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To communicate effectively
with target audiences,
businesses must reconsider
how they interact online.

by Mol |'i‘.'r|.|.'|"l_:.: American .'-i.h'.‘.'r_'.'r!_F H.Jp'.urlg

If YRl ATe wxill |'.|||c‘_i|'|g on to the old nodion that social
media doesn't work for business-to-business {B2B), you
need to take a oser look. There has never been a better
time than now to amplity voor company’s reach, build a

higtl_er audience and cresie o :'||rn[:'r|'|'|enxi1.'r |1'-:|'r|'.|-'l:r|g
program that can readily compete — and win — in the
misdern business world.

Here are six keys to help you improve your marketing

tactics with the help of social media

Reframe expectations

Up until now, no one could blame you bor taking a wait-
aind-see attitnde about the merits of social media. With
good reason, many traditionally minded BZE compa-
nles have been reluctant to fully embrace soclal media
because most of their clients just weren't hanging out in
places like Twitter or Facebook

But nowe it's time to take another ook

Even if most of your target audience still prefers face-

to-Face conversations rather than Facebaok interactions,
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the truth is that social media is steadily making inroads
inies daily life. Every hour of each day, current and Futuwre
customers are becoming more familiar with the casy ac-
cess, casual networking and clickable customer service
that is s0 prevalent in the business-to-consumer [(B2C)
markeiplace.

Social media can no longer be ignored by any compa-
my. Yet, becoming more socially savvy does not require
an all-or nething np?m.l-:;h

Start with a few small steps — choose a social media
]:nl:lll'-::-rlll like Facebonk, Twitter, Instagram or Linkedin,
Then, give your favorite plattorm a real chance to per-
form. Set your first big goal on a very simple outcome;
Create posts to raise awareness bor the digital informa-
licm :u'\'::lll :II:I":I':.!? |'l:|'\.'|" LEIFI L EIN g I.l::ll:lj'“].'l\' 'I'u'fh\.'\u'.“".

For example, on LinkedIn, you might hyperlink to a
wehinar SIgn-Ufr [AgE 00 YOAIT COMpLLTy webaite, When
inviting people o sign up, tease them with a few fun
facts. On Facebook, hyperink to a downloadsble vip
sheet. On Twitter, share short tips one at a time. On
[nstagram, post & picture of the company's latest award,

Whatever vou do. develop a regular routine for shar-
ing, and be persistent. Don’t be surprised If vou receive
mure feedback about your posts in person than online,
After all, the baking industry is lke that, Tts moremal,

Staff it right

If your company is new o social media, you may strug-

Totnly pat pecpies’
amention on social media
companas need (o create
B cahesive STty

gle at first. It's common to feel awkoward and even a lide

hit unwelcome. As a result, it may seem like an easy an
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awer would be to hand off the ETETEY |'J.I1.iTI.iTIE lasks to
interns or junior emplovess.

Don't!

Your company’s social media real estate is toe valu-
able 1o farm owt and forget. Stafl all parts of your online
world with care, Its true that today’s junior employees
have likely grows up in the heart of the social landscape.
Their understanding of the social scene is important.
Hevwwever, by the very nature 1:I|"heir'|g jumior eﬁ!ph:-:.-etm.
they will initially lack the business skills and profession-
al expertize needed to proactively build and protect your
company’s larger reputation

Your biggest success may very well be how you handle
social media from behind the scenes. The staff who are
posting on your company’s behall should deeply un-
derstand how social tactics impact your larger market-
ing plan. They must know vour company’s culture and
voice. They must understand how 1o effectively recog
nize, manage and alert you to a potential problem when
it threatens o ewcalate or .'.I'.!iral ol of contral.

Be strategic

Social media won't work optimally without a clear strat-
egy. Ultimately, success will hinge on making it part of a
maore comprehensive marketing program. Social media
is ol replacing digital media; the two are joining forces,

Marry the two. Insist that they dance together,

Lt social media like |||.1IH|Hmm make some foide,
grab attention, raise awareness and make initial connec-
tions with your audience. Position digital platforms like
vour website as the company’s all-important hub.

If your sockal media is going o grab attention and
open doors, then make sure your website really is ready
to engage visitors and keep them around. Examine the
content you are sharing online in both arenas so that the
visitor experbences a totally amooth transition.

One venue has to support the other,

Talking up your company on LinkedIn and sending
peeple o vour website only works with a cohesive plan
that effectively uses pictures and wording to communi-
cate with visitors, {_Zan:l'-ull}' E}H1F¢d_1gl1ph each step Fromm
social to digital.

One of the best ways to succesd is to align your ideas
for content with a calendar. Be forward thinking and
precise. Plan your posts like a scheduled publication, Act
like the program director of a daily news show. Build an
editorial calendar that keeps you a step ahead of your
audience. Give yourself time to create content that will
truly stamd out.

That docsnt mean all your social media is pre-
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Social media is not replacing digital media; the two are joining forces.

seheduled, but o can prepare confent faar future Empos-
tant moments. For example, you typically know wecks
ahead of time that you are going 1o a tradeshow. Plan
your social media for that event. Make a list of pictures
o post so you remember to actually take them and post
them when you are busy and on the road, Pre-schedule
tweets to remind show participants o visit vous booth,
Announce the drawing for a gift card that can be won
by those whe stop by vour booth. Share pictures in real
time from the floor via your smart phone, Schedule in-
terviews with some of your colleagues on Facebook Live.
Post a cell phone video that shares the excitement for
those who can't b there.

An editorial calendar that marries social media and
digital content gets everyone on the same page with
pmmnl:in:rns c:lmp:.n}'-wi.ﬂe. Intentional content e
tablishes the internal protocol needed to break down
departmental silos and ensures vour companys dif
ferent woices are heard, Your best success stories and
fimesl customer lestimonials are I!].'Fr'ir_'a]l:.-' discoverad

in the trenches.

Be inclusive, get visual
Consider the many ways you can help your audience un
derstand what vou do through social media posts,

According  to "The Workforce Gap in US
Commiercial Baking: Trends, Challenges & Solutions”
report commissioned last vear by the American Society
of Baking and the American Bakers Association, the
wholesale baking industry faces a severe shortage of
skilled emplovees, That means industry information
that was once considered basic knowledge s changing.
Be mindful of industry jargon and abbreviations that
can cause confusion in secial media posts, Across the
baking world, now is o good time to check if the old
jargon you routinely use remains relatable to the ma-
jority of your targets

Social media can help educate buvers about yvour see-
vices simply and visually.

Share company achievements on social media in
clear and informative posts. Introduce your prod-
ucts, services and staff through caswal snapshots
and carefully planned photo shoots, When visiting
clients or giving presentations, take photos o docu-
ment the moment,

Infographics can also help tell stories. These easy il-
lustrations allow audiences o consume l;'rlg bites of in-
formation in just one glance — perfect for social media.
SlideShare presentations on Linkedln are wonderful
toods to answer questions and help multiple decision-

Social media can help educate buyers

about your services simply and visually.

miakers understand the expert solutions
that you can provide. Use them and con-
tinue to promete them with other social
media posts that help people find them
again and again,

Think mobile

The smart phone in the palm of your hand
has more power than the local TV station
had in its newsroom. Imagine the truth in
that Realize that accessing social media
platforms on mobile devices is an exciting
opporunity for any company.

However, once again. your social media
outreach should match your digital media
capacity, Make sure the company website
can be accessed and used on mobile de-
vices If a wehtite is ol maobile Fricnd]:r'. it
will reflect poordy on the brand.

Do something now

Think abaou slralegic gfuﬂ.'., olsectives, stral-

epics and tactics. Great marketing tools ane

reant o be used 1o speed up your sales cvde,
S, ask vourself: Whe are you really tar-

Algreng secal media and dogly content s2ross 3 plat-
forms crastes 3 consistency and famiiarty wish 3 brand.
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geting with your social media? What do
yoia really want to have happen?

For most B2Bs, a huge share of your
target market |3 likely found on LinkedIn.
It serves as a giant 24-hour networking
event, and your profile acts as your virtual
business card. Go there, See people, Be
seen by people. Post comments. Like and
share content

Remiember, not every sockal media plat-
form is right for vour business, Know who
you want to reach. Go where vour target
market is,

With a strong plan in place, some
creative fdeas identified and the T:IE]'!l
team ready, you can make a lasting differ-
ence for yoursell, vour company and the
people vou serve. L
Felitor's Noge: This 12 the gecosd oestallsens
of a three-part social media series from
ASE. Watch for the mext sustallment in the
September issue of Baking & Snack.
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