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START WITH 
AUDIENCE



INTEGRATED 
MARKETING 
STRATEGY



A DAY IN OUR LIVES

STARTING THE DAY MOVING INTO WORK

BACK TO WORK
MODE

BREAKSCOMMUTE, EXERCISE, ETC.

WINDING DOWNTRANSITION BACK HOME FAMILY + ME TIME

EYES OPEN



WHAT HAS OUR AUDIENCE TOLD US?



WHERE CAN WE FIND OUR AUDIENCE?



LinkedIn: #1 Social Network for Business Professionals

LinkedIn has one of 
the most educated, 
affluent and influential 
audiences online

Members turn to LinkedIn for a variety ofreasons

4 out of 5
LinkedIn members drive 
business decisions

73%

Networking 

with other

professionals

70%

Fostering their

professional

identity

2 out of 3 use LinkedIn 

business purposes such as

keeping up with industry news



LinkedIn: #1 Social Network for Business Professionals

700M+
members

7.2M
company pages

94%
of all B2B marketers  
use LinkedIn to  
distribute content

29%
of online  
adults use  
LinkedIn

56%
of users are male

44%
are female

The average CEO has

930 connections

Statistical Analysis and Data Mining
are the top skills onLinkedIn



LinkedIn for B2B Marketers

92%
of B2B marketers

leverage LinkedIn  

over all other  

social platforms.

79%
of B2B marketers

view LinkedIn as  

an effective source  

for generating

B2B leads.

46%
of social media

traffic coming to  

your company site  

comes from

LinkedIn.

61M
senior-level influencers

22.8M
mass affluent

6.8M
c-level execs

700M+
members

40M
decision makers

10.7M
opinion leaders

4.1M
IT decision makers









YOUR COMPETITION ON FACEBOOK



CONTENT FOR YOUR 
AUDIENCE



LinkedIn

Content Publishing

Frequency Two to three times a week

Formats • Link Post

• Image Post

• Quote Card

• Carousel (NEW)

• Videos (NEW)

Timing Consider scheduling posts for 

the morning hours, when the 

LinkedIn audience is more 

active and engaged 

Post Copy

URL and 

Call to Action

Video
(natively 

uploaded)

Post Copy

URL and 

Call to Action

Post Image
(pulled from meta data or 

natively uploaded)
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Facebook

Content Publishing

Frequency One to two posts per week

Formats • Image (single or album)

• Website Click 

• Carousel 

• Video

• Stories

• Live

Timing Early morning, mid-day or end 

of day when users are more 

likely to check channels

Post Copy

URLs and 

Calls to Action

Carousel Cards
(between 3 and 8)

Post Copy

URL and 

Call to Action

Post Image
(pulled from meta data)
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Bring Survey Data to Life on Social 

Poll Questions

End Data Posts 
with Question

Supporting 
Content Series

LinkedIn Flip Book 

Webinar

Live Video



Putting It Into Action 



Do It Yourself 
Creative Tools



What Makes a Brand’s Social Presence Stand Out

What Marketers Think What Consumers Think

1. Creative

2. Memorable

3. Impactful

4. Unique

5. Interactive

1. Creative

2. Memorable

3. Impactful

4. Entertaining

5. Unique



The First
Date Analogy



Don’t straight up 

sell. Build 

relationships first.

Actively find and 

follow others.

Applaud influencers: 

share their content, 

tag/mention them, 

or comment on their 

blog posts.

Be responsive: 

answer questions 

and engage in 

timely manner.

1 2 3 4 5

Be consistent

about posting.

Quality over 

quantity.

Guest blog for 

Bunge or other 

industry blogs.

Provide value based, 

non-marketing 

content —

problem solver!

Share other 

people’s content.

7 8 9 10 11

Link your social 

media accounts in 

your email 

signature.

Use relevant 

#hashtags.

6

12

Be a source of 

trending content 

and breaking news.

Social Media Roadmap 



REACHING YOUR 
AUDIENCE ON 
SOCIAL





THE GUIDING PRINCIPLES IN  
THE AGE OF ALGORITHMS

BE
DATA-DRIVEN

BE 
AUDIENCE-FIRST

BE 
HOLISTIC

BE 
LONG-TERM



BE AUDIENCE-FIRST

• Define your brand audience/audiences

• Identify their key passion points and

select relevant cultural territories

• Develop programs that hyperfocus on 

specific communities and stick to them



BE HOLISTIC

To infiltrate non-endemic communities and 

control a specific narrative, we need to

leverage every medium available

• Paid and organic influencers

• Paid media partnerships

• Strategic brand partnerships

• Steady earned stories



PLAN LONG-TERM

• Move away from ”drag and drop” tactics

with influencers, media/brand 

partnerships and opportunistic

earned pitches

• From steady, repeated, long-term 

engagement within the same community

and narrative, we are able to use content

to mobilize audiences toward desired

brand actions



BE DATA-DRIVEN

• Being data-driven supercharges PR efforts

as it adds a deeper layer of understanding

of our audience, our target publications,

contemporary culture and their relationship

with the brand

• This requires the integration of a broader

set of insight sources than PR has 

traditionally leveraged, and establishing a 

framework to test, learn and optimize all

stages of a campaign

Audience Location

Story Development Media Outlets

Measurement Data/Results

Media AuditPR Counsel

Search 
Behavior

Macro Cultural 
Trends

Audience Insights



“JUST   
BECAUSE 
YOU POST 
IT DOESN’T 
MEAN I
SEE IT.”



Paid social campaigns can be 

optimized to effectively support 

strategic communications or 

marketing goals in a consistent, 

measurable way.

THE STRATEGIC VALUE

OF PAID SOCIAL 

INCREASING AWARENESS

DRIVING ACTION, ENGAGEMENT OR 

CONTENT CONSUMPTION

AMPLIFYING EARNED & ORGANIC 

MEDIA EVENT PROMOTION

ELEVATING EXECUTIVES & 

THOUGHT LEADERS

LEAD GEN, SALES, RECRUITMENT

DRIVING MEASURABLE ROI, DELIVERING 

THE KPIS CLIENTS WANT & NEED



5 THINGS YOU CAN 
DO TODAY!



5 Things

1. Review the survey data to know your audience better 

2. Plan how you’ll share the survey data on social

3. Download one of the creative apps we discussed

4. Engage with a constituent on their social post 

5. Schedule a paid social test and learn 



Q&A



THANK YOU! 


