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BY THE END OF THIS WEBINAR
YOU WILL LEARN…

1. What is social media marketing

2. Why it is important for government contractors to 
have a social media presence

3. Four social media fundamentals everyone must know

4. Six steps to stay current on social media and get a 
step closer to securing government contracts
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What is Social Media Marketing?
§The use of virtual platforms to:

§Connect with your target audience 

§Promote your product or service

§Achieve your marketing goals 
§i.e. build your brand, increase sales, drive website 

traffic
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Why is Social Media Marketing Important 
for government contractors?

§ It is a place of easy access for government agencies

§ It shows the loyalty and trust of an audience or community

§ It establishes the company as an industry influencer and leader

§ It generates buzz about the company’s products and services

§ It projects a positive brand identity that can set one company apart from others

§ It can be an indicator of how well the company is managed
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The key to social media marketing is 
reaching your target audience 

wherever they live, work or play.
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4 Fundamentals You must Know to Master 
Your Social Media Marketing
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1. Know your audience
§ Who is your typical customer?
§ age, gender, location, education level, income, buying behavior, interests/activities, and 

life stage (such as new parenthood or retirement).

§ What challenges/pain points are your potential customers trying to solve? 

§ What motivates your customers? What’s their end game?

§ Are they contracting officers or end users?

The answers to these questions will create your buyer persona and provide 
the basis for the key marketing messages you’ll craft.
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Buyer Persona Example
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MASTER TIP:
Once you create a buyer persona, give it a 
name. It’s easier to “talk” to John who you 
now know instead of talking to a 30-year old 
marketing manager.
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2. Know your Voice & Style
§ If your brand was a person, how would you describe its personality? 
§ Think of three words

§ Think of the set of values your business was built on

§ Think of the language your audience is speaking online
§ Millennials vs. Baby Boomers

§ Establish the do’s and don’ts of your brand voice
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Brand Voice Example



MASTER TIP:
Train everyone who will have contact with 
your corporate messaging on social media. 
Everyone must understand and speak the 
brand.
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3. Know Your Platforms
§ Where are your customers spending their time and sharing content?

§ What type of content do they care about seeing? 
§ Video tutorial vs. News

§What type of content is used on these channels and how frequent should you 
post on them? 
§ LinkedIn vs. Twitter

14
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Platforms examples
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MASTER TIP:
Go deep, not wide. Pick your top 2 
platforms, nurture them, and make your 
presence felt there. Not sure where to start? 
Check what is working for your competition. 
Also, check platforms where you see your 
audience is not being served…
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4. Know Your Goals
§ Decide on your definition of success
§ Are you aiming to get leads or sales? Increase your brand and product visibility? 

Building relationships with your community?

§ Establish SMART goals
§They have to be Specific, Measurable, Achievable, Realistic, and Timely
§How many leads do you want to collect in six months? How can I do this? 

§ Know your metrics
§How will you measure success?
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Business Objective Example
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Contracting officers are interested in 
learning more about the challenges, 
opportunities, and trends they are seeing, 
and how it impacts their ability to meet 
constituent needs.
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6 steps to stay current on social media and 
get a step closer to government contracts
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1. Evaluate your active business pages
2. Network and cultivate relationships 
3. Overshare your past performance

4. Build community and trust
5. Tell your story and share the people behind It
6. Show your innovative side
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You need to find where your customers 
are and join them, not force them to find 
you.
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STEP 1: Evaluate Your Business Pages
§ Locate and document all your social media profiles 
§ How much activity do you have and what do you use it for?

§ Verify accuracy and consistency of all details across these profiles

§ Update the About section to reflect your most recent Capability Statement

§ Add names to photo files you upload so they appear on search engines

§ Make your certifications visible (where possible)
§ Mention them in your Facebook profile information
§ Add them to an Instagram story highlight or create a dedicated LinkedIn post

§ Examine your current content and your SMART goals
§ Create new ones if needed
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Facebook
§ Build relationships and create community

§ Grow loyalty with your existing customer 
base

§ Share all types of content including 
hyperlinks

§ Create the best targeted paid 
advertisement
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Twitter
§ Explore hashtags (#example) to search for 
information or to build your brand

§ Share up-to-date news and real-time 
happenings

§ Facilitate some of the best customer 
service

§ Post countless tweets



Pinterest
§ Create an online scrapbook of images

§ Use strong graphics

§ Popular for recipes, style ideas, striking 
photographs, and DIY crafts

§ It is linked to strong retail sales and 
popular with women

25GETTING SAVVY WITH SOCIAL MEDIA

Instagram
§ Favorite place to post pictures

§ Easier to build a new audience here than 
on Facebook

§ Popular for art, food, beauty, products, 
and events

§ Easy to find information through hashtags 
and locations



YouTube
§ High effort, can be high reward

§ View content on YouTube even if you are 
not a registered user

§ Tag your video content properly and it 
will do well on Google search

§ Perfect for “How To” videos
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LinkedIn
§ Higher percentage of male users

§ Interact based on someone’s profession 
and/or career

§ Useful for B2B lead generation and 
general networking

§ Establish your business as a thought 
leader in your industry



STEP 2: Network and Cultivate Relationships
§ Where do you want to get invited and noticed? 
§ Remember you are representing your business and brand similar to any in-person 

networking event or procurement fair

§ The only way to interact right now is online. Use it to build your presence

§ Join Facebook or LinkedIn groups and engage in conversation

§ Follow influencers and government agencies and interact with their posts

§ See what’s trending on Twitter using your industry’s hashtags and repost

27GETTING SAVVY WITH SOCIAL MEDIA



STEP 3: Overshare Your Past Performance
§ Hearing from previous customers is very important to your audience
§ Government decision-makers are looking for past experience and success 
because they want to minimize risk
§ Showing them comprehensive customer stories or testimonials with similar 
challenges or goals gives a buyer a way to connect to your brand
§ If you don’t have any testimonials, reach out to request some
§ Explain how important these are to your company right now. Is this all you can do 

until you can get back on your feet? 

§ Do you have featured clients?
§ Highlight them individually and tag them
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STEP 4: Build Community and Trust
§ Engaging with your current followers and showing your appreciation will 
create familiarity and trust

§ Your brand advocates will spread the news about your services and become 
the undeniable “word of mouth”

§ Are users tagging you on posts or leaving comments? Share and tag them 
back. Frequency and consistency are key for this step

§ Don’t know what content they want to see? Ask them!

§ Buyers prefer to work with government contractors who will handle their 
concerns or issues immediately…
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Build Community and Trust (2)
§ Use social media to provide and 
handle customer service. It will show 
that your business and brand will go the 
extra mile to service customers 

§ Reduce your online response time. You 
want the ”Very responsive to 
messages” badge 
§ Remember it is visible on your page
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STEP 5: Tell Your Story and Show the People 
Behind the Brand
§ Humanize your business and make your brand feel less like a corporate 
entity and more like a friend
§ It’s one of the most popular marketing strategies right now

§ Tell your story but stay true to your brand identity and your services
§ Can you mention your M/WBE certification? Great!

§ Showcase the expertise of your employees or reveal the valuable work that 
happens behind the scenes
§ Everyone contributes to your company’s success

§ For B2G marketing, remember to carefully blend facts with emotions during 
your storytelling
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STEP 6: Show Your Innovative Side
Things are not business as usual. Make it known that you are working through 
these unprecedented times:

§ Have you expanded your market or product line?
§ Is your distillery now making hand sanitizers? masks? Selling medical supplies?

§ Did you get creative with your services?
§Are you offering delivery?
§Are you offering virtual tours?

§ Have you established partnerships with other companies?
§Are there incentives for your customers?
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Show your innovative side (2)
Use different ways to highlight your efforts online

§ Create plenty of content and tag key relationships
§ There are new profiles and pages dedicated to COVID-19 efforts
§ Local organizations are very active and looking for information

§ Ask your followers and friends to share on their platforms

§ Ask community group admins if they can share your content
§ There’s a higher change that your post will be seen by the group members

§ Consider running a paid ad or a special offer for your new service
§ Keep your offers desirable and with clear deadlines
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When you have content that’s engaging 
and also useful, you give your users a 
reason to keep coming. Get them to stay 
long enough and they end up shopping 
anyway.
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Keep in mind…
§ Social media alone is not enough to help land government contracts. Don’t 
neglect other traditional forms of marketing

§ The goal of social media right now is to keep you current and “legitimate”

§ Don’t forget to establish your marketing fundamentals (buyer persona, 
brand voice, channels and SMART goals) before creating content

§ Share valuable content to build a strong online presence. This will help you 
build loyalty, attract attention and stand out from the competition

§ Last but no least, testing is your best friend. See what works and what 
doesn’t  work for you, your audience and your channels
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Questions?

Feel free to contact me:

Erika Campoverde
Ecampoverde@queensny.org

718-263-0546
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