


8 A little about me

How the digital age has shaped buyer/seller relationships

@I_ Brief History of the Digital Landscape

So many options, so many tools... What’s best for MY business?

Ag e n d a - Sales & Marketing Stack of Today’s Small Business
o E-commerce platforms, email marketing, ads, social, chatbots, to Al

|.f\6$| Applying the Process

Making it all work for your business
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Hi, I'm Chris

And you're stuck with me for the next hour



A little me & theconversionmill

Chris is an internet marketer with more than 15 years
experience in email, organic and paid search marketing,
website testing, and conversion optimization for all
types of small businesses, including e-commerce &
retail sales, service contractors, software development
companies, manufacturers, and wholesale distributors.
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A little

me & theconversionmill

Chris spends most of his downtime riding bikes,
tinkering with Raspberry Pis, and finding new uses for old
technology around the house. He holds certifications
from Google for their Analytics, Ads, and Marketing
platforms as well as certifications from Yext for their
local SEO products for business.
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More info on my life & hobbies can be found at my
personal blog: https:/www.chrislhood.com

Information about digital marketing trends & services
available at: https://www.theconversionmill.com

Find me in the wild:
https://www.facebook.com/designerphile
https://www.linkedin.com/in/christopherleehood/
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A little me & theconversicnmill

The Conversion Mill works with small business owners and
marketing teams to build and execute online marketing
plans designed to attract the right potential buyers and
convert more site visitors into paying customers
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Brief History of
Dlgltal Marketing

We've come a long way, baby!
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1980s

Dawn of the age of database marketing

Launches the first SQL adopted by ANSI
“personal computer” (American National
Standards Institute)
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100MB Hard Drives!!!

100 MB storage capacity
threshold is breached for
most computers (about
s the capacity of a CD)

Digital marketing technology can
be traced back to the 1980s,
when computers became
sophisticated enough to store
“huge” volumes of customer
information.

This shift in technology
corresponded with a shift in
mindset from pushing product to
“relationship marketing,” which
prioritized customer connections.
Marketers abandoned offline
techniques like list brokering in
favor of database marketing.

ACT!, the first CRM is born
(customer relationship manager)
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1990s

Introduction of sales force automation and data science

16 Million Users 30 Mins

16 million internet users Average time Americans
worldwide in 1995 spend online in 1996
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Digital Addiction...

AMER)C A

/

®

o

41% of all users checked
AOL.com regularly in
1998 for news and email

With CRM getting more
sophisticated, lots of tasks like
new lead follow ups begin to get
automated.

Companies begin to have collect
new data to understand their
customers better.

Marketing, sales, and service
applications begin to merge
together but marketers found
that this presented new
challenges. They discovered they
were data rich, but information
poor. Lots of data, but no
meaning.

Salesforce.com aimed to fix this
with their new cloud-based CRM
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2000s

Power of the sales process is transferred to the customer

558 million Internet users
worldwide
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0081

Google goes public

iPhone is born

By the mid-2000s, digital
behavior changed the power
dynamic between buyer and
seller dramatically. Users began
researching products and making
decisions about them online, and
on their phones, before ever
talking to a salesperson.

Marketers suddenly found
themselves in uncharted
territory.They were scrambling to
track the digital body language of
their prospects, and struggled to
take responsibility for a larger
portion of the buying cycle.

And then... Social Media hit.
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Social Network Intermission

Timeline of our favorite distractions

Zuckerberg Starts

Linkedin Founded Yelp Launches YouTube Founded Twitter is born
The Facebook
December October February February March
2002 2004 2004 2005 2006
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2010s

Dawn of the Age of the User Experience

Consumers have transformed
from being “tech-savvy to
tech-dependent.” And as a result,
they expect a seamless user
experience from brands across
every device and every digital
channel.

11 hours 250 milliseconds

This expectation has prompted
both a diversification of
marketing technology and a
consolidation of it.

Big fish like Adobe, Oracle, IBM,
and Google have acquired

hundreds of smaller technology
companies in a race to become

the most comprehensive
prompt solution...

Time Americans spend User page load time
online daily in 2014 expectations in 2014

Percentage of
smartphone owners who
check their phones
without a notification or
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The Internet’s impact on marketing technologies

Our quest to keep up with the Sales Marketplaces, the Facebook's, the Google’s, the Insta’s, the Gmails...

Early 2000s
~100 digital marketing &
sales tools
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The Internet’s impact on marketing technologies

Our quest to keep up with the Sales Marketplaces, the Facebook’s, the Google’s, the Insta’s, the Gmails...

Today, 7000 & counting!
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Emerging MarTech

2020 & Beyond

Omnichannel

Artificial Intelligence

Voice Search & Integrations

Marketing Touchpoints & Sales CAN | EVEN HAVE A

Outlets Everywhere

Al is a computer system that
can perform a task which
normally requires human CONVERSATION ANYMORE
Website intelligence. This is also the

WITHOUT SEEING AN AD

Amazon primary reason people fear Al.
Mobile ABOUT WHAT | WAS JUST
Social Media Al has numerous potential TALKING ABOUT IN MY
Everywhere else... applications in marketing. But

in 2020, you'll mostly see Al FACEBOOK FEED
deployed for content
marketing, customer service, FIVE...

70% of consumers use three
channels or more to research

a purchase.

If you’re not everywhere, your
competitors will be!
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and advertising.

Al is mostly used today to
identify trends, drum up data,
and do competitor research.

MINUTES...
LATER?!17?1?
(probably not, sorry)
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https://www.mediapost.com/publications/article/260947/70-of-consumers-use-three-channels-or-more-to-res.html
https://www.mediapost.com/publications/article/260947/70-of-consumers-use-three-channels-or-more-to-res.html
https://www.jeffbullas.com/content-marketing-101/
https://www.jeffbullas.com/content-marketing-101/

The impact of sales & marketing technologies

WE'RE TAKING
OVER THE ADS..
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So What Do | Need for MY Business?

Building the perfect solution :(
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iu Sales & Marketing in

Today's Small Business
! 4

(
Understanding the new buying process, applying the right tech & strategy



Understanding Customer Needs

Building the Perfect Marketing Program

Understand Your Customers
Are they an individual, a small private company or a big MNC?

What do they do:
Understand their occupation and interest

When do they buy:
Understand the purchase cycle of your customer

How do they buy:
Website, App, In-person

What do they expect of you:
If your customers expect reliable delivery and you don't disappoint them,
you stand to gain repeat business
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|deal Buyer Persona

Paint a picture of your perfect customer

GROUPB
4

Ted

Age 44-66 Age 44-66 Age 31-55
* Need less moral support * Need more moral support
* Less desire to be held accountable * Want to be held accountable
* Need little or no help with numbers * Need more help with numbers
* Experience no conflict with customers * Experience conflict with customers
« Little need for business/marketing plans * Need business/marketing plan
» Consider the business profitable * Want to grow the business
* Moderate desire for strategy partner » Strong desire for strategy partner

BUYER PERSONAS
GROUP A

Alice Heather
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Buyer’'s Journey

The journey consists of a three-step process

Awareness
Stage

The buyer realizes they have a
problem, want, or need (Desire)
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Consideration
Stage

The buyer defines their desire and
researches options to fill it

Decision
Stage

The buyer chooses a solution
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Buyer's Journey

7 to 10

# of times a user needs to see a product or brand before they’re comfortable purchasing it
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Buyer’'s Journey

The journey consists of a three-step process

L ERm -
13
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Buyer’'s Journey

Defining Your Sales Funnel

Information Qualified

Awareness Leads
(Top of Funnel)

Marketing Qualified

Consideration Leads
(Middle of Funnel)

Sales Qualified

o Leads
Decision

(Bottom of Funnel)
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Sales Funnel

Opportunity

theconversignmill



Buyer's Journey

Defining Your Sales Funnel

Awareness

This is why we're here!
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Buyer’'s Journey

The Sales Funnel & Strategy

Awareness

Consideration

Decision

Action
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Buyer’'s Journey

Defining Your Sales Funnel
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Awareness

Consideration

Desicion

Action

Loyal, Raving Fans
& Brand Advocates
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Building the Stack

Choosing the right tools for the job.



Building the Stack

Five Plllars for Choosing Your Marketing Tools

=

Social: Email Marketing Brand Reputation
& Automation: Management:

SEOQ, Content Reporting
& Optimization:

& Ads:
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SEO, Content, Ads

Content is king. Use it as a way to get found online, answer
questions, & establish authority to help build your sales pipeline
and assist in the sales process. For more competitive markets and

keywords where it's tough to rank organically, ads are your friend.

Tools:

Content: Wordpress, Shopify, Blogs

Ads: Google Ads, Bing Advertising, Amazon Sponsored Listings, Yelp
Ads, Facebook Ads Manager...



Building the Stack

Five Plllars for Choosing Your Marketing Tools

=

Social: Email Marketing Brand Reputation Reporting
& Automation: Management: & Optimization:

SEO, Content
& Ads:

This includes
keyword targeting &

optimization
strategy, blogging
content, & paid
search campaigns
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Social Media
Marketing

Since selling is a relationship-based process now, social
media is a great way to brand yourself, prospect & engage

for ideals before the sales process ever “officially” begins

Tools:
Facebook Profiles, Pages, Groups, Twitter, Instagram, Snapchat,
LinkedIn Profiles, Company Pages, Groups, Pinterest,

Google My Business



Building the Stack

Five Plllars for Choosing Your Marketing Tools

=

Email Marketing Brand Reputation Reporting
& Automation: Management: & Optimization:

SEO, Content Social:
& Ads:

This includes
keyword targeting &

These platforms give
us an opportunity to
engage with our
target audience to
begining the
relationship building
process

optimization
strategy, blogging
content, & paid
search campaigns
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Email Marketing
& Automation

Hit the right users at the right time with the right messages
with automated email campaigns. Use emails to set

expectations, announce upsell services, win back lapsed

customers, and more!

Tools: Constant Contact, MailChimp, Aweber, Vertical Response



Building the Stack

Five Plllars for Choosing Your Marketing Tools

SEO, Content
& Ads:

This includes
keyword targeting &
optimization
strategy, blogging
content, & paid
search campaigns
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X

Social:

These platforms give
us an opportunity to

engage with our
target audience to
begining the
relationship building
process

Email Marketing
& Automation:
This piece is critical
for ensuring we
deliver the right
messages to the
right people, and at
the right time in their
buying cycle

=

Brand Reputation
Management:

Reporting
& Optimization:
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Brand Reputation
Management

People talk.
Listen, Engage, Improve.

Protect yourself from negative feedback before it happens!

Tools: Yext, Synup, Yopto, Chatmeter
Google My Business, Facebook Pages, Yelp!



Building the Stack

Five Plllars for Choosing Your Marketing Tools

SEO, Content
& Ads:

This includes
keyword targeting &
optimization
strategy, blogging
content, & paid
search campaigns
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X

Social:

These platforms give
us an opportunity to

engage with our
target audience to
begining the
relationship building
process

Email Marketing
& Automation:
This piece is critical
for ensuring we
deliver the right
messages to the
right people, and at
the right time in their
buying cycle

=

Brand Reputation Reporting
Management: & Optimization:

This tool will
encourage users to
review you online &

allow you to

address any
complaints before
they're public
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Reporting
& Optimization

Most modern tools will have some type of reporting built in

Websites: Google Analytics, CrazyEgg, Ahrefs, Hotjar

Social Media: Built in & configurable in Analytics

Ads platforms: Built in & configurable in Analytics

Email Marketing platforms: Built in & configurable in Analytics
Multisource Reporting: Google Data Studio



Building the Stack

Five Plllars for Choosing Your Marketing Tools

=

Brand Reputation
Management:

X

SEO, Content Social: Email Marketing
& Ads: & Automation:

Reporting
& Optimization:

This includes
keyword targeting &
optimization
strategy, blogging
content, & paid
search campaigns

These platforms give

us an opportunity to

engage with our
target audience to
begining the
relationship building
process
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This piece is critical
for ensuring we
deliver the right
messages to the

right people, and at
the right time in their
buying cycle

This tool will
encourage users to
review you online &

allow you to

address any
complaints before
they're public

You can’'t manage
what you don't
measure. You can't
improve what you
don't manage.
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Applying the
Process

Regardless of the sales channel (website, eBay, Amazon,
Facebook Marketplace...), these basic rules will apply when

building your funnels to sell your products or services.




Back to the Buyer's Journey
Applying the Stack to the Funnel

=Social Media (Content & Ads):
Demographic & Interest Targeting
=Display Ads:

Awareness Topic & Interest Targeting

=Remarketing:

) ) =Paid Search
Consideration «SEO

=Email Marketing
=Remarketing

Desicion «Paid Search
«SEO
. =Marketing Automation
Action =Email Marketing

Loyal, Raving Fans
& Brand Advocates
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Back to the Buyer's Journey

Applying the Stack to the Funnel

Awareness Consideration Decision
Stage Stage Stage
(Top of Funnel) (Middle of Funnel) (Bottom of Funnel)
( Y é Y é N
Hey, I'm here, doin’ my thing I can solve your problem Here's why I'm your best choice
e  Display Ads e  Retarget Ads to engaged e Informative Communication via
° Google Ads audiences Automated Emails & Special
o Facebook Ads
o Google Ads Offers
° Engagement AL
5 Social Media o Facebook Ads o MailChimp / CRM
Conversations e  SEO Content e  Retargeting w/ Stronger CTAs
o Interest Ads o Website o Google Ads
e  PPC (Keyword-based ads) o Facebook Ads

Goals: Connect & Introduce Goals: Further Qualify Leads Goals: Close the deal
Identify Potential Buyers Inbound Tactics to Capture Info Delight Customer
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Back to the Buyer's Journey

Applying the Stack to the Funnel

Loyalty Stage Report & Optimize
(Post Conversion) (Post Conversion)
™ 4 A 4 D
Hey, did you know ... ? You're the best, let's do this again! Internal
° Retargeting with “Other” Product ° Ask for Reviews ° Review Reports
Specific Ads o Google My Business o Analytics
o Google Ads o Yopto o Data Studio
o Facebook Ads o Facebook o CRM
e  SEO Content e  Send follow ups on products / o Third Party Reporting
o Website promos Tools
o Case Studies, Before / o MailChimp / CRM ° Test Changes in the Strategy and
After Execution
° Introduce Additional Products ° Repeat
) MailChimp / CRM

Goals: Stay Connected, Upsell, Goals: Create a Raving Fan Goals: Improve the Process
Earn Additional Business Earn Repeat Business Increase Conversion Rates
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So What Do | Need for MY Business?

Building the perfect solution :)
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Conclusion
Q&A

A time for questions, comments, and smart remarks




Conclusion

Marketing & Technology no longer exist separately

We have shifted from product/service sales to “relationship selling”
This has put more power in the consumer’s hands than ever

We now have more than 7,000 marketing tools - all engineered to
make our marketing dollars more effective

There is no “one-size-fits-all” marketing platform

You should seek out tools that best suit your business’ needs while
addressing the five major pillars of digital marketing

Marketing technologies have been improving at a rocket-like trajectory
and show no signs of slowing down with Al (Skynet is here! j/k)
Plan your work, work your plan - for each stage of the sales funnel
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Thank You

theconversionmill

Chris Hood
(770) 322-4975
chris@theconversionmill.com
www.theconversionmill.com
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