WI“OW ICT & SOFTWARE EDITION - 2026

W/in at social
media. ThelCT &
software edition.

Built on what 110+ ICT and software companies do with Willow
every week — the six habits that turn posting into real reach.
Written for people whod rather be shipping.
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IN THIS GUIDE

Real numbers from United Codes — an Oracle APEX software company run out of Dallas,
Belgium and Nepal — plus what a genuinely well-run technical content calendar looks like,

post by post. Six habits, one lunch break’s worth of reading.
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Most social media advice
ignores your industry. This wont.

This isn't generic social media advice with
"developer” find-and-replaced in. Willow works
with 110+ ICT and software companies every
week — from two-person tool-makers to
multi-country engineering teams — and this
guide is the distilled version of what actually
works next to a real sprint backlog.

It follows our Six Pillars framework, the same
one behind our flagship guide, because it's still
the most reliable way to think about a firm that
sells expertise buyers can't easily evaluate
themselves. Every page below goes deep on
ICT and software specifically.

YOU'RE HERE BECAUSE

— "Technical" is the default tone. = — Posts read like changelogs.

It never lands with buyers.

changelogs.

WHAT CONSISTENCY ACTUALLY BUYS A FIRM

Reputation

Buyers now check a vendor's feed before the first
call — a dormant page reads as a dormant product.

Hiring

Engineers research a company's public thinking
before they apply — a live feed reads as an
engineering culture worth joining.

WILLOW — ICT & SOFTWARE EDITION

Buyers don't engage with

You're probably reading this because of one of
three problems: "technical” becomes the
default tone and nothing lands; the product
team builds while marketing chases and

social falls between the two; or the founder
posts alongside everything else, and posting
always loses.

No theory you can't use between deploys. No
examples from sneaker brands. Six habits, with
numbers from firms your size to back them up.

— The founder posts alongside
everything else — and
posting always loses.

Leads

75% of B2B buyers use social media to inform who
they hire — including who they trust with the stack.

Retention

A team whose work gets explained publicly, not just
shipped quietly, builds a reputation worth staying
to grow.

WILLOW.CO
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Why 110+ ICT & software
companies work with us.

We built Willow around one problem: how hard
expertise-driven businesses find it to reach
clients, future hires, and everyone else who
matters to them.

Technical teams know this better than most —
valuable points of view that rarely make it onto
LinkedIn, a default tone that reads dry and
never lands, and a founder or COO juggling
posting alongside product, sales and
everything else.

Yet buyers now check a vendor's feed before
the first call, and increasingly they search
inside LinkedIn or an Al assistant instead

WILLOW IN ONE LINE

of Google. A dormant page reads as a
dormant product.

For years we've worked exclusively with
expertise-driven businesses — 110+ ICT and
software companies among them — turning
product context, customer wins and
engineering insight into a feed that talks to
buyers, not just the engineering team.

This guide lays out the framework we use with
every ICT client. Take what's useful, and get in
touch if you'd like to talk it through.

Social media planning software, a coach who knows the ICT sector,

and Al that helps you make the content — for firms without a

marketing department.

Ludwig Dumont
LD FOUNDER & CEO

/in/ludwigdumont

Kjell Vandevyvere
KV HEAD OF MARKETING

/in/kjellvandevyvere

WEBSITE TALK TO US

willow.co Book an ICT & Software demo
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Show up. Even
mid-sprint.

Because for most teams, the feed goes quiet the
moment the release calendar fills up.

Consistency PILLAR 01 / 06
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Almost no ICT company is
consistent. That's your opening.

Posting consistently to the wrong audience is
just consistent waste. Before you write a post,
know who it's for: the technical buyer
evaluating your architecture, or the engineer
deciding whether to apply. A CTO comparing
vendors and a developer scrolling LinkedIn on a
break read very different feeds — write for one
reader, not "the community."

Two things need to stay steady. Rhythm —
never leaving a gap, especially not the one a
release crunch leaves on its own.

75%

Style — voice, the level of technical depth you
commit to — harder to pin down, but it's what
makes a company recognisable rather than
interchangeable.

A content calendar buys you both. Plot the
moments you already know are coming — a
release, a case study, a conference talk — then
fill the gaps with the questions buyers actually
ask you.

of B2B buyers use social media to inform who they hire — including

who they trust to build or maintain their stack. (IDC Research on

B2B buying behaviour)

+31.21%

United Codes' LinkedIn follower growth in a year — 251 posts across

four platforms, run by one COO alongside her day job.

81,083

impressions for United Codes in the same year, up 11.75% — in a

niche, Oracle APEX, where every connection counts.

WILLOW — ICT & SOFTWARE EDITION
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02

Give the answer away.

It's what makes buyers decide you're the expert, not
the changelog.

Value PILLAR 02 / 06
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Every post reframes a problem, names
arealrisk, or explains a design decision.

Structure it with the rule of thirds: one third
original (a design decision from an actual

release, a myth about your category), one third

curated (sector news with your take attached
— a bare link says "l read the update,” your
commentary says 'l can tell you what it
means"), one third proof (a customer's real
result, told with their permission).

Atomikos
Transaction management, Java - 19 Jun 2026

"Eventually consistent’ means ‘eventually wrong.'
Atomikos makes your microservices right from the
start. Start shipping with confidence.”

(5 Like [3 Comment 7, Repost

A single sharp line that reframes a term the whole
category takes for granted.

Synguard

Access management - 7 May 2026

SG
On a year-long yard-management overhaul for
client REAZN: "Now we have one badge, one

dashboard, full visibility." — REAZN

(5 Like 3 Comment 7, Repost

A named customer, a real quote, a specific result —
proof that isn't a generic testimonial.

Nobody wants a changelog. Everybody wants
the reframe: the assumption that's quietly
wrong, the failure mode nobody mentions in
the docs, the question every prospect asks in
the first call. The vendors who post like a
release log get scrolled past — the ones who
post like they've actually hit the problem

get saved.

Resilient Security
Cybersecurity - 12 May 2026

RS

"Think Multi-Factor-Authentication protects you
from phishing? Think again! We recently handled a
real-world case where a phishing attack bypassed
MFA, without raising suspicion."

{5 Like [3 Comment 72, Repost

A real case, not a hypothetical — the kind of specificity
that makes a security post credible.

Pronect
Security software - 28 Jul 2026

PN

"Most guard software records activity after the
fact. SAM OnSite does something different: it
works in both directions at once." A guard assistant
for officers, a management layer for the people
above them.

Like [3J Comment 7, Repost
& > Rep

Names the actual differentiator against generic tools —
not a feature list, a design decision.

lllustrative, by design. Pick a real client question you've answered a dozen times, and write the post as if
answering it once more — for everyone who hasn't asked you yet.

WILLOW - ICT & SOFTWARE EDITION
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Pick one platform.
Do it properly.

Four platforms means four mediocre presences.

Content mix PILLAR 03 / 06
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CONTENT MIX — PLATFORMS

For most firms, this starts
and ends with Linkedin.
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X still matters for developer-to-developer United Codes runs LinkedIn, X, Facebook and
conversation and open-source visibility — YouTube at once — 251 posts a year, managed
Atomikos runs both LinkedIn and X for exactly by one COO. That's the exception, not the rule
that split audience. YouTube earns its place if to copy on day one. Three steps beat

you can show the product rather than just spreading thin: find where your actual buyers
describe it. and engineers already are, focus everything on

that one platform, and only expand once it's

genuinely paying off.

75% 251

LinkedIn Four channels, one COO

of B2B buyers use social media in posts a year from United Codes
purchase decisions — personal across LinkediIn, X, Facebook and
profiles reach roughly 5x further YouTube — a niche audience,
than the company page. covered properly.

X

Developer-to-developer

the channel Atomikos uses
alongside LinkedIn for open-
source and technical conversation
with peers.

Rule of thumb. Spoiler: for most firms it starts with LinkedIn. Master one platform before you

touch a second.

WILLOW — ICT & SOFTWARE EDITION
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Your team's network
dwarfs your
company page.

Every engineer should sound like themselves.
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Add up your team's connections.
That's your real reach.

Personal profiles reach roughly five times Make contributing easy. A short guideline
further than a company page — in ICT, covering what's fine to share publicly and what
engineers already have a network most needs a review is usually what makes a team
marketing teams would envy. Spotlight one comfortable letting engineers post — most
engineer on a fixed rhythm — a design decision simply haven't been told it's welcome, or worry
they made, a bug they chased down, a talk about saying something imprecise. A specific
they gave. Tag colleagues whenever a post engineer known for a specific problem

is about them: it's free promotion inside outperforms "our team" every time.

their network, and every comment buys
extra visibility.

STRUCTURE, KEPT DELIBERATELY SMALL

blTss has grown from three people in 2007 to around ten today — on purpose. No
management layers, no approval chains. Every engineer works independently but can pull in
a colleague's expertise at any point, a structure the firm names explicitly as necessary for
the hospital IT environments it builds for.

Rule of thumb. Always tag your team members in a LinkedIn post, when possible.
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Comments are the
currency, not likes.

Social media is a conversation. Firms that only
broadcast lose.

Engage PILLAR 05 / 06
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A comment or two beats a
pile of likes — every time.

Early engagement matters more than Reply to everything, especially the skeptical
engagement that trickles in over days — a comment. A detailed, technical answer to one
handful of genuine comments soon after prospect’s question is a public demonstration
publishing gives the algorithm a reason to keep of expertise to everyone reading along. And the
showing a post to more people. Engagement bolder move: comment on the posts of the
culture has to be set from the top, like code engineers and buyers you'd like to reach —
review or any other team habit. their network is your audience, and a sharp,

correct comment travels on someone else's
reach for free.

A NICHE AUDIENCE, GENUINELY ENGAGED

United Codes averages over 100 engaged viewers per post in a narrow, technical niche —
Oracle APEX tools — where the total addressable audience is small to begin with. Real
engagement, in a category most firms would assume is too niche to bother posting for.
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Craft convinces.
Credentials dont.

Show the humans and the work will follow.

Personality PILLAR 06 / 06
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Six ways in, for a sector that
hides behind its own jargon.

Your why - A shipped-it story (bugs and dead ends humanise, polish alienates) - Behind the
scenes - Your values - Collaborate with partners and integrators - Humour, carefully — dry wit

beats forced memes.

HONESTY ABOUT THE TRADE-OFF
Say who shouldn't apply

ZYGO, in a hiring post: "Most people shouldn't
join a startup. That's the first thing we tell
candidates.” Then it explains, plainly, why the
ones who should will love it — even the small-
town HQ.

Filtering candidates honestly reads as more confident
than selling to everyone.

STRUCTURE, ON PURPOSE
Small by choice, not by accident

biTss has stayed at roughly ten people since
growing from three in 2007 — deliberately, so
every hire still fits its flat, no-management-layer
way of working.

A specific number, held to on purpose, says more than
"we value flat structures."

VALUES, EXPLAINED PLAINLY

Explain the give-away, don't just do it

Atomikos: "Ever wondered how a transaction
management company can give away its core
product for free? Here's how we do it." A values
decision, made legible instead of assumed.

Explaining the business model behind a generous
choice builds more trust than the choice alone.

ONE PERSON,

The COQ's dashboard habit

REAL REACH

United Codes' Jackie Mcllroy: "My favourite part
is the calendar view — that's my daily
dashboard of what's going on and what's
upcoming.” A COO's actual workflow, not a
marketing claim.

A specific daily habit is more convincing than
"we're consistent.”

Feeds are filling with content that is fluent, correct and completely

anonymous. A specific human voice is the only thing that identifies

you as a person at all.

WILLOW — ICT & SOFTWARE EDITION
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An efficient workflow leaves
room for the actual build.

Don't route the content process through too
many people — every extra approval step is a
place a posting rhythm goes to die. Plan a
month at once, batch what you can, and
automate what doesn't need a human. Since
June 2026, Willow Create drafts from a profile
of your company rather than a generic prompt;
Canva handles visuals, and your own archive of
past posts is a reserve for the weeks around a
release, when nobody has time to write
anything new.

BATCHING, IN PRACTICE

Measure three things: engagement (likes,
comments, shares, saves), reach (impressions
and unique viewers), and conversion (demo
requests, trial signups, applications) — without
that, you're not running a strategy, you're
running a superstition. Hold back one post in
five to experiment, and review monthly rather
than reacting to any single post.

United Codes' Jackie Mcllroy ran 251 posts across four platforms in a year, alone, on top of

her COO responsibilities — by planning from a single calendar view rather than starting each

post from a blank page.
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The first quarter.

Don't attempt all six pillars at once — you'll stall the first time a release crunch eats your week.

Take a quarter over it instead, in this order.

WEEKS 1-2

MONTH 1

MONTH 2

MONTH 3

FROM HERE

Pick one platform and leave the others alone. Write down twenty
questions buyers actually ask you, then block the same hour every week
and defend it against your sprint.

Publish one post a week, answering one of those questions. Name the
design decision or topic plainly so it's still findable next year, and reply to
every comment the same day.

Hold the weekly rhythm and start giving colleagues’ posts a comment
each — prospects first, then whoever they follow. Put a face in at least
one post, yours or a colleague's.

Ask one colleague or customer to co-author a post with you. Then sit
down for an hour and draft ten short answers to the questions on your list
— areserve for the weeks around your next release.

Those ten drafts carry you through the next quarter. Add a second weekly
post only once the first one has never slipped.

The only failure mode that matters is a gap. Miss a week and you forfeit the rhythm the

algorithm had started to trust — and spend the next month earning it back. Show up every

week and it shows up for you.
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Ready for a 6 out of 67

Planning software, Al that drafts, and a coach
who already knows 110+ ICT & software
companies’ playbook.

Book an ICT & Software demo BELGIAN-BUILT - EU SERVERS - GDPR

WIN AT SOCIAL MEDIA — ICT & SOFTWARE EDITION, 2026 BUILT IN GHENT
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