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ISSUE 1 

 

 

“…if there is 

one undying, 

certain, and 

consistent 

element to 

consider, it is 

this:   

No matter what 

WE think, our 

clients think 

they are each 

truly different, 

special, and 

unique.” 

 
 

 

 

 

 

 

 

Introducing Continuum 
Rare is the conversation with a consultant, sales person, marketer, or other B2B 

market-facing colleague where we don’t discuss the topic of injecting valuable 

content into the market.  As those of you who have worked with me know, I am a 

huge proponent of this strategy as a means of building trust, reinforcing expertise, 

building personal and corporate brand, and staying top of mind.  

Thus, I give you the first edition of “Continuum”. A newsletter I designed to be 

valuable, actionable and relevant for a very select group of readers – my 

professional network (especially the non-marketers). 

Some Expectations:  

 It’s an e-mail newsletter for now, but hopefully a blog soon – you get 

enough e-mail. 

 Delivery will be monthly. It’s really about the content, so I won’t publish a 

newsletter unless it passes a strict value test. 

 Don’t want it? Don’t need it? Don’t care? Opt out! Just reply and I will take 

you off the list, no harm done. 

 Like it? Love it? Tell me. Tell me how to make it even better. I promise I 

will listen. Oh, and please pass it along! 

Let’s get to it, shall we? 

Gray is the new Black 

I just can’t help it. I often think in shades of gray. Sure, many problems are best 

solved by putting all the issues neatly in little black and white boxes, doing some 

regression analysis, and creating a spreadsheet. This is especially valuable in the 

world of professional services, where our clients are looking for time-tested and 

field-proven solutions to increasingly common technology and business issues. 

Unfortunately, building a marketing plan for a professional services business is 

simply not that cut and dry. Why, you may ask? Well, if there is one undying, 

certain, and consistent element to consider, it is this: 

No matter what WE think, our clients think they are each truly 

different, special, and unique. 

 

Black and white cookie cutter approaches need not apply 
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A brief sampling of 

companies using 

Twitter today: 

@travelchannel 

@GMblogs 

@southwestair 

@MarriottIntl 

@ConnectbyHertz 

@comcastcares 

@wachovia 

@FordDriveOne 

@HRBlock 

@Intuit 

@TheHomeDepot 

@rubbermaid 

@wholefoods 

@starbucks 

@dunkindonuts 

@EMCcorp 

@sunmicrosystems 

 

 

 

 

 

 

 

 

 

Hearing your client’s voice 

 

For as difficult as building relationships and closing business at 

a diverse range of corporate clients can be, more and more of 

those clients are giving us an opportunity do what they REALLY 

want us to do: LISTEN. They may each have their own unique 

voice, but at least most of them are shouting from the rooftops 

with it! 

While there is no substitute for good old-fashioned face time and open-ended 

questions, there are some new tools we can use to get another angle on what is 

truly important to our clients.  

Twitter? Really? I just don’t get it 

Twitter is here to stay; it is your new cyber ears. It’s also easier than you think, 

and in a few minutes a day it gives you another opportunity to listen to your 

clients, and participate in the conversations that are important to them – in THEIR 

voice.  

I told you this would be actionable, so here I offer Twitter 101 specifically for you 

– my professional network: 

Twitter 101: 

A. Sign up at www.twitter.com. Don’t fret too much over your username, but 

do pick something that represents you (i.e., your name or your company 

name*). Remember, you can change everything - including your 

username - later. 

B. Fill out your profile, including a representative picture (a professional 

headshot or a company logo* for example). You have limited characters to 

describe yourself, so use them wisely. An example profile description: 

Transportation and logistics thought leader, road warrior, and client 

advocate. Using Twitter to help keep my finger on the pulse of the 

industry. 

*Note: Always consult your marketing team before using a company logo or name 

C. Choose people to follow. When you sign up, Twitter will show you a list of 

popular “tweeters.” You can follow a bunch of interesting folks very quickly 

this way by scrolling through the list and checking the ones you want. 

Don’t be afraid to follow people that are both of personal and professional 

interest to you.  After that, you can search Twitter for key words and 

people that may be most relevant to you.  

D. LISTEN! Follow and monitor lots of people – you can always pare it back 

later.  

 Follow CNN and other news sources and try getting your news 

through Twitter.  

 Find your clients, and then see who they are following. Follow their 

competitors.  

 Follow industry trade publications. 

 Follow other consultants, marketers, and salespeople 

http://www.twitter.com/
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E. Finally, don’t be too quick to actively Tweet. Feel free to “RT” (re-tweet) 

posts or articles you find of interest, or share a link to something relevant. 

But don’t worry about your tweets right now – it will come much easier 

later (as will followers) if you start by listening. 

Contrary to popular belief, Twitter really isn’t about telling the world what 

you’re doing right now in 140 characters or less. It’s about adding value, 

building your network, and listening. Start by letting it add its best value to 

you by following lots of folks, and listening intently. 

Some proven twools: 

Twitter is so popular, that a bunch of smart people have developed some 

fabulous tools to help us search, navigate, organize, and really listen to the 

Twittersphere. Some of my favorite resources: 

 TweetDeck – Simple and super effective dashboard to help you find, 

follow, and organize Tweeters of interest. Free and quick download at 

www.tweetdeck.com 

 Mashable.com – Your guide to all things Social Media. They list all the 

tools you could ever want for Twitter right here: 

http://mashable.com/category/twitter-lists/ 

 

Shouldn’t marketing be doing this already? 

Yes! This should now be standard repertoire for your marketing team, and I 

encourage you to check up on them, and collaborate with them in your own 

tweetage. Unfortunately, in today’s leaner environment, marketers probably 

can’t fully serve your purpose on Twitter – they may be listening on behalf of 

multiple practices for example – so to benefit fully from Twitter, I recommend 

creating your own account and diving in. 

Tweet long and twosper 

I hope this takes some mystery out of Twitter for you. Whether you choose to 

embrace it or not, you should at least be aware of its potential for you. 

Meanwhile, I’m certainly available to field any questions or comments you 

may have on the subject. 

Now, thinking about some of my recently former-ized colleagues is giving me 

some inspiration for the next newsletter: “Breaking in your new marketing 

team” or something along those lines. Would that be helpful? 

Thanks for reading!  

 

 

Why “Continuum?” I think most of the important concepts in life and business fall on a continuum. 

Many of our clients have very related issues, but it would serve us well to acknowledge what makes 

each client’s challenges unique. Also, it is my desire to continue my relationship with you. More 

about the 3 circles later. 
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