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We exist to train, educate, and support entrepreneurs 
of both new (pre-venture) and established small 
businesses. Positioned within the nationwide network 
of SBDCs, we offer resources, key connections at the 
state and national level, workshops, and online and 
in-person support that equips us to help Ocean State 
entrepreneurs reach the next level of growth. 





Let’s Start With Instagram 

Instagram can help you reach your 
audience—whether you are currently 
open, closed, changing your 
business model, sharing items in 
stock, offering discounts or helping 
your community. 

Brands are also using Instagram to 
reinforce their commitment to their 
community and show care and 
positivity during an uncertain time.





Instagram Feed 

Michelin-starred Canlis Restaurant (@canlisrestaurant), is 
changing their service to offer takeout and delivery of family 
meals. 

Recipe box company Gousto (@goustocooking) is committing 
to their community and promising those who are vulnerable that 
they will still be able to deliver fresh food, donate to food banks 
and give discounts. 

Shoe brand Rothy’s (@rothys) is sharing Feed posts about the 
steps they’re taking to close stores and keep the community 
safe. 

Wedding dress company Anomalie (@anomalie) raised 
awareness for a fundraiser on their Feed, to raise money and 
use their supply chain connections to get certified masks to 
frontline workers.



Instagram Stories

Use Stories to humanize your brand and drive 
entertaining engagement with your community. 
Stories is an ideal surface to share timely messages 
during this rapidly evolving situation. 

Since Stories are viewable for only 24 hours, you 
can use them to keep your followers up to date on 
the latest news from your business, like changing 
hours or inventory in stock.



Stories & Direct Messages



Instagram Live

To start a Live video, make sure you have a strong 
Internet connection. Swipe right from Feed to open 
the Stories Camera, then tap “Live” then “Start Live 
Video.” You can go Live for up to an hour, and you’ll 
see when new people join. The longer you stay Live, 
the more time your fans have to join. Your most 
engaged followers may receive a notification that 
you’re Live, and your Story will move to the front of 
their Stories bar at the top of the Feed. 



Instagram Shopping

Make content actionable: 

Use Shopping Tags 

Upload your Product Catalog 
to begin.

p



Instagram IGTV

IGTV is full screen (vertical or horizontal), and 
videos can be up to 1 hour long. You’ll have your 
own channel on IGTV that gives you more 
opportunity to be discovered by new fans and 
customers. When people open IGTV, they’ll see 
multiple channels filled with videos from creators 
and businesses they already follow on Instagram 
and others they might like based on their interests. • 
Make sure you publish original (not repurposed) 
content, and use sound, editing and graphics 
techniques to make your IGTV stand out. Engage 
the viewer in the first 3 seconds. Always use Feed 
Preview to increase your IGTV views. The new IGTV 
cropping tool allows you to select a thumbnail 
image so it looks good on your Instagram profile 
grid. 



Instagram Ads



Instagram Ad Examples



Easy Instagram Ads



Instagram Tools & Resources



New Tools on Facebook 

Host group video calls.

Go live on Facebook.

Use Portal to host classes. 



Facebook Content Ideas

Giveaways 

Ask a question

Photos

Facebook stories

Video updates (live video often send 
notifications)

Engagement 



Measuring Facebook Marketing Success

Post Engagement 

Organic Likes

Unlikes

Links Clicked

Page Impressions

Video Performance



Facebook Resources & Tools 

Facebook Analytics Tool 



Facebook Marketplace

Hair Bow company onboarded 
its entire catalog onto Facebook 
Marketplace in a matter of 
minutes. 

As soon as the products were 
live on Marketplace, orders 
began coming through. 



Facebook Messenger



Example: Moroccan Oil Campaign 

The beauty company ran 
Facebook video and 
photo ads in a campaign 
to boost brand awareness 
and sales of its new hair 
color masks, and saw a 
2.2X lift in website 
purchases.



Facebook Ad & Messenger



Linkedin



Linkedin Business Page

● Opted-in, easy way to Opt-out of your emails

● Send emails through verified domains (no pretend emails), good IP address

● Use merge tags to personalize the “To:” field of your email campaign.

● Ask subscribers how to whitelist your emails, and ask them to add you to their 

address book.

● Avoid excessive use of “salesy” language 

● Don’t “bait-and-switch” by using deceptive subject lines.

● Include your location



Linkedin Business Page



LinkedIn Business Page



Linkedin Business Page



Linkedin Business Page



Linkedin Business Page



Linkedin Business Page



Linkedin Business Page



Linkedin Business Page



Linkedin Ads  



YouTube & TikTok



Take this time to 
better 
communicate.



Questions?
Type your question to the chat box

Contact Us:

401-874-7232

https://bit.ly/regRISBDC

susandavis@uri.edu

https://bit.ly/regRISBDC

