is you‘ll get something out of it. 

As you consider these questions, don‘t be afraid to look beyond what‘s popular. In a recent 

study of how the Inc. 500 use social media, one of the tools with which respondents perceived 

to have the greatest ―success‖ is message/bulletin boards. The latter doesn‘t come up very 

often amid all the hype about Facebook, Twitter and YouTube, but message/bulletin boards are 

delivering real results—including 93% of the Inc. 500 who use them. 

So the next time you wonder whether you should make social media part of your marketing and 

communication strategy, ask yourself: is there anything you‘re spending time and/or money on 

that could become a lower priority? If so, is it worth investing more resources in a strategy that‘s 

becoming increasingly important to our livelihood?  

For almost all of us, the answer to both questions is ―yes.‖ We do have the time. All that‘s 

missing is the discipline to make social media as much as a priority as it is to our customers.  
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Don‘t let internal skeptics derail your social media strategy 

Published April 1, 2011 

In a perfect world, your organization‘s social media strategy would be embraced by both the 

audience it‘s designed to engage — for most, that‘s your existing and prospective customers —

and your internal audience, your employees. Both are crucial to your success, and both would 

ideally be part of the conversations your social media efforts engender. 

If you encounter resistance from your internal audience, however, and it‘s preventing you from 

executing your strategy, you may just have to move forward without them. Why? It‘s simply a 

matter of putting your external audience first. After all, your external audience will vote with their 

feet; if your strategy is sound, the results will come. 

Your internal audience‘s response, conversely, is much more subjective. While there‘s a chance 

their concerns might be well founded, they‘re even more likely the result of one or more of these 

factors: 

They think social media is a fad. They‘re wrong, of course. But you shouldn‘t waste time 

trying to persuade them that social media‘s for real. Shame on them if they put their heads in 

the sand; shame on you if you‘re held back trying to pull them out. 

They want to be involved, but they’re not. I‘m a huge believer in liberal employee use 

policies, especially when they get those closest to the customer involved in the organization‘s 

social media efforts. However, that‘s not the right approach for every organization; some are 

better off having their strategy deployed by a small group. When that happens, others who want 

to participate may criticize the strategy when what they really don‘t like is the fact that they‘re 

excluded. 

Today, social media is still seen as the toy department, and some people would rather get paid 

to ―play on Facebook,‖ as they perceive it, than do the job they were hired to do. The truth is, of 

course, that it‘s not play and it‘s not more fun than other work (just ask anyone who‘s been 

through a social media communication crisis). The only way to find that out is to be involved in a 

serious strategic effort. When you‘re not, and you‘d like to be, envy can lead you to undercut 

other‘s efforts. 

You’ve changed something. A lack of buy-in from the internal audience is most likely to occur 

when you change long-standing tactics, regardless of whether those tactics were driving real 

results. The problem isn‘t what you‘ve changed, it‘s the fact you changed something. 

Resistance to change is woven into our DNA, so your internal audience isn‘t likely to embrace 

new approaches even when they‘re better aligned with your organization‘s mission, goals or 

resources. 

They are basing their judgment on personal preference. This isn‘t unique to social media. 

People who watch ―American Idol‖ overstate the number of people who watch ―American Idol.‖ 
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People who listen to NPR overstate the number of people who listen to NPR. And, yes, people 

who tweet usually overstate the number of people who tweet. Your strategy shouldn‘t be guided 

by anyone‘s preference other than that of the external audience, just as your advertising 

expenditures shouldn‘t be guided by anything other than what‘s most effective to reach your 

customers and prospects. Social media tools like discussion boards and niche networks may 

very well be better choices than tools more popular with your internal audience like Facebook, 

Twitter and YouTube. 

They don’t understand social media strategy. Social media strategy isn‘t rocket science, but 

it still requires specialized knowledge. To put it more bluntly, having a Facebook page does not 

make someone a social media expert. 

The challenge with a social media strategy, unlike other strategies that guide your organization‘s 

decisions, is that it should be shared with your employees and, if appropriate, they should be 

encouraged to participate. That means your social media strategy will receive an unusual 

amount of scrutiny and, as a result, criticism. 

It‘s vital that your organization make distinctions between criticism that‘s constructive and 

criticism that‘s uninformed or misguided. The former is vital to getting buy-in from the internal 

audience and making sure you‘re not missing great ideas, but the latter can lead to bad 

decisions or even worse, indecision. 

There are bigger issues. It‘s possible that resistance to your social media strategy is a 

symptom, not the disease. If there‘s a lack of trust for those at the top of the organization, a lack 

of buy-in for your mission or other reasons for organizational discord, your employees aren‘t 

likely to buy into your social media strategy, no matter how good it is. 

If your organization believes its strategy is sound but it‘s fighting internal dissent, have the 

courage to stay the course and give the strategy a fair chance. The only way to silence the 

detractors after all is with results, and the only way to get results is to craft a sound strategy and 

give it time to work. 

Don‘t be bullheaded, and don‘t ignore good advice from your employees. But most importantly, 

don‘t let a skeptical internal audience prevent you from doing what‘s right for your customers. 

Don‘t let the naysayers hold you back when it‘s time to move forward.  
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Location-based social media: where it‘s at 

Published May 6, 2011 

What makes social media truly social? It‘s not a matter of using virtual conversations as a 

substitute for real-world interactions. It‘s more about using social media to facilitate real-world 

interactions. And that‘s the idea behind location-based services (LBS): They‘re designed to 

encourage people to get together, face to face, in the same room — with serious implications for 

many businesses. 

If you don‘t know much about LBS, you‘re not alone. According to a recent report from the Pew 

Research Center‘s Internet and American Life Project, just 4 percent of Internet-connected 

adults use LBS at all, and just 1 percent use LBS on any given day. If you ask some leading 

social media thinkers, however, the future of LBS is decidedly bright. One location-based 

application, Foursquare, has been referred to as ―the next Twitter,‖ and Adam Steinberg, the co-

founder of PlacePunch, has said that LBS provides ―unimaginable levels of sophistication for 

marketing to different types of customers.‖ 

Understanding this potential begins with a basic understanding of LBS. Tools like Foursquare, 

Facebook Places, Gowalla and dozens of others allow users to ―check in‖ at a specific location. 

Using a mobile device — a smartphone, in most cases — you can check in and ―broadcast‖ 

your location so those in your network know where you are.  

Those unfamiliar with LBS often ask, ―Why would I want to do this?‖ Well, some may not. But 

those who do are generally motivated by one or more of the following: 

They’re open to others in their network joining them at their stated location. Let‘s say, for 

example, you and your significant other are out for a drink at Eddie Merlot‘s one Friday night 

and you‘re looking for some company. A check-in accompanied by a simple ―Come join us!‖ tells 

your connections everything they need to know. 

They are rewarded for their loyalty. Businesses — especially retailers — are keeping a close 

eye on LBS because it does what punch cards used to, helping them identify and reward their 

most loyal customers. The way this works differs from LBS to LBS, but it is simply a matter of 

rewarding behaviors the retailer would like the customer to repeat — in short, providing 

incentives for them to visit more often. 

They are curious. LBS is still fairly new. Many people, therefore, are just trying it out, relishing 

the opportunity to be early adopters of what may just be the next big thing. 

The implications for retailers are clear, but a couple challenges cloud the discussion. First, as 

stated earlier, adoption rates are low. And in a city the size of Fort Wayne, they tend to skew 

even lower than in larger cities like Chicago or Indianapolis. Second, there‘s no clear front-

runner in the race to win the LBS battle. Many (including myself) thought the launch of 

Facebook Places last fall would serve as a death knell for smaller services like Foursquare and 

Gowalla. That hasn‘t happened. In fact, Foursquare claimed 3,400 percent growth at the end of 
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2010, and Disney chose Gowalla as its partner for a location-based campaign promoting Disney 

World and Disneyland parks. 

Amid all the opportunity and uncertainty surrounding LBS, how should businesses respond? 

There are four things you need to do:  

Assess your goals. Is your business reliant on repeat customer traffic? Do customers visit you 

frequently, and is there potential that they could be encouraged to visit even more frequently? 

Have you ever used loyalty/punch cards to encourage and reward repeat visits? If you make 

widgets, the answer to these questions is probably no. But if you‘re a restaurant, a flower shop, 

or a dry cleaner, for example, the answer may very well be yes, and LBS may warrant your 

attention. 

Know your audience. In addition to understanding if your audience has the potential is to visit 

you frequently, it‘s important to know how many of them there are. Like other social media sites, 

LBS‘s initial growth is being driven by young, tech-savvy early adopters. That will change, as it 

has with almost every social media site, but for now it‘s important to understand whether such 

people are part of your core audience. If you‘re trying to determine whether your business might 

benefit from LBS, however, perhaps the best thing you can do is ask the experts: your audience 

members themselves. Find out if they value and use LBS, and ask them how they‘d like to 

interact with your business in the LBS space. 

Understand the opportunity cost. Like anything else in business, you get out of LBS what you 

put into it. If you want to achieve results, you‘ll need to invest resources. If doing so will prevent 

you from investing those resources in other things that promise a higher return, LBS may not be 

worth your attention.  

Keep an eye on LBS. LBS may not be right for your business today. However, just because it‘s 

not right now doesn‘t mean it never will be. Stay informed about LBS in your industry, and stay 

in touch with your customers to understand whether it‘s becoming increasingly important to 

them. 

The bottom line with LBS is that it has undeniable potential for many businesses. The potential 

will only become reality, however, when checking in becomes as natural as updating your status 

on a social media site. Like everything else in the social media space, things are changing. 

Checking out what‘s happening with check-ins is your first step to knowing whether your 

business needs to make some changes, too.  
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Successful social media is based on time-tested principles 

Published June 3, 2011 

If you‘re tired of hearing people talk about social media, I have bad news and good news. 

The bad news is that people are going to be talking about social media for a long, long time. 

While individual sites and tools may come and go, the concepts behind social media represent a 

fundamental shift in how consumers want to interact with each other and with brands. Quite 

simply, they‘ve turned to social media because it provides them a more efficient, more effective 

way of communicating, with unprecedented scale and speed. If you have customers, then, you 

simply must take social media seriously. 

The good news is that if you have customers, you already know what‘s most important about 

social media. Never even logged on to Facebook, Twitter or LinkedIn, you say? Doesn‘t matter. 

If you understand how to communicate with those you serve, if you know anything about 

marketing or if you simply understand that your efforts must always be directed toward keeping 

your company profitable and competitive, you are well on your way to social media success. 

The truth is, social media is a means to an end, not an end unto itself. It‘s simply another tool 

that can help you reach your goals. In some respects, social media is new. Facebook is only 

seven years old, YouTube is even younger and the concept of ―tweeting‖ was virtually unheard 

of until 2007. However, while the ways in which we interact are changing, the underlying 

principles of social media are time-tested — and familiar to anyone in business. 

Social media is about customer service. It‘s just another channel through which your 

customers can connect with you, one that they are gravitating to in increasing numbers. If a 

customer walked into your store or office during your operating hours, you‘d probably have 

someone there to greet the person, right? Well, your customers are very likely looking to 

connect with you via social media, too. Are you going to ignore them? 

Social media is about research. A lot of companies try to guess what their customers are 

thinking, then craft products and messages that speak to those perceived needs. Smart 

companies don‘t guess — they conduct research to learn what‘s most important to their 

customers and to understand trends that might not otherwise be apparent. 

The smartest companies supplement this by using social media as a research tool, placing a 

glass against the virtual wall so they can hear what their customers and prospects are saying. 
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It‘s like an ongoing focus group, with tremendously valuable information being shared about 

your company, your competitors and your audience‘s changing needs. All you need to do is 

listen.  

Social media is about branding. Brands are built inch by inch, not mile by mile. It‘s not about 

one individual impression as much as the net impression: what we think about a brand 

collectively based on its advertising and marketing, others‘ opinions and our personal 

experience with the brand‘s products or services. 

That‘s what makes social media such a powerful branding tool. Your organization can use 

status updates, blog posts and YouTube videos, for example, to build your brand incrementally, 

and your customers can share those messages with their connections, allowing you to reach 

well beyond your existing network. No, their comments won‘t always be favorable, but if you 

believe you have a story worth telling, social media is one of the best tools you have for making 

others aware of who you are and what you do. 

Social media is about word-of-mouth marketing. As mentioned above, consumers are using 

social media to share news and information they believe their connections will find relevant. And 

they‘re also turning to their social networks for advice when they‘re looking to buy. This concept 

should be familiar — and enticing — to anyone in business because word of mouth has always 

been the best marketing vehicle. 

Fifty years ago, consumers could gather information about their choices from the phone book, 

but they still turned to their friends, neighbors and co-workers for advice. Today, even with all 

the information in the world just a mouse click away, they still do, and they‘re using social media 

to access those opinions. That represents a phenomenal opportunity for your business. 

Social media is about making a profit. Your business won‘t be very successful if you don‘t 

turn a profit, and you should only use social media when it can help you do exactly that. 

Companies of every size and type are proving that social media can help them increase sales, 

improve customer retention and acquisition and cut costs. Of course, others are proving that 

social media can be a huge drain on productivity and resources. It‘s all in the way you use it. 

Your job is to ensure that every resource you invest in social media provides a return. If not, it 

has no place in your larger marketing strategy. 

If you‘ve been hesitant to use social media because it seems foreign to you, consider this: 

There was a time when every aspect of running a business was foreign to you. You weren‘t 
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born with expertise in finance, management or marketing. And likewise, you know that 

neglecting these skills would make your business a lot less viable. Think of social media the 

same way. Learning how to use it isn‘t optional, and it‘s not dependent upon esoteric knowledge 

reserved for the young or the technically inclined. 

If you know business, you know social media. And what you know makes it very likely that you‘ll 

be successful in using social media to help your business grow. 
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Thank you 

I‘d like to thank the Greater Fort Wayne Business Weekly for giving me the opportunity 

to be part of their publication. I‘d especially like to thank Rick Farrant, with whom I first 

discussed the idea of a monthly column about social media, and Barry Rochford, who 

provides editorial oversight for the column. And if you‘ve ever taken the time to read one 

of these columns, I‘d like to thank you, too. Please feel free to contact me at 

ajjuliano@gmail.com with any questions or suggestions for future topics.  
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About Anthony Juliano 

An experienced trainer, writer, and marketing and social media 

strategist, Anthony Juliano approaches his work with one simple goal: 

to help others understand our changing communication 

environment. A graduate of Salem State College, Indiana University, 

and Indiana Tech, Anthony has worked with a wide variety 

of organizations, including Ivy Tech Community College, Tower Bank, 

Parkview Health, Barnes & Thornburg, and Do it Best Corp. Anthony 

also teaches communication, marketing, and social media classes 

as an adjunct faculty member at IPFW and Indiana Tech, and he 

maintains a blog at AnthonyJuliano.com. An avid runner, Anthony has 

completed five marathons. He lives in Fort Wayne. 

Connect with Anthony 

Email: ajjuliano@gmail.com 
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