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ly sat acro!
frienq of mi ss a close

matter»of-fact‘l mean business
Tght now look and asked. ..
‘ but Cynthia why should I
d my precious time post-
Sgon social media?” I in-
Stantly sat upright because it
dawned onme,thatitis a de-
g moment for my friend. |
hadto assemble my thoughts
and reason with them,some-
thingIdo all the time. Howev-
er failure is not an option here
ecause whatIsay will deter-
mine his relevance, his pro-
gress and his future,
BeforeIcould openmy

Who do you
think gets cal-
led for panels,
media inter-
views, part-
@cships or
oard oppor-
tunities?

mouth torespond,he went
further, almost amused “Every
time Iread a LinkedIn post,I
think...“show off attention
seeker,why did they even post
this?”

Ismiled because I can defi-
nitely relate,| mean, don’t we
all? Judgement is part of our
nature after all.

Truth be told, heis not alone.
From Mubende boardrooms
to Kololo brunch tables, that
sentiment is alive and we]l.A
friend last year said something
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similar. “Me, ! only post when I
have something serious to say.
Idon’tjust post online for the
sakeofit.”

Fair point,however, a dan-
gerous one because here is the
shift many are still resisting.
Whether you likeit or not,you
already have a digital persona.
The only question is whether
you are shapingit...or leaving
itin the hands of silence and
everyone else.

As Warren Buffett once said,
“It takes 20 years to build a rep-
utation and five minutes to
ruin it” Todayit can take five
minutes for people to form a
reputation about you online,
even if you have never post-
ed asingle thing but appear
insearches or if you have one
post on any social media chan-
nel.

Let’s ground this in reality,
shall we? LinkedIn today has
over one billion users global-
ly More importantly, decision
makers live there, talent ac-
quirers hunt there and jobs to-
day are advertised there,etc.
Studies consistently show that
over 80 percent of B2B leads
come through LinkedIn, and
executives who actively share
insights on Linkedin are per-
ceived as more credible,more
accessible, more authentic,
more progressive and more in-
fluential. We know many lead-
ers who are brilliant in board
Tooms, but invisible online —
Tespectfully unimpressiona-
ble outside. That invisibility is
not humilityitis a missed op-
Pportunity.

Ifyou are squirming in your
chair because of what you are
reading thus far, T have made
my point but let me bring it
closerto home.

Imagine two corporate CEOs
in Uganda with the same expe-
Tience,same intelligence, sim-
ilar background, and even the
same networks. One is com-
pletely silent online with no
social media presence (know
those MPs who suddenly get
elected in office and scamp-
erto open social media chan-
nels? Why do channels even
show the date when they were
opened, ironic).

Anyways, the other executive
shares asocial post or an arti-
cle once or twice a week. Here,
Idonot mean motivational
quotes copied from Google, but
personal reflections, lessons,a
short thought on inflation and
howit affects Ugandans, a be-
hind the scenes moment from
ateam €ngagement, a simple
and honest take as they navi-
gate their leadership role,

Sixmonths late;who do
you thmk gets called for pan-
elg, media Interviews, partner-
ships or board opportunities?

My friend, perception is ey
rency!
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