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DEFENCE MARKETING

Defence is a business to business, business to 
government environment. No consumers are 
involved. So, how does a defence company 
reconcile digital technologies, which are so 
consumer and entertainment focused, with 
growing the business?

Really, as we’ve written here so many 
times, the crux is what the point is. What’s 
the objective of having a website? Of engag-
ing in social media? While these are interest-
ing activities, are they useful activities when 
it comes to expanding defence business?

CREDIBILITY STILL MATTERS
From years of landing new business 
opportunities of signi!cance I’ve learned 
that credibility in what’s being sold is of key 
importance.

Credibility is important for customers. 
Before or after a sales presentation, a 
meeting, a trade show, or an internal review 
of products or services, a potential customer 
will google your company and check news, 
social media feeds and your website. When it 
comes to new business, this matters.

The boxes need to be checked. Not 
perfect – but checked. The digital presence 
must be there, be credible, be up to date, 
and have value. It must look good, function 
properly with all links working and the 
mobile site designed for mobile, and it must 
be consistent with the business.

A tweet, a post, an article that is only 
loosely related to the business and does 
nothing to promote the business or its prod-
ucts and services serves no one. Neither does 
a website in which navigation is dif!cult.

Credibility is also important for other 
reasons, such as a company’s reputation 
in its community. As an employer in a city, 

town, municipality, an employer should be 
cognizant of the value of being part of that 
community in order to survive, be accepted, 
to be valued.

WEBSITE EFFECTIVENESS
A typical defence company website contains 
content such as About Us, Programs, 
Products, Services, News, Careers, and 
Community Support. While most of the 
information is stagnant, it remains a 
source for customers, potential customers, 
shareholders, the public, employees and 
potential employees.

Criteria to consider when assessing the 
effectiveness of a website include the ease 
of locating the site when it is searched for, 
its usability, its aesthetic appeal, the variety 
of content, the frequency of updates, the 
presence of useful links to other relevant 
sites, the quality of content, and its 
entertainment value.

A community-building tool such as an 
account login, or a newsletter distribution, 
are also useful, as long as the login or 
newsletter is a value-add to the members of 
the community.

One Canadian defence company’s website 
I viewed, a subsidiary of a US giant, checked 
all the boxes. It had a traditional website that 
described its Canadian business. It also uses 
Facebook, LinkedIn, Twitter, YouTube, and 
Instagram, with a moderately healthy number 
of followers.

DON’T BURY YOUR CANADIAN 
OPERATION IN PARENT’S WEBSITE
In contrast, the website for one large 
company with Canadian operations of a 
US company didn’t even show up when 
googled. Another one, despite attempts to 
!nd the Canadian business description, was 

not to be found at all, and this business has 
been operating in Canada for decades!

A third one appeared only after links to 
directories; their corporate website landed 
at about 6th on the page. Information likely 
exists, but it would not be easily found 
by prospective customers or prospective 
employees.

While the website is the base to which 
other channels will lead for serious stakehold-
ers, social media serves to engage the stake-
holders and ideally bring them there.

Companies who grasp this are 
engaging in current issues online, such as 
STEM, diversity, community relations and 
international security, and are present on 
all the major platforms (Instagram, Twitter, 
Facebook, LinkedIn, YouTube).

ENGAGING THE CUSTOMER 
THROUGH SOCIAL MEDIA
The robustness of a social media strategy can 
be measured by the number and variety of 
Social Media platforms used, the frequency 
of posting, the aesthetic appeal of posts, the 
engagement (number of followers and likes), 
consistency between platforms, and the 
variety of content.

Each Social Media platform reaches a 
slightly different audience, therefore the con-
tent posted should conform to the messages 
being delivered to that audience. For exam-
ple, for personal affairs, university students 
use Instagram, whereas older generations 
are on Facebook. LinkedIn, used with care 
and thoughtfulness, is a valuable source for 
reaching experienced potential hires.

The main objective, however, is that the 
Social Media platforms must af!rm the !rm’s 
credibility – just like the website. Working 
together and used strategically, the tools of a 
digital presence can serve a business well.

WHAT’S YOUR WEBSITE DOING?
B Y  L I N D A  W O L S T E N C R O F T


