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Digital Lead Generation

Three Part Workshop Series
Part 1: July 7" Using your website for lead generation
Part 2: August 4th Using channel management for lead generation

Part 3: September 15t Creating content for lead generation
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* Workshop Series

* Summary of VPD

Review Workshop 1 — website — Hussain Shah

Review Workshop 2 — channel management B2B -Subodh Nayar

e Creating Content Marketing for Lead Generation
* Your Business

Your Customer

Your Message

Content Strategy

Creating and Promoting Content



What will you get from the workshop e

* Understand when digital marketing can promote your business and when to use it
to sell your capabilities

* Apply a simple funnel framework for lead acquisition, curation and conversion to a
prospect

* Learn how to utilize organic lead generation
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 Value proposition design - https://youtu.be/tLojDcsHI-A

Website design for lead generation (Pt 1)
https://www.youtube.com/watch?v=44 dj-khcfE

Using digital marketing for lead generation (P2) - https://youtu.be/LpAbo 06YUw

9-23-21 Digital lead generation owner roundtable. Register at -
https://clients.virginiasbdc.org/workshop.aspx?ekey=900410060



https://youtu.be/tLojDcsHI-A
https://www.youtube.com/watch?v=44_dj-khcfE
https://youtu.be/LpAbo_06YUw
https://clients.virginiasbdc.org/workshop.aspx?ekey=900410060
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Value Proposition Canvas How would your
product change
Product Customer what the
What would
make this job customer does?
easier for [
me?
. What does it
feel like
Benefits bl
Use VPD to confirm o~ Why would
there is a product to Experience | { 2 they not buy?
solution fit.
Features v
What would they do
if they did not buy
— your product or
Company: el - . Whet,do people service. IncIL_Jdlr?\g
U Substitutes Soes s
Ideal customer: purchase would

make life easier? L — o

Based on the work of Steve Blank, Clayton Christensen Released under creative commons license to encourage adaption and iteration. No rights asserted.

Source Peter J Thompson - https://www.slideshare.net/peterjthomson/value-proposition-canvas-28218650



https://www.slideshare.net/peterjthomson/value-proposition-canvas-28218650

Using your website for lead
generation

Workshop 1
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* Social media channel are rented property, your website is what you
invest in and build on for effective lead generation

* Models of lead generation are rarely singular. Most of the time are a
hybrid of traditional and account based marketing campaigns

 Lead capture is good, but without lead nurture, it is too often wasted

* Your martech stack and maturity drives complexity of campaign
strategy and execution

* Thought leadership and delivering value is the core of content
marketing



Using digital marketing for
lead generation

Workshop 2
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All marketing is intended to educate and engage. How intuitive the match between
functionality and desired use dictates effective use of digital marketing for lead
generation

Value
Proposition Target Attract Inform Educate Prospect
Design

\ /
|

Digital marketing’s contribution is directly
proportional to the role of people/interaction in the
conversion of lead to prospect to customer.
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What is your optimal e,

your optimal yEae
channel of communication e
and for what purpose?

.... Or how to decide what digital marketing can

do for you?
Low Audience
Volume

High Audience
Volume

Low Competitive
Volume




Creating content
for lead generation

Workshop 3
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Strategy, Formats and Channels

Interests Value Proposition
Likes Know-how
Dislikes Problem/Need Solutions Differentials
Behavior Passion
Hobbies Process
Dreams Journey

Attract. Start a Conversation. Informe. Educate. Prospect.

!

BRING THEM HOME — Store / Website / Email list / Phone Number




Your Business
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What'’s your value proposition?

Why should a customer purchase your product or service?

How will you deliver your brand promise?

How will your offering deliver value to customers?

What does differentiate you for the other players or makes your offering ‘unique’?

Why are you the best choice on the market?




Your Business

Customers

Your
Business

MASON

Align your offering to the customer's needs
Have clear goals

Tell your history and stories

Create a brand, a message, a voice.

Be consistent.




Your Business Persona SBDC
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* Create a business persona demand a greater understanding of your company.

* To make a brand persona for your business, start by looking at how it differs from the
competition.

Name Colors Design Voice
Mission Vision Values Tagline
Slogan Customers Employees Products
Services Passions Challenges Pillars

-’ -’

ah A aca A

m@..aa@
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Your Target
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Understand your customers’ needs, challenges, desires.

Talk to your clients and create an avatar, create buyer personas.

Discover where your prospects are.

Follow them, have interest in new relationships.

Make sure you are part of their groups.




Your Target Persona SBDC

VIRGINIA
MASON

* Buyer personas — representations of your ideal customers — can help to understand
the specific profile of your key customer segments.

* Once you have a clear picture of each persona, creating targeted and compelling
messages and content becomes much much easier. Step by step you can build a
detailed, relevant persona, including:

Characteristics Behaviors Attitudes Dreams
Customer needs Value drivers Concerns Motivation
Persona names Company profile Person profile The elevator pitch

gn@

a2 da fi da




Your Target Persona

What Is a Buyer Persona?

Learn what a buyer persona is and how 1«
y

NGUCT researc and inte

build your ¢

HubSEdt

2021 HubSpot, Inc.

https://www.hubspot.com/make-my-persona

Make My Persona Tool

Create a buyer persona that your entire
company can use to market, sell, and serve
better.

Build My Persona

Buyer Persona Canvas™

Created For:

Date
Iteration #1

Buyer Persona

Who are our buyers?
What is the archetype of
our buyers?

What is their archetypal
background?

What is their archetypal
experience?

What is their archetypal
balance of professional and
personal lives?

What are their areas o
focus and responsibilities?
What are the archetypal
roles in organizations?

Goals

What are our buyer’s

Buying Process O

What buying process do

Buyer Thinking

Which attitudes hurt/help

Why Buy

How do our buyers make

business goals? our buyers follow? us on the part of buyers? | choices?

What are our buyer’s What is their archetypal What perceptions & beliefs | What risks affect buying

personal goals? buyer’s journey? do our buyers have? chibiges?

What organizational goals | How does procurement How does buyer thinking How do our buyers

affect their buying govern the buying affect buying behavior? balutioe sorisequercesand

behavior? process? payoffs?
How does buyer thinking

Initiatives Timing Channels affect “why” choices?
What are the unlocked
drivers for decisions?
What are the

What are the archetypal | What are the seasonal Which channels do our unarticulated “why”

initiatives of our buyers?
What are the archetypal
strategies of our buyers
and industry?

Which programs & projects
areimportant?

patterns of our buyers?
Houw does formal budget
planning affect timing?
What is normal end-to-
end buying cycle?

buyersuse?
Where are our buyers
socially?

What external sources do
they frequent?

reasons for decisions?

Who are key stakeholders?

Influencers, Stakeholders, Buying Team

Who are internal influencers? Externalinfluencers?
Who participates on buying team?

What role does buyer persona have on buying team?
Who participates in the approval process?

Content and Information

de

®

What information and data re
Houw do buyers utilize and share content?
What types of content affects purchase decisions?
What are content buyers
FHouw buyers obtain and receive information?

seek and when?

buyers rely on?

www.tonyzambito.com

TONY ZAMBITO

ASPIRATIONS

PURCHASE DECISIONS

N HER

mansAttibtion

ve Commons, 444 Catro Stree, Suite

00,
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Your Message
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Interests Value Proposition
Likes Know-how
Your Customer :
Dislikes Your Business Differentials
Behavior Passion
Hobbies Process
Dreams Journey




Your Message SBDC

VIRGINIA
MASON

What does your target want to know?

Your benefits, solutions and proof.

Why do you do what you do and why it’s ideal for your target?

A message strategy should comprise of a positioning statement and some

points that support it.

Who?lwhat? How?



Your Message — Essential

/P Why do you do what you do?
. Why is it important to you?

Why does it matter to your audience?

Why‘) Why do they buy from you?

m What’s your name? Logo, colors, voice.
What brought you to where you are today?

What are you selling? What is your story?

Who works for you?

O Who are you?
What kind of business you are? B2B, B2C?
?

PR

® What does your business do?

g j What solutions do you offer?
Do you provide a service,

product or company?

O O Who is your target?
(‘O’ﬁ Who are your buyer personas?
( ] What do you offer better for them?
How can you improve their lives?
For Whom?

D:bj Where are you located?

Do you have more than one location?

Where‘) Where can the customer find you online?

@ How do the client learn more about you?

" How do you deliver?

How are you selling? L

How are you making the client’s life better?

VIRGINIA |
MASON

When are you open?

Are you closed on holidays?
Are you available 24/7,

or are you seasonal?

When do you deliver?



Your Message Map

Basic Message Map

Key Point or Key Point or Key Point or

Positive Points 1 Positive Points 2 Positive Points 3

Interests ] _ : . : _
Likes Evidence Points Evidence Points Evidence Points

Dislikes or Proof 1a or Proof 2a or Proof 3a

Behavior
Hobbies

Dreams Evidence Points Evidence Points Evidence Points

or Proof 1b or Proof 2b or Proof 3b

Evidence Points Evidence Points Evidence Points
or Proof 1c or Proof 2c or Proof 3c

AMERICAS'S

SBDC
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Value Proposition
Know-how
Differentials
Passion
Process
Journey




Your Message Map — How to start?

Keto Diet Products

Research key words

Talk to your clients

Understand your target interests
Read publications

Check tendencies/market

Know your competitors

SBDC

MASON




Your Message Map — Example SBDC

* Key Words

#

§
&
e

kotol

keto diet

keto

keto diet plan
ketogenic diet
keto bread
keto diet foods
keto gt

keto diet menu

keto diet explained

keto flu

Google

Search

MASON

Keto Diet Products

People also ask

What do you eat on the keto diet?
Why keto diet is bad?

What are the main rules of keto?

What can you not eat on keto?

Related searches !
Q keto diet what to eat
& keto diet rules
2 keto diet plan

Q. keto diet pills

O

SEMRUSH

A\ Google Ads

Q. keto et for beglamers SEO Site Checkup

Q keto diet menu

S keto diet plan for beginners

S how to start a keto diet at home




Your Message Map — Example SBDC

Keto Diet Products

* Publications EatThis,NotThat!

Crgte - ¢ AR e ) & =3
Raven -Symoné’s

Keto-Friendly Weight
Loss Foods

— e Y i W e - @ e W —— B W — —

Sy TGO ST AT

i §° I"""‘”"""” e
Al Catgawins Top Magatines ¥ Back lssues ¢ Mowi Pepuier  Che AGIN  Books  Speciel lnswes  aBooks
4 results returned for "keto" ) U{ N
>
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Your Message Map — Example SBDC

Keto Diet Products

Recipes Data/Science

Lose weight Ingredients Health Improvement

Substitutes

Diabetics / Cancer

Ketogenic Lifestyle

B2B

Coaches? Doctors?
Restaurants?

Allergies Free recipes (email)
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Interests Value Proposition
Likes Know-how
Your Customer :
Dislikes Your Business Differentials
Behavior Passion
Hobbies Process
Dreams Journey
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Your Strategy
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Your Business

Knowing your

Your Results i Your Target
KPls.

Measuring ' Identifying your

results and target audience
planning future & what they
content need, & your

initiatives. brand position.

Content
Your Content = Strategy

Create content, Keyword
identify optimized & SEO
publishing strategy to
channels, increase ranking
& amplify. and traffic

Building brand
authority and
trust, Become a

thought leader. Your MeSSage

talkwalker

Your Consistency



Content Strategy SBDC
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A content strategy is the planning, development, and management of content for

print or digital publication, as related to a business' greater goals.

Business objective Social media goal
Awareness
Grow the brand (these metrics illuminate your current Followers, shares, etc.

and potential audience)

Turn customers into Engagement . | |
d t (these metrics show how audiences are Comments, likes, @mentions, etc.
VoL interacting with your content)
Drive leads Conversions
(these metrics demonstrate the Website clicks, email signups, etc.
and sales

effectiveness of your social engagement)

Improve Consum?r _ Testimonials, social media sentiment,
. (these metrics reflect how active average response time (for social
customer retention ;usto‘;;vers think and feel about your customer service/support) etc.
ran



The Customer Journey

The Marketing Funnel

g Marketing campaigns and

- consumer research

L Events, advertising,
g g blog, webinars, direct mail, viral
@ 3 campaigns, social media, search,
- media mentions, and more
- ——

® Engagement and introduction to
positioning
1] S,

2 ® Product information and specials
- 13: » Automated email campaigns, case
T 3 studies, free trials, and more
]
wll )
R ® Product demos and shopping carts
e Sales adds to nurture stream
7]
9 e Marketing and sales work to
8 prove their product is best
L& & & ___§o & ___§ ___§ __ J

Sales transaction is completed

MASON



The Customer Journey

The Marketing Funnel

(2 o (525

Search for
information Awareness

® Learn about products

® Read reviews and compare
products

® Put product in cart

e Review shopping cart and go to check out

Sales transaction is completed Purchase

Search for information

» Buyers examine specific
product and reviews

® Buyers share research on
products and brands with
other stakeholders

e Buyer gets product demo
® Buyer gets contract proposal

Sales transaction is completed




Creating and
Promoting Content

Attract to engage
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AGAIN: it's about your target

Create content to inspire, motivate, educate them

* Get some inspiration answering the basic questions

* Tell your business history and tell stories, your daily process
» Take your own pictures (or use a free tool to start!)

* Be yourself and be personal - this is a relationship

e Check your competitors and their followers as well
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* Voice:
- If you are an IT company, maybe you can be Charactes fPersona i
: : H : : Friendly Playful Personal Honest
Professional, direct, simple and informative. P seboded sl
) , Inspiring  Professorial Clinical  Scientific
- If you are a driver’ school, maybe you can be
Social Media
Friendly, honest, fun or serious and educate. Brand Voice
Language Purpose
- If you are a popcorn store, maybe you can be Compier Sanple e Moo
Savvy largon-filled Educate Delight
Playful, fun, personal and entertain. e G TRy e

Serious  Whimsical Enable Amplify

Copyright 2011, Stephaale Schwab




Creating Content

EMOTIONAL

COMPETITIONS

ENDORSEMENTS

: e
h " PRODUCT

Byt CASE STUDIES
INTERACTIVE FEATURES

INFOGRAPHICS DEMO VIDEOS

REPORTS WITH
WHITEPAPERS

CACULATIONS

RATIONAL

MASON

What’s the best format to create that content?
How can you get more attention from your target?

What does make sense for your business persona?

Tutorials

* Check Lists

* eBooks

* Free reports
*  Webinars

* Mini-courses

* White papers

* Free trials or demo of a product.




Creating Content - Hashtags SBDC
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The way people search! Works more on Twitter and Instagram than Facebook and LinkedIn.

Have a strategy, write it down, copy and

keep posting!

* Industry, content, solution, your business,

brand, product! Use 2 to 5 every time.

Use a bigger companies hashtags when

you're sharing their content.




Creating Content — Questions SBDC

Posts with questions engage more people. Connect with different answers.

* Pool or hot tub in a new house in VA?
* Read a paper book or on the kindle?
* Microsoft or Apple?

* Chocolate or Peanut Butter?

 Meat or chicken?




Creating Content — Questions SBDC
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Take notes of all your customers questions!
That’s content. That’s Q&A / FAQ.
And they can help you with

your website and,

creating more content.




Creating Content - Testimonials

Have a process (Google form, excel file, tool) to collect them!

Create a formal place to put it all together.

Answer every bad comment
and ask to get a chance to
make it better.

Say, “we are sorry,

thank you for your feedback”

and try to fix it,
if it’s possible.

Image Credits: Kivoshi Hijiki (opens in a new window)/ Getty Images

e
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Answer every good
comment and ask them to
make a review.

Send a form.

Ask for pictures.
Make the connection with
the client.

Have a gift: free sample,
gift card, e-book, discount.



https://www.gettyimages.com/search/photographer?family=creative&photographer=Kiyoshi+Hijiki

Creating Content - Tools

Create designs
for Social Media Posts

Cany35-se Cwengm 1304 A TRITAG NG St
Vi o0 Sempioten e by pewivsammrate and ¢eterare
T b rns e Ta

Social videos made easy

Trormiorm articies mia videos in menuten

®
[ sl

5 Low-Cost Visual Creation Tools to Help Improve Your Digital Marketing Efforts:
Canva, Crello, Animoto, Alumen5 and Infogr.am.



Creating Content - Tools SBDC
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Simply great design for you

and your team

- Q 0o « NN @

What will you design?

ot

Poster

’
<

Resume Fiyer (S5 =45in) LT




Creating Content - Help SBDC

You can ask for help:

e ——
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Freelancers

Editorial professionals

Student’s agencies

upwork

i Handshake

Interns




Creating Content for new leads SBDC
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Attract to engage! Grow your audience.
Have landing pages.

Improve your website.

Write good BIOs!

Use keywords and social media keywords.
Have a call to action.

Create content every week!

Promote your content but, where?




Promoting Content




Social Media Channels SBDC

PYTISIL. ©

AMERICA'S

VIRGINIA
MASON

Facebook is more about friends and groups, open for debates, opinions. Almost same male and
female audience (51% and 49%). More people and bigger audience in the US. Use stories, posts, lives
and more.

Instagram is about friends as well but more individual perspectives. Videos are increasing audience!
Use stories, pictures and videos, lives, etc.

Twitter is more for information, data, news. Be creative and share, use pin when you can. Promote
your blog, publications.

LinkedIn is all about business and your professional profile. Make sure you have your personal page
there if you are a business owner as well!

Pinterest is all inspiration. Check their mission first. Less busy and a good opportunity to connect with
your target.

We have more: Tik Tok, YouTube, WhatsApp, Nextdoor, Snapchat and Clubhouse.



Promoting Content - B2B SBDC
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* Linked In. Make connections, ‘talk” with people.
* Write a blog and promote the content.

* Facebook Groups and, if you have time: Twitter.

¥ Business

Lmked.



Promoting Content - B2G SBDC
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* Cyber security first.
* LinkedIn. Website. Blog.
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* Google Business profile if you are a retail, have a store or an office
* Reviews (Yelp, Google, Trip Advisor)
» After that, choose one social media channel and start

P .
> Review

N

(o)) uson
= Tripadvisor

Google

EEEEEEE .
Reviews

]
9 yelpss
ok ok [k [ [
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Why Facebook

https://blog.hootsuite.com/social-media-demographics/
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FACEBOOK BUSINESS

D:b@J Facebook Marketplace

Facebook e-commerce
Where? ) ) )
profile, stories, lives, groups

2,8 bi users per month
O O O
X7 mostly 25 to 49 years old
56% man, 19% 25 to 34 years old
34 min per day

@ Simples and short — your voice
@ More videos and lives!
Partnerships/groups




MASON
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Why Instagram
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@ BIO!

profile, stories, lives
Where?

1 bi users per month
O O O
f‘m’\ mostly 25 to 34 years old (33%)

57 female % man
For Whom?

29 min per day

@ show your product,
@ daily routine
"""" what are you doing now?
# hashtags
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Why Twitter
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D:b@l profile
replies, retweets and tags

o_0O 353 million monthly active users
F}O{W 57.1% between 25/49 years old

68.5% of Twitter users are male

For Whom?
e Twitter US 158.2 minutes per month

Post visual content
@ < Create an inviting profile
------- Identify followers - network

B  Draw in followers outside of Twitter
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Why LinkedIn




LinkedIn SBDC
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D:b@l profile
activities and groups
messages

O_0O 738 million monthly active users
F}Q{W 80% of B2B leads are generated by

LinkedIn 13% on Twitter and 7% on
For Whom?
Facebook.

Leverage the educational nature
@ <" Share thought leadership content

Nurture your connections
How?
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Why Pinterest

CONcopt stitches — ‘The Sutch
B Lowt Unless the Thread is.




Pinterest

D:b@l profile

O_0 400 million monthly active users
K?Q{W Largest group 30 to 49 years old,

78% female. 14 min per day
For Whom?

@ " Inspire. Share your daily life.

How?




Why Tik Tok
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(Q()% 689 million monthly active users

N 34% between 10 and 19 years old.

52 min per day.

@ Creative videos.
@ Share on your other channels.

How?




TERICAT

AMERICA

Creating Content — next steps SBDC

Chat / Message / Email Marketing / Newsletter
* Continue the conversation

* Guarantee it’s a simple message and, clickable




Content calendar! SBDC

VIRGINIA
MASON

Strategy, Formats and Channels ’

Interests Value Proposition
Likes Know-how
Dislikes Problem/Need Solutions Differentials
Behavior Passion
Hobbies Process
Dreams Journey

Attract. Start a Conversation. Informe. Educate. Prospect.

!

BRING THEM HOME — Store / Website / Email list / Phone Number




Content Calendar

A content calendar

or an editorial calendar is

a written schedule of when and where you
plan to publish upcoming content.

Choose important days, holidays, etc.

A tip: create content for a month or two

before starting your posts - be consistent.

MASON
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EDOOK
i N\ Webinar
. Blog Post.
ShdeSharo
Product Launch
Other’
D MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY D
New Product Launching Holiday SlideShare
Holday Blog Post
Hol H H Mol Mol
D MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY D
Social Meda Ebook
Socisl Media Blog Post
H Hol Hi Hol Mol
D MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY D
Holiday
Hol H H Hol
D MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY D
D MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY RD
Socal Meda Webinar

https://offers.hubspot.com/social-media-content-calendar
https://blog.hubspot.com/marketing/social-media-calendar-tools



https://offers.hubspot.com/social-media-content-calendar
https://blog.hubspot.com/marketing/social-media-calendar-tools

Schedule your Content Calendar - Tool SBDC

VIRGINIA
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A Content scheduling involves uploading
content to be published in the future.
e Buffer

* Hootsuite

Social media scheduling apps

.oue (3 Q)

TweetDeck Feedly

Aex .
Zoh:

Corporation
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Examples - SBDC

* B2B, Website, No-profit — answering the basic questions.

Ameriga's SBDCs.
We BEttd Communities

Contact Your SBRC

MASON

o O
> \.

SBDGs

akehoderx i



Example Mason SBDC

* B2B, Website, No-profit — where, write zip code and find Mason SBDC.

[ . L
SBDC Maln  Aboutv  Services v Contact  Covid-19 Resowrces v
—monre

Special Events

Mason Small Business Development Center
(Mason SBDC)

Moscn S80C prevides Nevthern Vieginio amoll businesses with business troining ond counseling services ot

N cost.

PO
AMERICA

SBDC

VIRGINIA

MASON




Example Mason SBDC by sindhu mathew

* B2B, Small Business, No-profit and not for profit.

* Upcoming Project - ‘Mission Ignition’ Promotion.

* Promoting via Social Media (Linked In, Facebook and Twitter) and partners.

ssoC

-®

Hoping to start a business in Prince William County?

Have you heard of ‘Mission Ignition'?

*10-week program

*Speakers include seasoned business mentors and experts

*Application deadline is 9/3

*Visit https://Inkd.in/dYMHEGui to learn about eligibility and apply today

Mason Small Business Development Center

@ MISSION
= IGNITION

10 WEEKS, 12+ TRAINERS, ONE-ON-ONE
COUNSELING

SUILT TO LAUNCH
YOUR SUSINESS

APPLY BY SEPT. 3, 2021

POWERED BY

A BRICKYARD B 7

MAsoN SBDC

VIRGINIA |
MASON




Example Mason SBDC by sindhu mathew

Linked In
e 2 Reshares
* 35 Views

Your post

posted on August 27, 2021

2 reshares

e Colleen Chaplin -
-®

Starting a new business? Check out the program below
Mason Small Business Development Center

Hoping to start a business in Prince William County?
Have you heard of 'Mission Ignition'?

*10-week program
*Speakers include seasoned business mentors and experts

*Application deadline is 9/3
*Visit https://Inkd.in/dYMHEG6ui to learn about eligibility and apply today!

VIRGINIA |

MASON



Example Mason SBDC by sindhu mathew

Facebook

e 2 shares

@ MISSION
= IGNITION

10 WEEKS, 12+ TRAINERS, ONE-ON-ONE
COUNSELING

SUILT TO LAUNCH
YOUR SUSINESS

APPLY BY SEPT. 3, 2021

POWERED BY

GdPRINGEWILUAM (33 BRICKYARD [T .
210 14 1 +11.5x Higher

People Reached Engagements Distribution Score

oy Like (D) Comment 7> Share

PRI

AMERICA'S

SBDC

VIRGINIA
MASON




Example Mason SBDC by sindhu mathew SBDC

MASON

Twitter
e 2 likes

X Tweet Analytics

Mason Small Business Development Center (SBDC)

What stage is your business planning at? Thinking of starting but
not feeling ready?

If you are an aspirant or a business owner in
#PrinceWilliamCounty, take a look at "Mission Ignition” - a
fantastic new training project. Apply today!
https://brickyardcowork.com/2021/08/mission-ignition-pr/ ...
pic.twitter.com/fP4ae3NuhK

Impressions 124

Total engagements 3

nteract
era

View all engagements




AMERICA'S

Example Mason SBDC by sindhu mathew SBDC

VIRGINIA
MASON

Email Promotion - Mission Ignition (Upcoming Project)
Email - Why?

What did we do to promote Mission Ignition via email?

Highlighting Key Information (Dates, Value, Why, Call-to-Action)

Content — Visual (Flyer) + Messaging + Call-to-action

Goal - send people to Landing Page and send them soon

Hyperlinks to program information

Drive - Instructors, cost, deadline driven (Sep 3 - application deadline)



Example Mason SBDC by sindhu mathew

Email Sample

Mason Small Business Development Center

VIRGINIA Providing guidance that will change your ideas into an enterprise

Mission Ignition

Want customized mentorship to get your small
business off the ground by 2022?

Apply for ‘Mission Ignition’, a 10-week program (training + 1-on-1
counseling), designed for small business aspirants and owners in
Prince William County!

Cohorts will meet on-site at Brickyard CoWork (Woodbridge) with
some sessions offered *online. Mentorship and training to be
provided by Mason SBDC business instructors, regional leaders &
subject matter experts! Click here to learn about eligibility,
curriculum, speaker line-up_and more!

Application deadline is September 3rd! (next week)

MISSION
IGNITION

SBDC

VIRGINIA
MASON

Clickable Flyer




Example Mason SBDC by sindhu mathew

Email Sample

subject matter experts! Click here to learn about eligibility,
curriculum, speaker line-up, and more!

Application deadline is September 3rd! (next week)

Key Information

IGNITION

FLIGHT

=,
o

« Program Start: Sep.15 (Virtual Session)

Program Conclusion: Nov. 17

Session Times: 6:30 PM - 8:30 PM (Wednesdays)

Venue: Brickyard CoWork (in-person) & Online

*Please note - 9/15 session will be offereg

Call-to-action

A joint venture by

Prince William County Dept. of EG

wine. All other sessions to be held in-person.

APPLY TODAY!!

ickyard CoWork, Mason Small Business Dey

opment Center,

evelopment an

filliam Chamber of Commerce

Register for other no-cost business webinars! Visit www.masonsbdc.org/workshop

Follow us on social media! ¥

f W in

AMERICA'S

SBDC

VIRGINIA
MASON




AMERICA'S
Example Mason SBDC by sindhu mathew SBDC
MASON
Email Performance
e 24-hr Performance
* 245 opened 2 .- e
e 23 clicks
99.28% 25.47% _

Delivered & 962

Click rate ¢ Bounce rate i

2.39%

cked

Cli




PRI

AMERICA'S

Example Mason SBDC by sindhu mathew SBDC

VIRGINIA
MASON

Tools

Email - Get Response, Constant Contact, CRM

Social Media Scheduling — Hootsuite, Buffer or directly on sites. (LinkedIn does not
currently allow scheduling posts; Twitter/FB- Yes)

Content Creation — Canva (Short videos, static and animated flyers), Piktochart

Content Calendar — Smartsheet / Excel




Example Mason SBDC by sindhu mathew SBDC

VIRGINIA
MASON

Follow Us!

Are you following us on social media®?

0 Twitter: https://twitter.com/masonsbdc/

https://facebook.com/masonsbdc/ 0

@ Linked in: https://www.linkedin.com/company/mason-sbdc
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AMERICA

Example — Branding and Consistency =~ SBDC

MASON

* Five Guys

FIVE GUYS LOCATIONS ORDEA CARCERS  MENU

FIVE GUYS

‘\ &\ ‘_'".“;.‘1.“ Wik, <= e 7%

2“8 DELIVERY |

?’ 2 ., * AVAILABLE |
Handcrafted =y f - Suacevoun :

BURGERS & FRIES

since 1986

»
\ t -
r‘/

D %
2V P ‘/‘(’ VI - 1
&7V 7. [HEN &

\

¢ e f.',?‘“}; NOW AVAILABLE! |

\ e
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Example — Branding and Consistency =~ SBDC

MASON

* Five Guys

Five Guys ©

Dot Order Online Roviews More * b Like Q -

@ Five Guys ©
)

Burger content with a bag of fries for your timeline & & (ae
omk_eats | instagram)

@) Burgers, Fries, Hot Dogs. 15 Free
Toppings. Cre(- our website for new
ocations: waww ! Dont
forget to follow us on Instagram and

Twitter: SFiveGuys

1986: The first Five Guys location opens
n Arington, VA

19886 - 2001: Fve Guys opens five
locations around the DC metro-area and
perfected ther . See More

1,266,901 people ke this including 1of
your friends

&

3 1,208 641 people follow this

ih
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AMERICA

Example — Branding and Consistency

L

:FIVE GUYS
4 cloliuln]1]TIYE

Join us
December 11, 2017 from 4:00 p.m. - 9:00 p.m. at |
Five Guys Burgers And Fries Five Guys

5S040 € 2nd St sper. WY 82609

Benefiting Wyoming Housing Network

S e e e e e




Example SBDC

VIRGINIA
MASON

* Instagram, mostly B2C, Women/Mothers, Bilingual.

lifeintentional_bilingue

() =

Sandra Hidalgo Cravens

(q’ lifeintentional_bilingue

ch ppl how to discover thew true identity and

rdadera identidad y

See Translation

Following v Message

»0‘7}“

£y

Qv iz

16 likes 4 - b4 5 "U'g"f-&},ﬁ‘
lifeintentional_bilingue Ge ) 3 !

st this F

f

pnde cOmo pude descubrir
) clic en ¢l enlace de mi perfil
glish o Espanol)




The 5 musts of Social Media

Focus on the client

Keep branding consistent

@; Make messaging simple

%@ Be engaging

) '\

¥  Bepersonal

S

PTIT,
AMERICA

S

DC

VIRGINIA

MASON




Thank you

Schedule a session with us.

Let’s talk about your digital presence!
help@masonsbdc.org



mailto:help@masonsbdc.org

Example — Blog examples

Imagery
and clear

Categories descriptors

for easy
searching . compelling
Imagery



Example — Facebook examples SBDC

VIRGINIA
MASON

QY ammmm. Y

_ R : ; Fun, consistent, engaging
ﬂ MC A lot of followers, with followers
> h Y provide recipes and ', Pk
foods suggestions and RO,

frequent content

P.F. Chang's
Sponsored - @

Farm to Wok™ is our belief that food is better made
from scratch, and that's why we make ours from
scratch every day. You know what else is best made
from scratch? Vacation memories!

Compelling imagery,
change frequently and
button

Enter our Farm to Wok™ Sweepstakes for the

Relat| ng tO Other chance to win a trip for two to Napa Valley.
brands and sharing 00 K T —
reC|peS (ﬁ Like () Comment #> Share




sprouts ¢ IR B -

1,915 posts 170k followers 6,897 following

Sprouts Farmers Market

Hey Sprouts fans! Share your best photos using #LoveSprouts for the chance to be
featured!

www.sprouts.com/ig

lindsayrutland, heidilidholm, welacreative

f POSTS

Farmer’s market, colorful,
fun, engaging

Example — Instagram examples SBDC

MASON

Showing products

in use, fun

ikeausa® IEZH B -

2,080 posts 1.9m followers 42 following

IKEA USA

Official Instagram for IKEA USA - design ideas & solutions to make life at home
easier. © Inter IKEA Systems B.V. 2016 Shop our Instagram pictures:
bit.ly/2aY83cc

projournalers, ariruleofficial, holycityaf

B POSTS



Example — Twitter examples

Follow all industry leaders »
Use BuzzSumo to discover more leaders
Follow viral articles authors

= . . Tweets Following Followers Likes Lists
< Optlmlz'e your bio 773K 46K 791K 293K 29
Choose a simple handle W S
’ HubSpot & - Tweets  Tweets & replies  Media
+ @HubSpot
HubSpot Spot - Dec 6 v

HubSpot offers a full stack of products for
relationship management: powferful alone,

and better when used together.

@ What an honor! HubSpot was just named one of the top 10 Best Places to Work in
2018 0n @ or thanks to employee reviews. We're humbled to be in such
great company this year! Read all about the announcement here: bit.ly/2AUmL

<« Use pinned tweets
Pay attention to hashtags

Engage »
with your audience
weet multiple people daily

glassdoor
+ 3 28BEST
< Join Twitter chat
Post :!;r(;utv\i];dfs(t:ryaesvents Promote 20% ELWAE gﬁ
"1 make conversatiorll 80%

Y

é

< Post
for a month
3-5 times a day

Lorrait
@Market

Approaching #Marketing as a creative
outlet, | help businesses with
#Contentwiiting, #SocialMedia and
#strategy. An avid traveller and
amateur photographer.

R
Get 10 top quality followers
Introduce new followers
Tweet high quality con

& marketingdigib

B Joined Octol

<

VIRGINIA |
MASON

Tweets  Following  Followers  Likes  Lists  Moments T
697 4178 2313 763 0 \ B prome.
Tweets  Tweets & replies  Media Who to follow

5 y

Lorraine Pavel @MarketDigiBook - Oct 26 v
Quiz: Are you a digital marketing master? Prove it ) What are you waiting
for? bit.y/2D92207

#quiz

e 301 Digital Media 2301

#marketingquiz 301 -

#marketingonline g o )

#MarketingDigital

#marketing TechDustcom | @tech
Crotiow )

Trends for you crarse
Merry Christmas

#Bandersnatch

#SaturdayMorning




Example — Pinterest examples SBDC

Pinterest

EtSy 17 Boards - 566 Pins - 7 Likes

43397 totowers, 415 tolowing

3 Bty repaned Avocado Spmach
Hl £ entro o Recios to
Share.

Providing
recipes,
lifestyle and
delivery

VIRGINIA
MASON

Pinterest Add +  About~ [ dreamgrow.com

Add +  About ~ q dreamgrow.com ¥ 13 Boards - 677 Pins - 17 Likes

TODAY

5782 fosowers, 209 folowing

ODAY

Where we'd rather be. il dito
Kate Midieton named Hat Person of the

Selling E
e -
colorful - Jieg e

Selling news,
colorful, large

Baumann @’

[ TODAY started folowing
el Lucky Magazine.

following

Pinterest Add +  About~ [ dreamgrow.com - Pinterest Add +  About~ (B dreamgrow.com ~

Less
followers but

engaging

The Wall Street | ZEoards - 236 Pins - 29 Likes
Journal

155 tosowers, 8 folowig

WSJ

Follow All

Whole Foods 25 Boards - 525 Pins - 1 Likes

Market

10351 fosowers. 1101 totowing

You shusys need to serve at least 1 A modern twist on & classic slow
Whe Chil

A heathier take on 8 game day
classic... Lenti Ché thing from a casserole dish.._ Broceol cooked meal._ Wh
Cheese Dp

KEA bag WSJ hedcut

LIb\)

Whoe Foods pinned A 9
Nealthier take on .. fo Winter
Entertainment q

P e s
-

Entertainment

Whole Foods pianed A modern
twist on ... to Winter




Example — LinkedIn examples SBDC

D° Deloitte

R #5 Linkedin Top Companies
) Oscar works here

Updates

us

mix of engaging videos, event
announcements, company news, and
thought leading industry articles

VIRGINIA
MASON

TheN aluu work You C# Beﬁeve In

Conscry ancy
naturc org/carcers

uses their home feed to @ =

he Nature Conservancy
showcase a wide range of e e ki e e i e e o s e o e e
different content that is —————— O 05 souplopmense kot 3
extremely engaging | voee i

f‘ R

0‘ The Natare Conservancy + Follow «es %
»y
N
& ¥ .
o 0 ' Poikia i, WA
mere of Se Earth ¢ N :
heNature
——— - Conservancy

Alfilated pages

NatureVest
, i
Updates Promoted
@ e + Follow =+ PROTECTED . o= Aconquils Mational PR, Argenting u
Scan & Task 2 Prot it. Gatting work done is just that easy with the il new M How Can We Protect Owr Planet?
.

posts regular weekly thought
leadership content and

impactful photos



