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Over the past several years, a small 
army of self-proclaimed marketing 
experts flooded the Internet with an 

infinite amount of tips on how companies can 
secure golden results via social media market-
ing. But looking back on this endless stream of 
social media marketing suggestions, it is hard 
not to notice a surplus of advice but a deficit 
of results.

If you don’t believe me, let me ask you: 
how many sales can you directly attribute to 
Facebook, Twitter and the other social media 
sites? If you try to count the number on your 
hands and still wind up with 10 fingers, don’t 
feel bad – you’re not alone, and it is not really 
your fault.

Part of the problem is that social media was 
never intended as a B2B marketing vehicle. 
Systems and set-ups designed to entertain a 
select number of college dorm denizens some-
how morphed into digital monsters that took 
over the communications world, with nary a 
consideration on how a corporate chief market-
ing officer could monetize the experience. And 
another part of the problem is that social media 
is game where the rules seem to change every 
few days. Websites that once reigned supreme 
are now entombed in oblivion under layers of 
digital dust, while new sites with peculiar pro-
tocol – most notably, Vine with its six-second 
video presentation – emerge with the speed and 
irritation of a skin rash.

Anyone in charge of marketing could easily 
spend their entire workday and most of their 
free time posting, following, tweeting, liking 
and monitoring the multitude of social media 
sites. And those with a propensity for soul-
crushing self-doubt could easily spend hours 
pondering whether it is a mistake to ignore 
Flickr in lieu of Tumblr or to bypass Google+ 
in favor of Reddit. Indeed, many marketers 
find themselves running faster and faster out 
of fear of permanently falling behind their 

competitors.
While tools exist to measure hits and clicks 

and web traffic on social media sites, the abil-
ity to justify a meaty ROI via social media 
marketing still remains elusive. One problem 
might be that hype has overtaken reality in 

regard to this sector. For example, many mar-
keting experts can bloviate endlessly on the 
importance of Twitter as a B2B tool. Yet a 2012 
study by the Pew Internet and American Life 
Project found only 15% of Americans ever use 
Twitter, while only 8% use it on a daily basis. 
Thus, one needs to question whether the ex-
cessive amount of focus on Twitter is justified 
when the overwhelming majority of Americans 
never bother to look at the site, let alone use it.

For the real estate finance world, this issue 
becomes thorny due to ominous projections of 
a lethal drop in home loan originations for this 
year. The obvious response to this dilemma, 
according to the marketing gurus, would be 
a more aggressive approach to the potential 
demographics lurking on social media sites. 
But, at the end of the day, how many Facebook 
postings will it take to drive up sales volume 
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to the point where a company can stay profitable in 
this challenging environment?

My two-cent deposit: I believe that social media 
marketing serves some purpose for the real estate 
finance world – and, in many cases, for other seg-
ments of the B2B sphere. But it should not be a ma-
jor aspect of the sales and marketing strategy, and it 
would be wrong to place too much emphasis on the 
power of Facebook, Twitter, LinkedIn, Pinterest, 
Stumbleupon and the rest of those sites.

Instead, I firmly believe that the real power in 
today’s marketing is not online, but in the people 
who are tasked to reinforce the bottom line. In 
today’s economy, the primary focus should be on 
assembling a team of professionals that take their 
work seriously and are able to deliver results that 
are above and beyond their requirements.

Companies do not stumble and fail because of 

wobbly and inadequate marketing. They meet their 
fate because of wobbly and inadequate people that 
do not handle their tasks with competence. And 
those individuals can only stay in a job if they 
work for managers and employers that make lame 
excuses for their bumbling and delude themselves 
into believing that subpar work is acceptable.

I am not suggesting that social media market-
ing should be ignored. My main concern is that 
no amount of intensive promotional messaging 
can possibly compensate for the damage that will 
be done by employing dum-dums. The companies 
that will emerge at the end of this year with healthy 
returns will be those that appreciate the value of 
high-quality people. 

Remember, folks, the secret to winning is not 
what you have online, but who you have on your 
staff.  

Phil Hall has been (among other things) a United Nations-based radio journalist, the president of a public 
relations and marketing agency, a financial magazine editor, the author of six books and a horror movie 
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