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About Connell Aviation Group (CAG)

• CAG answers a need in aviation – the ability for 
aviation companies to have access to the 
highest quality communications solutions by 
specialists solely dedicated to their industry.

• CAG is unlike any other company in America. It 
is led by an Executive Advisory Board of elite 
aviation and aerospace professionals whose 
entire careers have been dedicated to 
advancing flight in America.



About the Executive Advisory Board

The EAB of CAG is comprised of five members of the Connell 
Family – with a combined total of more than 250 years of 
aviation and aerospace experience. 



About Alyssa Connell
• CEO of Connell Aviation Group and Connell 

Communications 

• Nationally-recognized industry leader in PR, 
marketing and social media. 

• Expertise includes strategic communications, 
social media/SEO, business development, 
trade events, crisis communication, 
media/community relations, fundraising, TV 
production and event planning. 

• Has led as many as 129 of the current Fortune 
500 – and every size company in between.

Alyssa@ConnellAviationGroup.com





Let’s start at the beginning…

• All companies function on three levels: 
What we do, How we do it, Why we do it. 

• When in balance – everyone knows what 
you stand for. 

• All successful companies communicate 
the complete opposite as everyone else.

Source: Simon Sinek



The Golden Circle



The Golden Circle
WHAT:
Every organization on 
the planet knows 
WHAT they do. These 
are your products or 
services you offer. 



The Golden Circle
HOW:
Some organizations 
know HOW they do it.  
These are the things 
that make you special 
or set you apart from 
the competition.



The Golden Circle
WHY:
Very few know WHY 
they do what they do. 
WHY is not about 
making $$. It is a 
purpose, cause or 
belief. It’s the very 
reason your 
organization exists.



The Golden Circle
People buy from people who believe 

what they believe. 



Let’s practice building one. 





O.G.S.IO.G.S.I
The Value Proposition Process

O.G.S.I
Objectives    Goals    Strategies    Initiatives Objectives    Goals    Strategies    Initiatives Objectives    Goals    Strategies    Initiatives Objectives    Goals    Strategies    Initiatives 



Objectives

What we need to achieve (words)
• Develop a Unique Selling Proposition 

(USP) – The Golden Circle
• Differentiate from the competition
• Must be proprietary
• Must support the company branding



Goals

What we need to achieve (numbers)
• ROI Metrics
• Recall Measurement
• Sales
• Traffic



Strategies

How we will do it: This is the process in 
which we take apart everything that’s been 
done before, from messaging to tactical 
execution – and rebuild it back with solid 
branding and strategy. 





Customer Development Cycle

• Awareness
– Make customers aware of the product or 

service. We must be where they are looking 
and “jump up and down waving our arms” 
so they see us. so they see us. 



Customer Development Cycle

• Comprehension
– Help customers understand how the 

product or service can benefit them.

– They must immediately be able to identify 
what we do and why we are relevant to 
them. 



Customer Development Cycle

• Conviction
– Our branding, value statement, positioning, 

website, printed materials, trade show 
booth and public relations must all convey 
and support the value statement. 

– We must reinforce who we are in every 
communication so the customer will be 
supported in his/her buying decision. 



Customer Development Cycle

• Advocacy
– The customer must become a “fan” or 

advocate so he/she can “carry our water” to 
the decision-makers at the targeted 
companies and organizations. 

– We must supply our “advocate” with backup 
that allow him/her to convey our story in 
the easiest manner possible and remove 
any barriers. 



Customer Development Cycle



Question:
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Question:Now what: How can you achieve maximum Results?



Solution:
• Develop an integrated 

strategy: A healthy 
blend of traditional 
marketing & PR with a 
strong mix of social 
media. Establishing 
carefully-executed 
tactics in relevant 
platforms.
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Develop an integrated 



Question:

What does an Iowa-born
Hollywood actor have to
do with the digital age?



Answer: Critical mass.



Here are the facts.





Why is the internet so 
important?

� These sites all work 
together, 
comprising 
the top Web traffic.

� Make your Website 
work for you. Have 
your marketing and 
awareness strategy 
compliment your 
online presence.

� Drive traffic. See 
results across 
multiple platforms!
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important?
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Social Optimization

Search engine optimization
 + 
Social media 
= 
Social optimization

This unique approach combines SEO and social 
media strategy to create powerful conversion with 
built-in metrics.

 



Why?  The two are intertwined.



Social Optimization
A trifecta of powerful traffic/conversion drivers – implemented 
holistically.

• Keyword strategy – based on the communications strategy, use 
keyword discovery tools for SEO and paid search.

• Link building – get great sites to link to your site via PR.

• Awesome content – create compelling content, socially 
optimize it, and update it frequently. Make it match your 
marketing strategy.

 



A Typical Campaign Schematic



Mobile-Friendly Website
• It’s what your customers want and they expect 

you to provide it. 
• Google may penalize you if you don’t have it. 
• You’ll begin to lose web traffic and ultimately 

potentially business. 

Check your site: www.Google.com/webmasters/tools/mobile-friendly





Change the way you connect!  
• Technology is driving people to connect and meet up in 

mass with others in the social space.
• Mass mingling is powered by social networking, such as:

– Facebook: Nearing 1.4 billion users. Approx. 5 new profiles 
every second. 4.5 billion “likes” per day. 1.5 million businesses 
on Facebook. 

– Twitter: 288+ million users, with 500 million tweets sent each 
day. Driving traffic back to websites serving as the “Hub.”

Source: Trendwatching.com



Change the way you connect!  
• Overall people in the U.S. spend nine hours per 

day engaging with digital media with TV, phones 
and computers…”



Keys. Wallet. Watch. 
• 90% of adults in America own a cell phone. 
• 80% of cell phones have a browser.
• 38% of American adults own an e-reader or tablet.
• 67% of cell owners find themselves phantom checking.  

VS. 





Questions


