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AGENDA 

 Strategic planning and brand fundamentals – Susan 

 Case study: Blogalicious – Stacey 

 Group discussion on brand identity 

 Legal FAQ – Stacey  

 Building your strategic plan – Susan 

 Q&A 



JUST WHAT IS A 

STRATEGIC PLAN 

ANYWAY? 

Discussion Leader: Susan Getgood 



STRATEGY 

 Objectives 

• What you want to achieve  

• Realistic and measureable goals 

 Strategic plan 

• How you will use the tools at your disposal to achieve your objectives 

• The “Why” factor 

 Tactics are the elements of  a strategy 

• What are you going to do and when 

 Results 

• Did we achieve our objectives? 



BRAND 

 Brand is a construct, not an absolute 

 Brand = 

• What the company wants consumers to believe + 

• How consumers perceive the brand 

 Brand is about emotion, not features 

 Control is a fallacy  

• You can’t control your brand, you can only influence and manage it 

 Role of  advertising, word of  mouth 



WHAT IS YOUR BRAND? 

 Your brand is how people perceive you  

 Online branding is about developing your persona 

 Tools at your disposal: 

• Your blog 

• Your reputation 

• Your online presence (Facebook, Twitter, other networks) 



SOCIAL MEDIA TOOLSET 

 Blogs and websites 

 Facebook/Linked In/other social networks 

 Twitter 

 Social curation tools (Tumblr) 

 Video 

 Email newsletters 

 Location based tools like Foursquare & Gowalla 

 The old school – email, newsletters and face-to-face 



Content Creation Tools 

 Communicate an idea/story 

• Blogs 

• Video 

• Social Curation Tools  

ONE FROM COLUMN A  

ONE FROM COLUMN B  

Community Tools 

 Connect with others 

• Facebook 

• Twitter 

• LinkedIn 

• Foursquare/Gowalla 



IN PRACTICE –  

Discussion Leader: Stacey Ferguson 



 

P U R P O S E   

 

T A R G E T  AU D I E N C E  

 

G OA L S  

 

 

THE IDEA 



N A M E  

 

L O G O  

 

O N L I N E  P R E S E N C E  

 

M A R K E T I N G  M A T E R I A L S  

BRANDING BASICS 



WHAT’S  IN A NAME?  

“SMILE AND SCRATCH TEST” 

~Source: Eat My Words 

SIMPLE ~ MEANINGFUL ~ IMAGERY ~ LEGS ~EMOTIONAL 



 



CREATING THE BRAND 



E X P E C T A T I O N S  

 

R O I  

 

O B J E C T I V E S  

 

BLOGALICIOUS 2009 



HOW DID WE SCORE? 
 



P R O P E L L E D  B Y  C O M M U N I T Y  

 

B R A N C H I N G  O U T  { M E E T U P S ,  W E B I N A R S ,  

M A R K E T I N G  N E T W O R K ,  E D I T O R I A L  

C O M M U N I T Y }  

 

R E - B R A N D I N G   

PREPARE FOR TAKEOFF! 



B L O G A L I C I O U S W E E K E N D. C O M  

M Y B L O G A L I C I O U S . C O M  

T H E B - L I N K . C O M  

@ B L O G A L I C I O U S 0 9  

@ B L O G A L I C I O U S 1 0  

B L O G A L I C I O U S 0 9  O N  FA C E B O O K  

B L O G A L I C I O U S D C  O N  FA C E B O O K  

B L O G A L I C I O U S  W E E K E N D  B I G  T E N T  F O R U M  

OH MY. 



B I G G E R ,  B E T T E R …  

 

I S  B I G G E R  B E T T E R ?  

BLOGALICIOUS 2010 



HOW DID WE SCORE? 

 



“ B E  B L O G A L I C I O U S :  T H E  M OV I E ”  

 

B L O G A L I C I O U S  G U I D E S  

 

B L O G A L I C I O U S  R A D I O  

BUT WAIT! THERE’S MORE 



B R I N G  I N  T H E  B I G  G U N S  

 

R E A S S E S S  G OA L S  

 

R E D E F I N E  O B J E C T I V E S  

 

A N A L Y Z E  R O I  

2011: CONSTANT EVOLUTION 



RE-BRAND. AGAIN. 

 

AND, OF COURSE… 



@ B E B L O G A L I C I O U S  

 

FA C E B O O K . C O M / B E B L O G A L I C I O U S  

 

B E B L O G A L I C I O U S . C O M  

CONSISTENT. COHENSIVE.  

(NO MORE )CONFUSION. 



T O P  3  Q UA L I T I E S  T H A T  R E S O N A T E ?  

 

W H A T  I S  Y O U R  VA L U E  P R O P O S I T I O N ?  

 

T H I N K  B I G !  ( A N D  T H E N  P L A N  F O R  I T )  

LESSONS LEARNED 



BRAND IDENTITY 

Group Discussion 



LOGOS MATTER 



LEGAL FAQ 

Discussion Leader: Stacey Ferguson 



D O  YO U R  D U E  D I L I G E N C E .  C H E C K  

U S P T O. G OV  F O R  T R A D E M A R K S ,  S E C R E T A RY  

O F  S T A T E  D I V I S I O N  O F  C O R P O R A T A T I O N S ,  

G E N E R A L  I N T E R N E T  R E S E A R C H  

1. RESEARCH 



A F T E R  R E S E A R C H I N G  YO U R  I N T E N D E D  

N A M E ,  R E G I S T E R  A L L  R E L E VA N T  S O C I A L  

M E D I A  P R O F I L E S  ( T W I T T E R ,  FA C E B O O K ,  

YO U T U B E ,  E T C . )  

2. SOCIAL MEDIA PROFILES 



R E G I S T E R  YO U R  D O M A I N  ( T H I N K  B E YO N D  

T O P - L E V E L )  

 

* OW N I N G  A  D O M A I N  D O E S  N O T  M E A N  

YO U  OW N  T H E  T R A D E M A R K !   

3. URLS 



 B L O G  N A M E S ,  L O G O S ,  A N D  T A G  L I N E S  

A R E  T R A D E M A R K S .   

 

S P E N D  T H E  F U N D S  T O  R E G I S T E R  YO U R  

T R A D E M A R K .   

4. IP: TRADEMARKS & COPYRIGHTS 



A L WAY S  I N C L U D E  A  C O P Y R I G H T  N O T I C E  

O N  YO U R  B L O G.  C O P Y R I G H T S  R E G I S T E R E D  

I N  A  T I M E L Y  FA S H I O N  W I L L  A L L OW  A  

C O P Y R I G H T  OW N E R  T O  R E C E I V E  U P  T O  

$ 1 5 0 , 0 0 0  P E R  I N F R I N G E M E N T  A C T I O N  I N  

F E D E R A L  C O U R T.  

IP: TRADEMARKS & COPYRIGHTS 



YO U  C A N  A L S O  G I V E  A  C R E A T I V E  

C O M M O N  L I C E N S E  T H A T  W I L L  A L L OW  

O T H E R S  T O  C O P Y  YO U R  W O R K  I N  L I M I T E D  

C I R C U M S T A N C E S .   

 

G O  C R E A T I V E C O M M O N S . O R G.  

IP: TRADEMARKS & COPYRIGHTS 

http://creativecimmons.org/


 

P R I VA C Y  P O L I C I E S  

 

 

D I S C L O S U R E S  

 

* S P E C I A L  T H A N K S  T O  L A T O I C H A  G I V E N S  

@ I P L AW 1 0 1  

5. OTHER APPLICABLE LAWS 



BUILDING A PLAN 

Discussion Leader: Susan Getgood 



ASSESS THE OPPORTUNITY 

 Does your “product” satisfy an unmet need that you are uniquely 

qualified to address?  

 Define your audience  

• Who will use or buy it?  

• Will they pay the price you need to charge to make your bottom line? 

 Understand the competition 

• Inaction is sometimes your biggest competitor 

 Analyze SWOT – strengths, weaknesses, opportunities, threats 

 Set a budget based on resources, objectives and expected results 



A SIMPLE BUSINESS PLAN 

 Situation Analysis – summary, why your “thing” is needed 

 Your Solution – your “thing” and how is satisfies the need 

 Market – description of  the market  

• Demographics 

• Market size 

 Competitors 

 Your Business Model – how you are going to make money, pricing 

 Financial Plan – monthly revenue forecast, expense budget and cash flow projection 

 Marketing Plan 



MARKETING PLAN 

 Describes the marketing and sales tactics you will use to achieve 

the objectives laid out in your strategic plan 

 Focus on measurable activities and behaviors, not “awareness.” 

You want your prospect to take a specific action related to your 

offering.  

 Don’t be afraid to fail. Try a tactic, measure it and if  it doesn’t 

achieve the desired results, move on.  



 “Traditional Media” 

• Direct mail, including email 

• Newsletters  

• Advertising (digital and 

print)  

• Public relations 

• Your website 

• Conferences and face-to-

face events 

MARKETING TACTICS 

 Social Media 

• Blogs 

• Blogger outreach 

• Facebook and other Social 

Networks 

• Twitter 

 



MANAGING THE PLAN  

 Your plan is your roadmap, and helps you assess opportunities –  

• If  an opportunity helps you achieve your objectives, consider it. 

• If  it doesn’t, no matter how attractive, pass 

 Milestones – set deadlines, even if  only for yourself. Especially if  

you have budget constraints.  

 Don’t fall (too much) in love with your idea that you can’t see its 

weak spots 



Q&A   
 


