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SHOULD YOU BE ON SOCIAL MEDIA?

WHY DO FACES BEHIND THE BRAND MATTER?

WHY ARE YOU SO SPECIAL?

WHAT DO OTHERS SAY ABOUT YOU?
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for downloading our 
Marketing Pulse Check. 
Keep an eye on your inbox 
for our monthly email 
newsletter that features 
more marketing inspiration, 
highlights happenings in our 
community, and showcases 
our recent client work. 

MARKETING PULSE CHECK 

THANK YOU 
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LET’S
DIVE IN
WE’VE GOT FOUR 
QUESTIONS TO HELP 
YOU “CHECK YOUR 
MARKETING PULSE,” 
AND WE HAVE SOME 
ANSWERS TO GET 
YOU STARTED. 
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And in order to answer those questions, you need to review your 
position in the marketplace (who are your competitors, what are your 
unique selling points), identify and understand your target audiences 
(demographics), and know what those target audiences value and need 
(how they make decisions).  

Answering these questions allows you to dial in your content creation 
and ensure the efforts you’re making will reach the users and 
stakeholders who matter the most.

We all have several target audiences, and they all have different 
relationships with our organizations. Most of us have these audiences:

+	 Active customers
+	 Inactive customers
+	 Leads/Prospects
+	 Current workforce
+	 Future workforce/recruitment audience 
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1 What platforms should I prioritize?

2 How frequently should I post?

3 What is the best content for my organization  
to promote?

+

4 How can I reach a larger audience and increase 
my engagement?

SHOULD YOU BE ON SOCIAL MEDIA? 

YES. The answer is always yes. So the better questions are:

+
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As you develop your content, consider these different audiences. Ask 
yourself: what do they already know, and what do they want to know? 
What will surprise, delight, or interest them? How can you help them? 
The best most effective content will consider, and deliver, what your 
specific audiences value and need. 

Then, apply the following two principles: 

Post with a regular 
frequency.

It might be once a week, or 
once a day. Use a calendar 
to plan your posts out for 
a month so that you don’t 
feel pressure to come up 
with new ideas on the 
spot.  

Be generous with your 
content.  

As an expert in your 
industry, you are uniquely 
qualified to provide 
tips and insight, lessons 
learned, and specialized 
knowledge. In offering your 
thought leadership, you 
organically highlight your 
services, value proposition, 
and your credentials and 
qualifications. Here’s 
an example of content 
we created about 
photography.

1 2
YOUR AUDIENCES’ 
INTERESTS AND VALUES 
SHOULD DICTATE WHAT 
YOU CREATE AND POST.

MAJOR  
TAKEAWAY:
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https://haymanstudio.com/is-image-everything/
https://haymanstudio.com/is-image-everything/


WHY DO FACES BEHIND THE BRAND MATTER?

People buy from people.

While you might have exceptional customer service and products, remember 
that most of your competition does, too – or they wouldn’t be the competition. 
Unless you’re selling widgets via lowest-cost transactional sales, you need to 
connect and build relationships with your customers in order to differentiate 
yourself. And building relationships begins with your people.

People connect with people.

Who are the people in your company doing the work and making the decisions? 
You should be telling their stories. Spotlight Phil and his 30+ years of experience 
on the shop floor. Tell Mary’s story – she’s been in shipping for two decades 

and takes pride in sending every order out on time. What about that 
new engineer, fresh out of school, who brings cutting-edge innovation 
to ensure every project is efficient and successful? Every one of your 
people has a story, and human stories are what compel and connect us. 

How do you spotlight your people?

+	 Feature photography and short bios of the leadership team on  
	 your website.

+	 Post short videos that feature team members, their abilities,  
	 and their experience.

+	 Celebrate work anniversaries and accomplishments both  
	 internally and externally.

+	 Take your audiences on a video tour of your facility with a  
	 team member as the tour guide.
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Here are some examples of companies such as Garrod Hydraulics, Schaed 
ler Yesco Distribution, and General Machine Works that we recently helped 
highlight their people.
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https://haymanstudio.com/case-studies/garrod-hydraulics/
https://haymanstudio.com/case-studies/schaedler-yesco/
https://haymanstudio.com/case-studies/schaedler-yesco/
https://haymanstudio.com/case-studies/general-machine-works/
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PEOPLE BUY FROM 
PEOPLE. SHOWCASE 
YOUR TEAM TO 
CONNECT AND BUILD 
RELATIONSHIPS.

MAJOR  
TAKEAWAY:
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WHY ARE YOU SO SPECIAL? 
 

Forcing yourself to answer this question is an especially effective exercise in 
lots of industries; we encourage you to try it. A quick Google Maps search for 
“Machine Shop York PA” yields 50+ locations. So if this is you – with many local 
competitors – how do you cut through the noise and make sure people find you 
instead of the one (or eight) competitors down the street? You need to identify 
what makes your product or service unique and put that front and center.

There are some core competencies that most service or product-based 
companies feature. What makes yours stand out? Do you: 

+	 Have the fastest turn time on a project or deliverable? 
+	 Have a large team that works on projects collectively to provide the  
	 best solutions?
+	 Specialize in something niche?
+	 Have the team and ability to grow with the customer? 

Whatever it is, make sure you’re telling people about it.

+	 Is this key differentiator an anchor point on your home page?
+	 Is it part of your 30-second elevator pitch?
+	 Are you creating and deploying content on LinkedIn or your  
	 email newsletter about this specialty?
+	 Does your sales team have effective marketing tools to explain this?
+	 Are you establishing yourself as the expert in the area for this service?

We recently created a series of videos for Yazoo Mills that were designed  
to answer this question. Take a look.
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https://haymanstudio.com/case-studies/yazoo-mills/
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DISTINGUISH 
YOURSELF FROM 
YOUR COMPETITION. 
SHOWCASE WHY YOU’RE 
SPECIAL.

MAJOR  
TAKEAWAY:
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WHAT DO OTHERS SAY ABOUT YOU?

What are people saying about you, and are you driving the narrative?

Harvard Business Review1 says referred customers are 18% more loyal  
than customers acquired by other means. According to Clutch2, they are  
4 times more likely to refer more customers to your brand, and customers 
referred by other customers have a 37% higher customer retention rate. 

Leveraging the brand equity of your clients is a great way to help build credibility 
in the market.

Hear what our clients say on our testimonial page.
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1 Schmitt, Philipp et al. “Why Customer 
Referrals Can Drive Stunning Profits.” Harvard 
Business Review,  June 2011.  https://hbr.
org/2011/06/why-customer-referrals-can-
drive-stunning-profits

Brightcove reports that video testimonials 
can increase conversion rates by up to 80%. 
Video offers potential customers with a genuine 
understanding of the benefits and value of your 
product or service.

2 Clutch. “Understanding and Unlocking the 
Value of Customer Referrals.” Clutch.com, 
February 2017, https://www.clutch.com/
blog/understanding-unlocking-the-value-of-
customer-referrals
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https://hbr.org/2011/06/why-customer-referrals-can-drive-stunning-profits
https://www.clutch.com/blog/understanding-unlocking-the-value-of-customer-referrals
https://haymanstudio.com/about/#testimonials
https://www.brightcove.com/marketing/8-videos-8-channels-where-and-how-convert-video/


h

+

+

“If Acme company works with them, they have to be good. I’ll check 
them out/trust them with my job too.”

That’s what we’re going for.  There are a few ways to highlight projects 
and clients who already trust you:

MANAGE YOUR 
ORGANIZATION’S 
IMAGE WITH SINGLE-
SOURCED CONTENT 
THAT FEATURES YOUR 
SATISFIED CUSTOMERS 
AND PROJECTS.

MAJOR  
TAKEAWAY:

CASE STUDIES 

can provide a great mix 
of text, images, and video 
content. Host the case 
study on your website 
or blog, then segment it 
across email newsletters, 
client check-ins, sales 
opportunities, and your 
social media channels. If you 
do it right, you’ll get some 
serious mileage out of one 
case study. Single-sourcing 
content in this way allows 
you to maximize the value 
of your content creation, 
and our Studio specializes 
in developing assets that 
lend themselves this kind of 
evergreen creative work. 

Want to take a deeper dive 
into single-sourcing? 

CLIENT TESTIMONIALS
 
provide an opportunity 
to showcase your current 
customers’ satisfaction. A  
written client testimonial 
is a strong start, but video 
content is the way to go. 
Video allows users to see 
and connect with the 
person speaking. The visual 
medium also provides an 
opportunity to show off 
a project in process, a 
completed and installed 
project, your facility, your 
capabilities, or the types of 
client sites where you work. 
Above all, video creates 
connections between 
potential clients and 
your business on a much 
higher level than written 
testimonials. The viewer 
can see themselves as the 
customer in the video and 
think, “That’s me, that’s 
what my facility looks like.”

Read Ryan’s blog on the topic.
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https://haymanstudio.com/single-sourcing/


We make a lot  

of cool stuff.  

Check it out 

here.

100 E 4th Ave. 

York, PA 17404 

717.843.8338

haymanstudio.com

Our story  

is pretty  

great too.

Photography Video Design Animation Web
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In a perfect scenario, your marketing processes are seamless and  
streamlined.  If you’ve gotten this far and are thinking, “This all sounds 
good, but I have no idea where to start,” don’t worry; we do.  Give us a call 
at the Studio [717-843-8338] or email me at ryan@haymanstudio.com and 
let’s start the conversation. Hayman Creative Studio is here to help as much 
or as little as you need to increase awareness, tell the right story, and grow 
your business.

For more content and marketing insight connect with Ryan 
on LinkedIn: www.linkedin.com/in/ryanhaymanphoto/

Hayman Creative Studio is a third-generation, family-owned-and-operated, 
marketing and creative studio. We opened our doors in York County in 1950 
and have continuously served local and national clients from a variety of 
industries and organizations: manufacturing, healthcare, and professional 
services are just a few of those. Our clients come to us for our unique 
Hayman Experience that only decades of knowledge and a deep passion 
for our craft provide: great attention to the process, a productive and  
easy-going environment, professional and efficient turnaround,  
and exceptional quality projects.

mailto:ryan@haymanstudio.com
https://www.linkedin.com/in/ryanhaymanphoto/
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