






UP YOUR 
EMOJI
GAME 

You might not think of emoji as professional 
but the bottom line is that internet users love 
them. Incorporating them into your social 
media content can help your posts stand out.

Go to GetEmoji.com and you’ll find a huge 
bank of emoji you can copy and paste into 
your posts. 

It’s important not to overdo it. Using one 
to three emoji per post is the right range. A 
word to the wise: make sure you know what 
an emoji means before you use it. I’ve seen 
more than one example of the “tears of laugh-
ter” emoji being used to express sorrow. If you 
don’t know what it means, don’t use it.

ADD 
IMAGES 

TO TWEETS
While it’s common to see photographs and 
graphics attached to Facebook posts, visual 
imagery is less common on Twitter. One way 
to make your Tweets stand out in 2021 is to 
start adding images to them.

You should make sure to center your photos 
horizontally for the best appearance. If you’re 

sharing more than one image, you may want 
to refer to this handy guide from Adobe that 
explains how to properly size images for shar-
ing on Twitter.

https://getemoji.com/
https://spark.adobe.com/make/size/twitter/


https://apps.apple.com/us/app/pixaloop-3d-photo-animator/id1381206010










https://quoracreative.com/article/mobile-marketing-statistics


  INVEST IN MARKETING AUTOMATION

Finally, I believe that using this time as an op-
portunity to streamline your marketing and set 
yourself up for future success is the smart thing 
to do. Marketing automation will save you a ton 
of time and money in the long run.

You may want to consider:

> Building an email list and creating automated 
sequences for lead nurturing, customer reen-
gagement, and other goals.

> Building chatbots to provide instant customer 
service on your website and social media.

> Creating social media posting schedules and 
getting ahead of the game with content mar-
keting.

Best of all, using automation will make it easy to 
collect data and fine-tune your marketing going 
forward. If you can a�ord to do it, this is the ideal 
time to get automated.

These are uncertain times but doing the things 
I’ve outlined here can help you to navigate the 
remainder of the pandemic and be ready to 
adapt when it ends.



https://optinmonster.com/content-marketing-statistics/


FAQ
Let’s start with content that comes from a sec-
tion you probably already have on your website: 
Frequently Asked Questions.

If you’re like most companies, you have FAQs 
with short, snappy answers. I’m willing to bet 
that in most cases, you could flesh those ques-
tions out with additional information and sug-
gestions to provide detailed and actionable con-

tent for your clients.

I suggest reviewing your FAQ and picking out 
questions where there’s room to elaborate. 
Then, think about the best way to expand on the 
question. It might be a blog post, a short video, 
or an infographic. Whatever it is, you can share it 
to provide your customers with the kind of au-
thority content they crave.

Behind the Scenes
How do your products get made? You might 
think that people aren’t interested, but there’s a 
reason that shows like “How It’s Made” are pop-
ular. 

Think about your process and what makes it 
unique. Is there an element of your product 

that’s handmade? Do you have a shortcut that 
you created? Once you’ve identified a behind 
the scenes story, you can break it down into 
a slideshow, video, or photo array to share on 
your website and social media  Alternatively, 
you could do behind the scenes videos intro-
ducing your sta�!



Product Demonstrations 
You won’t be shocked to hear that product 
demonstrations are a kind of content you can 
create cheaply, but you might not realize the 
possibilities for content creation that are locked 
inside the products you sell.

Beyond the simple introductory product demo, 
you can show your customers the potential for 
other uses of your product. Even a product that 

doesn’t require a demo can be highlighted in a 
demonstration video.

For example, a clothing boutique that sells 
scarves could put together a demonstration vid-
eo showing 10 di�erent ways to wear a scarf. 
A kitchen supply company could show multiple 
uses for a utensil or condiment. 

Content Curation
Not every piece of content you post needs to 
be original. A big part of social media market-
ing is content curation, where you find content 
that’s relevant to your audience and share it with 
them.

The key here is not to simply share the content 
as is. Instead, you should find a way to add some 
authority or a unique twist to it.

For example, you might find an article in your 
local paper or an industry publication with a list 
of… whatever. Instead of simply posting the list, 
share it and point out which item is your favor-
ite and why. Alternatively, you could mention 
something that wasn’t included in the list that 
you think should have been.











https://www.trigger.digital/blog/2019/6/19/geofencing-101-what-is-geofence-marketing


Examples of Geofencing Examples of Geofencing 
A lot of big companies use geofencing and their 
success illustrates why it’s a marketing tech-
nique that’s worth your time and money. Here 
are some of my favorite examples.

The first is one that’s been used by both Star-
bucks and Dunkin’ Donuts. When people who 
have their apps come within a specified distance 
of one of their locations, they’ll receive a noti-
fication letting them know how close they are 
and o�ering a discount on their favorite drink. 
This option combines geofencing with person-
alization to great e�ect. 

Cosmetics company Sephora uses geofencing 
in a smart and unique way. When a customer 
with their app enters a Sephora store, they re-

ceive a notification asking them if they want to 
use a “store companion.” The companion of-
fers information about past purchases, recom-
mended products, limited-time o�ers, and store 
events. 

Finally, here’s an example that makes me laugh. 
Burger King used its app to send customers a 
notification to go to McDonald’s. That might 
seem crazy, but when users got within 600 feet 
of McDonald’s, they received an in-app coupon 
for a one-cent Whopper.

As you can see, geofencing o�ers you the op-
portunity to interact with your customers in a 
way that’s useful to them and profitable for you 
-- and even to have a little fun along the way!







If you’re someone who’s already used 
geofencing and wondering how to adapt 
it to online marketing, I suggest using your 
data first, to connect with your existing au-
dience online and then, to create a lookalike 
audience. Doing so will help you connect 
with a new group of potential customers for 
your business.

Geofencing is one of those things I think is 
going to increase exponentially in the next 
five years. Now is a great time to implement 
it -- and get a leg up on your competitors!




