For the Serial Prospecticider, Social Media is Now the Killing Field
by Paul McCord
A little over three years ago I wrote about one of the primary business killing crimes sellers commit--prospecticide, which is the killing of prospects through meaningless and self-centered communications that teach the prospect to ignore the seller because all the seller does is waste the prospect’s time.  
Since that original article identifying prospecticide as a real and widespread crime, little has been done to eradicate it or to reform the criminals committing it.  Salespeople and business owners are still flooding their prospects with communications designed to benefit the seller, not the prospect.  Prospects are still learning not to open the useless emails, to ignore the tweets, and trash the snail mail letters without opening them.
But increasingly the postal service is no longer the primary instrument of destruction as social media such as blogs, Twitter, and Facebook kill much quicker and with far less effort—and without incurring a cost to boot.
In the past the primary communications were letters that featured a “special” or a discussion of some new product or service that was of absolutely no interest to the prospect or client.  Other hot topics were some award the company had just won or a self-serving discussion of the money the company just gave to a deserving charity or some green initiative.  Whatever the primary content of the communication, it had one of two messages—either, we want your money, or see how great we are, aren’t you honored to do business with us?
Those messages had nothing to do with the prospect’s needs or wants.  They often didn’t even acknowledge the prospect or client was a unique human being--other than maybe the auto filled name in the greeting.  It was 100% seller centered and thus, had little to no interest for the prospect or client receiving it.

Certainly, those communications still exist.  The postal service still delivers pieces of poisoned mail to millions of dead and dying prospects and clients every day.

However, social media has become the primary killing field.  We can kill so much faster and with far deadlier content.
No longer do we have to bore prospects with a write up about how great we are because we just donated to a charity.  Not at all.  Now we can really show them how self-centered we are by tweeting that we’re sitting in the Starbucks at the corner of 2nd and A Street.  It was bad enough when we went out of our way to make sure our prospects knew we’re great citizens and deserved their business because we donated to charity.  Now we can really show our ego by believing that we’re so important that they actually care when we take a coffee break.

But our coffee break isn’t the only thing we can use to kill our prospects and clients.  I’ve seen sellers post Facebook posts about trying to overcome the hangover from last night’s drunk; a conversation they just had with a jerk customer where they told the customer just where to get off; and even one where the seller was bragging about how he sabotaged a competitor’s demonstration to a prospect.
Yes, these are all errors that few of us would commit.  But the tenor of the posts is pretty common—very personal posts that reveal a lack of discretion.  The posts are too personal or reveal a lack of integrity or responsibility.  This isn’t to say one can’t be personal.  I know sellers who tweet and post on Facebook their political and religious beliefs or about their family.  I see nothing wrong with that as long as it isn’t a personal attack and the postings are occasional.  
Blogs in many cases have taken the place of the snail mail letter—where the discount specials, the articles about the latest award or charitable donation are touted, or where the newest product or service is presented.  There is nothing wrong or inappropriate with the occasional blog or letter that discusses new products or services; informs about the most recent award or donation; or toots you or your company’s horn, as long as these are the exception rather than the rule.  If all your blog does is brag or present your products and services, I have no reason to read it—unless I happen to have an immediate need for a particular product or service you’re promoting.

So what content doesn’t commit prospecticide?  That which brings value to your prospect—articles written by you or others that discuss issues of concern to your prospect, whatever those issues might be; interviews with leaders in the prospect’s field; reviews of books that would be of interest to your prospect.  Whatever brings value—real value—to your prospect.  Whatever informs, educates, presents potential solutions or expands an interest of your prospect or client.  
Quality prospect communication has always been prospect focused.  With the increased frequency of contact that social media provides, it is more important than ever that your content be geared toward meeting the wants and needs of your prospects because if they don’t, if they’re just self-centered promotional items, you’ll kill your prospects faster than ever before.
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