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LON SAFKO

Lon Safko is a remarkably creative person. He is the creator of the “First Computer To Save A Human Life”. That com-
puter, along with 18 inventions and more than 30,000 of Lon‘s papers, are in the Smithsonian in Washington, D.C. He
has created numerous hardware and software solutions for the physically challenged, developed the first CAD software
for civil engineers, designed the archetypes for the Apple Newton & Microsoft’s Bob Operating Systems He is also
responsible for those handy little Tool-Tips help-balloon pop-ups!

Lon been recognized for his creativity with such prestigious awards as; The Westinghouse’s Entrepreneur of the Year,
Arizona Innovation Network’s Innovator of the Year, The Arizona Software Association’s Entrepreneur of the Year, twice
nominated for the Ernst & Young / Inc. Magazine Entrepreneur of the Year, and The Public Relations Society of Ameri-
ca’s, Edward Bernays, Mark of Excellence Award, and nomination as a Fellow of the nation‘s Computer History Museum.
Lon has also been featured in Entrepreneur Magazine, PC Novice, and Popular Science Magazines just to name a few.
Lon was recently selected by the Smithsonian to represent “The American Inventor” at their annual conference.

He is the founder of nine successful companies, including Paper Models, Inc., which uses downloadable three-
dimensional models in business advertising, promotions, and education, which is being considered as an acquisition.

Lon is an author of remarkable breadth, writing five innovative books. His books have shown corporations how to train
managers to think creatively, detailed the secrets of launching a successful on-line business, offered advice to new home
owners on reducing building costs, and related amazing stories about the serendipity of life. His latest book with John
Wiley & Sons “The Social Media Bible,” unlocks the mysteries of the hottest new Internet wave, Social Media, such as
Facebook and YouTube. This book is transforming corporate and non-profit marketing strategies and how they use these
new media to reach their desired audiences with power messages and efficiency.

Lon is a professional speaker, wowing audiences in a hundred cities nationwide with his insights into innovation, creativi-
ty, and how to a successful entrepreneur / intrapreneur in this global digital age. Said one executive of First American
Title Insurance, “This is the best seminar I’ve been to in 25 years.” Teledyne said Lon‘s seminars are “Informative and
entertaining, packed with useful information.” And the U.S. Postal Service called Lon’s seminar “inspiring and motiva-
tional.”

Lon also privately coaches Fortune 500 companies on harnessing Innovative Thinking to create higher productivity and
profits. These on-site visits and personalized presentations help corporate, government, and non-profit executives
improve their operations and performance by capturing the innovative potential now wasted or overlooked. As Lon says,
“When you start to see your world in a different perspective, you see new ways to do everything!” Lon Safko sees the
world in a new way every day.
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BUILDING A FOUNDATION FOR SOCIAL MEDIA SUCCESS
Book Excerpt

“Social media is about enabling conversation among your audience or market,”
write coauthors Lon Safko and David Brake in The Social Media Bible (John
Wiley & Sons). “What are you trying to get them to converse about? Things that
will help you generate revenue or increase company profits, of course.” This
excerpt from The Social Media Bible describes the four pillars necessary to sup-
port any social media strategy:

Think of your social media strategy as a platform supported by four pillars. You
really need all four pillars in order to stabilize the platform and make the strategy
work. Those four pillars are:

1 Communication
2 Collaboration
3 Education
4 Entertainment.

These four pillars are categories of audience engagement and before you can
master them you have to stop and consider what you‘re already doing and the
results you’re either getting or missing.

What Are You Really Communicating?
One of the problems with many traditional means of communicating with your
audience is that you cannot accurately measure the impact of your communica-
tion strategy…. With some social media tools, you can measure things that even-
tually translate into something on your company profit-and-loss statement. For
example, let‘s say you develop a monthly newsletter delivered via email. Your
email might include a special discount offer with a link to your website where
your customer can request more information or place an order. These requests or
orders can be measured and a cause-and-effect relationship can be determined.

If email strikes you as too traditional a communication strategy, consider the
value of measuring traffic on your own YouTube channel or your blog. Whatever
content or message you post, the number of views, visits, or subscriptions can be
measured. More importantly, you can get feedback on ’‘what’‘ you are commu-
nicating because your audience can comment on your communication. You can
even measure the number of comments.

In Celebration of Collaboration
Many people think of collaboration in terms of a process to be managed rather
than a set of tools to be engaged. Thus, you might say that brainstorming ses-
sions, conference calls, and company strategy retreats are among your current
methods of collaboration. You might even argue that the telephone and the office
copy machine facilitate collaboration. Indeed, these may be effective methods for
your company, and they may lead to desirable results, but what if the process of
collaboration itself became a highly valued product?

Earlier in this book you were introduced to the Wiki, a social media tool that
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allows you to collaboratively create and edit content. Assume for a moment that the content you want to create
is a best practices manual for a process or procedure that is a core part of your business. For the sake of this
discussion, it really doesn’t matter what that process or procedure is; it could be a guide to diagnosing prob-
lems in turbine engines or a how-to manual for call center managers. By establishing a company Wiki, you can
enable your employee community to collaborate in ways that have never been possible before; they can create
and maintain a dynamic productivity tool that is regularly altered and improved. You can leverage their collec-
tive wisdom for the benefit of your organization. In effect, the Wiki becomes not only a method of collabora-
tion but a product of collaboration as well.

Is it possible or even advisable to get your customers and prospective customers to engage in some form of col-
laboration that will benefit your company? The answer is yes, but the concept can be a bit counterintuitive.
After all, imagine what kind of things your customers could say about you if you were to enable that conversa-
tion through one or more social media tools that allow them to interact with and influence one another. Talk
about the good, the bad, and the ugly. Ask yourself this, however: Do you gain more by sponsoring or at least
endorsing this kind of conversation than you do by running from it? Arnold Kim‘s MacRumors.com, attracts
4.4 million visitors a month, most of them eager to get the inside scoop on Apple products or exchange infor-
mation, gossip, and user tips. If you were Apple Computer would you endorse this kind of community or
would you look for an opportunity to participate in the conversation and perhaps influence this community?

Engagement through Education
Many of us have had the experience of standing helpless and hapless in front of a plumber as we try hard to
understand what the problem is and what the solution will cost. At moments like these, you tend to appreciate
an avuncular instructor. You feel better—though not always financially relieved—to get a quick plumbing les-
son right there in your flooded basement. You realize that your plumber has expertise, and when that expertise
is combined with an ability to effectively educate you about your home’s plumbing, you have been engaged by
the plumber‘s expertise.

One real-life plumber who has turned his expertise into content is Big Tony the Plumber. A licensed master
plumber, Big Tony joined YouTube in November 2007, and now has his own YouTube channel with approxi-
mately 5,000 channel views and nearly 200 subscribers. One of his videos has had over 35,000 views. If you
visit his site, you’ll see that he has archived a series of videos that address your everyday questions about
plumbing. You can even submit questions to Big Tony. In converting his expertise into content, he has also
managed to get Google ads to frame his videos. He‘s even generating product placement revenue; in one of his
videos he praises the benefits of the Koehler Power Flush toilet as he demonstrates its operation. Clearly, Big
Tony has discovered the importance of converting his expertise into content.

Your ultimate social media strategy should leverage your expertise and/or the expertise of people within your
company. You should consider leveraging the expertise of your customers as well.

Now That’s Entertainment
If kitchen blenders can find a starring role on YouTube, there‘s reason for just about any business to be opti-
mistic about the prospects of entertaining your audience by finding those attributes of your product or aspects
of your company that others might consider entertaining. Be cautious, however, because entertaining doesn’t
necessarily mean funny. In fact, humor can be dangerous terrain to traverse. What some people find funny is
patently offensive to others. Christian Lander‘s blog site, stuffwhitepeoplelike.com, is a fitting example of con-
tent that many people find hilarious and others inappropriate. Lander is building a brand around an audience
who enjoys an opportunity to self-deprecate, but his brand of sarcasm and irreverence could prove disastrous to
other product offerings.
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Don’t be afraid to experiment, but try to be interesting and compelling rather than running the risk of missing
the mark with something that the majority of your audience will not find funny. This applies to internal audi-
ences as much as it does external audiences. That said, don‘t avoid humor altogether, just respect it. It may be
exactly what your strategy needs.

About the authors: Lon Safko, is a social media strategist and professional speaker, as well as the founder of
eight successful companies. David Brake is CEO and founder of Content Connections.

“Mastering the Four Pillars of Social Media Strategy” is reprinted by permission of the publisher, John Wiley
& Sons, Inc., from The Social Media Bible, by Lon Safko and David Brake. Copyright 2009 by John Wiley &
Sons, Inc. All rights reserved.
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