


TWO TRUTHS 

 

Message: all marketing today is storytelling 

 

Medium: digital platforms are powerful (and growing) 
tools to deliver compelling messages 



CONSISTENCY IS KEY 

 

Repeat a consistent message.  

And audiences will remember it. 
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PRIMARY TARGET AUDIENCES 

 

Top decision-makers in economic development 

ïCEO, President, COO, CFO 

ïLocation Advisors 



WHAT THEY SAY 

Leading sources of information: 

46%  Dialogue w/industry peers (-9 pts) 

42%  Business travel 

34%  Articles in newspapers/magazines (-10 pts) 

33%  Meeting with ED groups 

27%  Online sources (+5 pts) 

11%  Social media (+9 pts) 

   9%  Advertising (+5 pts) 



WHAT THEY SAY 

Effective marketing tactics 

  75%  Internet/website (+7 pts) 

  66%  Visits to executives 

  51%  Media relations/publicity 

  51%  Hosted special events (+5 pts) 

  39%  Trade shows  

  32%  Advertising (+15 pts)  

  23%  Direct mail (+9 pts)  

  17%  Telemarketing (+9 pts) 



AUDIENCE ONLINE BEHAVIOR 

 
65% of top decision-makers used Internet during last site-
selection search 

Most relevant website content includes: 

ÅIncentive information 

ÅDemographic information 

ÅSearchable database of buildings/sites 



PRIMARY REACH TOOLS 

Top Online Sources 
Å 77% LinkedIn (Other Social: 43% FB, 37% Twitter, 27% Blog Forums) 

Å 17% Google Search 

Å 7% Bloomberg.com 

Å 7% NYTimes 

Å 7% Private data vendors 

 

Top Print Sources 
Å WSJ/NYTimes/Local Dailies 

 



TAKE A MULTI-CHANNEL APPROACH  

STORY MINING STORY SESSION  STORY ARCHITECTURE 

STORY SESSION  

What is 
important to 

them? 

How much 
do they 

know about 
you? 

What is their 
frame of 
mind? 

What do you 
want them 

to do? 

Message 



BEST DIGITAL PRACTICES 

 
 

Advertising WILL work. 
Build a plan and stick with it; consistency is key. 
 
Understand market conditions and audiences. 
Think about all efforts as long-term investments  
to build share of voice, not just inquiries. 
 
Create the most effective paid social media.   
Look and act organic, like the channel. 
 
 



Twitter 

KEY MESSAGES  

RTB  

SUPPORTING STORIES 



BEST DIGITAL PRACTICES 

 
 

Run in strongest channels with strongest content. 
Utilize LinkedIn to its greatest extent.  
 
(Fact: Internet videoτtop engagement tool in digital media, 
surpassing digital ads) 
 
ÅPost organic video content on your feed 
ÅRun paid content (in mail, publish ads) 
 
 



LinkedIn - Video 

KEY MESSAGES  

RTB  

SUPPORTING STORIES 



BEST DIGITAL PRACTICES 

 
 

 
5ƻƴΩǘ ǎǇǊŜŀŘ ȅƻǳǊ ŜŦŦƻǊǘ ǘƻƻ ǘƘƛƴΦ 
Concentrate budget in shorter timeframes; limit media 
vehicles. 
 
Rotate and test messages. 
Run message variations to find most resonant. 
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STORY MINING STORY SESSION  STORY ARCHITECTURE 

STORY SESSION  

What is 
important to 

them? 

What is their 
frame of 
mind? 

What do you 
want them 

to do? 

Legislature · Local Government · Business/Investors · Media · General Public · Stakeholders 

How much 
do they 

know about 
you? 



THE PA STORY IN PRINT  

WHAT IS YOUR .w!b5Ω{ b!ww!¢L±9? 

Å Comprehensive, overarching articulation of the 
story your organization or community wants to tell 
 

Å Differentiating/exclusive elements that define it 
 

Å Not an ad campaign, slogan, mission statement or 
laundry list of features 



THE PA STORY IN PRINT  

PILLARS OF A BRAND NARRATIVE 

KEY MESSAGES 

DIFFERENTIATING 

SIMPLE MEMORABLE RELEVANT  SIMPLE MEMORABLE RELEVANT 

DIFFERENTIATING 

KEY MESSAGES 



BRAND NARRATIVE COMPONENTS 

KEY MESSAGES
  

RTB  

SUPPORTING 
STORIES 

Most important information audiences need 
to know or remember 

Reasons to believe: facts, figures most 
relevant to audiences 

Beyond facts: history or stories that bring 
messaging to life 



VALUE OF A CLEAR BRAND NARRATIVE 

KEY MESSAGES  

RTB  

SUPPORTING STORIES 

ORGANIZATIONAL  
BRAND NARRATIVE CREATE 

CONTINUITY 

 

DIFFERENTIATE 

 

ENGAGE  

TELL A  

STORY 

 



YOUR BRAND NARRATIVE WILL 

ALIGN EXTERNAL STAKEHOLDERS AND PARTNERS  

REALIZE ECONOMIES OF SCALE IN MARCOMM 

BREAKTHROUGH IN COMPETITIVE ENVIRONMENT  

SERVE AS A COMPASS FOR THE FUTURE 



BRAND NARRATIVE ARCHITECTURE  

DISCOVER YOUR 
.w!b5Ω{ {¢hw¸  
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STORY  

¢9[[ ¸h¦w .w!b5Ω{ 
STORY 

Å Research 
Å Competitive analysis 
Å Perceptions & 

misperceptions 
ÅWhite space 

Å Key messages 
Å RTBs 
Å Differentiation 
Å Pressure tested  

Å Additional story mining 
& RTBs 

Å Narrative platform & 
direction for content 
creation 



STORYTELLING - REPORT 

KEY MESSAGES  

RTB  

SUPPORTING STORIES 



STORYTELLING - BLOG 

KEY MESSAGES  

RTB  

SUPPORTING STORIES 


