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Recently, I read a great article by Ellie Mirman through LinkedIn postings. It was 
on Hubspot's inbound marketing blog. It was all about lousy advice on social 
media. I liked, learned, and thought I would share some of the top bad pieces of 
advice concerning social media and sponsorship. 
  
As Ellie notes, there are lots of "experts" on social media out there. Some are 
great at what they do, and in my mind, are true experts like Shannon Bowen-
Kelsick, our long-time social media guru at Partnership Group - Sponsorship 
Specialists™. Another is communicatto, our partner in social and digital media 
that adds its expertise to ours to ensure our clients get the best possible support 
for social and digital media in the sponsorship arena. And there are others that 
know, live, and breathe this space and whom I call experts. 
  
But then there are those who have opened a Facebook account, send a few tweets, 
and call themselves experts. There are people I see on LinkedIn that I have 
known for years, conversed with in the past few months about their jobs, and 
then all of a sudden, they are "social media experts." Man, some of these people 
think the reference to "handle" still refers to their three-speed bike gear shift. Or 
they have set up a web site and think they know social media strategy. It is these 
people I am wary of. The following is the sort of advice they might give you.... and 
it is bad advice in the social media space, especially with regard to sponsorship! 
  
1. Email is passé and you don't need it. I hear that in today's world, you only 
need to use texting, Twitter, Facebook, and other social media platforms. Wrong. 
As Ellie noted, the day Oprah signed up for Twitter and user registration 
skyrocketed, we didn't all cancel our email accounts. Ellie has been using Twitter 
for five years, Facebook and LinkedIn for even longer, and she lives in her email. 
Social media didn't render email marketing extinct; it just added another 
integrated channel to make email even stronger. Just as sponsorship programs 
will not eliminate traditional advertising channels, they will enhance and 
integrate them to deliver better value. Remember, one of the first steps in signing 
up for a social media account is usually to provide your email address. 
Communicating via social media, in some cases, is the same as communicating 
via email. 
  
For example, a LinkedIn group message is emailed to the group members via 
LinkedIn. On top of that, many people still prefer email for communication, or 
prefer different types of content via email vs. social posts. In fact, more people 
receive and open the weekly Tuesday Morning Commentary via email than 
through social media links and platforms! 
  
2. You need to focus on a specific platform!  Many of these "experts" claim 
that you need to focus in on Facebook, Twitter, Pinterest, or whatever. You 
should want to focus your social media marketing efforts, Ellie concludes, but at 
the same time, no single social media site is the Holy Grail. Experiment with a 
few sites, determine where your audience hangs out, and focus on the few that are 
the best fit for your company. It is just the same in sponsorship. Determine which 
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properties and assets within those properties work for you. Just because someone 
else is in golf or the arts doesn't mean your target audience is. 
   
3. At the other end of the scale, we are often told by these self-proclaimed "gurus" 
that you need to be on every social network. Wrong again! Ellie points out 
that, if you have limited time and resources, don't spread yourself too thin by 
trying to maintain an active presence on every social media site. Research and 
learn about the makeup of the audience that populates each social network so you 
can determine where you should focus. If your audience isn't there, don't waste 
your time. And as new social networks pop up (as they do all the time), feel free 
to experiment with them, but be ready to let them go if they don't work for you. 
Let your analytics be your guide.  
  
   
4. You can automate your updates.  Ellie clearly notes that social media can 
be time consuming, so automation of your updates is, of course, appealing. But 
the tough reality of social media is that it's all about people talking with people, 
and people can easily see through crap-especially automated crap. Automating all 
your updates screams, "I don't care about actually being here. Just come read my 
content." While it's okay to automate some content, e.g., your latest blog articles, 
you still need to support that with real conversations and interactions with your 
network. Like sponsorship, social media is about interaction, engagement, and 
relationships. Without these core elements, you have nothing more than a 
supplier-buyer agreement. Don't fake the relationship. Be true and honest to 
what you do in sponsorship and social media. 
 
5. We often hear from the self-proclaimed gurus that "the more you publish 
and the more sites you are on, the better."  That's not true. Just like in 
sponsorship, a brand cannot be everywhere effectively, and just because you 
seem to appear everywhere does not mean you are achieving your goals. In the 
social media world, simply having a presence on multiple sites and spraying your 
content as much as possible won't work. Yes, more content is better because it 
gives you more valuable social media fodder, but you need to make sure all your 
content is high quality; otherwise, people will see straight through the crap. 
Unfortunately, people are being overwhelmed with more and more content. This 
means the bar for remarkable content is starting to rise, and to be successful, you 
need to make sure your content reaches that high bar.    
  
6. You can just outsource your social media and not worry about it. Ellie 
clearly points out that social media is a way for you to communicate with your 
audience, which means it not only needs to be your voice, but the content of the 
conversations also needs to be based on your expertise in the industry. Not just 
anyone can talk about the challenges and trends that your customers face, 
especially if you are in a niche industry. In fact, as Ellie comments, we've seen 
instances of social media outsourcing (combined with automation) go terribly 
wrong for some businesses. 
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For more information and to read the other 20+ pieces of bad advice about social 
media from Ellie, be sure to visit this blog http://blog.hubspot.com/blog/. 
 
	  


