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We published the Guide to Social Media for two purposes: 1) to insure your firm 
remains informed and competitive and 2) to help your firm grow revenue and 
improve its profitability.  Social media platforms are impacting how firms create 
and maintain relationships and changing the tools used to conduct business. 
This publication explores these new realities and reveals how your firm can take 
advantage of them.

While we do not attempt to offer a complete reference or evaluation of the 
many tools available, you will find a summary of how to get started which can 
save numerous hours.  Most of you are not interested in becoming social media 
experts, and that is certainly OK.  In fact, be cautious of those who claim expertise, 
because social media is a rapidly expanding and dynamic realm.  Understanding the 
accounting industry is as important as understanding the tools when developing a 
social media strategy for your firm.  The cost in dollars is generally insignificant, but 
the cost in time can be substantial with no guarantee of a return on your investment.  
This Guide will help your firm maximize the potential while minimizing the risk.

David K. Brake, co-author of The Social Media Bible, and his partners surveyed over 
1,000 professionals who earn in excess of $100k annually.  While none of those 
surveyed could define social media, 99.1 percent said they understood that social 
media would have a significant effect on them and their businesses.  

Don’t feel alone if you are struggling to understand its importance and how these 
evolving networks and tools will 
impact your firm.  Make the decision 
now, however, not to control social 
media as such, but to influence it for 
positive results.  We will explain more 
about the reasons later.  

From a business perspective, social 
media is about enabling conversations and relationships that - in time - have 
potential to become profitable.  Trust and influence form the foundation upon 
which all economically viable relationships are built. 

L. Gary Boomer
Tom Hood

Introduction

Most of you are not interested in 
becoming social media experts, and that 

is certainly OK.
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Put simply, social networking is the interaction between people in a group who share 
a common interest. It is what you have been doing throughout your career. Joining 
professional associations, industry groups, faith-based groups, rotary, chambers 
of commerce, and other organizations are traditional ways one “networks”. The 
difference today is that new social media tools and technologies provide unique and 
powerful means to extend one’s reach among numerous networks.

Instead of mere face-to-face networking, many tools (mostly free) allow you 
to manage and multiply your networks with ease. Two researchers at Forrester 
Research, Charlene Li and Josh Bernoff, refer to this phenomenon as a 
“groundswell”. In their book, Groundswell, Winning in a World Transformed 
by Social (Media) Technologies, Li and Bernoff describe the groundswell as a 
“spontaneous movement of people using online tools to connect, take charge of 
their own experience, and get what they need – information, support, ideas, and 
bargaining power – from each other.” 

Social media technologies encompass the tools that have enabled social networking 
and fostered the “groundswell”.  The term Web 2.0, is  occasionally utilized as 
a descriptor, but social media and social media technology are the best and most 
accurate.  No doubt you are already using, or are familiar with,  many of the online 
tools associated with social media. These include LinkedIn, Plaxo, Facebook, 
YouTube, Wikipedia as a reference and eBay for auctions and shopping.

Some view social media as disruptive, probably because they do not understand 
fully how it works. In the past 125 years we have seen numerous “disruptive” 
technologies, such as automobiles, telephones, railroads, airplanes, computers, 
fax machines, and laser printers - just to name a few!  Most people avoid and fear 
what they don’t understand.  Because some are afraid or too suspicious to act, 
opportunities abound for those who move first.  

Social Media technologies are disrupting the entire publishing industry. It used to 
be that only a handful of media companies, publishing groups and privately-owned 
newspapers could publish for wide audiences.  Today social media is changing the 
way people live and conduct business by offering inexpensive ways for anyone to 
publish, store, search and access information, illustrations and data.  This is called 
blogging (shorthand for weblog) in social media speak. It provides simple ways for 
anyone to publish to the web. 

What Is Social Networking?
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You may have also heard the term “blogosphere”, which has been described as a 
“collective conversation” in “communities where information links, photos, and 
other forms of media are easily and frequently shared, where elaboration can be 
offered, disagreements can be aired, and comments can be posted” (Source: The 
Corporate Blogging Book by Debbie Weil attributed to TrustMedia – a whitepaper 
by Edelman & Intelliseek). The primary differences between blogs and web pages 
is that blogs are two-way (conversation versus broadcast) and are simple to publish 
without any knowledge of web programming. 

Social networking and social media are a generational phenomenon emerging 
from the Millennials (b. 1982-2002).  Today’s emerging workforce is the most 
connected in history. Millenials have grown up online and are masters of web 
technologies. The Internet, mobile computing and related technologies and services 
are ubiquitous to this generation (which has fueled adoption).  Nearly everyone 
uses social networking to some extent – and many orient their lives around it. From 
planning parties with friends to engaging with charitable causes, social media is the 
lingua franca of this generation. 

The culture created by social networking tools has rapidly found a home in the life 
of many. It is not going away and, in fact, will only become more deeply ingrained 
in individual habits over time.  This guide aims to provide the knowledge and 
confidence your firm needs to leverage as well as profit from these new tools.  You 
don’t have to know how to build a watch, 
but you should understand how to tell 
time.  Don’t be left behind and wonder at 
what’s going on around you until it’s too 
late.

The culture created by social 
networking tools has rapidly found 
a home in the life of many. It is not 
going away and, in fact, will only 
become more deeply ingrained in 

individual habits over time.
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“Social media = Business. Period.”
 – Gary Vaynerchuk, author of Crush It! And creator of www.tv.winelibrary.com

“CPA firms are all about people and relationships. So if you are about people and 
relationships, social media is just another dimension of that relationship. People keep 
thinking it is all about the technologies and it’s not. It is really about the relationships.” 
– Tom Hood’s interview with the Journal of Accountancy in May, 2009.

CPAs should care about social media for three important reasons.

1.  It is one of the most effective branding and marketing tools available 
(Marketing 2.0).

2. It can generate exponential returns for your firm (Socialnomics).
3.  It significantly increases the ability to connect to more people, manage 

relationships and deal with the ever-increasing volume of information in our 
lives (Personal Branding).

4.  It can be a terrific tool for recruitment and retention of those in the 
Millennial generation.

Marketing 2.0

Where do potential clients turn when they seek a CPA with expertise in a specific 
area? A recent search for “dental CPA” turned up 9,420,000 entries via Google. Do 
you know how a mid-sized CPA firm from Towson, Maryland ended up as number 
three on the first page? If you thought paid advertising, you are incorrect. They 
are there because of social media tools. This firm started a niche blog then added 
multipliers like Twitter, a Facebook fan page and a Linkedin company page. In 
addition to obtaining the coveted first page in a Google search, they also ended up 
on the front page of the Wall Street Journal in an article about the dental industry. 

More stories abound of small firms and even sole practitioners who used these 
tools to land on the cover of the Wall Street Journal and industry magazines, 
acquire clients and popularize their brands.  Research shows that these tools (blogs, 
Linkedin, Facebook, Twitter and others) are the number one, and most inexpensive, 
way to boost SEO (search engine optimization) and traffic to your core website.

Why Soical Media Matters
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Socialnomics

Most people seek out the opinions of others before making a major purchase.  Close 
friends, business associates and others who have made a purchase or experienced an 
event beforehand can provide valuable advice. (Consider the impact of film reviews 
– there’s a good reason why some movies are not submitted to journalists for review 
before they are released!) 

This phenomenon, sometimes called  “socialnomics”, is a force that harnesses the 
power of social media’s tools and culture of connectivity.  Shopping on Amazon.
com, for example, makes it easy for buyers to leverage the opinions of others and 
discover suggestions for alternatives. (Notice how Amazon.com suggests books or 
other items you might want to buy.)  

It is not difficult to imagine a time when clients will rate the work of tax return 
preparers based on criteria such as 
timeliness, accuracy, value and overall 
experience.  Tools to do this are already 
available today. Networking websites 
essentially act as free focus groups. 
Advertising is less effective at influencing 
consumers than the opinions of peers. If 
you don’t incorporate social media into 
your firm’s business strategy, it is destined 
to fall far behind its competition.

Social media is far more than a list or directory of users – it’s a tool to build business 
by acquiring new clients while promoting services to existing ones.  (Consider that 
clients who purchase multiple services from a firm tend to remain clients longer 
than those who only purchase one service.) Social networking tools help streamline 
the client acquisition process and eliminate the redundancy elicited by numerous 
email messages and document versions.

Personal Branding

As online culture has become commonplace, extending and fortifying relationships 
via the Internet is now an accepted way to do business. Social networking allows 
a firm to establish and promote a unique identity or “personal brand” that can 

Maintaining control [of the 
confirmation process] includes 
performing procedures to verify 
that the confirmation is being 

directed to the intended recipient.
ASB Auditing Interpretation (AU 

9330.04)
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be leveraged via the online culture to protect against commoditization. Personal 
brands have significant impact in today’s web-based economy. Communications and 
relationships are personal.  People comprise a firm, and it is advisable to have many 
personal brands that integrate with a firm’s brand (based upon its core values). Your 
brand is determined by how people feel about you.  Do you provide value?  Are you 
passionate?  Are you approachable?  Do you share? The process is no different that 
networking at a Rotary. Today it is possible 
to manage many more relationship in less 
time via social media tools.  Nevertheless, 
the Internet has not removed the 
importance of the “human” factor.

Social networking moves beyond the 
occasional “meet and greet” to a near 
constant connection with your clients and staff via a personal brand.  This is why the 
development of a personal brand is so important. A personal brand has three parts:

•	 	You	must	be	willing	to	give	away	some	knowledge.		Don’t	worry	about	what	a	new	
client	can	do	for	you.		Worry	about	targeting	the	right	prospects	and	knowing	what	
you	can	do	for	them.		Don’t	invest	time	with	people	who	don’t	meet	your	criteria	or	
client	profile.

•	 	Help	others	get	what	they	want.	Seek	out	their	pains	or	dangers.	Think	about	those	
in	your	network	who	can	help	them.	Your	network	may	include	others	in	your	firm	
as	well	as	relationships	outside	the	firm.		Send	links	to	information	they	will	find	
valuable.

•	 	Build	relationships.	Conversations	are	an	integral	building	block	of	any	relationship.	
Use	social	media	to	promote	conversations	that	lead	to	long-lasting	relationships.	

Social media has instigated a paradigm shift with respect to personal privacy for 
people across the globe.  Even just a few years ago it was considered a best practice 
to keep one’s name and personal identifiers private, especially when engaging with 
the Internet.  Facebook and MySpace have changed that. People are now public 
about who they are and what they believe in a bid to grow personal networks, 
brands and business.  

A firm’s greatest assets are its people and the knowledge they possess. Social 
networking helps promote the unique abilities of your team and the value they 
bring to your clients. Because of the efficiency and collaborative nature of social 

The fake signature of a legitimate 
employee from the bank was used 
by Parmalat executives to “verify” 

almost $5 billion. 
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networking platforms, increased productivity is a given when firms utilize these 
tools. Social networking also promotes learning by facilitating easy access to 
common channels of knowledge. These channels are easily coordinated and updated 
to allow for maximum relevance and insight. 

Recruiting & Retention

Did you know that Ernst & Young’s Career Facebook page has over 41,524 fans 
(members)? Or that the average accounting college senior has a network of 1,000 
“friends” among social networks? (Source: Maryland Association of CPAs social 
networking poll of college seniors). Many of these students use Facebook constantly 
as a result of wifi and mobile phone applictaions.  In order to be relevant and reach 
the next generation of workers, you have to go where they are. That means you 
must be on the hottest sites they use, which is currently Facebook. 
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What are the main tools and how should you use them?

Social media tools comprise three primary categories: 1) Listening 2) Sharing and 
publishing and 3) Social Networks and Community. All of these work together 
to build a firm’s reputation and brand, serve as a barometer of the marketplace, 
and promote the organization (especially via a firm’s website). Think of them as 
extensions and amplifiers of all the existing “physical” marketing and networking 
activities that your firm does.

The marketing 2.0 graphic provides a clear illustration of how this works. Think 
of all of these platforms as a continuous circle that allows your firm to tie all of its 
content in lots of different places together for one purpose: to increase its ability 
to get noticed by clients and potential clients. All of these tools help amplify your 
presence in the marketplace, differentiate your firm, and increase traffic to your 
primary website. You can use one of them or many of them, depending on your 
core objectives.
  
Source: copyright permission granted - Maryland Association of CPAs and the 
Business Learning Institute

Listening tools

Before you take the dive into social media, start by listening and familiarizing 
yourself with the “blogosphere”. Utilize “readers” to grab news and blog feeds 
from sites you enjoy and find helpful. This is an important step, because it helps you 
digest content easily and while avoiding inbox bloat.

The most popular blog readers are Google Reader and Bloglines (online) as well 
as the desktop client FeedDemon. These aggregate RSS feeds (RSS = Real Simple 
Syndication) into a single dashboard, automating the “following” of various news 
and blog websites. Feeds can be categorized into folders by topic or keyword search.

Getting Started
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Sharing and publishing tools

These are tools you can use to publish content on the web as well as drive traffic to 
your firm’s website. 

www.Youtube.com & www.Vimeo.com are two of the most popular video sharing 
platforms. You can buy an inexpensive HD Flipcam and easily upload and publish 
videos of events and people at your firm. By tagging these with keywords that others 
may use as search terms, you will increase your SEO (Search Engine Optimization) 
and “findabilty” by customers and potential customers.

www.Slideshare.net is a free social media site for publishing presentations. It is useful 
for posting marketing and other presentations your team creates for widespread 
public distribution. The site accepts PowerPoint™ as well as PDF and allows for 
integration with Youtube videos. Again, this is another way to establish your firm as 
a thought leader while driving traffic to your primary website. The same “tagging” 
rules mentioned earlier apply. 

Blogs (i.e., “weblogs”) are the most powerful publishing tools in the social media 
toolbox.  The most popular blog platforms are Blogger, Typepad, Wordpress, and 
Tumblr. A blog is the single most effective marketing tool. The most effective blogs 
involve periodic (daily, several times per week, weekly) “conversational” posts that 
communicate the author’s insights, tips, opinions, and advice. They should support 
multiple authors and range from specific topics to broad, general issues. Use this 
tool to establish a niche presence or promote certain expertise or thought leadership 
from within your firm. The tagging rule applies here, also (are you beginning to see 
the pattern?). Using links and referring to other sites can create reciprocity that will 
get you noticed faster. Again, when possible you should point your readers back to 
your primary website. 

Social Networks & Community

These are the big networks most associated with social media. They are public and 
typically free to use. (Private networks like the Boomer Knowledge Network and 
Ning are group-specific and offer higher-level interaction and collaboration.)
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Here is a rundown of the most popular free social networks:

LinkedIn is a professional’s version of Facebook - a social networking site for 
business professionals and groups. It follows the “six degrees of separation” concept. 
Tom’s LinkedIn network, for example, comprises 229 “trusted connections”, 
25,000 second level connections (friends of friends), and 2,057,400 third degree 
connections! That in a nutshell is how these networks work.

Plaxo is another business/professional network similar to LinkedIn. Both offer 
recommendations of people you may or “should” know, a feature that comes in 
handy as you try to build your network.

Facebook is THE application of choice among college students and recent 
graduates. In fact, many CPA firms are already using Facebook to reach the college 
student community via Company Profile pages and groups.

MySpace has evolved and now focuses primarily on the high school and music 
communities. In most cases it has less apllication for firms than other sites 
mentioned in this list.

Twitter is a micro-blogging site that limits individual posts to 140 characters or 
fewer. I (Tom) have made more valuable connections using this tool than any 
other. You will find a vibrant community of CPAs, CFOs, regulatory watchers, and 
others who provide helpful insights and information about important topics in the 
accounting industry. In fact, the SEC, IRS, GAO and many other similar groups all 
post to Twitter.

Bringing it all together

The first rule is to start with your firm’s strategy. What is most important to your 
firm at this point?  Answer that question, then create your “social media” strategy.  
You will find a great social media strategy “mindmap” made for CPA firms in the 
Mindjet CPA edition (www.mindjet.com use code MACPA to get a 10% discount). 
What do you want to accomplish? Do you want to promote a niche or specialty 
service line, recruit talent, be a thought leader or connect clients and potential 
clients to your firm? It’s likely that your firm wants to do most if not all of these, but 
clearly defining a strategy will help you understand what’s most important at this 
time.
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The Four Pillars

A typical social media strategy is supported by four pillars:

•	 Communication
•	 Collaboration
•	 Education
•	 Entertainment

There are many types of communities that members of the accounting profession 
may wish to join based upon these four pillars: intra-company, affinity, purpose or 
vertical and horizontal communities.  Most people belong to multiple communities 
based upon what they seek.  Make it a goal to get your best clients as valued 
members of your digital community.  An amazing website is no longer a luxury.  
Today your website is the first interaction with your brand.  Make sure the first click 
meets expectations.  A functional website with a creative flair is most important.  
You may want to consider a full-service, digital marketing and communications 
provider or agency.

Firms should build communities around content.  A community manager is also 
necessary as well as people who promote the community (evangelists).  Many are 
moving away from large, horizontal networks like Facebook to purpose-drive or 
filtered networks.  At Boomer consulting we offer the BKN (Boomer Knowledge 
Network).  Expect members of your network to connect to 5-10 other niche 
networks.  In order for firms to benefit from social media, they must become a part 
of the community. Deciding to embrace social networking in your firm is not only 
logical (because of the reasons outlined above) but essential in today’s marketplace.

Having a presence among the social networks helps ensure your firm can leverage 
“social capital” to promote its people and services. Also important to social media 
marketing is giving in order to receive.  Do not expect your community to embrace 
your firm and instantly increase revenues.  It is no different than attending a firm 
Rotary meeting.  Plan to contribute value if you want to receive value from the 
relationships.  If you build trust and community by providing value, more business 
will happen.  Patience is a virtue.

Content is king. With great content you can attract an audience whose interests, 
activities and needs can be monetized.  There are three compelling reasons your firm 
should consider publishing content to your community of clients:
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•	 Survival
•	 Increased	revenues
•	 Higher	margins

People like to belong and interact with groups that have similar goals and interests.  
You can influence, but you can’t control a community.  User generated content 
should be strongly encouraged, but don’t expect everyone to contribute.  Expect 
a small percentage of contributors, but most will comment, refer the content to 
friends or at least read the content.
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Five ways to get started

1.  Create a digital footprint – Create profiles on Facebook, LinkedIn, Google 
and Twitter. It is almost as important now to reserve firm and individual 
names as it was to take ownership of your firm’s unique URL back when the 
web was in its infancy.

2.  Start listening – Use Google Reader or Bloglines to read (and listen) to 
conversations in the blogosphere. Find and follow people on Twitter whom 
you find interesting. Consider your firm’s niches, CPA professionals, your 
clients’ industries as well as media. Some good resources are  1) the Top 
50 Blogs in Accounting by Biz.edu (http://www.onlinembarankings.net/
blog/2008/08/the-numbers-top-50-accounting-blogs/); 2) Blog search 
www.blogsearch.google.com; and 3) Twitter search www.search.twitter.com. 

3.  Make friends – “Power friending” is a term used by social media users 
when one finds a person of interest and explores his or her connections and 
networks to find even more thought leaders. This process includes leaving 
comments on blogs, “retweeting” links and comments and referencing 
content (and links) when you post to any of your chosen social network 
platforms (e.g., Twitter, Facebook, LinkedIn).

4.  Create and share – Start a blog and share articles, links, and other items 
of note. It’s important to offer perspective as well as invite conversation 
(comments and  questions).

5.  Recognize & reciprocate – One of the most important concepts in social 
media is to promote yourself (or your firm) by promoting others first. Make 
sure you are attributing any content or references to the appropriate authors 
or sources. This is an ethical “must” and powerful way to build an online 
network. When you make references, it draws others to the source along 
with you you. Before long you will have a diverse and helpful network if you 
follow this plan.
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Make your website relevant

The chances are good that your firm has a website.  Is it a liability or an asset?  Is 
it interactive?  It is not about the home page, but everything that comes after the 
home page.  Your home page is simply for branding and recognition.  Do you know 
the traffic on your site?  How many visitors did you have last week?  How many click 
throughs?  This can all be measured by Google Analytics or other free or inexpensive 
tools.  Search engine optimization is important.  A few quick tips on your website.

•	 Decide	upon	your	website’s	objectives.
•	 Never	use	serifs.		It	is	the	most	legible	font	for	print,	but	not	on	the	Web.
•	 Page	titles	should	lead	with	strong	key	word	differentiators	and	not	the	firm	name.
•	 	Carefully	choose	the	platform.		It	will	probably	be	most	affordable	to	source	even	if	

you	do	learn	how	to	create	and	modify	web	pages	and	blogs.
•	 	Kickapps.com	is	a	web-based	platform	that	makes	it	easy	to	add	a	wide	array	of	

social	features	to	your	website.	
•	 	A	picture	is	worth	a	thousand	words.		Take	lots	of	pictures	-	any	digital	camera	

will	provide	the	quality	you	need.		Check	out	sites	like	www.flickr.com	and	www.
creativecommons.org.

•	 	An	audio	podcast	is	worth	a	thousand	pictures	and	a	video	is	worth	a	thousand	
audios.	Audacity	or	GarageBand	are	inexpensive	sound	editing	software.		You	can	
easily	syndicate	a	podcast	at	PodBean	and	iTunes.		A	seven	minute	attention	span	is	
the	maximum	for	most	people.

•	 	YouTube	and	iTunes	are	the	top	video	sites	for	marketing	and	training.		Check	out	
iTunes	University	to	get	an	idea	of	what	can	be	done.
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Social Media Tools

The Maryland Association of CPAs (www.macpa.org) has developed a free on-line 
self-study blog just for CPAs. WWW.CPALearning2.com is a blog with a series of 
34 exercises you can do in fifteen minutes a day to learn about social media tools 
and technologies. You can learn about blogs, blog readers, RSS, wikis, Facebook, 
LinkedIn, and even Second Life in a “by CPAs  for CPAs” context. Don’t miss your 
chance to get ahead of your children and your competition with these important 
social media technologies. 

www.Jott.com - Converts voice to text.
www.Skype.com - Voice over IP telephony and videoconferencing.
www.google.com/talk - Chat within iGoogle and Gmail
www.twitter.com - Micro blogging
www.WindowsLive.com – Microsoft’s social network
www.doodle.com - Offers polls for options other than dates; Outlook integration
www.GoToMeeting.com - A cost effective easy-to-use online meeting solution
www.GoToWebinar.com - For larger audiences; features polls, surveys, and reports
www.adobe.com/products/acrobatconnectpro - Web conferencing software
www.gmail.com - Email with Google apps
www.LinkedIn.com - The dominant social network for business 
www.constantcontact.com - Email newsletters and online surveys
www.slideshare.net - Share presentations publicly or privately
www.wikipedia.org - Today’s encyclopedia 
www.wordpress.com - Blog software
www.blogger.com - Blog software 
www.google.com/alerts - Automatic alerts when someone uses your name
www.google.com/reader - RSS reader
www.zoomerrang.com - Survey tool
www.surveymonkey.com - Survey tool
www.digg.com – Content aggregation service
my.yahoo.com - Content aggregation service 
www.yelp.com - Online rating service for restaurants and shopping
RSS2.0 - Rich Site Summary
www.FeedBurner.com - Notifies audience of new content
www.google.com/search - The famous search engine
www.icerocket.com - Blog search engine
www.technorati.com - Search the blogosphere
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Other Resources

CPASuccess blog (A blog by the Maryland Association of CPAs)  has an extensive 
set of social media posts  http://www.cpasuccess.com/social-media/

Making Social media Work for You – an interview with Tom Hood by the Journal of 
Accountancy, May, 2009 http://www.journalofaccountancy.com/Multimedia/
TomHood.htm

How to Leverage Social Networking, Journal of Accountancy, August, 2009 
http://www.journalofaccountancy.com/Issues/2009/Aug/20091768.htm

Social Media Panel Outlines Tips for Accountants, Journal of Accountancy, July 
2009

Gary’s Top Five Social media books

Tom’s Top Five Social media books

•	 	The	Corporate	Blogging	Book	:	Absolutely	Everything	You	Need	to	Know	to	Get	It	
Right	by	Debbie	Weil

•	 	Groundswell	–	Winning	in	a	World	Transformed	by	Social	Technologies	by	Charlene	
Li	and	Josh	Bernoff

•	 	The	Whuffie	Factor	:	Using	the	Power	of	Social	Networks	to	Build	Your	Business	by	
Tara	Hunt

•	 	Trust	Agents	–	Using	the	Web	to	Build	Influence,	Improve	Reputation,	and	Earn	
Trust	by	Chris	Brogan	&	Julien	Smith

•	 Crush	It!	–	Gary	Vaynerchuk
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The choice is yours: Fight the future or learn to engage with the emerging social 
media culture to build client relationships and increase employee productivity.

Your firm can apply the power of social media in many ways. Here are a few.

•	 	Training	-	Utilize	social	media	to	educate	(YouTube,	BKN,	forums)	and	keep	a	pulse	
on	the	industry	(Twitter,	blogs)

•	 	Marketing	-	Promote	your	services	and	community	involvement	(Twitter,	Facebook,	
blogs)

•	 	Community	Building	-	Foster	a	sense	of	“belonging”	to	your	firm	by	utilizing	social	
networking	platforms		(Facebook,	BKN)

•	 	Retention/Recruiting	-	Encourage	job	seekers	to	follow	your	firm’s	activities	online.	
Show	current	and	potential	employees	why	your	firm	is	a	unique	and	worthwhile	
place	to	work.

•	 	Communication	-	Help	current	and	potential	clients	care	about	your	firm	and	its	
services.	Be	sure	to	keep	the	“pulse”	of	information	flowing	via	social	networking	
channels	to	ensure	engagement	and	interest.

•	 	Social	Networking	Management	-	Don’t	think	of	social	networking	as	a	technology	
initiative.	Your	firm’s	focus	should	be	on	managing	and	promoting	a	message	–	not	
on	figuring	out	the	tools.	(Learning	to	use	the	tools	will	come	as	people	engage	with	
them.)

Bill Sheridan, CAE, Editor in Chief and Social Media Strategist sums it up well in 
his post at www.CPASuccess.com,

 “So what do we make of all this? Yes, it’s all pretty cool. But is social media  worth the 
effort? 

The short answer is, “Without question.” And why? Well, we are not getting  any 
younger. And the people who will take our places in the workforce? They are being 
raised on this stuff. They have never known a world without it.  What we are doing 
now is an investment in our future. If we do not figure this  stuff out, the next 
generation will turn to those who have figured it out, and  we will have lost any 
chance we ever had of getting them. 

So it’s a little bit about survival. 

Conclusion
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But if you want more than that, try this: 

It’s a list of reasons why we should be using social media, especially from a  
marketing standpoint. It comes from social media guru Todd Malicoat. 

•	 Our	customers	are	using	it.	
•	 Our	competition	is	using	it.	
•	 Our	vendors	and	partners	are	using	it.	To	you	see	a	pattern		emerging	here?	
•	 	The	more	we	use	social	media,	the	more	the	search	engines	will	pick		up	on	it,	

which	means	the	more	customers	will	be	driven	to	our	sites.		And	of	course,	more	
customers	means	more	business.	

Beyond that, there’s this: 

Social media is all about relationships. It’s about making meaningful  connections 
with like-minded people who provide the advice, resources,  information and 
constructive criticism that enrich our professional lives. 

In short, it’s about doing what we have always done … and doing it better.
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