Build Your Company Brand through
Your Website and Social Media




The New Insulation.org

Big changes beyond the update to the look and feel:

 Responsive design, in order to be mobile friendly

* Improved search

 New sections developed to educate visitors on the
iInsulation industry



















The Web in 2016

* Facebook sends more referral traffic
to publishers than Google.
(Business Insider)

* Users spend nearly two hours watching
digital video, more than time spent on
social networks. (eMarketer)

*56% of customers are more likely to buy
with a personalized experience
(Usabilla)

*Users who are retargeted to are 70%
more likely to convert. (HubSpot)




The Web in 2016

On average, a new user spends less
than 15 seconds on your website.

What can your website do to make deeper
interactions and engagement with your audiences?




Brand Management Online

When is the last
time you Googled
yourself or your
company?




Brand Management Online

Brand Management Online
has three components:

e Listening
e Presence

e Content Strategy




Three ways to keep tabs on your brand’s reputation:

e Setup Google Alerts

e Claim your company profiles on Google and
customer review sites

e Pay attention to the alerts




Presence

What do people find
when they Google your
company?

Icons by Milky - Digital innovation and Yuvika Koul from the Noun Project




Presence




Presence

Your website should:

- Beup todate

 Be mobile-friendly

« Use storytelling

 Make it easy to contact you

« Use Search Engine
Optimization (SEO)
best practices




Consistent, Timely Content

Classic content is different from
old content. Know the difference!

Your mission and value statements
dont need frequent updates, but
your news, blog, projects, staff,
and home pages do.

Using a content management
system (CMS) makes consistent
updates easy and dynamic.




Mobile Friendly is a Must

*48% of consumers start mobile
research with a search engine.
(Smart Insights)

* Google says 61% of users are unlikely
toreturn to a mobile site they had
trouble accessing and 40% visit a
competitor’s site instead.
(MicKinsey & Company)

*57% of users say they won't
recommend a business with a poorly
designed mobile site.

(CMS Report)




Importance of Storytelling

Storytelling is a great way to strengthen relationships
with your members and clients. The stronger your story,
the longer users will interact with your content, getting
to know you and your brand better.




Be Easy to Reach

 Isyour contactinformation easy to find?

« Areyoutimelyinrespondingto people
who contact you?

« Are yourresponses effective?

Remember: Each visitor is a potential
customer. If they cant find you, they cant

start a business relationship with you.




Use SEO Best Practices

Search engines like:
« Solid, helpful, consistent content

 Natural language geared toward human visitors, rather than
text geared toward gaming the system

 Consistent use of headers, lists, and scannable writing—
this helps humans take in the content

« Good meta descriptions—these help people decide if a
search result is worth their time




Sample Websites

« http://insulationmaterialscorp.com/

« http://Icinsulation.com/

« https://www.owenscorning.com/insulation

 http://news.im.com/blog/corrosion-under-
insulation/interview-oliver-hills



http://insulationmaterialscorp.com/
http://lcinsulation.com/
https://www.owenscorning.com/insulation
http://news.jm.com/blog/corrosion-under-insulation/interview-oliver-hills
http://news.jm.com/blog/corrosion-under-insulation/interview-oliver-hills

Do You Need Social Media?




The Power of Social Media
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e There are 2.3 billion active social media users worldwide

e Social media is viewed as the second-most effective digital
marketing tactic for customer retention purposes, behind only email

e Facebook refers more traffic to publishers than Google

e YouTubereaches more 18to 34 and 18 to 49 year-olds than any
cable network in the U.S.

e 33% of millennialsidentify social media as one of their preferred
channels for communicating with businesses.




Who's on Facebook?
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Who's on Facebook?

Yy O

o 72% ofadult Americans online use Facebook
o 77% ofwomen online are Facebook users
e Ofadult Americans online:

o 82% are ages 18to 29

o 79% are ages 30to 49

o 64% are ages 50 to 64

o 48% are age 65 and older

(Pew Research Center)
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23% of adults online use Twitter

30% of online urban residents use Twitter

21% of suburbanites online use Twitter

15% of those living in rural areas use Twitter

30% of online adults under 50 use Twitter

11% of online adults ages 50 and older use Twitter

(Pew Research Center)




Who's on Instagram?
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28% of online adults use Instagram

55% of online adults ages 18 to 29 use Instagram
47% of African Americans use Instagram

38% of Hispanics use Instagram

31% of women online use Instagram

24% of men online use Instagram

(Pew Research Center)




Who's on Pinterest?
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31% of online adults use Pinterest

44% of online women use Pinterest

16% of online men use Pinterest

37% of people online under the age of 50 use Pinterest
22% of those ages 50 and older use Pinterest

(Pew Research Center)




Who'son LinkedIn?
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24% of online adults use LinkedIn

LinkedIn is the only major social media platform used more by
those aged 30-49 than by those aged 18-29

46% of online college grads use LinkedIn

9% of online adults with a high schooldiploma or less

32% of employed online adults are LinkedIn users

14% of online adults who are unemployed are LinkedIn users

(Pew Research Center)
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e YouTube reaches 48% of U.S. adults

e Second-largest social media website in the US, getting more
than 22% of social media traffic

o 58% ofinternet users in the United States had an account on
the video site as 0f 2013

(Statista)




Platform: LinkedIn

e Professional audience that
skews toward the wealthy
and those with college or
advanced degrees

e Supports networkingand
thought leadership

e Great for recruiting




Platform: Facebook

e Great forrecruiting, client
cultivation, and conveying your
organization’s culture

e Posts should have images or

videos—Facebook algorithm

favors them, and you get more
Interaction
e It's allabout getting likes and

comments




Platform: Twitter

e Chatty, conversational
e Natively open and unrestricted
e Each post has a veryshort shelf
life, so frequent posts are best
e It’s bestto not be talking about
you all the time
o Consider the 80/20 rule
m 80% is interesting to your
audience but comes from
elsewhere
m 20% is self-promoting or
self-referential




Platform: YouTube

e Not just for funny cat videos—
there is lots of business
content, from tutorials to ads
and thought leadership

e YouTube is the second most
popular search engine

e Thereisademographicthat
wantsto watch, not read—
they skew young, but the
demographic is growing




Platform: Instagram

e Image sharing and
texting platform
e Favored bythe younger
generations, so it’s a contender for
reaching tomorrow?’ staff
e You must have an image and
content strategy
o Posttoo few images, and you'e
ignored
o Posttoo manyimages, and
youre unfollowed




Content Strategy

What are you putting
out into the world to
represent your company?




Content Strategy

A good content strategy is:

e Good for search engine
optimization (SEO)

e Good for lead generation
e Good for client cultivation

e The only effective way to
operate on social media




Content Strategy Tips

e Do not post the same
thing across all
platforms

e Take advantage of each
platform's capabilities

e Post as frequently as
you can

e Posts should be a mix of
text,images and video




Content Strategy Tips

e Write for humans but
with search engines
In mind

e Don't just leave this to
the intern

e This content needs
curation and review




Sample Strategy for Contractors

« Website for lead generation and
thought leadership

 Facebook for recruiting and
client cultivation

« YouTube for lead generation
and education

e Email newsletter for client
education and cultivation




Sample Strategy for Distributors

« Website for lead generation,
client education and sales

 Facebook for recruiting and
client cultivation

e Blogforclient education and
product reviews

e YouTube for product reviews
and client education

e Email newsletter for client
education and cultivation




Sample Strategy for Manufacturers

« Website for lead generation,
client education and sales

 Facebook for recruiting and
client cultivation

 Twitter for recruiting, client
cultivation, real-time customer
support

e YouTube for product tutorials
and client education

« Email newsletter for client
education and cultivation




Action Plan

What you can do today:

« Develop an editorial calendar
for your website

« Make sure your website is
mobile-friendly

« Answer this question: Are you
ready to be on one social
media site?

* Look at your analytics!




How to Reach Me

Joanna Pineda
CEO & Chief Troublemaker
@jmpineda

2711 kfferson Davis Highway, Ste 1200
Arlington, VA 22202
(703)838-9777 | info@matrixgroup.net

Website: http://www.matrixgroup.net

Joanna’s Blog:_http://www.theMatrixFiles.net

Staff Blog:_http://www.SnackOClock.net

Facebook: http://www.facebook.com/matrixgroup

Twitter:_http://twitter.com/matrixgroup

Flickr:_http://www.flickr.com/photos/matrix-group

YouTube: http://www.youtube.com/MatrixGroup



http://www.matrixgroup.net
http://www.theMatrixFiles.net
http://www.SnackOClock.net
http://www.facebook.com/matrixgroup
http://twitter.com/matrixgroup
http://www.flickr.com/photos/matrix-group/
http://www.youtube.com/MatrixGroup
http://www.youtube.com/MatrixGroup
http://www.youtube.com/MatrixGroup

	Slide Number 1
	The New Insulation.org
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	The Web in 2016
	The Web in 2016
	Brand Management Online
	Brand Management Online
	Listening
	Presence
	Presence
	Presence
	Consistent, Timely Content
	Mobile Friendly is a Must
	Importance of Storytelling
	Be Easy to Reach
	Use SEO Best Practices
	Sample Websites
	Do You Need Social Media?
	The Power of Social Media
	Who’s on Facebook?
	Who’s on Facebook?
	Who’s on Twitter? 
	Who’s on Instagram?
	Who’s on Pinterest?
	Who’s on LinkedIn? 
	Who’s on YouTube? 
	Platform: LinkedIn
	Platform: Facebook
	Platform: Twitter
	Platform: YouTube
	Platform: Instagram
	Content Strategy
	Content Strategy
	Content Strategy Tips
	Content Strategy Tips
	Sample Strategy for Contractors
	Sample Strategy for Distributors
	Sample Strategy for Manufacturers
	Action Plan
	How to Reach Me

