/



i F'HIEIMI'lII[Ih AL
aUBSCRIBERS

PALES = &
e L ot
L

r | = : :
=
h
[

ORGANIZATION ¢ =

g —

sumﬂLaﬁ?ﬂh. =

& DIGITAL S WENTS
conrer 2 MIEDIA =il
| _'l.-".'ELE_f'.ﬂHPFETIf'Jh - = SHAREE

WEBSITE L2 NETWORK 2 = Ir-JFIIIFtI‘.'HI.TIDH

I
T "J

TFI.ﬂ.FFI

IMF" CT &4

b
L
e

L

ONLI
CCES

rr'

AL

INTERA

Social media marketing is a digital strategy

that uses online platforms to:

« Promote your brand, products, and services

 Build credibility and trust

« Create meaningful, two-way relationships with

your audience




| Klaasing the Aion! Alattorms

Not every platform is right for every company.
Focus on where your audience already spends their time.

Recommended platforms:

LinkedIn — B2B, recruiting, and industry credibility

Facebook — Broad, mature audiences, and community engagement
YouTube — Education, entertainment, and long-form content
Instagram — Visual content, lifestyle, culture, and shopping

TikTok — Trends, short-form video, and rapid engagement

J

TikTok
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Social media should support clear business objectives:
* Increase brand awareness

Strengthen community engagement

« Promote safety culture

« Highlight employees

 Drive website traffic

Support lead generation

Strengthen recruiting efforts
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Content That Works

Start with simple, authentic content:

Product & equipment highlights
Safety awareness & reminders
Employee spotlights
Community involvement
Mining 101 education

Company history

Tutorials & demonstrations
Seasonal and holiday content

# All job-site content is reviewed
for safety prior to posting.



Team of One: Strategic Collaboration

Internally managed to:
« Keep brand voice consistent
« Ensure safety and compliance
Supported through:
» Qutsourcing
o Videography
o Website management
o Search engine optimization (SEO)
Content Sourcing:
 Quality control department (drone footage)
* Interns
» Operations




< Year in review 2025 - 01/01/25-12/31/25 @ 01/01/21-12/31/21 ~ [

Social media success is built through:
» Consistent posting

© B @ \li social accounts v Y

€ Post impressions € Post impressions € Post shares € Postreactions... ‘

« Authentic storytelling
(—\ Visual content

\ . .
Employee and community amplification

€ Postvideo views € Followers € Post comments ... LO ng_te rm Com m itment

B Performance grows over time.

3,439,606

677% from 442,495

1,012,275 33,971 1,653

1.5K% from 64,352
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building bridges

OVER BARRIERS

The more we share:
« The more understanding we create
e The more trust we build
« The more positively our industry is perceived

Social media helps humanize
the aggregate industry.
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* Key Goals

Increase employer brand awareness
Attract high-quality candidates

Build long-term talent pipelines
Improve the candidate experience
Reduce time and cost per hire

# Why It Matters
« Candidates today research employers
like consumers research products—
so a strong employer brand is essential.




soclal media

SPREADS THE WORD

Social platforms:
« Showcase your employee value proposition
« Expand referral networks
 Strengthen inbound recruiting
« Reach passive candidates

Your people are your best recruiters.




Who do they know?

,/// Every employee, follower, and supporter expands your reach:
% « One share reaches hundreds

« Hundreds become thousands
e Stories travel faster than ads

|‘© ® Encourage employee engagement — it multiplies impact.



riving Website Traffic
rch Engine Optimization

\ Default Data
@ o Click to select your data

Effect Web Agency

Google Ads Specialists in Search, Display, Shopping, and Video

Click Through Rate & Impressions Conversion Rate & Cost Key Metrics

Conversions by Action 2025 Conversions By City 2025 by Clicks, CTR, and Impressions by Conversions Rate and Cost / Conv. by Last Month Cost, Avg. CPC, Return on Ad Spend
CTR Impressions Conversions Conv. rate

68:407 3.5% 1,967,494 4,273.2 5 7%

@ Clicks tocall
1,338.01 @ Phone Call
® Lead
Form Capture
@ calls from ads

@ Contact Form TY Page Load ' ¢ i
@ Phone Calls ILLINOIS INDIANA OHIO

~

e CONveErsions w— CONV. rate s COSt  wm CoNVv. value / cost

Conversions
Conv. rate

[
Conv. value / cost

PN

‘ Jan1 Feb16 Apr3 May19 Juid Aug19 Oct4d Nov19 ) b Aug 19 Oct4 Nov 19
Keyboard shortcuts Map data ®2026 Google Terms

2025 Compared to 2021 Campaigns

Conversions by Action 2021 Conversions By City 2021

e Social Media Supports:

 Increased website visits
ek * Improved search visibility
. - Better audience targeting

Data-driven insights

/™

NS

Keyboard shoncuts Map data®2026 Google Terms

B4 Social + SEO work best together.
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Rome wasn’t built in a day.

Social media success:
* |s cumulative
« Requires consistency

- Rewards authenticity

Progress over perfection.



Questions?
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