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Strategies for 
Digital Marketing

mailto:leading.a.digital.life@gmail.com
https://thedailyrecord-expanding-opportunities/


Knowledge

• "Knowing yourself is the beginning of all wisdom."–Aristotle.
• “When you know your worth, you will never settle for less than you 

deserve.”
• “If you know the enemy and know yourself, you need not fear the 

result of a hundred battles.” Sun Tzu
• "If you don't know what you want to achieve in your presentation, 

your audience never will.” – Harvey Diamond. When you know your 
audience, your audience knows. Every consumer journey starts with 
content.
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• Who: [I am (Company)______________________________  

• [Providing __(Product - Service)______. (Company) helps (Target 

Market) (Solution)_____.] 

• [Using (Differentiator), I am]) a characteristic that separates you from 

key competitors and gives you a perceived advantage in the eyes of 

your target audience

• [(Value)]. 

• Unlike: [Differentiator.] 

• Call to Action: Go to our website, here’s my card.

A Unique Value Proposition Template



https://www.facebook.com/goMDsmallbiz
https://www.linkedin.com/in/gosba-maryland-072513299/

https://gomdsmallbiz.maryland.gov/Pages/default.aspx
https://www.facebook.com/goMDsmallbiz


Maryland Economic
Development Partners
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https://www.pgcedc.com/
https://thinkmoco.com/
https://www.ecalvert.com/
https://www.meetcharlescounty.com/
https://www.yesstmarysmd.com/
http://www.hceda.org/
https://jeffcoedc.org/
https://www.talbotworks.org/
https://www.co.worcester.md.us/departments/economic
https://www.ccgov.org/government/economic-development
https://www.kentcounty.com/economic-development
https://www.baltimorecountymd.gov/departments/economicdev/
https://choosedorchester.org/
https://www.carrollcountymd.gov/government/directory/economic-development/
https://www.aaedc.org/
https://alleganyworks.org/
https://swed.org/
http://www.gcedonline.com/
https://www.carolinebusiness.com/
https://commerce.maryland.gov/
http://www.discoverfrederickmd.com/
https://choosequeenannes.com/
https://www.washco-md.net/business-development/
https://somersetcountyedc.org/
https://sba.gov/
https://www.marylandsbdc.org/consulting-assessment




6 Key Marketing Strategies
Numerous Resources

Lisa Colavito

Marketing Strategies



Seven Strategies
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Just using social media 
is not enough

First Strategy
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Second strategy

Remember why you are in 
business. 

Why you are doing 
what you do. 
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Third Strategy, embrace 
the power of your story.  



GET YOUR AUDIENCE TO 
KNOW, LIKE, AND TRUST YOU, 

AND THEY’LL 
BUY WHAT YOU’RE SELLING



The fastest way to 
build the know, like, 
and trust factor:

BE REAL!
BE AUTHENTIC!
 (stories, feed, 
and captions)



Each of you need to 
connect your why and 

your story and identify the 
perfect customer for your 

product or service. 
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What is the problem you are 
trying to solve? 

Who are you trying 
to solve it for? 
Where are they? 
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https://claritas360.claritas.com/mybestsegments/#segDetail/PZP/34
https://claritas360.claritas.com/mybestsegments/#segDetail/PZP/34


25

“people like us that do 
things like this.” Seth Godin Your perfect 

customer is 
probably a 

mirror 
image of 

you.



26

Who is your customer?
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Be indispensable. Sell 
premium. Seth Godin 
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Be available, be responsive, be honest, provide good customer service and 
support, and earn testimonies and post them on your website, and don’t 
forget to ask for referrals and testimonies from satisfied customers. 



Embrace yourself, own your story, 
connect with others like you that need 

the solution that you have for people like 
you. Make it an indispensable offer 
and back it with the best customer 

service. And live your best life. 



Lisa Colavito, BBA, MSMM
Outreach and Retention Specialist
College of Southern Maryland
Former SBDC Business Consultant
leading.a.digital.life@gmail.com 
linkedin.com/in/lisa-colavito/ 
Founder of Leading a Digital Life
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• Who: [I am (Company)______________________________  

• [Providing __(Product - Service)______. (Company) helps (Target 

Market) (Solution)_____.] 

• [Using (Differentiator), I am]) a characteristic that separates you from 

key competitors and gives you a perceived advantage in the eyes of 

your target audience

• [(Value)]. 

• Unlike: [Differentiator.] 

• Call to Action: Go to our website, here’s my card.

A Unique Value Proposition Template
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Where is your customer? 
How do you reach them? 
Digital Presence is Essential

TACTICS
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• Network Events
• Seminars
• Conferences
• Biz After Hours
• Association Meetings
• Government Meetings

Online
• Website (Blog resources)
• Social Media Facebook, 

Instagram, Pinterest, 
LinkedIn

• Email Marketing

Referrals
• Current and past 

clients
• Friends and family 

networks
• Colleagues from 

previous jobs

Access Points – Where are the ideal 
customers?

Presentation 
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THINK ABOUT THIS FROM AN ONLINE PERSPECTIVE – 
REPLICATE THIS IN ONLINE COMMUNITIES



Build Trust

Secure
Speed

Mobile 
Access

Branding 
Vision

Promise

Testimonials
Reviews

Content 
Platform

Messaging
Story

Core 
Offerings

Photos

Blogging
Vlogging

Share Links

Search Engine 
Optimization

Key Words 
& Phrases

Analytics

Social 
Media 

Engagemen
t

Strong 
Landing

Links for 
Sharing

Contact 
Information

Email 
Contact

Phone 
number

Mailing 
Address

Email 
Marketing

Chat bot 

eCommerce

Conversions

Revenue
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Compelling Messages & Information

30% 

70% 

original 
content

content from 
various sources

35

• Social Media Campaign Content Categories

Presentation 
Prepared by
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SHARE: Fostering Personal Connections 

Building personal connections is fundamental to 
successful email marketing. 'Share' content should 
highlight the human aspects of your brand or company.

Discuss your challenges, successes, and insights in ways 
that align with your audience's everyday experiences. 
Allow your audience to get acquainted with you through 
personal stories, philosophies, or behind-the-scenes 
looks.

The objective is to establish a connection, as people tend 
to do business with those they like and feel aligned with. 
Sharing doesn't need to be ordinary or intensely 
personal; it can encompass lessons learned or insights 
that nurture connection.

SHOW: Proving Credibility, Effectiveness, and Results

Social media marketing relies heavily on credibility. Use 
'Show' content to illustrate the real advantages of your 
products or services. This can include detailed case 
studies, insightful analytics, or user testimonials that 
provide concrete examples of success. Additionally, it 
can feature accolades, awards, praise, or media 
coverage.

TEACH: Educating and Providing Value 

The 'Teach' content quadrant showcases your expertise. 
This is often where marketers excel, offering lessons, 
how-to guides, practical advice, advanced tips, or 
informative articles.

OFFER: Calls to Action & Invitations to Proceed

Lastly, 'Offer' content should explicitly encourage action. 
This can include signing up for exclusive workshops, 
downloading guides, or scheduling a demo or sales call.
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Why Use 
Social Media?
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Social media 
in the US by 
the numbers

Most popular among internet users aged 16 -64 
are YouTube at 81.9% and Facebook at 73.4%

Dean, B. (2021, Oct.) BACKLINKO

231.47 million people

78% females

66% males

Presentation 
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https://backlinko.com/social-media-users
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Social Media
Mistakes to

Avoid

•Choosing the Wrong Platform
•Redirecting Platform Traffic
• Inconsistent posting activity
•Off-brand content
•Asking friends (or disinterested 
or disengaged parties) to like/ 
follow your page

•Asking employees to promote 
the business on their personal 
accounts

Presentation 
Prepared by



81% of Facebook users 
only access the platform 
via mobile devices

41
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https://hootsuite.widen.net/s/gqprmtzq6g/digital-2022-global-overview-report
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Target – The Greatest 
     currently between 78-95

2.90B; 5.3%;  53% F

1.48B;   2.1%;  57% F 

436.4M; 1% 

2.56B; 9.7%;  55% F
Monthly Users

Stats from Hootsuite’s Digital 2022 Global Overview Report

225.7M; 4%;  75% F

Presentation 
Prepared by

https://www.hootsuite.com/resources/blog/digital-2020-report
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Target – Boomers 
     currently between 59-77

2.90B; 6.8%;  51% F

 1.48B;   3.6%;  61% F 

436.4M; 7%

557.1M; 1.9%; 68% M 

885.0M;  3.4%;  58% F

808.4M; 2.9%;  65% M

2.56B;  8.9%;  51% F
Monthly Users

225.7M;   10.0%; 79% F
Presentation 
Prepared by
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Target – Gen X 
     currently between 43-58

2.9B;  11. %;  53% M 

1.48B;   8.  %; 56% F

436.40M; 21.  %; 68% M

557.10M;   1.6 %; 58% M

885.00M;   6.3  %; 56% F

808.40M;   8.85%; 59% M

225.70M;   9.2 %; 79% F

2.56B; 11.9%; 52% M

Monthly Users

Presentation 
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Target – Millennials 
    currently between 27 and 42

2.9B;  49%;  58% M

1.48B; 47.6%; 50% F

436.4M; 32%;  68% M

557.1M; 36.3%; 57% F

885.  M; 44%;  56% F

225.7M; 56.6%; 79% F

2.56B; 36.7%; 56% M

Monthly Users

808.4M; 67.95%; 58% M

Presentation 
Prepared by
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• 73 million in the U.S. 
in 2019 

• 50% of the world’s 
workforce. 

• Spend $600 billion in 
the U.S. each year

Target – Millennials 
    currently between 27 and 42

Diversity and inclusivity matters 
• 65% of millennials were born in the USA. 
• 14% of millennials are first generation. 
• 12% of millennials are second generation. 
• 19% of millennials are Hispanic. 
• 14% of millennials are African-American. 
• 5% of millennials are Asian Presentation 

Prepared by
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Target – Gen Z 
    currently between 11 and 26

2.9 B;  28%;  56% M

1.48B; 38.6%; 54% M

436.4 M; 39%

557.1 M; 60%;  52% F

885.   M; 43%;  59% F
2.56B; 14.5%; 58% M

Monthly Users

808.4 M; 20.4%; 54% M

225.7 M; 56.6%; 79% F

Diversity and inclusivity matters 
• 25% of Gen Z are Hispanic. 
• 14% of Gen Z are African-American. 
•   6% of Gen Z are Asian.Pr
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The Greatest between 78-95  Boomers between 59-77 Gen X between 43-58
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Coughlin (2018) wrote about the generational claims made on who was more green-minded 
and concluded that "the environment may be less a theatre of generational warfare than an 
opportunity to find common ground.“ Greener than you: Boomers, Gen X & Millennials score themselves on the environment. Forbes.

Millennials between 27 and 42       Gen Z between 11 and 26

https://www.forbes.com/sites/josephcoughlin/2018/05/05/greener-than-you-boomers-gen-x-millennials-score-themselves-on-the-environment/?sh=6f7775454d8b


• References for Market Segments of Like-Minded not Generations
• Stop Marketing To Millennials Or Gen-Z And Start Marketing To 

Tribes
• New research: Market to 'tribes' rather than generational labels
• How to Pick the Right Consumer Tribe for Your Brand
• Why-Tribes-are-the-New-Segmentation
• What is tribal marketing and how it can strengthen your marketing 

strategy

Marketing to communities not generations

https://www.forbes.com/sites/kianbakhtiari/2019/12/13/stop-marketing-to-millennials-or-gen-z-and-start-marketing-to-tribes/?sh=332031b72c17
https://www.forbes.com/sites/kianbakhtiari/2019/12/13/stop-marketing-to-millennials-or-gen-z-and-start-marketing-to-tribes/?sh=332031b72c17
https://www.impactplus.com/blog/marketing-to-modern-tribes-is-more-successful-than-marketing-to-millennials-or-gen-z
https://www.sheerid.com/blog/how-to-pick-the-right-consumer-tribe-for-your-brand/
https://www.brodeur.com/wp-content/uploads/2016/12/Why-Tribes-are-the-New-Segmentation.pdf
https://youscan.io/blog/tribal-marketing-approach/
https://youscan.io/blog/tribal-marketing-approach/
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How to Use 
Social Media
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• https://www.facebook.com/ 

• https://www.facebook.com/help/?ref=contextual 

• https://www.youtube.com/ 

• https://www.youtube.com/howyoutubeworks/

• https://www.linkedin.com/

• https://business.linkedin.com/grow?&src=li-footer 

• https://www.instagram.com/ 

• https://www.instagram.com/instagramforbusiness/

• https://www.snapchat.com/ 

• https://support.snapchat.com/en-US 

• https://forbusiness.snapchat.com/ 

• https://twitter.com/home?lang=en

• https://help.twitter.com/en

How to - Social Media Platforms
• https://www.pinterest.com/

• https://business.pinterest.com/en/

• https://www.tiktok.com/login/

• https://support.tiktok.com/en/

• https://www.tiktok.com/creators/creator-
portal/ 

• https://www.google.com/adsense/start/

• https://ads.google.com/home/pricing/

• https://www.blogger.com/about/?bpli=1&pli
=1

• https://marketingplatform.google.com/about
/ 

Presentation 
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https://www.facebook.com/
https://www.facebook.com/help/?ref=contextual
https://www.youtube.com/
https://www.youtube.com/howyoutubeworks/
https://www.linkedin.com/
https://business.linkedin.com/grow?&src=li-footer
https://www.instagram.com/
https://www.instagram.com/instagramforbusiness/
https://www.snapchat.com/
https://support.snapchat.com/en-US
https://forbusiness.snapchat.com/
https://twitter.com/home?lang=en
https://help.twitter.com/en
https://www.pinterest.com/
https://business.pinterest.com/en/
https://www.tiktok.com/login/
https://support.tiktok.com/en/
https://www.tiktok.com/creators/creator-portal/
https://www.tiktok.com/creators/creator-portal/
https://www.google.com/adsense/start/
https://ads.google.com/home/pricing/
https://www.blogger.com/about/?bpli=1&pli=1
https://www.blogger.com/about/?bpli=1&pli=1
https://marketingplatform.google.com/about/
https://marketingplatform.google.com/about/


Create a weekly or monthly schedule

Look at 
Facebook’s 
Planner 
or Twitter’s 
Marketing 
calendar or
Pinterest’s 
Seasonal 
Insights Planner.

https://www.facebook.com/business/help/907925792646986?id=842420845959022
https://www.facebook.com/business/help/907925792646986?id=842420845959022
https://business.twitter.com/en/resources/twitter-marketing-calendar.html
https://business.twitter.com/en/resources/twitter-marketing-calendar.html
https://business.twitter.com/en/resources/twitter-marketing-calendar.html
https://business.pinterest.com/sub/business/business-infographic-download/Pinterest-planner-UK-2019.pdf
https://business.pinterest.com/sub/business/business-infographic-download/Pinterest-planner-UK-2019.pdf
https://business.pinterest.com/sub/business/business-infographic-download/Pinterest-planner-UK-2019.pdf


Facebook is an excellent place to build your community, share events, fundraising, images, 
video, and text. Facebook’s charitable organization functions continue to gain popularity.

Twitter is good for quick updates, discussions, and interacting with the media. Nonprofits 
that do a lot of advocacy or activism may also find Twitter a good platform for organizing 
and communicating about actions or running hashtag campaigns.

Instagram is a highly visual platform, perfect for photos, videos, and impactful captions.

LinkedIn is designed for professional networking; LinkedIn connects you with talent when 
hiring and can help reach out to corporate donors and learn more about your existing 
donors’ careers and connections.

TikTok is a video-based platform popular with teens, users record and share 15-60 second 
video clips set to music. Users also participate in challenges and projects that benefit 
nonprofits by raising awareness and funds.

Pick Your Platforms

https://www.facebook.com/help/1251484118194936
https://www.facebook.com/business/learn/digital-skills-programs/nonprofit-ngo-marketing?ref=search_new_3
https://socialimpact.facebook.com/get-started/fundraise-with-facebook/
https://www.facebook.com/nonprofits/
https://www.facebook.com/help/442078379905129
https://twitter.com/nonprofits?lang=en
https://view.highspot.com/viewer/5ef4f120f7794d3b4d81f04f
https://www.instagram.com/instagramforbusiness/
https://nonprofit.linkedin.com/bettertogether
https://nonprofit.linkedin.com/contact-us
https://www.tiktok.com/forgood
https://www.tiktok.com/forgood


YouTube Social Impact Learn from some of the best storytellers on YouTube with online 
courses tailored for social impact innovators, from our friends at YouTube Creators 
Academy. Activate the YouTube Nonprofit Program

Pinterest is visual and inspiring. Start with “Why Pinterest” and choose from an extensive 
menu of how to an audience finder tool. 

If your target audience is on Snapchat learn how to make good use of the tools they offer 
to engage and grow your audience.

Before requesting a Google for Nonprofits account, find out if your organization 
qualifies, what you’ll need for verification, and what to expect.

Pick Your Platforms 

https://socialimpact.youtube.com/how-to/
https://www.youtube.com/channel/UCkRfArvrzheW2E7b6SVT7vQ
https://www.youtube.com/channel/UCkRfArvrzheW2E7b6SVT7vQ
https://support.google.com/nonprofits/answer/3367463
https://business.pinterest.com/en/how-pinterest-works
https://business.pinterest.com/en/advertise/#targeting
https://forbusiness.snapchat.com/
https://www.google.com/nonprofits/eligibility/
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Research Tools!
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Hover over “Data & Maps” 

http://www.census.gov/
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Choose “Explore Data on census.gov”
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Type in “Quick Facts Table” 
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Click on “View Profile”

Type in “City, Zip, Region” 
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Detailed Info
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The tour is 43 
slides, but worth 
your time.
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https://data.census.gov/map?q=find+businesses+in+maryland&layer=VT_2021_040_00_PP_D1&mode=selection&loc=38.8107,-77.5971,z6.2873
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I chose Zip Code 20650
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1. Click on Custom Industries.
2. Click on the map.
3. Click on “Region View” then click 

on Report
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Use Each
Social Media
Platform’s
Resources
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https://www.youtube.com/intl/en_us/ads/?subid=us-en-ha-yt-bk-c-techno!o3%7ECj0KCQjwxtSSBhDYARIsAEn0thRNNl-Rt7Vd2u0fDtuzKkI5uGuAReJxIpkwtKdhxRGv7RCDEBXrf8kaAnVIEALw_wcB%7E%7badgroup%7d%7Ekwd-5020163344%7E15181263006%7E559485725672&gclid=Cj0KCQjwxtSSBhDYARIsAEn0thRNNl-Rt7Vd2u0fDtuzKkI5uGuAReJxIpkwtKdhxRGv7RCDEBXrf8kaAnVIEALw_wcB&gclsrc=aw.ds
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Get your business on Google for free
Be found Connect with customers     Manage easily

https://www.google.com/business/


Apparel & Accessories
Arts & Crafts Supplies
Autos & Vehicles
Baby & Children’s Products
Beauty & Personal Care
Business & Industrial Products
Business Services
Computers & Peripherals
Consumer Electronics
Education
Employment
Event Tickets
Food
Gifts & Occasions
Home & Garden
Media & Entertainment
Musical Instruments & 
Accessories
Real Estate
Software
Sports & Fitness
Telecom
Travel

Find My Audience Applications

Content

Partnerships

More comprehensive picture

Discover segmentation opportunities

Presentation 
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https://www.thinkwithgoogle.com/feature/findmyaudience/
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https://business.linkedin.com/grow?&src=li-footer
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https://www.instagram.com/instagramforbusiness/
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https://forbusiness.snapchat.com/
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https://www.tiktok.com/creators/creator-portal/
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https://business.pinterest.com/en/


2.74 billion Users in 2020 

690 million

1.221 billion 

353 million 

498 million 

443 million 

2.291 billion 
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https://bluewiremedia.com.au/
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Technology 
Solutions!



TRAFFIC
VIEWS

CONVERSIONS

CLICKS
LEADS

CUSTOMER 
ENGAGEMENT

BOUNCE 
RATE

SEODigital
Analytics

REVENUE
Presentation 
Prepared by
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https://analytics.google.com/analytics/web/provision/?_ga=2.194361773.1038837391.1643987655-842316489.1643987655&_gac=1.93663599.1643987739.Cj0KCQiAuvOPBhDXARIsAKzLQ8G1-TohF2TQDrjEVf4ELtA_t_JPp_WecRXca4nWPLL7gFsUr-W2krsaAqThEALw_wcB#/provision
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Prove Social Media ROI by Tracking Your 
Campaigns With UTM Values

https://ga-dev-tools.web.app/campaign-url-builder/


HubSpot | Pricing | Free Tools, 2021

The best part is that HubSpot offers free tools for marketing, 

sales, service, and operations - FREE – learn more . . .

“Helping millions grow better”

85
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https://www.hubspot.com/pricing/crm
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https://www.hootsuite.com/plans/free
https://www.hootsuite.com/plans/free
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https://www.shopify.com/free-trial?&term=shopify&Network=Search&SiteTarget=&mt=e&adid=268900212216&device=c&test=&adpos=&CampaignId=788843419&gclid=Cj0KCQjwjo2JBhCRARIsAFG667VM2affTRDB7LKSUwOVpu2CI5tk4Xfrjy9CR5qpAGKDt9JiP7OxldEaAtd8EALw_wcB&gclsrc=aw.ds


Course
Reflection

• What is one thing you learned 
today?

• What is one thing you plan to 
put in action when you leave?

88
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Wrap Up

• Have a Plan/ Plan to Succeed 
• Research and Document
• Customer-Competition-CoOpetition-Allies
• Develop Values, Differentiator, Target Market, 

Message
• Digital Presence is Essential
• Find Technology Solutions!





Lisa Colavito, BBA, MSMM
leading.a.digital.life@gmail.com
linkedin.com/in/lisa-colavito/

THANK YOU!

91

mailto:leading.a.digital.life@gmail.com
https://www.linkedin.com/in/lisa-colavito-creason/
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