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Introduction

Too often social marketers describe their efforts based on the internet properties that host their
content; “we have a blog and we're on Twitter.” This behavior hints at the underlying
assumption that all blogs or twitter feeds have a similar approach, but the most successful
social marketing will often be unique.

For example, brands commonly use their Twitter handles as a feed for new case studies,
whitepapers and blog posts - a completely viable cookie-cutter approach. But you could also
provide your audience with a specific tool, information aggregator or resource. Blogs don’t
have to be about news and many technical ones are not. You can provide tutorials, sample
code or publish reader-submitted projects.

Before asking yourself whether the company should be on Facebook or Twitter, we have a few
guestions that are a better starting point. Chances are you already know most of the answers.
e Who's the target audience?
e What content will they value
e How can you provide that content to meet business goals?
e How will your content be branded?

Once you’ve determined what content you can provide that will both meet business goals and
be in high demand by your audience, the medium for delivering that content will come
naturally. The bulk of this whitepaper is on question number four - best practices for branding
social content using a cohesive social brand.

What is a Cohesive Social Brand?
By creating a brand that’s used uniformly across a company’s online entities, readers who like
your blog, will also follow your microblog and video channel.

A cohesive social brand brings continuity across your channels, groups and handles, making it
easy for readers to drift from one medium to another and giving customer prospects a valuable
depth of content across different mediums.

It’'s an online brand associated with your company, but separate, more playful, more
independent, and easy to love. Because this brand is vendor-agnostic and more fun than your
corporate brand, readers are more likely to become fans of the brand, subscribe to content and
become future customers.

Some examples can demonstrate what we mean in a more literally sense.
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B2B Examples

IBM has a cohesive social brand for developers called developerWorks. DeveloperWorks has
an online resource page, a twitter handle, YouTube channel and it even has its own Wiki on
Wikipedia. The following diagram shows how IBM distributes branded content through
developerWorks.
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While developerWorks is owned by IBM and feeds traffic to their whitepapers, blogs, webinars,
and other lead generation tools, it's also a separate brand that is easy for developers to
identify as a resource, not a company sales tool.

Developers are more likely to follow, subscribe or fan a brand like developerWorks than “The
IBM Developer Blog” or “IBM Developer TV.” Developers who use the resources on the
website, may also have fun with the personalities on YouTube and appreciate getting updated
content in a feed on Twitter.

Another example is enterprise software company IDS Scheer. IDS Scheer has branded their
social marketing efforts with a tagline “we love BPM.” The company tags users in their
community with a button “I love BPM.” What BPM professional wouldn’t want to join!?

Not only will readers love to subscribe/fan a brand with a fun slogan, but the slogan itself lends
to keeping the conversation positive and light-hearted.

The IDS Scheer and IBM cohesive social brands are simple, elegant and effective. The
creative process for coming up with a brand like this is not always easy, but we’ve come up
with some guidelines to help.
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Social Brand Guidelines

Now you have a mission if you choose to accept it. It's time to come up with a brand for the
company’s social content. For starters, lets consider the four questions at the beginning of this
whitepaper — each one will tie into some key criteria for the most effective social brand:

Who'’' s t h audierece?g et

Create a brand that makes it very clear who the audience is. Let readers know that this
content is just for them. “I Love BPM” and DeveloperWorks are both great examples,
where keywords like BPM and Developer make the targeted audience immediately
evident.

What content will they value

This is the most important of all the questions, but it’s unlikely your brand name will be
able to express both the target audience and the content. Prioritize the audience first —
curious readers will discover the brand’s content.

How can you provide that content to meet business goals?

So we created this vendor agnostic entity right? What do we get out of it? The process
is similar to how Ziff Davis (company) publishes content through eWeek (online brand).
When eWeek’s customers (advertisers) want more information, eWeek routes them to

Ziff Davis.

But many effective brands will also co-brand with the company product or corporate
brand in some way to gain more visibility and make sure readers know who'’s the
industry expert publishing all this content. IDS Scheer provides another example here,
because their “We Love BPM” slogan is tagged on to the ARISCommunity (ARIS is their
solution name).

An excellent social brand will also provide strong ties to the pre-existing company and
product brand(s).

The last question “How will your content be branded?” deserves it's own guidelines, because
that’s really what this whitepaper is all about. Lets go over some characteristics we’re looking

for:

3 words or less

Playful, but not silly

Independent and vendor-agnostic

Something readers would want to proudly display on their LinkedIn profile

Don’t forget you'll also need a basic logo and a succinct description of your social brand. You
can find examples from IBM developerWorks here, from Social Media Mavens here, or from
IDS Scheer here (in the top-left).
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This whitepaper is the first in a 4-part step-by-step series of whitepapers for B2B social
marketing. To read the next part “Creating a Social Content Engine” or any of the four steps,
visit us at www.gutenbergpr.com/Social-Media.html.

If you would like to discuss how to leverage social media as part of your public relations or
customer intimacy initiatives, or simply to ask questions about our proposed internal social
media guidelines, please contact us at info@gutenbergpr.com.

About Gutenberg Communications:

Gutenberg Communications is an award winning full-service, strategic communications firm
offering public and investor relations services. The firm’s hallmark is their client service and
delivering consistent, measurable communications results to key audiences across the global
landscape for clients in technology, real estate, financial services, healthcare, academia and
events.

For more information about Gutenberg Communications, please
visit: http://www.gutenbergpr.com/
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