
Content Marketing for Your Business 
Case Study :  Algonquin Outfitters, Ontario, Canada 

Let’s take a look at Algonquin Outfitters’ Facebook Page and in doing so, also get to 
know Facebook – the most popular social network in the world. 

1. Facebook 

 

Notice the header section contains all the essential elements that contribute to a 
successful, interactive Facebook page… 



 

1. Their identifiable, familiar logo 

2. A cover photo (background) that: 

• Shows the reader instantly what they do and creates ambience and a 
story 

• Contains less than 20% text conveying an important benefit to the 
visitor1  

3. Provides strong social proof of their popularity and validity (the strong rating 
stars, the number of “likes”) as well as strong social proof that this Page is 
active (the number of “talking about this” and how many were “here”) 

4. Provides clear contact information (as well as their hours) 

5. Provides customer-optimized and targeted Facebook Apps, including: 

• Photos – Many including customer activities 

• Newsletter sign up – Building your subscriber email list is essential! 

• Events – Algonquin Outfitters supplies, presents and participates in 
many local events and activities 

                                                
1 Algonquin Outfitters’ longevity and reputation, in this case 



• Store locations – Essential, since they now have more than one 
physical storefront  

But what is more, many of the photos in their Photo album App are either 
customer-generated – or feature their actual customers competing or 
participating in events (ones that are obviously fun). 

And here’s the other big benefit of creating social networking presences for 
your business: 

• Your customers do much of the work for you 

They are the ones who…  

• Ask you keyword-loaded, pertinent questions 

• Tip you off as to what they need (and what other potential customers 
are searching Google for) 

• Supply your Page with post content that other visitors will find 
interesting 

• Help build your reputation by their interactions 

• Keep your Page active and alive 

• Push your content to the top of Facebook visibility 

This last point needs explanation. 

Facebook Algorithms 

To put it simply, Facebook uses algorithms to judge a post’s popularity, and 
while it is true that all Facebook Pages are public – viewable by anybody and 
everybody – not all posts are created equal.  If there is no activity on a post 
(either made by you or by a customer/follower) it disappears into the limbo of 
past feeds and is swallowed up in minutes or hours. 

If there is heavy activity on a post, however, it will often rise to the top for a 
second, third, fourth outing. 

And posts that gather heavy activity are the posts your own customers are 
most interested in. 

But there’s a catch – and Algonquin Outfitters is one of the surprisingly few 
businesses out there that seems to realize this… 



You have to interact and respond to customer feedback, questions and 
posts. 

 

Simple, eh?  Well, perhaps not, since you will find business after business 
that answers exactly zero customer/follower questions – or comments on 
posts. Social media isn’t a mechanism for one-way advertising. It thrives on 
interaction between customer and business.  

Remember this:  You cannot set up a social profile or Page and then just 
“forget” it.   

Social Pages are not “set and forget”.   

Violate this simple rule, and your page may actually be a liability, showing a 
“dead” company that doesn’t care about its respondents.  (Posts and 



comments will quickly drop off, if there is never any response – no matter how 
many questions you ask; or how pleased you are with the initial responses.) 

Facebook Pages also give you an easy way to take care of Customer Service 
issues and questions.  For example, just take this interaction on Algonquin 
Outfitter’s page: 

 

Let’s analyze this snippet of a much longer conversation… 

1. Algonquin Outfitters makes a post showing a picture from a new Live 
web cam 

2. A follower suggests a web cam positioned on a popular canoe-tripping 
lake (Opeongo) 

3. Algonquin Outfitters instantly responds: 

• Validating the follower by genuinely praising her suggestion 

• Giving her personal recognition by using her name 

• Reassuring (or impressing) her by letting her know they are already 
working on this as a priority 

• Letting her know why there isn’t a web cam there already – and that 
they are actively working to overcome this 

Other people join in the interaction until it becomes clear that the first 
follower’s suggestion is hugely popular with their followers. 

Yet what did this interaction cost Algonquin Outfitters?  While Algonquin 
Outfitters provided attractive initial content – their webcam photo of a beloved 
location -- their followers provided most of the content in the way of 
comments, feedback, suggestions and questions. 



All Algonquin Outfitters had to do was write a quick answer that took seconds 
– and pleased followers of this post, while reassuring them at the same time 
that their feedback and concerns were valid and actively being worked on. 

And all it takes is a few minutes a day – literally. 

Now Algonquin Outfitters could do nothing but create this highly effective 
Facebook Page (which – by the way – also automatically collects top-drawer 
testimonials and recommendations via a Facebook ratings App selected and 
installed from Facebook Apps available at the time of set up by Algonquin 
Outfitters)… 

 

  



But they don’t stop there.  In fact, Algonquin Outfitters started with a superbly 
interactive, optimized website that addresses top client/customer interests and 
needs through Apps on their Home page. 

 

Their content includes: 

• A beautiful, color-rich background that creates contrast, ambience and lets 
the reader know what they’re all about (i.e. Northern outdoor wilderness 
adventure) 

• Lots of “white space” around text and graphic elements, making their 
information easy to see and assimilate at a glance 

• A headline with a “learn more” button that is actually a widget – it rotates 
through two more different, currently relevant headlines 

 



• Interactive, current, relevant content – their dog-sledding video 

• Three prominent App-style tabs, allowing the visitor to immediately achieve 
their purpose in visiting: 

o View clothing brands carried (retail store) 

o Book a spring Adventure Trip (reservations) 

o Book supplies for the trip (outfitting) 

 

The site is also packed with photographs “proving” that Algonquin Outfitters’ goods 
and trips are everything the visitor could want, as well as tips and articles on outdoor 
life, camping, hiking, canoeing and more – a great mix of written content and visual 
content. 

What Algonquin Outfitters Could do Better 

The only really noticeable “fail” is in the positioning of their social sharing icons. They 
do have social sharing icons – and this is great – but they are below the fold, off 
screen at the bottom right corner of each page. 

It would be better if these social sharing icons were placed above the fold and (since 
they include a sign-up button and email field) preferably in the top right corner of the 
screen. 

 

And, of course, the video on their home page (and other videos) tips you off that this 
highly successful local outfitting and retail company – which has grown and 
expanded over the last fifty years to a successful chain – has another type of social 
networking account… 



1. YouTube 

Yes.  That’s right. They’ve created an Optimized YouTube channel – complete with 
their logo and an atmospheric background photograph in their colors – as well as a 
“Welcome” video that plays when people visit their channel.  

 

In addition, they have also divided their channel into sections (playlists) so that 
viewers can quickly choose what type of video they want to see: 

• Algonquin Park canoe trips 

• “How to videos” for canoe trips 

• Boatwerks whitewater paddling videos 

• Video contest results 

 



A quick glance at their history shows that they do upload at regular intervals and 
there is plenty of useful, highly reader-relevant content such as “How to Load a 
Canoe on your Vehicle” and “How to Tie a Trucker’s Hitch Knot”. 

The titles and descriptions in the written content accompanying these videos 
contains strong, customer-oriented search keywords such as “truckers hitch knot”, 
“how to”, “canoe trip”, “Algonquin Park canoe trippers”, “ultra-light Kevlar canoes”, 
“wilderness adventure” and many, many more; each batch specific to a single topic, 
yet aimed at the ideal customer in their three main areas – retail, outfitting and 
wilderness guiding. 

The final thing you need to know about YouTube is that it is now automatically linked 
with Google+. 

2. Google+ 

Another Page you should create (no matter what type of local business you run) is 
your free Google+ for Business page. 

  

Google+ is Google’s answer to Facebook and they have gone out of their way to 
cater to mobile and computer users. 

It is easy to create your Google+ Page – but you need to know exactly what content 
your customers or clients most want to see. 



You also need to know which Google+ category to select for your business Page.  
You can choose between five categories:  

• Product or Brand 

• Company, Institution or Organization 

• Local Business or Place 

• Arts 

• Entertainment or Sports 

• Other.  

Select the “Local Business or Place” category, if you want the content you provide 
on your Google+ Page to appear not only in Google search results but also on  
Google maps.  

And top marks to Algonquin Outfitters for also maintaining an optimized Google+ 
Page to complement their: 

• Website 

• YouTube account 

• Facebook Page 

 



Note, however, that although posts are made at regular intervals, they are not as 
active as the company’s Facebook Page and there is little customer interaction – a 
sure sign either that their customer demographic prefers Facebook or their posts 
don’t contain personalized, strong content.  (And if you take a closer look, they are 
more in the nature of formal announcements – in spite of the main poster’s usage of 
“I” rather than the generic “we” of the Facebook Page.) 

What creating a Google+ presence does automatically give them, however, is a 
very strong, optimized presence in Google+ Local results – along with a display of 
strong reviews. 

3. Twitter 

As you can see by the sharing icons on their website, Algonquin Outfitters has also 
created a Twitter account – and top marks to them, again, for optimizing their Twitter 
profile page with their website colors and logo. However, the logo is not the one 
we’ve become familiar with – even just through this case study:  It is a brand new 
one, obviously concocted to address the problem of their main logo just not being 
easily identifiable at Twitter’s tiny allowed icon display size.  As a result, people 
looking for them may decline this result, thinking it’s a different company:  But those 
who go to the trouble of checking their actual Twitter profile will quickly see familiar 
colors and posts that confirm this is indeed the right Algonquin Outfitters. 

 



(The problem is:  Not many people will go that extra confirmation step – the goal of 
making connection as easy as possible with the least number of clicks should still 
trump details like poor Twitter display.  

But this is a great argument for making sure that any logo you design works at the 
smallest sign – also keeping mobile screens in mind.) 

When you make a commitment to post micro-blog posts of 140 characters or less on 
Twitter, you are also making a commitment to do so every do. If inspiration fails you, 
write a batch of 365 Twitter tweets relevant to your customers all in one go – and 
select at will, if you’ve nothing else to tweet about one day. 

Share videos, photographs and links to your latest contests, events, promotions and 
blog posts.  If your audience is to be found on Twitter, you can’t lose – and you can 
install a Twitter sharing button and widget displaying your latest tweets right on your 
website. 

4. LinkedIn 

Linked in is meant for business professionals who wish to network within a field or 
industry: 

• Looking for traditional employment 

• Looking for clients or short-term contracts 

• Offering employment 

• Looking for peer support and endorsement 

When creating a profile or Page on any social network, you need to ask yourself 
crucial questions. 

• “Why do people use this particular network?  How do they use it?” 

• “What is my goal for creating a presence here?” 

One of the most common reasons people use LinkedIn, as we mentioned earlier:  
B2B connection.  If your business involves recreation, rather than attracting potential 
clients, you may wish to create a presence for other reasons: 

• Attracting potential employees 

• Sending people directly to your website or other most active social Page 

• Showcasing products 

• Creating a Group 



Algonquin Outfitters’ presence on LinkedIn is nothing more than that – a presence.  
And, while they do use strong keywords, they are basically providing an overview –
company information and a bio.  Their “Products” page is a repeat of their “Home” 
Page. 

This helps if your banker is looking you up, but it would be unwise to invest much 
time if that’s about all who will access your Page. 

We almost learn too much.  We learn that Algonquin Outfitters is still a Sole 
Proprietorship, in spite of having “51-200 Employees”.  Where is their “Careers” 
page (tab). 

Where is rich media content such as photographs?  Where is input from some of 
those 51-200 employees – and why are only 10 listed as connections? 

One way you can really give your Company page a boost is by adding your 
employees as connections, if you have employees, and encouraging them to use 
LinkedIn.  Active posts will appear on your company Page, eliminating the dreaded 
“blank space” under a company slug – so if you do create a presence on LinkedIn, 
make sure you have a representative (or yourself) committed to updating your 
Company Page feed regularly. 

Here is how you can create more LinkedIn content – and have connections engage 
with yours: 

• Find your Customers or Clients on LinkedIn.  Add them as connections 
and be sure they know about your new Company Page. 

• Add Product Reviews to your Company Page.  If you regularly receive 
great product reviews from clients or customers who have connected with you 
on LinkedIn, this is probably the most effective content you can feature – 
even if you do nothing else. 

• Mix your content types.  LinkedIn allows you to post photographs, links, 
contests and even documents.   

• Use LinkedIn posts to send people to your blog posts (if your website is 
WordPress based) 

• Check out Groups your connections are involved in. Join any that seem 
relevant to your business and business goals.  Regularly contribute content in 
the form of resources, opinions, responses, comments.   

(Check to see that these Groups are active first – many are not.) 

Introduce yourself.  Once you have participated for a while and the most 
active Group members know who you are, go back to older Group posts, find 



the ones with the most activity and see if you can contribute a new insight, 
resource, comment, opinion, et cetera. 


