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Past	  months	   Current	  Status	   Next!	  



But	  first	  again…,	  why?	  

Threat	  +	  Opportunity	  in	  	  
a	  rapidly	  changing	  world	  





“A	  recent	  Corporate	  Execu7ve	  Board	  study	  	  
of	  more	  than	  1,400	  B2B	  customers	  found	  	  

that	  those	  customers	  completed,	  on	  average,	  	  
nearly	  60%	  of	  a	  typical	  purchasing	  decision	  

—researching	  solu7ons,	  ranking	  op7ons,	  seIng	  requirements,	  	  
benchmarking	  pricing,	  and	  so	  on—	  

before	  even	  having	  a	  conversa7on	  with	  a	  supplier”	  



Content	  Authority	  



	  
“Going	  forward”	  

	  
An	  integrated	  and	  results-‐driven	  	  

communica+on	  strategy	  
	  

(February	  2012)	  



Background	  &	  Se>ng	  of	  the	  challenge	  



Content	  Marke7ng:	  Associa@on	  &	  Members	  



Content	  Marke7ng:	  Conversion	  



Strategy	  roadmap:	  Step	  3	  Strategy	  

Strategy	  
•  Framework	  

–  Maximise	  online	  outreach	  through	  relevant	  content	  and	  integrate	  where	  possible	  with	  
tradi7onal	  media	  

–  Concentrate	  all	  traffic	  to	  single	  hub	  of	  exper7se	  and	  experts:	  Afera.com	  
–  Focus	  content	  and	  social	  ac7vity	  on	  increasing	  metrics	  that	  indicate	  interest	  and	  

engagement	  
–  Maximise	  possibili7es	  to	  convert	  interest	  into	  business	  leads	  for	  individual	  members	  

with	  a	  level	  playing	  field	  
	  

•  Three	  focus	  lines	  
–  Focus	  on	  crea7ng	  awareness	  (For	  first	  7mers)	  	  
–  Focus	  on	  increase	  dialogue	  (For	  beginning	  and	  experienced	  adopters)	  
–  Consolidate	  and	  grow	  industry	  backing	  (#	  members,	  engagement,	  opportuni7es,	  

results)	  
	  
	  

Audience	   Message	   Branding	  	   Channels	  /	  
X-‐media	  

	  

Metrics	  	  
&	  
	  ROI	  

Budget	  	  
&	  	  

Funding	  

Phasing	  /	  
Stages	  

	  



Strategy	  roadmap:	  Step	  3	  Strategy	  

Planning	  
•  Phase	  2:	  Set	  up	  (8	  weeks	  /	  1	  May)	  

–  Organisa7onal	  
•  Set	  up	  (member)	  content	  team	  (that	  is	  you	  and	  other	  members………)	  
•  Set	  up	  internal	  communica7on	  to	  members	  
•  Set	  up	  repor7ng	  module	  

–  Tech/Tools	  
•  Re-‐design	  website	  Afera.com	  +	  building/implemen7ng	  CM	  tools	  
•  Selec7ng	  support	  tools	  (Twi`er,	  monitor,	  collabora7on	  tools	  [Trello]	  etc.)	  

–  Content/design	  
•  Develop	  in	  depth	  keyword	  strategy,	  detailed	  key	  messages	  (with	  content	  team)	  
•  Rework	  exis7ng	  content;	  build	  content	  base	  1.0.	  
•  Set	  up	  content	  guidelines	  en	  governance	  
•  Start	  listening/following	  channels/opinion	  leaders	  
•  (Logo	  )	  

–  Channels	  
•  Build	  mediabase	  1.0.,	  iden7fy	  opinion	  leaders	  
•  Register	  channel	  iden77es	  
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Ac7vi7es	  

1.  New	  website	  (launched)	  	  
–  update	  from	  ‘90s	  CMS	  >	  precondi7on	  

2.  First	  stage	  content	  development	  
–  organisa7onal	  

•  Sympathy	  call	  by	  e-‐mail	  for	  content	  input	  and	  lists	  of	  bloggers,	  
magazines,	  tweeters	  etc.	  

•  Project	  concept	  presenta7on	  during	  TS	  Brussels	  
•  Building	  team	  &	  support	  
Bathsheba,	  Jacques	  -‐	  help	  from	  Mike	  Punter,	  Eric	  Pass,…	  

–  Basic	  content	  	  
–  Library	  pages	  for	  number	  of	  tape	  categories	  
–  First	  blog	  post	  
–  First	  White	  Paper	  



Content	  Model	  



Content	  Model	  



Content	  Model	  



Structure	  +	  commitment	  content	  input	  

Blog	  op@ons	  for	  example…	  
•  Lighter,	  thinner,	  sexier;	  	  Tape	  does	  the	  trick	  in	  modern	  product	  design	  
•  Everybody	  wants	  to	  design	  like	  Apple	  but	  how	  do	  they	  do	  it?	  
•  3D	  prin@ng	  and	  4	  other	  engineering	  opportuni@es	  in	  2014.	  
•  Google	  Glass	  and	  6	  other	  engineering	  opportuni7es	  in	  2014.	  
•  Electric	  cars,	  what	  holds	  them	  together?	  
•  Do	  you	  know	  all	  the	  advantages	  of	  tape	  for	  a	  designer?	  Do	  the	  test?	  
•  Do	  you	  know	  all	  the	  advantages	  of	  tape	  for	  a	  Manufacturer?	  Do	  the	  test?	  
•  The	  many	  sides	  of	  double	  sided	  tape	  
•  Inspira@on	  for	  design:	  4	  miracles	  of	  product	  design	  with	  tape.	  
•  What	  Santaclaus	  will	  bring	  you	  this	  year.	  Innova7ons	  from	  the	  tape	  industry	  
•  6	  @ps	  how	  tape	  could	  help	  President	  Obama	  



Obama?	  

6	  7ps	  how	  tape	  could	  help	  President	  Obama	  
	  h`p://www.youtube.com/watch?v=a6zu8D05ECY	  



Content	  Model	  



What	  we	  need	  to	  do	  next	  

1)  Structure	  +	  commitment	  for	  content	  input	  
	  
–  Afera	  team	  processes	  input	  to	  ready-‐to-‐publish	  content	  

	  
2)  Structure	  +	  commitment	  for	  content	  feedback	  &	  valida7on	  
	  
3)  Sharing	  new	  voices	  (bloggers,	  websites,	  tweeters,…)	  and	  old	  

voices	  (conferences,	  trade	  magazines,…)	  

–  Afera	  team	  publish	  and	  promotes	  content	  



Structure	  +	  commitment	  content	  input	  

•  Solu@on:	  
–  Several	  MKTcie	  members	  will	  designate	  1-‐2	  staff	  to	  par7cipate	  in	  Afera	  virtual	  

taskforce	  	  
•  Objec@ve:	  	  

–  create	  content	  (input)	  for	  Afera	  
•  Deliverables:	  

–  Par7cipate	  in	  online	  brainstorm	  (Google	  hangout)	  
–  Contribute	  to	  idea	  genera7on	  
–  Cooperate	  with	  team	  members	  

•  Workload:	  	  
–  2	  brainstorms	  October	  +	  November	  2013	  
–  2014:	  1	  brainstorm	  per	  Quarter	  

•  Recompense	  
–  Learnings,	  (insight	  in	  new	  approach?)	  
–  Helping	  yourself	  by	  helping	  Afera	  



Structure	  +	  commitment	  content	  feedback	  

•  Solu@on:	  
–  Team	  of	  X	  proof	  readers	  	  

•  Objec@ve:	  	  
–  check	  quality	  (from	  target	  audience	  perspec@ve!!)	  
–  Avoid	  interference	  with	  Level	  Playing	  Field	  

•  Deliverables:	  
–  Feedback	  on	  pieces	  of	  content	  within	  agreed	  7me	  scope	  

•  Workload:	  	  
–  Q4	  ’13	  +	  Q1	  +	  Q2	  ‘14	  
–  10	  pieces	  for	  library	  
–  2	  white	  papers	  
–  20	  blogs	  

•  Recompense	  
–  Learnings,	  (insight	  in	  new	  approach?)	  
–  Helping	  yourself	  by	  helping	  Afera	  



Old	  &	  New	  ‘voices’	  and	  ‘media-‐outlets’	  

•  Solu@on:	  
–  Afera	  creates	  template/form	  to	  collect	  names	  of	  old	  and	  new	  media	  amongst	  members	  
–  Members	  mobilise	  their	  staff	  to	  come	  up	  with	  sugges7ons	  for	  compiling	  the	  (new)	  media-‐list	  

•  Objec@ve:	  	  
–  Build	  an	  old	  &	  new	  media	  outlet	  base	  

•  Deliverables:	  
–  Input	  into	  media	  outlet	  base	  

•  Workload:	  	  
–  30	  minutes(max!)	  	  for	  each	  staff	  member	  

•  Recompense	  
–  Helping	  yourself	  by	  helping	  Afera	  



Outcome	  October	  MKTcie	  mee7ng	  

•  Now:	  	  
–  from	  nodding	  to	  commi`ment	  

•  Next	  
–  Implementa7on	  
–  KPI’s	  


