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Company Name: 
 
URL: 
 
Tagline:  Some tips for developing your tagline: If you were to ask your customers what they liked most 
about doing business with you – what would they say?  Answering this question is often all you need to 
do to get the foundation of your tagline/USP and then play with the wording of it. 
 
Your opening statement, headline, or Unique Selling Proposition on its own should make people excited 
about doing business with you or finding out more about you and your services.  
 
Try to stay away from vague, general statements. Instead, speak directly to your ideal market, and 
address their wants. I also suggest that you stay away from terms like, “the best,” since anyone can 
make such a claim.  
 
You want to tell your prospects why you are the best, why you are better than your competition, what 
you do better than they, etc.  Also, touch on the feeling they can expect.  Features state the facts of your 
product/service, but benefits focus on what they feel and really get out of the features.  Always think of 
the benefits when writing headlines or subheads. 
 
People buy benefits or solutions, not facts or features.  
  
Corporate Structure/Org Chart:  Here you can outline the hierarchy of your company, this helps 
everyone understand their role and makes it easier when you are ready to grow. 
 
Brand Overview: 
Include when the company was founded, how it was formed, what the main product/service offerings 
are, what the core values are, state any corporate goals and objectives.  Describe the company’s 
corporate culture.  
 
Phone: 
 
Address: 
 
Ours of Operation: 

Mission Statement: An effective mission statement must be a clear, concise declaration about your 
business philosophy and strategy.  Without a mission statement, it is hard to make bigger decisions 
down the road.  Always knowing your mission makes it easier to stay true to it.  If you don’t have one, 
answer these four questions to help you create one: 

 What do we do? 
 How do we do it? 

 Whom do we do it for? 
 What value are we bringing? 
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Guarantees/Warranties: This is where you define any guarantees and warranties that your customers 
can count on. 
 
Privacy Policy: It is important to have one developed and then listed on the site. 
 
Communication Guidelines:  This may seem pointless if you are working alone right now, but if you 
bring on any staff, contractors or vendors, you will be glad you have this defined.  Typically, you require 
communications to remain true to the mission of the company etc.  You can view the communication 
guidelines from most companies by googling it.  That’s a great way to get some ideas. 
 
Writing style and voice: 
Example: Friendly, engaging, relatable content that is not filled with jargon.  Tone should always be 
professional yet conversational. 
 
Official Bio/About Us: 
 
Approved logo and variations: 
 
Logo Fonts: If you used a designer, be sure you get this information. Trust me, you will be so glad you 
did.  Especially if you used someone on Fiverr or someone that may not be around in the future. You 
need to retain control of your creatives so you must know fonts and colors. 
 
Logo Colors: Same as above 
 
Color and Font Palette:  Example: Logo colors make up color palette to be used on all collateral and 
graphic design work.  Logo fonts and colors may not be altered.  Email, print and online collateral 
communications are flexible in font based on what works best for each item. 
 
All headlines and subheads should be all caps, in <name> font and use both <color> and <color> (from 
logo, you can use RGB color in Word and all other programs to get the correct colors) to maintain 
consistent branding elements even when other fonts change. 
 
Corporate Social Media Guidelines: 
 
Approved cover photos:  If staff is going to be setting up their own branded corporate profiles, it’s good 
to provide the approved photos and text for them to use. 
 
Approved Profile pic for corporate accounts: 
 
Approved text for About section:  
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Social Media Policies: (this is just a sample, you can create your own) 

 Consider your audience:  Your readers include current clients, potential clients, as well as 
current/past/future employees. Do not post anything that will alienate any of these groups. 

 Exercise good judgment: Refrain from comments that can be interpreted as slurs, demeaning, 
inflammatory, etc.  

 Respect copyrights and fair use 

 Protect confidential & proprietary info 

 Add value: Strive to always add value by insights, tips or helpful information. 

 Practice Transparency: It should always be clear who we are, what we stand for and what are 
posts mean. No hidden agendas. 

 Accuracy is crucial 

 Brand Consistency: Always adhere to brand standards and represent the brand imagery and 
image with consistency. 

 Responsiveness: Comments and questions need to be responded to within 1 business day. 

 
Staff Personal/Individual Social Media Profiles: 
Example: While you are obviously free to maintain your own personal social media profiles, if you are 
going to promote the company on your profiles, we expect you to adhere to our social media policies.  
 
LinkedIn: 
All staff should update their profile to list their current title and employment with <company name>. 
 
Notes: 

 Your headline is most important when it comes to how your profile appears in search results. 
Use the main keywords you want to be discovered by. 

 Your Summary – Be sure to write a strong summary about yourself that summarizes your 
experience, your achievements and who you are as a professional, it never hurts to put 
keywords in here too. 

 Your Contact Info – Be sure to include at your Twitter and up to three website links. Select 
Other when setting up your website links to use custom text to describe them, versus letting 
LinkedIn label them as Company, Blog, Website, etc.  Since you are allowed more than one link, 
each agent should link to home and to their personal agent page. 

 Your Groups – In the new layout, the groups you belong to will be listed in a more visually 
appealing way. Make sure the groups you belong to describe your professional interests. 

 
If you wish to optimize your personal profiles for <company name>, here are some tips: 
 
Pinterest 
 
The key here is more in what you name your board and put in your picture descriptions.  You want to 
use a long tail phrase that has your broader more generic phrase within it. 
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When you put links back to the site within descriptions under the image, be sure you link to various 
different pages and never just home. 
 
Google+ 
Make sure you use keyword phrases (but don’t stuff) with the Tagline and Introduction boxes under the 
Story section (for business pages) 
 
Link to 2-3 different pages (home plus 1-2 internal pages) in the Links section 
 
On the personal profiles, it’s important to get keywords in the Occupation and Skills section and also in 
the Tagline and Introduction.  Think of the Occupation section as your Meta Description tag (on a normal 
site) so you want to ensure you have your main keywords in there. 
 
Include links within the Description and be sure you use keywords in the anchor text.  The keyword you 
choose to use should be related to the page you are linking to.    Don’t make it a link farm – limit to one 
link per paragraph. 
 
In the employment section, get a description of services offered and not just the company name. 
 
Facebook: 
 
The most important pieces to pay attention to are the About section, Mission and Company Description, 
since these areas are actually pulled from your fan page as SEO elements. 
 
To optimize your page for local searches, it is very important to include your Address, City, State, and 
Zip.  
 
When posting updates to your Facebook wall, remember that the first 18 characters of a Facebook post 
serve as the meta description. So, take advantage of the option when Facebook prompts you to "Write 
something..." since that text will be considered the SEO title for that update. Including direct links to 
your small business website in your updates is also a good practice to follow. 
 
Website Guidelines:   

 In order to avoid canonicalization issue, site must always be linked to internally and externally 
as http://site.com (no www at the start and no / at the end)  (NOTE: be sure you verify which 
convention you should used based on current exposure and rankings) 

 Website is to be checked monthly for broken links. 

 Every page that gets changed or published needs to be QC’ed by <name> or designated staff. 

 All website content needs to be approved by EVP or CEO. <change as relevant> 

 Website must be current with product offerings.  Within 1 week of a new service being 
introduced, a service being discontinued or changed, the site needs to be updated to reflect 
changes. 

 Staff and Board directory must be current at all times and updates within 1 business day of any 
changes. 

http://site.com/
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 Copyright info must be in footer (as designated below) 

 Contact info must be updated same as any changes are made. 

 All imagery must be in line with corporate standards of professional, inviting and appropriate for 
all audiences.  Personality and whimsy as appropriate and approved by management team (ex: 
freedom to be creative on profile pics and bios). 

 All bios must be spell checked and approved by EVP.   

 Email address must appear under every bio. 

 Links to all social accounts need to be present (Twitter, FB, LI, G+, Pinterest, Instagram) 

 No links to personal social media profiles are allowed on the corporate site. 

 The following contact info needs to be included on the site: 
 
Blog Guidelines:   

 All Blog posts must be approved by <person or position>. 

 All posts must include at least one image and a call to action. 

 Only approved categories can be used for posts. 

 All Blog posts must be pushed out via corporate social media guidelines. When Blog is posted, 
social media team must be notified so it can be promoted. 

 
Standardized Language/Names:   
These are the correct version of common misspellings that need to be corrected to properly and 
accurately represent brands and services: 
 
List any product or service names that are often misspelled. 
 
Official Letterhead: 
Attached at end of this guide and also with all logos and this guide in Dropbox <or wherever you store 
files). 
 
Email Address Conventions: 
All emails will be name@company.com.  In the event that more than one staff has the same name, it will 
be nameinitial@company.com (example: jennh@company.com) 
 
Proposal Templates/Bid Sheets etc: 
Only approved proposal template can be used for official quotes.  Approved template is loaded in 
Dropbox <or some other location> with this guide.   
 
Approved contract and Terms of Service are also in Dropbox folder <or some other location> and is the 
only one to be used. 
 
All proposals, Case Studies and collateral must be delivered in PDF format with copyright included in 
footer.   
 
 
 

mailto:name@company.com
mailto:nameinitial@company.com
mailto:jennh@company.com
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Copyright info: 
© 2016 company.com    Material may not be reproduced whole or in part without prior written 
consent. 
 
Phone Calls: 
All business calls must be answered with a greeting of your choice but it must include the company 
name and your name. 
 
Email and Phone Call Guidelines: 
All communications need to be acknowledged within 1 business day.   
 
Staff Directory and Titles: 
Each staff member is responsible for keeping the Directory current, so any changes in name, title or 
contact info need to be reported so the directory and site can be updated as applicable.   
 
Email Signature Line and From Line: 
All emails should have your first and last name in the From field.   
 
All signature lines must follow this format (personal photo is optional) 
 
Name 
Title 
Direct Phone Number 
Corporate:  
Follow Us: 
Whatever social URLs you want: 
 
Internal Communications: 

 Here are some random examples, you can use whatever is relevant to your business. 

 Requests or task assignments to Senior Account Manager must be in separate email with subject 
line indicating there is a task assigned. 

 Internal communications are never shared with clients. Be cautious in forwarding emails where 
internal communications may be part of string. 

 Emails from management need to be read same day and responses prioritized accordingly. 

 Skype is the preferred instant message service and all staff are required to have skype open 
during business hours. 

 Passwords, credit cards and other sensitive information will never be transmitted in the body 
of an email, it is not secure.  Any sensitive information needs to be placed in an attachment to 
an email.  If a client includes sensitive information in an email, before you hit reply or forward 
the email, remove it so it does not continue to be passed around. This is a strict policy with no 
exceptions. 

 
 


