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Outsourcing your social media presence: Is it authentic?

Reasons businesses and individuals choose not to engage in social media are numerous: the time 
commitment is overwhelming, they are not social media “literate,” or they don’t think it can benefit their 
business. But if you don’t engage, will you be left behind?

Jay Palter, a personal brand strategist for business owners, says, “It’s a hybrid time. Social media 
is interrupting marketing and mass media. Joining social media is about staying relevant to a wider 
audience and anchoring your marketing in a human network. A social media presence allows you 
to stay relevant to present and future generations, as well as actively partake in the survival of your 
organization.”

What is the big picture for social media? Is it all about company growth and marketing? What is the end 
result of spending time observing, monitoring, and engaging?

“Consumers are ahead of companies and organizations, as far as knowing how they want to interact in 
the marketplace,” says Mr. Palter. “If you are still sending direct mail to a postal code, the data shows 
that you are only going to get response from a small percentage of those who get it in their mailbox.”

It’s in your face. Social media is everywhere, and it can be exhausting to keep up with the latest way 
to intertwine your business with Twitter, blogging, Facebook, LinkedIn, etc. The hard part of getting 
someone to do your social media work for you is keeping authenticity. If you want to partake, but don’t 
have the time, can you outsource your organization’s voice and keep it authentic?

Mr. Palter takes two different approaches to support his social media clients: 

1. Content Curation
“I help clients to find articles related to their industry and curate information that is valuable or 
helpful to their audience. For example, in the financial sector, investors want to learn about fees, 
reducing risk, and managing their retirement funds effectively. I help my financial services clients 
to find high quality content that they can share and use to educate their target market. I also help 
my clients to identify industry thought leaders and show them how to build relationships with 
these influencers.”

2. Coaching and Training
“Social media is about being consistent and building credibility; it is not always easy to make 
it a priority in your day. I help clients to create an editorial schedule that works for them and 
leverage the skills and knowledge that already exists within their organizations. I also provide 
strategic guidance to help clients interpret the data so they are using the social media to its fullest 
potential, and assist them to respond to opportunities and engage their market.”

There are a growing number of people in the business of spreading the word in Tweets and Likes. 
What’s your next move?
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