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TERM

TO KNOW

The Customer Experience (CX) is the sum 

of every touchpoint a client has with you and 

your brand.   

Memorable

 Impressive

 Significant ROI

EXPERIENCE

CUSTOMER



Why should a business 

buy from YOU?

What is YOUR

competitive advantage?

What CUSTOMER 

EXPERIENCE

do you provide?



CREATE BUSINESS

CREATE BUSINESS

BY HELPING 

BUSINESSES

Motivating YOU starts with a mission and a mantra!



to help businesses succeed by providing 

unparalleled, multi-media marketing solutions that produce results.

OUR GOAL IS TO



to help local businesses compete and 

thrive in today’s global marketplace.

OUR GOAL IS TO



YOU MUST DELIVER ON YOUR PROMISE AND 

HELP THE COMPANY ACHIEVE ITS GOALS



CONSIDERATION

PURCHASE

AWARENESS

LOYALTY
LOYALTY

CONSIDERATION

PURCHASE

AWARENESS

Customer Purchasing Journey = Customer Purchasing Funnel

TERM TO KNOW
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AWARENESS

PURCHASE

ONBOARDING DEVELOPMENTCONSIDERATION LOYALTY

AWARENESS CONSIDERATION ONBOARDING DEVELOPMENT LOYALTY

The potential customer 

becomes aware of you, 

your brand and the 

solutions you offer.

The potential customer begins 

to contemplate purchasing from 

you and your company. 

The customer agrees to 

the recommended 

solutions and strategies 

and the planning 

process begins.

The media advisor 

monitors the success 

of each campaign and 

brings new 

information, ideas and 

strategies.

The customer 

becomes a long-

term partner and 

advocate for you 

and your brand.  

Retention occurs 

when you secure 

loyal customers.

CUSTOMER PURCHASING JOURNEY
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AWARENESS

PURCHASE

ONBOARDING DEVELOPMENTCONSIDERATION LOYALTY

CUSTOMER PURCHASING JOURNEY

AWARENESS CONSIDERATION ONBOARDING DEVELOPMENT
LOYALTY

& RETENTION

EXAMPLES OF ACTIVITIES & TOUCHPOINTS

▪Prospecting contacts

▪Social media posts

▪Networking interactions

▪Needs analysis meeting

▪Presentation

▪References

▪Onboarding process

▪Partnership agreement

▪Creative development

▪Setting measurable goals 

and a tracking system

▪Internal marketing ideas

▪Customer Care meetings

▪ROI and KPI measurements

▪Ad performance and attribution

▪New solutions and strategies

▪Establishing and measuring future goals







OPPORTUNITIES TO INCREASE CUSTOMERS & SALES
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AWARENESS

PURCHASE

ONBOARDING DEVELOPMENTCONSIDERATION LOYALTY

CUSTOMER PURCHASING JOURNEY

AWARENESS CONSIDERATION ONBOARDING DEVELOPMENT
LOYALTY

& RETENTION

EXAMPLES OF ACTIVITIES & TOUCHPOINTS

▪Prospecting contacts

▪Social media posts

▪Networking interactions

▪Needs analysis meeting

▪Presentation

▪References

▪Onboarding process

▪Partnership agreement

▪Creative development

▪Setting measurable goals 

and a tracking system

▪Internal marketing ideas

▪Customer Care meetings

▪ROI and KPI measurements

▪Ad performance and attribution

▪New solutions and strategies

▪Establishing and measuring future goals



Ask general business questions



Ask marketing questions and acquire budget
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AWARENESS

PURCHASE

ONBOARDING DEVELOPMENTCONSIDERATION LOYALTY

CUSTOMER PURCHASING JOURNEY

AWARENESS CONSIDERATION ONBOARDING DEVELOPMENT
LOYALTY

& RETENTION

EXAMPLES OF ACTIVITIES & TOUCHPOINTS

▪Prospecting contacts

▪Social media posts

▪Networking interactions

▪Needs analysis meeting

▪Presentation

▪References

▪Onboarding process

▪Partnership agreement

▪Creative development

▪Setting measurable goals 

and a tracking system

▪Internal marketing ideas

▪Customer Care meetings

▪ROI and KPI measurements

▪Ad performance and attribution

▪New solutions and strategies

▪Establishing and measuring future goals

This program focuses on the PURCHASE (onboarding and development) 

and the LOYALTY steps of the process.
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NEW CLIENT
CUSTOMER

ONBOARDING

CAMPAIGN

LAUNCH

CUSTOMER ONBOARDING

THE ONBOARDING PROCESS INCLUDES 3 SEGMENTS:

 Partnership / Next Steps

 Creative

 Pre-launch

5

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

PREPARE A REPEATABLE PROCESS
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ONBOARDING



TOP PERFORMERS DEVELOP DETAILED STRATEGIES

Onboarding

Account Development

Retention



© PROMAX TRAINING & CONSULTING    

TERM

TO KNOW

Customer onboarding includes several 

meetings and discussions to ensure the 

client understands the process of launching 

and managing a successful marketing 

campaign.  

NEW CLIENT
CUSTOMER

ONBOARDING

ACCOUNT 

DEVELOPMENT

RETENTION 

& LOYALTY
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Account development means providing 

your clients with additional marketing 

solutions and creative recommendations.  

NEW CLIENT
CUSTOMER

ONBOARDING

ACCOUNT 

DEVELOPMENT

RETENTION 

& LOYALTY

TERM

TO KNOW
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Retention refers to your ability to turn new 

and existing clients into loyal, long-term, 

repeat customers.

Top performers  Maintain or Improve

NEW CLIENT
CUSTOMER

ONBOARDING

ACCOUNT 

DEVELOPMENT

RETENTION 

& LOYALTY

TERM

TO KNOW
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TERM

TO KNOW

Churn is the number or percentage 

of customers who stop purchasing 

advertising from your company.

Ideal 100% Retention / 0 Churn



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



Buyer’s RemorseStampede of CustomersCOMMUNICATION

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.



STEP 2  Meet with your creative team and client to discuss messaging and begin preparing campaign.

LEAD the discussion

6



STEP 3  Before launch, determine measurable goals, tracking mechanisms and internal marketing plans.
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HANDOUT

▪ 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?

STEP 3  Before launch, determine measurable goals, tracking mechanisms and internal marketing plans.



© PROMAX TRAINING & CONSULTING    
HANDOUT

▪ What analytics do you get 

from your website provider?

STEP 3  Before launch, determine measurable goals, tracking mechanisms and internal marketing plans.

BEGIN 

TRACKING 

IMMEDIATELY

TO ESTABLISH 

BENCHMARKS

WHEN SHOULD 

TRACKING 

BEGIN?
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STEP 3  Share the Customer CARE! form with the client and set up the first three month’s meeting dates.

7
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Increase the number of

callers, shoppers or visitors.



► Hot Seller = 3 Rooms

► Upsell the Customer

► Long-term Client
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Convert

shoppers to buyers

and increase their spending.



Results in the customers being 

left alone for the rest of their shopping experience. 

The Absolute Worst 

Question To Ask:

“Can I help you with 

anything?”



USE SIGNS TO GUIDE SHOPPERS





ADD AN INCENTIVE

CALL TODAY

NEIGHBORHOOD 

DISCOUNT

2 rooms FREE          
this week only



Convert

shoppers to buyers 

and increase their spending

INCREASE 

AVERAGE TICKET

▪ Recommend add-on 

complementing items

▪ Create packages to increase 

average sale









Source:  Vendasta
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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 I give to you,

And grow your business is what you’ll do.

AD SUCCESS by Dr. S.



Kelly@ProMaxTraining.com 

760-895-0607

www.ProMaxTraining.com

Kelly Wirges

ProMax Training

KellyProMax

dedicated to

maximizing productivity

profits & people
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