
OFFICE OF SMALL BUSINESS 
PROGRAMS  

“The Rule of Two” 

                   UNCLASSIFIED 

                                                                              February 2012 

Ms. Constance Jones Hambrick 
Procurement Analyst 

Army Contracting Command 

1 



 
                      Ms. Dawn Robinson 

                         Veteran-Owned Business Advocate 
 
 

                               Phone: 256-955-5407 
                             E-mail: dawn.robinson@us.army.mil  

                             Location: Redstone, Bldg. 3329 
   

 Army Contracting Command 
Office of Small Business Programs 

 
Current as of 23 Feb 2012       

 

 Ms. Constance Jones-Hambrick 
 Senior Procurement Analyst 

 
 Phone: 256-955-5402 

   E-Mail: constance.Jones@us.army.mil 
 Location: Redstone, Bldg. 3329 

 
 
 
 
 

 Mr. Christopher A. Evans 
 Deputy Associate Director 

 
 Phone: 256-955-5718 

 E-mail christopher.a.evans@us.army.mil 
 Location: Redstone, Bldg. 3329 

 
 
 
 
 

 Ms. Darlene Brakefield 
 Women-Owned Business Advocate 

 
 

 Phone: 256-955-5403 
 E-Mail: darlene.Brakefield@us.army.mil 

 Location: Redstone, Bldg. 3329 

 
 Ms. Alice Williams 
 Associate Director 

 
 Phone: 256-955-5719 

 E-mail: alice.m.williams@us.army.mil 
 Location:  Redstone, Bldg. 3329 

 

Address: AMSCC-SB 3334A Wells Road 
Redstone Arsenal, AL 35898 
  

 

Ms. Pamela Monroe 
Associate Director 

ACC – National Capital Region 
 

Phone: 703-428-0745  
  E-Mail: pamela.monroe@us.army.mil 

Location: Alexandria, Hoffman II 

 

Ms. Karen Baker 
Procurement Analyst 

ACC – National Capital Region 
 

Phone: 730-428-0750 
  E-Mail: karen.l.baker@us.army.mil 

Location: Alexandria, Hoffman II 

 

Ms. Sandy Stamps 
Procurement Analyst 

ACC – National Capital Region 
 

Phone: 730-428-0834 
 E-Mail: sandy.t.stamps.civ@mail.mil 

Location: Alexandria, Hoffman II 

 
 

ACC- 
NCR 

Vacant 

 
 

ACC- 
NCR 

Vacant 

2 

mailto:dawn.robinson@us.army.mil
mailto:constance.Jones@us.army.mil
mailto:christopher.a.evans@us.army.mil
mailto:darlene.Brakefield@us.army.mil
mailto:alice.m.williams@us.army.mil
mailto:pamela.monroe@us.army.mil
mailto:karen.l.baker@us.army.mil
mailto:sandy.t.stamps.civ@mail.mil


FORSCOM        TRADOC         IMCOM         AMC         ATEC           PEO’s  
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Presenter
Presentation Notes
FACER - Generating Force

The Army Contracting Command  is a key enabler to both our Generating and  Operating Forces. This slide depicts our Generating Force units along the top and the major Army elements we support within this domain along the bottom.  

 The map in the center of the slide shows the location of 52 ACC units strategically dispersed across the Continental United States. The gray arrows show the types of Services and major training centers we support. 

 Army requirements have averaged xxxB over the last ten years. The Army Contracting Command is responsible for placing these requirements on contract.  We accomplish this vast mission through the use of our Civilian and Military Workforce.  When our Military Force is not deployed in support of our Army’s Contingency Requirements they continue to support by performing Contracting functions within these Generating Force units.  




Joint      CORPS     ASCC    ARMIES     DIV HQ     BCTs  NTC/JMTC Rotations    Exercises  
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Presentation Notes
FACER – Operating Force

As stated -- The Army Contracting Command  is also a key enabler to our Operating Forces. This slide depicts our Operating Force units along the top and the major Army elements we support within this domain along the bottom.  

 Similar to the Generating Force slide – The map in the center of the slide  shows the location of our ACC units strategically dispersed across the Globe.  The  gray arrows show the types of Services, Equipment, and Commodities we place on contract to support this mission.  

Here too we accomplish this vast mission through the use of our Civilian and Military Workforce.  

 Those forces that are deployed cannot accomplish their mission without the mentorship and training gained in the Generating Force environment.  1102 civilian mentors ensure our 51Cs “train as they fight”.

 Further, the efforts of the 51C Operating Force are crucial in accomplishing the entire Army contracting mission while not deployed.  Their efforts in CONUS MICC offices, ACC Centers, or OCONUS regional contracting offices are crucial in supporting Army enduring requirements. 


http://www.flickr.com/photos/soldiersmediacenter/3962327193/
http://www4.army.mil/OCPA/uploads/large/OCPA-2005-07-29-094222.jpg


Contracting – A Team Sport 

5 

Industry 
C

on
tr

ac
ti

ng
 

P
ro

ce
ss

 

Commitment 
to all 

Phases 

A Focus on 
Performance 

A True 
Business 
Advisor 

Agile, 
Transparent 

Processes 
 

Customers 

Team Ownership 
Dividends: 
• A stronger understanding of full picture 
• United front for the Warfighter 
• Plans that account for all considerations  
• Solutions NOT pursued in a vacuum 
• What we need and when we need it 
• Holding vendors accountable  
• Involvement end-to-end 

 

Pursuing Excellence: 
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• Developmental assignments 
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• Performance metrics 
• Industry Executive Council & forums 
• Standard tools & better communication 
• Advising and assisting at all steps 
 

 

Contracting 
Workforce 
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Presenter
Presentation Notes
FACER – “A Contact Sport”
Contracting is a team sport.  Throughout history, the greatest teams have been comprised of individuals whose individual talents are superior when complemented by their teammates.  This is also called “Synergy.”  We can have no synergy nor have a winning team unless everyone on the team is “ALL-IN” and does their part.  

There are three (3) main players that we must get buy-in from to foster the right surroundings for team ownership – (1) The Contracting Workforce, (2) The Customer, and (3) Industry. We use the Contracting Process (green rectangles) as our Playbook.
Each one of these players must bring to the table an expertise or a dedication/commitment to the team to ensure unity on all fronts (yellow arrows)
To facilitate or enable this expertise and dedication found in the yellow arrows, there are drivers (lightning bolts)
When the main players (rectangles) bring to the table an expertise or a dedication (arrows) driven by enablers (lightning), then Team Ownership materializes (middle button)
Team Ownership traits include: Accountability, Communication, Cooperation, and an understanding of Roles & Responsibilities (right triangles)
We have several initiatives that we have put in place to push for this desired end state (yellow box on bottom left)
This environment, when realized, produces dividends for all stakeholders involved (yellow box on bottom right)




WHAT IS “THE RULE OF TW0”  
AND WHEN DOES IT APPLY..…. 
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               Solicitations can be…  
• Unrestricted   

– Full and Open Competition 
 

• Restricted for Small Business Program  
–  Set-aside for Small Businesses 
              ”The Rule of Two”  

 
• Other than Full and Open competition 

– In accordance with FAR Part 6.3, statutory authorities 
for procuring without full and open competition.  (Only 
one responsible source, Unusual & Compelling 
Urgency, International Agreement, National Security, 
etc.) 
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Total Small Business Set-Asides 
 FAR 19.502-2  

        Each acquisition of supplies or services that has an anticipated dollar value 
exceeding $3,000 ($15,000 for acquisitions as described in 13.201(g)(1)), 
but not over $150,000 ($300,000 for acquisitions described in paragraph (1) 
of the Simplified Acquisition Threshold definition at 2.101), is automatically 
reserved exclusively for small business concerns and shall be set 
aside for small business unless the contracting officer determines there is 
not a reasonable expectation of obtaining offers from two or more 
responsible small business concerns that are competitive in terms of 
market prices, quality, and delivery. If the contracting officer does not 
proceed with the small business set-aside and purchases on an unrestricted 
basis, the contracting officer shall include in the contract file the reason for 
this unrestricted purchase. 

  
      If the contracting officer receives only one acceptable offer from a 

responsible small business concern in response to a set-aside, the 
contracting officer should make an award to that firm. 

UNCLASSIFIED 8 
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Presentation Notes
13.201 (g)(1) For acquisitions of supplies or services that, as determined by the head of the agency, are to be used to support a contingency operation or to facilitate defense against or recovery from nuclear, biological, chemical, or radiological attack, the micro-purchase threshold is — 
(i) $15,000 in the case of any contract to be awarded and performed, or purchase to be made, inside the United States; and 
(ii) $30,000 in the case of any contract to be awarded and performed, or purchase to be made, outside the United States. 

2.101 “Simplified acquisition threshold” means $150,000, except for acquisitions of supplies or services that, as determined by the head of the agency, are to be used to support a contingency operation or to facilitate defense against or recovery from nuclear, biological, chemical, or radiological attack (41 U.S.C. 428a), the term means— 
(1) $300,000 for any contract to be awarded and performed, or purchase to be made, inside the United States; and 
(2) $1 million for any contract to be awarded and performed, or purchase to be made, outside the United States. 


https://www.acquisition.gov/far/current/html/Subpart 13_2.html
https://www.acquisition.gov/far/current/html/Subpart 2_1.html


Total Small Business Set-Asides Cont’d 
 FAR 19.502-2  

(b) The contracting officer shall set aside any acquisition      
over $150,000 for small business participation when   
there is a reasonable expectation that 
  (1)  offers will be obtained from at least two responsible  
               small business concerns ; and 
  (2)   award will be made at fair market prices.  
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   Small Business Programs 
 

•     Small Business (SB)   
•     Small Disadvantage Business (SDB) 8(a) 
•     Historically Underutilized Business Zones (HUBZone) 
•     Women-Owned Small Business (WOSB) 
•     Service Disabled Veteran Owned Small Business  
•      (SDVOSB) 
•     Historically Black Colleges and Universities/Minority 
             Institutions (HBCU/MI) 
 
         Explanation/definition of categories go to www.sba.gov 
         and Federal Acquisition Regulations (parts 19 and 26) 
         go to http://farsite.hill.af.mil/ 
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                  Determination to Set-aside  

• Market Survey - FedBizOps Sources Sought Synopsis and Requests 
for Information 
 

• Previous History of the Procurement 
 

• Dynamic Small Business Search   
 

• Are there two or more “responsible” companies? 
 Experience of personnel & staff 
 Competitive Prices, Qualifications, and Delivery 
 Financial Capability  
 Past Performance – Previous contracts and the relevancy 
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The “Rule of Two” applies to: 
  
• All New Requirements 
• All Small Business Set-Aside Re-

competes 
• Multiple Award Contract Task Orders 
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             SOURCES SOUGHT 
• Method of “market research” 

 
• Synopsis posted in FEDBIZOPPS 

 
• Invitation for interested parties to respond  

 ”The Rule of Two”  
 

• Summarizes requirements 
 

• Requests capability statement (Limit to one page) 
UNCLASSIFIED 13 



The Importance of Sources Sought  
• Contracting Officer’s use Sources Sought notices to develop and shape the 

acquisition strategy 
 
• Small Business Advisors use your responses to sources sought notices to 

determine if small businesses are capable and interested in the work 
 
• 2 or more responses are needed - we can recommend that it be set-

aside 
 
• When you fail to respond, the work is likely to go out full and open 
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Where Do I Find Sources Sought Notices? 
       

 
 
 

 
 

 Find Federal Business Opportunities 
 Notices of Sources Sought, Set-Asides, Awards 
 Solicitation Postings 
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Where Do I Find Sources Sought Notices? 
       

 
 
 

 
 

 Find Federal Business Opportunities 
 Notices of Sources Sought, Set-Asides, Awards 
 Solicitation Postings 
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THINGS TO REMEMBER…..  

UNCLASSIFIED 17 

• DO choose notices carefully 
 

• DO know the customer – who is the 
customer?  

        (It’s not usually the contracting officer) 

 
• DO read the notice closely 

 
• DO prepare a tailored, complete submittal 

 
• DO not submit “canned” response 

 



WHAT’S THE BIG DEAL? 
• The federal government procures 

billion’s of dollars in supplies and 
services annually 
 

• The federal government’s FY12 small 
business goal is 23 Percent 

 
• Example: 23 Percent of $500 billion 

dollars is $115 billion  

UNCLASSIFIED 18 



The US Army Contracting Command is a global 
organization with a STRONG COMMITMENT to our 

Nation’s Small Businesses.   
 

Our Leadership is committed to the Small Business 
Program and will Maximize Small Business 
Opportunities in support of the Warfighter 

And  
Actively pursue ways to increase Small Business 

Participation and meet our SB goals! 
 
 
 
 

Bottom Line: 
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Questions?  
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Social Media 101 for Small Business 

Beth Clemons 
U.S. Army Contracting Command  

Web & Social Media Manager 
 



What is  
Social Media? 

Social media – the positives 
•A cost effective way to promote your business. 
•Social media ‘levels the playing field’, 
allowing you to compete on equal footing with 
the big companies. 
•Allows you to hear what your customers are 
saying. 
•Increases your audience. 
•Creates added value to your existing client’s 
experience through deeper engagement. 
•Tools are changing all the time. 
•In the past, companies that had the most 
money to spend on marketing often won, today 
it’s the company that produces great products 
and experiences for their customers. 
 
Social media – the negatives 
•Can be time consuming. 
•Daunting if you are not sure where to start. 
•The wrong online brand strategy could put you 
at a disadvantage and may even damage your 
reputation 
•Benefits of social media are often seen in the 
months to come rather than immediately. 
•Tools are changing all the time. 
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Twitter
It's a common misperception to think that Twitter is just about personal updates and'Tweet' (messages of 140 characters or less) about where folks are and what they are doing. Today, Twitter offers many benefits for small business outreach:
Why Leverage Twitter? - Twitter can be a valuable business tool for brand exposure and monitoring (applications such as HootSuite can help you track what is being said about your brand and the competition online). Twitter is also a great tool for communicating and engaging with customers' helping you to stand out from the crowd and keep your finger on the pulse of your custome's needs.
The Potential Of Twitter - If you have a well thought out social media strategy, great online content that is updated frequently (such as a blog, online offers, etc.), and time and resources, Twitter can also help generate traffic to your site, improve the viral nature of your outreach, and build your brand. Twitter can somewhat improve your Web sit's search engine ranking since Google and other online search sites now index Tweets, although don't pin too much hope on this.
What Twitter is Not - Twitter offers no benefits to business users who simply use it as a vehicle for personal musings or as a news feed to promote product“ while neglecting the social element.
Facebook
Ever-evolving and ever-growing, Facebook is no longer simply the realm of networking teenagers. For many customers, Facebook is now their defacto site for interacting with friends, family, and their favorite brands.
Why Leverage Facebook? - As with Twitter, Facebook is a great way for engaging with people who like your brand, want to interact with it, stay abreast of latest developments, and take advantage of giveaways, contests, surveys, etc. It is also invaluable for brand exposure. 
The Potential of Facebook - Once you have a fan page established you can increase awareness of it, and your brand, through targeted ads. You can also customize it to easily add video, events, discussion boards, blog feeds, and more. While having a Facebook presence doesn't guarantee a huge uptick in visitors to your Web site, using it strategically to link back to online blogs, menus, event or newsletter registration landing pages and special offers, can improve site traffic. 
What Facebook is Not - Facebook is not a replacement for your Web site. Think of it as another communication channel for extending the reach of your brand and giving your business a 'social' face. Your Web site should remain your online hub for product and service information, lead capture devices, blogs, and your best bet for helping your business get found in online searches. 
LinkedIn
LinkedIn and Facebook have evolved in tandem over recent years, with LinkedIn essentially functioning as the Facebook of business professionals. Over and above promoting your own personal profile, LinkedIn has several uses for small business:
Why Leverage LinkedIn? Search for any business professional on Google and you’ll almost certainly find their LinkedIn profile and company name at the top of the rankings. LinkedIn is very effective for personal branding, networking and building the professional reputation of your business and its employees.
The Potential of LinkedIn – Join industry groups and demonstrate your know-how by sharing news, answering questions, linking to your latest blog post, and so on. Leverage LinkedIn’s big strength – networking – to find and form relationships with potential partners and customers, and solicit recommendations. Use the job boards to target the right candidates and boost your job search efforts.
What LinkedIn is Not – When I think of LinkedIn, I think of it as a respectful and courteous nurturing ground for professionals and businesses. It is not an outlet for lead generation, your latest offer, or for gratuitously plugging your business. Do this and you’ll quickly find yourself losing connections.
Pinterest
The site allows users to post images of your company’s product and link themback to your website. It acts as an online catalogue, except that images can be (much like Facebook) commented on and ‘re-pinned’ to other user’s boards.   It may be relatively new – the site was launched in 2010 – but Pinterest is already being touted as the most valuable marketing tool for smaller businesses on the web.  There are already 7 million registered members on Pinterest with a report from Shareholic claiming that more traffic is driven to company websites and blogs than Linkedin, Google+ and YouTube combined.  The major drawback of the site is that if your company’s product or services are not particularly visual, you may struggle to get across exactly what you offer.  On the other hand, it gives you a chance to be more creative, using evocative images that intrigue other users into finding out more about your company.  Here are 15 of the most popular pictures on Pinterest.



Presenter
Presentation Notes
The beginner’s guide to social media
Read as much as you can; blogs, e-books, articles and reference material. As social media is constantly changing, find a group of authors you like and subscribe to their feeds. Follow them on Twitter, LinkedIn, Facebook and Google+ and learn how they use social media.
Spend time on each of the above networks to get a feel for them. Find out which network suits you and where your target customers are active.
Ask for help, both online and offline. By talking to others you will learn from their mistakes however keep an open mind; what doesn’t work for one company may work well for another. Each network offers something different and personal taste plays a big part in preference.
Pick one or two networks to start with and create profiles.
Listen! Make connections, join groups, discussions and follow pages – see which content is shared and commented on the most. What is being said in your space.
Start to participate. Enjoy what you are doing, increase your connections and share content.
Create a strategy. Identify what you want to achieve and how you will accomplish your goals.
Measure. Using tools like Google Analytics and Facebook Insights, monitor key statistics and measure your traffic. Duplicate successes and make changes to your strategy in areas which are not performing as well.


1. Social Isn’t the Place for the Hard Sell 
This might be the most difficult lesson for the small business owner. After all, we don’t have large marketing budgets to waste. Every dollar must count and we’ve been trained to close every potential sale. However, the social universe requires a subtler approach. This means no BUY ME buttons or blatant promotional copy. 
In fact, if your social media strategy is just about marketing or sales, then you’re not approaching it right. Yes, you can use social media for marketing and you can increase your sales figures from it, but it can’t be your focus 100% of the time. As a general rule of thumb, only 5% to 10% of your social media activity (i.e. status updates or tweets) should be self-promotional. 
Social media is all about building relationships and growing trust. This means answering questions, providing helpful information, and serving as a trusted resource. These activities should grow your bottom line, but it can be a slower, more nuanced, and potentially more fruitful journey than you’be come to expect. For this reason, it’s important to realize that social media shouldn’t replace all your other traditional marketing practices. It’s okay to ask for the sale, just not in social channels. 
2. Social Isn’t About Self-Promotion 
You know how painful it is to be stuck at a cocktail party, talking to that self-absorbed person who only talks about him or herself. Small businesses need to treat social media like a cocktail party among friends. To be liked, you’ve got to be gracious, genuinely interested in others, and not dominate the conversation. 
What does this mean? Make it easy for people to leave comments on your blog. Engage with everyone who posts on your wall (within reason). Share great content from others in the industry. Ask questions and encourage participation. And most importantly, recognize that sometimes it’s better to talk less and listen more. 
3. You Don’t Have to be Everywhere 
There are two facts to keep in mind when it comes to social media and small business. First, there will always be a new network to get involved with. Secondly, a small business owner has a limited amount of time and money to devote to social media. 
Fortunately, doing social media well doesn’t mean you need to be anywhere and everywhere. Instead, it’s about choosing one or two of the most relevant and effective channels for reaching your customers and focusing on them.
Remember that a neglected social media presence will reflect poorly on your business. It’s actually better to not have an account if you don’t have the time and resources to actively manage it and participate. 
4. You Don’t Have to Keep up With the Big Brands 
If you’re running a small business, you know there’s a big difference between your budget and that of Virgin America or Starbucks. That’s OK. Your small business doesn’t need to try to keep up with these big brands — particularly when it comes to contests and campaigns. 
Creating giveaways and contests is one of the most effective ways to generate new likes and improve overall engagement. But small businesses often feel the pressure to offer flashy prizes that are well beyond their budget. 
For example, for your small business, don’t give away a bunch of iPads if that’s not what you can afford. Instead, consider giving away one of your company’s services. It’s definitely not the sexiest prize and won’t generate widespread interest, but it’s more budget friendly and everyone who participates is sure to be interested in what your company does. 
5. Social Media isn’t “Free” 
Sure, you don’t have to spend a dime to join Facebook, create a Twitter account, or start a blog. That’s great news for the small business. However, social media is far from free once you factor in the blood, sweat, and tears it demands. Social media requires constant commitment, from keeping fresh content on your accounts to engaging your community. 
Unless you consider your time (or the time of your employees) worthless, then there’s a significant cost involved with social media. For example, if it takes one employee approximately ten hours a week to manage social media accounts, you can assign a hard cost to the effort. The key takeaway is any small business owner needs to understand the numbers behind every campaign, and that means factoring in everyone’s time and effort. 

How does your competition use social media?
First of all, consider whether the average consumer wants to interact with your brand via platforms such as Facebook and Twitter. One way to estimate your potential engagement is by researching how your competition uses social media. Whether all, some or none of your competitors promote themselves on social media, you should consider their motivation — just be sure to do so with a grain of salt.
For example, based on my online marketing experience in the surety industry, I’ve found that most bond insurance companieslike mine don’t even try to use social media to connect with existing clients or attract new ones. This means one of two things.
They don’t know how to use social media as a marketing tool.
 They’ve determined social media marketing isn’t a good ROI.
Based on their other online marketing efforts, I’ve concluded that the former is more likely to be true than the latter. It seems that most surety bond companies out there don’t recognize the value they could gain from effective social media engagement.
Just because your competition thinks social media is a pointless marketing effort doesn’t mean that it is. The door has been left wide open for you.
Conversely, just because most of your competitors use social media doesn’t necessarily mean that it will be a good investment for your business. The point is to examine how and why others in your market use (or don’t use) social media before making your own investments.
Is your brand naturally engaging?
Like it or not, some industries can be integrated into social media much more easily than others. Professionals who work in seemingly bland industries must overcome a higher barrier to entry before they can develop engaging social media accounts.
If, like me, you work in a traditionally boring market, you might struggle to develop viral social media content.
This isn’t to say “boring” companies can’t successfully infiltrate the realm of social media marketing; it does, however, mean they might have to invest more time and effort than brands that are naturally engaging.
For example, brands such as McDonald’s, Nike and Walmart have naturally engaging personas via social media because they’re already part of consumers’ everyday lives.
Businesses in traditionally boring industries — such as finance, cleaning or manufacturing — have their work cut out for them as many people prefer not to discuss such topics in their free time.
In these situations, we must remember that social media was created for people to interact with each other, not businesses.
Now that social media has evolved to include corporations, organizations and political parties, we must remember personal interactions that relate to every day life — not promotional posts  — are the most successful at engaging typical users.
If your brand can’t connect with consumers on a personal level, you’ll see little benefit from social media marketing.
Have you set realistic goals?
Once you’ve concluded social media marketing could benefit your overall marketing efforts in some way, you need to evaluate your expectations. All too often small business owners expect to observe immediate results, yet this is rarely the case.
As such, I’d like to address two subquestions; their answers are equally important.
Can you afford to develop social media engagement? If you don’t have an adequate budget to fund your social media pursuits, you probably won’t be able to optimize your engagement. The big name players who get great engagement allocate a significant amount of their marketing budget to their social media pursuits. This could come in the form of outsourcing social accounts, paying for promoted content or hiring a social media manager. If you don’t think social media marketing will give you a decent ROI, then you might not want to waste money that could benefit your other marketing projects.
Do you have time to develop social media engagement? On a similar note, if you don’t have the time to dedicate to social media marketing, you won’t be able to engage as effectively as brands that put a great deal of time and manpower into managing accounts. To optimize social media engagement, you need to consistently update your accounts with quality information. If you don’t have the time, don’t even try. The only thing worse than a nonexistent social media account is a lackluster one that’s poorly managed.
Promoting your brand via social media is a great way to engage clients if, and only if, you’re able to do so effectively.
If you can’t invest the time, money and effort necessary to produce a quality social media presence, you should reconsider your expectations, goals and general purpose. By answering these questions, you’ll be able to maximize your social media marketing efforts.




Presenter
Presentation Notes
1) Businesses engaging with customers on Facebook build loyalty and drive word of mouth.
With approximately 9 million small businesses on Facebook, it is becoming more important for small business owners to develop a social strategy that differentiates them from their competitors online. Connecting with fans who are current customers not only builds loyalty, but also increases the chance that they will recommend the business to their friends. And as 51% of potential consumers who fan a business page become purchasers, friend recommendations can be a great boost for business.
 
2) Special deals and offers are the top reasons consumers follow a brand on Facebook. 
About 37% of consumers stated that special offers and discounts were the main reason they followed a business on Facebook. Offering incentives is a great way to reward followers, creating an engaged community and developing a dynamic Web presence.  
 
3) Social Media Experts can help take the burden off building and managing social media pages.
From a small business owner’s perspective, the low cost and small amount of work to run a social media page are the top reasons to create a social media presence. However, as the research shows, one of the main reasons small business owners don’t comment or respond to fans is because they don’t have the time. Not only can hiring a social media expert help you grow and maintain a social presence, provide strategic thinking, manage online reputations, and potentially increase sales, it also allows small business owners to do what they are experts in – their business. 




More resources: 

www.facebook.com/dellsocialmedia 
 
www.sba.gov/social-media 
 
mashable.com/small-business/ 
 
www.socialmedialeaps.com/ 
 
 

http://www.facebook.com/dellsocialmedia
http://www.sba.gov/social-media
http://mashable.com/small-business/
http://mashable.com/small-business/
http://mashable.com/small-business/
http://mashable.com/small-business/
http://www.socialmedialeaps.com/
http://www.socialmedialeaps.com/
http://www.sba.gov/social-media
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Army Contracting online: 

Army Contracting Command   UNCLASSIFIED         Expeditionary – Responsive - Innovative 

www.army.mil/ACC 

www.facebook.com/ArmyContracting 

www.twitter.com/ArmyContracting 

www.flickr.com/ArmyContractingCommand 

www.linkedin.com/groups?gid=1900835 

www.youtube.com/ArmyContracting 

www.armyhire.com 

gplus.to/ArmyContractingCommand 
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