
DEVELOPING MULTIPLIER NETWORKS WITH SOCIAL MEDIA  



Disclaimers 

You still need to have strong relationships 
with companies, so Multiplier Programs 
should be viewed as valuable networking 
outreach.



Presentation Focus On … 

Why How

30% 70%



Why Multipliers 

It takes fewer resources to identify projects 
through a multiplier than it does to identify 
a project by qualifying & cold calling 
companies.  



Why Multipliers 

There are nearly 
15,000 IPA’s in the 
world.  All 
competing for an 
estimated 12,000-
projects per year.  

Multipliers can help 
bring a HUGE task 
down to scale.



Why Multipliers 

Having a good relationship with one 
multiplier is like having a good relationship 
with 50 or 100 companies.



Business Services Multipliers

On average, projects involving a multiplier from an 
international business services firm. 

Have 2X the capital expenditure of projects not involving a 
multiplier 

Have 3X the number of jobs 

Are greenfield or headquarter projects

32% of projects break ground within 1 year

56% of projects break ground with 2 years



Who are Multipliers 

Business Advisors

Tax Consultants
Site Consultants
Law Firms
Business Strategy Consultants
Industry Analysts 



Who are Multipliers 

Tax Consultants
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Law Firms



Who are Multipliers 

Law Firms



Who are Multipliers 

Project Support Organizations

Banks
Commercial Real Estate Firms
Engineering & Construction Companies
Architects 
Developers
Tax Structure
Incentives
Utilities



Who are Multipliers 

Developers & Development Banks



Who are Multipliers 

Commercial Real Estate 



Who are Multipliers 

Utilities



Who are Multipliers 



Who are Multipliers 

Affinity Groups

Industry Groups & Trade Associations
Diaspora Networks
Trade Show Organizers
Chambers of Commerce
Alumni Networks
Your Existing Investors
Embassies & Consulate (Foreign IPA’s)



Who are Multipliers 

Affinity Groups
Diaspora Networks



Multiplier Programs Are About…

Networking & Building Relationships  



Different Approaches and Definitions



Where to Start  

Define Your Multiplier Targets   



Where to start  

Organize yourself

-Which multiplier groups 
are you targeting?

-Which industry sectors are 
you targeting?

-Identify the core assets in 
your jurisdiction?

-Identify what makes your 
jurisdiction different?



Where to start  

Industry Sectors
Will help you with identifying who you should target

Core Assets and Differentiators
What you are going to say to the multipliers  



Engaging with Site Consultants

Develop a list of your TOP 50 Site Consultant 
targets.



Where to start  

What you are going to say to the site consultants, 
knowing that these are some of the core factors 
they evaluate…

WORKFORCE
TRANSPORTATION AND INFRASTRUCTURE
AVAILABLE BUILDINGS AND SITES
STATE AND LOCAL TAX STRUCTURE
INCENTIVES
UTILITIES
REGULATORY ENVIRONMENT
UNIVERSITY ASSETS
COST OF REAL ESTATE 



Engaging With Multipliers 

Marketing
• Digital Direct Marketing
• Social Media
• Direct Mail Marketing 
• Meetings



Engaging With Multipliers 

Social Media
• Most of the European and North 

American multipliers are on LinkedIn 
and Twitter

• When you establish strong relationships 
with them, you can move to more 
personal channels such as Facebook, 
SnapChat, and Instagram



Engaging With Multipliers 



Engaging With Multipliers 

Where to start … at the beginning.

- Narrow down three industry sectors you 
want to focus on.

- Develop a list of 50 multipliers for each of 
the three sectors
- The list can be comprised of a mix of 

multipliers for each sector
- Reach out and connect to everyone on              

your lists
- Create a messaging strategy for each of 

three groups.



DEVELOPING YOUR LIST 



DEVELOPING YOUR LIST 



DEVELOPING YOUR LIST 



DEVELOPING YOUR LIST 



DEVELOPING YOUR LIST 



Engaging With Multipliers 

Ask yourselves these questions…

What is your first step to engaging with them?

What do you want them to know about you?

How do you want them to perceive your 
community?

How do you want them to view your 
organization?  -a trusted advisor and 
facilitator? 



Engaging With Multipliers 

LinkedIn
Recommend you purchase the SALES package for 
LinkedIn for about $89 per month.

Take the list of multipliers you have created and 
send link requests to all of them.

Look at what they post and like – get a sense of 
what their interests are.

Set up alerts within LinkedIn on specific people and 
organizations.



Engaging With Multipliers 

Engaging with them starts with listening.



Engaging With Multipliers 

LinkedIn
Recommend you purchase the SALES package for 
LinkedIn for about $89 per month.

Take the list of multipliers you have created and 
send link requests to all of them.

Look at what they post and like – get a sense of 
what their interests are.

Set up alerts within LinkedIn on specific people and 
organizations.



Engaging With Multipliers 



Engaging With Multipliers 



Engaging With Multipliers 



Engaging With Multipliers 



Engaging With Multipliers 



Engaging With Multipliers 



Engaging With Multipliers 

Tristone Flowertech Group



Engaging With Multipliers 

Social Media is a Visual Medium

• Use LOTS of pictures – even in LinkedIn
• If you want to grab their attention, do not 

repost content, post original content
• Use LinkedIn to BRAND, and create 

awareness



Engaging With Site Consultants 

Convey information in short and concise bursts



Engaging With Site Consultants 



THANK YOU !  

SHIRAR O’CONNOR
shirar@conway.com
+1 646-496-7668
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