Economic Development Corporation

Resources & Solutions
for Small Business

UCEDC

LOANS TRAINING GOV'T CONTRACTING (PTAC) BUSINESS TOOLS

Are you ready to
start, grow, thrive?

You can count on our loans, training & government

contracting assistance for the support you need.

Learn more about how we can help.

TRAINING

Entrepreneurial seminars and free
business skills workshops

MEET OUR CLIENTS

GOV'T CONTRACTING

Free counseling, training and support

to get you going and winning


Presenter Notes
Presentation Notes
Since 1977
private, non-profit economic development corporation,
dedicated to boosting local economies and strengthening communities through business development and job creation.
making loans, training and mentoring business owners, helping businesses obtain government contracts, and providing accurate and relevant business information.

 a Community Development Financial Institution (CDFI) and SBA lender, UCEDC is committed to providing access to capital to underserved populations

SBA microloans, Community Advantage 7a loans, and 504 loans

 partnership with the New Jersey Economic Development Authority (NJEDA), we provide intensive small business training and mentorship services

Union County businesses can rely on UCEDC’s Procurement Technical Assistance Center (PTAC)to help navigate their way through the government contracting process.




Your business is more than a credit score to us

Community Development Financial
Institution (CDFI)

US Small Business Administration
(SBA) lender

Microloans — up to $50,000

SBA 7a Community Advantage
loans — up to $250,000

SBA 504 Commercial Real Estate
& Major Equip. loans — up to $5mil.
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Get the business skills you need to start, grow and thrive

 Free workshops
« Business Basics
« Entrepreneurship Training Courses

« Business Mentoring (one-on-one
counseling)

« Special Programs

— Entrepreneurship as a Second
Chance (ESC)

— Virtual Incubator Program (VIP)

Digital Marketing & Social Media www.ucedc.com " HCEDC s 3



APEX Accelerator is your gateway to Government Contracts

* Free seminars

« One-on-one counseling

« Registrations & Certificates

« Identifying bid leads

 Marketing to purchasing agents
 Proposal development

« Regulations & Military Specifications

« Subcontracting assistance
« Government Services Administration (GSA)

s & Solutio

for Small Business

T

CEDC
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NTRODUCTIONS
(Poll questions)

New or existing business
New to social media

Already using social
media for business

EE fffffffff Digital Marketing & Social Media www.ucedc.com
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Workshop Objectives

 Fundamentals of social media
within digital marketing

 Integration of digital marketing
Into overall promotions

« Social Media as Marketing
Communications

* Popular social media platforms
and features

for Small Business

Digital Marketing & Social Media www.ucedc.com
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Defined —

targeted, measurable, and
interactive marketing of
products or services

using digital technologies to
reach and convert leads into
customers and increase
sales.
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Resources & Solutions
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Presenter Notes
Presentation Notes
The official definition of “Digital Marketing”
Notice “…convert leads into customers, and increase sales” (other marketing tools do that too, right?)
Also notice: MEASURABLE…..ie, List, Response Mechanism.



So, where does it fit in? |APPEAL[MG

‘Emw{ QE%EJ PAID
Integrate Digital Marketing into MRKETWG SEARCH
your overall Promotional
Strategy... 22}% m }

| 1 _}TRAFF!C P'
and include Social Media in your |'ANALYT1CSTI' ?
Marketing Communications. ; | 'm | NETNORK

PR |

Resources & Solutions
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Presenter Notes
Presentation Notes
Still one of the tools in your overall marketing toolkit.
Today, it’s newer, and sexy, and more fun to talk about…but it’s part of a bigger picture

On NEXT SLIDE we’ll talk more about putting into perspective.



Definition of “4 P’s”
Marketing is the process of
planning & executing the

* Product/Service

» Functionality

* Pricing
 Placement/Distribution
 and Promotion of Promotion

ideas, goods and services
to create transactions that
satisfy individual and
organizational goals.

Resources & Solutions
EE o1 el Bueness Digital Marketing & Social Media www.ucedc.com
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Presenter Notes
Presentation Notes
The Marketing Process, with the Marketing Mix: The 4-P Strategy
First, a firm determines from customer and market research that there is an unmet need that can be filled by a new product
Second it defines the target market
Third, it determines the strategies for the marketing mix – the 4-P strategy.

A distribution channel, also known as a marketing channel, is a system for conveying goods or services from producers to customers.
Intermediaries, or marketing intermediaries, are the people or firms that move products between producer and customers. They consist of agents or brokers, wholesalers, and retailers.
The distribution mix is the combination of distribution channels a company uses to get its products to customers.

Digital Marketing & Social Media fall within the “Promotion” P


Inbound
« Website

« Search Engine Optimization
(SEO) — key word searches

 Social Media communications

Outbound

* Paid online advertising

 Mobile Marketing — Text
Messaging

« Email Marketing

Resources & Solutions
EE iy Digital Marketing & Social Media www.ucedc.com  # HCEDC ... 10
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Presenter Notes
Presentation Notes
Some typical examples of digital marketing and social media vehicles…
[We’ll get deeper into a few of these in upcoming slides.]

These vehicles fall into either Inbound or Outbound categories.

Inbound is more passive, where you build or sponsor a platform hoping to attract your target audience to it.

Outbound is more proactive where you actively and directly reach out to your target audience.

REFER TO “MARKETING VEHICLES”.doc



Hosting

Content Strategy

Social Media
Email marketing
Blog /
' Bog/ WEBSITE

Website Analytics

Search Engine & Reporting

Optimisation

Paid advertising

www.tangelocreative.com

Resources & Solutions
EE iy Digital Marketing & Social Media www.ucedc.com

UCEDC
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Presenter Notes
Presentation Notes
Your Digital and Social Media vehicles should all focus on driving prospect to your WEBSITE!


- Attract

- Engage

« Qualify & Convert
visitors

for Small Business

Digital Marketing & Social Media www.ucedc.com
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Presenter Notes
Presentation Notes
Companies must design Web sites that embody or express their purpose, history, products, and vision and that are attractive on first viewing and interesting enough to encourage repeat visits.


ATTRACT VISITORS

Optimize SEO (online visibility)
v' Keywords
v' Google My Business listing

Unique Selling Proposition (USP)
HTTPS (SSL) security

® O F

&
Central @ QH&E"
R N
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a
19

| MW Q :
See photos [*~ "3 See outside

Little Don key w Website  Directions
4.4 %k kA 508 Google reviews

$% - Tapas Restaurant Cover phOtO

Chef-driven spot with cool vibe serving international small plates, plus
craft brews & cocktails.

Address: 505 Massachusetts Ave, Cambridge, MA 02139
Hours: Open - Closes 11:30PM ~

Menu: places.singleplatform.com

Reservations: reserve.com

Order: trycaviar.com

Phone: (617) 945-1008

Suggest an edit

Resources & Solutions
for Small Business

CEDC
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Presenter Notes
Presentation Notes
Make your website tell your whole story…comprehensive…complete…don’t skimp on information here…but must be well organized and have good flow!



SEO
« Keywords — cracking the Google code

v’ focus v’ relevance

* Blogs

v/ write articles v guest
v host forums v re-post

v’ comment v’ stimulate ENGAGEMENT
. Credibility
« Scale
I:E o Sl s Digital Marketing & Social Media www.ucedc.com  « HCEDC ... 14
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Presenter Notes
Presentation Notes
SEO describes activities designed to improve the likelihood that a link for a brand is as high as possible in the rank order of all organic search results (nonpaid links) when consumers search for relevant terms. Cracking Googles code is an ongoing, evolving process, but choosing and embedding effective key words in all site and web communications is important to optimize search page results.

KEYWORDS embedded in your website and in content posts (text and video) to website & social media platforms

BLOGS/CONTENT POSTS Can be a mix of organic (25%) and curated (75%).  
Provide primarily value-add information, supplement with fun/engaging content, feedback/surveys, and occasional sales/offers
Real Engagement is important!



* Videos — overviews, tutorials
v Upload to YouTube

* Webinars, presentations
v iTunes podcasts

* PDFs and Infographics
v downloadable

* e-Books (10 — 20 pages)

EE i Digital Marketing & Social Media www.ucedc.com  «# HCEDC ... 10
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Presenter Notes
Presentation Notes
…and increasingly so is video/multimedia


Newsletters
v Email to subscriber list

Partnerships

v links to/sharing with other
communities

v' comment on blogs

Links to Facebook, Twitter,
Instagram, Pinterest, Linkedin

# (hashtags)

fffff

all Business

Digital Marketing & Social Media www.ucedc.com
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Presenter Notes
Presentation Notes
…and increasingly so is video/multimedia


ENGAGE VISITORS
» Layout/Design

v Simple, clear navigation
v' Images, video

v Blogs
v Synch/link to social media (oo cfofeo
* Credibility

v Testimonials, reviews
v Personalize (“About Us”)
» User Experience

v" Intuitive functionality
v Mobile friendly

Resources & Solutions
EEU —— Digital Marketing & Social Media www.ucedc.com " HCEDC s

CEDC


Presenter Notes
Presentation Notes
CONTENT + FUNCTIONALITY  CONVERSIONS



QUALIFY and CONVERT VISITORS
* Online chat

« “Gated” content
— eBooklets, infographics

— White Papers | > n e

— Videos, webinars, podcasts @ c l@fz’-f

L] ! ﬁ

« Calls To Action (CTAs) - !

— Provide contact information
— Lead generation forms
— Response mechanisms

« Capture Email addresses!
» Create offline appointment and sales opportunities

Resources & Solutions
EE iy Digital Marketing & Social Media www.ucedc.com " HCEDC s
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- Make it quick!

v a 1-step link/process [f‘“““‘“‘ﬁ |]
- Make it easy! Company
v autofill forms [ company e |
| |
[ Submit |

AutoFill with Linkedlin

EE iy Digital Marketing & Social Media www.ucedc.com [ HCEDC -
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Presenter Notes
Presentation Notes
The Goal:  LEAD GENERATION.    I.e., Drive them to WEBSITE, capture Contact Info (EM), take Offline to sell/convert – e.g., Calendly.   ONE STEP! 



Google Analytics

Anywhere. Anytime.

# visits

Pages viewed
Duration of visits
Social engagement
Types of content downloaded

ources & Solutions

Res
for Small Business

CEDC
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Presenter Notes
Presentation Notes
Google Analytics reports


Links for later....

« Build it Yourself, or Hire a pro?

https://www.youtube.com/watch?v=Nui1s
uGce-Gk

* 10 Things Every Website Must Have
to drive sales

https://www.youtube.com/watch?v=GnhU
7ainAkA

« Website Builder reviews & previews
https://www.sitebuilderreport.com

E for Sma Il Business Dlgltal Marketlng & SOCIaI Med|a Wwwucedccom

=" HCEDC

caubotanoy
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Presenter Notes
Presentation Notes
Build it yourself, or hire a pro?
https://www.youtube.com/watch?v=Nui1suGc-Gk 

Leading DIY website platforms: Wix, Weebly, Squarespace, GoDaddy

10 Things Every Website Must Have to drive sales
https://www.youtube.com/watch?v=GnhU7ainAkA



https://www.youtube.com/watch?v=Nui1suGc-Gk
https://www.youtube.com/watch?v=Nui1suGc-Gk
https://www.youtube.com/watch?v=GnhU7ainAkA
https://www.youtube.com/watch?v=GnhU7ainAkA
https://www.sitebuilderreport.com/

Defined —

catch-all term for Internet
applications that allow users
to create content, share and

Interact with each other.

« Sharing links to content

» Public updates to a profile

« Sharing pics, videos, posts

« Commenting on any/all the above

EE i Digital Marketing & Social Media www.ucedc.com  # HCEDC ... 22
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Presenter Notes
Presentation Notes
The official definition of “Social Media”
I like to say it’s the digital way of generating “word-of-mouth” promotion.
You’re keeping the conversation going, and stay engaged with customers, prospects, and influencers.

I like to say it’s the digital way of generating “word-of-mouth” promotion.
You’re keeping the conversation going, and stay engaged with customers, prospects, and influencers.

The Goal of all of these:  LEAD GENERATION.    I.e., Drive them to WEBSITE, capture Contact Info (EM), take Offline to sell/convert – e.g., Calendly.   ONE STEP! 

So, provide value added teaser content w/ link to website for complete/gated content (eGuides, eBooks, videos).  Include CTAs!



Examples —
Facebook
Instagram
LinkedIn
YouTube

X/Twitter
Threads
TikTok
Snapchat.

il Digital Marketing & Social Media www.ucedc.com ™ HCEDC i
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4% 20% 40% 60% 80% 100%

Facebook

Instagram

Linkedin

YouTube
Twitter
TikTok

Snapchat !
“‘@* * SocialMedio

Sxvaminer

Resources & Solutions
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Presenter Notes
Presentation Notes
Credit Social Media Examiner for 2021 Social Media Marketing Industry Report.

Facebook and Instagram are the top two platforms used by marketers, by a longshot.
All other platforms lag behind these top two.
NOTABLE CHANGES SINCE 2020
• Instagram grew from 76%.
• Twitter fell from 53% and moved from fourth to fifth place.
• YouTube took fourth place, up from 53%.
• TikTok grew from 5%.  

Major findings

Here's a quick summary of some of our more interesting findings:

• Facebook declining: Marketers have been diversifying away from Facebook
steadily since 2019. When asked to select their single most important platform,
only 54% selected Facebook, down from 67% in 2018. Twelve percent of
marketers indicated they'll be decreasing their organic marketing on Facebook
and only 47% of marketers plan on increasing their organic activities on the
platform.

• Instagram is hot: Seventy-eight percent of marketers are using Instagram. It's
the second most important social platform for marketing (behind Facebook). A
significant 64% of marketers plan on increasing their Instagram organic activities
over the next 12 months. Instagram is the number-one platform marketers want
to learn more about.

• Stories video use is on the rise: Short-form video is growing. More than half of
all marketers regularly use Instagram and Facebook for video-based stories.• YouTube interest is high: A significant 71% of marketers plan on increasing
their use of YouTube video and 72% want to learn more about organic video
marketing on the platform.

• TikTok is ignored by most marketers: Only 9% of marketers are using TikTok.
A significant 68% do not plan on using the platform in the next year; however,
32% are interested in learning more about TikTok.

• Facebook dominance still strong: A very significant 93% of marketers use
Facebook (followed by Instagram at 78%). Fifty-four percent of marketers claim
Facebook is their most important social platform. Facebook Live is the leading
live video platform used by 30% of marketers. Facebook ads are used by 75% of
marketers and 61% find the Facebook ads platform the most important for ads.
The above summary is just a taste of what's in this report. On the following pages, you'll
fnd 50+ charts that visually convey some of our fascinating findings.


0% 10% 20% 30% 40% 50% 60%

Instagram

Facebook

Resources & Solutions
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Presenter Notes
Presentation Notes
This year, we decided to study di"erent video formats and how they're used across the social channels.

We asked marketers to indicate which platforms they regularly used for their video stories (or short-form video that's less than 30 seconds).

Instagram was the number-one story-based video channel used by 59% of marketers, 
followed by Facebook (53%). 

The use of Instagram Stories increased from 46% in 2020, 
Facebook Stories rose from 32% in 2020, 
and YouTube Stories more than quadrupled from 5% in 2020. 


10% 20% 30% 40% s00¢

0%

YouTube

Facebook

LinkedIn

Twitter

Instagram
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for Small Business


Presenter Notes
Presentation Notes
We asked marketers to indicate which platforms they regularly published native video (30 seconds or longer).

YouTube was the number-one video channel used by 50% of marketers, 
followed by Facebook (44%). 

Both of these platforms declined from their 2020 numbers when YouTube video was at 55% and Facebook video was at 49%. 


0% 6% 12% 18% 24% 30%

Facebook

Instagram

YouTube
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Presenter Notes
Presentation Notes
We asked marketers to indicate which platforms they regularly use for live video.

Facebook was the number-one live video channel, used by 30% of marketers, 
Followed by Instagram (14%) 
and YouTube (14%). 

No other channel came close to Facebook.

Facebook Live and Instagram Live have seen declines since 2020. 
Facebook fell from 38% and Instagram from 17%. 
However, YouTube Live grew from 8%.
2021


Marketers were asked
to select the single

most important video TRO R
format for their R Y Native video
business. “h e

o not use video

42%o

Native video holds the

Stories
top spot, followed by 339
stories.
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Presenter Notes
Presentation Notes
How will marketers change their future video marketing activities?

We asked marketers to indicate how they'll change their video marketing use in the near future.
Respondents were asked to indicate whether they plan to increase, decrease, remain the same, or not use various platforms in their video marketing. 

Marketers mostly plan on increasing their use of Instagram video (72%), 
YouTube video (71%), 
and Facebook video (66%). 

These are the same platforms marketers chose in 2020; 
however, Instagram took over the number-one slot, passing YouTube. 


=

Twitter ads

Marketers were asked € T
to select the single A e
. LinkedIn ads
most important form of 7%
. . . Instagram ads
paid social for their 7R

businesses.

Paall use paid social media
Facebook ads took the” & & &5
Facebook ads
top slot. 61%

Resources & Solutions
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Presenter Notes
Presentation Notes
Social ad use 
We asked marketers to indicate how frequently they run ads on a variety of social platforms (often, sometimes, or never). 
The ad platform most used by marketers is Facebook (75%), 
followed by Instagram (55%). 

B2C marketers are more likely to use Facebook ads (79% B2C vs. 70% B2B) than their B2B counterparts. 
B2B marketers are using more LinkedIn ads (39% B2B vs. 21% B2C). 

The most valued social ads platforms 
We asked marketers to select the single most important form of paid social for their businesses. 
Facebook ads took the top slot. 

B2C marketers are more likely to value Facebook ads (66% B2C vs. 52% B2B) than their B2B counterparts. 
B2B marketers place more value on LinkedIn ads (17% B2B vs. 2% B2C). 

2020 Marketers were asked to identify which forms of paid social media they regularly use.
The ad platform most used by marketers is Facebook (70%), followed by Instagram
(41%).

B2C marketers are more likely to use Facebook ads (74% B2C vs. 62% B2B) and
Instagram ads (45% B2C vs. 34% B2B) than their B2B counterparts. B2B marketers are
using more LinkedIn ads (23% B2B vs. 10% B2C).


Social Media Marketing Tips

Make a plan and set goals.
Don’t Overwhelm yourself.
Consider your audience's need.
Engage, learn, share.
Communication is key.

Make a schedule.

Resources & Solutions
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Presenter Notes
Presentation Notes
Creating a solid social-media strategy for small companies requires a lot of imagination and hard work. A small amount of planning goes a long way too. In the previous 10 years, the use of social media in the U.S. has grown from 7% to 65%. The swift acceptance of platforms such as Facebook, Twitter and Instagram means that companies can't ignore social media. There are so many possibilities to find potential customers. People spend, on average, 145 minutes a day on social media. That is a significant opportunity to attract potential buyers' attention.
When you are a startup or a small business, you do not have a marketing crew ready to deal with every platform; therefore, you have to use your time and ad revenue strategically. Don't be frightened. Social networking does not have to be complex for small-business owners; you only have to follow the basics to get started.

Make a plan and set goals
Many small-business owners know that they "must" use social media to develop their business, but have you stopped to wonder why? What are the aims of your social-media strategy? It is easier to establish a plan for achieving your goals if you are clear about it. SMART (specified, measurable, achievable, relevant and time-bound) helps you set goals because you know your precise aims and timeframes.
Related: Beginner's Guide to Social-Media Marketing

Don't overwhelm yourself
Some small-business owners are overwhelmed because they believe that they must become a media firm generating films, blogs and podcasts to keep the platforms up to date. They strive to execute all feasible tactics for social-media marketing for small businesses and eventually are spread too thinly. The outcome? You can dilute your efforts in marketing. Therefore, I recommend that you begin with a few essential platforms, understand them thoroughly and then grow into others.

Consider your audience's need
It is all about knowing your customers and posting what they like. Only talking about the company is a mistake companies make on social media. They promote their products, services and personnel, but forget to provide their clients with a service.
Your customers are not looking for you to produce advertisements. They want valuable content that will help them solve their problems, and your service is most likely the solution they need.
Related: 8 Ways to Grow Your Audience to a Million Followers

Engage, learn, share
The best way to grow your following is by sharing with others in the same field. Connecting on social media can help you reach a broader audience without having to share directly with competitors. Share valuable content that will be helpful to an industry, not just customers or followers of one company's page — make sure it helps everyone. 

Communication is key
Join the conversation and know what your audience wants to see and hear. Your writings should be informative, inspiring and promising, but strive for a call-to-action in every piece. Regardless of the business type — whether product- or service-related — always link emotions felt by the customer back into the brand's message. You can effectively connect with your audience by posting your definition of success and inviting them to share theirs.
When someone answers a question, you need to keep the discussion going. After all, he or she has taken the time to say "yes" to your brand. Are you aware that just 10% of messages and commentary made on company social-media pages get replies? Each social-media strategy should carve out the time to reply to comments and messages from customer groups. This engagement makes social media an enterprise sales funnel.
Use Instagram polls, Twitter threads, and live Facebook to communicate and build two-way communication with your customers. Social media offers brands the chance to receive honest and valuable client feedback like no other. It also helps you build brand loyalty by making your customers feel involved.

Make a schedule
You operate a company, so every minute counts. But how can you remain consistent? By planning positions in advance, you can use technology to your advantage. You stay consistent and save more time. Your social-media marketing plan for SMBs should involve a day to sit down and schedule your social-media postings for the month. 

When to post?
Many business owners wonder how often they should publish when creating a social-media plan for small companies. Of course, it depends on the social-media channels that you utilize to communicate with your audience. Here are some guidelines for how often to post on social media:
Instagram: Everyday stories and periodic postings will increase connection and engagement.
Facebook: Your customers are engaged once a day if you publish.
Twitter: Plan numerous tweets each day when you know you have an online audience.
LinkedIn: Contribute relevant content several times a week. LinkedIn is effective.

Should you pay for posts?
As always, business owners become anxious about the organic extent of their algorithm. But why are we so interested in this number? Some businesses even try to push the system and increase their reach using SMM panels to give the impression of popularity.
In his book, social-media specialist Gary Vaynerchuk, an early investor in Twitter and Snapchat, says, "Strengthening your existing members offers a greater reward than reaching a cold audience in the first place."
It is probably preferable to pay a bit to reach a warm audience than to reach individuals who have never heard about your brand.

There are so many different ways to make your social media work; it's all about understanding what fits your customers. The only way to be sure is to begin. Try out various techniques. Healthy A/B testing should be included in every social-media plan for small enterprises.


example: Google Ads hitps://ads.google.com/home/

¥ (-] Paused o o

« > C @ ads.google.com/home/
HH Apps Lenava Recommen... l: Settings Imported From IE
Google Ads Overview How it works Cost FAQ Advanced campaigns Contact

Grow your
business with
Google Ads

Get in front of customers when they're searching
for businesses like yours on Google Search and
Maps. Only pay for results, like clicks to your
website or calls to your business.

Call to get set up by a Google Ads specialist
. 1-844-245-2553*
“*Mon-Fri, 3am-Spm ET

. 1-844-245-2553" Signin I

Google

dance classes \,}

Ascendance - Kids Dance Classes
ascendancestudio.com

All Ages and Styles. Try a Free Class Today

a Call for help signing up ~

Resources & Solutions
for Small Business
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Presenter Notes
Presentation Notes
Paid search engine advertising.

Google AdWords…popular…scalable…flexible…affordable
https://adwords.google.com/home  


https://ads.google.com/home/

Google

Paid search/pay-per-click ads

Used Cars Bristol

Web Maps Shopping News Videos IMore = Search tools

About 19,000,000 results (0.53 seconds)

Y

Used Cars Special Offer - hartwell.co.uk

[ www.hartwell.co.uk/NVery-Best-Used-Cars

Half Price Payments For 6 Months. 0% APR & £1.500 Minimum Part Ex
Over 1500 Models In Stock - Nationwide Dealerships - Hartwell Price Promise

Used Cars In Bristol - BristolStreet.co.uk
[ www bristolstreet co uk/Used ~
Free Mationwide Delivery On All Used Cars! Enquire Online Today

Berkeley Vale Motors - hyundai.co.uk

7] www.hyundai.co.uk/berkeley-vale-bristol

Wisit your local Hyundai car dealer for great second hand car offers
Ratings: Value 9/10 - Reliability 9/10 - Purchase experience 910

Toyota of Bristol TN | New & Used Car Dealer in Bristol TN ...
www.toyotaofbristol.com/ =

Toyeta of Bristol in Bristol, Tennessee is a Toyota Dealer, serving Kingsport, Johnson
City, Abingdon VA, and Marion VA Large inventory of new & used Toyota

Used Car in Bristol | Used Subaru Dealer | Wallace Subaru
www.wallacesubaru_com/used-inventory/index.htm

Swing by Wallace Subaru in Bristol, Tennessee and check out our inventory of quality
used cars. We have something for every taste and our financing experts

[ Ads|

Used Cars Swindon
www.carshop.co.uk/Used_Cars ~
4.8 Y Jdki rating for carshop.co.uk
0333 331 5325

Find 1000s of Used Cars at CarShop.
Visit Our Swindon Dealership Today.

Used Cars In Bristol
www_bristolusedcar.co.uk/ ~
Buy A Used Car In Bristol Teday!
At Affordable Prices-Visit Us Today
@ Thombury Road, Bristol

Toyota Used Cars Bristol
www.motorline.co.uk/Toyota-Used-Cars ~
100+ Approved Used Cars - Motorline

The new name for Toyota in Bristol

Used Car Dealers in Bristol uk
www.motors.co.uk/UsedCars

3.7 %% % + rating for motors co.uk
Motors.co.uk - The Leading Used Car
Site. Browse Over 300,000 Cars MNow!

Resources & Solutions
for Small Business

UCEDC
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Presenter Notes
Presentation Notes
Paid search (Google): You advertise within the sponsored listings of a search engine and pay each time your ad is clicked.

Also Google Page listing



 # 1 communication method

« Controlled, personalized
messages

« Sales and lead generation
database

for Small Business

esources & Solutions

CEDC

Digital Marketing & Social Media www.ucedc.com

=" HCEDC


Presenter Notes
Presentation Notes
Email is still the most important method of controlling communications to customers and prospects, nurturing relationships, and building a sales and lead generation database. 

Customer emails (retention, cross/upsell, and referral) vs. prospecting: (Cann-Spam Act/opt-in)

It takes 7 touches to generate a qualified lead.

Tailor/customize content to where the recipients are in the buyer’s journey (i.e., % of messages offering value-add information vs. fun/engaging content vs. feedback/surveys vs. direct sales/offers.
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Presenter Notes
Presentation Notes
PC Magazine has ranked the most common Email Marketing tools
And has compared them along their features/benefits.
https://www.pcmag.com/article2/0,2817,2453354,00.asp 


Text messaging/SMS: Opt-In/Permission-based (customers only)…use judiciously
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Mary Adelman
madelman@ucedc.com

Resources & Solutions

Jairo Borja for Small Business
[borja@ucedc.com

Alejandro Cruz UCE DC
aCrUZ@UCGdCCom A Non-Profit Economic Development Corporation
Tim Moore

tmoore@ucedc.com @ o @ o
Joe Lamberti www.ucedc.com

lamberti@ucedc.com
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Questions? Comments?
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