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ou Outsource

By: Lisbeth Tanz
Chief Wordsmith and
Social Media Strategist

A frequent comment | hear from busi-
ness owners regarding social media is
that it takes too much time. They feel
that, if they’re running a social media
campaign, they won’t have time to do
the other marketing parts of their busi-
ness, much less sell and run other busi-
ness components.

And they're right. Done correctly,
social media provides a nuanced look
into your business; it creates conversa-
tion; it engages. Done haphazardly,
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sporadically or without heart, social
media will hurt more than help. You
don’t want to be left out of the social
media sphere, but is it possible to out-
source this newly important business
tool?

Absolutely. But only if you pay careful
attention to what you outsource. After
all, the buzz about social media focuses
on creating relationships and being
social.

A recent blog post on
SocialMediaExaminer.com by Chris
Garrett, co-author of the book,
ProBlogger, discussed the pros and
cons of social media outsourcing.
Here’s the Cliff Notes version of his take
on this issue.

Tasks You can Outsource

Polishing your message:
You probably have a lot to say, but may
not be the best at writing it. Let some-
one else worry about the grammar and
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spelling, you focus on creating relevant
messages that reach your target audi-
ence.

- Repetitive tasks: Things such as
bookmarking submissions, friend
requests and posting of pre-written
messages can all be safely outsourced.

- Clean-up: We all get them — spam-
my messages on Twitter, inappropriate
comments on Facebook — these can all
be managed (and likely deleted) by an
outside person.

- Software updates: Who wouldn’t
want to outsource these? You have bet-
ter things to do than manage software
and IT issues.

There are more, but you get the idea.
Tasks Best Left for You
- Message writing: As noted above,

let someone else fine tune it — but be
sure the message comes from you or
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someone within your organization that
has all the facts and is tied into the com-
munication structure.

- Action items - Anything that
requires a legitimate response should
come from you or another within your
organization.

- Brand protection: Only someone
familiar with the corporate culture and
brand can accurately represent it. Don't
risk damaging your image by outsourc-
ing to someone who isn’t intimately
familiar with this important component
of your business.

Net, net — don’t jeopardize your rela-
tionships, company or brand by out-
sourcing too much.
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Encouraging, Supporting
& Promoting Women

ESPW is a professional women's organization with membership from all walks of life: entrepreneurs, small
or large business owners, corporate employees, bankers, attorneys, practitioners, home-based-business
owners, stay-at home moms and retirees.

Qur Mission

To give every women the opportunity to explore her full professional and personal potential through the
encouragement, support and promotion of each member. To unify the community of women with a
strong sense of empowerment and focus.

What Makes ESPW Unique?

Random Seating = Facilitators at Every Table = Positive Talk Only = Relationships = Connections
Interactive = Workshop Format = Inclusive = Professional and Personal Focus = Collaborative
High Energy at Events = Welcoming Atmosphere = Table Talk
IIFUN FUN FUN !'!

We have chapters throughout the St. Louis metropolitan area.
ESPW - St. Charles / St. Louis ~ ESPW - Southwest Illinois

We invite you to join us at one of our Workshops, ESPW Connects or After Hours!

Find out more at ESPW.org or E-mail us at info@espw.org
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