
THE ULTIMATE “MIDDLE MAN” 



GOALS OF THIS TALK 
 U n d erstan d  th e “W h y” b eh in d  Social Med ia 

 
 H ow  b usin esses lik e yours are usin g Social Med ia to attrac t n ew  team  

m em b ers 
 

 H ow  b usin esses lik e yours are usin g Social Med ia to attrac t n ew  b usin ess 
op p ortun ities 

 
 
 



BIO 



21 HANDSHAKE 
W e h elp  trad ition al b usin esses 
c reate & n urture m eaningfu l  
relation sh ip s to th e b usin ess. From  
ven d ors, em p loyees, to c ustom ers… 
21 H an d sh ak e h elp s c om p an ies 
c om m un ic ate an d  relation sh ip  
b uild  in  th e 21st c en tury. 



IN THE INDUSTRY 



CURRENT COMPANIES 

M ed ic al  
S up p lies C B D  O il S trategic   

C on sultin g 
R eal E state 

D evelop m en t 



W HAT IS THIS? 

THE “W HY” 



THE SMARTPHONE 
✓ A n sw ers c ould  in c lud e… 
 

✓ iP h on e 
✓ S m artp h on e 
✓ In tern et b row ser 
✓ Tex tin g d evic e 
✓ In b ox  
✓ A  variety of tools an d  features to h elp  you 
✓ “Th e th in g I give m y k id s w h en  I c an  n o lon ger d eal w ith  th em” 

THE “W HY” 



THE SMARTPHONE 

THE “W HY” 



THE SMARTPHONE 

THE “W HY” 

CONTROL 
 



W HAT ARE THEY SELLING? 

THE “W HY” 



W HAT ARE THEY SELLING? 

Our m ost  p recious 
resource as hum an  being s 

 

THE “W HY” 



W HAT ARE THEY SELLING? 

TIME 
 

THE “W HY” 



THE PREDICAMENT 
 
TH E  R E M O TE  C O N TR O L: Th an k s to sm artp h on e tec h n ology… 
p eop le h ave CONTROL over th eir in form ation , c om m un ic ation , & 
ex p erien c e n ow  m ore th an  ever.  
 
 
U N D E R S TA N D IN G TIM E : C om p an ies w h o are suc c eed in g at sc a le 
are sellin g TIME alon g w ith  th eir p rod uc ts an d  servic es. 
 
 
 
 
 

THE “W HY” 



THE PREDICAMENT 
 
 
P eop le h ave th e m ost p ow erful “R E M O TE  C O N TR O L” in  h um an  h istory 
 
 
 
 
P eop le h ave grow n  ac c ustom ed  to m ak in g d ec ision s on  TH E IR  TIM E  
 
 
 
 
 

THE “W HY” 



W HAT DOES THIS MEAN? 

W ORRY NOT MY HMA FRIENDS… 

THE “W HY” 



DON’T PULL YOUR HAIR OUT… 

NEEDED TO INCLUDE TOMMY BOY SOMEW HERE 



THE RESOLVE 
 
Th e c om p an ies m en tion ed  early p urely d igita l… an d  your b usin ess is  N O T. 
 
A n d …  
 
B usin esses in  your sp ac e h ave b een  trad ition ally A M A Z IN G at b uild in g 
R E LA TIO N S H IP S . 
 
 
 
 
 

THE “W HY” 



RELATIONSHIPS 
Th e b est c ustom ers _____, _____ & _____ YO U  an d  YO U R  B U S IN E S S  
 
Th e b est ven d ors _____, _____ & _____ YO U  an d  YO U R  B U S IN E S S  
 
Th e b est em p loyees _____, _____ & _____ YO U  an d  YO U R  B U S IN E S S  

 

THE “W HY” 



RELATIONSHIPS 
Th e b est c ustom ers K N O W , LIK E  & TR U S T YO U  an d  YO U R  B U S IN E S S  
 
Th e b est ven d ors K N O W , LIK E  & TR U S T YO U  an d  YO U R  B U S IN E S S  
 
Th e b est em p loyees K N O W , LIK E  & TR U S T YO U  an d  YO U R  B U S IN E S S  

 

THE “W HY” 



KEEP DOING THIS!! 

W ITH ONE 
SIMPLE SHIFT 

THE “W HY” 



ONE SIMPLE SHIFT… 

YOUR 
TIME 

 

ONLY DURING BUSINESS HOURS 



ONE SIMPLE SHIFT 

THEIR 
TIME 

 

24 / 7 / 365 



THE LEAP  
 
H istoric a lly, trad ition al b usin esses h ave b een  ab le to b e KNOW N, LIKED & 
TRUSTED on  t he com pany’s t im e (hum an  in t eract ion ) 
 
 8 -9  h ours a  d ay 
 5-6  d ays a  w eek  
 250 ish  d ays a  year 
 
 

** D urin g b usin ess h ours, w h en  a  p rosp ec t c ould  ta lk  to som eon e ** 
 
 

THE “W HY” 



THE LEAP  
 
In  20 19  an d  b eyon d , trad ition al b usin esses w ill GR E A TLY b en efit  from  b ein g 
KNOW N, LIKED & TRUSTED on  t he p rospect s’ t im e. 
  
 24 h ours a  d ay 
 7 d ays a  w eek  
 36 5 d ays a  year 

 
 

** A s m uc h  or m ore d igita l as fac e-to-fac e ** 
 
 
 

THE “W HY” 



THE DATA 
 
In  19 70 , it  took  an  average of 5  touc h p oin ts to gen erate a  sa le or a  
“yes” to th e b usin ess. 
 
In  20 19 , th e average is  20 + touc h p oin ts to ac h ieve th e sam e result . 
 

THE “W HY” 



TOUCHPOINTS TO “YES” 

19 70  
 
 

20 19  
 
 

T   T    T    T  T  

T    T    T    T  T    T    T    T    T    T    T    T    T    T    T    T   T    T    T    T    T    T    T    T  
 
 

T  = Tou c h p oin t -----------     
A hum an in t eract ing w it h  
your peop le or business 

THE “W HY” 



W HAT DOES THIS MEAN? 
Th e touc h p oin ts m ust c om e from  p lac es th at c an  b e ac c essed  an y tim e of 
d ay… 
 
Tod ay’s b usin esses sh ould  n ot k eep  A N YO N E  w aitin g w h en  it  c om es to 
b ein g KNOW N, LIKED & TRUSTED 
 
 
 
 
 
 
 
 
 THE “W HY” 



W HAT DOES THIS MEAN? 
B usin esses m ust reac h  th em  via  th e U ltim ate “M id d le M an ” 
 
B usin esses n eed  to b e a  p lac e “to c lic k  to” w h en  th e m od ern  d ay p rosp ec t is  
usin g th eir “R E M O TE  C O N TR O L” 4 h ours a  d ay. 
 
Th e w ay w e en gage on lin e w ill E A R N  us th e op p ortun ity to m eet d irec tly via  
tex t, p h on e, Fac etim e, or even  “Fac e-to-Fac e”. 
 
 
 
 
 
 

THE “W HY” 



W HAT DOES THIS MEAN? 
Tim e is  n ot given , it  is  earn ed … 
 
 

S O C IA L M E D IA  is  th e id ea l p la c e to sta rt ea rn in g 
th a t t im e a n d  a tten tion  to c ultiva te n ew  

rela tion sh ip s for your b usin ess. 
 
 
 
 
 
 THE “W HY” 



SOCIAL MEDIA STATS 
Th e a vera ge Un ited  S ta tes  u ser  is  on  soc ia l n etw ork s  is  116  m in u tes  p er  d a y 

71%  of th e Un ited  S ta tes  is  on  F a c eb ook  & th e a vera ge u ser  c h ec k s  it  8  t im es a  d a y  

Th e a vera ge t im e sp en t  of F a c eb ook  is  35  m in u tes  p er  d a y 

In sta gra m  is  th e fa stest  grow in g soc ia l m ed ia  p la tform  (ow n ed  b y F a c eb ook ) 

Google is  th e la rgest  sea rc h  en gin e a n d  ow n s Y ou Tu b e (2n d  la rgest  sea rc h  en gin e) 

 

THE “W HY” 



HUMAN TOUCHPOINTS 

19 70  
 
 

20 19  
 
 

N ot Gua ra n teed  
 
 

THE “W HY” 



THE PREDICAMENT 
 
In  20 19 , th e average is  20+ t ouchpoin t s… an d  th e p rosp ec t is  2/3rd  
th rough  th e d ec ision  m ak in g p roc ess un til h e/sh e en gages th e 
c om p an y d irec tly (p h on e c a ll, m eetin g, etc .) 
 
For every 1 d irec t touc h p oin t (em ail, p h on e, m eetin g), a  p rosp ec t 
w ill h ave 2-5  in d irec t touc h p oin t (researc h  w ith out th e 
c om p an y/p eop le p resen t) 
 
 
 

THE “W HY” 



W HAT SOCIAL MEDIA IS TO YOU 
Your d igita l rec ruitin g c h an n el… op eratin g 24 h ours a  d ay, 7 d ays a  w eek , 36 5 
d ays a  year to c reate an d  n urture relation sh ip s of th ose w h o c h oose to get to 
K N O W , LIK E  & TR U S T via  th e sm artp h on e  
 
Your d igita l sa les c h an n el… op eratin g 24 h ours a  d ay, 7 d ays a  w eek , 36 5 d ays a  
year to c reate an d  n urture relation sh ip s of th ose w h o c h oose to get to K N O W , 
LIK E  & TR U S T via  th e sm artp h on e  

 

THE “W HY” 



SOCIAL MEDIA REMIND 
S oc ia l M ed ia  is  th e aven ue to b uild  a  relation sh ip  w h en  you’re n ot “Fac e-to-
Fac e” w ith  your p rosp ec t.  

S oc ia l M ed ia  d oes N O T rep lac e, b ut en h an c e th e ”Fac e-to-Fac e” ex p erien c es 
th at d rive your b usin ess. 

Your soc ia l m ed ia  ac c oun ts sh ould  tell th e story of your b ran d  an d  b usin ess. 
M ost im p ortan tly, sh ow  (n ot tell) w h y p eop le sh ould  K N O W , LIK E  & TR U S T in  
th e m om en ts w h ere you are N O T d irec tly en gagin g w ith  th em . W h ic h  just 
so h ap p en s to b e 9 8 %  of th e tim e… 

 
 

THE “W HY” 



RECRUITING STORY 
E m p loyee C an d id ates  

Go from  n ot aw are or in terested  in  your b usin ess… to k n ow in g w h o you are, 
w h y you’re in  b usin ess, an d  w h o th ey w an t to m eet even  b efore th ey step  
th rough  th e d oor. Y ou a llow  your c an d id ates to d o h om ew ork  on  YO U  
d urin g TH E IR  TIM E ! 

 
 

SOCIAL MEDIA HELPS RECRUITING 



RECRUITING STORY 
✓ Ted  
✓ 28  years old  
✓ M oves to a  c ity 9 0 0  m iles 

aw ay... R eac h es out to 
c om p an y an  ask s for 
in terview  
 

SOCIAL MEDIA HELPS RECRUITING 



RECRUITING STORY 
 ✓ U p on  c om p letion  of th e 

in terview , h e says to 
m an agem en t… ”I’ve 
researc h ed  for m on th s an d  
th is is  th e c om p an y I w an t to 
b e ap art of. C an  I m eet R ic h ie 
an d  J oh n ?” 

 

SOCIAL MEDIA HELPS RECRUITING 



RECRUITING STORY 
 

✓ Ted  w as P R E -S O LD  on  th e 
c om p an y lon g b efore th e first 
in terview … w h at are you d oin g to 
P R E -S E LL your b usin ess? 

 

SOCIAL MEDIA HELPS RECRUITING 



SALES STORY 
S ales O p p ortun ities 

Go from  n ot aw are or in terested  in  your b usin ess… to k n ow in g w h o you are, 
w h y you’re in  b usin ess, an d  un d erstan d in g w h at q uality p eop le an d  
p roc esses you h ave in  p lac e to d eliver th e very b est to TH E IR  c ustom er b ase. 

 
 

SOCIAL MEDIA HELPS SALES 



SALES STORY 
✓ B 2B  M an ufac turer 
 

✓ $ 35 m illion  in  sa les 
✓ P rior to 20 14, th e c om p an y w as 

10 0 %  trad ition al in  m ark etin g, 
sellin g, an d  rec ruitin g. 

✓ Th e c om p an y h ad  a  d esire to 
attrac t n ew  ta len t an d  c ap ture 
b usin ess op p ortun ities th ey 
felt  “th ey w ere m issin g” on lin e. 

  
 

SOCIAL MEDIA HELPS SALES 



SALES STORY 

 
✓ In itia lly en gaged  p rosp ec t on  soc ia l m ed ia  (Fac eb ook  an d  Lin k ed In )  
✓ In terac ted  w ith  a  fak e n am e via  w eb site c h at b ox  w e in sta lled  on  th e 

w eb site 
✓ R ead  12 b log p osts  
✓ W atc h ed  5  vid eos 
✓ R eview ed  3 sp ec  sh eets 
 

SOCIAL MEDIA HELPS SALES 



SALES STORY 

 
 

✓ A fter 4 m on th s an d  d oz en s of ”touc h p oin ts” w ith  th e b usin ess, th e p rosp ec t fin a lly 
req uested  a  m eetin g w ith  a  sa les p erson  an d  fin a lly told  us w h o h e w as.  

✓ First sa les m eetin g… our c lien t h ad  th e op p ortun ity to q uote 20  item s an d  w on . 
✓ 4 years later, th is c ustom er sp en d s $ 4 m illion  an n ually at a  41%  gross p rofit  m argin . 
✓ ** Th e in sid e sa les, en gin eers, an d  c ustom er servic es d id  th e m ost “S ellin g” ** 
 

 

SOCIAL MEDIA HELPS SALES 



DON’T MAKE THEM W AIT 
To learn  ab out you an d  your b usin ess w h ile  som eon e is… 

 
 D rivin g in  th eir c ar 
 U sin g p ub lic  tran sp ortation  
 W aitin g for a  D r. ap p t 
 W ork in g out at th e gym  
 S ittin g in  th e p ark  on  a  lun c h  b reak  
 D urin g th e TV  b reak  of M arc h  M ad n ess 



THE ULTIMATE “MIDDLE MAN” 

… IS YOUR OPPORTUNITY 



THANK YOU: OFFER 
C on n ec t w ith  Isaac .. 

 
 S en d  m e an  em ail – Isaac @ 21h an d sh ak e.c om  

 
 S h are w ith  m e h ow  you’d  lik e soc ia l m ed ia  to 

h elp  your b usin ess? 
 
 I ’ll p rovid e you a  1-p age c ustom iz ed  “H ow ” 

b ased  on  w h at w e d o for our c lien ts -- FR E E  



Q&A? 
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