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BY CHRISTOPHER HOSFORD
Cisco Systems and American 

Express Co. were the headliners 
last month at BtoB’s inaugural 
Social Media Marketing Awards 
ceremony, winning People’s Choice 
Awards balloting as the top b-to-b 
social media marketing programs 
of the year.

Cisco, the People’s Choice 
honoree in the tech companies 
category, was recognized for its 
myPlanNet campaign, a download-
able simulation game in which 
participants played the roll of a 
CEO solving business challenges 
using  Cisco products. The project 
featured a Facebook page that drew 
more than 55,000 fans and enjoyed 
international participation.

Cisco introduced its myPlan-
Net campaign using traditional 
channels, in particular live events, 
but thereafter the program took on 
a life of its own through Facebook, 
Twitter posts and viral exposure 
via other gaming sites, said Petra 
Neiger, program manager.

“The game site was reposted by 
third parties on their own sites, and 
we even began seeing posts about 
the game translated on overseas 
Facebook pages, sometimes in 
languages we weren’t even aware 
of,” she said. “And the competi-
tion between certain countries was 
fierce.”

Neiger said the major challenge 
of the campaign, and of social me-
dia marketing in general, is staying 
focused.

“It’s easy to get into social 
media, but you must keep the 
momentum going,” she said. “Be 
patient. Social media takes time, 

but it will pay off for you.”
American Express took home 

the People’s Choice Award in the 
nontech companies category for its 
OPEN Forum portal for small busi-
nesses. The site serves as a source 
of small-business information,
networking and engagement.

“Our immediate metrics were 
to drive traffic to the site, increase 
the frequency of visits and the 
length of individual stays, to boost 
retweets and create buzz,” said 
Mary Ann Fitzmaurice Reilly, 
senior VP-partnerships and new-
business development at American 
Express Co. “But our ultimate goal 
was to help small businesses grow, 
so we’re really
looking at long-term results.”

AmEx engaged 150 bloggers to 
write regularly about the campaign 
on both the OPEN portal and their 
own sites; created a “Connectodex” 
feature for members to establish an 
online promotional description of 
their companies; and aggregated 
1,000 of the most active business 
tweeters as an additional resource 
for its registrants, among numerous 
other features.

The other People’s Choice 
finalists in the nontech category 
were CME Group, for its Twitter 
campaign, and Emerson Process 
Management, for its blogs. Other 
tech finalists were Kinaxis and Mi-
crosoft Corp., for their integrated 
social marketing campaigns, and 
Hewlett-Packard Co., for its viral 
video program.

ENTERTAINMENT VALUE STRESSED
In a panel discussion during the 
event, the value of entertainment as 
a social media marketing asset was 
stressed. Supply chain software 
company Kinaxis, for example, de-
vised as part of its social outreach 

a video spoof called the “Late Late 
Supply Chain Show,” featuring 
comic turns by Kinaxis staffers. 

“Laughter is an important part 
of our site,” said Kirsten Watson, 
the company’s director-corporate 
marketing. “It creates a personality 
for the company and shows a little 
bit of our culture. And, of course, in 
the supply chain business, laughter 
is really the best medicine when 
things go wrong.”

Watson also noted the practical 
usefulness of dovetailing social 
marketing with search.

“I can’t stress enough the 
importance of search engine 
optimization integrated with social 
media marketing,” Watson said. 
She added that a consistent effort 
to optimize social content with per-
tinent keywords produced a 270% 
increase in Kinaxis’ website traffic 
last year compared with 2008, a 
320% increase in leads, and a 530% 
increase in traffic to the company’s 
blog site.

Jim Cahill, chief blogger at 
Emerson Process Management, 
agreed that social media has be-
come a central component of search 
marketing.

“Our blogs have increased the 
‘findability’ of Emerson,” Cahill 
said. “Our No. 1 metric is how eas-
ily people can now reach me.”

Emerson took individual honors 
for its blogging campaign, which 
it devised to highlight the process-
control company’s array of staff 
expertise.

“Yes, the quality of the product 
is important; but people buy from 
other people who are reliable and 
trustworthy,” Cahill said. “Our 
blogs were designed to showcase 
our experts and to build that leader-
ship.”

BY KATE MADDOX
Enterprise software company

CA (which shortened its name from
Computer Associates in 2006), has
rebranded itself as CA Technologies
to more clearly define its scope.

“We have not done a legal name
change. We have added the descriptor
‘Technologies’ to more clearly signal
our core focus on the enterprise and
provide room to encompass growth in
segments including cloud technolo-
gies and SaaS (software as a service),”
CMO Marianne Budnik said.

“The company’s roots were in
the enterprise data center, and his-
torically the company has serviced
the 4,000 largest IT customers in the
world,” she said. “We had very
high name recognition for just two
letters—CA. You could say CA to

those large companies and they
knew who we were.”

However, Budnik said, as the
company has expanded its reach
into emerging markets globally, as
well as into new vertical segments, it
is “now reaching a target
audience that doesn’t have
that same context for our
previous name.”

To promote its new
brand, CA Technologies will
launch a global integrated
marketing campaign late
this month or early next month, in-
cluding TV, print, online and events.
The budget was undisclosed.

CA worked with branding agen-
cy Lippincott, New York, on the
brand strategy and visual identity;
digital agency Digitas, Boston, on a

redesigned website and online ads;
and a small agency it declined to
name on some of the advertising.

The company is now conduct-
ing an informal review for an adver-
tising agency, Budnik said. It does
not currently have an advertising
agency of record. 

The ad campaign, which has the
new tagline “Agility made possible,”

will feature TV spots that will
run during broadcasts of the
PGA Tour this summer, Bud-
nik said, as well as print ads
in The Wall Street Journal
and other publications. The
complete media plan is still
being reviewed, she said.

“We probably will not do a lot of
mainstream TV media in the U.S.”
Budnik said. “We are really b-to-b,
so if we look at the investment mix
for marketing, our dollars will prob-
ably be better spent serving other
markets, heavy in online, print and

a lot of customer engagement com-
munity building. We will spend in
other geographies outside the U.S.”

The campaign includes a heavy
online component, in which 17 pre-
viously separate Web portals have
been consolidated into one website.

“The website has been completely
rearchitected, so that it is a much more
robust engagement point for all mar-
keting activity, including online com-
munities,” Budnik said.

Social media has also been an im-
portant part of the relaunch, in-
cluding social media releases and
outreach to social networks.

“We are fully embedding social
media into everything we do,” Bud-
nik said. “It is very much about en-
gagement and how do we create dia-
logue. Our best advocates are our
customers who work with us today,
and our approach will be to engage
those people and get them to share
their best practices and successes.” �
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New DMA chair
stresses continuity,
legislative action
BY CHRISTOPHER HOSFORD

G. Steven Dapper was named chairman of the 
Direct Marketing Association last month, succeeding
Eugene R. Raitt, who resigned in April. He is president
and founder of agency hawkeye, and former chair-
man-CEO of agencies Wunderman and Rapp Collins.
BtoBasked Dapper about his goals for DMA during his
term of office, which will run
until October 2011.

BtoB: Because you’re com-
ing in as DMA chairman mid-
way through the year, your
term will run for 18 months, or
until the DMA 2011 confer-
ence and expo. What goals
have you set for yourself over
that period of time?

Dapper: One goal, of
course, is to bring some con-
tinuity to the association.
What will happen is that
both myself and Don
McKenzie [CEO of Direct
Group and newly named
DMA vice chairman] will
serve through DMA 2010 in
San Francisco, in October,
and be renominated for the
next year, with Don in line
for chairman for 2011-12. Beyond that, I want to
strengthen our emphasis on digital marketing. DMA
and the industry overall have been a little slow to ad-
dress digital marketing and to understand the mag-
nitude of it.

And then there are our legislative and lobbying ef-
forts. DMA has traditionally been a leader here among
marketing organizations, and that’s a huge part of
what the DMA offers. We’re spending between 
$5 million and $6 million of our members’ dues every
year fighting for them in Washington, D.C.

BtoB: What are your major legislative and lobbying
goals? For example, what do you make of the new law in

Enterprise software company hopes addition
to name will more clearly define expertise 

SOCIAL SET Bob Carrigan (from l.), CEO of IDG Communications worldwide; Mary Ann Fitzmaurice
Reilly, senior VP-partnerships and new-business development at American Express Co.; Petra
Neiger, program manager at Cisco Systems; and ‘BtoB’ Publisher Bob Felsenthal at the inaugural So-
cial Media Awards ceremony last month in New York. 

‘BtoB’ recognizes social
media innovators 
at inaugural event 
BY CHRISTOPHER HOSFORD

Cisco Systems and American Express Co.
were the headliners last month at BtoB’s inau-
gural Social Media Marketing Awards cere-
mony, winning People’s Choice Awards bal-
loting as the top b-to-b social media market-
ing programs of the year.

Cisco, the People’s Choice honoree in the
tech companies category, was recognized for
its myPlanNet campaign, a downloadable
simulation game in which participants played
the roll of a CEO solving business challenges
using Cisco products. The project featured a
Facebook page that drew more than 55,000
fans and enjoyed international participation.

Cisco introduced its myPlanNet campaign
using traditional channels, in particular live

events, but thereafter the program took on a
life of its own through Facebook, Twitter
posts and viral exposure via other gaming
sites, said Petra Neiger, program manager.

“The game site was reposted by third par-
ties on their own sites, and we even began
seeing posts about the game translated on
overseas Facebook pages, sometimes in lan-
guages we weren’t even aware of,” she said.
“And the competition between certain coun-
tries was fierce.”

Neiger said the major challenge of the cam-
paign, and of social media marketing in gen-
eral, is staying focused.

“It’s easy to get into social media, but you
must keep the momentum going,” she said.
“Be patient. Social media takes time, but it
will pay off for you.”

American Express took home the People’s
Choice Award in the nontech companies cate-
gory for its OPEN Forum portal for small 
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Enterprise software company

CA (which shortened its name from
Computer Associates in 2006), has
rebranded itself as CA Technologies
to more clearly define its scope.

“We have not done a legal name
change. We have added the descriptor
‘Technologies’ to more clearly signal
our core focus on the enterprise and
provide room to encompass growth in
segments including cloud technolo-
gies and SaaS (software as a service),”
CMO Marianne Budnik said.

“The company’s roots were in
the enterprise data center, and his-
torically the company has serviced
the 4,000 largest IT customers in the
world,” she said. “We had very
high name recognition for just two
letters—CA. You could say CA to

those large companies and they
knew who we were.”

However, Budnik said, as the
company has expanded its reach
into emerging markets globally, as
well as into new vertical segments, it
is “now reaching a target
audience that doesn’t have
that same context for our
previous name.”

To promote its new
brand, CA Technologies will
launch a global integrated
marketing campaign late
this month or early next month, in-
cluding TV, print, online and events.
The budget was undisclosed.

CA worked with branding agen-
cy Lippincott, New York, on the
brand strategy and visual identity;
digital agency Digitas, Boston, on a

redesigned website and online ads;
and a small agency it declined to
name on some of the advertising.

The company is now conduct-
ing an informal review for an adver-
tising agency, Budnik said. It does
not currently have an advertising
agency of record. 

The ad campaign, which has the
new tagline “Agility made possible,”

will feature TV spots that will
run during broadcasts of the
PGA Tour this summer, Bud-
nik said, as well as print ads
in The Wall Street Journal
and other publications. The
complete media plan is still
being reviewed, she said.

“We probably will not do a lot of
mainstream TV media in the U.S.”
Budnik said. “We are really b-to-b,
so if we look at the investment mix
for marketing, our dollars will prob-
ably be better spent serving other
markets, heavy in online, print and

a lot of customer engagement com-
munity building. We will spend in
other geographies outside the U.S.”

The campaign includes a heavy
online component, in which 17 pre-
viously separate Web portals have
been consolidated into one website.

“The website has been completely
rearchitected, so that it is a much more
robust engagement point for all mar-
keting activity, including online com-
munities,” Budnik said.

Social media has also been an im-
portant part of the relaunch, in-
cluding social media releases and
outreach to social networks.

“We are fully embedding social
media into everything we do,” Bud-
nik said. “It is very much about en-
gagement and how do we create dia-
logue. Our best advocates are our
customers who work with us today,
and our approach will be to engage
those people and get them to share
their best practices and successes.” �
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G. Steven Dapper was named chairman of the 
Direct Marketing Association last month, succeeding
Eugene R. Raitt, who resigned in April. He is president
and founder of agency hawkeye, and former chair-
man-CEO of agencies Wunderman and Rapp Collins.
BtoBasked Dapper about his goals for DMA during his
term of office, which will run
until October 2011.

BtoB: Because you’re com-
ing in as DMA chairman mid-
way through the year, your
term will run for 18 months, or
until the DMA 2011 confer-
ence and expo. What goals
have you set for yourself over
that period of time?

Dapper: One goal, of
course, is to bring some con-
tinuity to the association.
What will happen is that
both myself and Don
McKenzie [CEO of Direct
Group and newly named
DMA vice chairman] will
serve through DMA 2010 in
San Francisco, in October,
and be renominated for the
next year, with Don in line
for chairman for 2011-12. Beyond that, I want to
strengthen our emphasis on digital marketing. DMA
and the industry overall have been a little slow to ad-
dress digital marketing and to understand the mag-
nitude of it.

And then there are our legislative and lobbying ef-
forts. DMA has traditionally been a leader here among
marketing organizations, and that’s a huge part of
what the DMA offers. We’re spending between 
$5 million and $6 million of our members’ dues every
year fighting for them in Washington, D.C.

BtoB: What are your major legislative and lobbying
goals? For example, what do you make of the new law in
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Cisco Systems and American Express Co.
were the headliners last month at BtoB’s inau-
gural Social Media Marketing Awards cere-
mony, winning People’s Choice Awards bal-
loting as the top b-to-b social media market-
ing programs of the year.

Cisco, the People’s Choice honoree in the
tech companies category, was recognized for
its myPlanNet campaign, a downloadable
simulation game in which participants played
the roll of a CEO solving business challenges
using Cisco products. The project featured a
Facebook page that drew more than 55,000
fans and enjoyed international participation.

Cisco introduced its myPlanNet campaign
using traditional channels, in particular live

events, but thereafter the program took on a
life of its own through Facebook, Twitter
posts and viral exposure via other gaming
sites, said Petra Neiger, program manager.

“The game site was reposted by third par-
ties on their own sites, and we even began
seeing posts about the game translated on
overseas Facebook pages, sometimes in lan-
guages we weren’t even aware of,” she said.
“And the competition between certain coun-
tries was fierce.”

Neiger said the major challenge of the cam-
paign, and of social media marketing in gen-
eral, is staying focused.

“It’s easy to get into social media, but you
must keep the momentum going,” she said.
“Be patient. Social media takes time, but it
will pay off for you.”

American Express took home the People’s
Choice Award in the nontech companies cate-
gory for its OPEN Forum portal for small 
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www.cisco.com/go/myplannetTwitter is now more effective at
driving traffic than search engine
marketing.

“It’s the cheapest form of wide-
spread advertising you can get,” said
David Pittman, senior director of mar-
keting communications at Initiate Sys-
tems. “It’s extremely difficult to put a
value on that, but we think it’s high.”

About half of the survey respon-
dents said they tweet at least every
other day; around the same percent-
age use the service weekly or less fre-
quently. However, frequent users re-

port higher overall satisfaction, more
followers and higher overall spend-
ing on social media programs.

One interesting paradox of the
ROI equation is that so few respon-
dents have figured out how to calcu-
late it. In fact, “tracking ROI” was
identified as the most challenging
variable in the Twitter equation by a
significant margin. 

On the other hand, marketers
who report high overall satisfaction
with Twitter don’t seem to care too
much about ROI metrics. In-depth
interviews revealed that marketers
who describe themselves as satisfied
with Twitter’s overall value also say
they aren’t paying significant atten-

tion to measuring returns.
“We can’t attribute any hard-dol-

lar sales to Twitter, but that’s not the
point,” said Patrick Kusior, social
media manager at Analog Devices.
“We’re building the image of Analog
as a responsible organization.”

In a series of case studies featured
in the report, successful adopters
outline some of their strategies for
making the most of their tweets. Tac-
tics include scheduling messages for
optimal visibility, retweeting mes-
sages from influential bloggers,
adopting a rigorous schedule for
sending tweets and concentrating
messages around important events.

Printed production parts maker

Industramark has fewer than 150
Twitter followers, but its use of Twit-
ter as a way to promote its participa-
tion in a major plastics exposition has
already put leads in the pipeline. “I’d
say 90% of the prospects we contact-
ed through Twitter actually showed
up at our booth,” said Bob Sadowski,
communications manager. “One 
told me that we were the only com-
pany who had approached them on
Twitter. That intrigued and im-
pressed them.”

The “Twitter in B2B Marketing”
survey was open from May 12 to
May 24, using the online survey tool
Zoomerang. Responses were solicit-
ed via e-mail, Twitter and mentions
in BtoB. Of the 592 completed sur-
vey forms, 205 were screened out
because the respondents said they
did not use Twitter for business. The
research results are based on 387 tar-
geted responses, of which 92%
identified themselves as being in-
volved in b-to-b marketing. �
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businesses. The site serves as a
source of small-business informa-
tion, networking and engagement.

“Our immediate metrics were to
drive traffic to the site, increase the
frequency of visits and the length of
individual stays, to boost retweets
and create buzz,” said Mary Ann
Fitzmaurice Reilly, senior VP-part-
nerships and new-business develop-
ment at American Express Co. “But
our ultimate goal was to help small
businesses grow, so we’re really
looking at long-term results.”

AmEx engaged 150 bloggers to
write regularly about the campaign
on both the OPEN portal and their
own sites; created a “Connectodex”
feature for members to establish an
online promotional description of
their companies; and aggregated
1,000 of the most active business
tweeters as an additional resource for
its registrants, among numerous oth-
er features.

The other People’s Choice finalists
in the nontech category were CME
Group, for its Twitter campaign, and
Emerson Process Management, for
its blogs. Other tech finalists were Ki-
naxis and Microsoft Corp., for their
integrated social marketing cam-
paigns, and Hewlett-Packard Co., for
its viral video program.

ENTERTAINMENT VALUE STRESSED
In a panel discussion during the

event, the value of entertainment as
a social media marketing asset was
stressed. Supply chain software
company Kinaxis, for example, de-

vised as part of its social outreach a
video spoof called the “Late Late
Supply Chain Show,” featuring com-
ic turns by Kinaxis staffers.

“Laughter is an important part of
our site,” said Kirsten Watson, the
company’s director-corporate market-
ing. “It creates a personality for the
company and shows a little bit of our
culture. And, of course, in the supply
chain business, laughter is really the
best medicine when things go wrong.”

Watson also noted the practical
usefulness of dovetailing social mar-
keting with search.

“I can’t stress enough the impor-
tance of search engine optimization
integrated with social media market-
ing,” Watson said. She added that a
consistent effort to optimize social
content with pertinent keywords pro-
duced a 270% increase in Kinaxis’
website traffic last year compared
with 2008, a 320% increase in leads,
and a 530% increase in traffic to the
company’s blog site.

Jim Cahill, chief blogger at Emer-
son Process Management, agreed
that social media has become a cen-
tral component of search marketing.

“Our blogs have increased the
‘findability’ of Emerson,” Cahill said.
“Our No. 1 metric is how easily peo-
ple can now reach me.”

Emerson took individual hon-
ors for its blogging campaign,
which it devised to highlight the
process-control company’s array of
staff expertise.

“Yes, the quality of the product is
important; but people buy from oth-
er people who are reliable and trust-
worthy,” Cahill said. “Our blogs were
designed to showcase our experts
and to build that leadership.” �

Colorado, known as HB 10-1193,
that that would make it possible to
collect sales taxes on online purchases?

Dapper: It’s very scary, and it’s
No. 1 for us right now. The state is
desperate for money, but many
states don’t understand the number
of people direct marketing employs

locally. If they’re worried about un-
employment, why do something
that increases unemployment?

Then there’s the issue of behav-
iorally targeted advertising, and the
industry’s efforts to regulate itself.
We were there first in fighting
against government regulation of
online advertising, and we’ll con-
tinue that fight.

BtoB: Among the efforts of your
predecessor, Gene Raitt, was to open
up the DMA board to more people and
opinions, which served to alleviate
some of the acrimony among the mem-
bership that developed last year. How
will you continue that bridge-building?

Dapper: Having worked with
different industries within the
DMA, and coming out of multi-
channel marketing solutions, gives
me some insight into helping assem-
ble the right board, going forward,

where everyone is involved, not just
five or six people running things—
which was a big issue in the past.

This year, we’re making sure ev-
eryone is aware of how open the
DMA is. I’m very excited about
where we are, and in bringing ev-
eryone along on the ride.

BtoB: Raitt also felt that the com-
mittee and operating council structure
of the DMA needed addressing, and
that perhaps some disciplines, such as

direct mail and cataloging, were not
as adequately addressed as possible.
What are your thoughts about
DMA’s membership organization?

Dapper: I think everything
could use some tweaking, even if
it’s currently running well. I think
to some degree, however, that there
were too many councils and com-
mittees. We need to look at
whether we have the right commit-
tees in place or combine some. All
of it should be analyzed.

Another issue is that some com-
mittee members felt they weren’t be-
ing listened to. If you’re going to have
a committee, you have to make sure
it has an important job to do, then to
listen to them when they come back
with recommendations. Too often,
after one or two years, committee
members were asking themselves,
“Why are we doing this?”

BtoB: To what extent will the
DMA address b-to-b marketing?

Dapper: Much better than in the
past, but still not enough. Some of our
sessions at the annual conference and
expo do cut across both b-to-b and b-
to-c marketing, but we need more b-
to-b emphasis. In the past, 
b-to-b was always the stepchild when
it came to communications, advertis-
ing and marketing. But it’s growing in
importance. For example, eight years

ago when hawkeye was
founded, just 5% of our
business was b-to-b. Now
it’s 65% to 70%.

BtoB: The previous full-
time president-CEO, John
A. Greco, resigned in
February. Can you provide
some insight into how the
search process for a perma-

nent president-CEO is going?
Dapper: It’s going well. We’ve had

175 people who either raised their
hands or who we contacted. We’ve
interviewed 10 people so far, and
we’re seeing another six. There are
good people out there, and the goal is
to have that person in and settled by
the first of September. I see no reason
why that won’t happen.

BtoB: Does this seem like an ex-
ceptionally long selection process?

Dapper: We want to make sure
we get the right person, so it’s not
too long a period in order to do
that. And, with our interim Presi-
dent-CEO Bob Allen in place, and
with a stable 46-person board, we
can afford a longer vetting process.

In a way, the DMA used to be an
old boys club, but half the candi-
dates we’re looking at for presi-
dent-CEO are women. �

Advertiser Page URL Phone

Harte-Hanks Market Intelligence 30 www.citdb.com 1-800-854-8409 x7205

IDG Strategic Marketing Services 15 www.idgknowledgehub.com http://twitter.com/idgknowledgehub

IEEE Spectrum 20 www.spectrum.ieee.org/bb 212-419-7760

Merit Direct 31 www.meritdirect.com 914-368-1000

ON24 13 www.on24.com 877-202-9599

OneUpWeb 16 www.oneupweb.com 877-568-7477

Pitney Bowes 9 www.pb.com 203-356-5000

Silverpop 11 www.silverpop.com 866-745-8767

Statlistics 35 www.statlistics.com 203-778-8700

Stein Rogan + Partners www.steinrogan.com/ 646-467-7061

StreamSend 33 www.streamsend.com/btob 877-439-4078

The Wall Street Journal. C2 http://advertising.wsj.com 212-597-5774
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JUNE-AUGUST

Online Marketing Summit 
23-city Tour

Online Marketing Connect
Various cities

www.onlinemarketingconnect.com/events

JUNE 14-16

Digital Marketing Days
Direct Marketing Association

Hilton New York
www.the-dma.org/conferences/dmdays10

JUNE 17

Top Innovators in
Business Publishing

Awards
Media Business

Essex House, New York
www.btobonline.com/innovators

JUNE 22

Leading Edge: Demand
Generation in the
Digital Age Virtual

Trade Show
BtoB

Online
www.btobonline.com/leadingedge

JUNE 23

B2B Search Strategy
Alteract Marketing

InterContinental San Francisco
www.b2bsearchstrategy.com

JULY 13-15

TS2 2010
National Trade Productions

Boston
http://ts2show.com

AGENDA

Awards
Continued from page 3

Dapper
Continued from page 3

Twitter
Continued from page 1

“If you’re going to have a
committee, you have to make sure
it has an important job to do, then
to listen to them when they come
back with recommendations.“
G.Stephen Dapper, chairman, Direct Marketing Association
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