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TWO TRUTHS

Message: all marketing today Is storytelling

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

Repeat a consistent message.
And audiences will remember it.

20 min 4 hrs 1 week
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PRIMARY TARGET AUDIENCES

Top decisiormakers in economic development
I CEO, President, COO, CFO
I Location Advisors
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WHAT THEY SAY

Leading sources of information:

i 46% Dialogue wi/industry peersq pts)
42% Business travel

4 34% Articles in newspapers/magazines( pts)
33% Meeting with ED groups

4 27% Online sources (+pts)

4 11% Social media (+pts)

@ 9% Advertising (+%ts)
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WHAT THEY SAY
Effective marketing tactics

4 75% Internet/website (+7pts)
66% Visits to executives
51% Media relations/publicity

14 51% Hosted special events ({fs)
39% Trade shows

1 32% Advertising (+1Hts)

1 23% Direct mail (+Pts)

4 17% Telemarketing (+9ts)
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AUDIENCE ONLINE BEHAVIOR

65% of top decisiomakers used Internet during last site
selection search

Most relevant website content includes:
Ancentive information
ADemographic information
ASearchable database of buildings/sites
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PRIMARY REACH TOOLS

Top Online Sources

A 77% LinkedIn (Other Social: 43% FB, 37% Twitter, 27% Blog Forums)
A 17% Google Search

A 7%Bloomberg.com

A 7%NYTimes

A 7% Private data vendors

TopPrint Sources
A WSJINYTimeA& ocal Dailies
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TAKE A MULOHANNEL APPROACH
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BEST DIGITAL PRACTICES

AdvertisingWILL work.
Build aplan and stick witht; consistency is key.

Understand marketconditions and audiences.
Think about all efforts abngterm investments
to build share ofvoice, not just inquiries.

Create the most effective paid social media.
Look and act organic, like the channel.
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Twitter

Goldman Sachs @ @Goldmans...
“[Small businesses] tend to employ a WSJ
more diverse workforce in terms of

gender and education level.” ~Amanda
Hindlian of $GS Research on why smal
businesses are so important to social

and economic mobility: click.gs.com/ You Q
d7z7 #MakeSmallBig AR

The Wall Street Journal @ @WsJ

Now we know how much employees
make at dozens of big companies. See
how you compare.

) thousand S0 100 150
How Does Your Pay Stack Up?
Companies are disclosing how muc...
wsj.com

THEY'RE INCREDIBEY GOOD AT CREATING GDP.

Q36 11181 1,315 S Q7 11108 Q) 224 ~

Promoted Promoted
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BEST DIGITAL PRACTICES

Run in strongest channels with strongesbntent.
Utilize LinkedIn to its greatesitent.

(Fact: Internet video top engagement tool in digital medja
surpassing digitahds)

A Post organiwideo content on your feed
A Run paictontent (in mail, publish ads)



LinkedIn- Video
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SnackNation

Promoted

You'd be shocked if you knew how many CEOs with 10 to 50 employees are
investing in snacks for their employees. Get A Free 15-Snack Box Here:
https://Inkd.in/gbsYP7TW

Increasing Your Team's

ENGAGEMENT + PRODUCTIVITY + WELLBEING

Are you a CEO with 10-50 employees? Learn More

& Like =3 Comment g Share

SnackNation
Promoted

You'd be shocked if you knew how many CEOs with 10 to 50 employees are
investing in snacks for their employees. Get A Free 15-Snack Box Here:

https://Inkd.in/gbsYP7W
ouT orf"‘

Employees Prefer_
Perks vs. a Pay Raise!

Are you a CEO with 10-50 employees? { Learn More ‘

& Like =3 Comment g Share
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BEST DIGITAL PRACTICES

52y Q0 &aLINBIFIR @2dzNJ STFF2NI (22
Concentrate budget in shorter timeframes; limit media
vehicles.

Rotate and test messages.
Run message variations to find most resonant.
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How much
do they What doyou

know about What is their want them
you? frame of to do?
mind?

What is
important to
them?

Legislature Local Government Business/Investors Media- General Publiec Stakeholders
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WHAT IS YOURwW! b 5 Q{ Db? ww!

A Comprehensive, overarching articulation of the
story your organization or communityants totell

A Differentiating/exclusive elements that defirie

A Not an ad campaign, slogan, mission statement or
laundrylist of features
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PILLARS G¥BRANINARRATIVE

KEY MESSAGES

DIFFERENTIATING
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BRAND NARRATIVEMPONENTS

Most important information audienceseed
to know or remember

Reasons to believe: facts, figures most
relevant to audiences

Beyond facts: history or stories that bring
messaging to life
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VALUBOFA CLEAR BRANBRRATIVE

ORGANIZATIONAL
BRAND NARRATIVE

e
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YOUR BRANMARRATIVE WILL

SERVE AS A COMPASS FOR THE FUTURE
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BRAND NARRATINECHITECTURE

A Research A Key messages A Additional story mining

A Competitive analysis A RTBs & RTBs

A Perceptions & A Differentiation A Narrative platform &
misperceptions A Pressure tested direction for content

A White space creation
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STORYTELLINBEPORT

BETHLEHEM -~
-

= (OILABORATION =

BUILDING ON HISTORY,
PEOPLE & PLACE

‘When Bethlehem reinvented Itself, it didn’t forget its history.

Pennsylvania < - Al i
WORK SHARL UVE HAPYY. " to d ” ' Today the city's unique blend of past, present, and future attracts

~ A PASTORY - \ ‘ ! S Saraicar e el i md visitors, busi and residents alike.

2017 EpiioN
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Infarmad tha CommUNE s JpERasch t Byitalzacon

A kay el ‘Scuth Bethierem's Kvitaleaticn
startad wih tha Southeie Vision plan In 2001, which
Wii made pesskbE by the DCED Melghberhood
Parmarship Program. Led by the Community Action

ralaticnahip-ddven, =
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STORYTELLINELOG

HPAPROUD

INSIDE LOOK AT EVERYTHING PENNSYLVANI

Small Business Spotlight: Oswalds Mill Audio

October 13,2017
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