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What is your online brand? 
 

At CiderCon 2015, 
Martin Thatcher described branding as 
“a window to a company’s values” 

• your website 
• your listings 

• reviews 
• search results 

• your social media pages • public comments 
• your mentions 
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Website 
A website is the most valuable part of online branding,  

because it is your space that you control. 
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Website 
A website is the most valuable part of online branding,  

because it is your space that you control. 
 

A website needs to foreground key information 
 

• YOU! Including your • how to reach you  
location, story, and history • all your social media links 

• products and services • newsletter signup 
• events and seasonal info 
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Website 
 
A website showcases identity. 
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Website 

A website showcases identity. 
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Website 

• connections to community 
• what you leave out 
• fun, optional stuff 

A website showcases identity. 
This comes from a blend of explicit  
and implied aesthetics and values 

• photos 
• keywords 

* “heritage” 
* “innovative” 
* “local” 
* “heirloom” 

* histories 
* awards 

* recipes 
* videos 

ONLINE BRANDING 



ONLINE BRANDING 



Website 

Your website is a combination of 
what you say (or show)  

and how you say it. 
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Website 
DO NOT: 
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Website 
DO NOT: 

• have a blank or “site not found” page 
• leave out important information 
• display outdated information 
• confuse visitors with multiple brand identities) 
• have a neglected blog—better none at all 
• provide promo text without information 
• display irrelevant material 
• make an ugly website 
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Website 
I’D LOVE TO SEE 

• shared factual language between  
cider drinkers and makers 

• up-to-date information 

• how to buy the cider both on- and  
off-premises 

• appealing images 

• personality 
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Squarespace Sites 
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http://www.wassailnyc.com/


Squarespace Sites 
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http://whitewoodcider.com/


Squarespace Sites 
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http://www.graftcidery.com/


Squarespace Sites 
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https://www.heirloomapple.com/


Squarespace 
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http://www.graftcidery.com/
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Duplicate Your Info @ 

Not everyone has the same online habits. 
You can’t just do one part of the work and hope  

that other folks will magically do the rest. 
 
Point everything back to your website and your Facebook! 
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Content-Based Marketing 
Blogs and Journalism 

What does blogging do for cider? 
 
for cider companies: 

• improves search visibility 
• increases label recognition 
• directs traffic to your site 
• builds standing in food, drink, blogging, and local communities 
• “long tail search queries” or “weird Google searches” 
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Content-Based Marketing 
Blogs and Journalism 

What does blogging do for cider? 
 
for cider fans: 

• offers a free preview of ciders 
• provides factual information not designed to sell something 
• establishes a language for tasting cider 
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Content-Based Marketing 
Blogs and Journalism 

What does blogging do for cider? 
 
for cider sellers (bars, restaurants, bottle shops): 

• educational material for employees, 24/7 
• motivation for buyers to try new things 
• it mediates between buyer and seller 
• suggests new uses, occasions, and pairings for cider 
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Work with existing blogs or start one? 
 
(business blogging sometimes has slightly negative connotations) 

• selling-motivated 
• fluff 
• uninteresting 

 
But there are exceptions! 

If you have something to say, say it! 

ONLINE BRANDING 



 
Content-Based Marketing 

Journalism, Blogs, Newsletters, Crowdfunding 

Work with existing blogs or start one? 
 

(business blogging sometimes has slightly negative connotations) 

• selling-motivated 
• fluff 
• uninteresting 

 
But there are exceptions! 

If you have something to say, say it! 
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Content-Based Marketing 
Blogs and Journalism 

Working with bloggers 

• this is a labor of love: our time is limited 
• samples are appreciated, but they aren't bribes 
• sometimes samples won't get reviewed 
• we appreciate detailed information 
• if you have hopes, questions, or expectations, share them 
• if you hope a certain cider will be reviewed, send that one 
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Content-Based Marketing 
Blogs and Journalism 

Make the most of your cider being on a blog! 

• if you like what we said about your cider, share it! 
• there's not really any such thing as bad press 
• interact on social media 
• comments or questions on the post are welcome 
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Content-Based Marketing 
Blogs and Journalism 

Talking with mainstream journalists 
• amazing opportunity for discovery 
• limited depth, but greater breadth 
• remember you are no longer talking to cider nerds 
• highly seasonal 
• ask for the chance to fact-check, review quotes, & check spelling 
• may have an angle at odds with yours 
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• promotion 
• public relations 
• customer service 
• interaction with communities,  
fans, other businesses, new people 

Social Media 
 
What can social media do? 
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• direct 
• interactive 
• personal 
• cheap 

Social Media 
 

Social media is 
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Social Media 
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Social Media 
Ok, I’m convinced. Now what? 

 
Set goals, measure success, and don’t waste time 

Example of a platform-specific goal: 
On Instagram, we will share photos that showcase our  
cidery culture, posting three photos per week. 
Our target for each is at least 30 likes and 3 comments. 
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Social Media 
Ok, I’m convinced. Now what? 

 
Set goals, measure success, and don’t waste time 

Example of an overarching goal:  
We will post in our channels about each  
new product release, off-site tasting, 
hours change, and promotion for six months. 
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Social Media 
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The Platforms 
(a micro-mini guide) 
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Social Media 
Ok, I’m convinced. Now what? 
 

The Platforms 
(a micro-mini guide) 

• good for conversation with other cider folks 
• bad for selling 
• if you have even a nominal presence you can interact and let others work for you 
• features to know: #hashtags, @, and retweeting 
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Social Media 
Ok, I’m convinced. Now what? 
 

The Platforms 
(a micro-mini guide) 

• best return on investment 
• most people are already spending time here 
• easy to update information here 
• built-in functionality for listing hours, making events, etc. 
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Social Media 
Ok, I’m convinced. Now what? 
 

The Platforms 
(a micro-mini guide) 

• very visual, and folks respond to the visual 
• easy-to-use photo editing 
• low bar for what makes a post 
• location tagging 
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• claim your business and fact-check 

Social Media 
Ok, I’m convinced. Now what? 
 

The Platforms 
(a micro-mini guide) 

Beverage Apps 
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Social Media 
Ok, I’m convinced. Now what? 
 

The Platforms 
(a micro-mini guide) 

• claim your space 
• don't overcommit 
• figure out what you like:  
that's what you'll do well 
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Social Media 
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• Off-topic content 
• Too busy to post 

Social Media 
Ok, I’m convinced. Now what? 

 
Common Problems & Solutions 

 
• Bad formatting —> Post natively in each platform 
• Unfocused content —> Plan more than improvise 

—> Split your personal and cider accounts 
—> Delegate 
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Social Media 
Ok, I’m convinced. Now what? 

 
Best Practices Across All Platforms 

• be consistent 
• be clear 
• be genuine (but kind) 
• interact with others on social media 
• schedule strategically 
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and finally… 
 
DON’T LOSE SIGHT OF THE 

BIG PICTURE 
Online branding helps your business, but— 
it’s probably not why you grow trees, clean  
tanks, and explain for the thousandth time  
that cider is not beer! 
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Meredith Collins is 
Along Came A Cider 
alongcameacider@gmail.com 
 
http://alongcameacider.blogspot.com 

mailto:alongcameacider@gmail.com
http://alongcameacider.blogspot.com/


Eric West 
eric@ciderguide.com 

 
 

Curator — Cider Guide Newsletter 
 

Director — Great Lakes Int’l Cider & Perry 
Competition (GLINTCAP) 

 
Contributing Writer — CIDERCRAFT Magazine 
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Three Crucial Assets 
 

There are three assets you should build today and should 
continue to focus on for the lifetime of your business. 

 

1) A well-designed website 
2) An opt-in email list with a high-quality autoresponder 

3) Providing impeccable and consistent value 
 

Developing these assets are the equivalent of buying your 
building instead of renting it. 

 
copyblogger.com/digital-sharecropping 
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Digital Sharecropping 
 

If you’re relying on Facebook or Google to bring in 
all of your new customers, you’re 

sharecropping. 
 

You’re hoping the landlord will continue to like 
you and support your business, but the fact is, the 

landlord has no idea who you are and doesn’t 
actually care. 

 
copyblogger.com/digital-sharecropping 
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Permission Marketing 
 

Permission marketing is the opposite of 
interruption marketing. 

 

Instead of interrupting the customer with 
unrequested information, permission marketing 

aims to sell goods and services only when the 
prospect gives consent in advance to receive 

the marketing information. 
 

en.wikipedia.org/wiki/Permission_marketing 
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The Sacred Inbox 
 

In many ways, social media made the email 
address a more sacred form of communication. 

 
The email inbox is a special place of attention, and 

more importantly, the email address is 
something you control. 

 
seanwes.com/221 
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http://seanwes.com/221


Sending Email Is Easy, Right? 
 

Limit to how many recipients in a single message. 
 

Must remember to use BCC rather than TO. 
 

Challenging to create well-designed templates. 
 

Messages more likely to end up in Spam folder. 
 

Keeping up with subscribe/unsubscribe requests. 
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MailChimp 
mailchimp.com 
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https://mailchimp.com/pricing/growing-business/


ConvertKit 
convertkit.com 
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Landing Pages / Signup Forms 
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Autoresponders 
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Analytics 
Recipients, Open Rate, Click Rate, Unsubscribes 

 
 



ONLINE BRANDING 

Top Links Clicked 
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Typical Subscriber Activity 
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1,000 True Fans 
 

A true fan is defined as a fan that will buy anything you produce. 
 

If you have roughly a thousand true fans, you can make a living — if you 
are content to make a living but not a fortune. 

 
This new technology permits creators to maintain relationships, so that 
the customer can become a fan, and so that the creator keeps the total 

amount of payment. 
 

kk.org/thetechnium/1000-true-fans/ 
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https://www.kickstarter.com/projects/1060913487/sonoma-cider-taproom


https://www.kickstarter.com/projects/365516969/lets-build-a-cidery


https://www.kickstarter.com/projects/664746664/arizonas-first-craft-cidery-and-taproom


https://www.kickstarter.com/projects/1916546210/hawk-knob-hard-cider-and-mead-west-virginias-first


https://www.kickstarter.com/projects/1475552687/coyote-hole-ciderworks-100-organic-virginia-hard-c


https://igg.me/at/SerpentineCider/x


https://igg.me/at/ZIWJq853GgA/x


https://igg.me/at/oYTY2QbQbsI/x


https://igg.me/at/texaskeepertaproom/x


https://igg.me/at/twistedlimb/x


Why Crowdfunding Campaigns Fail 
 

Kickstarter appears to be a great way to find fans for 
your work. You put up a great video clip and a story and 

wait for people who will love it to find you. 
 

But that’s not what happens. What happens is that 
people who already have a tribe use Kickstarter to 

organize and activate that tribe. Kickstarter is the 
last step, not the first one. 

 
thedominoproject.com/2012/06/why-kickstarter-campaigns-fail.html 
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Why Crowdfunding Campaigns Fail 
 

Build your tribe before you need it, give the tribe 
something that they want, and make it easy for them to 

believe it’s actually going to work. 
 

Kickstarter looks like a shortcut. It’s not. It’s a 
maximizer. 

 
thedominoproject.com/2012/06/why-kickstarter-campaigns-fail.html 
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Everybody Writes 
 

Your Go-To Guide to Creating 
Ridiculously Good Content 

 
Ann Handley 

 

https://www.amazon.com/Everybody-Writes-Go-Creating-Ridiculously/dp/1118905555?tag=cidgui-20
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Jab, Jab, Jab, 
Right Hook 

 
How to Tell Your Story in a 

Noisy Social World 
 

Gary Vaynerchuk 

https://www.amazon.com/Jab-Right-Hook-Story-Social/dp/006227306X?tag=cidgui-20
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The Impact Equation 
 

Are You Making Things 
Happen or Just Making 

Noise? 
 

Chris Brogan 
Julien Smith 

https://www.amazon.com/Impact-Equation-Making-Things-Happen/dp/1591844908?tag=cidgui-20
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Purple Cow 
 

Transform Your Business by 
Being Remarkable 

 
Seth Godin 

https://www.amazon.com/Purple-Cow-New-Transform-Remarkable/dp/1591843170?tag=cidgui-20


Meredith Collins 
alongcameacider@gmail.com 

alongcameacider.blogspot.com 
 

Eric West 
eric@ciderguide.com 

ciderguide.com 
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