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5 Ways Your Business Can Use Instagram

Sound like something you’ve heard 
before? Likely! But a quick crash 
course in the basics doesn’t hurt…

We said if before and it still stand; if 
you aren’t going to use the medium 
fully, then don’t bother at all. A thinly 
populated Instagram feed is worse 
than no Instagram feed. 

Don’t misuse the hash tag- its become 
commonplace to overload your post 
with as many hash tags you can think 
of but this really derails their purpose. 
The point of the has tag is to connect 
this particular post to other posts, 
with similar content. 

Posting about new software you 
offer to clients? Treat your hash tags 
like you once did with key words for 
your web content- but let’s stick with 
the top 5-8 maximum so your post 
doesn’t look heavily hashed! Spend 

a few minutes checking out whether 
your chosen hash tag’s really link you 
up to the content you are hoping to 
be connected to.

Crash course in the basics, ready, go!

1. Use images to tell a story. 
Consider telling the story of your 
brand, of your business, of your 
new product through videos and 
images. This kind of engaging 
content encourages comments 
and sharing, the key to social 
media success.

2. Show the “behind the scenes”. 
Imagery is a great way to 
personalise the process. 

3. Offer exclusivity. You need to 
pull followers to your account, so 
entice them with sneak previews, 
flash sales and ‘before launch’ 
product deals so they keep 
checking the page. 

4. Incorporate a mix of fun and 
professional product/service 
shots. Personality is what drives 
these portals, unlike a Facebook 
business page, this is a great 
outlet to show “Bring your dog 
to work day” or the office’s 
penchant for Casual Fridays!

5. Study up on the hash tag. Adding 
comments to your content in 
the form of a hash tag allows 
you to curate and cull specific 
communities or users. Research 
popular tags related to your 
product/service/business and 
create your own.
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Involvement in the community 
promotes awareness of you and your 
business, paints you in a positive 
light, and encourages clientele to 
try you out. Joining the Chamber of 
Commerce, sponsoring a sports team, 
or creating a scholarship or fundraising 
initiative are great ways to start. 

Help your community, help your business

“A small business is part of the 
heartbeat of the larger community,”—
Ellen Thrasher, U.S. Small Business 
Administration

No one knows better than a small 
business owner, the importance of 
community acceptance and support. 
Understanding the best ways to 
reciprocate that same support 
and acceptance and crucial to an 
entrepreneur. 

Small businesses filter money directly 
back into the community by creating 
jobs, providing services/products that 
are in demand, helping to shape the 
community’s identity. 

Small businesses foster personal 
relationships between business owners 
and clients solidify partnerships and 
seamlessly create interwoven networks 
with similar goals.

Start local. Get involved in community 
initiatives and support or even develop 
your own. Identify something you 
see as being needed and sponsor a 
clean up, fundraiser or rally to raise 
awareness (and not-so-shamelessly 
promote your business!). 

Consider sponsoring a charity. Do your 
research and make sure it has clear 
ties to supporting your community 
directly. Don’t pick arbitrarily. What 
you support is a representation of both 
your business and yourself. 

Remembering that giving back can 
help your business. Claim volunteer 
hours and donations and receive tax 
deductions. 

Offer Volunteer Days to your 
employees, encouraging them to use 
a much needed day off to help others. 
This is a paid day off, spent helping the 
community- it’s a win-win!
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What’s that? Another article on 
perfecting the sales pitch? Sure is! 
Much like any other area of growth, 
your sales pitch can always benefit 
from tweaks and improvements. If 
your business is growing, so then 
should your pitch!

Let’s simplify, break it down, and call it 
the 4-Part Successful Sales Pitch.  Step 
1…

1. Choose your channel of 
communication wisely. How are 
you delivering this pitch? You 
should ask this question EVERY 
time, not just one and done. 
Every client is different, therefore 
so should every pitch be. Will you 
use visuals? Specifically which 
of your services/products cater 
to this clients needs? Will you 
provide examples?

2. Curate, nail down and present 
your value proposition, in two 

sentences or less. Whether in 
print, presentation or good 
old-fashioned small talk, if your 
pitch could be whittled down 
into one message, what would 
it be? It should be about value- 
yours, theirs and how the two can 
symbiotically be valuable to each 
other. 

3. Skip the pitch, cultivate a 
conversation.  The idea of a pitch 
is almost old-fashioned; people 
no longer want to be “talked 
at”. Part of this we can credit 
to our growing accessibility to 
knowledge (thank the internet) 
and the fact that straightforward 
facts and figures can be found 
easily.  

4. Prepare and provide proof, 
whether or not its asked for. Its 
common that a client will be 
so flooded with information, 
fascinated by your presentation 
or stoically stone-faced as your 

time draws to a close, but don’t 
forget to put your money where 
your mouth is.

What sets you apart from the 
competition? Your rapport with a 
client and your ability to put them 
at ease, listen to their needs and 
understand their message is what 
we need to show the well-informed 
clients we are put in front of today.
 
Provide proof of your promise, facts 
figures, data, research, etc. Streamline 
it, make it snappy and seamless, but 
make sure you offer it up on a platter, 
don’t be left scrambling at the end.

The 4-Part Successful Sales Pitch 
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Consumer behavior has undergone 
a facelift.  The new consumer has 
created a new way of buying and for 
any business hocking its wares or 
services, its imperative to shape new 
marketing strategies to suit the new 
consumer buying behavior.

Some refer to the new age of buying 
as the “buyer’s journey”.

Like we mentioned above, the 
internet has created a savvy and 
intelligent customer. In relation to the 
buying process, what this means is 
that the customer jumps in at a much 
different point in the process. 

With the capability of research being 
unending, customers are skipping the 
entire front end of the traditional sales 
pitch- they don’t need to be told what 
it is, why they need it and how much 
its worth. They know all that. 

At the point of contact, the customer 
is already wanting to know why- but 
not why they need it, instead, its 
why they should buy it from you 
specifically.

The buying process no longer 
starts with the small talk warm up. 
There is not getting to know you, 
making connections and building a 
relationship. The new buyer attitude is 
all about convenience and cost. 

This puts a lot of power in referrals 
(always an important part of the 
buying process) as well as reviews. As 
a seller it is imperative to be aware 
at all times, what is being said about 
you, your business, your services and/
or product. 

Good or bad, reviews are an essential 
part of the process. Think about it, 
for example, with Amazon, and the 
purchasing of a printer.

You likely go online knowing a few 
different models you like, based on 
what you may already know about 
printers. You did some research, you 
perused prices points and purchasing 
options. 

You know have three in mind. What 
are you likely to do next? Read the 
reviews. A review is the closest thing 
you can get to an in person referral, 
that is not coming form a sales 
person. 

If you went in to an electronics store, 
you would have the clerk telling you 
why this or that printer is best. But 
that clerk has an agenda. Online 
reviews are consumers, sharing their 
experiences.
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