6} Build Social Reach

- iaract raguiarty i fane & daliwers.
- Crcete o st Fixvbicck Wekme Pagewith o CTa
« Falkow basortrs bick 16 Fa be S8erm foel important in the Twiller

TSty
- Fiiamans 07 Skl presenge e astens
«Wieh pagees, blo. it agwertising, TV ads, sigeage, emals, vikas,
meela plugs

- Lesmiage BSCs puistire nework of eeployees, collaagues & clients
- A clal bt 5a ALL matketi=g patform, & comert

= Ol ncamraes far e fam & followers

fretpaal

e w12 o I
o

J b E'ql;ﬁi!
e B

ks
" -
= Aot Tt
AT

R

iy -«ml“.‘“mmﬁ w37 D

i g
m“"" L el
g ..p_m:-.‘. o AT

TheCaseSolutions.com

%) Build o Content Database _ 3) Start an Email Marketing Campaign
Coac e Lkencar 1 2 rdiys i Yo Meriuding.

Mo Condent tr the: Buying Cyele

L R R e



- Imeract regalarty with fare & lolowen.
 Coeste & Lt Faoebook Welcome Page with a CTh 5) Crente a T
- Fallgew Custyerers ack tn make them dzel Imparcans intse Tmiier

witter Profile

wumnce mverpwhene:
= e pages, g, prine advertisng, TV ads, sigroge, emails, wides,
wedia plug
+ Lawerage BSCs enistisg necwark of empisyeer, celleaues & chests
- Aakd social sharing brsttoms by A4 L markebing platforma & confeet
Oty incentives far new Fans & Tollowe s

""H*-l--wd-m
e

i 3) Start an Email I\'Iu.rltehng Ccl.mpa gn

WS, 2t S, e, v b,
1 i e, sl et b, o8




social Media &
Inbound Marketing,

« Facebook, Twitter, and other social
networks are powerful tools for
inbound marke’[ing

e Social media is mainly a public
relations tool, not a hub for
promotion and sales

. “Morke’[ing with a magnet, not a

s]edgehammer”



W hat is Inbound Markehng?

Inbound va. ‘Outbound.

- Traditional (outbound) marketing:
- Cold calling, print advertising, TV ads, email spam, etc.
+ Inbound marketing allows customers to find us when they
Llook far the solutions to their problem
« Three components:
+ (1) Content - entertaining/educational that draw
quality traffic to our site
+ (2) SEO - optimize all marketing platforms to earn a
higher rank with search engines
+ (3) Social Media - distribute content across social
networks so users share it and strengthen our online
reputation

‘Why, 1 M ing?
hy ‘Inbound ‘Marketing:
Low Cost
- New technology stifles the effectiveness of outbound practices:
« Caller ID blocks cold calls; TiVo allows people to bypass commercials;
spam filter block mass emails; RSS feeds make print ads less effective
» The diminishing value of PPC advertising forces companies to buy
again and again in order to maintain a top position on Google
» Inbound marketing leverages technology to its advantage:
- Social networks are free
« Creating content is fairly inexpensive when done effectively
- Investing in content creation boosts our rank in Google's organic
results indefinitely

Better Tcu‘gefi:g

- Outbound techniques are often poorly targeted
+ With inbound marketing, ideal prospects come directly to us
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Create an Cditorial Calendar

- Roadmap of content offers that outlines the topics to cover,
kinds of content to post, demographics to target & posting
frequency

- Note SEO keywords, stage of the buying cycle, CTA, and
other marketing goals

- Design an Excel spreadsheet for the next 6-12 months

« Separate tabs for each type of content

- We need to begin each day knowing exactly what to publish

- Holes are okay, they may allow us to capitalize on current
events




Find & Generate Content

- Follow industry news & influential bloggers
- Facebook, Twitter, RSS feeds, email newsletters, Google Alerts
- Monitor social conversations
- Common problems our customers face, FAQs, HootSuite
- Take a camera everywhere
- Answering customer questions & addressing common problems
- Caregiver interviews & client testimonials
- Webinars with industry experts
- Industry events, BSC events
- Keep a list of evergreen content
- Covers topics that are always interesting to our customers
 Look for opportunities to re-purpose content




Map Content to-the Buying Cycle

- Four stages of the online buying cycle:

- (1) Awareness - prospect gets acquainted with BSC

- (2) Education - they identify a need and look for solutions

- (3) Validation - they weigh the options and narrow their list of
vendors

- (4) Purchase - they decide to buy from BSC

- Have content for each stage of the buying cycle:

- (1) Awareness - blog posts, social media updates, etc.

- (2) Education - eBooks, webinars, industry reports, etc.

- (3) Validation - case studies, demos, client testimonials, etc.

- (4) Purchase - analyst reports, detailed product info, etc.




