Developing a Proactive CX Strategy
to Increase Retention & Sales

CUSTOMER

EXPERIENCE



CUSTOMER

i The Customer Experience (CX) is the sum
C‘ of every touchpoint a client has with you and
EXPERIENCE your brand.

» Memorable

TERM

TO KNOW » Impressive

» Significant RO
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Why should a business
buy from YOU?

What is YOUR
competitive advantage?

What CUSTOMER
EXPERIENCE
do you provide?




Motivating YOU starts with a mission and a mantra!

CREATE BUSINES:!
“BY HELPING

BUSINESS
CREATE BUSI
=W L«
— -



to help businesses succeed by providing
unparalleled, multi-media marketing solutions that produce results.

dABE Ty .



OUR GOAL IS TO

to help local businesses compete and
thrive in today’s global marketplace.



DROMISE AND
HE E ITS GOALS




TERM T0 KNOW

Customer Purchasing Journey = Customer Purchasing Funnel




CUSTOMER PURCHASING JOURNEY

|AWARENESS>‘» —] ONBOARDING » | DEVELOPMENT » _

AWARENESS CONSIDERATION ONBOARDING DEVELOPMENT LOYALTY
The potential customer | The potential customer begins | The customer agrees to | The media advisor The customer
becomes aware of you, | to contemplate purchasing from | the recommended monitors the success | becomes a long-
your brand and the you and your company. solutions and strategies | of each campaign and | term partner and
solutions you offer. and the planning brings new advocate for you
process begins. information, ideas and | and your brand.
Strategies.

Retention occurs
when you secure
loyal customers.
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CUSTOMER PURCHASING JOURNEY

IAWARENES@ _] ONBOARDING » | DEVELOPMENT » _

LOYALTY

AWARENESS CONSIDERATION ONBOARDING DEVELOPMENT & RETENTION

EXAMPLES OF ACTIVITIES & TOUCHPOINTS

Prospecting contacts
Social media posts
Networking interactions
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TIPS 70 SELECTING A LOCAL MEDIA PARTNER
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MARKETING,

TOOLS, TIPS & TECHNIQUES

L4k DATA BITES

Happy Friday: That Day Pulled Highest Email Open, Click Rates AVERAGE EMAIL BENCHMARKS
Email volume jumped by 7% in 2020, but there were marked i

changes in engagement, according to "The Ultimate Email 18% Cpen rate

Benchmarks For 2021," a report by Campaign Monitor. <

For one, the percentage of emails opened on mobile devices P Click-through rate (26)

droppad from 63% to 54% as people spent less time commuting and
waiting on lines at Starbucks for coffee.

n
For another, Friday saw the highest open and click-through rates: "% Chck-to-open rate (14.1)
18.90% and 2 70%. Conventional wisdom had been that Tuesday to
Thursday were the top days. And now Friday was tied with
Wednesday for the highest click-to-cpen.
Why was Friday suddenly the leader? “While we can't say exactly
why this is, we can say that the way people have historically engaged
with email has been significantly disrupted,” the study notes.
Whatever the day, email metrics surged last year, with open rates
rising by over 13%.
MediaPost, Ray Schultz, Columrist, 1/27/21 / More data included in articke:
hitps:/iwwn. mediapost comipublicabions article/360007 happy-friday-that-

ABCMedia offers a FREE Marketing Toolbox?

day-pulled-highest-emal-open hitml
. The fips, techniques and proven principles ofiered will help
you develop advertising and marketing programs to
= = = = generate maximum results. The topics cover a wide range
The {m.nmss that Femrders itself immune to‘the of areas, all designed to allow you to leam and employ
necessity for advertising sooner or later finds itself oroactive sirategies at your own pacs. Ask your media
immune to business." - Derby Brown advisor for more information.

I welcome the opportunity to Pat Professional
share information about your ABC Media Company
industry, market and > _
competitors, as well as how I can Pat@ABQMedla Company.com
put the power of our solutions to ?%C;:edla.wn -~
work for your business. ams Street, Maryvile,
G ABC MEDIA 173 4567890

OUR GOAL IS HELPING YOU ACHIEVE YOUR GOALS!




OPPORTUNITIES TO INCREASE CUSTOMERS & SALES

JANUARY

FEBRUARY

__MARCHIS

1 New Year's Day HOLIDAY 1 Black History Month 1 World Music Therapy Day
1 Dry January 2 Groundhog Day }  Employee Appreciation Day
2 National Buffet Day 3 Mational Women's Physicians Day 4 Mational Hug & G Day
3 Mind-Body Wellness Day 3 Mational Carot Cake Day 4 World Obesity Day
4 National Spaghetti Day 3 Give Kids A Smils Day 6  Mational Dress Day
4 Nafional Trivia Day 4 Thank Your Mailman Day 6  Mational Dentistz Day
5  National Bird Day 6  Mational Frozen Yogurt Day 8 International Women's Day
6  National Cuddle Up Day T Send a Card to a Friend Day 10 Maticnal Hug Your Dog Day
8§  National Bubble Bath Day 9 MNational Pizza Day 11 Mational Promposal Day
10 National Houseplant Appreciation Day | 9@ Mational Toothache Day 13 Mational Good Samaritan Day
11 National Clean Off Your Desk Day 12  Super Bowl Sunday® 13 Mational Mapping Day
12 National Pharmacist Day 13 Galenting’s Day 17 5t Patricks Day
14  NWational Dress Up Your Pet Day 14 Valenting’s Day 17 World Sleep Day
15 National Hat Day 17 Random Acts of Kindness Day 19  Mational Let's Lawgh Day
15 National Bagel Day 20 Prezidents' Day* HOLIDAY 20 'World Cral Health Day
16 Martin Luther King's Day® HOLIDAY 20 Mational Love Your Pet Day 20 Mational Kick Butts Day
20 National Cheese Lovers Day 21 Mardi Gras™ 20 Mational Proposal Day
24 International Day of Education 22 Mationzl Margarita Day 21 Mational Fragrance Day
26 National Spousss Day 23 Mational Chili Day 23 Mational Puppy Day
2T Natfional Chocolate Cake Day 25 Mational Panceke Day 30 Mational Doctors' Day
LOCAL OPPORTUNITIES LOCAL OPPORTUNITIES LOCAL OPPORTUNITIES
1 Coportunity Here 1 Opportunity Here 1 Opportunity Here
2 Opportunity Here 2 Opportunity Here 2 Opportunity Hers
3 Opportunity Here 3 Opportunity Here 3 Opportunity Hers
4 Opporunity Here 4 Opportunity Here 4 Opportunity Here
5  Opporunity Here 5  Opportunity Here 5 Opportunity Here
1  HNatonal Love Our Children Day 1  MayDay 3 World Bicycle Day
1  April Fool's Day 1  School Principals’ Day 4 Mational Cancer Suravor's Day
2 International Children's Book Day 2 Teacher's Day 4 Nationgl Chesse Day
5  Matonal Walking Day 2 Kentucky Derby™ 4 MNationzl Hug Your Cat Day
6  MNational Burito Day 5  Cincode Mayo® 5  Mational Donut Day
T Word Health Day 8§  MNastional Nurses Day 5 World Environment Diay
7 MNational Beer Day §  National Third Shift Workers Day 6  Mational Higher Education Day
7 Natonal Mo Housework Day 10 National Galf Day T Global Running Day
9  Easter Sunday™ 11 National Eat What You Want Day 10 Global Wellness Day
11 HNational Pet Day 12 Military Spouse Appreciation Day 11  National Children's Day
| 12 Natl Grilled Cheese Sandwich Day 12 International Nurses Day 13 National Call Your Doctor Day




CUSTOMER PURCHASING JOURNEY

|AWARENESS>‘» —] ONBOARDING » | DEVELOPMENT » _

AWARENESS CONSIDERATION ONBOARDING DEVELOPMENT & Ilig'rérﬂlYON
EXAMPLES OF ACTIVITIES & TOUCHPOINTS
Prospecting contacts Needs analysis meeting
Social media posts Presentation

Networking interactions | “References

© PROMAX TRAINING & CONSULTING



CONTACTIS DATE
DECISION-
MAKER/S

COMPANY
& INDUSTRY

P & EMAIL # LOCATIONS AE

& ADDRESSES

WEE ADDRESS

GOALS / GREATEST CHALLENGES & OPPORTUNITIES

MOST PROFITABLE CUSTOMER | GEOGRAPHIC AREAS COMPETITORS

Buys Dften + Buys a Lot Live, Work, Flay, Shop Direct, Indirect, Online AL il S LR S

3 Women 3 Men

0 Working O Retired

3 Rent 3 Own Home
0 Mamed O Single

0 Kids
Ages: Income §,

VALUE OF EACH CUSTOMER CURRENT MOST PROFITAELE PRODUCTS & SERVICES + MARGINS OF EACH
Customers that Buy and Buy Often + High Margin

§ Average
# Transactions Per Month

#Times Customer Shops Per Year

#Years Customer Shops
Lifetime Value of Each Customer

e | | | | e

RELY OM REFERRALS? O Yes ONo
# referrals from each new customer

DESIRED CUSTOMER ACTION MAJOR PRODUCT LINES | BRANDS + CO-OP !/ VENDOR SUPPORT
a Calls

O Shoppers

3 Visitors to website

0 Website wisitors provide information {lead)
O Click-through destination:

Q0 Email

CONVERSION RATES TURNAROUND TIME ~ PRODUCT DELIVERY OR SERVICE COMPLETION

Caller | Shopper conversion rate?




TRADITIONAL USE SUCCESSFUL DIGITAL USE SUCCESSFUL

Past Cument Fubae ez Mo Past Curent Fubure Yes Mo
O Broadeast TV - On Air [ Digital a a a 2 O 3 Content Marketing o o a 0 8]
O Cable TV - On Air / Digital a a a o O O Display Ads o o a ] ]
O Newspaper - Print / Digital a a a 2 O 3 Email Marketing o o a 0 ]
O Direct Mail a a a 2 0O 3 OTT/ Streaming o o a ] o]
O Out-of-Home / Billboards a a a o O 2 Paid Search o o a o] o
O Radio - On Air { Digital a a a 2 0O 3 Paid Socigl / Social Media o o a o] ]
O Shoppers a a a 8] 9] 3 Promotions o o a o] 9]
3 Yellow Pages - Print / Digital a a a 2 0 3 Search Engine Optimization o o a o] o]
O Magazines a a a s} s} 3 Site Retargeting o o a 0] o]
O Business Publications a a a o O a Video o o g o] 9]
O Other: a a a 2 O 3 Webstte / Landing Pages o o a 0 ]
O Other: Qo a a 2 O 3 Other: o o o ] o]

MEDIA PLANNING Traditional Digital INVESTMENT IN OTHER MEDIA
% of ad budget !/ projected change? % O Yes O No % O Yes O Mo §_ PerMaonth
MEASURE SUCCESS? CURRENT | GOALS WEBSITE
O Sales O Profis O Market Share v Satisfied with your current website?
B » Marketing to increase trafiic to website?
3 Cales A Vistors * Tracking leads to your website?
3 Website Visitors O Leads
3 Mumber of Transactions
O Average Sale
O Conversion Rate ~ Shoppers to Buyers
O Conversion Bate ~ Web Visitors to Leads Webstz Management 3 In-house Q Out-sourced®
O Conversion Rate ~ Leads to Buyers Dhgital Strategies 3 In-house O Cut-gourced®
3 Sccial Media Fan Base *Services provided?
3 Mumber of Customers in Databaze
3 Customer Referrals
PERSONAL MEDIA HABITS VIDEQ STRATEGIES
Streaming programs watched | how watching? * Social media? YouTubs? * Methods of engaging audisnce?
* Frequency & content of pasts? | = Methods of increasing fan base?

Favorites: TV, cable & radio programs? Newspaper & content? Magazines?
Websites or apps used for news and information?
ADVERTISING BUDGET




CUSTOMER PURCHASING JOURNEY

|AWARENESS>~‘ _] ONBOARDING » | DEVELOPMENT » _

LOYALTY

AWARENESS CONSIDERATION ONBOARDING DEVELOPMENT & RETENTION

EXAMPLES OF ACTIVITIES & TOUCHPOINTS

Prospecting contacts Needs analysis meeting Onboarding process Customer Care meetings
Social media posts Presentation Partnership agreement ROl and KPI measurements
Networking interactions | ~References Creative development Ad performance and attribution

Setting measurable goals New solutions and strategies

and a tracking system Establishing and measuring future goals
Internal marketing ideas

This program focuses on the PURCHASE (onboarding and development)
and the LOYALTY steps of the process.

© PROMAX TRAINING & CONSULTING



CUSTOMER ONBOARDING

CUSTOMER CAMPAIGN
NEW CLIENT » ONBOARDING » LAUNCH

THE ONBOARDING PROCESS INCLUDES 3 SEGMENTS:

» Partnership / Next Steps
» Creative
» Pre-launch

Goals of the customer onboarding process:

» Deliver value to your customer as early as possible

» Make the process easy and enjoyable

» Ensure the client’s involvement in the campaign’s success



© PROMAX TRAINING & CONSULTING



» Onboarding
» Account Development
» Retention

%
4 ¢

m\ “.R??\““‘*




Customer onboarding includes several

TERM meetings and discussions to ensure the

TO KNOW client understands the process of launching
and managing a successful marketing
campaign.

CUSTOMER ACCOUNT » RETENTION
AL ey » ONBOARDING » { DEVELOPMENT ] [ & LOYALTY ]
\ s ’

© PROMAX TRAINING & CONSULTING




Account development means providing
TERM your clients with additional marketing
TO KNOW solutions and creative recommendations.

ACCOUNT
DEVELOPMENT

RETENTION
& LOYALTY

CUSTOMER
[ NEW CLIENT ]»[ ONBOARDING ]»

© PROMAX TRAINING & CONSULTING



Retention refers to your ability to turn new
TERM and existing clients into loyal, long-term,
TO KNOW repeat customers.

Top performers » Maintain or Improve

CUSTOMER ACCOUNT » RETENTION
[ M EL ] » [ ONBOARDING ] » { DEVELOPMENT ] & LOYALTY
\ "

© PROMAX TRAINING & CONSULTING



Churn is the number or percentage
of customers who stop purchasing
advertising from your company.

> 0 '
TERM Ideal »100% Retention /0 Churn

TO KNOW

© PROMAX TRAINING & CONSULTING



Churn occurs because:

= Companies go out of business/stop advertising
= Companies change marketing strategies
= Results were perceived as inadequate

= Media consultant failed to set, manage and
measure expectations

= No internal marketing or team discussions



A COMMUNICATION

What is a new advertiser
thinking or feeling after they
approve the agreement?



STEP 1 Upon approving the marketing strategy, share the next steps and discuss the partnership.

CLIENT / DATE

PARTNERS IN SUCCESS

NEXT STEPS IN OUR PARTNERSHIP

ION PLAN ULTIMATE GOAL OF THE STRATE!

1. Establish a comp and result-pi ing Deliver your message

strategy based on proven media planning principles. » 1o as many customers s possible
2. Develop an engaging and enficing message to advance > as often as possible

customers through each stage of the Consumer Purchass . -

Funne!, ultmately creating loyal, long-term clients. ¥ in the most compeling, creative and cost-efiective

manner

3. Optimize your budget according to your sales trends and N i . o 2 er. B ix vital your extice ewm ngpern yaur

goals to maximize your retarn on your investment. fo achieve your business goals professhoned guidance to help you achteve yonr businen goely g mvggﬂom to capitatize on the appernininies for yowr berriiess,
NEXT STEPS e prasetun 1o yvm ~ wae il T sntaiotsy yume saexets, B it fogaehant for you tw
Q Estabish firancial tams 3 Provade mdestry- asd mmnkn-speclc o to belp vou nwks sdazated Q Select top selling merchacdise aad servioes 1 mcinde w your Cangegs

decisions for yous cougaesy
BROADCAST NEXT STEPS Deadline / Date DIGITAL NEXT STEPS Deadline / Dats O Deterzune how yeou will msavese the staccens of yins comguge
" rermaieed sl e T Y md
Q Approve media plan and launch date Q Approve media plan and launch date oR 1 xorirs o you - gl 3 Eutablah s wtennsal trackinng vyvtess 10 verall the ducrewe ie calla
2 Setup production mesting, share logo and 0 Share logos, assets, landing page and o¢ -d s wtars. web affic, costomers md sales
e i : i ; yete an echoing smd effecuve. peoultpeodnomg cumpaign for your

business images necessary information to prepare creative oy L 3 Ene o wan o your wilk
Q Send proof to chent for review Q Approve creative cheoss when Sey oall ov VWt yoor bauness
Q Submit script edits uShae.ueb snamei?meb & Delrver yore message 10 the cummbet of potesmial CrRiogisn we prosised O Browse a i o Ao bos o
T Approve revised script analytics and social oredentials® 2 Mlowt waths you seuiddy to evaliuate e wstrens of G coupeigs and ge sddtonsl aed akd-ca pusch

N Q Grant social media admin access* optame it gerformance

Q Approve final commercial O Be masepaens with ioftewatos sad dats 50 we ot wopeer sesuse e
Q0 Send a oopy of commercial to chent for S Place tracking pixels or website* 2 Share nemthly ssadvtics to provide procf of prfamence wcowes of the cmpegs

social media and website use O ‘Kdenfity keywords and gefence addresses® 3 Offer usermal pesksting expertoe 1o scxst you m maxomsing wies O Und 4 e sdvertzuy bung p | chusts o yorn wabnle o

Q Plan promotion ~ (theme, dates, prizes, opportiaes when cuntoanens call or visit your ware tossess, however, your sales temn needs 10 be ammed wilk G skally to
secial & email conterd, nks)* secure the dounen

PRIOR TO CAMPAIGN LAUNCH POST CAMPAIGN LAUNCH x *
2 Discuss internal tracking and marketing =forts to support v Morthly review of intemal marketing, tracking, ROl and analyfics 2 3
o ':Daezpr;ig""ec i aswerment ks Y. Woplementcrealive chanae svery. oo Parmensdup” Iving close cooperation between parmies with each having spocific

= 3ppiicatiz

OUR MISSION




STEP 2 Meet with your creative team and client to discuss messaging and begin preparing campaign.
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STEP 3 Before launch, determine measurable goals, tracking mechanisms and internal marketing plans.
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STEP 3 Before launch, determine measurable goals, tracking mechanisms and internal marketing plans.

= What systems do you have in place to
measure your sales statistics and transaction
data? (# transactions, average sales,
products/services sold, etc.)

= What members of your team need to be
included in the tracking? (tracking call or
traffic volume)

= What procedures need to be implemented to
assist your team in tracking or communicating
the benefits of the products/ services and

offered in the promotion?
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STEP 3 Before launch, determine measurable goals, tracking mechanisms and internal marketing plans.

= What analytics do you get
from your website provider?
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STEP 3 Share the Customer CARE! form with the client and set up the first three month’s meeting dates.

CUSTOM ER CLIENT

<cARE! -

INFORMATION TO SHARE, REVIEW & DISCUSS -
: SET YOUR MONTHLY MARKETING GOALS
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v Sales trends
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. Mooth | colersor | Buyers os:pau o | Moms Por Buyer Sales Promotional Mossage or Offer
Expectations = New creative Wab Traffic e Trate) | PUrchased
for Future = MNew solutions/strategies
= Future goals (ROI + KPIs)
= Future intemal marketing
= Invoicing process
Additional Info " |ndustry cata to drive business.
= Community events and
Opportunities
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Increase the number of shoppers to the business.

\ A% / Increase the number of
- callers, shoppers or visitors.

4
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"ot Seller = 3 Rooms
Upsell the Customer
_ong-term Client




Increase the number of shoppers to the business.

Convert
shoppers to buyers
and increase their spending.

{4
,,,,,
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The Absolute Worst 0
Question To Ask:

“Can | help you with
anything?”

Results
left alone for the rest of their shc



A

USE SIGNS TO GUIDE SHOPPERS






Junior's

G X, CARPET cmmma }.5850

CALL TODAY
NEIGHBORHOOD
DISCOUNT

2 rooms FREE . ‘
800 4 this week only
012-345-678¢

| 9 A1 .
ADD AN |NCEN'|'|VE ‘




Convert
shoppers to buyers
and increase their spending

= Recommend add-on
complementing items

= Create packages to increase
average sale

N









Thank You from Special Touch Computer Repair

- - - - { %‘ W
Special Touch Computer Repair <kim@specialtouc| I
To Kelly Wirges Wed 6:24 PM

6541 - Promax Training & Consulting.pdf
e | 151 KB

Hella,

Thank you for your recent business. I've attached a paid receipt for your records. | appreciate
the opportunity to serve you and look forward to helping you with any future needs. | hope
you are completely satisfied with our service. If not please contact us right away so we can
correct this. If you are completely satisfied please take one moment to leave us a review on
one of our local business sites: (Yelp, Google Business, Facebook). We greatly appreciate
your time and business.

Again, Thank you! — Kim

Special Touch Computer Repair
Phone (402) 812-5130
www.specialtouchcomputers.com




Buying decisions are made online

. Before Entering a Store

92% of consumers read
online reviews before
visiting a business.

(@

94% of consumers would
use a business with a four
star rating!

Source: Vendasta



AD SUCCESS svors.

Peeps may come and peeps may go,
It’s up to you to let them know.

Why shop here your ad must boast,
And when they come sell’em the most.

Happy shoppers come again,
And aren’t afraid to tell a friend.

Sound advice | give to you,
And grow your business is what you’ll do.

—
=111\
—

promax training & consulting
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dedicated to
maximizing productivity
profits & people

Kelly@ProMaxTraining.com
760-895-0607
www.ProMaxTraining.com

@) Kelly Wirges
&) ProMax Training
&) KellyProMax
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