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Figure 1- 3 dimensions in value unlocking.
Figure 2 - Investor funnel, adapted and simplified from marketing funnel.

Figure 3 - Volume vs awareness matrix by Synergy Resource Capital

Figure 4 - From strategy to the marketplace

Figure 5 - Competitive forces for a typical junior miner, adapted from Porter,
Figure 6 - Listed companies by size.

Figure 7 - SWOT analysis for most junior miners and small caps in general.

Figure 8 - Mission examples, producers.
Figure 9 - Mission examples, developers/explorers.

Figure 10 - Positioning statement, Sigma Lithium
Figure 11 - Unlocking value in 5 dimensions.

Figure 12 - Marketing vs Public Relations/Investor Relations
Figure 13 - Success leaves clues, Filo Mining

Figure 14 - AMBESA framework, with its 6 pillars and 3 areas

Figure 15 - Lassonde curve and audience focus.

Figure 16 - Audience vs marketing & content focus

Figure 17 - Content focus in line with audience demographics.

Figure 18 - Main ways investors discover opportunities.

Figure 19 - Touchpoint examples throughout the funnel, adapted from Hubbard Cincinnati

Figure 20 - Emotions throughout the funnel, in a positive progression.

Figure 21 - Reactions to trigger from investors.
Figure 22 - Keyword prioritisation.

Figure 23 - Formula for great titles that convert.
Figure 24 - Characteristics of best posts.

Figure 25 - Website links and social media previews.

Figure 26 - Search results on X/Twitter for copper.

Figure 27 - Hashtags using trending topics

Figure 28 - Applications with legibility and consistency issues

Figure 29 - Main marketing materials for listed companies.

Figure 30 - What a good deck cover looks like
Figure 31- An example of a good overall deck

Figure 32 - Capturing email addresses on the homepage
Figure 33 - X/Twitter profile per section.

Figure 34 - LinkedIn profile.
Figure 35 - Bio best practices, X/Twitter

Figure 36 - Bio best practices, LinkedIn

Figure 37 - Bio, mistakes, X/Twitter

Figure 38 - Bio, mistakes LinkedIn

Figure 39 - Logo vs isologo

Figure 40 - Banners, best practices

Figure 41 - Pinned post, best practices
Figure 42 - Expanded bio, best practices

Figure 43 - Using cashtags for discovery.
Figure 44 - Branded hashtags, Filo Mining example.

Figure 45 - Types of events
Figure 46 - Best types of images for engagement.

Figure 47 - Social media platforms to focus on

Figure 48 - Social proof examples

Figure 49 - Tagging best practices

Figure 50 - Ideas on how to provide value

Figure 51 - Example of advertising offerings and terms

Figure 52 - Simplified budget example.
Figure 53 - Content marketing process.

Figure 54 - Traffic analytics
Figure 55 - Engagement analytics.
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Figure 56 - Conversions.

H

Synergy

RESOURCE CAPITAL

89

Figure 57 - Formula for investor acquisition cost.
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Figure 58 - Investor acquisition example.
Figure 59 - Examples of analytics in each bucket.
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Figure 60 - Recommended software and subscriptions
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