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We all face the challenge

Of getting on the radar of 
potential customers and business 

partners. 
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The Waldo Factor-
Now you see himé
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Now you donôt!



What can social networking do

To help your overall visibility in a 
very crowded market?
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Social networking can

Â Allow you to define an area of expertise 

Â Help you & your company stand out

Â Become a lead generation tool

Â Position key staff members as subject 
matter experts
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Will it happen on its own?



Where do we start? Thereôs 
no roadmap, but

there is a 

process

that works.
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Decide to act!

Â Define your turf

Â Determine what you can do near term

Â Determine the best tools

Â Start slowly

Â Measure results along the way

Â Adjust, add, delete

Â Keep going
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Defining Your Niche: 
What is your competitive advantage?

Â Define in narrow terms, but in terms that 
resonate with your niche

Â Be able to substantiate the claim

Â Start defining the territory online, web site, 
blog, social networking profiles, webinars

Â Use traditional methods as well- writing,  
speaking & networking

Â Have a hub for your online activities



Now decide

Who you need to influence ïand 
where best to find them!



Soéwhat are the best tools 
for

standing out and standing apart 
from the crowd for government 

contractors?



Copyright 2010, Mark Amtower 13

Tools for differentiation

Web 
site

Blogs

Video

Assnôs

Speaking
White 
papers

Articles

Events

Audio/
podcast

Webinars

other
social

networks

LinkedIn
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Web 2.0 tools

Â Twitter

Â Webinars

Â Blogging

Â Podcasts/audio

Â Video

Â Social networks
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Twitter

Â A broadcast tool for companies, events, 
etc

Â Lots of irrelevant traffic

Â At present, not the most effective way 
to reach partners or prospects
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Webinars

Â A tool for detailed explanations & 
demonstrations

Â A platform for subject matter experts & 
thought leadership

Â Great tool for reaching niche audiences

Â Easy to use & deploy

Â Evergreen
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Blogging

Â Your own discussion forum

Â Great place for customer interaction

Â A platform for subject matter experts & 
thought leadership

Â Commenting on other blogs

Â Evergreen
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Podcasts/audio

Â Podcasts can be viewed as audio white 
papers

Â People digest information in different 
ways ïand audio is growing

Â Evergreen



Video

There are thousands of companies 
offering video ïserious, 

humorous
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Social networks

Â Plaxo

Â Facebook

Â TFCN

Â Govloop

Â LinkedIn



Plaxo

The online address book trying to 
expand. 

Look elsewhere.



Facebook

The college online phenomena 
that is trying to retrofit for 

business. 

Secondary.



TFCN

A network for contractors, but not 
the best use of time.

Secondary.



GovLoop

Promising, but struggling.

Secondary.



LinkedIn

Massive contractor presence & 
growing government presence.

Primary.
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Why LinkedIn?

Â All business, all the time

Â Fortune 1,000 are there

Â Top 100 government contractors are 
there

Â Over 1,000,000 business present

Â Any company can stand out here, but 
few actually do.



Amtowerôs version of Pareto

90 ï9 ï1

(Join the 1)
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My LinkedIn Story, part 1
(we all start in the same place!)

Â Member since February 11, 2004 
(among the first 250,000 to join)

Â Connections as of April 2007 ïabout 
150

Â Groups as of April 2007 ïabout 2

Â Recommendations ïless than 10

Â Best answers ï0

Â Excitement factor (On scale of 1-10) ï1.5
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6 reasons why LinkedIn can be 
one of your best marketing tools

Â Done well, a profile puts you in front of 
85,000,000 professionals. 

Â Provides a platform for attracting partners

Â A venue for prospecting for new clients

Â Create and support a ñsubject matter expertò 
or ñthought leaderò position

Â Develop a broader network

Â Maintain regular contact with your network

Â Help you identify prospects



Stake out your claim

Define your intellectual real 
estate
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My ñreal estateò



Your LinkedIn profile

Can become the main way you are 
found on the web, and one of the 

most visible ways you differentiate 
yourself in your niche 
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Donôt wait to be found!
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Benchmark where you are 
now on LinkedIn

Â # of connections

Â # of groups

Â# of ñbest answersò

Â Use of apps

Â other
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Building Your Profile

Â Do not post your resume

Â Make the summary paragraphs short and 
readable

Â Make company description uniform

Â ñSpecialtiesò ïlist these in comma separated 
format and use SEO-friendly terms

Â Add as many positions as you can that 
support what you want your profile to do
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Building Your Profile

Â ñAdditional information ò is where you can 
list your web sites, your interest, groups, and 
honors and awards.

Â ñContact settings .ò

Â What are you open to : consulting offers, 
expertise requests, reference requests, new 
ventures, business deals, getting back in 
touch.
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You want business? Give them 
a way to reach out now !
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Use the ñWhat are you doing 
nowò box regularly

ÂThis is where you ñtweetò

Â Post blog links

Â News links

Â Event info

Â Company info links

Â Hot industry gossip (try to break news)
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Reinforce the message
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Connections & recoôs
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7 secrets for populating your 
connections

Â Your current contacts
Â Co-workers & former co-workers
Â Those connected to your connections
Â Those in pertinent groups
Â Those who answer Q&A
Â Those viewing your profile
Â Those ñyou may knowò
Â Invite key connections from other social 

networks. 
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My FB profile



Bonus secrets for populating 
your connections

Look up those you read about in trade 
publications and those you meet at events: 
see if they are in your ñnetworkò ï

seek out the TLs and SMEs



Think ñThe Tipping Pointò

Mavens, connectors and sales 
people
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Finding your best prospects

Â Use keywords and industry phrases in your profile 
(and let them find you)

Â Have your webmaster make a list of all companies 
visiting your web site ïhave someone look up the 
companies on LI

Â Look up any companies that call in
Â Use the ñsearchò function
Â Look at your competitors connections & groups
Â When using the ñcompanyò search, always look at 
the ñCareer pathò - where employees were before 
and after employment with the company being 
searched
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Search, step 1
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Search, step 2
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Search, step 3
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5 ways to find the ñgroupsò 
germane to your business

Â Search groups using keywords and 
topics 

Â Look at the groups of industry leaders

Â Look at the groups of your connections

Â Use pertinent Q&A category and ask

Â Pose the question in your current 
groups: ñWhat other groups do you find 
useful?ò



Bonus tip on Groups

Start your own!
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3 reasons to start your own 
group

ÂFurther define and develop a ñsubject 
matter expertò position

Â Let people identify themselves to you

Â Define and develop a niche community

ÂYes, there are lots of groups, buté



Bonus reason(s) to start your 
own group

You control the membership, you set 
the parameters on discussion, and can 
you can email the entire group weekly



Group ownership caveat

Managing a group well takes time!
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How to leverage Groups

Â Start topical discussions

Â Comment on other discussions

Â Post article links

Â Post blog links

Â Ask questions (research)
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Start interesting discussions


