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Leave your tweets at the door.
That’s the message from most em-

ployers, according to a study by Rob-
ert Half Technology. After conducting 
more than 1,400 interviews across the 
country, the IT staffing firm found 54 
percent of participating CIOs indicated 
their employees are banned from using 
social networks like Twitter, Facebook 
and LinkedIn on company time.

Some professionals say such a blan-
ket policy may not make sense.

“My general thoughts with respect 
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when life hands you lemons, make…
vodka? That’s what Shawn Harlan did. 
And it’s created a buzz. Not because of 
its provocative name – NUDe – but be-
cause it’s really good vodka. 

Being a public relations wizard 
didn’t hurt Harlan’s chances, either. 
Heck, he’s even got National Football 
League Hall of Famer John elway on 
his branding team. 

(editor’s note: Clothing is optional for 
this story, but please read responsibly.)

The bare facts
when clients of S.T Harlan, a na-

tionally recognized public relations, 
marketing and branding firm, began 
showing signs of economic distress 

a few years back, its founder began 
thinking outside the box – and inside 
the bottle. He knew he needed a reces-
sion resistant product. 

He said, “Through much research I 
found that the spirits industry was still 
on an up and up. Doing our due dili-
gence led us to believe that if we cre-
ated a great brand with an exceptional 
product inside, we couldn’t lose.”

with a need for rapid national and 
international exposure to establish 
brand recognition, but with a limited 
marketing budget, Harlan fortified his 
team with industry experts and turned 
to social networking. In a few short 
months his new product, NUDe Vodka, 
is now the buzz among vodka consum-
ers and connoisseurs around the world.

In the News

This month’s focus

‘This is work, not social time!’
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We’re All Business

Cat Country offers play

SWFBT sponsors 
business seminar

Florida Gulf Coast University 
Small Business Development 
Center (SBDC) is gearing up 
for the “Turning Your Passion 
to Profit” educational workshop 
and mini trade show for new and 
existing entrepreneurs 8 a.m. to 
4 p.m. Nov. 7, at Lutgert Hall lo-
cated on the FGCU campus.  

The full- and half-day work-
shops will focus on subjects that 
pertain to the small business 
owner. Questions about account-
ing/taxes, legal issues, funding, 
and information technology will 
be discussed. 

Local experts in their respec-
tive professions will teach the 
six one-hour courses. There are 
13 classes to choose from.  

A portion of the proceeds 
raised from the workshop will 
be donated to the Small Busi-
ness Resource Network (SBRN) 
scholarship fund for small busi-
ness owners. SBRN members 
will be on hand to provide assis-
tance. 

Luncheon speakers include 
Gene Landrum – creator of the 
Chuck e. Cheese concept of 
family entertainment and is au-
thor of several books (including 

networks, see page 5

Get the gab, the goods, the guide.
see pages 10-13

vodka, see page 6

Happy Birthday

WCKT-FM 107.1 sponsors Playland for kids to 
enjoy themselves at Miromar Outlets.

see Other News page 14

SCORE of Naples now old enough to drink.
see Other News page 16

Social networking, star players and quality lift spirits

Employers ban online net-
working – and opportunity?

seminar, see page 2

Local marketer gets NUDE in the recession

Thinking About A New 
Career Opportunity?

Scholarship Funds
Available To
Obtain Your Florida
Real Estate License

CALL FOR DETAILS  239-628-4710

Correction:
In our October story, “So-

cial media helps turn cupcakes 
to cash,” we incorrectly identi-
fied our interview subject as Ken 
Gleason. His last name should in 
fact match that of his wife Joanne 
Glasgow, who was also featured. 
SwFBT regrets the error.
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to banning social networks at work: I 
think it’s a mistake,” said Dean Pic-
cirillo, a principal at HBK Sorce Fi-
nancial LLC and a senior financial 
advisor. 

Say it ain’t so
“Particularly for those who have 

responsibility for business develop-
ment,” Piccirillo said, “you need to be 
connecting and expanding your per-
sonal and professional networks. A lot 
of those connections are being made 
online now.”

In financial services, communica-
tions are highly regulated – which, ac-
cording to Piccirillo, precludes some 
spontaneity in social networking in-
teractions. However, the compliance 
considerations might provide a frame-
work for online networking that less 
regulated industries may not already 
have in place. 

Gail Lamarche knows about com-
pliance, too. She is marketing director 

with Henderson, 
Franklin, Starnes 
and Holt P.A. 

“In a law 
firm,” she said, 
“especially when 
we’re a big law 
firm, we have to 
be careful.”

The attorneys 
themselves are 
encouraged to 
take an active 
role, and most 
do. She initiated 
social network-
ing as part of the 

firm’s marketing strategy in July 2009 
using LinkedIn. 

“LinkedIn is probably the least ob-
trusive means of social media for the 
attorneys to accept,” she said. “It’s just 
another free place to have their bio 
found on Google.” 

Lamarche estimated 71 percent of 
the attorneys use the site, although 
some are too busy to participate.

Crossing paths
To measure success with LinkedIn, 

Lamarche keeps track of connections, 
which she said have increased from 
153 to more than 2000. 

Piccirillo was one of those connec-
tions. He noticed all the Henderson 

Franklin attor-
neys that had an 
online presence 
and became a cli-
ent of the firm. 
He and Lamarche 
went on to be-
come founding 
members of the 
Social Media 
Club’s Southwest 
Florida Chapter, 
which provides a 
monthly educa-
tional seminar 
and networking 
event. 

Twitter now 
plays a large part 

in the law firm’s social media strategy, 
too. The micro-blogging platform has 
brought quantifiable results in the form 
of referrals from other attorneys.

Lamarche said her tweets typically 

consist of tips about employment law, 
real estate and banking. Additionally, 
social media provides the firm an op-
portunity to showcase its involvement 
with community organizations. 

An ear to the ground 
Not only can social media increase 

a company’s profile, it can also be an 
important monitoring tool.

“I think that companies need to be 
listening to what’s being said about 
their firm and their market, their prod-
ucts, their field online,” Piccirillo 
said.

The Google Side wiki, for exam-
ple, highlights the immediacy of cus-
tomer feedback that’s now happening 
on the web. Piccirillo explained the 
product allows users to comment on 
any web site, not only on blogs that 
enable feedback. 

“You go to any bank or credit card 
company and you can find thousands 
of comments. This has only been live 
for a few weeks now. You’re going to 
want to be listening to what the gener-
al public and your prospective clients 
have to say. You’re going to want to 
understand how to respond to that.”

Uncommon sense
American newspaper editor Hor-

ace Greeley said, “Common sense 
is very uncommon.” That was prob-
ably as true in the 1800s as it is today. 
However, the communication tools we 
now have boast an immediacy that can 
seem dizzying. In the wrong hands, it 
could prove disastrous. 

The Robert Half study highlights 
employers’ concerns about productiv-

ity, but also about prudence.
Industry regulation and a company 

social media policy are tools for shap-
ing employees’ use of online network-
ing. Another is a rule of thumb Lama-
rche attributed to Peter Shankman. 

He’s the founder of Help a Reporter 
Out, the popular online source match-
ing journalists and reporters. earlier 
this year he presented a workshop for 
the Public Relations, Marketing and 
Advertising Professionals of Collier 
County titled “Making Social Media 
Part of Your Marketing Mix.”

His “parent, preacher and boss rule” 
commands users of online media to re-
frain from postings that would offend 
any of the three. 

Aside from the industry regulators 
he has to consider, Piccirillo also has 
two of his priests and his parents on 
his Facebook. 

Those of us who don’t would do 
well to pretend we do. And every com-
pany should invest the time to develop 
a social media policy that makes sense 
for it, weighing the benefits against the 
risks.

To learn more about the Southwest 
Florida chapter of the Social Media 
Club, go to www.smcswfl.org.
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marketing director at 
Henderson, Franklin, 
Starnes and Holt P.A. 

Dean Picirrillo is 
a principal at HBK 
Sorce Financial LLC 
and a senior finan-
cial advisor. 


