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Communications Tools and Best 
Practices for Your Business
Tools,  strategies and best practices to effectively communicate 
with your target audience(s) and members of the media to get 
your business noticed!
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Providing free 
business advice 
and mentoring

Offering low or 
no-cost business 

training

Sharing free business 
templates and 

resources

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

www.score.org/find-mentor

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

About SCORE
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http://www.score.org/find-mentor
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Your Presenter
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• MBA from Temple University

• President and Owner, Debbie Goetz Media 
Connections since 2010

• Former Adjunct Professor at Delaware Valley 
University

• Philanthropy addict

• Crazy cat lady
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What is Marketing?

Marketing:
◦ Marketing consists of the strategies and tactics used to identify, create and maintain satisfying relationships 

with customers or a target audience.

Purpose of Marketing:

◦ To communicate the value of a product, service or organization for the purpose of promoting it.

Marketing channels:
◦ Word-of-mouth
◦ Social media
◦ Media
◦ Website
◦ Blog
◦ Email Marketing
◦ Advertising
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 Objectives
Target a market/audience
Build relationships with target 
audience(s)
Brand the organization

 Benefits
 Increase brand/organization 

recognition 
 Establish trust
 Encourage community 

engagement 
 Enhance overall image within 

the community
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Objectives & benefits of marketing 
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• Marketing has changed with increased use of 
the internet. 

• Digital marketing allows for greater 
reach/better targeting in your communication 
efforts. 

• Focus on building strong relationships with 
target audiences in the places they go to for 
information.
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Evolution of Marketing 
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Is public relations the same as marketing?
Marketing:

• Marketing consists of the strategies and tactics used to identify, create and maintain satisfying 
relationships with customers or a target audience.

4 Ps of Marketing:

 Product  Price  Promotion  Place

Public relations

• Public relations is the practice of managing and disseminating information from an organization  
(business, government agency, or a nonprofit) to the public in order to influence their perception.

Advertising
• Advertising refers to the practice and techniques employed to bring attention to a product or service 

using paid announcements/placements.
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Communications Best Practices

Which tools do you use to communicate?
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❖Branding materials (logo, business card, brochure)
❖Promotional products
❖Business or vehicle signage
❖Networking
❖Public Speaking

❖Media Relations
❖Website
❖Social media 
❖Blog
❖Email marketing

Which tools have been most effective for getting your business noticed?
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✓Get more clients/customers

✓Differentiate your company from 
others

•What is your Unique Selling Proposition (USP)?

✓Spotlight your expertise

✓Become an expert/thought leader
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What are your goals?



www.score.org

Who are your target audiences?

✓Customers

✓Referral Sources

✓Community

✓Investors

✓Government
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Where do they go to get 
information about your 

products/services?
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Each target audience should have its own messaging
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How should you communicate?
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✓Ask yourself, “How do my target audiences like to receive 
information about my products/services?”

✓Where do they go for info? Print, radio, online, social?

✓Web search, newspaper, friend or advisor?

✓Do I have a storefront where I can display a sign?
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• Media Outreach

• Website/Blog/Digital

• Social Media

• Vehicle or other signage

• Public Speaking

• Events
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What tools make sense for your business?
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What should you communicate?

✓ Can you position yourself as an expert or thought leader to others 
or to members of the media?

✓ Does your firm have news to share?
◦ New hire(s)

◦ Certifications

◦ Board appointments

◦ Charitable initiatives

✓ Each time you share news is an opportunity to be seen by your 
target audiences.
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Messaging Tips
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✓ Develop key messages for each one 

✓ Your messaging & tools should align with each target audience

✓ Key messages should be used in all marketing & communication materials & 

supporting programs. 

✓ Provide a consistent point of view

• Over time

• Across all marketing methods and channels

✓ Reinforce your brand & customer perceptions 

Once you have identified your target audience(s)…
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✓Website

✓Business card

✓Brochure

✓Direct mail

✓Email

✓Social Media 

✓Promotional products

✓Signage
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Be consistent with your brand across all platforms
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Common communications tools

✓Media Relations
✓Website
✓ Social Media
✓ Email Marketing
✓ Blog
✓ Public Speaking
✓ Events
✓ Community Outreach/Philanthropy
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Let’s look briefly at Media Relations
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Tips for identifying local print and digital press outlets
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✓Google search

✓Chat GPT 

✓Check the outlets’ websites for a list of reporters 

and their beats

✓Social media
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Tips for identifying local print and digital press outlets
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✓ Bucks County Herald

✓ Doylestown Cardinal

✓ Bucks County Beacon

✓ Patch

✓ Intelligencer/Courier Times

✓ Inquirer

✓ NOW sites

✓ KYW NewsRadio

✓ WHYY

✓ 6abc, NBC10

✓ Fox29, CBS3

✓ WFMZ-Channel 69

✓ PBS-39

✓ Lower Bucks Source
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How can you get the media to cover your news/event?
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✓What is your hook/angle?
✓Match your angle to a journalist’s beat 

(do your homework)

✓Be clear and concise

✓Ask yourself “Who cares?”

✓Provide visuals 

✓Follow up but don’t be a pest
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Communications Audit



www.score.org

Perform a communications audit – Step 1

24

Your website
? Does your website reflect the look & feel of your business?

? Is it outdated & rarely updated?

? Does your website have a call to action?

? Can your website capture information about visitors?

? Is your website easy to manage from a CMS (content mgt.) standpoint?

? Does your website provide links to your social media platforms, blog, 

etc.?

? Are you doing any SEO? Do you have access to analytics?
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Think of it as a digital brochure to educate prospects and referral 
sources, showcase your work & link to your social media & blog
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Your website 
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What is your call to action?
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Communications audit
Step 2 - Social Media
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Communications audit – Step 2
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Your social media platforms

✓What do you want to gain from using social media?

✓Who are you trying to reach and engage?

✓Which platforms do your target audiences use?

✓Will having a social media presence help serve your 

customer’s/audience’s needs and interests? 

✓What platform(s) will fulfill the goals of your business strategy?
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How can social media benefit Your business?

• Build an online network

• Share Information

• Engage target audiences

• Positive word of mouth

• Develop brand loyalty

29
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Choose the right social media 
platform(s) for your business
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Where should you be?

Where are your target 
audiences spending their time?

That’s where you should be!
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Social Media Platforms

• Facebook
•X
• Instagram
• LinkedIn
•Pinterest
•TikTok
• SnapChat
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What will be relevant or helpful to your followers?

✓ Highlight your work
✓ Educate & Inform
✓ Share before/after photos
✓ Share sales and special offers
✓ Ask for & share reviews & recommendations
✓ Join groups
✓ Participate in discussions – be a resource

35

What should you post?
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Social media wrap-up
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Observe the rule 
of thirds!!

 Do your social media platforms reflect the look & feel of your

    business & branding?

 Is the content updated regularly?

 Are you providing educational & informative content? 

 Are you inviting followers to your other communications platforms?
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Communications audit 
Email Marketing
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Communications audit – Step 3

Your email marketing

✓Do you have an email marketing platform in place?

◦ Stay top of mind with clients, prospects & referral sources

✓Are you sending out eblasts or newsletters regularly?

✓Are you providing educational & informative content?

✓Are you giving followers the ability to opt in to your email marketing 

platform from your website or social media channels?
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Email marketing

• Stay in touch with clients, prospects 
& referral sources to share news 
about specific projects, new services 
or interesting things your company is 
doing.

• Be sure to have an opt in form.
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Communications audit – Your blog
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Communications audit – Step 4

Your blog

✓Do you have a blog?

✓Are you posting regularly?

✓Are you providing educational & informative 

content?

41



www.score.org

Blogging
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✓Write about specific 

projects, initiatives 

or trends in the 

industry or other 

topics related to 

your specialty. 

✓Share your success 

stories!

✓Don’t have time to 
blog? Delegate or 
outsource.



www.score.org

Other communications tactics

43



www.score.org

Contests/Awards - Brag a little!

• Spotlights your expertise

• Can be leveraged in your collateral 
i.e. “Winner of Best of the Region 2024
 Gets your name out there

• Raises your credibility
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Community outreach/philanthropy

✓Demonstrates that your company is a good corporate citizen

✓ Gets your name out there

✓ Shows that you utilize your expertise for the betterment of 

others

✓ Raises your credibility/enhances your company image

45



www.score.org

Communications Audit Summary

✓Aim for  quality over quantity.

✓Don’t try to be on all platforms if you don’t have the time and 
ability to maintain a consistent and active presence.

✓Choose the platforms that make the most sense and expand
   from there.

✓Develop a content calendar to help guide your social media 
posts, blog themes and other content
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 Conclusion

Your communications methods should:
•Enhance the relationship between your company & its target audiences
•Help raise your credibility with your target audiences
•Be consistent across each of your marketing & communications platforms
•Stay on brand, on message & on mission
 

NO time to manage your all of communications channels?
•Delegate or outsource to a professional

Remember to communicate and stay engaged!
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Contact me

Debbie Goetz 

Debbie Goetz Media Connections

215-630-5408

dgoetz@dgmediaconnections.com

www.dgmediaconnections.com
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mailto:dgoetz@dgmediaconnections.com
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Questions?
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Helpful Links
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• 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

http://www.score.org/templates-resources
https://www.score.org/get-business-training
http://www.score.org/find-mentor
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THANK YOU FOR YOUR 
PARTICIPATION  
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Funded in part through a cooperative 
agreement with the U.S. Small Business 

Administration.

All opinions, conclusions, and/or 
recommendations expressed herein are 

those of the author(s) and do not 
necessarily reflect the views of the SBA.
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• Newspaper

• Website/Digital

• LinkedIn

• Facebook

• Instagram

• Tik Tok

• Vehicle or other signage

• Yelp

53

How should you communicate with your audiences?
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What tools can you use to convey your brand?
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✓Business card

✓Brochure

✓Before & after photos

✓Direct mail piece

✓ Promotional products

✓ Signage

✓Vehicle signage
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