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• Research
• Strategic Plan

Selling it to higher ups



• My experience
• Overcoming resistance and fear 

• Justification and strategic planning
• Proof points – leads!

• Process – RPIE 
• Evaluating what we currently have (RESEARCH)

• Website review – CTAs, landing pages
• SEO/keywords + tweaking anything Hubspot says to
• Competitor benchmarking
• Developing personas

• Writing strategic plan (PLANNING)
• Implementation
• Evaluation





Target Audiences
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Target Audiences

Investor 
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Media
Martha

Evangelist
Eve



EVANGELIST
EVE
• Involvement: Social media ambassador
• Goal: She loves to tell the story of YOUR 

COMMUNITY as a great place to live, work and play 
and showing off all the sides of YOUR REGION that 
most people don’t know about.

• Age: 23
• Education: Bachelors degree from UCF (Go Knights!)
• Work: Corporate social responsibility
• Media habits: 

• Instagram, Snapchat, Twitter, FB but only for 
her parents

• Very social with hyperlocal bloggers
• Emails back immediately
• Only touches paper at work

BLOGGER, ILOVEMYCOMMUNITY



SITE SELECTOR SAM
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Tools



Tools



Sharing Successes



TOP SECRET

Tradeshow Marketing



Calls-To-Action



Calls-To-Action





Average Open Rate = 22%
Average Click-Through Rate = 3%



• Digital advertising

• Aggressive media outreach

• Social media – esp LinkedIn

• Setting up website to optimize leads

• Spending time to pour through metrics regularly 

What’s Worked for Me



• Invest in tools needed 

• Obsess over metrics

• Spend time to create a solid digital marketing plan

Tips
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