
Build Your  Com pany Brand through 
Your Website and Social Media 



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 

insulation industry 

The New Insulation.org 













The Web in 2016 

• Facebook sends m ore  refer ral t raf f ic 
to  publishe rs than  Google . 
(Business Inside r) 

• Use rs spend  nearly t wo hours wa tch ing 
d igita l video, m ore  than  tim e  spent on  
socia l ne tworks. (eMarke te r) 

• 56% of custom ers a re  m ore  like ly to  buy 
with  a  personalized  expe rience  
(Usabilla ) 

• Use rs who a re  re ta rge ted  to  a re  70% 
m ore l ikely to  convert. (HubSpot) 



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

The  Web in  2016 

What can  your website  do to  m ake  deeper  
int eract ions and engagem ent  with  your aud iences? 



When is the last 
tim e  you  Googled 
yourself  or  your  
com pany? 

Brand Managem ent  Online  



Brand Management Online 
has t hree com ponent s: 
 
● Listen ing  

● Presence  

● Conten t Stra tegy 

Brand Managem ent  Online  



Three ways to keep tabs on your brand’s reputation: 
 
● Set up  Google Aler t s 
● Cla im  your com pany profile s on  Google and  

cust om er  review  sit es 
● Pay at t ent ion  to  the  a le rts 

List ening 



What  do people f ind 
when they Google your 
company? 

Presence 

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



Presence 



Presence 

Your website should: 
 

• Be up t o dat e 
• Be m obile-f r iendly 
• Use st oryt ell ing 
• Make it easy t o cont act  you 
• Use Search Engine 

Opt im izat ion (SEO) 
best practices 



Consistent, Timely Cont ent  

Classic con ten t is d iffe ren t from  
old con ten t. Know the  d iffe rence! 
Your m ission  and  va lue  sta tem ents 
don’t need  frequen t upda tes, bu t 
your news, blog, project s, st af f , 
and  hom e pages do . 
Using a  cont ent  m anagem ent  
syst em  (CMS) m akes consisten t 
upda tes easy and  dynam ic. 



Mobile Friendly is a Must  

• 48% of consum ers sta rt m obile 
research  with  a  search  engine . 
(Sm art Insigh ts) 

• Google  says 61% of use rs a re  unlikely 
t o ret urn t o a m obile sit e they had  
trouble  accessing and  40% visit a  
com pe titor’s site  instead . 
(MicKinsey & Com pany) 

• 57% of use rs say they won’t  
recom m end  a  business with  a  poorly 
designed  m obile  site . 
(CMS Report)  



St oryt ell ing 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. 

Importance of St oryt ell ing 



Be Easy t o Reach 

• Is your contact in form ation  easy to  find? 

• Are  you  tim e ly in  re sponding to  people  
who contact you? 

• Are  your re sponses e ffective? 

 

Rem em ber : Each visitor is  a  poten tia l 
custom er. If they can’t find  you , they can’t 
sta rt a  business re la tionsh ip  with  you . 



Use SEO Best  Pract ices 
Search  engines like : 
• Solid, helpful, consist ent  cont ent  
• Nat ural language geared  toward  hum an visitors, ra the r than  

text geared  toward  gam ing the  system  

• Consist ent  use of  headers, l ist s, and scannable w r it ing—
th is he lps hum ans take  in  the  conten t 

• Good m et a descr ipt ions—these  he lp  people  decide  if a  
search  resu lt is worth  the ir tim e  



Sam ple Websites 

• http:// insulationmaterialscorp.com/ 
• http:// lcinsulation.com/ 
• https://www.owenscorning.com/insulation 
• http://news.jm.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? 



● There are 2.3 bil l ion act ive social m edia users worldwide  
● Socia l m edia  is  viewed as the  second-m ost  ef fect ive d igita l 

m arke ting tactic for custom er re ten tion  purposes, behind only em ail 
● Facebook  re fe rs m ore  tra ffic to  publishe rs than  Google 
● YouTube reaches m ore 18 t o 34 and 18 t o 49 year -olds than  any 

cab le  ne twork in  the  U.S. 
● 33% of  m il lennials ident ify social m edia as one of  t heir  prefer red 

channels for com m unica ting with  businesses. 

The  Power  of Socia l Media  



Who’s on Facebook? 



Who’s on Facebook? 

● 72% of adult Am ericans on line  use  Facebook 
● 77% of wom en online  a re  Facebook use rs 
● Of adult Am ericans on line : 

○ 82% a re  ages 18 t o 29 
○ 79% a re  ages 30 t o 49 
○ 64% a re  ages 50 t o 64 
○ 48% a re  age  65 and older  

(Pew Research  Cente r) 



Who’s on Tw it t er?  

● 23% of adults on line  use  Twitte r 
● 30% of on line  urban  residents use  Twitte r 
● 21% of suburbanites on line  use  Twitte r 
● 15% of those  living in  rura l a reas use  Twitte r 
● 30% of on line  adult s under  50 use  Twitte r 
● 11% of on line  adult s ages 50 and older  use  Twitte r 

 
(Pew Research  Cente r) 



Who’s on Inst agram ? 

● 28% of on line  adults use  Instagram  
● 55% of on line  adults ages 18 to  29 use  Instagram  
● 47% of African  Am ericans use  Instagram  
● 38% of Hispanics use  Instagram  
● 31% of wom en online  use  Instagram  
● 24% of m en online  use  Instagram  

 
(Pew Research  Cente r) 



Who’s on Pint erest ? 

● 31% of on line  adults use  Pin te rest 
● 44% of on line  wom en use  Pin te rest 
● 16% of on line  m en use  Pin te rest 
● 37% of people  on line  under  t he age of  50 use  Pin te rest 
● 22% of those  ages 50 and older  use  Pin te rest 

 
(Pew Research  Cente r) 



Who’s on  LinkedIn?  

● 24% of on line  adults use  LinkedIn  
● LinkedIn  is the  on ly m ajor socia l m edia  p la tform  used  m ore  by 

those  aged  30-49 than  by those  aged  18-29 
● 46% of on line  college  grads use  LinkedIn  
● 9% of on line  adults with  a  h igh  school d ip lom a or le ss 
● 32% of em ployed online  adults a re  LinkedIn  use rs 
● 14% of on line  adults who are  unem ployed  are  LinkedIn  use rs 

 
(Pew Research  Cente r) 



Who’s on YouTube?  

● YouTube  reaches 48% of U.S. adults 
● Second-la rgest socia l m edia  website  in  the  US, ge tting m ore 

t han 22% of  social m edia t raf f ic 
● 58% of in te rne t use rs in  the  United  Sta tes had  an  account on  

the  video site  as of 2013 
 

(Sta tista ) 



Platform: LinkedIn 

● Professional audience tha t 

skews toward  the  wealthy  

and  those  with  college  or 

advanced  degrees 

● Supports net work ing and  

t hought  leadership 

● Great  for  recruit ing 



Platform: Facebook  
● Grea t for recruit ing, client  

cult ivat ion , and  conveying your  

organizat ion’s cult ure 

● Posts should  have  im ages or  

videos—Facebook a lgorithm  

favors them , and  you  ge t m ore  

in te raction  

● It 's  a ll about ge tting l ikes and  

com m ent s 



Platform: Tw it t er  

● Chat t y, conversat ional 
● Native ly open and  unrest r ict ed 
● Each  post has a  ve ry short she lf 

life , so  f requent  post s are best  
● It’s best to  not be  ta lking abou t 

you  a ll the  tim e  
○ Conside r the  80/20 ru le  

■ 80% is in te resting to  your 
aud ience  bu t com es from  
e lsewhere  

■ 20% is se lf-p rom oting or 
se lf-re fe ren tia l 



Platform: YouTube 

● Not just for funny ca t videos— 
there  is lo ts of business 
cont ent , from  tu toria ls to  ads 
and  thought leadersh ip  

● YouTube  is the  second m ost  
popular  search engine 

● There is a dem ographic t hat  
want s t o wat ch, not  read— 
they skew young, bu t the  
dem ograph ic is growing 

 



Platform: Inst agram  

● Im age shar ing and  
t ext ing pla tform  

● Favored  by the  younger 
gene ra tions, so  it’s a  contender for 
reach ing tom orrow’s sta ff 

● You m ust  have an im age and 
cont ent  st rat egy 
○ Post too  few im ages, and  you’re  

ignored  
○ Post too  m any im ages, and  

you’re  unfollowed 



What  are you put t ing 
out  int o t he wor ld to 
represent your company? 

Content St rat egy 



A good content strategy is: 
● Good for search engine 

opt im izat ion (SEO) 
● Good for lead generat ion 
● Good for client  cult ivat ion 
● The  only ef fect ive way to  

opera te  on  socia l m edia  

Conten t St rat egy 



Content Strategy Tips 

● Do not  post  t he sam e 
t hing across a ll 
p la tform s 

● Take  advan tage  of each 
plat form 's capabil i t ies 

● Post as f requent ly as 
you can 

● Posts shou ld  be  a  m ix of 
t ext , im ages and  video 



Content Strategy Tips 

● Write  for hum ans bu t 
with  search engines 
in  m ind  

● Don't  just leave  th is to  
the  in te rn  

● This con ten t needs 
curat ion and  review  



• Websit e for lead  genera tion  and  
thought leadersh ip  

• Facebook for recru iting and  
clien t cu ltiva tion  

• YouTube for lead  genera tion  
and  educa tion  

• Em ail newslet t er  for clien t 
educa tion  and  cu ltiva tion  

Sam ple  Stra tegy for Cont ract ors 



• Websit e for lead  genera tion , 
clien t educa tion  and  sa les 

• Facebook for recru iting and  
clien t cu ltiva tion  

• Blog for clien t educa tion  and  
p roduct reviews 

• YouTube for p roduct reviews 
and  clien t educa tion  

• Em ail newslet t er  for clien t 
educa tion  and  cu ltiva tion  

Sam ple  Stra tegy for Dist r ibut ors 



• Websit e for lead  gene ra tion , 
clien t educa tion  and  sa le s 

• Facebook for recru iting and  
clien t cu ltiva tion  

• Twit t er  for recru iting, clien t 
cu ltiva tion , rea l-tim e  custom er 
support 

• YouTube for p roduct tu toria ls 
and  clien t educa tion  

• Em ail newslet t er  for clien t 
educa tion  and  cu ltiva tion  

Sam ple  Stra tegy for Manufact urers 



What  you can do t oday: 
  
• Develop an edit or ial calendar  

for your website 
• Make sure your website is 

m obile-f r iendly 
• Answer this question: Are you 

ready t o be on one social 
m edia sit e? 

• Look at your analyt ics! 

Action Plan 



2711 Jefferson Davis Highway, Ste 1200 

Arlington , VA  22202 

(703) 838-9777 |  in fo@m atrixgroup .ne t 

 

Website : h ttp :/ /www.m atrixgroup .ne t 

Joanna’s Blog: h ttp :/ /www.theMatrixFiles.ne t 

Staff Blog: h ttp :/ /www.SnackOClock.ne t 

Facebook: h ttp :/ /www.facebook.com /m atrixgroup  

Twitte r: h ttp :/ / twitte r.com /m atrixgroup  

Flickr: h ttp :/ /www.flickr.com /photos/m atrix-group  

YouTube : h ttp :/ /www.youtube .com /MatrixGroup  

How to  Reach Me 

Joanna Pineda 
CEO & Chief Troublemaker 

@jmpineda 

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
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