The S10M Blueprint

A Masterclass iIn Growth

THURSDAY, MAY 16, 2024
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Today's Agenda

Lunch “The Art of Scaling” “Growth Strategies”
11:00 AM - 1:00 PM 11:00 AM - 12:00 PM 12:00 PM - 1:00 PM
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David Gillilan Jessie L. Warner
CCITeI',ed. by d C?—C%merg d CEO / Founder
Cafe Rio Elite Entrepreneurs Achieve CMO

[4 ACHIEVE




Do you want a copy of this slide deck and recording?

The S10M Blueprint

A Masterclass in Growth

THURSDAY, MAY 16, 2024
11:00 AM - 1:00 PM
FREE LUNCH

@ KILN IN LEHI

2701 N Thanksgiving Way #100
Lehi, UT 84043

DAVID GILLILAND JESSIE WARNER
ELITE ENTREPRENEURS ACHIEVE CMO

https://achievecmo.com/10m-blueprint/
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Sponsored by

ENTREPRENEURS




Growth demands that we shift gears or run
out of steam. For the Million dollar business
owner, the stages of growth are predictable
and so are the solutions.

Elitfe can show you how to smoothly shift
gears without burning out.
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Sponsored by

[A ACHIEVE CMO

FRACTIONAL CHIEF MARKETING OFFICERS



The Challenge

Companies need experienced
marketing leaders but may not

have the budget, resources or
need for a full-time CMO.




Hiring a Full-Time CMO is Out of Reach for Many Companies

salary. . $349,146

23 payscale $180,208
Full-Time CMO Salary:

&, COMPARABLY $249.290
/fndeed $138,104 $204, 1 78 / year
D glassdoor $201,529 $17,015 / month
+ benefits
ZipRecruiter $175,770 7 bonuses.
Z1 ZIPPIA $135,198
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Our Solution

Hire a fractional Chief Marketing
Officer for 20-40 hours per month
to help you increase revenue
and get work done.




Our Fractional CMOs

e 10+ Years in Marketing-Specific Jobs

e 2+ Yearsin Executive/Leadership Roles
e Bachelor's Degree or Higher

e Industry-Relevant Skills

e Strong Technology Background

e Capable Project Managers

e Excellent Communicators

[4 ACHIEVE
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About David Gilliland

® Husband of 1, Father of 11, Lover of Life

®*  Growth Expert focused on Vision, Leadership and Organization

®  Proven Track Record in Scaling 7-Figure Businesses

® Helped Companies in Software, IT, Engineering, Manufacturing,
Legal, Marketing, Real Estate, Education, Financial/Accounting
Services, and more

bavid Gililand "'1-891-319-9148 . .
Co-Owner david@growwithelite.com

Elite Entrepreneurs

m linkedin.com/in/dgilliland/
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Stages of Small Business Growth

What to do and when to overcome the
plateaus of business growth






waiting for it all to

feeling alone . dramble
reactive not
frustrating results RRACtES control freak
don’t have the right team winging it
undefined R —
roles fire fighting overwhelmed

hit a blateau stuck working IN the
P business employee turnover



299 EDITION: REVISED AND UPDATED

ENTREPRENEURS
NO.1 BESTSELLER
THREE MILLION COPIES SOLD

HOW STRATEGY
#1 Wall Street Journal Bestseller REALLY WORKS

R E AT DONALD MILLER
Achieving Your New York Times Bastselling Author
Wildty Important Goals™

HIGHLY
P STORY A EFFECTIVE
BRAND A.G. LAFLEY PEOPLE
S At

® )

v

What Every Successfol Entreprenenr Know

OVER 40 MILLION COFIES SOLD

HABITS OF

Revisited

Why Most Small
Busin s Don’t Work
and What to Do About |

BUILT TO LAST

REVISED

EDITION A B8 R s

Financial
Intelligence

A Manager’s Guide to Knowing
What the Numbers Really Mean

S vy AL g
THE tdimt b bkl Sl

GREAT
GAME
°iBUSI}’NE5

1sible Way

Use the 7 Elements of Greot Storytellng to Grow Your Business

Transform Your Business from a Cash-Eating
Monster to a Money-Making Machine

NEW YORK TIMES BESTSELLER

Tl FIPVIE

DYSFUNCTIONS

e TR
R

|
PATRICK LENCIONI

2 ml S1L05, POLITICS, AND TURF WARS

MATTHEW DIXON and BRENT ADAMSON

WALE STRI | KAREN BERMAN + JOE KNIGHT 1vi% JOHN CASE

TION provides  powartel, pescica,

You're holding a ha for visionaries, game changers,
and challengers stris defy outmoded business models
design tomorrow's enterprises. It's a book for the...

SCALE

5 IRy

FAIL

\| READ BY CHARLES STRANSKY
\

GET A GRIP ON-YOUR BUSINESS

UNABRIDGED.

WRITTEN BY
Herandes Oseaker & Yoes Pt

CO-CREATED BY

o g cowdt 41 praccs om 45 comtes
DESIGNED BY 2 Seriey ¢ HOW TO BUILD YOUR DREAM TEAM,
o S, The Ve ' EXPLODE YOUR OROWTN,

AND LET YOUR PUSINESS SOAR

GING WICKMAN

The most important advance i sefling for many years.

BEN HOROWITZ

Alllson Maslan

WILEY



HR

Consultant
Fractional The Experts Accountant
CFO
Marketing Sales Trainer
Agency e
Six Sigma
Black Belt
Business
coach Social Media
Outsourced Industry Adyvisor
IT

Insider



Fractional HR

' waiting for it all to
CFO feeling alotfd'sU!tantThe Experts

L crumble
reactive not Accountant
: roactive
frustrating results P control freak
Marketing don’t have the right team SEO
A enc ° ° ° ° °
S ;::CsilgBrZ?t sales Trainer’” 'N9ING Ig
undefined . ':‘d‘.‘jtry
Businessygles fire fighting '"*'9S'overwhelmedq .., Mcdia
Coach

g Advisor
hit a plateau stuck working IN the

Outsourced business
IT

employee turnover



Our Agreement

You will be present
| will teach you the keys to growth
You will implement what makes sense for you

| will offer to make it easier and faster for you to implement
You will decide what is best for you to move forward

EEEEEEEEEEEEE




THE STAGES OF
SMALL BUSINESS

SOLOPRENEUR
SIDE JOB SELF-EMPLOYED

EMPLOYEES

$0-4K $4-10K

monthly monthly

6M

OWNER +
CONTRACTOR(S)

BIGGEST
HURDLE

START

1
$0-100K

ENTREPRENEURS

What is a small business?

Ask 10 different people and you’ll get 10
different answers. Here’s our breakdown of the
Stages of Small Business and the biggest hurdle

In each stage.

©

STEADY
OPERATION

$100-300K $3C0-M

annual

17M

PARTNER OR

ASSISTANT OHETEAM

MARKETING
& SERVICE

210
$100K-1M

(4]

7-FIGURE
BUSINESS

700K

MULTIPLE TEAMS
& LEADERS

PEOPLE
& SYSTEMS

%

(5]

GROWTH
COMPANY

300K

MANAGEMENT
TEAM

LEADERSHIP
& CULTURE




STAGE*

EMPLOYEES

6M M AA 1 QM 700K 300K

o )

A

Y MANAGEMENT

TEAM

J

0
BIGGEST B : : MARKETIN DERSHIF
HURDLE 5 & : & ULTURE

The T's and 3's of Revenue
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STAGE* SOLOPRENEUR
SIDE JOB SELF-EMPLOYED

EMPLOYEES

SALES

ZINUS. 6M

- OWNER +
Een CONTRACTOR(S)
BIGGEST

HURDLE

©

START

1
$0-100K

Solopreneur $0-100K

What it looks like in this stage:

Blood, sweat and tears

ALL the hats

Not enough time in the day!
Dig up leads/sales to survive



Stage 1 Solopreneur $0-100K

The work to shift gears:

Grind

Learn to discern between activities that will pay
off and things that will be a waste of time

Grind some more

Figure out how to get enough customers to survive
Grind even more

Grow sales enough to hire someone else (or partner
with someone with complementary skills)

EEEEEEEEEEEEE




EEEEEEEEEEEEE

Stage 2 New Employer $100K - $300K

What it looks like in this stage:
e Division of labor begins
Learning to work with others

L
T | | e Sell, fulfill, sell, fulfill
L

Refining product or service to
better match customer needs

7 2INUS

22 Eam

n BIGGEST
HURDLE




EEEEEEEEEEEEE

Stage 2 New Employer $100K - $300K

The work to shift gears:
e Sales skills a MUST
e | earn to establish clear roles and responsibilities
e Profits reinvested to take hats from the owner



EEEEEEEEEEEEE

Stage 3 Steady Operation $300K - $1M

What it looks like in this stage:
e Growth feels exciting AND

EMPLOYEES A ‘ chaotic

e One maybe two really good
lead sources

e Owner still VERY heavily
involved in making things
happen

e Nimble, flexible team but still

e siccesT MARKETIN guite reactive at this stage.

7 2INUS

22 Eam
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Stage 3 Steady Operation $300 - 1M

The work to shift gears:
e Figure out predictable lead generation
e Document processes to ensure consistent,
quality fulfillment






ENTREPRENEURS

ft gears

Failure to sh
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Stage 4 7-Figure Business $1M-3M

What it looks like in this stage:
e Owner often the bottleneck
e More headaches/complexity
e Tendency to work IN the

saLes R business and not ON it

e Functional teams take shape

EMPLOYEES

£ IN U.S. / r:rv:\'r Ey;.w ,»\

2 EAm

ﬁ BIGGEST
HURDLE




N —
Stage 4  7-Figure Business $IM-3M

The work to shift gears:
e Set the Vision & Enroll the team
o Purpose, Values, Mission
m Mission Goals
m Mission Strategies
e Organization Desigh and Big 3
e Hire, lead and fire to the Vision
o Hiring for Values/Culture Fit
o Onboarding
e Planning and Execution Meeting Rhythm




“You have to become
the leader of your
business, not just the
person who expertly
runs it.”

N/



Fractional HR

CFO Consultant The Experts waiting for it all to

feeling alone ois Y crumble o i
frustrating results REDRCtigy control freak
Marketing don’t have the right team SEO
Ageiies ;::CS;QBQE Sales Trainer winging it
undefined _— ':‘:S‘i'jte?’
B:(s)iance:s roles Ire Tighting I el So;jgllir\;:fia

hit a plateau stuck working IN the

Outsourced business
IT

employee turnover



Stage 5 Growth Company $3-10M

What it looks like in this stage:

JSINESS AN e Fully formed functional teams

Beyond hiring friends & family

Outgrowing your space

Cash flow pressures increasing

Original systems no longer

FINUS meeting needs of growing

customers and growing team

(team collaboration

g occest (SRR ‘ tool/platform, financial
reporting, CRM, marketing

L automation, etc.)

SCALE

EMPLOYEES

© saes

A& EAM
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Stage 5 Growth Company $3-10M

The work to shift gears:

Build out your leadership team

Develop next-level leaders

Upgrade systems (CRM, Financial reporting)

Secure additional fuel for growth (LOC, loan, investors?)
Beef up your strategic muscles

Level up your Marketing and Sales




ENTREPRENEURS

CLITE LEADERSHIP MopEy

D

SET THE VISION

e Articulate a Vision with your team
o Create a clear plan for execution
e Champion the Vision until completion

A
nill 8
DELIVER RESULTS BUILD THE TEAM

o |dentify, measure, and
report on KPIs

o Create a culture of
performance

e Establish a meeting rhythm

e Organize the work
e Hire, lead, and fire to the Vision
o Develop people



ENTREPRENEURS
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Pro Tips and Hacks for $1M-$10M

e Transparency/Enrolling team is the best way to go

e Strong culture and stable team make scaling
Mmuch, much easier

e Resist temptation to hire ‘big company’ talent
o |deally, hire someone who has lead from your

current stage to 1-2 stages ahead of you

e Fractional CxO Help

e Develop leaders as fast as you can... leadership will
become the gating factor to your future growth




Everything is easy until it isn't
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+1.801.319.9148
david@growwithelite.com

David Gilliland

Co-Owner
Elite Entrepreneurs

linkedin.com/in/dgilliland/



Elite Entrepreneurs
Growth Readiness Assessment

ENTREPRENEURS




The best [leaders bulld the
best businesses, and the
best businesses win.



The Marketing
Blueprint for High-
Growth Companies

by Jessie Warner




About Jessie Warner

®* 5+ years as a Fractional Chief Marketing Officer

®  Previously a Marketing Executive at 5 different companies

° 17+ years of marketing experience

®*  Master of Business Administration; Bachelor of Science in Marketing

®*  Worked with 50+ companies to improve their marketing strategies

®* Demand generation expert, including SEO, email marketing
(Hubspot/Marketo/Pardot), SEM/PPC (Google AdWords Certified),
social media marketing, affiliate and partner marketing, call center
management, and web analytics

* 10+ years sales operations experience (Salesforce, Zoho One,
Jessie L. Warner Hubspot)
CEO / Founder ®* Experience in designing and implementing complex marketing &
Achieve CMO sales campaigns
®* Excellent analytical and presentation skills
m linkedin.com/injjessiewamer/ *  Proficient front-end website developer (15+ websites)

®  Skilled project manager (on time and under budget)

[4 ACHIEVE



18+ Years of Marketing Experience

Corporate Leadership Experience Fractional CMO Work

Marketing Director
¢ workfront  Team Lead, Demand Gen
lendio VP of Customer Acquisition
bCISk Sr. Marketing Director
spin General Manager
AKTIFY President
4 ACHIEVE CMO CEO/Founder

-
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D success

e ASEARIS™

<i11 ROYAL

ENGINEERING

-O; CRANSTEN

w SERVICE ALL STARS
"

-
ECLDentalRay

xmatters , Sﬁ«\
AN EVERBRIDGE COMPANY Qm?lzﬁ:L? o L YN
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#2 pattern o° upkid spark
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/’Jolt " reveoss  SUSIMPLENEXUS

J
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The Marketing Blueprint for High-Growth Companies

Clear Company Vision

Brand Identity

A Story that Resonates
Website with Clear Messaging
Product-Market Fit

Customer Journey Map
Marketing Technology
Marketing Success Metrics
Campaign Tracking & Reporting
10. Diversified Lead Channels

11. Optimize the Funnel

12. Empower Your Sales Team

13. Marketing Sprint Framework
14. Strong Marketing Leadership

VWONOGO A WD~
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[M ACHIEVE CMO

Build a Strong Marketing Foundation



Make Sure You're Ready for Growth

1) Did you create a
SOLOPRENE H
se 08 foundation for growthe
EMPLOYEES 1 2-3 4-10
Clear Company Vision
$4.10} $100-300! $300-1M Brand Identity
' A Story that Resonates
Website with Clear Messaging
v . e Product-Market Fit
BIGGEST LEADS o MARKETING
HURDLE & SERVICE
O
START
1 2-10
$0-100K $100K-1M

R
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Do You Have a Brand Strategye¢

BRAND STRATEGY

—
=
T N R

BN DCRSONALITY B (ONSISTENCY




Brand Style Guide and Product Design

iPad The new iMac MacBook Pro iPhone 5

RM Regular = = e

L 5N
Royal Mail. 2 Royal Mail 2 e M

RM Regular is a simple sans serif font designed for
the Royal Mail. Itis to be used in all instances where

Q;? @EQ i iPad mini
i 5 i e Tt Mac mini
Royal Mail. @ Royal Mail. " abcdefghijklmnopqrstuvwxyz
& & ABCDEFGHIJKLMNOPQRSTUVWXYZ .
— o 0123456789@£$%!7.,:; () [\‘-‘/]
“““““ : : & 3‘:5‘ S '”‘n]'srwwm .
AaBbCc1234

Mac Pro support

DO, &
LUide @

- e == == abcdefghikimn
ABCDEFGHIJKLMNOPQRSTUVWXYZ Opqrstuvwxyz

0123456789@£$%!?.,:; () ik
ABCDEFGHIJK
a LMNOPQRSTU
VWXYZ
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Is Your Story Cleare

SUCCESS #1 Wall Street Journal Bestseller
AND CALLS THEM TO ACTION

MEETS A GUIDE DONALD MILLER

New York Times Bestselling Author

STORY
BRAND

WHO GIVES THEM A PLAN Clarify Your Message
- So Customers Will Listen
SN

T

WITH A PROBLEM

FAILURE Use the 7 Elements of Greot Storytelling to Grow Your Business

[4 ACHIEVE




The Story Brand Framework Broken Down

A Character Meets a Guide

Potential Customer Your Brand

With a Problem Who Gives Them a Plan
Pain or Opportunity Your Product / Solution

[4 ACHIEVE



Character = Your Buyer Personas

| work for a non-profit organization
| am a volunteer

VOLUNTEER VICKI NON-PRQFIT NANCY

Publicity Chalrman, Baton Rouge Gem and Mineral Society P: te, Ronald McDonald House

L)

Event Calendars

| work for a company
specializing in events

| work for a company and
events is part of my job

PROFESSIONAL PAUL CORPORATE CHRISTY

Director of D and C Beacon Group Event Marketing Specialist, Ebay

| work for a promotion group
that owns two venues.

VENUE VINCE

Marketing and Admin Manager, The Depot

| work for an agency

AGENCY ANDY

Account Manager, Thomas Arts

[4 ACHIEVE



Your Ideal Client Profile

EVENT MAKER PERSONA

| work for a company

specializing in events

PROFESSIONAL PAUL

Director of D:

SALES

Event Passion

Doesn't care much

Estimated Event Budget

Cares greatly

25
Event Promotion Timeline

180days  90days  30days

An expert in event management
It worked before it will work again
Organizes multiple events each year
Works long days and weekends
Very versed in online marketing
Works with large sponsors

Thinks he knows his target audien

Juggles events at the same time

Submitter

$25000

2weeks  Tweek  Eventdate

We are an expert in event promotion
Let's do a test. Start small, 9o bi.
Become a partner, let's do this together
We can save time and relieve stress
Guaranteed clicks (match CPC's)
We can target multiple states
Validate his expertise, offer targeting

Focus on the event, we'll handle
promotion

Decision Maker

Title:
Event and Program Specialist, PR
Specialist, Social Media Coordina-
tor, Marketing Specialist.

Duties:

Plans large scale events, works
with many vendors to execute.

Title:
Director of Development, VP of
Communications, Marketing
Director, Owner.

Duties:

Oversees the production of the
event, manages budget, and
approves strategy.

and C;

Beacon Group

MARKETING

Age
25-50 years old

Industries:

Convention and tradeshows, event
planning services, promoters of
arts, entertainment, sports and
media.

Uses all social media
Reddit

Pollstar

Buzzfeed

Bloggers

Increasing audience with fan base
What's hot / hip / cool

Ticketing solutions

Latest social media trends
Building brand integrity

Likes infographics

Personality:
Confident, enthusiastic, involved,
candid, and witty.

Event Types:

Large nationwide events, concerts,
expos, mainstream sports, races,
fun runs, arts, entertainment,
festivals, rodeos, public sports
events, fairs, cultural events,
conferences, and tradeshows.

Event venues
Community calendars
Online marketing
Promote my event online
Event planning tools

Conferences for meeting planners

“I got my hand in a lot of cookie jars. | would love

to know of one place where | can hit my target
demographic. | feel like I'm spread thin going to
lots different places.”

PRODUCT

Reporting Expertise

Doesn't care much Tracking

Technical Knowledge

Very basic solutions

Number of Events per Year
20+

4orless

Levell Level2 Level 3

Employed ful-time
Works in a medium-sized office

Member of a team, 110 members

Tools Used: Email, Microsoft Office, Gaogle Dacs, Google Analytics,

Project Management tools, Email Service Providers, and Point of
Sale systems.

Ticketing solutions
Tracking

Attribution surveyed online during ticket process
Appreciates good design

Likes checkiists

Plans multiple events

Measures campaign success with attendance

Researches venues (e.0. parks exposition centers, areas, etc.)
Finding sponsors

Hard time keeping employees (w/specialized skills)

Complex marketing

Ideal Client Profile (ICP)

« Large nationwide
events, concerts, expos,
sporting events, races,
festivals, rodeos, fairs,
conferences

« Owner, Director of

Development, VP of
Communication,
Marketing Director

[4 ACHIEVE




A Problem = Pain or Opportunity

Marketing Problem Cause

Change Is Constant

Course Corrections

Poor Alignment &
Visibllity

Lack Visibllity

Strategic Disconnect

Ineffective Work

Too Many Emalls
Poor Collaboration

Limited Cross-Team
Insight

Poor Teamwork

Clever Name for Cause

Change Happens

Turning a Battleship

What's Going On?

Broken Bridge

Driving with the Parking Brake
On

Emall “Limbo”

Horse Blinders

Anti-Soclal

Detall Around Cause

*Change causes frustration and digression
«Differing occurrences in markets, economics, competitive landscapes,
leadership, products, processes cause change

*Difficult to make course corrections consistent across organization
*Alignment and execution of corrections Is arduous

*No central source of work (everyone uses different tools)
«Status reports take time to gather, complle, and report
«Status reports are perlodic/historical

*Complexity of organizational communication methods makes It difficult to ensure
everyone Is on the same page
*No way to easlly connect strategic objectives to work

*A lot of extra effort Is required to continually align and execute marketing work
using traditional methods (meetings, spreadsheets, emalls, status updates)

Communication overload through varying formats (emalils, tools, groups) causing
a “Ignore all" mentality

*No Insight into what Is going on with teams and work
+All work Impacts others and me

*Too busy for soclal alignment
+Information overload without context and meaning

[4 ACHIEVE



Your Website Lays Out the Plan

%{IELISI()I‘IIIHI!
= . SALLIVAN PA Legal Services FAQs Testimonials About Blog
€ locai recmtony producs serves s [
)
: ,

Divorce & Family La

Get through your
divorce with a team
that knows & cares

eCommerce + Fulfillment + Experience

Grow your grocery
business with
eCommerce

Schedule a Demo

ugh the process
gl

Get answers Create aplan Achieve stability

Achieve success by following our plan. Call to action. Visual of success.
Grow your grocery business with our eCommerce solution. Schedule a Demo. Product Screenshot.

Get through your divorce with a feam that knows and cares. Schedule a Consultation. Happy women.

[4 ACHIEVE



You Have a Product or Service that Resonates

* You created something that is the
perfect solution to a specific problem.

* People want to buy your product
because they recognize its value
immediately. They won't need to be
cajoled or coerced.

» Your offering establishes a real and
direct connection to whatever your

market values the most. o
amazoncom
« When people hear about your product Prime & airbnb Ubel‘
or service, they immediately understand

its value to them, even if they have
never heard of your company before.

& iPod & iPhone # fitbit

"r TESLA

[4 ACHIEVE



Brand and Product Positioning

The Winning Zone is
where you deliver on a
product or service that

Winning
Zone

What What
consumers your brand consumers W.C'm fhat |
want does best your competitors don't
ALY
/

What your
competitor
does best

[4 ACHIEVE




Make Sure You're Ready for Growth

1) Did you create a
SOLOPRENE H
se 08 foundation for growthe
EMPLOYEES 1 2-3 4-10
Clear Company Vision
$4.10} $100-300! $300-1M Brand Identity
' A Story that Resonates
Website with Clear Messaging
v . e Product-Market Fit
BIGGEST LEADS o MARKETING
HURDLE & SERVICE
O
START
1 2-10
$0-100K $100K-1M

R
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Now Let's Grow!

(4 o Marketing & Sales Growth Strategies
Customer Journey Map
EMPLOYEES 25 26-100 Marketing Technology
Marketing Success Metrics
$3-10M Campaign Tracking & Reporting

Diversified Lead Channels
Optimize the Funnel

300K Empower Your Sales Team
Marketing Sprint Framework
Strong Marketing Leadership

MULTIPLE TEAMS MANAGEMENT
& LEADERS TEAM

BIGGEST LEADERSHIP
HURDLE & SY¢ & CULTURE I

k
SCALE

11-100
$1-10M

[4 ACHIEVE




[M ACHIEVE CMO

Build a Strong Technology Stack



Create a Customer Journey Map

Lead Conversion Path

Tt Fr 39
£ 39
L O
i E
gz £
os ¥
Goals:

Find More Qualified Leads
Shorten Sales Cycle
Close More Deals
Upsell AGS Services
Land and Expand
Increase Renewals

"""""""" A customer journey map provides you with the
= g Quidance and direction needed to build out your
desired customer experience.
- CUSTOMER JOURNEY MAP DIGITY
e
e &N
GOAL: RAVING FANS ) l #

CLOSED LOST

Taks to inflencer

LEAD NURTURING PROGRAM

2nd CONVERSATION ) CONSIDERATION. ) CLOSED WON ) ONBOARDING

ACHIEVE



Map the Journey

FIRST TIME EVENT MAKER JOURNEY GOAL: RAVING FANS

AT LD D S R Tools Needed:

¥ T , ,
L om P . ozmm * Marketing Automation

Event pending
1 bus day)

« CRM
* Dialer
o * Landing Pages
¢ Content Marketing
W e Email Marketing
£=4 * Sales Analytics
*  Web Analytics
* E-Commerce
*  Website CMS
0 e |0 | 0 Emmmmme | © i e b * Design Tools
e || == * Webinar Software
e * Social Media
=

* | can't wait to tell my friends about SpinGo
 Invite into BETA program
LT ke * Survey Tools

. Repeat customers
. you card . = Close more sales
+ Email nurture campaigns . More qualified leads

ICON KEY

product (4 ) Promots
event

Phone
call

O]

Marketing
email Event date.

« This is 5o easy!
* I need to post my event

o + We have no budget.

GOALS

[1 ACHIEVE




Technical Diagram

]

Manually format
dala in Excel

2 O

Import Leads to
Zoho

zapier

Paste in Google Sheet
{Zoho Impert Template)

201
HUbSﬁ_s‘.‘)t

Microsoflt
MBS

@ %—ndpfer

Send Lead to Aklity from
Google Sheet

AP| with Client CRM

Send Texts: Revive
{801-768-1283)

o
es—>Zapler

Auto Send Text

zapier—

Send Text from
Google Sheet

——>zapier
Send Text Later
Teday
——>Zapier—j

Send Text Now

> Otwilio—— -
Send Text
Survey

L —zapier—
Send Text
Tomerrow

* Auto send
Zapier m ext? /
Create Zeho Zoho Lead
Contact Record
e

b————> Make Phone Call

Manually create
imgort e

4,\6 MadChimp——> "L

Send Email
Survey

N

h

Phone Survey

e

@ twilio

Auto reply from
Akdify

— (@ twilio——>zapier—

Prospect
responds to text

Auto Response to

Requires Human Response

-3 siack—»ﬂ

Slack Alert

Manual Text
Respense from
Google Sheet

Manual Review of
Responses

Response is
logged manually

[4 ACHIEVE




Map out your current technology

r' Google Apps

Hoberflip (i Hoberflip ™. (@ unbounce
M GoogleApps  ii @) Gomoweoinar \ -
Ps 4 ="
o / Buzzsum® M@lelr i =WISTIA EIAddThis C@ptimizely

hrefs &1 HubSpdt

: &« ®

Website / CMS

Linked [}

=l
ot ot o] “ -
. Marketo MOz HOberflip Marketo Marketo e
@&integrate ., g
iff Terminus ; /4 Google Analytics ‘
S Sbuffer |
PERFECT AUDIENCE
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Find platforms that have a lot of capabilities

Sales Hub’ Marketing Hub"

s 920 Bg' e G Suite

o @ / COMMUNICATE  COLLABORATE  ORGANIZE ENGAGE
T One / % oML B

[:;] @O . & @ h n = 4 E

CMS Hub’ Service Hub"

Operations Hub’

*
zapier

Adobe’ Creative Cloud” HesDe€EOmEYQ-BOIDead0n -
PEAEQO2MY:~O0BR@®EH*AaO0HDa®0dDaE
~ @ e a=9v e 8 t 8=0@

}Q t@@scse =R ABEOGEMEsCE
ACROBAT PRO AFTEREFFECTS  ANIMATE AUDITION DIMENSION  DREAMWEAVER  FRESCO™ Io0ofamECe. RVPOsHwoOoOw
DE -~ @ e neeEOoE® Y
m.m..... (gm—trd . o
LLWUSTRATOR ~ INDESIGN  LIGHTROOM  PHOTOSHOP  PREMIEREPRO  PREMIERERUSH  SPARK >-EBea@~aa v s wBEAE=To
BO % «oC ~B S 6 4 e e Reo DO »DEC
B8~ @® K= uO n - BRI ] E
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Marketing Foundation on Zoho One

Social Media Website Emails CRM Legal Data

»

3 e s = - |
O < |
= 7]
@WORDPRESS
Google
.' Analytics Google Tag Manager
Zoho Social Zoho Forms Zoho MarketingHub Zoho CRM Zoho Contracts Zoho Analytics
Zoho PageSense Zoho Campaigns Zoho Bookings Zoho Sign Zoho Flow
Zoho Sites Zoho Survey Zoho Motivator
Zoho SaleslQ Zoho 3CX

Zoho Commerce
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Loho One Ecosystem

Zoho Sheet
Our spreadsheet

Zoho Workdrive V creating/editing software.

Our file storage and
management system.

- 4 Zoho Writer
S Our document Zoho Expense

Zoho Meeting l
— | Zoho Sign Our video conf g
Our digital signature system.

' collection system.

Zoho CRM
Our customer relationship
management system.

| ZohoForms
Our custom form designer _— Zoho Sites
and publisher. o Our company website
design and hosting

Zoho SalesIQ

Our website visitor and live

N chattool Zoho Assist
Our remote compuler
assistance system.

creating/editing software. Our company expense
management tool.

Zoho Mail

Our email and calendaring

Zoho Projects so
CQ/ Our project management Zoho quscruptlons
N\ Our subscription

system.
4 management tool.

Zoho Books

Our bookkeeping system.
i

? Zoho Survey
Our custom survey designer
Zoho Vault
and publisher.
Zoho Desk * I Our password manager e
Our help desk system. system.

Zoho Showtime
O Our online training system.
Zoho Bookings

Our appointment booking
software.

External Integration
CX Our 3CX phone system synchronises call
and contact data with Zoho CRM.
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Marketing Automation

AllPersonas === ] === o=
i Actions Settings Performance History : 18 : 0.2 :14
clier
iciiioae N Beginner Ben i 7] & ez -
Frend, OMNER, SHALL BUS NESS S - =
We hope you're as pumped as we are for this tomorrow's Customer Success Leadership & Contact enroliment trigger 3
Webinar with Patick Campball, CEQ/Founder o Proftwell Hes
———— 91
W big fans of Palric, i you've never heard him tlk bfore this wil be  great chance to
well
state of the S2aS ccosystem and he'l be sharing il the trends theyve uncovered. His P—
P P has filled out Webinar - Using Both Cus- Tl it ) DISUPTIVE (877) 956-7510
tomer Success & Customer Experience i 2@ Smart Campatgns - Tl AR
to Drive Growth on Any page = .
76% of PPC ad spend fails to produce 4 00-signup - rial
a single conversion. You deserve better. 4 01 - Whitelist Evaluation - Trial
) 02- Geo Evaluation - Trial
Get My Free PPC Proposal: 5
03 Spam Evaluation - Tral
AL Dispive Advertisng.your botomineis | Pt
T < > Bila s secure ) 04 Request Product - Tral
X M ImanagrsGochuiog ostagencis, o e
Patrick Campbell T e e e 2 05a - Webhook Response - ACCEPTED - Trial
Proftwell &2 Send email e b 3 05b - Webhook Response - UNSUCCESSFUL - Trial
12 Fromet 05c - Webhook Respor
B D %
el - ; 4 06a - ALREADY REGST]
Wyl (O - “ " &
o . S  Forms == S 7/
= q 7. 9 & € 07a- ACCEPTED - Trial] e, ~
We're excited to have Michael Harnum, CEO of ESG (Custom Drive S S o 2 % 290
- er Success as a Service*), join us for today's Customer Suc- 48% b S % 07b - UNSUCCESSFUL| Design Studio Analytics

Form Submissions 33em 394 smni 344 o © 07¢- REJECTED - Trial

&
O cocs webinars

ries.
i B——, A S P 4) 07 REJECTED - Trial

) o 2 08 -Send Alert to e @

4 08 - Send Alert to Sale}

-
»

Marketosky

S

Communiy

Discover 3 benefits a #CustomerSuccess platform can pro-

 Newttrtam 09 STARTED -Trial

vide to remote teams. #5aa$ #CustomerExperience https: Emai nsighs

ubs.ly/HOpdr650 s T o e @11~ EXPIRED - Trial
o N oty @ 11 Expired - Trial Convert to Paid)

4) 12 Send Email - License Exists and Expired

© conD 1 Commee € 12-Send Emall - License Exists and Not Expired

HUbS@ét eld]U '/ SharpSprin I pardot I|| Marketo
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[ Dushooara Deal Insights c
Q22011 Campaign Funnel [E] Warating - Montito Mont
Setup Home | Objectianger v el e 20, 2020850 At i ShasSpinp Asorsion
e 83,161,600 NEWLEADS TODAY MONTHLY LEAD CouNT DEALS IN AGREEMENT SENT DEALS WON THIS MONTH
F—
Clicks: 142,384 Leads by Day of Month ® Opps by Day of Month ®
ExpandAll | Collapse Al Leads: 14,161 o
» ; 102 a0 2185 + oo i3 470 v
Opportunities: 1,168 0
Closed Won: 9 g ou 5
5 § o N—— fr——— —
“ B / s
OppValusYID by lactic 0 REVENUE THIS MONTH DeALs BY sTaGES OPEN AMOUNT BY UsERS
P o g : : = rey—. sissre00m
883,676.86 . - - Ronald Lucero $118470.00
TRUE MMEDUTEACTIONS L s e DatefTin . Date/Time | — Aprit2020 Maren $ 43,555.00 ~
“ s RESAIREE, — sarmno0
7 i it SRR [raTT—— [T ——— e S
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5 Von Andrews. $25110.00 Angel Decal $61,140.00
7R B Ashiey Stahell $18,070.00 Ben Sutton $56970.00
Rl pormen 3, 1,206.254.74 1,461,837.56 po— St607500 e
Sum of Total Value Opportunities in USD S 5 ” o e e
Markoting Tactc Ve P o
WPaid Search W Advertising mSocial Media & & i
WPay per Click SEO mEvents SendText_from_Contact
e — | mwepreactions o PartnersiAfliates  WOter S b e b el hen e et Sge s td o e e i
— [ATyT——— VowRepr et - Ops oy Mor)
o usoszssnids o7 ) w s UsotosoRe2  Uspeissserz
- = w = HepO 1) a9 15 Apoinment ot Hek
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= o.crm. updateRecora( Texts"  text.id,m9)
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5 usozioane s ws ) 5 0 oo usD 18322124 b Sy R TS S
ProgramVendor: Yahoo Pad Searc (83 recods) ? emaifan ol it oo i
2 UsD 18300100 I 1 a2 5 0 usD 000 USD 117,000.00 myMop. put (*Message” , text. i
1 Morketing Tacti:Pai Setch Coten Nework (30 records) aser e et R i ____
®  usDases e 20 ) » 1 usoagssso usDss0s050 s owner = *John Kep">
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Understand the Marketing & Sales Funnel

UNIQUE WEBSITE VISITS
141,124
INQUIRIES

10,934
LEADS
7,284
APPOINTMENTS
1,896
SDR QUALIFIED OPPORTUNITIES
919

NET NEW CLOSED WON DEALS
216
[1 ACHIEVE

TOTAL COSTS
$311,090
SDR OPPORTUNITY PIPELINE COST PER $ OF PIPE
7.7% $10,556,167 $0.029
INQUIRY TO LEAD RATIO NET NEW BOOKINGS COST PER $ OF BOOKINGS
66 6% $2.734. 161 $0.114

LEAD TO APPT RATIO

26 0%

APPT TO QUAL OPP RATIO TI M E TO
48 S7% CONVERT

14 DAYS 50 DAYS

QUAL OPP TO CW RATIO [ C O
23 5% INQUIRY APPOINTMENT CLOSED WON




Define the Success Metrics & Create a Process for Measuring Them

e Define the Success Metrics /

Ad Impressions 3,840,548 3,712,766
K P | S: Ad Clicks 41,526 42,800
° Ad Conversions 612 913
le) Revenue New Leads 478 672
Marketing Qualified Leads 36 51
e # of Customers Sales Qualified Leads 11 20
New Opportuniti 4 6
@) Ave ra g e O rd er V a | vue CE)\Zedp\fvcc))nuCn);)I:zrtunities 2 3
_ _ H New Business Pipeline $45,200 $62,000
© LeGd TO Close ROTlo New Closed Business $22,000 $33,500
o Time to Close
Total Spend $15,651 $18,365
@) Net Promoter Score (NPS) Cost/MQL $434.75 $360.10
H H Cost/ Opp $3,912.75 $3,060.83
© nglt Mgrgln Return on Ad Spend 1.4 1.8
o ROI
. Clickthrough Rate 1.08% 1.15%
o Cost to Acquire a Customer (CAC) Ad Conversion Rate 147% 213%
. Conversion-to-Lead Rate 78.10% 73.60%
. S eT O B O S e | I n e Lead-to-MQL Rate 7.53% 7.59%

MQL-to-Opp Rate 30.56% 39.22%

() M e O S U re 'I'h e m Of‘l'e n . A‘I‘ | e O S‘I‘ Opp-to-Close Rate 36.36% 30.00%
m O n .I. h |y . Average Opp Value $11,300 $10,333

Average Order Value $11,000 $11,167
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Measuring Success in Marketing

Overall Marketing:

Total Revenue

Cost to Acquire a Customer
# Qualified Leads

Lead-to-Close Ratio

Brand/PR Growth:

PR Scorecard Growth

# Direct Traffic Leads

# Referral Traffic Leads
# Branded Search Leads

SEO Lead Growth:

# Non-Branded Search Leads
Organic Impression Share
Organic Clicks

Website Conversion Rates

Operational Metrics:
New Lead Revenue
Overall Lead Gen Costs
Overall # Qualified Leads
Cost per Qualified Lead
Cost per Opportunity
Lead-to-Opp Ratio
Average deal size

Sales cycle length

Online Channel Metrics:
Ad Click Through Rates
Landing Page Conv. Rates
Cost per Lead

Cost per Qualified Lead

# Quallified Leads

Lead Database Marketing:
# Revived Leads
Lead Engagement Score

Lead-to-Opp Ratio

New Channel Development:

Test budget metrics
Test channel efficiencies

# New Channels

Partner Marketing Metrics:
# Partner Pitches

# New Partners

# Qualified Leads

Lead Growth within Existing

Customer Marketing:
Customer Renewal Rates
NPS Score

Ave. LTV of Customer
Customer Lifetime Length

# Customer Referrals

Internal Marketing:
Awards

Brand Survey Score

# Activities

Employee Retention
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Campaign Funnel Dashboards

YTD Leads by Program/Vendor

Program/Vendor Sum of Total Leads
Google AdWords 7,202
Gantthead 4,565
Google AdWords - Content Network 2,882
Webinar 1,879
AtTask Newsletter 1,815
Projects @Work 1,689
IT Toolbox 1,260
Web-Based-Software 942
Direct 658
CBS Interactive 540
AtTask Blog 364

355
Microsoft AdCenter 345
Trade Show 338
Yahoo Paid Search 245
Capterra 237
TopTenReviews 229
LinkedIin 173
Salesforce AppExchange 167
Facebook 128
Organic Search 96
Business.com 49
Unknown 45
Twitter 5
GetApp 4
Article Directories 2
Referring Site 2
User Conference 2
Affliate 0

YTD Opportunities by Program/Vendor

Program/Vendor
Google AdWords
Gantthead
Web-Based-Software
Direct

AtTask Newsletter
Webinar

IT Toolbox

Projects @Work
TopTenReviews
Google AdWords - Content Network
Capterra

Microsoft AdCenter
Facebook

Linkedin

AtTask Blog

Yahoo Paid Search

Trade Show

CBS Interactive
Salesforce AppExchange
Organic Search
Business.com
Unknown

User Conference
Twitter

Affliate

Article Directories
GetApp

Referring Site

Sum of Num Total Opportunities
570
193
135
122

98
88
70
63
55
54
47
44
33
33
32
28
24
23

o w B

O 0O 0 O = w & ®

Q2 2011 Campaign Funnel

Impressions: 83,161,600
Clicks: 142,384
Leads: 14,161
Opportunities: 1,168
Closed Won: 95
Opp Value YTD by Tactic
378,034.27 155,291.50
883,676.86
3,611,149.04
1,050,245.95
1,187,830.42
1,296,254.74 1,461,837.56
Sum of Total Value Opportunities in USD
Marketing Tactic
W Paid Search Advertising M Social Media
W Pay per Click SEO M Events
Partners/Affliates W Other
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Example Dashboard

QTD Leads by Marketing Tactic QTD Opportunities by Marketing Tactic
Highest Cost per Lead Highest Cost per Opportunity
4,000 3 gg4 1,000
. 2 Program/Vendor Average Cost per Lead Program/Vendor Average Cost per Opportunity
B gl 20 Business.com USD450  CBS Interactive USD 1,100
3
§ 3,000 § GetApp USsD 167 Google AdWords - Content Network USD 490
E & 600 Linkedin USD67  Web-Based-Software USD 450
s =
E 2,000 g Web-Based-Software USD 41 Linkedin USD 420
E E 400 Capterra USD 38 Capterra USD 210
H]
@ 1,000 z CBS Interactive USD 29 Google AdWords UsD 118
A o
E 200 174 Google AdWords - Content Network USD 10 Microsoft AdCenter USD 49
76
L 5435 4 8 Google AdWords USD7  AtTask Blog usD 0
0 o b o Microsoft AdCenter USD 6 AtTask Newsletter usbDo
S 3
& Q\& @*‘“ Article Directories USDO  Direct usD 0
@ R
&
&
Marketing Tactic Marketing Tactic
Leads by Quarter Opportunities by Quarter Top 5 YTD Campaigns Top 10 YTD Opportunity Campaigns
10,000 9,502 800 Program/Vendor Sum of Total Value Won O og! Sum of Total Value Opportunities
i Google AdWords USD 625K Google AdWords USD 3.3M
3000 7653 g 03 Gantthead USD 218K Direct USD 969K
" € 600 Direct USD 173K Gantthead USD 931K
£
E 6000 ss70 g Webinar USD 105K AfTask Newsletter USD 742K
~he . o AtTask Newsletter USD 101K Web-Based-Software USD 630K
3 S 400 373 -
e 2 Webinar USD 616K
°
g 4000 S ] Capterra USD 512K
3 " z
@ % TopTenReviews USD 286K
£ 200
5
2,000 @ . IT Toolbox USD 245K
Projects @Work USD 227K
0 0
Q42010 Q32010 Q22010 Q12010 Q4 2010 Q32010 Q22010 Q12010
Quarter Quarter
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Focus on the lowest part of the funnel that Marketing can influence

CURRENT QUARTER

COST PER COST PER COST PER COST PER COST PER COST PER COST PER COST PER
UNIQUE VISIT INQUIRY LEAD APPOINTMENT QUALIFIED OPP CLOSED WON $ OF PIPE $ OF BOOKINGS

$2.20 $28.45 $37.25 $168.26 $338.51 $1,440 $0.029 $0.114

1

PREVIOUS QUARTER

COST PER COST PER COST PER COST PER COST PER COST PER COST PER COST PER
UNIQUE VISIT INQUIRY LEAD APPOINTMENT QUALIFIED OPP CLOSED WON $ OF PIPE $ OF BOOKINGS

$1.53 $17.92 $34.50 $178.79 $322.75 $1,636 $0.031 $0.095
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Understand the flow of data

Marketing CRM

Ad Platforms Website CMS Website Automation

facebook Ads T contentful— @ sensoriower |~ 1)) Marketo

.\ Gisogie Ade salesforce
Linked [ HubSppt— Pathmatics —HubSpdt
Advertising
b:ii demandscience ) ) Revenue Lead-to-Account Revenue
Website Analytics Attribution Matching Operations
) 5o Obizible  @Lecnbata 428 Clari
ABM Software Tag Manager Product Analytics
+ RollWorks L4 @ Amplitude

Google Tag Manager
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Leads enter the CRM from a variety of sources

Direct Traffic Direct

Google

Bing Inbound Call
Other

Organic Search

Live Chat
Referring Sites Referring Site Website

Product Trial

Facebook
Instagram
LinkedIn
Twitter

Website Form

Organic Social

Google Search Ads
Microsoft Search Ads
Other

Paid Search

Marketing
Landing Pages Website Form

Google Display Ads Automation
Microsoft Display Ads

YouTube Ads

CRM

Paid Display

Facebook Ads
LinkedIn Ads Lead Forms
Twitter Ads

Paid Social

Content Syndication
Affiliates API|
Partners

Partners

Events Online Events List Import

Regional Events

Outbound Email
Inbound Email Email Intro
Nurture Email

Email

Employee Referrals
Customer Referrals Manual Entry
External Referrals

®
®
P Trade Shows
®
®

Referrals
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Track Original Source with UTM Values

Medium Source Campaign Tactic Term Content

Direct Traffic . Direct

Website Hom@ Page 3
Google Solutions Search Term Page Title
o ics h . Bi 9 Products
rganic searc Oltr;%r Resources
Blog
Company
Referring Sites . Referring Site Referring Domain
Facebook
Instagram
Organic Social . LinkedIn
Twitter
Pinterest

Outbound Email
Email @ Inbound Email
Nurture Email

P h Ad Asset Name

oogle searc S ; Request Demo

Paid Search . Microsoft Search Ads Campaign Name Adgroup Name Search Term Lar?ding Page
Other

o Google Display Ads
Paid Display . Microsoft Display Ads
YouTube Ads

Facebook Ads

Paid Social . _Il__inllgedl'r;gds Campaign Name Adset Name Asset Name
witter Ads

Pinterest Ads
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Keep things organized with UTM fracking structure

Salesforce Campaign Object UTM Examples

Type Tactic Salesforce Campaign utm_medium utm_source utm_campaign utm_adgroup utm_term utm_content
Website Direct Direct Traffic Website Direct - Direct Traffic website-direct direct-traffic website.com website-section website-page form-or-offer
Organic Search  Google Organic Search - Google organic-search  google website.com website-section website-page form-or-offer
Organic Search  Bing Organic Search - Bing organic-search bing website.com website-section website-page form-or-offer
Organic Search  Other Organic Search - Other organic-search  other website.com website-section website-page form-or-offer
Referring Sites  Referring Site Referring Sites - Referring Site referring-site referring site website.com website-section website-page form-or-offer
Organic Social Facebook Organic Social - Facebook organic-social facebook social-feed form-or-offer
Organic Social Instagram Organic Social - Instagram organic-social instagram stories form-or-offer
Organic Social  LinkedIn Organic Social - LinkedIn organic-social linkedin company-page form-or-offer
Organic Social ~ Twitter Organic Social - Twitter organic-social twitter influencer form-or-offer
Organic Social ~ TikTok Organic Social - TikTok organic-social tiktok video form-or-offer
Organic Social ~ SnapChat Organic Social - SnapChat organic-social snapchat social-feed form-or-offer
Organic Social Pinterest Organic Social - Pinterest organic-social pinterest

Organic Social ~ Youtube Organic Social - Youtube organic-social youtube

Paid Social Facebook Ads Paid Social - Facebook Ads paid-social facebook-ads campaign-name adset-name audience content-offer
Paid Social LinkedIn Ads Paid Social - LinkedIn Ads paid-social linkedin-ads campaign-name adset-name audience content-offer
Paid Social Twitter Ads Paid Social - Twitter Ads paid-social twitter-ads campaign-name adset-name audience content-offer
Paid Social TikTok Ads Paid Social - TikTok Ads paid-social tiktok-ads campaign-name adset-name audience content-offer
Paid Search Google Search Ads Paid Search - Google Search Ads paid-search google-search-ads campaign-name adgroup-name keyword content-offer
Paid Search Microsoft Search Ads Paid Search - Microsoft Search Ads paid-search microsoft-search-ads  campaign-name adgroup-name I keyword content-offer
Paid Display Google Display Ads Paid Display - Google Display Ads paid-display google-display-ads campaign-name adgroup-name audience content-offer
Paid Display Microsoft Display Ads Paid Display - Microsoft Display Ads paid-display microsoft-display-ads  campaign-name adgroup-name audience content-offer
Paid Display Google Retargeting Ads  Paid Display - Google Retargeting Ads paid-display google-retargeting-ads campaign-name adgroup-name audience content-offer
Paid Display Microsoft Retarging Ads  Paid Display - Microsoft Retarging Ads paid-display microsoft-retarging-ads campaign-name adgroup-name audience content-offer
Partners Partner 1 Partners - Partner 1 partners partner-1 form-or-offer
Partners Partner 2 Partners - Partner 2 partners partner-2 form-or-offer
Events Trade Shows Events - Trade Shows events trade-shows event-name booth form-or-offer
Events User Conference Events - User Conference events user-conference event-name speaker-session form-or-offer
Events Recruiting Event Events - Recruiting Event events recruiting-event event-name event-date-session incentive form-or-offer
Referrals Employee Referrals Referrals - Employee Referrals referrals employee-referrals department employee-name form-or-offer
Referrals Customer Referrals Referrals - Customer Referrals referrals customer-referrals referral-email customer-name form-or-offer
Referrals External Referrals Referrals - External Referrals referrals external-referrals external external-name form-or-offer

Email Marketing Newsletter Blast
Email Marketing Automations

Email Marketing - Newsletter Blast
Email Marketing - Automations

email-marketing
email-marketing

newsletter
email-automation

adventure-updates
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Campaign Tracking allows for Multi-touch Attribution

Campaign: Paid Search - Google Search Ads
Lead: <lookup>
Contact: <lookup>
S Status: Clicked Ad
e First Associated Date: 12-22-22
‘C‘f\ utm_medium: Paid Search
%e'b utm_source: Google Search Ads
o '\ A O utm_campaign: Branded
N «° >
%Q’b S Q/((\ bQ utm_adgroup: Sensor Tower
O \e\?' S \{g, utm_term: Sensor Tower Reports
’\qrb(\ OGQ QQ}\Q’ c}\c’ utm_content: Q2 2022: Data Digest Report
o) O o)
[ L L L @ L L L >
o < Q
. 7 .
% C) % R C}/é
Q > % . K
()
> 4 > S %
% % R Ce
% o % %, o
Q % A )
(A © > ©_ 6
% <. . % %
+ % % v
(g sl o
70’
Campaign: Paid Social - LinkedIn Ads Campaign: Paid Social - Facebook Retargeting Ads
Lead: <lookup> Lead: <lookup>
Contact: <lookup> Contact: <lookup>
Status: Clicked Ad Status: Clicked Ad
First Associated Date: 12-17-22 First Associated Date: 12-17-22
utm_medium: Paid Social utm_medium: Paid Social
utm_source: LinkedIn Ads utm_source: Facebook Retargeting Ads
utm_campaign: Marketing Leaders utm_campaign: Website Retargeting
utm_tactic: Sensor Tower utm_adgroup: Bottom of Funnel
utm_term: utm_term:
utm_content: App Store Optimization Playbook utm_content: Request Demo
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Your Ideal Client Profile

EVENT MAKER PERSONA

| work for a company

specializing in events

PROFESSIONAL PAUL

Director of D:

SALES

Event Passion

Doesn't care much

Estimated Event Budget

Cares greatly

25
Event Promotion Timeline

180days  90days  30days

An expert in event management
It worked before it will work again
Organizes multiple events each year
Works long days and weekends
Very versed in online marketing
Works with large sponsors

Thinks he knows his target audien

Juggles events at the same time

Submitter

$25000

2weeks  Tweek  Eventdate

We are an expert in event promotion
Let's do a test. Start small, 9o bi.
Become a partner, let's do this together
We can save time and relieve stress
Guaranteed clicks (match CPC's)
We can target multiple states
Validate his expertise, offer targeting

Focus on the event, we'll handle
promotion

Decision Maker

Title:
Event and Program Specialist, PR
Specialist, Social Media Coordina-
tor, Marketing Specialist.

Duties:

Plans large scale events, works
with many vendors to execute.

Title:
Director of Development, VP of
Communications, Marketing
Director, Owner.

Duties:

Oversees the production of the
event, manages budget, and
approves strategy.

and C;

Beacon Group

MARKETING

Age
25-50 years old

Industries:

Convention and tradeshows, event
planning services, promoters of
arts, entertainment, sports and
media.

Uses all social media
Reddit

Pollstar

Buzzfeed

Bloggers

Increasing audience with fan base
What's hot / hip / cool

Ticketing solutions

Latest social media trends
Building brand integrity

Likes infographics

Personality:
Confident, enthusiastic, involved,
candid, and witty.

Event Types:

Large nationwide events, concerts,
expos, mainstream sports, races,
fun runs, arts, entertainment,
festivals, rodeos, public sports
events, fairs, cultural events,
conferences, and tradeshows.

Event venues
Community calendars
Online marketing
Promote my event online
Event planning tools

Conferences for meeting planners

“I got my hand in a lot of cookie jars. | would love

to know of one place where | can hit my target
demographic. | feel like I'm spread thin going to
lots different places.”

PRODUCT

Reporting Expertise

Doesn't care much Tracking

Technical Knowledge

Very basic solutions

Number of Events per Year
20+

4orless

Levell Level2 Level 3

Employed ful-time
Works in a medium-sized office

Member of a team, 110 members

Tools Used: Email, Microsoft Office, Gaogle Dacs, Google Analytics,

Project Management tools, Email Service Providers, and Point of
Sale systems.

Ticketing solutions
Tracking

Attribution surveyed online during ticket process
Appreciates good design

Likes checkiists

Plans multiple events

Measures campaign success with attendance

Researches venues (e.0. parks exposition centers, areas, etc.)
Finding sponsors

Hard time keeping employees (w/specialized skills)

Complex marketing

Ideal Client Profile (ICP)

« Large nationwide
events, concerts, expos,
sporting events, races,
festivals, rodeos, fairs,
conferences

« Owner, Director of

Development, VP of
Communication,
Marketing Director
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Where does your buyer persona hang oute

Offline

« Home
Office
Events
Stores

Online

« Social Media
Email

« Associations
« YouTube

[1 ACHIEVE




Responsible for

<10% of clicks
on the web

Search Spam

Paid / Rented Email Lists

Higher avg cost

to acquire a
new customer TV, Radio, and Print Ads

Billboards & Outdoor Advertising

Throwaway Press Releases

Pop-Ups & Pop-Unders

Outbound vs. Inbound Marketing

Opt-In Email Lists

Authoring Books/Print Media

Supporting/Sponsoring Events

Press & Public Relations

Interruption Contextual Ads
Marketing Outbound Sales Calls

Interrupting someone'’s
fiow of activity in order
to get attention

Interstitial Pages

Trade Show Booths

Most Social Media Advertising

Forum, Comment, & UGC Spam

Powered by Banner & Display Ads
Paid App Reviews

Video Ads

Thought Leadership
C
Influencer Outreach Market‘ng
Eaming attention organically,
Blogging without interrupting
anyone's path
Public Speaking

Earned Social Media

Word of Mouth & Viral Marketing

Content Creation & Marketing
Organic App Store Visibility

Video Content

Inbound Marketing

Customer-Centric
Permissive
Targeted
SEO
Blogging

Pull Audience

(e

r

Outbound Marketing

Marketer-Centric
Interruptive
Not-targeted

Cold Calls
Spam Emails

Push Audience

[1 ACHIEVE




Be there when people are searching for you

Go gle home security lehi X $ & Q
Shopping Images News Best Reviews Maps Videos Books Flights
About 3,250,000 results (0.61seconds)
Results for Lehi, UT - Choose area
Sponsored
Vivint .
https://www.vivint.com } — P a I d Ad
Smart Home Security Systems - Utah | Vivint
Customizable Packages for less than $1/day. Response in Seconds. Call Now! Vivint Smart
Home makes life simple. Call now for professional installation! Control Your Home.
Compare Security Packages - Build Your Perfect System - Shop Now - Compare Vivint
Places :  Ratng - Hours -
SecureUtah Inc (Utah Home Security & Alarms) A\ e
No reviews - Security system supplier © & Ve, N 7
% “,
2528 N Elm Dr - (801) 477-5277 i \ K
§ s \Outlets at Traverse b
js@ @ N HEROIC
AMP Smart i Strap H,Kbm.wy Cybersecurity
44 (3.4K) - Security system supplier © o JCWs Y N
3450 Triumph Blvd Suite 100 - (800) 817-3918 \ \Hyatt Place Salt
i i yo— Lake City/Lehi D——
Open - Closes 7PM Website  Directions 1 R i © TYVIRYTS
s

@ ' would recommend to those who are looking for il
Vivint

\\
ome \ vNonhSlar Home™. 3400y
home security. \ N

o Fluent Home
https://www.fluenthome.com > utah > lehi %

Home Security & Automation Systems in Lehi — Or an |C LlStl N
FluentAre you looking for a home security system in Lehi, UT? Fluent Home is here to provide g g

you with a customized solution. Contact us now!

[4 ACHIEVE




Perform Keyword Research

N\ Google Ads

) Locations: United States

Q dryskin

Language: English  Search networks: Google

Broaden your search: (+ skinproblem | (+ skin | (+ skintype

Search volume trends ~

600K

May2019  Jun2019

Jul2 Aug2019  Sep2

+ eczema

=+ skin irritation

Last12 months May 2019 ~ Apr 2020

+ moisturizer

19 2019 0ct2019 Nov2019 Dec2019 Jan2020 Feb2020

- <

W Total

Mar 2020

+ common skin problem

Y Excludeadultideas  ADD FILTER  Showing 832 of 1,241 keyword ideas

O %Mo, g momhysearhes | Compettan | Adimression T°".ZE;EZ§£ “"Lf’n:ﬁ?g? Acoount staus
Keywords you provided

[ dyskin 1050~ Medum - s240 s
Keyword ideas

O drybrushing 33100 A/ High 5053 $224
] bestmoisturizer for dry 18,100 _/W High - §1.45 sa22
[ dryskinonface 18100 ___ N High - s1.16 5376
[J  scalyskin 14800 _—~—" Low - $3.12 §558
[J  bestlotion for dry skin 14800 __ /S High - $3.00 $520
[0 dryhands 18100 /N High = s1.19 $1265
] moisturizer for dry skin 8100 _//\—/ High - 52,00 $472
[0 flakyskin 8100 N—/ Low - 5065 $374
[0 dehydrated skin sa0 /N High - $4.16 §7.12
O dyfeet 8100 /  High - 5057 5202

DOWNLOAD KEYWORD IDEAS

Refine keywords €™

EXPAND ALL  RESET

Brand or Non-Brand

31 excluded: eucerin, neutrogena, dove, nivea

B Product

Product
cream

skin cream
moisturizer
lotion

skin lotion
cleanser
body wash
gel

face scrub

< I miml << << <]

butter
VIEW 1 MORE

Body Part

ace, feet, hands, eyes, lips

Skin Type

6 excluded: sensitive skin, normal skin, oily s

B symptom

Symptom
dryness
[ itching
[] other

B Condition

Condition

0 acne

M A craln

Keywords
403
403
390
339
339

Keywords

69

~

Keywords
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Launch Paid Search Ads

A\ Google Ads b Blng ads

Ad - https://www.xmatters.com/free

xmatters
xMatters.com - xMatters - Free - Get xMatters - Free, forever @ Conversions Cost / conv.
Powerful Incident Response at the Push of a Button for Always-On Services. Resolve Incidents
—
and Launch Workflows at the Push of a Button. Integration Platform.
Automate.
Start xMatters Free
Turn Your Systems' Insights into Actionable Alerts During Disruption Collaborate. Analyze. 12,188.40 $139.89
Incident Management Adaptive incident management
The Next Stage In Incident Mgmt Is Here. Download The White Paper. keeps services reliable

Contact Sales

Try xMatters Free
Request a meeting with an xMatters Solution Specialist.

Adaptive Incident Mgmt
Learn Where You Rank And How It Affects Your Digital Service.
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Create Great Landing Pages

Mwe forend farmm
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Search Engine Optimization (SEO)

Optimization Rate Up
Page Elements Optimization Rate
g Page Title 715%
SEO Audit

65.8%
49.5% -

735%

. . Keyword

Link Bait H1 Headings 16.9% -
Research Bold Text Blocks 433% .
Anchor Texts 54.3% .
Image Alt Texts 4a7% .
Entire Page 50.8% .

Project Planning Software

SkBlog =«
S oSO @ =3

iy ! E' AtTask Blog. LinkVana Articles %_ d:

LinkVana Blogs

Long Tail vs. High
Volume

Back-Link

Strategy

The New

Site Architecture Topical Pages

Internal Linking
Strategy
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Add Your Product to Review Sites

chlydentify the best produ

Contenders.
View

Select Company Size.
®
SmallBusiness
Hid Market

Enterprise

[oyo—

St Torgt et
om +2

28

B2c

Back to product list

he High Performers

Satistaction ©

CllentBudget ~ | HouryRate | | Industry ~ | Reviews ~ || AllFiters | Clea Al
Disruptive Advertising o s ec & oigtaiwarkeing Agency seoNson
4.8 hhhhk 340REVIEWS
@ ve Service Focus “Disruptive Advertising takes a
View Profile e
© $5000+ holistic approach to our digital .
. I <cvertising stategy.
w0249 VP & Partner, Phone Ninjas
2, 50-24 - i
Contact [o]

© Pleasant Grove, UT

Capterra

L ~
Ve 0'1
\/o -7
No -
N N
<y \ Ve
o —e

Klaviyo (3 VISIT WEBSITE

By Klaviyo
4.7 (345)

< TOP PERFORMER [ 2023 VIEW THE CAPTERRA SHORTLIST >

Klaviyo is a unified customer platform that gives your online brand direct ownership of your consumer data
and interactions, empowering you to turn transactions with customers into productive long-term
relationships-at scale. Because the Klaviyo database integrates seamlessly with your tech stack, you can
get the full story on every customer that visits, and then-from the same platform-use those insights to
automate personalized email and SMS communications that make people feel seen. Learn more about
Klaviyo

[0 comPARE Q SAVE

estCompany

ROK Financial 99

* Flexible Funding Options Overall Score

* Higher Loan Minimums and Maximums

« Potentially Funded on the Same Day
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Run Retargeting Ads

WHAT |S RETARGETING?

=== -
—_—— i 9 -
N————— | ...
\ISITS YOUR SITE LEAVES SITE --T T—
9?‘,* sjzl'ih»':o}%ls': N.v.. roto Room s | D Book stylish hotels in NY
— € YOUR
(F' e :. RETARGETING
l ; = AD HERE

BECOMES GET CAPTIVATED LATER LOGS ON
A BUYER BY RETARGETING AD TO BROWSE

THE INTERNET

[4 ACHIEVE



Paid Social Ads

Linked

JERJ Clientsuccess
{s 10,333 followers
Bl promote

Join us every Tuesday in August at 1:00 PM Eastern for a hands on Customer
Success best practices bootcamp, with Kristi Faltorusso, VP of Cus ...see more

Kt Faltorusso
success

Free Customer Success Leadership Bootcamp

clier

2 Register

O Like & comment (> Share

Leads T Cost Per Lead

5,550 $9.56

| ClientSuccess

The role of a customer success leader is to lead the customer success (CS)
team, represent the CS Team in executive meetings, and champion tl ...see mor

FREE EBOOK:
HOW TO BECOME AN
ELITE CUSTOMER
SUCCESS LEADER

success

How to Become an Elite Customer Success Leader

& Download

& Like G Comment ) Share

facebook.

ican Energy Association .
d

Get New Appliances for FREE with the
Purchase of Solar Panels. Apply Here to Leam
More! Lock in the Tax Credits See More

GO SOLAR NOW AND GET
FREE APPLIANCES

THROUGH AMERICAN ENERGY ASSOCIATION

We Have A Unique Program To Melp Customers Get Appliances
For FREE With New Solar Panels!

FORM ON FACEBOOK

FREE APPLIANCES WITH
PURCHASE OF SOLAR PANELS
ﬂ’:‘ Like U Comment

(@) Instagram

- Cransten Service All Stars e X

Sponsc

Need help remodeling your bathroom or
kitchen? Or just need a handyman for a few
quick projects? No task istoo big  ..See more

|

FORM ON FACEBOOK Get t
Handyman and Remodeling fpose
oy Like (0 Comment

$9.25

acebook Leads
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Social Media Thought Leadership

e Post daily on LinkedIn from personal e :
accounts *
O  Share blog posts ;'MMSM
O  Share quotes \ ’ —
O  Share articles i
o0 Asksurvey questions: great for product research g oo S i P fl.s.du -.
O  Share video snippets from webinars vy yormt et ol bbbl ’
O Tog indi\/idUOIS Ond Osk for _I_heir inpu‘f Ii\j;gl;‘oeur(cfsimzys\igs #leadership, #customersuccess, and
. . New York City Metropolitan Area - Contact info
O  Promote upcoming webinars 22,407 followers - 500+ connections
O S hore & Com men.l. On COI’pOI’OTe pOSTS ‘D 14 mutual connections: JD Nyland, Jackie Golden, and 12 others

e Create a calendar and schedule out posts
for 30-90 days at time

e Expand your following with automated
connections

e Comment on popular or trending posts
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Display Ads

— — — + Google Display Network
*  Facebook Audience Network
* mMedia
*  Apple Advertising
) + Adknowledge
)

; ; *  Yahoo! Network / Oath
 Taboola
« Epom
* Airpush
+ Leadbolt

[4 ACHIEVE



Online Video Ads

Skippable video ads Non-skippable video ads Bumper ads [ 0 — . o — o — |
| Tubey ™ lube Youl D

Overlay ads Display ads Sponsored cards
iy ) Yol : YD)
| ]
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TV Ads

M Campaign Setup M m nt n

Video Creative

Audience

Budget & Goal

W Video Creative

[

&ﬁgpisr EUENT

Visit URL

Extension Creative

Your Ad Tracking

Review & Launch

IN ECOMMERCE

Done

[ ACHIEVE



Content Syndication & Pay-per-Lead Programs

« Demand Science

' ) @
sites and sogs [P M Mm  CBS Interactive
Newsletters # ii i ° eMedia
YOUR Social Media - - e SmartBrief
CONTENT | - - - & m « Software Advice
S ‘ i i Meltwater Reach
oters D MR A « Net Media Reps

«  Watershed Publishing
*  Madison Logic
 Tech Target

*  Marchex

+ Tech Media Network
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Pay-per-Appointment Programs

o * VIB

Benefits of pape‘r-appointment » Cience
« Callbox
« DoGood

Q. o - Quartz Media
« BWG

K worenseo @ o * Relad Group

« Intensify

- DemandDog

CG”ng L +65 3159 1112
o—— & sales@callbox com.sg

[ ACHIEVE



Partners and Affiliates

Small Business Partners

SMAZUMA .

Legal Services

Logo
Website/Hostin
Net New Revenue g
350000 POS
300000 $289,36! Merchant Processing
Acct/Payroll
250000
- CRM
g
3 200000 $184,17|
E $165,675.00] Doc Storage
s
g B $12253 Office Supplies
100000 $8558 Marketing Services
$£3460.00 $73,445.00
$55,98
50000 25500 FB Page
51848 .
$400000 l Social Soft
o = e
Q\@' & ol Dunns #
o ¢ “ &
w of & )
_ © Biz/Per Cred Mont
Closing Date

Tech Systems
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Events & Trade Shows

EXPERIENTIAL

MARKETING SPIn
SUMIMIT

X LeadsCon

& workfront

»

(2CHOICE %y

&

[4 ACHIEVE



Other Ways to Generate Leads

Virtual Events
Social Hijacking
Local SEO

Push Notifications

Communities

Customer Reviews
Door-to-door Sales

SMS & Mobile Marketing

® Podcasts ® GEO-based Ads

® Influencer Marketing ® Interactive Tools (calculators)

® Online Forums, Groups, efc. ® In-product Marketing

® Referral Programs ® Upsells / cross-sells

: SUGST Blog Posts e Chat communities
ponsored Emails - ® Coworking Spaces

® Billboards & Outdoor Advertising

o Radio ° Ngwslg’r’rer Ads

® Direct Mail ® Microsites

° °

° °

° °

° °
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Create a Diversified Lead Gen Portfolio

Outbound OuEtboglnd Inbound Sponsored Brand
Calling mal Emails & Calls Emails Awareness
Partner [ - Smart Brief lendio Live
Program P Jigsaw s Branded Search Chat
Direct
- »
>
Offline Saocial
Advertising Organic
Billboards
Print Ads e lin
Radio/TV Ads facebook
: . Content
Direct Mail ‘
lendio
w Referring Sites
& Lendio Blog
ﬂ Podcast
Organic
Events Late Stage Search (SEO)
Yaroos
v Mid Stage Google
Early Stage
Referral Paid Search
Program
&
Employees - Display o Social ?
Cust Affiliate CGoogle
Customers Pay-per-Lead Advertising : 3
Partners Program Networks Lo Sites Pald
Google ™~ =
. wd || @ oommsacons | | Linked 2D
i:“- MARCHEX Omedia _

facebook
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[M ACHIEVE CMO

Opftimize the Funnel



Not All Leads are Created Equally

Early Mid Late “must-have”

Ol LEADTOAPPTRATIO: 0-9% . LEADTO APPTRATIO: 10-19% LEAD TO APPT RATIO: 20%+  Commitment » A

5 DAYS TO CONVERT: 21+ DAYS TO CONVERT: ~ 11-20 DAYS TO CONVERT: ~ 0-10
_U L ]
O . L]
3 Google  You TS Google bing facebook  Linked [T .
8 Q B facebook YaHOO! CAPTERRA [EATopTen :

: CBS Interactive a
2 5. ® Linked[] Google ) et .
I L ]
> L]
pd [
@ Website Direct .
m Referring Sites Organic Social Media .
Google Content Network Paid Search Software Directories Buy-ln .
Google Remarketing Branded Organic Search .
Pay-per-Lead Programs Organic Search (SEO) .
glrfdctc Eﬂ)all Social Media Ads
Ol allin . "
Eoario 9 Understanding .
Aware .
Unaware (contact) -
(no contact) “nice-to-have”

TIME
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Optimize the Funnel

Impressions / Opens
Engagement Rate

Conversion Rate

Qualified Leads Marketing Qualification Rate

- SDR Conversion Rate
Opportunities

Sales Qualification Rate
Qualified Opportunities

Sales Close Rate
Closed Won

Retention Rate

Renewal

[1 ACHIEVE



Build. Measure. Learn.

Elee) $30.00
O Ie 2000 4~ 081
X $25.00
2785
00
2388 2000
2000
$15.00
1500
105
$ fom
S.43
1000
$5.00
500
[e] $0.00

Month 1 Month2 Month2 Month4 MonthS Month6 Month 7 Month 8 Month 9 Month 10 Month 11 Month 12 Month 13 Month 14 Month 15 Month 16 Month 17 Month 18 Month 19 Month 20

—CiENUpS  w—Cost/Signup
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Keep a Test Log

A B c D E F G H
Problem / Opportunity Baseline Hypothesis / Solution Date Started Date Ended Results Learnings
Improve CTR on Ads 0.30% Run new ad copy 7/1/23 7/12/23 0.78% New Ad copy performed better

A/B Test Planning & Status

B Main Table

Owner Hypothesis Status Channel Split by
Hithere! % Click here to read about .. (g}

Change CTA to purple with white text If we have a bouncy CTA, visitors will be more

F -l

Red VS Blue color If we have a bouncy CTA, visitors will be more Job title
+Add

09

Owner Hypothesis Status Channel Split by
People VS product image ﬂ If we use assets with real people, visitors are 1 Industry
SR S L e —
+Add

0o N
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Measuring SEO

= Google Search Console Q Inspect any URL in "example.com” KeyWO rd R O n |<

O examplecom - Performance on Google News ¥ EXPORT
& = + new e Page Rank
Q_  URL inspection

Parfornisice Total clicks Total impressions (]

R 105K 255K 4.1% Total Impressions

¥ Discover

B8 Google News

Total Clicks

I Coverage

Pg  Sitemaps

S Click Through Rate (CTR)

Enhancements

(7) Core Web Vitals PAGES COUNTRIES DEVICES DATES -

D Mobile Usability

Page ¥ Clicks Impression
< Breadcrumbs

https://www.example.com/article-2 18,763
< Events
< Logos https://www.example.com/article-1 19,147
<O Praducte s thsamsmss sl bl B
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Google Analytics

All accounts > Demo Acco

.00 Analytics  GA4 - Google Merchandise ... ~

Reports snapshot

Realtime

Life cycle ~

@ Overview
User acquisition
» Engagement
» Monetization
Retention
User ~
»  Demographics

» Tech

@ Aiusers  Add comparison +

Traffic acquisition: Session default channel group A -

Add filter +

Users by Session default channel group over time

Mar

@ Direct ® Organic Search @ Cross-etwork @ Paid Search @ Unassigned

Q Search

_> Session default channel group ~  +

2 sHow ALL Rows

Q  Try searching "Users overview"

Today
Yesterday
This week
Last week
Last 7 days
Last 28 days
Last 30 days

Last 90 days

Last 12 months

Last calendar year

This year (Jan - Today)

Custom

Preceding period
(match day of week)

v

Same period last year

Rows per page: 10

Engaged
sessions

Average
ahgsgamant
time
“session

LAST 28 DAYS
Mar 14,2023 - Apr 10,2023
COMPARE: PRECEDING PERIOD (MATCH DAY OF ...
Feb14,2023 - Mar13,2023

19 20 21 22 23 24 25

2 27 28 29 30 31

APR 2023 1

2 3 4 5 6 7 8

9 0 1) 12 13
1 8 19

Cancel Apply
Goto: 1 1100f13 >
Engaged Events per
sessions per session

4 Welbsite Visits

Landing Page Visits
Goal Completion
Events

Conversion Rate

]

[4 ACHIEVE




Measuring Google & Bing Ads

Opportunity:
®  campaign Leads () | Quaiited | NeedsAudt | Conract | CiosedWon  Revenue  Opportunty
Pending
o] D TVfA Remarketing - Low Funnel 129.00 15.00 1.00 1.00 0.00 $0.00 $3,804.10
[e] m Branded 836.10 269.80 209.60 112.00 79.50 $156,550.00 $2,607.66
® m Mid Funnel Keywords 1,223.20 244.00 184.50 100.00 57.00 $115,500.00 $18,666.01
[s] D Display Remarketing - Low Funnel 82.00 11.00 8.00 200 5.00 $15,000.00 $4,260.97
® m CORE - National - Broad 480.30 94.00 49.50 25.00 26.50 $58,450.00 $3,168.16
- m EE_: : :. Target IS 25.40 16.90 0.00 4.00 4.00 $20,350.00 $421.50
[s] m TOP - Platform - Keywords Test 4.00 1.00 0.00 0.00 0.00 $0.00 $1,754.97
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What is Offline Conversion Tracking?

!| | \|H

T 2 3 N 4 D

Someone clicks and arrives Someone fills in a form on The lead information is When a lead converts, Zapier
onyour site, browsesand ____ yoursitethatbecomesa ______ passedontoyourCRM, _____  uploads the conversion
reads about your products lead for your business. email marketing app or information to Google Ads.
and services. database.
or phone call
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Call Tracking Metrics

X

Numbers

Flows

Settings

® CallTrackingMetrics

Activities

Activity Logs
Calls

Texts

Forms

Chats

Faxes

Contacts

Lists

Favorites

Blocked Numbers
Do Not Call List
Do Not Text List

Bulk Messages

Sara Dougherty
317) 5

Account ID

Bobby Churchill

repeat caller
Company 123 Ager
Account ID

Ellis Thompson

repeat caller

Sophia-Rose Neal

repeat caller | | priority customer
AE/CSM

Account ID

Agency ID 0(

Josh Bernard
1
repeat caller | call missed during meeting

voicemail left during meeting
Company AB( er
Account ID 5
Agency ID 00(

Michael Decker

new caller  voicemail

® Q
d
d

o}

¥ @ Advanced ABC Systems v

5Scalls~ @ Stop Auto Load

[ Source ® Audio all b
@ Personal | Thu Aug 13th
: : In progress 04:31 PM
(443) 555-121 0227 =
In Progress
] Thu Aug 13th
B Website 0513 04:28 PM
& Tech Support Chat <
In Progress
[ Thu Aug 13th
@ Website 0837 04:25 PM
E Tech St t Chat |
n Progress
[ Thu Aug 13th
@ Website 4234 03:47 PM
&) Tech Support Chat © In Progress
[E) Google My Business Thu Aug 13th
88) 555-9898 04:26 PM
555-989 ,
© No Answer

(Google My Business)

]

410) 555-0909

(Amy Blair direct)

Thu Aug 13th
04:24 PM

Website

) No Answer

Account - Advanced ABC Systems
betty@advabcsystems.com ¢

2 Routing

Mora

Salesforce_Outbound Calls 3

Laila Gough

S

Geoffrey Horne

+ set agent

Primary Router>¢

Keith Aguilar

Amy Blair

v

@DeskMode M@~ @M~ & W~

With Call Tracking
Metrics you can
track the UTM
values associated
with a phone call
and bring them
into your CRM.

You can also
report back offline
conversions.
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Improving Click Through Rate on Search

Sponsored
Wiike b,
https://try.wrike.com > wrike > manage-projects ~ : —=e

Wrike Project Manager - Create Project Plans Quickly

See Project Details at a Glance, Comment, and Adjust — Manage Your Team Better
Today. Over 20,000 Companies Around the World Trust Wrike for Their Project...

Gantt Chart for Projects
Plan Your Projects in One Click Try Wrike's Gantt Charts

Pricing and Plans
Starting at $9.80/user per month Suits Teams of All Sizes

Wrike
https://www.wrike.com > faq » what-are-project-mana... %

Top 21 Project Management Tools: 2023 Guide

ClickUp is a well-known project management software solution that works well for most sized
teams, including those operating in remote environments. It has all ...

@ select campaign settings @ Create ad groups © create ads Review ad groups
—Ed“
Create ad

Wiite your text ad below. Remember to be clear and specific. Leam how to write a great text ad

Final URL Side ad preview
% Headline

www.example. com/books
Ad contents Description

Description (continued)

Top and bottom ad previews

Headline
www.example.com/books
Description Description (continued)

Sample ads
Device preference
o New York Budget Hotel 8 Megapixel Cameras
LEis www.example.com www.example.com
Clean and ciose to subway.  20% off Digital Cameras
Students save 20%! Free Delivery. Buy Today!
10f5 >
Page Title
+PageTitle  +Separator  +SiteTitle Y
Meta Description
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Measuring Social Media Ads

m CAMPAIGN MANAGER

FixDex

CAMPAIGN PERFORMANCE

uarketing o0 Accourt £33 | (@)

Account

Marketing CXO Acc

ount X

Campaigns Ads

w: Perfomance w  Breakdown w  Time R

03/07/17 -03/14/17 » Export
Campaign Name = Status © Spent C Impnsm Search Fac Q (' cathryn v  Home 2
Manage Ads Account Settings Billing Power Editor 3 Tools ~ J*N Share Feedback © Help
[0 50campaigns = §57,735.29 1,392, Account: Cathryn's Ad Account
= ) i Filters v Last30 days v
Campaign: Bay Area Page Likes - Test 2
FixDex CXO ADS Campaign [ hctive IS . 16
L] Campaign @  On Edit | v
FixDex CXO High Tech NAMER ADS C...ig
o o RS ; gn praft 189 O Results: Page Likes Cost per Result Delivery
Results: Page Likes $0.53 Not Delivering (Ad Set Completec
Cost per Result
FixDex Life Sciences NAME ...ign , 7,376 g:lz:ﬂ::s
- ‘ L 1.62% o
Result F
Amount Spent Today
$100.00
FixDex CXO ADS Campaign Amount Spent S0Q0spenttoday
[ Active | 2 18 total spent of $502.18 budget
Custom May 17 May 24 May 31 Jun? Jun 14 Total Schedule
FixDex CXO ADS Campaign ‘ Mar 04, 2015 8:49pm — Jun 05, 2015 5:43pm
Ad Sets in this Campaign ~ + Ad Set Columns: Performance v Export ¥
Ad Set Name Delivery - Results Reach Cost Budget Amount Spent Schedule
« Bay Area Target Demo 1 - Page Likes Completed 189 7376 $0.53 $20000  $100.00 Mar 4, 2015 - Jun 5, 2015
3ay Area Pa Test o L Lk Lifetim ay
Showing 1 Ad Set 189 7,376 $0.53 $100.00
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Increase Engagement on Social Media

Q- The types of content consumers
Over the past six months, we've been talking a lot about virtual trade wa nt tO engage With

shows. If you haven't yet registered for one of our events, here's your
chance to learn more about what online trade shows are all about. Check
out The Storefront to see why the digital format is the future of the
wholesale industry.

7 o [
4 — A I
— ) [
68% 50% 30% 26% 26%
Images Video Text-based Stories Polls
posts
o0 0 =] 0®
1 ¢
add
22% 17% 16% 1% 10%
i Live video GIFs URLs/links to Q&As or UGC
BLOG.FAIRE.COM brand content AMAs
10 Reasons to Attend a Virtual Trade Show - The Storefront
January 29, 2021 - Learn why you should attend a virtual trade show, an...
Qo 85 39 Comments 6 Shares
sproutsocial - Sprout Social Index™ sproutsocial.com/index

[4 ACHIEVE




Measuring Email Marketing

10,000 emails sent

Open rate 34.5% ¢ Click rate 8.9% o
Sent
180 20 9‘800 De“‘/erEd Unique opens Unique clicks
(98% delivery rate) '
Total opens 28 Total clicks 72
Soft Bounces © DESKTOP 72%  MOBILE 22 © DESKTOP 42%  MOBILE 17
Delivered
1,764 Unique Opens
(18% open rate) Time spent viewing email
READ © SKIMMED /S GLANCED ©
Unique Opens 30% 45% 25%
441 Unique Clicks = ’ ’
on main CTA
(25% open-to-click rate,

25 Unique Clicks 4.4% click rate )

on other CTAs Unique Clicks

Unique Clicks
main CTAIs;

35 unigue conversions Converted (in 140 unigue conversions

w

session)

175 unigue conversions
(40% click-to-conversion rate, 1.7% conversion rate)
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Measuring Booth Effectiveness

Measure Foot Traffic

Capture Leads
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Improving Trade Show Results

Trade Show Timeline

¢ Book
stand and
set
metrics /
objectives

[4 ACHIEVE

¢ Prepare
stand
design,
book fares
and hotels

|2

o Start
Email
Outreach
and drive
traffic to
the booth

e Attend
kick-off
parties,
give
speaches
and be
proactive
at your
booth

*Send out
follow-up
messages
and feed
your CRM

y,

¢ Measure
ROl and
the show
success,
review of
the show

e

[e]




Conversion Rate Optimization (CRO)

Oold
Landing Page

Conversion

Optimization

Conversion: 0.2%

Optimized
Landing Page

Conversion: 1.2%

Improve your page load speed.
Focus on one Call to Action
(CTA).

Give pages an authentic proof
of value.

Make your landing page visually
interesting.

Optimize landing page for
mobile.

Reduce text on your landing
page.

Ensure you're speaking to your
target audience.

Test. Test. Test.
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Anatomy of a Landing Page

STRONG AUTOMOTIVE MERCHANDISING

BASICANATOMY
OF A LANDING PAGE TEN KEY LANDING PAGE FEATURES THAT DRAW IN USERSK

I 1
{ MANDATORY |

THE ANATOMY OF A PERFECT LANDING PAGE

e » NICELANDINGPAGE COM

I weasonamaccon @) -

woou O RAGERY °~ A NICE LOOKING HEADLINE Q

Strong Headline that Compelling image to direct

reinforces informational scent attention or convey a message »
A SECONDARY HEADLINE

STRONG ; - : )
e AUTOMOTIVE MERCHANDISING o Call o Action et
: for Information or Click
Secondary Headline Through) e 5

+ Sl 40 ehiamod Lempor ncsdiunt

VALUE st Q. om0 e veako P il
e Supportive Trst factors = o po It now: (T - e

Testimonial or Ratings

v

—[ ABOVE THE FOLD ]— A TESTIMONIAL! MORE INFORMATION

BELOW THE FOLD
ADDITIONAL {
—— —— VIDEO
INFORMATION "
If you have more | | B ocon o Wi g
information to share or
you want to provide more .
information, place the I REPEAT CTA
following below the fold. Repeatthe CTA
BENEFITS
Detailed Feature Benefit Copy J NEW CTA
J | New CTA based on potential
o] sy | | (research, information,
purchase)
OPTIONAL
DRIVING TRAFFIC SINCE 1977. STRONGAUTOMOTIVE.COM
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Empower Your Sales Team



Sales Cycle Diagram

9
v SALES DEVELOPMENT REP (SDR) '& ACCOUNT EXECUTIVE (AE)
e E AL L GRTHER T SOLUTION
S > INBOUND LEAD: ' OPPORTUNITY | REQUIREMENTS' . PROPOSAL
L e . OPPORTUNTI Y: REQUIREMENTS: .. .PROPOSAL
..................... B O I Sy S
: L L ; : L . NEGOTIATION/L :
 NORESPONSE m= CONTACTING = GUALIYING —=i==- PROSPECT . :CLOSEDLOST:=: el
I .......... I .......... j - " . . I
E .................... é E ................... é . E-E.I -N..A-N..C.E./.P.kd.c. g
: NOTHUATTED D : . UREMENT
IO R I .......... e, | : : " PENDING
© NO INITIATIVE == NO ITP == NOBUDGET - - : CLOSED WON :
R Do WNTENTIORURCOEE oo, DU : . o Ty I """""
: : : : . CLOSED WON
\4 \4 \4 \ \ \4
Post-Lead Nurturing Program ELOQUA
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Develop Resources to Help the Sales Team

— ) ABOUT
DIGITY DIGITS e
2004
Proposalfor:  Example Company How t
Preparedby:  Salesperson Name | ”GITl:,
Date: October 31,2014 3 U.S. Based
Overview
DigityisanIT y North America. Our eaiod 1200+
031 iz to change the way zmall buzinesz owners think 3bos imi usinesses a y rust i
AtDighy. o
At Digity, is you, i of 2 small business owner and pciclr)
recognize how imp: iz for ye ology comectly. We'll work with you to create 3 e
o o o g o o o o DGy
Proposal |
PUT DIGITY TO WORK
ur prop« L b} BY P: Y P! ing ¥ t3, providing support, cor S s ——— Protection
and acting 22 your perzonal Technology Advisor, Our o3l i to provide you with 3n experience you want T e —
to tell your friends about. ntrod T Twpoms T Tepoms T Tgpoms T pees opons
R T —
: T Tepos. T Tepemis T TJpoms T Tpoms T Gpoies
What you get: How it works: Why we doit: interes] g
yourse]
s el /@R
Seitimznce Al i - (A - /J
A support
oG e g [ - i i e 1 ’\
with 10 G of data). ot 3053 G St Sarvey o o o 7o o
Digy Backup, il compa
» Sasessm 4 months ag months ago 812 months ago More than 1 year Never
Goud. Your data s fe, secure, and avalable  Lerge ik rvePeuastion reseery o) c ETE R - e B = e — DIGTS
when needed.
Digty offe B
Vit Protectionand | Trend Micro Adviors. ug
Removal u . difference. surprise naarton Sehanr Jo—— — -
network maware, banking Trofan, etc ). e technolog) suprisd = o T Gpwa T apws T e T o TECHNOLOGY ROAD MAP &
Ty o andtotal h Advee TECHNOLOGY ROAD MAF —.
- ng s y
by, cclogy
Infastructure. average of $,250 per year, per empioyee.
e o 50 werco
D vty sz f—
m e T i T e T el T e T
www.digity.com | 807.907.4022 | 2400 Ashton Bivd Suite 260 Lehi, UT 84043
= :h::—-' TOTAL POINTS:
.com | 807. 14022 | 2400 Ashton Blvd Suite 260 Lehi, UT 84043
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The Challenger Sales Pitch Deck

Challenger Deck
Polarizing Insight
Problem Slide
Story Slide

Value Proposition
Best Evidence

cial Proof

Source: “The Best Sales Deck Ever” by ﬁm
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Content for Nurturing

ooooo
MURAL ehensive customer lifecycle

CUSTOMER SUCCESS LEADERSHIP
WEBINAR SERIES

April 14 - April 30, 2020

llentsuccess

Webinars eBooks Case Studies Blog Posts

FREE CUSTOMER SUCCESS BOOTCAMP
REDUCING CHURN

AR B\ £ -~
THE STATE OF |
CUSTOMER SUCCESS =

sponsored by: Clienfsuccess clientsuccess

Industry Reports Bootcamps Events
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Gain Insights from Your CRM

[ Dushbcars Deal Insights <
Q2 2011 Campaign Funnel [E] Riareeting - Month-to-Month
[ e S 66 e —— [ST—
Clicks: 142,384 Leads by Day of Month ® Opps by Day of Month ®
EandAll | Collapse All Leads: 14,161 o
° v 102 A 2185 o i3 470
Opportunities: 1,168 150 0
Closed Won: 95 H x
“ £ / § s
Opp Value YTD by Tactic ; —— —
Py 2eogadainans o8 ‘ vissin
883,676.86 - N Ronald Lucero $118470.00
e L e . S - $43,555.00 ~
FALSE 1,050, 245.95 #st Month: § 79,845.00 o Jackie Collado $90090.00
Leads by Month % | Opps Created by Month * ene once e
REVENUE BY USERS { S Jullus Afatera §79,890.00
1,187,830.42 Toro [ 2127 i d o - U H B it $7545000
TRUE. IMMEDIATE ACTIONS LEC 918 3 = "0 s
0 5 100 Von Andrews. $25110.00 Angel Decal 6114000
7R 2 E Ashiey Stahell $18070.00 Ben Sutton $56970.00
e g 1,296,254.74 1,461,837.56 o escust $1607500 =
‘Sum of Total Value Opportunities in USD N iy Y . & ] $1387000 i Appointment Missed i =
Marketing Tactic P P A Gene o ; e
mPaid Search W Advertising mSocial Media & ¢ & ¥ Norure Fow
BPay po Gick so tvents SendText_from_Contact
THUE msror Partners/Affliates  MOther i P . i e i o st wha he 6k e’ vt 0ot e condin
FALSE. @) Deluge id SendText_from_Contact(String contact_email String contact_phone, Edit Arguments —
661 USD 5,223,581.00 6525 8,381 1,162 661 34 USD 647,393.47 USD 362161529 set variable mp.put("Email”, contact_email); Lo
ProgramiVendor:Googe Adtirds (124 ecods) e km0; ) 2 o Camca
573 USD4,832876.27 5904 71713 1,033 573 34 USD 647,393.47 USD 3,307,444.06 8dd comment Twepu o eectaton;
ProgramVendor: Microsof AdCenter (104 records) P Ay = MO . e o nsant cions —— B scnedu Actions
s sz ws s n - 0 oo usp 1322124 coeren e e S T i
28 USD 16300100 52 201 2 £ 0 UsD0.00 USD 117,000.00 myMap. put(“Message” , text S
0 Marketing Tctic:Pad Search Conent Network (80 records) eer myMap. put (*Contact_Owner, contact_owner); e

salesforce IM I\D/I)I/%ra(l)r%?(f:g HUbSpw | CRM

[4 ACHIEVE




Leverage Marketing Automation

AllPersonas === ] === o=
i Actions Settings Performance History : 18 : 0.2 :14
clier
iciiioae N Beginner Ben i 7] & ez -
Frend, OMNER, SHALL BUS NESS S - =
We hope you're as pumped as we are for this tomorrow's Customer Success Leadership & Contact enroliment trigger 3
Webinar with Patick Campball, CEQ/Founder o Proftwell Hes
———— 91
W big fans of Palric, i you've never heard him tlk bfore this wil be  great chance to
well
state of the S2aS ccosystem and he'l be sharing il the trends theyve uncovered. His P—
P P has filled out Webinar - Using Both Cus- Tl it ) DISUPTIVE (877) 956-7510
tomer Success & Customer Experience i 2@ Smart Campatgns - Tl AR
to Drive Growth on Any page = .
76% of PPC ad spend fails to produce 4 00-signup - rial
a single conversion. You deserve better. 4 01 - Whitelist Evaluation - Trial
) 02- Geo Evaluation - Trial
Get My Free PPC Proposal: 5
03 Spam Evaluation - Tral
AL Dispive Advertisng.your botomineis | Pt
T < > Bila s secure ) 04 Request Product - Tral
X M ImanagrsGochuiog ostagencis, o e
Patrick Campbell T e e e 2 05a - Webhook Response - ACCEPTED - Trial
Proftwell &2 Send email e b 3 05b - Webhook Response - UNSUCCESSFUL - Trial
12 Fromet 05c - Webhook Respor
B D %
el - ; 4 06a - ALREADY REGST]
Wyl (O - “ " &
o . S  Forms == S 7/
= q 7. 9 & € 07a- ACCEPTED - Trial] e, ~
We're excited to have Michael Harnum, CEO of ESG (Custom Drive S S o 2 % 290
- er Success as a Service*), join us for today's Customer Suc- 48% b S % 07b - UNSUCCESSFUL| Design Studio Analytics

Form Submissions 33em 394 smni 344 o © 07¢- REJECTED - Trial

&
O cocs webinars

ries.
i B——, A S P 4) 07 REJECTED - Trial

) o 2 08 -Send Alert to e @

4 08 - Send Alert to Sale}

-
»

Marketosky

S

Communiy

Discover 3 benefits a #CustomerSuccess platform can pro-

 Newttrtam 09 STARTED -Trial

vide to remote teams. #5aa$ #CustomerExperience https: Emai nsighs

ubs.ly/HOpdr650 s T o e @11~ EXPIRED - Trial
o N oty @ 11 Expired - Trial Convert to Paid)

4) 12 Send Email - License Exists and Expired

© conD 1 Commee € 12-Send Emall - License Exists and Not Expired

HUbS@ét eld]U '/ SharpSprin I pardot I|| Marketo

[4 ACHIEVE




Strengthen the Team Culture

Hire Great People

Have Regular Company Meetings
Pay for Team Lunches

Sponsor Group Activities

Help Build Friendships

Align Compensation Plans

Up Level Employees

Provide Excellent Benefits

Throw Company Parties
Recognize Good Work

Empower Managers (tfeam culture budget)
Create a Culture Video for Recruiting

Give out awesome swag

S
& - ~
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Marketing Sprint Framework



Now Get to Work

PRIORITIZE the obstacles
and elminate them one by one
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Create a Backlog of Projects Needed to Reach Your Goals

rody || Gy e « Review your Annual Plan and next quarter’s
1 Lead Gen Improve conversion rate on website gOOlS qa nd success meTriCS.
2 CRM CRM optimization, automation, workflows ° Broins-l-orm projec-l- ideCIS -I-hC”- can help YOU
3 Sales Basic sales training outline and plan reOCh ThOse gOO|S. NO ideOS are bCId in a
4 Operations  Automation for 1st Attempt broins-l-orm .
5 Lead Gen Relaunch Google Ads ° CreOTe a |IS-|- Of O” |d eqs.
6 Lead Gen Lead gen forecast and budget allocation ° COTegorize The ||S-|- by depOrTmenT or TeOm
7 SEO Keyword research for SEO and topical guide responSible .
8 Operations _ |Closed loop markefing « Prioritize the list based on impact to the
9 Lead Gen Referral program Comp(] ny.
10 Operations  |Automation for Agreement Sent
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Leverage the Monthly Sprint Framework to Get Work Done

0 Monthly Strategy Meeting e Daily Standup Meetings e Sprint Review and Demo Meeting
* Held monthly for 1-2 hours + Held daily for 10 minutes during * Take 1 week "off” each month for catch up
* Review mission goals and KPIs the 3-week Sprint work and preparation
* Add new projects to the Backlog * Keep the meeting short and on « Each team member creates 1 slide that
+ Prioritize the Project Backlog based topic represents “Done” for each of their projects

on company impact + Each person gives an update on « The Team Leader combine the slides and
» Pick 3-4 projects per person o be their tasks and moves the tasks schedules a Sprint Demo meeting
completed over the next 3 weeks forward on the Sprint board * Invite other departments or impacted team
* Eachindividual outlines the tasks for + Discuss any roadblocks and members fo the meeting. This creates
their projects communicate needs accountability and visibility.
* Be sure to clearly define what * Each person has 1 minute per slide and presents
“Done” looks like for each project their completed projects.
* Celebrate the wins!
To Be Done Working On Completed
e e o o_ oo o
3 Sales Basic sales training outline and plan Fred % D
5 Lead Gen  Relaunch Google Ads Jack
6 Lead Gen  Lead gen forecast and budget allocation Jack D D D D
8 Operations C\oysed loop marketing e Biny %
9 Lead Gen  Referral program Jack
10 Operations  Automation for Agreement Sent Bill
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Sprint Review & Strategy Meeting

Set Up Zoho 2. Basic Buyer Personas

PERSONANAE S S Vs ot e Gy
gt Rt ks
Subtugery B ey NerGrson
et et 5
November 1 , 2022 High ncomo P—
o hatgoon
= - Eon
. _— o T s
Marketing Update wnte HispanicLatiio  Asian e
= S oo oo ) Ercish Cogispann Evebhlann Encian
= o s
- “ © . 5
HER = ax Increase purchase
- —
Agenda = - Whatdo ey wart v iy vt an oma
: = e bl et PR —
1. Review goals + milestones Chatongs Ty dnt o o prove ron b v
Wnatgrosoms do ey
. . o v
2. Review project backlog
- — . = Objections Believes home owners aren' ready to go green
. et aetos o o
3. Decide next steps ot v
Toancer oo Omerhges oo o
fieticines AesocionsBroker  Assochlorroer  SpousoParber  SpouseParer

Personal Nework

Sales Enablement Battlecard Google Ads Campaign Next Up (November/December)

> ampitio patem a * Prep for January 2023 Launch with Pattern Sales Team
r— e * Fix lead tracking problems on website and in HubSpot.
cContmerce Conent

for Patter Castomers

— Ensure leads are routed correctly.
= : * Focus on getting Google working correctly
5 : : * Create new eBook from Amplifi blog posts
= A * Generate leads:

= - Google Ads

=— - LinkedIn Ads

- - Capterra

.

- Retargeting Ads

Battlecard 2 2 = E—
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Hire a Strong Marketing Leader to Make it All Happen

e 10+ Years in Marketing-Specific Jobs

e 2+ Yearsin Executive/Leadership Roles
e Bachelor's Degree or Higher

e Industry-Relevant Skills

e Strong Technology Background

e Capable Project Manager

e Excellent Communicator
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The Marketing Blueprint for High-Growth Companies

Clear Company Vision

Brand Identity

A Story that Resonates
Website with Clear Messaging
Product-Market Fit

Customer Journey Map
Marketing Technology
Marketing Success Metrics
Campaign Tracking & Reporting
10. Diversified Lead Channels

11. Optimize the Funnel

12. Empower Your Sales Team

13. Marketing Sprint Framework
14. Strong Marketing Leadership

VWONOGO A WD~
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Thank You to Our Sponsors

e

Entrepreneurs
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Do you want a copy of this slide deck and recording?

The S10M Blueprint

A Masterclass in Growth

THURSDAY, MAY 16, 2024
11:00 AM - 1:00 PM
FREE LUNCH

@ KILN IN LEHI

2701 N Thanksgiving Way #100
Lehi, UT 84043

DAVID GILLILAND JESSIE WARNER
ELITE ENTREPRENEURS ACHIEVE CMO

https://achievecmo.com/10m-blueprint/
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