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My goal for this session:
To provide clarity on how branding 
affects your local events and your 
community as a whole. I hope you 
leave empowered and inspired 
around how to build a strong 
reputation through consistent 
content marketing.



Let’s play a game.
What do you think of…



…when I say

McDonald’s



…when I say

JG Wentworth



…when I say

Red Robin



…when I say

Lindsborg



Recency + Frequency =
Memorability
What we remember about a 
person, a company, a product, or 
a community is shaped by our 
senses. About what we see and 
how frequently we see it.



Key Concepts
1. The Branding Recipe
2. Importance of Positioning and 

Reputation Building
3. Leveraging Content Marketing



The Branding 
Recipe

#1



Branding is a Recipe
• Visuals
• Messaging
• Positioning
• Storytelling



Visuals
• Logo
• Colors
• Fonts
• Design 
• Imagery



Visuals



Messaging
• Slogans
• Headlines
• Psychology

“The Quilt Capital of Kansas”
“Where Art & History Collide”



Example:
Let’s rework this slogan:
“The Quilt Capital of Kansas”

Now leveraging psychology:
“Where Art & History Collide”



Positioning
• Attractions / Events
• Lifestyle / Interests
• Flavors / Night Life
• History / Education
• Nature / Scenery



Storytelling
• Reputation Building
• Branding = Influencing
• Creative Repetition



Following the Recipe

• Visuals
• Messaging
• Positioning
• Storytelling

Delicious 
Community 
Impact



The Potential Impact
1. Boosting pride and engagement
2. Increasing relocation rates
3. Creating economic growth
4. Enhancing employer recruitment
5. Shaping community image



Importance of 
Positioning & 

Reputation Building

#2



Positioning
Brainstorm the things your community 
WANTS to be known for…
• Music, Art, Entertainment
• Architecture
• Flavors
• Unique Retail Experiences



Positioning
As you brainstorm, remember…
• Facts, Not Opinions
• Avoid Generalizing
• Lean In to Being Unique
• Challenge Status Quo



Example:
Brainstorming might result in…
• The most fishing spots of any county in 

Kansas
• Home of the Jane Doe Winery
• The longest lit Main Street in Kansas
• The most bookstores anywhere in Kansas
• More antique stores than any other City



Positioning
Once you have your list:
1. Prioritize those themes by 

importance. 
2. Then narrow your list to ten or 

fewer items.
3. Develop phrasing and goals 

around those themes.



Reputation Building

Positioning = Story Telling

The themes you prioritized need 
to drive your content marketing 
strategy.



Reputation Building
Playing the Long Game…
• Requires strategy
• Requires consistency
• Requires frequency
• Requires creativity
• Requires collaboration



Leveraging 
Content Marketing

#3



Content Marketing

What does it mean?

It’s just storytelling in a variety of 
creative ways on different 
platforms to reach the 
stakeholders you serve.



Content Marketing
Most Powerful Tools for Storytelling:
• Your Website(s)
• Social Media
• Press Releases for News Media
• Newsletters or Articles for Digital 

Distribution



Content Marketing
Other Tools for Storytelling:
• Facilities & Signage
• Print Literature
• Community Events & Festivals



+ Reddit, WhatsApp, Threads, Clubhouse, etc.

So Many Social Platforms:
Facebook 
Instagram
YouTube
TikTok
Google My Business

Snapchat
LinkedIn
Pinterest
X



Top Social Platforms (2026):

Source: DooFinder.com (click here)

https://www.doofinder.com/en/statistics/most-popular-social-media-platforms-united-states


Facebook & Instagram
These two platforms will be the focus 
of today’s session, with other 
platforms sprinkled in. 
NOT because they’re better, or 
easier. But because they’re the most 
popular and effective in our area.



Personality Pays
On ALL platforms, content that is 
relatable, interesting, or funny will 
always be most successful. Avoid being 
too formal or polished, and develop a 
“voice” for your brand’s social content 
that appeals to your target audiences.



Social Media Best Practices:
1. Establish Goals for Success
2. Use a Variety of Content Types
3. Fewer Graphics, More Images
4. Feature People When Possible
5. Create Interaction with Followers
6. Reinforce Your Positioning
7. Every Post is the First
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Establishing Goals
Reminder: Keep it S.M.A.R.T.
S – Specific
M – Measurable
A – Achievable 
R – Relevant
T – Time Bound



Establishing Goals
What are you trying to accomplish?
• Follower Growth
• Video Views
• Link Clicks to Website
• Exhibitor Registrations
• Event Attendance / Ticket Sales
• Increased Sponsorships



Establishing Goals
Now Let’s Make it S.M.A.R.T.
• Add 500 new followers this year.
• Get 500 clicks to the festival 

webpage from Facebook posts.
• Increase exhibitor registration by 

20% this year.
• Sell 200 more tickets than 2025.
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Variety of Content Types
• Quality Images (Eye Catching)
• Action Shots / What You’re Up To
• Shoutouts for Customers or Vendors
• Testimonial Comments
• Funny Memes that are Relatable
• Informational / Educational 

(Tell Me or Show Me)



Variety of Content Types
• Nostalgic Content
• Videos of Processes or Timelapses
• Photos Submitted by Followers
• Infographics
• Staff Profiles
• Share a Free Resources – 

Guide, Template, Recipe, etc.



Variety of Content Types
• Contest, Giveaway, or Freebie
• Inspirational Quote
• Ask for Opinions
• Transparent, Vulnerable Sharing
• Puppies, Babies, and Food will 

Always Perform Best!



The Numbers Don’t Lie…
70.8% of Facebook users say they use 
the platform to keep up with loved 
ones. 

Takeaway: Post content that gets 
people to engage with loved ones.



The Numbers Don’t Lie…
63.6% of Facebook users share media, 
whether that’s on their own profiles or 
elsewhere (groups, comments, etc). 

Takeaway: Give people opportunities 
to share their photos.



The Numbers Don’t Lie…
58.9% of Facebook users are on the 
platform to stay up-to-date with the 
latest news and events.

Takeaway: Keep people informed, 
and show people new or interesting 
things.



The average U.S. adult spends over 2.6 
hours per day on social media (Gen Z 
averages 4+ hours). Vertical video content 
accounts for MOST of that time. 

The opportunity is HUGE. Get discovered!

BUT, Best Opportunity = 
Vertical Video



Use the same Vertical Video for ALL 
your social platforms:
• Edit on TikTok (or Upload to TikTok)
• Upload to Reels on FB and Insta (and 

Boost for Forced Reach)
• Upload to Stories on FB and Insta
• Upload to LinkedIn Company Page
• Upload to YouTube Shorts

Vertical Video



Social Media Best Practices:
1. Establish Goals for Success
2. Use a Variety of Content Types
3. Fewer Graphics, More Images
4. Feature People When Possible
5. Create Interaction with Followers
6. Reinforce Your Positioning
7. Every Post is the First



Fewer Graphics, More Images

Use quality, eye-catching images to 
grab attention, and keep the majority 
of text for the captions if you can. 
Algorithms reward images far more 
than graphics. AI-generated content 
is spotted immediately.



Fewer Graphics, More Images



Social Media Best Practices:
1. Establish Goals for Success
2. Use a Variety of Content Types
3. Fewer Graphics, More Images
4. Feature People When Possible
5. Create Interaction with Followers
6. Reinforce Your Positioning
7. Every Post is the First



Feature People
When scrolling the news feed, 
photos of people more attention 
than buildings or static objects. 
When possible, try to include 
people in your photos, and organic 
“in action” photos are best!



Feature People



Social Media Best Practices:
1. Establish Goals for Success
2. Use a Variety of Content Types
3. Fewer Graphics, More Images
4. Feature People When Possible
5. Create Interaction w/ Followers
6. Reinforce Your Positioning
7. Every Post is the First



Create Interaction
• This or that
• A or B
• Tell us… (share an experience)
• Show us… (share a photo)
• Coke or Pepsi
• Tag someone
• Remember this?
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Reinforce Your Positioning
• Rotate your content themes 

between your positioning points, 
but in creative ways.

• Reinforce in caption what you 
want them to remember and 
where to get more info. (SEO)

• Use hashtags by topic.



Positioning Example:
"Great Place to Go Antiquing!”
• Photos of Local Antique Shops, with 4-8 

Photos per Shop, Each Separate Posts
• Photo of a Shopper with their Find from a 

Local Store, Story in the Caption
• Walkthrough of Several Antique Stores, 

Sped Up to Show Multiple in One Video
• Photo of a Group of Ladies Antiquing 

Together, Looking Delighted



Positioning Example:
"Great Place to Go Antiquing!”
• Graphic for “Top 10 Antique Stores in 10-

Miles” with Photos & Addresses
• Photo of Multi-Generational Interaction 

over a Keepsake Item, with Emotional 
Caption about How Every Item has a Story

• “Show Me” Graphic Asking Followers to 
Share a Photo of their Favorite Find



Social Media Best Practices:
1. Establish Goals for Success
2. Use a Variety of Content Types
3. Fewer Graphics, More Images
4. Feature People When Possible
5. Create Interaction with Followers
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Every Post is the First
• Assume that every post is the 

first one someone may be 
seeing about that topic.

• Make it easy to get more 
information from the caption.

• Enthusiastic, SEO friendly 
storytelling in every post.



Social Media Best Practices:
1. Establish Goals for Success
2. Use a Variety of Content Types
3. Fewer Graphics, More Images
4. Feature People When Possible
5. Create Interaction with Followers
6. Reinforce Your Positioning
7. Every Post is the First
8. BONUS: Pay for Reach!



Pay for Reach
• Include paid boosting into your 

organization’s budget.
• Cheapest, most consistent way 

to reach targeted audiences.
• Measurable (capturable) results.
• $10/day for 5 days = starting 

point for a 60-mile radius in KS



Sample Event 
Marketing Timeline
Let’s show you a sample workflow 
from 12 weeks before an event, 
right down to event day…



12 Weeks Before
• Finalize Event Details such as a 

Title, Date, Location, Times, 
Food, Giveaways, Entertainment, 
or Other Attractive Details

• Write Descriptive Copy for 
Webpage and Facebook Event



11 Weeks Before
• Create Assets: Logo, Flyer, 

Facebook Event Cover Graphic, 
Social Media Content, Vertical 
Video, Story Countdown 
Graphics, etc.

• Call to Action: Do assets need 
to link to forms or registration?



10 Weeks Before
• Post Event: Community 

Calendars, Facebook Event, 
Newsletters, Bulletin Boards, 
Digital Signage in Town, etc.

• Mail: Does this event need a 
save-the-date, invitation, or 
other physical mailer done?



8 Weeks Before
• Start Drip Campaign: Email #1, Social 

Post #1 (with boost), Distribute Flyers, 
Send Press Release, Post Blog, etc.

6 Weeks Before
• Second Drip: Email #2, Social Post 

#2 (with boost), Add Sponsors to 
Webpage



4 Weeks Before
• Third Drip: Email #3, Social Post #3 

(with boost), Announcements at Other 
Events, Paid Ads & Media Collabs

3 Weeks Before
• Fourth Drip: Email #4, Social Post 

#4 (with boost), Detailed Schedule 
of Events Published, Post Blog #2



1-2 Weeks Before
• Final Drip: Email #5, Social Post #5 

(with boost), Paid Ads Reach Peak, 
Contest or Giveaway (Hype)

Week Of
• Go-Time: Capture Quality Photos & 

Video Content, Create Interaction, 
Seek Crowd-Sourced Content



Right After the Event
• Share Recap: Quality Image Dump, 

Vertical Video Recap, Giveaway 
Recognition, Volunteer Recognition 

• Collect Feedback: During and After 
Event, Create Ways to Get Ideas and 
Suggestions for Next Time



The Recap
1. The Branding Recipe
2. Importance of Positioning and 

Reputation Building
3. Leveraging Content Marketing



Resources:
Best Video Apps to Start With:
- TikTok or Instagram’s in-app editing 

features
- CapCut (watermark unless paid)
- Canva.com now has basic video 

editing too



Resources:
Best Video Apps to Start With:
- TikTok or Instagram’s in-app editing 

features
- CapCut (watermark unless paid)
- Canva.com now has basic video 

editing too



Kansas Brands to Inspire You:
• Kansas City: facebook.com/KansasCity/
• Merriam: facebook.com/MerriamKansas/
• Lindsborg: facebook.com/VisitLindsborg/
• Kansas Tourism: facebook.com/TravelKS/
• Dodge City: 

facebook.com/dodgecitychamberofcommerce/
• Everyday Outdoor Family: 

facebook.com/everydayoutdoorfamily/



Questions?



Reach Out Anytime.

Browse FREE Resources 
or Book Consulting Time

www.HireAMaven.com

Rachel Rains, Founder & CEO


