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About SCORE

As a resource partner of the SBA, we help small businesses by:

S, ®
&2 = B

———————————
Providing free Offering low or Sharing free business
business advice no-cost business templates and
and mentoring training resources

Request a SCORE mentor at www.score.org/find-mentor

WWW.score.org


http://www.score.org/find-mentor

-

First E-Commerce position in 1998 in gourmet gift industry.
21years in wine industry in technology and marketing

Other industry experience includes motorcycle, aromatherapy,
legal, activism, landscape design, financial, Non Profit, fitness,
CBD/Cannabis, restaurants, tattoo, medical spa, education,
transportation & logistics, coaching, consultants, health and
weliness, food products, heauty, etc

Teach Marketing/Branding Classes for:

SCORE (Multiple in and out of state chapters, SBDC's, Business
Source Genters, Women Business Genters, Chambers of Commerce,
Trade Associations, and private organizations.

current Board Member-Venice Chamber of Commerce
current Board Member-NAWBO Los Angeles (Membership Director)
Small Business, Labhor & Employment Comm- BizFed Los Angeles ‘

WWW.SCOre.Org ABO UT ME sco
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Social E-Mail
I Internet h ! SEO
Ads Media Marketing SEM

i SMSIText
Website Marketing

Ad
Retargeting

TV

Radio Affiliate
Marketing
Print
Ads Influencers
) Wi-Fi
Billboards Public Bromo Marketing
i Networki
Relations Products etworking
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BEFORE YOU GO ANY FURTHER
KNOW EXACTLY WHERE YOU NEED TO GO...

A\ 3
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MEASURE/OPTIMIZE SET S.M.A.R.T. GOALS

Measure how marketing is performing against KPI's . .
and benchmarks. Then, optimize to improve results Clearly articulate what you want to achieve, how and when. How
and performance ' 7 I much of a commitment it will take-time, money and people?

BUYER PERSONAS

Focus on who matters to you? Is it more than one
type of buyer? Can you look at past customers to
find buyer personas? Who are they? Where are
they? What do they need? What do they want?

TACTICAL PLAN

Develop a tactical implementation plan to
guide who does what, when and how, as

well as tools processes, budgets and best
practices.

S.W.0.T. AND U.S.P.

Analyze your Strengths, Weaknesses,
Opportunities and Threats to improve your
business and better compete in your space. What
is your Unique Selling Proposition?

CHANNELS

Focus on the most effective channels to
engage, educate and entertain your customers
based on your SWOT, GOALS and Buyer
Personas.

YOUR STORY

Your story is your messaging, visuals, people. What
is your brand story saying about you to your ideal
customers?

Golden, Sty

Do You Have A Marketing Plan?

POWERED BY

SCORE §pj
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“Build it, and they will come' only works in the

movies. Social Media is a 'build it, nurture it, engage
them and they may come and stay." — Seth Godin

WWW.Sscore.org



Ton 10 Social Media Marketing Mistakes

.Noplanin | 2. Not 3.Not heiny 5.Pigkiny
place. heino clear ahout Platforms

Where to ; the short term hased on what

focus first. seals whenre your

customers are

6. Noldea 1. Not 8.Not having 9. TI'VIn!I 1o 10.Thinking
platforms your the iuht contentin whenyou can do Social

ldeal . 1 )
place. Images, | don'tlike Media
GuStoMers numiers video, ete. social media

haing out.
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Yes...teenagers know how to post on social media...
but should they be running your business’ social
media?

Straight A’s in math. Let’s make them the accountant?

Golden Stute

oY o
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REASONS WHY e el

BUSINESSESCAN'T IGNORE
SOCIAL MEDIA

01 Xl&r;gsnessgrand 04 !rnr(;rfef:_?cses Website
7) D it )
03 PGy 06 Dulds reputation
' 07 }Cifllsli: to handle
08 Offers more meaningful

)
=)
O

b

insights about your customers

09 Helps to keep an eye on
the competition

WWW.Score.org



Social Media

Who, Where, What and When




Social Media User Worldwide 2025

Facebook 3.15 billion
YouTube 2.7 billion
Instagram _ 2 billion

TikTok 1.58 hillion

Linkedin _ 1.21 billion

Reddit - 1.15 billion

Telegram - 950 million

X/Twitter - 611 million

Pinterest - 550 million

The user numbers refer to monthly active users (MAU).

© Adenion GmbH, Blog2Social Social Media Report 2025 @ BIogZSociaI

POWERED BY
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WWW.score.org

Reasons for Social Media Usage

Following celebrities or influencers

Finding like-minded communities and interest groups
Work-related networking or research
Seeing content from favorite brands
Watching or following sports

Making new contacts

Sharing and discussing opinions with others
Watching live streams

Finding products to purchase

Finding inspiration for things to do and buy
Seeing what’s being talked about

Finding content

Reading news stories

Filling spare time

Keeping in touch with friends and family

L 1 1 L

10 20 30 40

Percentage of users (%)

Source: Exploding Topics
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Social Media Statistics 2025

For Businesses

i

93.19% of businesses use
social media PlaHarms
for various purposes

2
\J [=]
59% focus on customer

service and communication

H:rough social plaHarms

81% of small businesses
incorpora+e Facebook into

their s+ra+egies

T1% of U.S. small
businesses rely on social
media for sales, marke’ring,
and customer service

L4% aim to boost
brand awareness via
social media

Q !
VO
83% of small businesses

post content several
times per week

“n

#
e

1% use social media
primarﬂy for markeﬁng
purposes

s

1% use social media
to drive revenue

IR
RS
4+8% of small and
medium-sized enferprises

(SMES) consider social media

impor’ram‘ to their survival

81% of small business owners
agree that social media has

posh‘iuely impaded their business

POWERED BY

ﬁ
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|
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Engage with customers on social at scale

STATUS ; REW Start today: https://statusbrew.com/




Social Media Users by Generation (2025) In 2025:

> 69.2 million Gen Z=13-28

= 62.5 million Gen Y= 29_44
§ ) °0 50.6 million Gen X=45-60
g5 S Baby Boomer = 61-79
T2 40 - .
85 Silent = 79+
§ 20 .
. Gen Z (1997-2012) Millennials (1981-1996) Gen X (1965-1980) Baby boomers (1946-1964)
Source: eMarketer o B E R lo

*The Greatest Generation —born 1901-1927.
*The Silent Generation —born 1928-1945.

*The Baby Boomer Generation — born 1946-1964.
*Generation X —born 1965-1980.

*Millennials — born 1981-1996.

*Generation Z—born 1996-2012.

*Gen Alpha — born 2013 — 2025.

POWERED BY

®

WWW.SCOre.org SCORE /4 SIE/I\
)



Social Media Age Demographics

40%
31.8%

30% Social Media vs Email Usage

20%

10%

Age Demographics of Email Users in the US

0%

13-19 20-29 30-39 40-49 50-59 60+

80%
60%
40%
20%
15-24 years 25-44 years 45-64 years 65+ years
9 FIRMS.COM Source: Statista
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Ty



Brand Actions on Social That Prompt Consumers to Purchase

Being Responsive

Offering Promotions

Providing
Educational Content

Sharing Interesting
Visuals

Being Funny

Offering Exclusive
Content

Providing Behind the
Scenes Content

Trash Talking
Competing Brands

10%

48%

46%

42%

38%

36%

35%

27%

POWERED BY
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Facebook Statistics 2025

8+ )]
/a\

Facebook is 2024's

most used social plaHorm

0e®
Eg®

31.1% of users

are aged 25-31

(ADS ]

A non-skippab’e
ads are fu”y watched

X

200M+ businesses use
Meta apps monHﬁH to

reaah cus+omers

India +ops with
378 M Facebook users

()

Users sp end
~20 hours per month

50% of user time is
spen‘l' wa‘l‘ching videos

19% of US shoppers
begin produd searches

on Facebook

Over 2 billion Peop’e
use Facebook daily

30% of adults access

news via Facebook.

64.6M customers

reached via Facebook ShDP

81.8% access Facebook
via smar+Phones; only

1.5% use desHaps

Facebook user distribution

46

54

Women

by gender

Men

Golden

Aute

Engage with customers on social at scale

STATUS g REW Start today: https://statusbrew.com/

POWERED BY
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25%

20%

18.4%

15%

10%

Share of Facebook users

5%

o, 0,
3.8% 3.8% 3.2%

0%

18-24 25-34 35-44 45-54 55-64 65+

® Female @ Male

POWERED BY

®
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— Number of Facebook Users in the US (2018-2027) —

300
260.79
239.15 242.86 247.72 251.88 256.49
231.11 233.63 : -

m 219.77 221.46
2
9
g 200
£
Y
[0}
(2]
=)
A
(@]
3
[ 100
O
@
L
N
=

0

2018 2019 2020 2021 2U22 2023 2024 2025 2026 2027

Source: Statista g’e’wﬂ’ﬂ/ m
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How often should | post per day?

Facebook

suggested

Bare minimum: 3 times a week. Optimal: once or twice a day.
Avoid: Sharing a bunch of posts in quick succession, or disappearing for weeks at a time.

Hubspot found that pages under 10,000 fans experienced a 50% drop in
engagement per post if they posted more than once per day.

EEEEEEEEE

WWW.SCore.org


http://blog.hubspot.com/marketing/facebook-post-frequency-benchmarks

DON’T BE A KLINGON!!

WWW.SCore.org SCORE /4 SBA
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Facebook Global Engagement sproutsocial

G | | |||
~  HHE EEEEEN
«  HEE"EEEEEN
RO | | B |
~  HNNNNENEER
- dEdEE
o | N

2 1 2 3 4 56 6 7 8 910M1M121 2345 6 78 9 101
AM PM

Lowest Engagement Highest Engagement

WwWWw.score.org




Facebook - Average engagement rate per post
by post type (including Reels)

0.22%

0.2

0.18%

0.17%

o';’l 0.14%
8 o015
-9
] 0.125%
o e 0.124%
i)
o
= 0.1
@
E
Q
o
©
(=2}
o
w505

reel video photo link status album

Type of post

Source: Socialinsider data .0 .
Data range: January 2023 - November 2023 socialihsider
This chart doesn't include data for lives due

to AP/ limitations.
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11:15 v 43% m )

instagram ©

6.506 369 M

Posts Fo/lowers

52
Fol/owing

Latiny Herit Guides o*

v
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’nsf'agram Statistics 2025

Ins+a_gram GUN‘BHHH has

2 billion monHﬂy active users

"’ns+agram" ranks 6+h in
lobal searches with

LItM+ monHﬂy hits

0

50.6% Male users and
49.4% are Female users

'y

86% of US users
use ’ns+agram for
entertainment

lns*agram is 3rd most-used

social PIaHorm worldwide

3

Majori*y of users on
Ins+agram fall between the
ages of 18-2L (3’.7%)

/I
51.5% of US feens
12-17) are on Instagram

(12-1) Instag

h 4

1%

Top brands have a

1% average conversion rate

Instagram drives trends
among users aged 16-64

f

Most of the Instagram
users are from India

(362.q mi”ion)

16
MIN

Auerage US user dai'y
sPends 16 minutes
on Instagram

v
|

1% of US shoppers
start H}eirjaurneg

on lns'f‘agram

POWERED BY

ﬁ
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Engage with customers on social at scale

STATUS ; REW Start today: https://statusbrew.com/




Distribution of Instagram users worldwide as of April 2024, by age and gender

20%
16.5% 16.4%
l 5‘:' (-]
)
@
LL)
B l Do (]
@
@
75}
50‘:
0%
18-24 25-34 35-44 45-54 55-64 65+
® Female @ Male
Sources Additional Information:
DataReportal; Instagram; Meta Platforms; We Are Worldwide; DataReportal; Meta Platforms; April 2024; 18 years and older; based on addressable ad audience

I; Meltwater
© Statista 2024
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< trevorbell

il
1081 226k 2,943
Posts  Followers Following

Stories

POWERED BY

®
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Best Time to Post on

Instagram
UFR ”

Best Days Worst Day

O

Wednesdays get the highest level of
engagement on Instagram.

MAM-1PM

Most Instagrammers tend to login via
during lunch time

mobile. So they tend to avoid browsing

7 PM - 9 PM during work hours.

after work

a Oberlo Source:

POWERED BY
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Instagram Global Engagement sproutsocial

por "NNNNEERENNEEERE
s "NNNNEEEEENEEEEE
e CCNNNNEEEEEEEEEEE
T "HNNNNEEEEEENERE
g CENENNEENENENEREEE
o= JNNEEEERREE

- ENNENEREEN 'E

2 1 2 3 45 6 7 8 9101121 2 3 45 6 7 8 9101
AM PM

Lowest Engagement Highest Engagement
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How often should | post per day?

lnstagram

e O

suggested high

Bare minimum: 3 times a week. Optimal: once or twice a day.
Avoid: Sharing a bunch of posts in quick succession, or disappearing for weeks at a time.

The average Instagram business account posts once a day

EEEEEEEEE

WWW.SCore.org



Learn how the Instagram algorithm works

1.Interest: How much Instagram thinks a person will like the post
based on previous activity

2. Timeliness: How recent the post is

.Relationship: Accounts a person engages with on a regular basis
Frequency: How often a person uses the Instagram app
.Following: Posts from the accounts a person follows
.Usage: How much time a person spends on Instagram

o 01 A~ W

Two New Chronological views- Following and Favorites

WWW.score.org



How many Hashtags

* Up To 30 hashtags posts- 5-15 is average..less these days than previous
years

WWW.Score.org



Best Instagram Hashtags

#follow (675.8M posts)
#love (2.1B posts)
#instagood (1.5B posts)
#fashion (1B posts)
#photooftheday (972.4M posts)
#art (863.8M posts)
#photography (836.6M posts)
#instagram (785.2M posts)
#beautiful (779.7M posts)
#picoftheday (682.5M posts)
#nature (681.5M posts)
#happy (661.6M posts)
#cute (651.7M posts)
#travel (600.4M posts)
#style (595.3M posts)
#followme (587.5M posts)
#tbt (584.4M posts)
#instadaily (570.8M posts)
#repost (550.7M posts)
#likedlike (536.3M posts)
#summer (521.1M posts)
#beauty (482.8M posts)
#fitness (476.7M posts)
#food (467.4M posts)
#selfie (460.7M posts)

#me (459.9M posts)
#instalike (454.5M posts)
#girl (441.6M posts)

#fun (427.5M posts)
#photo (427.4M posts)
#smile (421.7M posts)
#family (405.5M posts)
#life (402.2M posts)
#music (390.3M posts)
#ootd (388M posts)
#makeup (361.4M posts)
#likeforlike (358.1M posts)
#likeforlikes (335.4M posts)
#model (328.7M posts)
#dog (325.8M posts)
#design (302.1M posts)
#follow4follow (300.1M posts)
#amazing (299.1M posts)
#lifestyle (297.2M posts)
#motivation (297.1M posts)
#sunset (295.1M posts)
t#tigers (294.3M posts)
#explore (290.4M posts)
#handmade (290.2M posts)
#nofilter (285.7M posts)
#beach (279.2M posts)
#foodporn (275.4M posts)
#instamood (266.3M posts)
#sun (264.6M posts)
#artist (262.7M posts)

#dogsofinstagram (260.3M posts)
#2U At (255.8M posts)

#cat (253.6M posts)

#drawing (250M posts)

#sky (248.5M posts)
#followforfollow (245.3M posts)
#f4f (243.8M posts)

#141 (241M posts)

#hair (233.4M posts)

#flowers (229.9M posts)
#followforfollowback (227.8M posts)
#funny (227.4M posts)

#gym (222.4M posts)

#moda (221.7M posts)
#photographer (219.4M posts)
#likeforfollow (218.4M posts)
#tagsforlikes (218.4M posts)
#wedding (218.2M posts)
#bestoftheday (215.2M posts)
#baby (214.1M posts)

#memes (213.8M posts)
#inspiration (213.4M posts)
#instafood (211.2M posts)
#vsco (205.9M posts)

#foodie (203.6M posts)
#vscocam (203M posts)
#instapic (200.3M posts)

#girls (200.2M posts)

#workout (194.2M posts)
#pretty (189.3M posts)

#yummy (184.3M posts)

#home (183.8M posts)

#fit (182.8M posts)

#party (180.5M posts)

#lol (180.1M posts)

#healthy (179.6M posts)
#naturephotography (179.6M posts)
#nails (178.9M posts)
#illustration (178.3M posts)
#landscape (175.7M posts)
#blackandwhite (175.1M posts)
#catsofinstagram (173.6M posts)
#cool (172.9M posts)

#puppy (172M posts)

#night (135.4M posts)
#catsofinstagram (133.2M posts)
#nails (132.9M posts)

#tattoo (132.4M posts)
#happiness (132.1M posts)
#instafashion (132.0M posts)
#work (130.6M posts)
#architecture (128.9M posts)
#japan (128.5M posts)
#weekend (127.5M posts)

POWERED BY
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The Different Types of Instagram Hashtags

#1: Community Hashtags

Community hashtags are hashtags that connect like-minded users around a specific
subject. They're a great way to connect with others, improve the searchability of your
posts, gain followers, and grow your own community.

* Here are 9 different types of community hashtags you can use for your business:
» Hashtags indicating your product or service, like #sweater or #coffeeshop

* Hashtags indicating your niche in your industry, like #weddingphotographer or
#travelphotographer

* Hashtags for Instagram communities in your industry, like #bakersofinstagram or
#foodiesofinstagram

» Hashtags for special events or seasons, like #whiteday or #nationaldonutday

» Hashtags using locations, like #pastrynyc, #madeintoronto, or #sydneysweets
 Daily hashtags, like #mondaymotivation, #tuesdaytip, or #wellnesswednesday

» Hashtags with phrases relevant to what you do, like #becreative or #bakerylove

» Hashtags with acronyms, like #qotd (quote of the day) or #ootd (outfit of the day)

Golden Stute

n!! ROGERS & 11:55 AM Q 86%1

TOP POSTS

< #nycbakery

¥

©oayvy I

Liked by patriciafisherdesign and others

gramercygiftguide Hands down, without a doubt,
the BEST cinnamon buns of NYC!

This Swedish bakery opened their first US location il
the meatpacking district of NYC and YES picking
these up for coworkers or friends makes for such a
great treat!

Who else has been to Fabrique and agrees?!
#weekendtreat #weekendtreats #nycbakery
#streeteasyfinds #prettycitynewyork #seeyourcity
#qgiftspirationlocation

n Q B O @
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https://blog.hubspot.com/marketing/comments-on-instagram

The Different Types of Instagram Hashtags

redsoleswinery - =
#2: Branded Hashtags —_—
"y 410 1,215 2,394
. . . L, *.l!' b Posts Followers Following
A branded hashtag is a hashtag that’s unique to your company when using Instagram for business. -« °
Red Soles Winery

It can be as simple as your company name, tagline, or the name of one of your products or campaigns. Or it can be a hashtag that has nothing to do with your brand name

but everything to do with your brand identity! #redsoleswinery #pasorobleswineries Red

Soles Winery is located in the Willow Creek
District of Paso Robles serving fine wines
and distilled spirits.
linktr.eefredsoleswinery

3230 Oakdale Rd, Paso Robles, California

Edit profile View archive Ad tools

Insights Contact Add shop

i D &

(? RED OR /:1/727
WHY NOT BOTH?

WWW.score.org




The Different Types of Instagram Hashtags

#3: Campaign Hashtags wil ROGERS = .+ 12:45 PM © 70% |

© Jnstagram s
While branded and community hashtags are meant to last, campaign hashtags -
are usually shorter-term and run for just a few days, a season, or a year. |
The reason campaign hashtags are shorter-term is because they’re usually tied to
specific campaigns, like new product launches, special events, or partnerships. So
they’re great for building a lot of engagement in a short period of time!

oQv - ~

‘@ Liked by tezza and 307 others

tezzaapp On the 10th day of Christmas my true love
gave to me @dutescuralucaioana using Preset Yum

9 E ‘2 (2 m on her lovely images. #tezzaapp #12daysoftezzaapp

A Q VI ...

SCOREZ) S8
)



3x3 Hashtag Rule

The 3x3 hashtag strategy is associated with what your product or service is, who it is for, and what problem it solves.

In other words, it focuses on the what, who, and why.

For example, let us assume that you sell t-shirts for larger men.

*For the audience, your hashtags could be #largemen, #bigman, #dadbod, etc.

*For the product or service, your hashtags could be #tshirts, #vests, #summerclothes, etc.

*For the problem it solves, your hashtags could be #staycool, #findtheperfecttshirt, #cheaptshirt, etc.

Hashtag Generator:

https://planable.io/instagram-hashtag-generator/

Geldon, Sl

POWERED BY
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https://planable.io/instagram-hashtag-generator/
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YouTube Statistics
©

With 2.5 billion active users, YouTube engages 46% of all YouTube Premium and
YouTube is the 2nd larges‘l’ internet users, 30.86% Music combined has
social plaH:orm worldwide of the 9’obal Populaﬁon 100 million+ users

CB

/\uerage user spends Qver | billion hours of YouTube 500+ hours of video uploaded
19 minutes on Youlube dailg content watched on TVs dai’y every minute on YouTube

& 0O

"Baby Shark" holds L4+6% of internet users access 54.3% male users,
13.93 billion views 9’aba”y YouTube at least once a month 45.7% female users

India has the highest number Users spend an average of

of YouTube users (lﬂé mi”ion) 48 minutes and 42 seconds
daify on YouTube

Engage with customers on social at scale
STATUS ; REW Start today: https://statusbrew.com/

®

SCORE 2
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15%

ke 11.9%

10%

8.8% 9.1%

7.5%

4.8%

5%

4.4% 4.4%

Share of active YouTube users

2.5%

18-24 25-34 35-44 45-54 55-64

® Female @ Male
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I Number of YouTube Short users in the
United States from 2023 to 2027

in millions

200M

Source: Statista '
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o Top categories for YouTube Shorts

average views per video

Animals &
Video Movies & TV Pets Home
Games 446K 196K '
DIY & Craft
469K 1601 Food
Uploads & Drink
217K
376k views 439Kk views 447k views 606k views 921k views 989k views
i least watched most watched i

Source: Tubular Labs

POWERED BY
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Some statistics...

*YouTube Shorts are viewed over 70 billion times every day
«2 billion people use YouTube Shorts monthly
*Over 910 million Shorts have been posted to YouTube to date

*The average YouTube Shorts engagement rate is 5.91%
YouTube Shorts is higher than all of its rival platforms: TikTok (5.75%) Instagram Reels (5.53%), and Facebook Reels (2.07%)

To calculate your engagement rate, take the sum of your posts'’ likes and comments and divide them by your follower count,
then multiply by 100.

*YouTube Shorts between 50 and 60 seconds long earn the most views
*The best time to post YouTube Shorts is 6-10 pm, and the best days are Mondays & Tuesdays.
*The average creator posts 7 YouTube Shorts each month

Atute

POWERED BY
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X Statistics 2025

X' 12th most papu’ar

social plaHarm

&

106.23 million

X users are from US

19% of those aged 12+ use
X (dawn 30% from 2023)

42% of peop’e have posiﬁve
opinion about X, 32%
dislike the plaHorm, 22%

have a neu'h‘a’ 'I'ake

STATUSIREW

X has 535 million monetizable

active users (m MA U)

3

k3% think rebranding

to “X" was a mistake

Americans spend

35 minutes per day on X

alllre)

Video views on X are
growing at an average rate

of 35% year over year.

X's ad spend revenue is
projected to drop 2% this
year and &% in 2025

09qe008
i
250 million people
use X every day

60.9% of users are male
39.1%) user are female

'Y
X users are/1X more

h'kely ) engage with an

ad in vertical video

Engage with customers on social at scale
Start today: https://statusbrew.com/

®

SCORE #
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X Users By Age

405 38.5%

yhare ol use

WWW.SCore.org




Best Time to Post on

W Twitter
o) () (o) () (=) (=) (=)

Best Days During the Lunch Hour Worst Days

Saturday and Sunday are the worst
days to post on Twitter.

&

N4

Posting at lunch everyday Monday to
1 2 1 P M Friday can help you increase social
- media engagement.
during the lunch hour 9 : e (3 m

u Oberlo Source:

POWERED BY
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Scott Harvey Don’t Do This!

6,870 Tweets
Scott Harvey @ScottHarveyWine - Dec 3, 2017 v

Large format #wine bottles are perfect for your #holiday parties. Four bottles in
one. Scott... instagram.com/p/BcPe54zgcXi/

O 1 n Q1 o

Dooomooos ok

ynugllmn
Winis

Scott Harvey
Follow
6,870 Tweets

W w \V/ u

& Scott Harvey @ScottHarveyWine - Dec 2, 2017 v
NS Give #Barbera for the #holidays. Scott Harvey has #magnums and library

verticals also... instagram.com/p/BcNRxCrAbRk/

Scott Harvey @ScottHarveyWine - Feb 23 DA
O n Q1 M y y

\ur}l‘&“\l‘l\

Dinner is served! We recently hosted our Ultimate Chef's Table at our home,
and this #rackoflamb with Moroccan spice was paired with our 2016 Cathedral
#CabernetSauvignon for a mouthwatering combination.

Scott Harvey @ScottHarveyWine - Dec 1, 2017 v
Give a unique gift of a port-style wine from #Amador County. Scott Harvey
Forte. #bestwinegifts instagram.com/p/BcLfIN3gWwZ/

@) 1 Q 2 0y

\-un!“llu\v\
Winis

Scott Harvey @ScottHarveyWine - Dec 1, 2017 e
Charming Sutter Creek makes great weekend getaway
pressdemocrat.com/lifestyle/7644...

@) m 1 O 1 q

-
Winas

Scott Harvey @ScottHarveyWine - Nov 29, 2017 e

Sutter Creek throws open the shutters calaverasenterprise.com/sierra_lodesta...
via MCal Fntarnrica

-
Winis

O© @ IO O # ® €
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Snapt:hml Statistics 2025

Distribution of Snapchat users worldwide as of January 2023, by age and gender

o}

20.5%

89% of Snapchat users Snapchat has 850 million 443 million DAUs in 20%
also use ’nsf‘agram mon+hly active users, with Q3 202k, a 9%
over half (h32 mi"ion) lagging year-over-year increase j
in dai’y Z
£ 19
» 'r 109
Snapchat+ subscribers reached Total time spen"' wa'l'ching Over a billion Snaps are
12 million in Q3 202k, more content on Snapchml grew by shared Publicly every
than doubling year-over-year 25% year-over-year month during Q3 2024
: 13-17 18-24 25-34 35-49 50+
[ v |
)
%) ® Female @ Male
500 million mon‘H)lg active Over 225 million SnapchaHers
users on Snapcha'Fs video engaged with Olympic-rela+ed Sources 7 Additional Information:
feature, showing a 21% AR experiences during the \rll »» p Inc.: DataReportal; Meltwater  Worldwide: Snap Inc.: DataReportal: January 2023: 13 years and older: based on addressable ad audien
year-over-year increase Paris 202t Games

Engage with customers on social at scale
STATUS ; REW Start today: https://statusbrew.com/

WWW.score.org




Best Times To Post: 10pm-1am
but users are generally on all
day!

ANY day of the week
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Pinterest Statistics 2025

Pinterest has 537 million
monthly active users

69.4% of Pinterest
users are female and
30.6 user are male

0. K1
g5 N
LY

The f'ap reason peop!e use
Pinterest is to discover

new products and brands

Pinners are 3x more likely
to click through to a retailer’s

site than on other social media

80% of weekly Pinners feel
inspired o shop on Pinterest

50% of U.S. millennials,
30% in Germany, and
40% in France/
Australia use Pinterest

O

9 out of 10 users geJr
inspired to buy, with 8

going on +l7 make a purahase

Users are 60% more
likely to watch videos
to find products to purchase

42% of global Pinterest

users are Gen Z

L4% of Millennial Pinners
(25-3!+) make purchases
after seeing branded content

X

1 -

Users have saved
over 240 billion Pins
and created 5 billion+ boards

85% of weekly Pinners
have made a purchase
based on Pins from brands

Engage with customers on social at scale

STATUSSREW

Start today: https://statusbrew.com

POWERED BY

ﬁ
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Main Reason
People Use Pinterest

Most Pinterest users are on
the platform to seek

HOME DESIGN

inspiration.

(GlobalWeblndex, 2021)

WWW.SCore.org



Product Discovery
OBERLO

on Pinterest

More than three
e out of four, or

0
of weekly Pinners have
- discovered a new brand
or product on Pinterest.

(Pinterest, 2019)

_ ~ Pinterest Is a Place
OBERLO

for Every Brand

7% 2
Discovery Phase ‘ @)

of searches carries

out on Pinterest are v
unbranded.

(Pinterest, 2019)

WWW.SCore.org




1.Home Design

TOP Pin Categories

WWW.score.org

2.Women's Fashion
3. Health & Fitness

Weddings
Party

Travel

Food and Drink
DIY & Crafts
Technology
Quotes/Humor




Best Time to Post on

(D) Pinterest
CRORORORORORC

Worst Days During Work Hours Best Days

==

Work hours tend to be less popular
for Pinterest users.

.’_J

Mothers tend to use Pinterest actively
8 1 1 P M which may be why they tend to post
- later in the evening.

after work hours

u Oberlo Source:

WWW.SCore.org
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TikTok Statistics 2025

ThE percen+age Uf /\mericans

using TikTok weekly has
increased from{5% in 202|
10 21% in 202

W1%)of users trust product
recommendations from
celebrities or influencers

@

59% of weekly TikTok
users admit to making
impu’siue purchases

%
g

s

Users aged 35-Ll have grown by
3 percenf'age poin+s, while users
aged 18-24 have decreased by
10 percentage points since 2022

STATUS3REW

jt
50% use TikTok for fun/
en+er’raining content/38%

share interesting finds, and
31% follow celebrities

SaA

55% of week’y
TikTok users are

female, 45% are male

ﬁuﬁn S\

86%)are aware of
TikTok Shop, but trust

in its sellers is lower

31% more week’y TikTok
users aged 18-2 are

posting or commenting
compared to 2022

e

6L% of weekly TikTok users
agree that advertising helps
them decide what to buy

80% of week’y TikTok

users also use Facebook,

V4% use YouTube, and
MW%luse Instagram

€
=

L3%) of users are like’y to purchase

claHﬂng/fashion. Other Popu’ar ca+egories
include home decor (33%), beaufy
produn‘s (32%), and art supph'es (3'%)

Engage with customers on social at scale

Start today: https://statusbrew.com/

POWERED BY
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Distribution of TikTok users worldwide as of April 2024, by age and gender

20% 18.9% 19.3%

of active TikTok users

Share

wm

18-24 25-34 35-44 45-54 55+

® Female @ Male

Sources Additional Information:

We Are Social; DataReportal; TikTok: Kepios DataReportal; TikTok; April 2024; 18 years and older; based on addressable ad audience

© Statista 2024
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According to LinkedIn, 80% of B2B social media leads are
generated through LinkedIn. This means that 4 out of every 5
leads come from LinkedIn.

How many of these lead opportunities are you capturing?

If you are not...would you like to??

WWW.score.org



TOP 5 MOST USED SOCIAL
MEDIA CHANNELS FOR B2B

LinkedIn 86%

Facebook 73%

Twitter 63%

YouTube 36%

Instagram 31%

0% 25% 50% 75% 100%
” Source: Sagefrog Marketing Group

WWW.SCore.org



LinkedIn Statistics 2025

0/ [
Y,

3% males
7% females

56.
" . 3.

LinkedIn has over | billion LinkedIn has 220+ million 1 Peap’e are hired every

users worldwide active users in the US minute on LinkedIn

Video uiewership up 36% 1.6M feed uPdaf'es viewed 13K+ connections made

from last year on LinkedIn every minute on Linked|n every minute on LinkedIn

o

138 hours of learning QK+_job applica'h'ans Weekly immersive video
content consumed every submitted every minute views increased sixfold
minute on LinkedIn on LinkedIn over the last quarf'er

E)

20-30% YoY increase in 61.1 million+ companies LinkedIn is rated 1
ROI for markeh’ng customers have a LinkedIn Page for B2B lead generah’on

Engage with customers on social at scale ‘ ’ ‘
STATUS ; REW Start today: https:/[statusbrew.com/

POWERED BY
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LinkedIn users by age:

Age Share of LinkedIn Users
18 to 24 20.4%
25t0 34 59.1%
35to 54 17.7%

55+ 2.9%

WWW.score.org




PEOPLE:
* More than 58.4 million companies are listed on LinkedIn.
* 4 out of 5 people on LinkedIn are decision drivers.

* 73% of buyers are more interested in salespeople who reach out to
them via LinkedIn

* According to 40% of B2B marketers polled, Linkedln is the most
powerful channel for generating high-quality leads.

 Linkedln has 65 million decision-makers on LinkedIn as of 2023.

WWW.score.org



CONTENT:

-LinkedIn is used by 93% of B2B content marketers for organic social marketing.
-According to 77% of content marketers, Linkedln delivers the highest organic results.
-75% of B2B content marketers make use of LinkedIn ads.

-According to 79% of content marketers, LinkedIn Ads deliver the highest results.

-LinkedIn Posts with 1900-2000 words have the best performance and engagement rate.
This means that long-form content is the king on LinkedIn.

-Posts with Titles of 40-50 characters have the best performance rate.
-60% of LinkedlIn users actively seek industry insights.
-Every year, LinkedIn users view 280 billion feed updates

-Businesses with an active Linkedln Page receive 5 times more page views, 7 times more
impressions, and 11 times more clicks per follower.

-Businesses that post weekly on LinkedIn see a 2 times growth in engagement.

Golden Stute

-LinkedIn is responsible for 50% of the social media traffic that B2B blogs and websites receive.

POW

WWW.SCore.org SCO // S




Advertising

. A LinkedIn ad can reach 14.6% of the world’s population.

. As a result of LinkedIn ad exposure, businesses’ purchase intent increased by 33%.

. LinkedIn’s cost per lead is 28% less than Google Ads.

. In Q1 2022, LinkedIn’s ad reach increased by 22 million people.

. In comparison to other social media platforms, LinkedIn is the most successful for 82% of B2B marketers.

. Users on LinkedIn who are exposed to business and acquisition messages are 6 times more likely to convert.
. Over 50% of LinkedIn marketers claim they want to run product and demand campaigns simultaneously.

. LinkedIn says if the B2B marketing budget is invested 46% in the product and 54% in demand marketing. There is a high chance of
effectively creating, capturing, and converting demand into revenue.

. According to 69% of marketers, hyper-targeting is more successful than a wider approach.

. 54% of marketers are already using Account-Based Marketing, and 80% of marketers plan to increase their budget in it.
. Adding a Lead Generation form to your messaging ads will result in 4 times more leads.

. Higher resolution images generate 38% higher CTR.
. Images with the size of 1200x627 pixels are ideal for LinkedIn posts.

Golden Stute
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HOW TO PARTICIPATE ON LINKEDIN

Connect with people.

Follow Company pages

Post quality content

Engage! Like, Comment, Repost

Create a Newsletter

Participate in Groups

* Collaborative Articles

IN OTHER WORDS...NETWORK!

WWW.score.org




Why is
Networking
Important?

WWW.SCore.org



DON’T BE AFRAID TO NETWORK!!

In Person

It's NOT Spamming!!!

WWW.score.org



"“Your network is your net worth.” - Porter Gale

77,5

y \ “{ fisin

Why Network?

Find New Clients (of course)

Find New Hires

Expand Opportunities/Collaborations
Learn From Others

WWW.score.org



! 25 linkedin.com/in/nicksing/

B e ax = o 8 0 Your LinkedIn Presence

WE ARE

COMPUTER

Get the latest
ITMANAGED SERVICE SERVICES TECH
PROVIDER TO ALL SIZE OF s
BUSINESSES S
" We are the best Cloud solution for your
business " Patty, explore r
with J. P.
Nick Slngh - 2nd E Computer Services Tech
Founder/CEO - Managed Service Provider (MSP) | Cloud laaS/PaaS/SaaS | o People_yo’u may
Citrix DaaS/SPA | DevOps | IoT | BDR | M365 | Migration | Cybersecurity | & [T Certifications From Nick's con
Architecture & Design Solution | Help Clients in Azure, AWS & GCP Platforms. e Shahd: 25 linkedin pany/ ter-services-tech/ Q 3
Miami-Fort Lauderdale Area - Contact info Informa °
i a HH
https://computerservicestech.com System m Q Search ® a2 - ® - @ ==
il P = Home My Network Jobs Messaging  Notifications Me v For Business v
1,327 followers - 500+ connections ( 2 C
9" Jonathan Deli is a mutual connection bsee ! R
Taimoa
+ Follow View in Sales Navigator Office REVOLUTIONIZE CLOUD TRANSFORMATION
Service Trusted, IT Managed & Cybersecurity Services

secee

Geo
Highlights

#% Tmutual group 7" DevOps Training m Farwat

Computer Services Tech

Technology Advancement Begins Here - Let's work together to achieve your business objectives!

()
IT Services and IT Consulting - Fort Lauderdale, Florida - 372 followers - 2-10 employees .
Pages people also viev
+ Fotow ©

MarketsandMarkets™
Business Consulting and Se
124,040 followers

L@ David H. &4 other ¢
follow this page

ONLY ONE! Aot

o

Home About Posts Jobs People Insights Events

CST s aleading IT Managed Service Provider (MSP) that delivers a wide range of IT solutions to businesses of all sizes. a Computer Repair Nez
We specialize in providing comprehensive IT support, including helpdesk management, network infrastructure, cloud ~= Information Technology & St
g f: e ; E E development/migration, cybersecurity, backup an ... see more 6 followers

Show all details -

The Cannon Moveme
Wellness and Fitness Servic

More than one!

POWERED BY

®
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You Your1¥level connections Your 2™ |level connections Your 3rd level connections
(People you are connected) (People your connections are
connectedto)

WWW.SCore.org




Did you know about Articles and Newsletters?

P .
L H = » [ : ¢
Home My Network I Notifications Me v For Business v Adverti
@ LinkedIn News
: Start a post
: e Hasbro laying off 20% of workforce e v @ 5}

— 11h ago - 28,515 readers
@& Media & Job S Write article

e Sports lllustrated chief ousted

Patty Ross 11h ago - 1,244 readers
Sortby: Top v

Marketing Agency|Promotional
Products|Board Member|10KSB

Publish as

e This year's top Google searches

Alum|Marketing Training 11h ago - 14,850 readers
a Comment
e NYT hires Al editorial director @ Patty Ross
Profile viewers 334 11h ago - 256 readers
Postimpressions 927 & Lex Roman (She/Her) - Following eee X o Paramount's future up in the air? - »
\i Make smarter marketing bets with Growthtracker... 11h ago - 12,892 readers m
1h- ®

Strengthen your profile with an Al
writing assistant Congratulations to Leuwam Tesfai and Sally (Last) Hamacher on being named
Get 50% Off Sales Nav al
to Emory's 40 under 40!

Show more ~

...see more Ad

A My items Get the latest jobs and industry news

% Golden State Marketing

My pages (5)
T, California Wine Marketing

peorl - PearlTrans Logistics

Page notifications 4 Padb

aOOOOOOx

POWERED BY

WWW.SCOre.org SCORE 4 SI?/I\
)

®



m Q Search L, as = ® Q o «

Home My Network Jobs Messaging Notifications Me » For Business v Advertise

’ Marketing News, Tip... Style B I o— 3— 144 {} C‘? (/) < Manage Next =

SEO settings
Drafts
Scheduled
. Published
Create article

We recommend uploading or dragging in an image that is 1920x1080 pixels Newsletter ~

‘ Marketing News, Tips &

(.’I, Upload from computer) Hacks

4+ Create a newsletter

Help

Give feedback

Title
Q’GW m Write here. You can also include @mentions. ®

POWERED BY
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Access Criteria for LinkedIn Newsletters

*Audience Base: More than 150 followers on company page or connections (profile-may be
less now)

*Content Sharing: Recent shares on LinkedIn of any type of original content (including short
form posts, images, videos, events, polls, and articles).

*Good Standing: A history of abiding by LinkedIn's Professional Community Policies and
maintaining a good standing record.

WWW.score.org




®® 2 = o a2 @ =

Home My Network Jobs Messaging Notifications Me v For Busi

. ey T ST R Y S A R TS <o
y on Rose Huie's post in Social Media Marketing Group by
Connect365.io

Get the latest jobs ani

Patty, explore relevai

Great Post!

How to find clients Based on the survey that was done, it
seems that how to find clients is the top challenge for new...

197 Reactions - 61 Comments

with Mind|

e New from Kalika Yap in Kalika Yap Newsletter: The Thief 6f Joy ( Follov
(@]

3d About  Accessibility

Privacy & Terms ¥

Sanjay Chaturvedi commented on Valerie Gilchrist's post:
(o) Agree. In addition each season serves it's purpose too.. =@ vee

Advertising  Busine
Get the LinkedIn ¢
3d

as New from Daniel Robbins in Impact TV: Founder's Story with Linked ] LinkedIn Cor
@O Stephen Byrd & Fernando Correa siels
Trending post from Foundation for Women Warriors: We 3d
would like to wish Mrs. Lena King, one of the last living s
members of the 6888th Central Postal Directory Battalion, a...
120 Reactions - 10 Comments
ERA77 New from Razz Professional Services, Inc. in Razz Pro Tech 3d
" Tips: Privacy and Search: Options Beyond Google e
3d

& Joe Apfelbaum answered the question: What are the best

POWERED BY
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DR

E NEWSLETTER
Marketing News, Tips &
Hacks

Learn the latest tips and tricks of marketing strategy and
content

" 14 By Patty Ross Published monthly
‘ g Digital Marketing Maestro 4 | Marketing Coach|Ma.. 1,302 subscribers

16 editions ( Create new edition )

Published 1 week ago

Lo4S rmenter
NAGEME
M TERNET

‘ﬁ(w_ MEPIAgR ANDING

THE Al MARKETING TRAP: HOW DOING IT ALL YOURSELF
KEEPS YOU WORKING IN YOUR BUsinEss—noT oniT [l Golden Stute

WWW.SCOre.org SCORE .4 oy
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1,302 Subscribers

CMP, + Follow

Chief Executive Officer | Avo Solutions |
Delivering Strategic Initiatives |
Achieving Value Through People,
Processes and Results

8rd (‘l Message)

Software Test Engineer

= , (‘l Message)
Entrepreneur | Expertuse in Business

Development and Headset
Technology | Specializing in
innovative Business Solutions and
Unified Communications as a
Service (UCaaS) technology.

. <=+ Connect)
Student at California State

University, Los Angeles

@ TEEE 7« (1 Message)
Top 25 Up-n-Coming Quickbooks

ProAdvisor 2024, Tax Practitioner,

Speaker, Small Business Accounting

WWW.SCore.org
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BEST TIMES TO POST EACH DAY

WWW.score.org

Day of the week Time
Monday 11:00 AM
Tuesday 6:00-8:00 AM

Wednesday 12:00 PM

Thursday 2:00 PM

Friday 8:00 AM
Saturday 4:00-5:00 AM

Sunday 6:00 AM

EEEEEEEEE

ﬁ
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Linked [} @
i

How to find leads on Linkedin




Growing Your Network Do’s

= N

. Keep your profile updated
2. Add connections to your network

a. Look at who viewed you

b. Former clients

c. Connections of your 15t connections

d. Do searches for specific people or companies
Follow your current clients and prospects
Write recommendations
Ask for recommendations
Join groups
Use LinkedIn to celebrate the accomplishments of others
Share your link on website, social, email signature, email campaigns
etc

© Noubhw

WWW.score.org



o, =y 3] :
m Q mechanical engineer 0 1 -— @ F— @

Home My Network Jobs Messaging Notifications Me v

Connections v Locations ~ Current company ~ All filters

Messaging 4 Clark Whitwell

e . . Chef. Blogger. Taste Creator.
Phillip Fuelling - 2nd Connect =
Get the I Q Search messages =

Mechanical Engineer
Reno, NV

. Clark Whitwell 11:00 AM
Current: Mechanical Engineer at RHP Mechanical Systems dba Ray Heating Products, Inc. - & Clark: Hey Henri, | was
22 John Compisi is a mutual connection wondering if you could take a...
Scott Bradbury 912 AM
' Porde S. - 2nd Connect Patty, expl Scott: It's my pleasure
Mechanical Engineer wit
Irvine, CA
. " . . . i Mar 20 Is
Current: Mechanical Engineer at Green MEP Engineering Consulting K.ate at Linkedin il
o llie Shevli hn Viszl d h 1 . y LinkedIin Offer « Find the right
a2 Kellie Shevlin, CEM, John Viszlay, and 12 other mutual connections Borsan foF Yol tola

Clark Whitwell - 1st
Chef. Blogger. Taste Creator.

TODAY

Clark Whitwell « 11:00 AM

Hey Henri, | was wondering if you could take a look at my profile
and see if you could spot any errors. Just need another set of
eyes on it. Thanks!

Add a note to your invitation

Linkedin members are more likely to accept invitations that include a

Absolutely ] ‘ Of course J L Sure thing |
personal note. 5

Sure thing, I'll get right on it. A~

Hey Julia!

It was great meeting you at the conference last week. Let me know how
your project goes!

B @ oF © %

Henri

Cancel

POWERED BY

®

WWW.SCore.org SCORE & SI?/I\
)



linkedin. ct [people/?key ds="environmental%20engineering"%20and%20"owner"&origin=GLOBAL_SEARCH_HEADER&sid=*wQ h % @

°® - .
m Q "envircnmental engineering" and "owner" ® aa — @ Q @ =

Home My Network Jobs Messaging Notifications Mew Work'¥  Post a job for free

See all results

1/results/people/?keywords="environmental%20engineering"%20and%20"owner"&origin=GLOBAL_SEARCH_HEADER&page=2&sid=*wQ

11} - e A
m Q, "environmental engineering" and "o 0 [ 1) - 9 Q @ =2

Home My Network Jobs Messaging Notifications Mew Work ¥ Post a job for free

&

‘ Connections ¥ ) ( Locations v Current company v \ All filters )

About 15,000 results

Ad eee
Storm Goranson - 3rd+
. Owner, Environmental Engineering Associates Inc.

Santa Rosa, CA LIEF
LABS

Get the latest jobs and industry news

Past: Owner at Envi ineeri iates Inc. and Best Septic Inc.

Chris Wabuzoh - 3rd+
. Owner, Sequoia Environmental & Engineering Services
7 Oakland, CA

Current: Owner at Sequoia Environmental & Engineering Services

Patty, explore relevant opportunities
with Lief Labs

Gaylen McKinley - 3rd+

’ Owner, McKinley Environmental & Engineering Consultants
Barnesville, GA
Current: Owner at McKinley Environmental & Engineering consultants

Linkedln Member
., Owner at Civil and Environmental Engineering Services, LLC
o Nashville, TN

Rafat Adhami - 3rd+

Owner, bio-environmental & engineering inc.
Tulsa, OK

Current: Owner at bio-environmental & engineering inc.

Linkedln Member

. Owner, Big Sky Environmental Engineering
Thompson Falls, MT
Current: Owner at Big Sky Environmental Engineering

John Gittins - 3rd+
., Principal Engineer at Gittins Environmental & Engineering, Inc.

Mission Viejo, CA
Current: Owner at Gittins Environmental & Engineering, Inc. @ Messz

POWERED BY
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Try Different Boolean Searches

“English Teacher” and “LAUSD”
“English Teacher” and “LA Unified School District”

“English Teacher” and “Los Angeles Unified School District”

“Senior Partner” and “law firm”

“President” and “law firm”

Golden Stute

“Executive Director” and “law firm”

Note: Without the “ ” around two words, ie. “account manager”, it will show results
for everything with “account” or “manager”

WWW.score.org



So How Do | Grow My Social Media Following?

_—_I' lnl lm.l ]ﬁl I@J ||

WWW.Sscore.org



So How Do | Grow My Social Media Following?

 Be Regular and Consistent

e Speak to Your Market

 Have a clear brand “voice” and brand identity
e QUALITY CONTENT

* |Include Social Media Follow Buttons Everywhere Possible (check links!)
* Follow Influencers and Share Their Content

 Remind Your Email Subscribers About Your Social Accounts
e Respond to Your Followers

* Use Hashtags Where Appropriate

 Make It Easy for Others to Share Your Content

e Use Your Stats to Identify Popular Posts and Topics

WWW.score.org
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ONE BLOG POST INTO 33 PIECES OF CONTENT

Shared to
YouTube

Shared to
YouTube

blog

Shared to
»  YouTube
Shorts
o| Sharedto Facebook
Pinterest post
TikTok Shared to
R fa > S"Iﬂ'ed | > Pinterest
point 1 DeR
| Facebook
TikTok w/ Tik'l"ok Shared to post
general P
explanation point 2
Shared to
Pinterest
AL Shared to
point 3 L
Facebook
post
Shared to
Instagram
Shared to
Blog Post Pinterest
YouTube
Lt on“ i) Shared to
highlight 1 AR
YouTube
video on the
YouTt
topic R Sho:“m"'ﬁ., Shared to
highlight 2 Pinterest
st ot witeo sShared/o
highlight 3 Elatsieat
E- Shared to
- . L | Facebook
mail Instagram
Carousel
Shared to
Pinterest
LinkedIn post
leading to the yiliSnaredion
personal page

Shared to
‘YouTube

CONTENT JOURNEY MAPPING

What would your map look like?
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®
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CO nte nt P | I I arS Educational Content: Inspirational Content:

This type of content seeks to This type of content aims to
Content pillars are the key topics inform and educate your inspire your audience and create

y y pire 'y
or themes that your brand's audience. It's designed to provide an emotional connection with
content will revolve around. They value, bu_lld trust, and posm_on_ your brand. I.t often |r-1clu.des

: your business as an expert in its success stories, motivational
provide structure to your content : . : .

_ field. Examples include how-to quotes, customer testimonials,
strategy and ensure consistency guides, FAQs, tutorials, and and behind-the-scenes stories.
In your messaging. industry insights.

Interactive Content: Promotional Content:
h o This content engages your This type of content directly |
T e 4 Maln Types audience in active participation. promotes your products or services.
It's designed to boost While it's important to not overuse
of Content engagement and foster a sense of this type of content (as it can come

off as salesy), it's crucial for driving

community around your brand. conversions. Examples include

Examples include quizzes, polls, product spotlights, sales
va contests, user-generated content, announcements, special offers, and
and Q&A sessions. case studies.
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~ 70-20-10
RULE

20%
Emotional

Company culture, core
values, milestones; fun,
funny, inspirational.

10%
70% Promotional
Directly promote

a
Informational your products or

Education, advice, how-tos, important
updates (e.qg., hours changes),
industry news and insights .

YOUR POSTS SHOULD BE:

WWW.ScOre.org



Content Pillar Examples For business that helps business with company culture,
leadership building skills, employee retention plans and more.

1.Leadership Development: Share content around effective leadership techniques, leadership workshops, coaching sessions, and success stories of leaders who
made a difference. Highlight your company's involvement in these areas. Discuss topics like "What makes a great leader?", "How to lead remote teams
effectively?", or "Leadership styles and their impacts".

2.Company Culture Enhancement: Discuss why company culture matters, ways to improve it, and the role it plays in business growth. Share tips and tricks,
your company's success stories and case studies related to culture improvements. You can also discuss the role of diversity and inclusion in building a vibrant
company culture.

3.Employee Retention: Content can revolve around strategies for retaining employees, the cost of turnover, and benefits of having a low turnover rate. Case
studies and evidence-based approaches can form a big part of this pillar. Talk about "Why employees leave and how to prevent it?", "Role of rewards and
recognition in employee retention", etc.

4.Skill Development & Training: This could include content about the various training programs that you offer, why they are important, how businesses can
implement them, and the results they can achieve. Talk about "The role of continuous learning in the workplace", "How to develop a learning culture?", and so
on.

5.Team Building: Share about different team building activities, their benefits, how to implement them and success stories. Posts can include "Why team
building activities are important?", "Virtual team building activities in the era of remote work", etc.

6.Industry Insights & Trends: This is where you could share industry-related news, trends, and statistics. This pillar helps to position your business as a thought
leader. You could discuss changes in HR practices, impacts of the digital transformation on company culture, and so forth.

7.Testimonials & Success Stories: Share stories of businesses that have seen improvements in company culture, leadership, and employee retention after
working with your company. These could be testimonials, case studies, or simple quotes from satisfied clients. This pillar serves as a trust builder.

8.Company Updates: This can include news about your company, team introductions, behind the scenes, or company events. This helps followers to connect
on a deeper level with your brand.
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Content Pillar Examples For A Winery
Pick up to 4

A o

1.Vineyard Life: Posts under this pillar could include behind-the-scenes glimpses of daily life at the vineyard, such as
harvesting grapes, the wine making process, or photos and videos of the beautiful landscape. This helps audiences feel
more connected to the product and the people who make it.

2.Wine Education: This could be a series of posts that educate your audience on different wine varietals, how to taste
wine, the process of winemaking, wine pairing suggestions, and more. This pillar can position your brand as an
authority in the wine industry and can also provide value to your followers.

3.Events and Tastings: Share information about upcoming events, tastings, or tours at the winery. This could include
photos and videos from past events to entice followers to attend future ones.

4.Promotions/Special Offers: Share posts about wine releases, special promotions, or discounts. This can drive sales
and also keep your audience informed about new products.

5.Community Engagement: Highlight local partnerships, charity events, or community initiatives your winery is
involved with. This helps to build a sense of community and shows your commitment to local causes.

6.Sustainability Practices: If your winery employs sustainable farming or winemaking practices, sharing posts about
this can resonate with eco-conscious consumers.

7.Testimonials and Reviews: Share positive reviews and testimonials from customers. This can build trust with
potential customers and foster a sense of community among your followers.

8.Pairings and Recipes: Share food and wine pairing suggestions or recipes. This not only educates your audience on
how to best enjoy your wines but also provides them with practical value they can use in their daily lives.

Remember, the key with any content pillar is to create engaging and valuable content that resonates with your target
audience. Tailor these suggestions to fit your specific brand and audience.
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Content Pillar Examples For A Travel Agency

1.Destination Spotlights: Highlight different destinations, providing information about culture, local attractions, cuisine, and
unique experiences. This can inspire customers and give them ideas for their future travels.

2.Travel Tips and Advice: Share practical advice and tips for traveling, such as packing lists, best times to visit certain places, or
how to navigate local customs. This can help establish your agency as a helpful resource for travelers.

3.Customer Testimonials and Stories: Share stories and testimonials from customers who have enjoyed trips organized by your
agency. This can provide social proof and inspire other customers to book trips.

4.Behind-the-Scenes: Show your audience how your agency works, including how you choose and plan for destinations. This
can help customers understand the value of using a travel agency.

5.Travel Deals and Promotions: Regularly share current deals, special packages, or promotions your agency is offering. This can
drive bookings and keep your audience informed about potential travel opportunities.

6.Educational Content: Create content that educates your audience on various aspects of travel, such as understanding travel
insurance, visa requirements, or sustainable travel practices.

7.Local Culture and Traditions: Share content that highlights the culture and traditions of various destinations. This can provide a
more in-depth understanding of the destinations and make them more appealing to travelers.

WWW.Score.org




Content Pillar Examples For A Non-Profit

1.Impact Stories: Share stories that demonstrate the impact of your organization's work. This could include success stories, testimonials, or before-and-after
scenarios.

2.Educational Content: Educate your audience about the issue your organization is addressing. This could include statistics, research, infographics, or articles
about the issue.

3.Volunteer Highlights: Showcase the work of your volunteers. This could include volunteer profiles, stories of their experiences, or posts thanking them for their
contributions.

4.Donor Spotlights: Highlight stories from donors or fundraisers, why they support your organization, and what giving means to them. This can encourage others
to donate as well.

5.Behind-the-Scenes: Share what goes on behind the scenes at your organization. This could include posts about your team, the day-to-day operations, or how
projects are managed.

6.Events and Fundraisers: Promote upcoming events or fundraising campaigns. Share photos and updates from past events as well to show the community and
excitement around your organization.

7.Advocacy and Activism: Share content related to broader advocacy efforts related to your cause. This could include news updates, ways for supporters to get
involved, or resources for learning more.

8.Community Engagement: Highlight your organization's involvement in the local community, partnerships with other organizations, or community events.
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Let's Talk About The Process...
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Calendar!
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Calendar!
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e plan out social media, emails, blogs to sync efforts
e Plan ahead!
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- Takes dwdy the overwhelm of whde Lo socidl post, emdil, blog

e Plan dheaqd! Q%4 should be planned out by end of /\uguse New yedr should be
wrapped up by end of November.

'« UUse calendar for planning and drchive purposes.

- Helps sync e-mail cqmpqigns and socidl media posts!
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¢ Home File W Resize Wl cf ! October 25, 2018 10AM TO 5PM Science cent... % Upgrade Share i

(B

Temglates

CONCERT
AT.THE
HUB

OCTORER I, 2010
A0AM TO GPM

BCIENCE CENTER
2408 SCIENCE CENTER DR,
FAMAMA, FLORIDA

Millennial Style: FOR MORE BETAILE, VIBIT
A Fashion Show WWH.CAREEREEFD. COM

A

+ Add a new page

e Elasy to design ANY marketing graphics
create! . Femplate.s for every type of socml.medla post
e inexpensive. PAY for the pro version. More features than
free version!
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|
. ) . - Golden State Marketing ~
| metrlcml Analytics Inbox SmartlLinks Ads @3 fEWinm™

a Calendar + CREATE NEW POST (@ PREVIEW FEED L1 NOTIFICATIONS i IMPORT/EXPORT CSV v

40 History E Aug 8, 2023 9:28 AM

AMERIGA/LOS_ANGELES v

< Aug 6, 2023 Aug 12, 2023 > (©) BEST TIMES v e ¥ A

‘= Autolists
Sun 8/6 Mon 8/7 Wed 8/9 Thu 8/10 Fri 8/1 Sat 8/12

BAM

9AM Leki-k- 9:00 AM
S — Today's spotlight is on us, the
bridge between siblings! Happy...

10AM 10; 10: 10, 104 (2)10:4 u Be

hink Thinkl Thinkl Think]  AM

HAM LY KRy BBy B QCHE

- iyoul Hyoul Hyoul| tyou]|  AM
to drifl to drifl to drif to drif 11
busind busing busin busini
12PM frvunrn) feriiial [::]
| 1PM
|
2PM
| 3PM
|
| 4PM .
5PM

~ FeaturesIlike:
metricoo

e Multischedule posts
e Evergreen
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#mondaymotivation
#mondaymood
#mondaymorning
#mondayblues
#mondayfunday
#mondaynight
#MondayMemories
#MeowMonday
#MancrushMonday, #MCM
#MusicMonday
#MarketingMonday
#MeatlessMonday
#MaxoutMonday
#MondayRun
#MondayOutfit
#MindfulMonday
#ManicureMonday
#mondayquotes
#mondayssuck
#mondayoff
#mondaymuse
#ManicMonday

Tuesday:
ftuesdayvibes
#tuesdaythoughts
fitiptuesday
Htuesdaytreat
ftuesdaytruth
ftuesdaytrivia
#transformationtuesday
#TastingTuesday
#TechTuesday
#TopicTuesday
#TravelTuesday
#TastyTuesday
ftuesdayvibes
ftuesdaythoughts
ftuesdaytip
ftuesdaytreat
Htuesdaytruth
ftuesdaytrivia
ftuesdayturnup
ftuesdaylook

WWW.score.org

If you are going for a more upbeat approach, #MondayMotivation is a great hashtag to show photos of a fantastic meal, a great workout, a team photo at th
Monday Mood is a popular hashtag to show off afunny photo of a pet, start conversations surrounding being groggy from the weekend, or post an industry

Feeling a little low after the weekend? People use this hashtag to share ways to counteract melancholy on Mondays.Popular content shared using the #Mo

This hashtag is a great way to wax nostalgic at the beginning of the week.Post a memory from your business’s past or celebrate an anniversary that fallson t
Any excuse to post a cute cat photo isagood one. Many use this hashtag to share adorable pics of their feline companions.|If your business has an in-house«
This hashtag is a trend on social where people reveal a male crush, typically accompanied by a photo. A professional take on this hashtag is to feature men y
People use this hashtag to tweet about their favorite music or what they’re listening to right now. They also use it to share inspirational stories about musi

Hashtag Days

This hashtag is a way for people to give helpful tips on pretty much any topic. Use this hashtag if you've got some industry advice you’d liketo shareand it t

A popular hashtag for fitness coaches and businesses to show off the physical transformations of their clients, whether that be weight loss or musclegain. Y
Manage a social media feed for a restaurant, winery, or chef? Use this tasty hashtag to share all the delicious meals and dishes you’ve cooked up for custom:
Thisis a great hashtag to share all the latest gadgets your business uses or sells. You can give tech reviews, offer up cool tips and hacks, or you can just show
#TopicTuesday is a good opportunity to focus your posts on just one topic for the day. This topic can be anything related to your business, industry, or trer
#Travel Tuesday is for the voyager in all of us. People typically share vacation pictures, ask for travel tips, or express their desire to travel somewhere.|f you'r

®
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z CONTENT PILLARS

Use ChatGPT to create your content Use ChatGPT to create your content pillars:
pillars: On the paid version, select GPT4 On the free version, select GPT3.5 and
- ; g e and copy/paste in the following prompt:  copy/paste in the following prompt: Create
These themes, sometimes called ‘buckets’, are SpeCIf:‘IC to your Create content pillars for my business to  content pillars for my business to use for social
brand and should reflect the most popular content with your ,ce £6r social media. My website address media. My business is (describe in detail what
: online agd|enc§. Conten't pillars are t'hree to five topics your is (insert ENTIRE url here type of business you have and who you serve.
brand will consistently discuss, amplify, and create content for  ht:/avww.website.com). Create content The more detail you can give, the better the
on social media. You should consider using pillars that touch pillars that will be a mix of the 4 content  response) Create content pillars that will be a

In the context of social media marketing, content pillars are a
set of themes or topics that your brand can use to create posts.

upon the 4 main content types (educational, promotional, : types including promotional, educational, mix of the 4 content types including
inspirational and engaging)You can also use your content pillars  inspirational and engaging. promotional, educational, inspirational and
for emails and blog content. engaging.

ChatGPT will give you 8-10 pillars. You DO NOT have to create
content for all the pillars suggested. Pick the top 4 that you can create
content for on a weekly basis. You can add in a few other pillars if you
want to add additional content beyond the 4 main pillars.

& Your Content Pillars (paste from ChatGPT)
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Al - JANUARY HOLIDAYS
A B c D E F G H 1 J K L M N o]

1 JANUAIilY HOLIDAYS Check Holidays To Promote
2

°  WINE 1/1

4 National Bl Mary D (]
5 National Hangover Day O
6 New Years Day
7

8 1/2

9 National Buffet Day a
10 National Cream Puff Day a
n National Personal Trainer Awareness Day a
12 National Science Fiction Day a
13 National Thank God It's Monday Day - First Monday in a
14

15 1/3

16 i | Ch r O
7 National Drinkin raw D a
18

19 1/4

20 National Missouri Day a
2 National Spaghetti Day
22 National Trivia Day a
23

24 1/5

25 National Bird Day a
26 National Keto Day a
z National Screenwriters Day g
28 National Whi ream D. a
29

3 1/6

3 National Bean Day a
E National Cuddle Up Day a
3 National Shortbread Day a
34 National Technology Day a
35

% 1/7

¥ National Bobblehead D ]
s National Tempura Day (]
39 National PI ide Day - Fir: r Ev Month a
40

“ 1/8

@ National Argyle Day O
w National Bubble Bath Day O 9&%}@ m
44 National English Toffee Day a
45 National JoyGerm Day (]

National Winter Skin Relief Day (]

»5 Y o
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JANUARY

Holiday

Event

Email Campaign
Website Blog

_"“ Media w
Social Story

Social Media Video

14

21
National Hyaluronic Acid Day
National Hyaluronic Acid Day
sale on Hyaluronic Acid Serum
sale on Hyaluronic Acid Serum

New Year's Day
New Year's Day
International Self Care Day
International Self Care Day
5 Tips For Fresh Winter Skin

8
Ask A Question
How many skin care products
do you use?
January Resolution Sale

15
MLK Day
MLK Day
MLK Quote_I had a Dream

22|
#motivationmonday
Aging Gracefully Quote

#motivationmonday
Changing your skin routine|

+ = s ~

CONTENT FILLARS ~

Tuesday

January Resolution Sale
and Fairfax Farmers Mkt
January Resolution Sale
January Resolution Sale

9
Blog: Menopause & Aging Skin

Blog: Menopause & Aging Skin
Blog: Menopause & Aging Skin

16
IContest:Win a skin care trig|
IContest:Win a skin care trio
IContest:Win a skin care trio

Wednesday
#wellnesswednesday
Skin Care Tip: Vitamin C
Skin Care Tip: Vitamin C

10
#wellnesswednesday

Skin Care Tip: Sun Protection
Skin Care Tip: Sun Protection

17
#wellnesswednesday
Skin Care Tip: Food For Skin
Skin Care Tip: Food For Skin

23]
January Resolution Sale

CONTENT IDEAS ~ VIDEO

CONTENT IDEAS ~ JANUARY -

24
#wellnesswednesday
Skin Care Tip: Jade Rollers
Skin Care Tip: Jade Rollers

31

#wellnesswednesday
Skin Care Tip: Jade Rollers
Skin Care Tip: Jade Rollers
January Resolution Sale

JANUARY HOLIDAYS ~

JANUARY SOCIAL POSTS ~ FEBRUARY ~

I[How to use product video
Lavender Face Wash

11
[How to use product video|

Hyaluranic Acid Serum

18
How to use product video
Extra Creamy Night Cream

25
[How to use product video|
Tea Tree Face Oil

EBRUARY HOLIDAYS ~

Fairfax Farmers Market
Fairfax Farmers Market

12
Fairfax Farmers Mkt

19
January Resolution Sale

26

FEBRUARY SOCIAL POSTS ~ MARCH ~

13
Fairfax Farmers Market

20

27

M

B2C Version
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B2B Version

#marketingmonday

WWW.score.org

Sunday

1"

18

25

Monday Tuesday
S\ 6
Webinars Email w Social Media Essentia
‘Webinars Email-Same Day | Art
#MarketingMonday
Quote 23
12 13
Webinars Email Webinar: E-Mail Essentials
Webinars Email-Same Day
#MarketingMonday
Quote 24
19 20|
President's Day Webinars Email
Social Media Post
Webinars Email Webinars Post
#MarketingMonday
Quote 25
26 27
Webinars Email Webinars Email
#MarketingMonday
Quote 26

FEBRUARY
Wednesday

Blog:AI mruun
Blog:AI Marketing Tips

14
Valentine's Day
Valentine's Day
Webinars Email

Int'l Book Giving Day
Int'l Book Giving Day
Fave Biz Book?

21
Webinar: Social Media DIY
Webinars Email-Same Day

28
Webinar: Marketing With AT
Webinars Email-Same Day

Thursday

#ThursdayThoughts
Quote 17

8
Webinar: Marketing Plan 101

ps| Webinars Email-Same Day

#ThursdayThoughts
Quote 18

15
#ThursdayThoughts
Quote 19

California Day
California Day

#ThursdayThoughts
Quote 20

29

#ThursdayThoughts
Quote 21

Friday

Webinars Post

Random Acts of Kindness
Random Acts of Kindness

16

23

COLOR-CODING KEY:
Holiday

Event

Email Campaign
Wobsite slog

Sodal Hdlt M
Social Story
Social Media Video

Saturday

Webinars Post

17
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2 THEME CAPTION LINK (IF ANY) HASHTAGS GRAPHIC EDITS APPROVED PUBLISHED

+

T

Cheers 1o a

. -
We want to thank you for being loyal "}{a p py *
i New Year customers. friends and family throught the #skincarecompany C K] |:|
year. We wish you the best and brightest new fnewyear2024 ch w y& a r
year ahead! .
My FIU BCCOMO IS PO QO anc
chase your droarm n the wpoo iy yoor
+
* .\‘
O N
&
v
L
On this day of self care, we want to share 5 ‘
tips on keeping your skin healthy in the ttskincarecompany 4
winter: 1. Drink plenty of water. 2.Use ttinternationalselfcareday & ’ p
International Self  heavier molsturizer than usual 3. Use X s o tiskincare #beauty T s
www.skincare comfwinterskin . D
Care Day hyaluronic acid serum 4. Eat plenty of frults — #skincareroutine #beautifulskin
and veggles 5. Cover your face when possible tselfcare INSTAGRAM: #instaskin o > -
from the elements. Check out our shop for #tskincareofinstagram —=
winter skin products. 3 2
ntem:tional
LEEE R
s s ol &
3
JANUARY
RESOLUTION SALE:
=] FACE SERUM
Make one of your new year's resolution to #skincarecompany #skincare  ( o
. take better care of your skin! We have the itbeauty #skincareroutine -
9 January Resolution products to help you out on sale now www.skincare comfanuaryresolut #tbeautifulskin fiselfcare e | P an v a
Sale through January 15th. Get your cleansers, INSTAGRAM: Hinstaskin
serums, lotions and creams now! #tskincareofinstagram ‘
WELCOME ~ HASHTAG DAYS + BLOG CONTENT +»  EMAILCONTENT v  CONTENT TYPES CONTENT PILLARS ~ CONTENT IDEAS ~  VIDEO CONTENT IDEAS +  JANUARY ~

JANUARY HOLIDAYS ~  JANUARY SOCIAL POS
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BLOG CONTENT

Instructions: Put all your blog topics on this page.

You can then create a blog image for the You can use the approval check marks as you wish depending on
website(check your website platform for blog header how your organization works and how many people involved in
size) and one for social media to promote the blog  the blog creation.

(1080x1080 will work for most social platforms)

Once you create your blogs, you can move the  You can use the color key for Website Blog and

blogs to each month's calendar and add them to  Linkedin Article. A Uinkedin Article is basically a blog. N
the social media and email content for each Always post to both your website and Linkedin If you

month use both.

Go to Insert>Insert Image In Cell to add your images  Go to Insert>Insert Image In Cell to add your images

here here
Blog Topic Google Drive Link Blog Image Social Image Topic Approved Blog Approved Published Publish Date
Benefit Of Benefit Of
Hyaluronic Hyaluronic
Acid Acid

For Your Skin For Your Skin

% 5 https://docs.google.com/document/d/1 7AayfERsXSFMu[nwbkPOeew2 e Wbk
Benakis of Hysiranic /vad YWiwXgmnCmFEbywzE6d /edit — -— I:I D [:]
Asaists s the Nealing of Aaiata in the hesling of
o weurdy
" Smavthera ort the fexture [ —
o the skin of the shin
Aeticagag prapartion ey Anticaging prapestion
- e ! Whincare.com &N @w-uu.«-

https://docs. le.com/document/d/17Aayf6RsXSFMu|nwbkPOeew2 |:| D [:]
How To Eat To Help Your Skin yWiwXgmnCmFEbywzEed/edit

https://docs.google.com/document/d/17AayfoRsXSFMu|nwbkPOeew?2 D D D
What Medications Do To Your Skin yWiwXgmnCmFEbywzE64/edit

https://docs. le.com/document/d/17Aayf6RsXSFMu|nwbkPOeew2 D D [:]
5 Nightly Skin Routines to Reverse Aging yWiwXgmnCmFEbywzE64/edit

[ 1 | m] 0

Ve -
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EMAIL CONTENT

For each email,
include the topics
for each emai
separately if you will
' have more than one

topic. Add mare
columns if you have
maore than 4 topics
in your emai.
Goto Goto
Insertsirsen  Insertslrsent
Image InCell to Image In el to
Go to Insert>lrgert image s Coll 10 add pour images GO to Insert>Irsert image b Call 10 add ypour images  add your add your
here here images hare images hare
EMAIL DATE Topic 1 Topic 2 Topic 3 Topic4 Link1 Link 2 Link3 Link4 Graphic1 Graphic 2 Graphic3 Graphic 4 Subject Line Preview Line EMAIL APPROVED EMAIL SCHEL
- >
. l -
' ) ] ‘. -
’4 Trestwent .
N7 Femac
s LT
skincare.co m% \RESOLUT|°N FARMER'S ‘ . . New Year's Don't Miss Out On
' January2  January Resolution Sale Fairfax Farmers Markat miresolutio Doverial § ME MARKET Resolution Sale  Your Skin Care (|
———  armersmar >s A A
nsale ket Happening Now Faves!
e vl /% - o
30% { : 4 )
3 \ J E J
rows oo #
O O
! O O
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Don’t Chase Followers. Focus on Content to Create Fans.
That Turn Into Customers.

WWW.score.org



Give It Some Thought!

1.Assessing Your Capacity and Skills:
Do | have the necessa ime and ski o effectively manage my business’s social media presence?
2.Am | able to stay up-to-date with the rapidly changing landscape of social media platforms and algorithms?
2.Understanding Your Business's Needs:
1.What are my business’s specific goals for social media, and do | have a clear strategy to achieve them?
2.Have | identified which social media platforms are most beneficial for my business’s target audience?
3.Evaluating Content Creation and Management:
1.Can | consistently produce high-quality, engaging content that resonates with my audience?
2.Do | have a system in place for scheduling and analyzing the performance of my content?
4.Considering the Financial Aspect:
1.Is managing my social media in-house cost-effective when considering the time and resources required?
2.Could investing in professional social media services potentially offer a higher return on investment through more effective strategies and
execution?
5.Thinking About Brand Growth and Engagement:
1.Am | able to effectively engage with my audience and build a community around my brand?
2.How well do | understand social media analytics, and can | use this information to drive better engagement and achieve my business
objectives?
6.Reflecting on Professional Support:
1.Could professional guidance help me avoid common pitfalls and accelerate my business’s growth on social media?
2.What value could an expert bring in terms of creativity, strategy, and technical skills?
7.Looking Ahead:
1.What are the emerging trends in social media, and how prepared am | to adapt my strategy to take advantage of them?
2.As my business grows, how will my social media needs change, and how can | plan for this evolution?
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Jogp Lo My Lepertise!

Schedule a Strategy Session Today'!
callwithpatty.com

Join The Marketing Lab
LinkedIn Group:
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Helpful Links

* Find SCORE resources for small businesses at
www.score.org/templates-resources

* Find more SCORE live and recorded workshops and
courses at www.score.org/get-business-training

* Book an appointment with a SCORE mentor at
www.score.org/find-mentor

WwWWw.score.org
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