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Once you've created your brand, after careful re-
search and planning, you now need to get your-
self out there. The size of your company doesn’t
matter and neither does what product or service
you offer. The idea of putting yourself out there
publicly and making enough noise to be noticed
can be daunting. You will probably feel like a tiny
fish in an ocean. But, don’t worry, every compa-
ny goes through the same first steps. The differ-
ence in being noticed, however, takes careful
planning and consideration. Some companies
take time to build up momentum while others
seem to be heard overnight. Is there a secret to
that formula? Yes and no. First, look at your
market and industry. Technology is a medium
that is in a constant state of evolution and if you
do the research, you might hit upon a new social
media platform or advertising source before it
gets big and becomes the next Twitter or Face-
book. However, don’t put all of your eggs in one
basket. [ remember once, a very social media

savvy director of a company I worked for
thought that Google+ was going to be the next
big thing when it was first introduced. He was
convinced it was going to surpass Facebook in
popularity. That was five years ago and it still
hasn’t happened. There’s not to say that it won't,
someday. However, if a new company had the
same idea he did and put all of their advertising
resources into that platform alone, they would
have wasted a lot of time and money. So, yes,
look for those trends, those “next big things” but
don’t forget about what already works. Even if
these options are being heavily used by your
competitors. Be smart. Learn the ins and outs of
these advertising vehicles, become an expert and
you may just surpass your competitors in being
noticed. Let’s first go over the various ways, be-
sides technology that you can set your brand up
for success when it comes to being noticed.
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A Powerful Presence is Key
A powerful physical

This one may be difficult for some companies that are either small or only provide a service. Their office
may be located in a bigger building shared by other companies and they may not even be big enough to
have a sign on the building or the building’s marquee. So how do they go about having a noticeable
physical presence? Every industry, these days has their conventions, or public events that allow for
physical exposure. Find out what is available for your industry and get a booth there, have the best of
your employees attend to represent your company and reach the public. If there truly is nothing, start
one of your own. Another avenue would be to sponsor a local event. You know where your market will
be and what interests they have. A sponsorship will get your name out and allow you to provide a physi-
cal presence. Once again, if there isn’t anything available, don’t let that stop you from putting one on
yourself. What shared value do you have with your market? Use that as a resource to find a common
cause that you can create an event around.

If you do have a physical location where your clients can visit, make sure it is in a convenient lo-
cation and that it goes beyond their expectations. When they walk in, they should get the most out of
their experience with your company’s staff and the general environment. Having a powerful physical
presence, is more than just being there. Look at your mission statement, your physical presence in the
industry should embody that. If you want your customers to relate to you, find a way to connect with
them.
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Intellectual Appeal

Many companies attempt to launch themselves into the market based purely on emotional appeal or connec-
tions with their clients. However, much like the different avenues of advertising available, you don’t want to put
all of your eggs in one basket. Don’t discount the value of connecting with your market on an intellectual front.
With information so readily at our fingertips, we can easily become experts in many subjects. Don’t assume
that this newfound digital age has turned everyone’s brain to mush. Your market wants their intellect to be not-
ed and respected. In order to connect with your market on an intellectual level consider the following ques-
tions about your company.

e How are you different from your competitors?
e How do you want your customers to view you?
e How is the voice and opinions of your company unique?

By identifying these specific traits of your company, you can begin to put together an underlying theme or
message that resonates across the board in every piece of communication or advertisement that you put out
as a company. Your medium for connecting and getting your message out could be through a company blog,
e-newsletter, or even posts to social media. Put the spotlight on shared values that you have with your audi-
ence and make sure that all of your messages have the same underlying tone to stay cohesive. Don’t use jar-
gon, but don’t dumb down the message too much either. Respect the intelligence of your audience and they’ll
respect you as a company.
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Social Media is your friend.

Build a valuable presence in social media. As |
mentioned earlier, if you want to be innovative and
take risks, don’t hesitate to try out one of the latest
platforms, but don’t neglect the established ones
either. Twitter, Facebook, LinkedIn, Pinterest, Tum-
bler, and Instagram are all really great platforms to
advertise and give your brand a voice. You don’t
have to have an account with each platform.
Choose what fits your market the best. Also, don’t
fall into the trap of putting one post out on every sin-
gle platform at the same time—all the time. Vary your
content between platforms. Your company may

have big news in regards to what you provide, or
you may want to advertise the latest post on your
company’s blog. Those are the types of posts that
need to go out across the board. However, don'’t
hesitate to also invest in having a few smaller posts
that are just for a specific platform. For instance, not
all Twitter and Pinterest users are created equal.
Understand the difference between the two clientele
and be specific with them. If they do happen to fol-
low you on both platforms, they will see your atten-
tion to detail and be impressed.

No one likes spam.

In their exuberance to get their name out there, many companies can go overboard. Be mindful of how of-
ten you post and the contents of your posts on social media. Also, be aware of how often you are sending
emails out to clients. It is necessary to send something out daily? If you are posting daily, don’t always
make it about your company. Promote others. Spotlight a great employee or a leader in your industry. Pro-
mote other companies in your industry that support or work with you.
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Prove Your Stamina

We’ve all seen those flash-in-the-pan companies. They may be innovative and exciting in their own right, but
for one reason or another don’t last. They may come out of the gate with much fanfare, celebrity endorse-
ments, and even big first quarter sales, but still flop in the next five years. No one wants to be that company
and no one wants to buy from them. What will you do with your warranties, your gift cards or the mainte-
nance of your product from a company that has gone under? If you want to be relevant in your industry in 10-
20 years and beyond you have to do more than be innovative and take risks. A snazzy marketing campaign
won’t be enough to save you. Look at the big picture. How can your market continue to relate to you as the
fabric of society changes? You need to prove to your market that you are willing to go that extra mile and
continue to evolve to meet their needs, long term. Addressing their concerns and building relationships
based on common values will go a long way toward this goal.
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Online Advertising

Now that we’ve covered what it takes to set up a successful presence that is suitable for advertising let’s
look at one of the biggest advertising venues available in today’s market.

LinkedIn is a great resource because it is where industry professionals go to connect. However, be
cautious of posting subject matter that relates too much to your company’s products and services. The
biggest complaint many people have about this platform is those “selling” posts. If you want to advertise on
LinkedlIn, be sure you go through the right channels. Your options are Self Service Advertising, Sponsored
InMail, and Premium Display Advertising.

The most common option is the self-service advertising. Remember, if anything can be labeled,
“most common” that means that many other companies are also doing the same thing. Make sure what
you are throwing out there is attention grabbing in a way that is relevant to your product/service. With Self-
service, you can create up to 15 versions of your own ad. The reason for this is, depending upon which
segment of your market you are trying to reach, you may need a different approach. Some of the ways you
can target your ads are by job title, industry, job function, location and LinkedIn group. Another advantage
of the self-service is the ability to set a budget and timeline for the ad. The ad will run for as long as you
want within the budget you set for it.

If you want something a little more hard hitting with results, try one of LinkedIn’s premium advertis-
ing solutions. One is Sponsored InMail allows your company to target professionals related to your busi-
ness with specific messages. This feature is basically email marketing within LinkedIn so you need to be
careful that your message is in line with the values of those professionals. Don'’t “sell” to them, “partner”
with them.

The other option is Premium Display Advertising. This advertising format allows your company to
create a display ad that will reach your target audience and is great for creating brand awareness.
Twitter is another available advertising platform. With Twitter, you have two options: Promoted Accounts
and Promoted Tweets.
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ness with specific messages. This feature is basically email marketing within LinkedIn so you need to be
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create a display ad that will reach your target audience and is great for creating brand awareness.

BRANDING—Advertising Your Brand 9v1.2 Copyright 2014—Jeff Hastings Agency | Updated November 2014



Twitteris another available advertising platform. With Twitter, you have two options: Promoted Accounts
and Promoted Tweets.

Promoted Accounts: This option means that your company can use the resources of followers already ob-
tained by your target market. So, if people within your market follow people or businesses that are relevant
to yours, then your account will be “suggested” and promoted to them. These accounts are listed in the
“Who to Follow” category. The advantage here is creating more brand awareness and focusing on people
who are already interested in what who offer.

Promoted Tweets: This advertising option allows you to target audiences by keywords, interests, location
and even the type of device they are using. These tweets show up in people’s time-lines and can be a
great exposure for companies. If you craft these promoted tweets well, most people won’t even noticed the
“sponsored” sign placed in the corner of the tweet. If it looks like something they would see from their nor-
mal followers, then they will appreciate your company more and feel less like you’re an intrusion in their
already busy timeline.

Facebook presents another avenue for advertising and has features similar to LinkedIn. Like
LinkedIn, Facebook allows you to run several different versions of an ad, based upon the target you are
aiming for. Also, like LinkedIn, it allows you to budget your ad and control how long it runs for. The length
of time you set for it will dictate, how that budget is used, so understanding the schematics of how the sys-
tem works is important. Facebook is also great at giving you feedback with data on how well your ad did.
This is extremely important to pay attention to because you’ll want to see what effects your tweaks may
have.

IF PEOPLE
LIKE YOU

THEY WILL LISTEN TO YOU,
BUT IF THEY

TRUST YOU,

THEY'LL DO BUSINESS
WITH YOU.

~ZIG ZIGLAR
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Search Engine Marketing

SEM marketing is what you see at the top of your search results whenever you search for something. The
benefit of this very popular advertising option is that you are targeting a specific market. The people
searching for a product or service related to what you have are already looking specifically for you. If your
website has the right amount of businesses and the best SEO out there, you will easily pull up first in the
search engines. However, if you are new to the industry or haven’t developed your site enough to pull that
rank (and believe me it’s a very delicate process) then SEM marketing may be your best option. SEM, like
many of the other advertising options, allow you to target your market based on keywords, topics, specific
demographic information, location, device and interests.

If you want to get your website to the top of the search list through SEO, then you will need to look
into optimizing your site. The best avenue for this will be adding links that will attract searches, improving
your URL and taglines, and using key words in your website content. Beware, however, of companies or
organizations that offer to (for a fee) get you to the top of the search without playing by the SEO rules.
They may be able to deliver the quick results they claim, but they can also get you banned by the search
engines. The reason SEO isn’t easy and why many companies choose to pay for SEM is because the
search engines monitor the process closely. You won’t be able to loophole your way around the rules easi-
ly and if you get caught, you could damage your online reputation for a significant amount of time.

Costs

Of course, when it comes to advertising you have to budget accordingly and it can be overwhelming because
even on a proven platform, you may not always be sure what will work and what won’t. So, here are some
costs to consider when it comes to the online ads just discussed.

If you are really concerned about budget and want to keep an eye on expenses, the most common method is
using the CPC or cost-per-click method. Like many of the ad options we’ve mentioned on the various plat-
forms, this allows you to control your budget and readjust your approach if something isn’t working. CPC
means that you only pay when money when your ad is clicked on.

CPM or cost per mille is a cost program that charges for every thousand times the ad is shown. If you are
concerned about cost with CPM, some platforms will allow a fixed cost that allows you to set a budget for how
long it runs or is shown.
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