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Social media has made it easier for Greteman Gimgpin exposure, but the marketing
company also credits that technology for keepia@perations leaner as the U.S.
economy continues to recover from the Great Reaessi

“Today, we would never think of proposing a markgtcampaign that didn’t include a
social media component,” says Carol Farrow, thehith¢c Kan.-based company’s HR
manager. “We wouldn’'t have survived the economaslarof 2008 without layoffs had it
not been for our embrace of social and digital me@iients had to tighten their belts and
would have taken their business elsewhere had wieesm able to provide new
solutions. Our strategies helped them do more legh staff and financial resources.”
The 22-employee agency specializes in marketingoaawlding for aviation companies,
but has also done work for the Kansas State Fdiceanse line Royal Caribbean
International. Founded in 1989, Greteman Groupdmdarly inkling for technological
advancements and offered website development dsatkras 1992, when many
companies weren't at all familiar with the World &éiWeb, Farrow says.

As Facebook, Twitter, LinkedIn and other social rmddrums developed rapidly in
recent years, Greteman Group representatives beeamyeadapters of those
technologies, as well.

The company’s embrace of high tech came in han@p@6, when commercial airplane
component supplier Spirit AeroSystems called ontédnan to help conduct a worldwide
hiring campaign for engineers and other key pas#tiéreteman officials moved the
candidate search to the Internet and created cbansdetween prospective employees
and Spirit AeroSystems officials through a seriesrgine forums.

“Those kinds of transparent, authentic conversattammp any ad that could ever run,”
Farrow says.

When some clients, particularly multinationalsugtyled with the rapid changes
associated with social media technology, the Grate@roup was well-poised to provide
counsel, Farrow says. Even inside the company’swhings have changed dramatically
— the fax machine that was heavily relied on inghst for pushing out press releases
probably gets used “once a week” these days. Whenbuisiness prospects or potential
new hires call the company’s offices, they haveady checked out Greteman on
LinkedIn and other social media forums, she says.

While Greteman Group has embraced social medigdmaof its business operations, it
doesn't allow personal use of those mediums dusiak hours. Aside from using
LinkedIn to add work-related colleagues to emplay@ecounts, all other forums are off
limits. One section of the company’s social mediqy says, “If you just have to
scratch the itch, write a post for the Gretemanu@riolog.”

Above all, social media has given Greteman Groamee solid connection with its
clients, Farrow says.

“Marketing means engagement and relationships,’sslys. “Consumers today demand
to be heard, whether it's to complain when serfatls short or to rave when a product
warrants celebration. Today, if you're listeninguycan see what’s being said — which
gives you the chance to correct misunderstandorgs, say, ‘I'm sorry we fell short this
time. Please give us another chance.”



