


WHAT WE DO FOR YOU




SOCIAL MEDIA



1. Building SEO with Social Media:

»

When you post on social media platforms like Instagram, Linkedln, or Pinterest,
you're not just creating content for your followers—you’re also building
pathways that lead back to your website or digital platforms. This drives traffic,
which Google and other search engines use as a key ranking factor. Engaging
posts encourage shares, likes, and comments, creating a cycle of user
interaction that amplifies visibility. Additionally, well-placed keywords and links
in social posts can indirectly boost SEO, especially when your content gets
shared or referenced on other websites.

2. Creating Consistent Brand Awareness:

>

Brand awareness is the cornerstone of building a loyal customer base, and
social media helps you maintain consistent touchpoints with your audience.
Every time you share a post, whether it’s an educational article, a behind-the-
scenes look, or a case study, you're reinforcing your brand's identity. This
creates recognition, trust, and engagement—all of which are vital for converting
followers into customers. Over time, the more visible and recognizable your
brand becomes, the more it is associated with authority in your niche,
contributing to higher rankings in search engines.




3. Transposing Information into Social

Posts:

To translate your content effectively into social posts that capture Google’s attention, use
a few key strategies:

Use of Keywords: Incorporate relevant keywords in your post captions and hashtags.
While social media isn’t indexed the same way as a blog or web page, these keywords can
still trigger engagement and help your posts be discoverable on the platform’s own
search features.
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Buyers Stage in the Journey:

Based on your current marketing and website communication:

Problem Aware: Potential customers are aware they need help with moving but may not
be aware of the specific service offerings.

ion Aware: They also target people actively looking for a removalist company but
ifferent providers.

customer



Unaware: Customers in this phase do not know they have a problem.

Problem Aware: Customers recognize they have a problem but don't
know how to solve it.

Solution Aware: Customers understand the available solutions but
don't know which product or service to choose.

Product Aware: Customers know your product or service exists and

1g it against competitors.
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Example Keywords and Their Corresponding Phases we would use for Optimove:

We can categorize keywords based on their alignment with each phase of the customer journey,.

Here's a sample table for general small business that does this:

Keyword Customer Journey Phase

Marketing autc
Post-launch support for small businesse

Small business software reviews Product Aware
Business coaches near me Solution Aware
Best small business accounting software Solution Aware
Get a free small business logo design quote Buying Decision
How to reduce business expenses Problem Aware
Neleile] medic management tools Product Aware
SEDEEMIRRES for small businesses Solution Aware
Cost of hiring a business consultant Buying Decision

Small business marketing strategies Solution Aware



Explanation on how we use the keywords:

Problem Aware: Keywords like “reduce business expense" or “marketing automation" indicate that the customer
knows they need help moving but aren't sure what the exact solutioniis.

Solution Aware: Keywords like “best accounting software" or “marketing strategies" show customers are actively
looking for solutions but may not know which service to choose.

ware: Keywords like “affordable websites" or “{business’} reviews" demonstrate that the customer s
idering their options.

stomer is ready to make a decision and
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Trends and Opportunities for Social Posting:

dCross socCial pic

Tech Integration: The use of digital platforms and mok

such as booking and tracking, is another emerging trend. Companies tha
integrate these technologies are gaining a competitive edge, and showcasing this
innovation can enhance customer satisfaction and loyalty.

Personalized Services: High-end businesses that offer tailored, premium services are
building strong customer loyalty. Personalized experiences, especially those meeting
specific customer needs, are helping these companies stand out in their markets.




4. MARKET POSITIONING & KEY DIFFERENTIATORS:

Your companies competitive advantage appears to lie in its [customer-first approach]. Your

attention to detail, clear pricing, and the care you take with customer [product], you as a trusted

name in the [defined market]. You appear to target both budget-conscious consumers looking for
i stomers needing [product], making you versatile.
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Identifying Audience Needs and
Interests

Effective content is tailored to your
target audience. By conducting user
surveys and social media analytics, you
can identify your audience's needs and
interests to create content that
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Evergreen Content

Creating evergreen content is a technique for
keeping your content relevant over time. It means
focusing on topics and ideas that are timeless
and not tied to a specific time or trend.

Current Events and Trends

Responding to current events and trends is also a
way to keep your content fresh and relevant. It

means being aware of what's happening in your
industry or community and creating content that
addresses those topics.
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Stay on top of current events and
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Let’s work together to turn your
existing strong efforts and future posts
into powerful tools that drive traffic,
boost your SEO, and grow your
brand.

| will help you maintain a social
media plan that continues to
Jience and fuel
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