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What We’ll Cover

What is B2B Social Media?

Why is Social Media Good for B2B Companies?
What Can Symmetri Do?

What Does It Cost?

What Case Studies Do We Have?
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What i1s Social Media?
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Different Channels Address Different Needs.

Most Social Media channels fall into these categories:

Conversation
Blogs

Message Boards
Discussion Forums

B Blogger

Social Networking
Facebook
LinkedIn

Twitter

Content Sharing
YouTube
Instagram
AddThis or other
sharing tools
Recommendations
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Collaboration
Wikipedia
Quora
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http://www.youtube.com/
http://images.google.com/imgres?imgurl=http://kempton.files.wordpress.com/2006/08/wikipedia-logo.png?w=157&h=194&imgrefurl=http://kempton.wordpress.com/2006/10/21/new-wikipedia-entries-kevin-roberts-lovemarks/&h=599&w=489&sz=211&hl=en&start=3&sig2=K1vzh6FYdYnohT0IaGnA8Q&usg=__FdJCIezSUSOXMffAslmn90rfGVk=&tbnid=rSUvt-Bdx72kcM:&tbnh=135&tbnw=110&ei=lVDKSNnmOI7OeIuHjdQL&prev=/images?q=wikipedia+logo&gbv=2&hl=en&sa=G

How Most B2B Companies Sell/Market

Everything is driven by sales and Sales = Relationship

Sell through distributors/dealers

Third party Value-Added Resellers (VAR) or integrators

Major account teams

Relationship-driven, with emphasis placed on growing same-customer business

Reps engage with prospects to identify specific needs, figure out solutions, solve problems

Marketing = products, maybe Thought Leadership

Sales support elements, such as brochures, catalogs, fliers, videos, promotional materials
Print ads in trade media

Direct mail, including email, often through trade media

Trade shows

Web site/microsites
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Social Channels Map to B2B Needs

Conversation

«  Relationship building Social@Cisco share [ & f
. Find, follow, and friend Cisco across the Social Web.

. Thought leadership

SOCial Networking VI D EO CLOU D IP video could lead the multimedia move to

the cloud. Are you ready for video content
anywhere, on any device, at anytime?
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. Recommendations
N +

Ratings
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Sharing
. Education
No Traffic with Application Visibility Find us on Facebook
ind u:

. Demonstration and Control — ihlJi@”‘iif

www.youtube.com/watch?

v=9eXEF2R4vzg | love my job, but | really % UTT| Create an: t

don't enjoy my commute....and ... . L S login t Cool read for @
Feb 7th | Cisco Blog ‘ s like. Recent report from

Blogs  Jointhe Conversation > {4 YouTube Watchtiore > ﬂ Facebook Joinus > Cisco Buzz

Reasons You Won't Recognize Your

CO I | ab (0] ration Looking to Build the Right Network CareCore National Advances 7 Television in the Not-Too-Distant
for Your Business? Read Here for Healthcare through Enhanced =} Future”

° PI’O b | em S O |V| n g Advice on Purchasing Core Collaboration
. Resourcing

‘ Like
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Clients Will Have Questions and Objections

| can’t do it because...

Does it work?
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Are my competitors doing it?
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Is it dangerous? Will my company get slammed?
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What would | get out of it?
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Not enough time
to dedicate to it

Don't think it is critical
for my business
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Lack resources
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Don't know how to measure
its effectiveness, not sure
it would be valuable
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Uncertain about
how to begin

Concerned about customer

privacy issues | They need a partner!

STl gl

Source: Penton Marketing Services, “Truth From the Trenches” 2011 Survey
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Does B2B Social Media Work? O

Y e

B2B companies using social media who have acquired a customer
from the indicated channel:
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Symetr

Blog Facebook Twitter LinkedIn

Source: “2010 State of Inbound Marketing,"” HubSpot, February 2010
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Competitors Might Have Early Advantage
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None Very few Some Most Virtually all Don’t know

Source: Penton Marketing Services, “Truth From the Trenches” 2011 Survey
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“We Might Get Slammed”

-~

Better to know and be able to respond than never know at all.

Not aware at all
Very aware

 Vaguely aware

Source: Penton Marketing Services, “Truth From the Trenches” 2011 Survey
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B2B Social Media Presents Opportunity

Four major areas of concern for most B2B
companies:
RELATIONSHIP

1. Lead generation BUILDING

2. Relationship building

3. Problem solving for customers . THOUGHT LEAD
. ) LEADERSHIP GENERATION

4. Building brand equity

. o - . . PROBLEM
Social Media is ideal for supporting each SOLVING

and can differentiate a brand or company
from competitors.
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Symmetri's Point of View
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Symmetri leverages expertise in the behavioral modes and
operational use of Social Media with a deep understanding of the
complex B2B buying process in order to help our clients build
effective Social Media engagement programs that achieve
measurable results.

Rt

.. __,

s
S -




What We Can Do
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Research Campaign Development and Management

. Ideation, planning, production,
implementation

Analytics and reporting

. Social Conversation Audit

Social Media Strategy and Long-term Planning

Community Site Development and Management

Social Media Program Development and < Audience identification, user persona
Management development,

Facebook, Twitter, YouTube, and other Technical platform specification and
platform-specific programs implementation

Operational Management--“Fingers on the Content planning and creation
Keyboard”

Measurement plans and value calculation Content Strategy Development, Content Creation,
and Program Management

Copy, graphics, video, conversation

Blogs

Social channels

Search Engine Optimization Keyword Strategy
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Four Key B2B Goals

RELATIONSHIP
BUILDING

THOUGHT LEAD
LEADERSHIP GENERATION

PROBLEM
SOLVING



Relationship Building: Social Media Approach

Get leads to follow your Twitter
account, and use that channel to
put out a planned series of
content pieces which describe
features and benefits, address
guestions about cost and value,
and indicate quality and class
leadership.

We will help you work with your
sales reps, engage directly with
the target audience to answer
guestions, comment on related
posts, and demonstrate how great
It would be to work with your
company.

N

@ Symmetri Marketing

313 613 1,084

Who to follow - Refresh - View all
Radian6 &
i¢ Follow

McKinsey Quarterly £

Follow

Chicago trends - Change
#Th

Tweets

() i! Sebastian St. George Yo
"9 You have brains in your head. You have feet in your shoes. You can
s steer yourself any direction you choose. - Dr. Seuss RT
JackiesBuzz

Monica L. Matthews ~ Aidsc

< \ynat heips me achieve my goals is not being shy to ask for help or to
say NO if | can't do something. This is hard sometimes! #momchat
iz

ScottHauman

ﬁ Inspiring words and creative work from @q|td - Labor of Love: Folk
Fest 2012 bit.ly/yBRWpy

- Kevin Rose e se
‘h” Watching the water show 1/2 mile from the earth (with Chris at

Residents Lounge 123rd Floor Burj Khalifa) [pic] —
path.com/p/10YIkU
Q View location

Medium
medium RT @neahleize Its important for brands to establish themselves
beyond the product to connect with consumers and drive loyalty.
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Lead Geeration

B2B prospects use social media to

keep up to date about new

products and industry news. They = e M —

are more receptive than

consumers to establishing contact EMMD [ s s s

and engaging directly. All social = =

channel engagement should "

facilitate traffic back to your central o ms

Linkediﬂa Go to Linkedin Ads »

On“ne presence and encourage P & Don't let the "fear factor" keep you from starting an industrial blog! - & ¢a H LdsB|: é, gRK dyLdgd i,

Beyond the financial and.
)y Industrial Companies Need a Blog Calendar and a Super Easy Way to

S He m Lacke, v started
{2 Comment P Flag ﬁ deteeion Tha ‘p i
for d es
Most Popular Discussions Like * A 2 hours ago

We will help you develop a content ﬁ GQ[( e e
strategy that leverages optimized,

valuable content to find interested

prospects via integrated search

(digital, social, mobile) as well as

an outreach campaign designed to

consistently grow your following.

; dlhgp

data capture for future interaction.

N



Problem Solving

Monitoring social media conversation will
identify customers and prospects with
problems that you can solve:

» Blogs dentaltown —
* Industry Forums vt e
* LinkedIn Discussion Groups -

Bulk Fill

Brands that provide guidance and answers L
will establish a relationship and allow you to Nl
highlight your innovative products or services ___vewon

and meet customer needs.

We will engage customers and prospects via

LinkedIn Groups, Forums, Twitter and other

microblogs. We will help you seek out and s s 1IN
listen to the customer’s voice, solicit feedback ; YL S

that will improve products and services, and

ShO\(/jV the public how you respond to customer

needs.




Building Brand Equity

B2B audiences are hungry for information.
They willingly follow blogs and Twitter feeds
that address their industries and present useful
information. Companies that bring expertise
and value to their industries without necessarily
tying directly to their own products or services
are acknowledged as leaders and are viewed
with greater interest.

We will help you aggregate your valuable
content and organize an editorial calendar for
optimal distribution across all channels.
Because we know and understand your
business and your industry, we will be very
effective at leveraging your leadership standing
to provide added-value interactions with target
audiences.

SOLUTIONS ~ SERVICES ~ TECHNOLOGY  KNOWLEDGECENTER  BRANDSQUARE

BLOG 02.07.12 S1¥] 1

Near Field Communications (NFC) Is Here. Now what?

Read More >>

Clever Packaging: It's What You Leave Out That Makes It
Work

Anthem Offers Five Macro Trends That Will Affect Your
Business in 2012

BLOG

OUR COMPANIES (®

ABOUT THIS BLOG

THE ONLINE COMMUNITY FOR MARKETERS

TWITTER FEED
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A Few Notes on Measurement

e ey
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Symmetri B2B Social Media programs provide real, measurable results.

Measure and evaluate communications programs at multiple levels.
Link communications with outcomes and ultimately, business impact.

1

‘...

Exposure. Engagement. Influence.

To what degree Who is interacting How we influenced Action.
have we created and engaging with perceptions and What action if any
exposure to content our content? How attitudes of the has the target taken

and message? and where? target

., ', 2 3

Non-financial Impact: Value —»  Possible Financial Impact: ROI




-

Measuring Results

To determine this....

Interest in a new product

Success of an advertising
campaign

Value of thought leadership

Awareness

Measure this...

Microsite visits, comments on blog announcement,
tweets and retweets, online mentions,
recommendations

Leads generated via emails/display ads/landing
pages; video views; microsite traffic

Number of followers/fans/group members and growth
over time, comments on blog posts, retweets and
mentions, sharing of content

Search engine traffic data, social media mentions,
online survey results, share of voice data
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1

‘...
-




e

What Does It Cost?

Social Conversation Audit: $5,000 -- $10,000

Strategy/Program Development: $15,000 -- $20,000

Social Media Strategy Document
Operating Playbook

Content Plan and Editorial Calendar
Deployment Schedule

Analytics plan and report scorecard

Program Management: $3,000 -- $22,000

Content Development

varies depending on scope

e ey
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Case Study: BrandSquare, Powered by Schawk

ann BrandSquare Online Marketing Community Powered By Schawk
|| _ ®randSquare Online Marketing [2A)

(a)x] brandsquare.com v el
i [ Most Visited = [f Latest Headlines = ~'J Google Maps - YouTube T United Airfines - \\' Wikipedia [_| News ~ [ | Popular =
|

Activities: \
 Creation of a community site that , = m; BRANDSQUARE

agg regateS | nd u Stry CO nte nt >, Q { J AlRLEVAI?V A MEMBER? YOUR CENTRAL SOURCE FOR MARKETING NEWS AND KNOWLEDGE.

ANTHEM SIGHTINGS REPORT

* Distribute daily e-newsletter to generate o ¢ sl ; r\cld
traffic and interest '

Marketing o kids gets more savvy with
new technologies

FOLLOW GBRANDSOUARE = |

n

Results: 2009 — 2011

* 1000’s of community members, continuing
to increase daily

» Exposure to C-level targets

are. Come in and market better.
JOIN BRANDSQUARE

Notable recent followers:

Patrick Adams, CMO Victoria’s Secret Direct; Kent
Huffman, CMO BearCom Wireless; Myles Bristow,
CMO CommCreative, ranked #2 on top CMOs on
Twitter

DESIGN GO? Managing Wew Produet Launches In Asi

SITBRANDSOUARE COM > |

a" Leam oy

CONTACT BRANDSQUARE FOLLOW GBRANDSQUARE &= VISIT SCHAWK COM >




Schawk Blog

Objectives:
» Provide a forum to push thought leadership and expertise
* Provide a cost-efficient means of promoting Schawk
Build Schawk opt-in database
Increase Website traffic through SEO
Build Schawk’s brand equity and awareness

Activities:

» Write blog posts

« Aggregate content

» Monitor comments and conversations

Results:
 Consistent readership since launch on October 3@ 2011
* 75% of visitors read one or more blog entry

» Growth in page views week by week — from 30t to 15" most
visited page in first three weeks

8o Blog | SCHAWK!
Blog | SCHAWKI =l

L]
| @ (B Fitp: /e schawk.com

v @] (- Google Q) (]

| [3] most Visited ~ Latest Headlines v »*J] Google Maps. YouTube 7] United Airlines - \\' Wikipedia [ | News v [ | Popular v  [EJ Bookmarks v

SOLUTIONS ~ SERVICES ~ TECHNOLOEY  KNOWLEDGE CENTER ~ BRANDSQUARE  BLOG

BLOG 10.31.11

Why Private Brands Are Un-American: a BrandSquare
Webinar

oBEe. 8

‘Sometimes American retailers look at the data and feel frusirated: Private brands in
the UK. gamer twice the "share of cart” of their counterparts in America. But this
doesn't mean American private brands are underachieving: It means that the two
countries have a vastly different history of retail

Private brands (known as “own brands’) in the U.K.

Read More >> 0 Comments.

Pharma in China: What Margin for Error Is Acceptable?
P "',u,," Gutwardly the healthcare environment in China couldn't be more uniike the West
'l‘ In China, we see the extremes of both modern and traditional medicine. We see
I vast regional differences in quality and access that the government wants to
remedy quickly with universal access. And we see the issue of pharmaceutical
b"-t' 1s quality and counterfeiting to a degree that may stun Western observers.
Read More >> 0 Comments

China: A Teachable Moment Every Minute

T You don't have 10 be rolling out a new brand in China (o leam from China. In fact,
is super-charged upwardly mobile marketplace of 1.3 bilion people seems to
teach anew lesson every day. For instance, Wester brands have discovered that
the Chinese government giveth and it taketh away: it can make business for
%8 Westom brands easier by promoiing wealth and consumpiion among

Read More >> 0 Comments.

Read Previous Posts >>

INVESTORS | CAREERS | LOGATIONS | CONTACT US

OUR COMPANIES  (®

ABOUT THIS BLOB

THE ONLINE COMMUNITY FOR MARKETERS

JOIN BRANDSQUARE

TWITTER FEED

‘ nestor_elizondo Incorporando las

#Tablets a su #Estrategia de
#Markating ow.ly/ 7eMin
AlcaciolBS RT @juancmejiallano
#EraDigital: un reto para los
esponsables de #marketing

g00.gl/EICIT #MarketingDigital
#eMarketing #Marketing20

dias ow.ly/7esDu #marketing

iulinanrana Fn scra ramnarada

CATEGORIES




Schawk Social Media

Objectives:
» Build Schawk’s brand equity and awareness SCHAWK
» Provide a cost-efficient means of promoting Schawk

Raise awareness of BrandSquare

Increase traffic to Schawk.com and BrandSquare.com

Nurture prospects and develop stronger relationships with
current clients

Stay in touch with SCHAWK

Results:

« Steady prerrepr
I Schawk
exponential SCHAWK‘

growth in
followers
High quality
followers from
top brands

oy BrandSquare
NI @BrandSquare worowmae

y &

‘YOUR CENTRAL SOURCE FOR MARKETING NEWS AND KNOWLEDGE
X
s




Schawk Content Marketing

Objectives:
e |ncrease website traffic

* Increase engagement on-site through content
integration, promotion and link distribution

Activities:
Editorial calendar; topic research, blog posts,
social media updates

SEO keyword, tag, and metadata plan &
development

Adjust and rewrite content as needed

Results:

Press release republished
by PopSop

Included in Daily Email

Blog article posted to Schawk.com
- Optimized with keywords, meta tags,
description

~ - [0

BRANDSQUARE
YOUR CENTRAL SOURCE FOR MARKETING NEWS AND KNUWLEDGE.
irg n

» 15-20% traffic increase
each month to “

Schawk Rolls Out 3D Advertising Products in the UK! Read today's
blog post for more on the products & our perspective

Schawk.com over 6

months Schawk blog post promoted on Schawk

* Quality leads (worth S
$100K or mOI’e) tanEd ww?vschawk com.fbI.og.-'F'ackagmg'ii.EUDesmn

2 days ago — Schawk Rolls Out 3D Advertising Products in the U.K. ...

Blog post listed in Google search results

POPSOPE -

e s
Schawk Creates New Enl
3D Products Set for Pri

s o
sies O

hanced Experience with a
t and Outdoor Advertising

B
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Example of Integrated Social Media Campaign:
White Paper Promotion

BrandSquare/ Schawk
Social Media

BrandSquare/ Schawk
Social Media

som

BLOG 8
Brand Equity from Many Angles: Anthem Sightings
Vol3

White paper on
Schawk.com

Schawk Blog

SCHAWK

e AR T R I

= - L - - foin RT LAWK Sea how Lacoste & Lev: Strauss ¢ findng
BrandSquars - gt e - a
[ e tpebocned cu i 2 ther cors, Antrem Sighe
RT Lacoste & Levi Strauss r finding e - e their way by going back 2 their core, Sightings
their way by going back 2 ther com, Anthem Sightings

Soumeysang Taling tha Product From Corcapt 15 Consumer. Sea
haw Chigotia, J Crew succesd in Anthem Sighings b0

1
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White paper posted to
Schawk.com
Knowledge Center.
General description
includes keywords
from Schawk
taxonomy.

White paper promoted
on both Schawk and
BrandSquare social
media. @Retweeted
and @mentioned by
industry influencers.

White paper
summarized into blog
post. Post includes
keywords from Schawk
taxonomy; crawled and
listed in Google.

Blog post
promoted in
Schawk and

BrandSquare social

media.
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-
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White Paper Promotion (continued)

Schawk Blog BrandSquare/ Schawk Schawk Blog BrandSquare/ Schawk Schawk Blog BrandSquare/ Schawk
Social Media Social Media Social Media

% Soa row Laccate & Levi Siruns ¢ g - - B B oo e - e T RO i s e
way by going back 2 e com, Arthe Sightegs A e g ol 3

BLOG

+Chasmy + v Couse Darmaec A Stucy in Levaraging Brand Exuity
Product Transpanncy and Authenticlty: “Joumey- Brand + Charity + Pop Star. Casse Marketing ot the oty and ty
Teting" sCHARK Next Lavel i -

Prouct Transparency and Auheriicly: “Josmey Teling” £ AT . w2 4 Tt " FO . - Fow Darron i & s ot eversgig s+ amsets

b e et |
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Topic-specific blog Each post is Topic-specific blog Social media promotion Blog post focuses Social media channels
posts are created and  individually posts are posted 1 per is spaced to extend the on key topics or leveraged to push
posted to the Schawk promoted through week on average, life of the post over themes that will content to industry
Blog. Each post Schawk & each focusing on a several days. resonate with the thought leaders and
incorporates keywords BrandSquare social  different theme, community. engage with potential
and meta tags from media. extending the bloggers.

Schawk content promotion for approx.

marketing plan. 30 days in total.

o




Conclusion

facebook
Facebook helps you connect and share with the people in your fife.

We are the B2B Social Media
Experts.

Symmetrl Marketing | = tke

ess - Chicago, Tlinois

Symmetri Marketing * Everyone (Top Post

share: [ Post [@] Photo '3 Video

te something

al
= Urite
an S ) Videos Sy \mel Marketing &

Facebook: www.facebook.com/SymmetriMarketing - ’i‘

Twitter: @symmetri
#symmetri
#b2bsm

Web Site:
http://symmetrimarketing.com/our-capabilities-social-media-strateqy

YouTube:
http://www.youtube.com/user/SymmetriMarketing/videos

T

Want to like or comment
on this page?
To interact with Symmetri Marketing

you need to sign up for Facebook first.
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http://www.facebook.com/SymmetriMarketing
http://symmetrimarketing.com/our-capabilities-social-media-strategy
http://symmetrimarketing.com/our-capabilities-social-media-strategy
http://symmetrimarketing.com/our-capabilities-social-media-strategy
http://symmetrimarketing.com/our-capabilities-social-media-strategy
http://symmetrimarketing.com/our-capabilities-social-media-strategy
http://symmetrimarketing.com/our-capabilities-social-media-strategy
http://symmetrimarketing.com/our-capabilities-social-media-strategy
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http://symmetrimarketing.com/our-capabilities-social-media-strategy
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