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Take a look at W the strategies helping baking
pros stay successfully social for business.
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and formed them into recognizable skyline features like
the Milwaukee Museum of Modern Art building. Auni
Millics also uses the site to showcase a bakery tour that
helps the world comprehend that a wholesale bakery
kitchen isn't the same as the one at home. The bakery il-
lustrates its point with the image of an elephant dragging

giant sacks of ingredients across the screen,

Things positively change
when the team develops a

mission for the company's
social media channels.

Let's say you want to show off your history, Take a tip
from Lender's Bagels, Matoon, [L, which developed the
first I'I:I.|i|.I11.'I||:_|.' distributed frozen h;tgellx. Thea COmpany
proudly touts, “You've come a long way, bagel!” and
digitally shares the brand’s history in fresh, funny, eye

appealing tormat.

Think visually

For bakers and allieds, social media provides an op
portunity for people to see who vou are and anderstand
what vou do. Visual recognition is a huge part of that,
The more familiar vour company becomes online with
cusbomers and business |lilr'|l1l.':l"i-. the warmer the _t'_rrrl
ing vou will personally receive when meeting tace-to-
face at tradeshows and other meetings.

Capture memorable moments. This year, the
American Soclety of Baking (ASB) shared photos of
the excited reactions of culinary teams from Cormell
Unbversity, University of Towa, Unbversity of Florida
and University of Ohio, as the students learned
they were named finalists in ASBs national Product
Development Competition. By the time students arrived
at BakingTech, held Feb. 26-28 in Chicago, they were fa-
miliar to odher attendees,

Visual recognition matters. If your company is active
onlineg, it becomes more familiar. Colleagues, customers
and prospective dlients will notice your online activity.

BaebEer yel, post new content. .‘~i|1.|.ri|'.g youLr i:n..'l!ﬁiﬂ"
is the key to success. Passion is especially important if
your corner of the baking world requires a more tech
nical mindset.

Businesses that supply equipment and ingredients can
leverage social media in myyriad ways. You ane not restrict-
ed i the "like” button or passages of text, Make a toast o
the industry by serving up videos, photos, clever articles
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and easy-to-grasp infographics. Share real-time updates
abmai .ﬂm’.t‘rﬂu.'l:-'re:lkil:ur_ll-::m\ ard commumity irvodverment.

For example Fred S5Springer. president of Buriord
Corp., allowed people to virtually tag along with him
to Washington, DC, when his company won the na-
tignal Freedom Award. Sharing an experience like Mr.
Springers is also an important way (o inspire and men
tor others who want to dive deeper into this industry.

Be strategic

As with any part of a business, conscious strategy will
produce results that are meaningful o success. Things
positively change when the team develops a mission for
the company’s socil media channels,

Of course, it's important to realize that all efforts are not
the same. Different channels help achieve different bust
ness goals. For example, if the goal is to share the more
technical aspects of your business with potential clients,
think about making information casy to consume

Technical topics risk being too complicated to engage
imterast, buat the rigEll MHESEAR T miakes all the difference.

Take a complex issue like hygienic processing.
Intradox created a video that illustrates the company’s
tour-proing system of research and development, bygien-
i beltz and components, customer support, and con
tinuing education and training. Thats weighty content
to breese through in three-and-a-hall minutes, but the
company coherently connects the dots to the underlying
message of safe food production.

You might have different objectives, like network-
ing or establishing your company as a thought leader.
For these types of strategics, think of LinkedIn as a vi-
able option as & virtual living rolodex. Look people up
and learn abowt current and past work experience, find
mutual acqualntances, ask shared connections to make
introductions

LinkedIn offers different ways to virtually netwosk,
such as FI:II'Iil,"iFI.I.Iiﬂg in busine=s Eroups, where ALR
posts information nearly every day.

The right strategy can provide notoristy, Start by ex
ploring the apportunitics across LinkedIn, A personal
rln:rlih- is an imporiant asset, o don'i xkirnrl; b strateric
and use strong, succinct words and a professional photo,
Do more than make simple updates in your feed — write
articles and embed videos within them. You can also
share presentations in the SlideShare area

One of the most important social media business
sirafegies i simply looking around at what your ven
dors, customers and consumers are doing online. It
changes so rapidly ... be sure to clabm your space. L
Editers Note: This is the first installowent of & three-part
social media series from ASB. Watck for the next install-
Rl in the August issue of Baking & Snack.
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