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SAMPLE:

Initial principles for Community Site, focusing on temp and contract talent in marketing.

(Prepared for a specialized staffing company – here called Company)

The following are preliminary thoughts for “The Community Site.” These are based on my past experience building online communities, but each one is unique and so the ideas will have to be validated in the early information-gathering stage. 

Goal of the service

The goal is strengthen ties between COMPANY and the people it represents (the “talent”), encouraging loyalty and retention. You’d like it to be a closed community that your competition couldn’t easily raid, and also a place where talent could maintain its ties when not actively on a COMPANY assignment.  

Unique community = unique opportunity

In The Long Tail Chris Anderson says, “People are re-forming into thousands of cultural tribes of interest, connected less by geographic proximity and workplace chatter than by shared interests. In other words, we’re leaving the water cooler era, when most of us listened, watched, and read from the same, relatively small pool of mostly hit content [or instruction]. And we’re entering the micro-culture era, when we’re all into different things.”

How would we describe the “tribe of interest” that is the COMPANY talent community? They are diverse in age, skills sets, seniority and experience, and geographic location. They share, however, this unique set of attributes:

· They work with COMPANY.

· They work in marketing, and have expertise in various marketing disciplines, from design to media planning; from interactive marketing to brand management.

· They are more skilled than the general pool of freelancers – the best of available talent. They are thus more engaged and demanding, with high expectations.

· They (generally) do contract and assignment work, as opposed to long-term full time employment.

· They serve the COMPANY’s clients, generally more than one a year.

Building The Community Site around the unique attributes, skills, relationships and needs of this tribe can create a self-sustaining community that cannot be easily duplicated. COMPANY’s community site can be the place where COMPANY talent meets, helps each other, learns new skills, shares ideas and inspirations, and grows. One of the pitfalls of temporary work is isolation – you’re always moving on – and COMPANY’s talent can create a virtual community as strongly bonded as an inspiring workplace.

COMPANY’s talent can already access an abundance of content and learning resources, including those provided by COMPANY.  Their pressing difficulties in selecting which sources of information or community are uncertainty (is this blog more valuable or authoritative than that one?) and time (how can I increase my skills and insight when I’m working so hard?). The Community Site can solve both difficulties by creating a trusted community of voices with the unique combination of common bonds (working contract and temporary situations in marketing) and independence (because the voices aren’t censored beyond the usual demands of civility).

The unique character of the community is in fact its bond, which is a wonderful reversal of the usual isolation felt by the temporary and contract worker. As work relationships centered around “belonging” to an organization  or corporation become weaker (shortening job tenure, telecommuting, skepticism about management’s loyalty to workers), work relationships centered around interests and common work, opportunities and challenges become stronger. 

Furthermore, COMPANY has the opportunity to “own” these voices within the context of a community – as opposed to Mediabistro, for example, which is open to all and thus very broad, populated by full time workers, strivers and in general younger people.

COMPANY’s opportunity – and its internal challenge – is to offer its talent great control over the content that appears in The Community Site area, allowing it to grow an organic gathering place and information resource relevant to its unique identity. The Community Site will exist within the COMPANY brand, and COMPANY as an organization (and individuals) will participate, but the strong message is that the talented people you represent are helping, serving and featuring themselves to each other. COMPANY’s water cooler is the meeting place in the sense that LinkedIn or Facebook are meeting places – facilitating the power of a community, not dictating what it does.

Potential features of a community site

Here are a few possible features I envision for a dynamic, must-visit site:

· Personalities – COMPANY “superstars” that act as area experts, blogging on different topics (or linking to their existing blogs). I think the existence of personalities, and the opportunity to become known among one’s peers, is a compelling proposition to people in marketing. Everyone wants to be a star.

· Resources – something like Amazon’s lists or links on a personal blog – members suggest best resources for work-related topics. For example, someone specializing in SEO strategies might link to (and critique) seotoday.com and a number of other SEO sites or resources, from private firms to COMPANY content to web sites s/he’s worked on that do search engine optimization right.

· COMPANY expert content – messages from practice experts at COMPANY in directly relevant topics like:

· Interview strategies

· Tips for working well with your COMPANY talent agent

· Tax matters

· Managing time

· Handling sticky situations at a Company site

· Marketing rant – an open message board on marketing and work topics, with an emphasis on lively, opinionated discussion.

· The Exchange – sharing best practices and innovations. For example, someone might describe the amazing international “Saatchi switch” program at Saatchi and Saatchi. It’s not proprietary, and it’s inspiring.

· Profiles – a simple blog program or register in which talent creates a profile showing resume, portfolio, etc. This would have to conform to COMPANY business concerns for protecting identities, etc.

· COMPANY’s learning resources, as well as partner resources.

· Possible syndication of great content out onto other sites

…and many other ideas. Again, I’ll stress that if we build the community right, the COMPANY talent will tell us what they want…and create it for themselves.  This not only serves the community better, but makes The Community Site inexpensive to maintain.

The role of COMPANY agents

COMPANY agents (the staffing specialists that manage talent) can have a special role in The Community Site areas, as they share expertise, give advice and connect to talent. This extends the “superstar” personality concept, but it doesn’t have to demand a huge amount of time. Your high-touch business practices are your main advantage over an anonymous web or a competitor, so make the most of it by broadcasting your expertise. Announcements, policy updates, talent agent blogging or writing, notifications, highlighting work in certain areas (geographic or otherwise) etc. After email, this could be a major communications medium.

*****

Once you map this out on a whiteboard you’ll see that the central principle is to take advantage of the fact that you’re in the talent business…and let your talent tell you what the service should be.
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