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Hello.



I’m Julie Hamilton.



I’m a Principal, Brand Partner at +Intention.



I’'ve spent 20 years in branding and marketing.
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(Not really...)



Limits



Regardless of the size of
the company, the industry, or the budget,
we’re all navigating the same thing.



Small






Resources



Every organization is
working within their resources to address
common marketing challenges.



MARKETING CHALLENGE




MARKETING CHALLENGE

Awareness

(What your customers know about you)



MARKETING CHALLENGE




MARKETING CHALLENGE

Perception

(What your customers believe about you)



MARKETING CHALLENGE




MARKETING CHALLENGE

Presence

(Where your customers learn about you)



Successful marketing comes from
focused efforts and purposeful planning,
not from large budgets.



So what’s the secret?









TODAY’S GOAL

Share key marketing
principles that will enable you to
maximize your impact.



1. Awareness



Awareness

(What your customers know about you)



Awareness

Limited visibility of your services



Awareness

Lack of established program value



Awareness

Cluttered commmunications environment



How can you break through?



MARKETING PRINCIPLE

Position yourself in a
simple, relevant way for your customers.



1.Pick your promise



2. Establish recognition



3. Reinforce and repeat



Questions? Contact our award-winning support team ‘@ 1-866-303-6061

Small Business Accounting Software
Designed for You, The Non-Accountant
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Questions? Contact our award-winning support team @ 1-866-303-6061

Features v Benefits Blog More v Login Try It Free

cloud accounting

Small Business Accounting Software
Designed for You

Find out how FreshBooks helps millions of non-accountants make everyday
invoicing and accounting easy, fast and secure.

Try it Free for 30 Days

FRESHBOOKS CLOUD ACCOUNTING



Questions? Contact our award-winning support team ‘@ 1-866-303-6061

FRESHBOOKS

cloud accounting

Purpose-Built for Small
Business Owners

Discover why millions of service-based small business
owners use FreshBooks to bill for their time and
expertise.
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FRESHBOOKS

cloud accounting

Does Accounting Give You
the Heebie-Jeebies?

FreshBooks makes paperwork less
painful for all you creative types.

Get Started for Free

FRESHBOOKS

cloud accounting

Hate Paperwork?
You'll Love FreshBooks

Join 10 million small business owners who use
FreshBooks to make accounting less painful.

Try It Free

FRESHBOOKS CLOUD ACCOUNTING



2.Perception



Perception

(What your customers believe about you)



Perception

Misconception about your role



Perception

Lack of trust



Perception

Miscalculation of your relevance



How can you connect more effectively?



MARKETING PRINCIPLE

Make it about the customer.



1.Create a clear picture



2.Speak their language



3. Communicate with them,
not at them



NEBRASKA TOURISM



In Nebraska, we believe that only boring people
get bored. So we invent our own fun. Like when
we realized that a livestock tank would float, and
thought, “It's a boat.” Soon, “tanking” became
the preferred method of meandering down our
slow-moving rivers. It might not be everybody’s
cup of tea, but if it sounds as good to you as it

did to us, go to VisitNebraska.com for a free

Travel Guide. And welcome aboard.

Nebraska

g HONESTLY. I'Y'S NOT FOR EVERYONE

NEBRASKA TOURISM



There are two kinds of people in this world.
The ones who think Nebraska is nothing more
than a 77,000-square- mile cornfield, and the

ones who don’t. We find that second group to
be a lot more interesting, and are comforted
by the knowledge that there are people

willing to look deeper to discover what

makes this place so special. We're not trying
to convince everyone. Just you. S0 go to 8
VisitNebraska.com and be the kind of

person who gets a free Travel Guide.

»’Nebraska

HONESTLY. IT'S NOT FOR EVERYONE

NEBRASKA TOURISM




3. Presence



Presence

(Where your customers learn about you)



Presence

Finite resources to drive maximum impact



Presence

Limited customer touchpoints



Presence

Many channels, only one of you



How can you maximize your output?



MARKETING PRINCIPLE

Select your moments.



1.Define your success



2. Make every interaction count



3.Map it, build 1t, track it



Communication Plan Components ~ ®Reston

Capital Improvement Prognom

Audience Q
g g Message Type : &
Delivery Method

Identify audience
for the project

Schedule

Determine

i Determine
including: Messaging type appropriate Determine )
5 (may vary by ! : Determine source of
Residents ) 5 frequency:
audience): delivery method: :
*  Clusters * M % +  Daily message:
+  Letter *  Meeting . rd
* Committees o Infomnal « Weekly RA Boai
+  Working Groups *  Face-to-Face* Presantation *  Monthly * CEO
*  Board of Directors Status Report o e s «  Quarterly . Eirector of Capital
* Internal Staff *  Project Update + Mail/Email * Milestone ro!ects
*  Media o RANews s As-Needed * Project Manager
* Other Key o Reston miagazi * Consultant
Stakeholders EtON MAEAz e * Communications Team
*  Website
wio? &) WHAT? -~
© O  wew -
OWNER?
*Prioritize opportunities for 2-way communication -

COMMUNICATIONS PLANNING



Spectrio 2017 January

Themes & Major
Messages:

Weok of (Mon stort]

Key Events

Brochures | Flyers
Long-Form Content |
Ebook

COMMUNICATIONS PLANNING



MARKETING PRINCIPLES

1. Position yourself in a simple,
relevant way for your customers.



MARKETING PRINCIPLES

1. Position yourself in a simple,
relevant way for your customers.

2. Make it about the customer.



1. Position yourself in a simple,
relevant way for your customers.

2. Make 1t about the customer.
3. Select your moments.



Panel discussion



PANEL DISCUSSION

Our moderator Julie Hamilton
Principle, Brand Partner at +Intention
julie.hamilton@workwithintention.com

Our panelists Dan Sowry
Assistant Chief, Ohio EPA, Division of Environmental and Financial Assistance
daniel.sowry@epa.ohio.gov

Jennifer Feyerherm
Environmental Assistance Coordinator, Wisconsin Department of Natural Resources
jennifer.feyerherm@wisconsin.gov

Patrick Hoermann
SBEAP, King County Washington
patrick.noermann@kingcounty.gov









