








Value Proposition

Positioning statements that
answer five key questions:

%

What do you offer? What problem do
you solve?

Who is your target audience?

What are their key pain points?

What are key benefits for this
audience?

Why you?

Examples of great value
propositions:

UBER

The Smartest Way to Get Around

themuse

The best place to research
companies and careers

Send Better Email



UBER

[
Bring transportation — for Making work simpler, more ‘ Help small businesses be

everyone, everywhere. pleasant, and more productive. successful.
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Our mission: to inspire and Connect the world's professionals " Connecting people and companies
nurture the human spirit - one to make them more productive on a more authentic level.
person, one cup and one and successful.

neighborhood at a time.
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It should be
AUTHENTIC
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It should address issues you
are UNIQUELY
POSITIONED to address

It should speak to your
BUSINESS PURPOSE
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It should reflect the
DIVERSITY of your
organization
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It should be MEANINGFUL
to internal and external
stakeholders

It should be a NICHE you
canown-evenina
“crowded” space

It should make
MEASURABLE IMPACT -if
not initially, than over time

It should demonstrate a TRUE
COMMITMENT of time, money,
people or other resources

It should be EASILY
COMMUNICATED and
accessible

@

It should be something that
is open to
COLLABORATION




Employee Engagement

66 If you hire people just because they can do a job, they’ll work for your
money. But if you hire people who believe what you believe, they’ll

work for you with blood and sweat and tears.9®
Simon Sinek, Start With Why

e Engaged organizations have been proven to be 22% more profitable than
unengaged ones, while businesses where the majority of staff are engaged
consistently return over 24% to shareholders.

e C(reate understanding around value proposition, mission, values and goals from
day one - this is how you create a culture

e Be transparent - without causing fear or creating false expectations

e Listen to your employees - use surveys and other ways to listen and let them
know you have

e Celebrate wins and say thank you
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a. Thought leadership opportunities

b. Direct Outreach

c. Content strategy
i. Blogs
ii. Social Media - LinkedIn




Social Media

Most Popular Social Media Platforms in 2021 (in Millions)

Facebook = 2,740
Youtube
WhatsApp
Messenger

Instagram
WeChat
TikTok 689

QQ 617

DouYin 600
Sina Weibo = 511

Source: DataReportal



Social Media Presence

I ‘ I

What makes a brand’s What makes a brand’s

social presence stand out social best in class

What What What What

marketers marketers ‘ marketers . marketers

think think think think
Engagement with audience Transparency
D 1% G s>

_ _ Memorable content Distinct persanality
D 5% D 4%
G 0% G  33%

_ _ Compelling storytelling Setting trends
G 40 5% T 31%
Strong customer service Pop culture references

5. Interactive _ D  37% @D 2%

G 4% G 3%

Source: Social Sprout
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|dentify your target

audience and define
our goals

3 ategic alliances
~ Sponsorships




Earned Media

Developing relationships in a
digital world

Have stats and data

Build your story
Tools like HARO or Muck Rack

Follow and engage with
reporters via LinkedIn







Additional Resources

Social Insider

Social Sprout

Social Media Today
Entrepreneur

Forbes

PR Article

Startup Nation

MIT Sloan Management Review

Tech.co

Startup CEO Podcast




