MAKIMIZING RESULTS & ROI

=

promax training & consulting




3 .-

HELPING
SELLING

S Just two letters

HELPING
SELLING




EDUCATE




Why buy
from YOU?
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5 Ps of
MARKETING =

ADVERTIOING = FUTURE SUCCESS



ADVERTISEMENTS FAIL

b

Ineffective advertising campaigns:

are poorly prepared and executed
at the wrong time.

are too short in duration.

use the wrong media to serve the
advertising goals.



ADVERTISEMENTS FAIL ')

Ineffective advertising
campaigns fail to:

attract attention.

speak the target audience’s
language.

entice people with an
effective message or offer.



Added to these challenges,
some representatives:

fail to set and manage
expectations.

sell products to reach

personal sales goals.

PLUS
The client does not internally
support the ad efforts.

g conditions may also prevent success
n, pricing strategy or inferior products.
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CONSUMER PURCHASE FUNNEL / PRTH TO PURCHASE

» Information is shared

» Consumer becomes
aware of the
advantages of the
product, service or
brand.




CONSUMER PURCHASE FUNNEL / PRTH TO PURCHASE

CRITICAL STEP?




CONSUMER PURCHASE FUNNEL / PRTH TO PURCHASE

Consumer:
» Evaluates options
» Acquires information

» Reviews facts, figures and
customer feedback

» Compares alternatives



CONSUMER PURCHASE FUNNEL / PRTH TO PURCHASE

Consumer experience includes:
» Website

» Personnel

» Product / Service



CONSUMER PURCHASE FUNNEL / PRTH TO PURCHASE

Consumer:

» Becomes a regular
customer

» Shares positive reviews




INTERNAL MARKETING to achieve the four

STRATEGIES goals of advertising
» Increase the number of shoppers to your business or website. » Invite pecple to returm and buy again in the fulure.
» Encourage customers to buy and fo buy a lot when they shop. » Encourage shoppers fo recommend your business fo other buyers.

1. INCREASE THE NUMBER OF SHOPPERS TO YOUR BUSINESS OR WEBSITE

I Consistently advertise your unique product or service offerings to a significant number of potential customers with adequate
frequency to stimulate action.

1 Select “hot" selling products or services fo include in your advertising.

1 Include a full assortment and variety of products or services and ensure sufficient inventory and personnel o assist all customer
requests.

I Make sure the message, offer or price is competitive and compedling, and the terms easily understood.

I Coordinate your online efforts to mimor your traditional advertising campaign.

2. ENCOURAGE SHOPPERS TO INCREASE THEIR SPENDING

Offer Assistance and Recommendations to Each Shopper

I Provide guidance and suggestions for addifional purchases based on personal experience, popular items and customer feedback.
| Share product and service information, as well as compare and contrast options.

Display ltems to Maximize Sales

[ Prominently display advertised products in a desirable manner with easy access.

(1 Display accompanying producis together fo encourage multiple and add-on sales.

Create Signs to Guide Buyers

[ Use signs fo describe and identify adverfised products fo peak interest and o ensure they are easily located.

I Make sure signs communicate the price and savings of the products or services offered and thedr unigue features and benefits.
(1 Ensure all advertising and signage is consistent in theme and color incorporating your business's style and promotional theme.
I Print many generic *sale” and “as adverfised” signs so they can be recycled for future promolicns.

3. INVITE SHOPPERS TO RETURN TO YOUR BUSINESS AND BUY

U Include an incentive at the end of each transaction (coupon, discount card, frequent purchase incentive, eic.) fo encourage future
purchases.

O Collect information about your customers: names, street and email addresses, prefermed products, as well as phone numbers fo use
for future marketing efforts.

U Stay in touch with customers to keep them aware of new or special products or services and reguiarly invite them to shop your
business.

O Thank every customer within two days of their purchase with a phone call, note or email. Include an offer for them fo purchase again
andlor encourage them to refer others to you.

0 Promote your brand by displaying your bogo and brand benefits throughout the store, on bags, employee shirts, cards, racks,
=igns and automobiles.

4. ENCOURAGE SHOPPERS TO RECOMMEND YOUR BUSINESS TO OTHER

|J Encourage customers ~ af your store, in your imices or onling ~ fo post positive comments on your website, a review site or on
social media.
1 Incorporate ongoing refemral programs as a part of your marketing strategy.

PROMAX TRAINING & CONSULTING




If you do not have this information
you cannot prepare an effective media plan.



If you fail to set
measurable goals
you may be setting
yourself up for churn.

iy
\ 7h

Key metrics needed to set, manage and measure expectations:

1. Current average sale

2. Current average # transactions per month

3. # of transactions desired per month

4. Desired customer action after ad exposure (shop, call, visit website)
5

6

7

. Conversion rate (percent of shoppers to buyers)
. Measurement of success (how they will measure success)
. Monthly advertising budget (to determine ROI)
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INFORMATION TO SHARE, REVIEW & DISCUSS Date: Date: Date:

= Company changes & challenges

= |nternal marketing implemented

Current Situation to accompany the campaign

= Employee invelvement in
promotional efforts

= Meftrics & oplimization of the
Attribution + campaign

Ad Performance | = Schedule review

® Creative evaluation

ROI & KPIs
(Return on * Review Results - RO & KPI
Investment &
Key Performance = New measurements needed
Indicators)
® Sales trends
= Next steps
Expectations = Mew creative
for Future = New solutionsistrategies

= Future geals (ROl + KPIs)
= Future internal marketing

= |nvoicing process
= |ndustry data to drive business

= Community events and
opportunities

Additional Info
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CLIENT
\CARE scoon
INFORMATION TO SHARE, REVIEW & DISCUSS T Diate: Date:

= Company changes & challenges
= Intzrnal marketing implementad
to accompany the campaign

= Metrics & optimization of the
Attribution + campaign

Ad Performance | = Schedule review
= Creative evaluation

» Review Results - ROl & KPI
= New measurements needed

PLACE IN THE CLIENTYT'S FILE

© PROMAX TRAINING & CONSULTING




‘ ACCOUNT EXECUTIVE |

EACH MONTH DETERMINE PERTINENT DISCUSSIONS
"QULAKE:

INFORMATION TO SHARE, REVIEW & DISCUSS

Date:

Date:

= Company changes & challenges
= Intzrnal marketing implementad

Current Situation to accompany the campaign
= Employes involvement in
promotional efforts
= Metrics & optimization of the
Attribution + campaign
Ad Performance | = Scheduls review
= Creative evaluation
ROI & KPIs
AFie L * Review Results - ROI & KPI
Imvestment &
Key Performance = New measurements needed
Indicators)
= Sales trends
= Mext steps
Expectaﬁnns = New creative
for Future = Mew solutionsistrategies
= Future goals (ROl + KPIs)
= Future intemal marketing
= Imveoicing process
Additional Info * |ndusfry data to drive business
= Community events and
opportunities

© PROMAX TRAINING & CONSULTING




EXAMPLE MEETING #1

{cARE!

INFORMATION TO SHARE, REVIEW & DISCUSS Date: Date: Date:
= Company changes & challenges . . ) .
s —— Remind the client about the four advertising goals, the internal
i to m"g e i jon’
Current Situation | to accompany the campaign marketing they planned before the campaign’s launch and the
= Employes involvement in . . y e
T T g importance of their team’s involvement.
* Metrics & optimization of the INTERNAL MARKETING to achieve the four
Attribution + campaign STRATEGIES goals of advertising
Ad Performance = Scheduls review
B i ¥ Increase the number of shoppers to your business or website. » Invite pecple to retum and buy again in the fulure.
= Creative evaluation » Encourage customers to buy and o buy a kot when they shop. » Encourage shoppers io recommend your businss fo otfer buyers
1. INCREASE Tk OF SHOPPERS TO OR WEBSITE
[ Consistently advertise your unique product or service offerings to a significant number of potential customers with adequate
frequency to stimulate acbon.
[ Select *haf” selling products or services fo include in your adverdising.
Ea & KPIS 0 Include a full assoriment and variety of products or services and ensure sufficient inventory and personnel fo assist all customer
. requests.
[Reftum on = Review Results - ROl & KPI 0 Make sure the message, offer or price is compelling, and the tes Iy understood.
| I'l'l.l'Eﬁ‘tlTIE!I"lt -& (1 Coordinate your online efforts to mirror your traditional advertising campaign.
Ke}f Performance = Maw measurements necded 2. ENCOURAGE SHOPPERS TO INCREASE THEIR SPENDING.
F Offer Assistance and Recommendations to Each Shopper
[ ml{:ﬂtﬂfs:l U1 Provide guidance and suggestions for additional purchases based on personal experience, popular items and customer feedback.
(1 Share product and service information, as well as compare and contrast options.
Display ltems to Maximize Sales
™ SE"E'S [I'Er'lljs U1 Prominently display advertised products in a desirable manner with easy access.
01 Display accompanying products together to encourage multiple and add-on sales.
Create Signs to Guide Buyers
" Nen Steps O Use signs fo describe and entify advertised products to peak interest and to ensure they are easily located.

. H (1 Make sure signs communicate ihe price and savings of the products or services offered and their unique features and benefits.
EKPEMDHS * Mew creative 0 Ensure all advertising and signage is consistent in theme and color incorporating your business's style and promotional theme.
fDl Fl.ltU re " NE’I'J solmiorﬁfstraleg IE-S (1 Print many generic “sale’ and “as advertised” signs so they can be recycled for future promofions.

3. INVITE SHOPPERS TO RETURN TO YOUR BUSINESS AND BUY
= Future 9{:'5"5 [RDl + KPIS] O Include an incentive at the end of each ransaction (coupan, discount card, frequent purchase incentive, eic.) to encourage future
) . purchases.
= Fufure intemal mﬂﬁ{E[lﬂg O Collect information about your customers: names, street and email addresses, preferred products, as well as phone numbers to use
for future marketing efforts.
0 Stay in touch with customers to keep them aware of new or special products or services and regularly invite them to shop your
business.
. . 0 Thank every customer within two days of their purchase with a phone call, note or email. Include an offer for them to purchase again
= Imveoicing process andlor encourage them 10 refer e o you.
. X 1 Promote your brand by displaying your logo and brand benefits throughout the store, on bags, employes shirts, cards, racks,
oc * |ndusfry data to drive business signs and automabies
mmu“al hfﬂ . - 4 TO ) YOUR BUSINESS TO OTHER
m'ﬂmll].ﬂi]f events and {1 Encourage customers ~ at your store, in your invoices or online ~ to post positive comments on your website, a review st or on
opportunities socal meda )
0 Incorporate ongoing referral programs as a part of your marketing strategy.

IAX TRAINING & CONSULTING —
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{CARE!

EXAMPLE MEETING #1

INFORMATION TO SHARE, REVIEW & DISCUSS

Date: Date:

Current Situation

= Company changes & challenges

= Intzrnal marketing implementad
to accompany the campaign

= Employes involvement in
promational efforts

Attribution +
Ad Performance

= Metrics & optimization of the
campaign
= Schedule review

® Creative evaluation

ROI & KPIs
(Return on
Imvestment &
Key Performance
Indicators)

= Review Fesults - ROl & KP

= New measurements needed

Review the metrics at every meeting.

In the first meeting, remind the client that the campaign will take
time to build momentum.

Expectations
for Future

= Sales trends

= Mext steps

= Mew creative

= Mew solutionsistrategies

= Future goals (ROl + KPIs)
= Future intemal marketing

Additional Info

= Imveoicing process
* |ndusfry data to drive business

= Community events and
oppartunities
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Q SET YOUR MONTHLY MARKETING GOALS

Estimate % of shoppers,
Circle one of the befow campaign goals Estabiish new customer goals callars or web visitors that buy Estabiish# of shoppers, callers or web visitors nesded
Goal: #Visits 4 Calls # Web Traffic Desired # of New Customers Per Month = | Conversation Rate % | = | #Meeded to Achieve Goal Per Month =
Example: Goal: #Calls > 10 new customers = 20% conversion rate = 20 calls needed
MONTHLY ROl CALCULATOR ANNUAL VALUE OF EACH NEW CUSTOMER
. # Monthly # Weekly . Average
USE ONE: : Aor5 _ USE ONE: : Average
§ Monthly . _ | Transactions . - | Transactions # Times -
Ad Investment | = O § Average Sale Nested to Begn | ~ (# weeks Needled to Begin O § Average Sale x Customer Buys| = Annual Value of
O §$ Gross Profit Per Sale Turning Profit in monith) Turming Profit O § Gross Profit Per Sale Per Year New Customer
§ =8 = +| 4ors = $ ¥ =|$
MONTHLY GOAL CALCULATOR LIFETIME VALUE OF EACH NEW CUSTOMER
A — LISE ONE: Increased $ Manthly $ Increasad $ Average Average Average
Per mur:‘fm X | O % Average Sale = Additional § - Ad = Additional Annual Value of X | #ofYears = | Lifetime Value of
O § Gross Profit Per Sale Per Manth Investment Monthly Profit Mew Customer Customer Buys MNew Customer
x| s =| 5 -3 =| % % X =|$
Q TRACK, MEASURE, EVALUATE & ADJUST
# Total % Conversion
- # Average
Visitors, # Total {# Buyers = $ Average Sale $ Total .
it Callers or Buyers # Shoppers, Callers Pulrt::aie d Per Buyer Sales I LI T BT
Web Traffic or Web Traffic)
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PERF{®)RMANCE
REPORT

Advertiser

Date of Performance Report

Campaign Dates

PRINT ANALYTICS
Newspaper ! Printed Daily or Sunday _ -
Product # Ads X Readership = Gross Impressions

Total Monthly Gross Impressions

DIGITAL ANALYTICS

DIGITAL STRATEGIES

Impressions Promised

Impressions Delivered

» Proof of performance

» Power of products

Total Monthly Impressions

v Share additional

» Impressions are the numbser of Smes your ad appeared in front of polendial customers.

= Ses affsched for more detaled reporing.

information if desired



PARTNERS IN SUCCESS

OUR PARTNERSHIP CDMMITMEINT

YOUR PARTNERSHIP COMMITMENT

We are commiited to providing the most powerful advertis
professional guidance to help you achieve your business goals.

Our promise fo you ~ we will:

O Provide industry- and market-specific research to help vou make educated
decisions for vour company.

O Recommend solutions customized to your unique business goals and
challenges.

O Create an enticing and effective, result-producing campaign for your
business.

O Deliver your message to the number of potential customers we promised.

O Meet with vou monthly to evaluate the success of the campaign and
optimize its performance.

O Share monthly analytics to provide proof of performance.

O Offer internal marketing expertise to assist you in maximizing sales
oppoertunities when customers call or visit vour store.

X

PERF (@) RMANCE
REPORT

v’ Deliver on your promise

v’ Deliver each month

“Partnership” ~ a relationship involving close cooperation between parties with each having specific responsibilities.



{cARE!

EXAMPLE MEETING #1

INFORMATION TO SHARE, REVIEW & DISCUSS

Date: Date:

= Company changes & challenges
= Intzrnal marketing implementad

Current Situation to accompany the campaign
= Employes involvement in
promotional efforts
= Metrics & optimization of the
Attribution + campaign
Ad Performance | = Scheduls review
= Creative evaluation
ROI & KPIs
AFie L * Review Results - ROI & KPI
Imvestment &
Key Performance = New measurements needed
Indicators)
= Sales trends
= Mext steps
Expectations = Mew creative
for Future = Mew solutionsistrategies
= Future goals (ROl + KPIs)
= Future intemal marketing
= Imvoicing process . , . .
Acdiional o, |~ IPOUSTY dota 0 drve busiess Review the customer’s first invoice, as they can often confuse

= Community events and
oppartunities

new clients.




{cARE!

EXAMPLE MEETING #1

INFORMATION TO SHARE, REVIEW & DISCUSS

Date:

Date: Date:

Current Situation

= ompaEny Changes T g es

= Intzrnal marketing implementad
to accompany the campaign

= Employes involvement in
promational efforts

Attribution +
Ad Performance

= Metrics & optimization of the
campaign
= e T
: .

ROl & KPIs
(Return on » Review Resuits - ROl & KPI
Investment &
W TS eSS Testel
Key Performance
Indicators)
Expectations "
for Future -
= Imveoicing process
Additional Info ]
=R SR e e




CLIENT

ACCOUNT EXECUTIVE

Current Situation

Attribution +
Ad Performance .

ROI & KPIs
(Return on

for Future

Additional Info

Ideally, meet with every client IN PERSON at least once a month.



= Company changes & challenges
= Intzrnal marketing implementad

EACH MONTH DETERMINE PERTINENT DISCUSSIONS

Current Situation to accompany the campaign
= Employes involvement in
promational efforts
= Metrics & optimization of the
Attribution + campaign
Ad Performance | = Schedule review
= (Creative evaluation
ROI & KPIs
(Retum on = Review Results - ROI & KPI

= New measurements needed

Key Performance
Indicators)
® Sales trends
" Nextsteps “The second quarter is one of your
Expectati = Mew creative
forFuture D~ New solutionssirategies peak seasons, so I recommend a strong
" Future goals (ROI + KPls) promotional strategy including...”
= Future intemal marketing
= Imveoicing process
Additional Info * |ndusfry data to drive business

= Community events and
oppartunities

© PROMAX TRAINING & CONSULTING




EMPLOY THE RIGHT ADVERTISING

AT THE RIGHT TIME

TYPE EXPLANATION

TIME OF YEAR TO EMPLOY

Reminding sbout oSzrings and edvantsges, plus

IMAGE | ERANDING miintsining or sdjustng company percapion.

= Appronists the entie year.
= For businesses with limited buogets, esfactie
guring siower times of e year.

frial, purcnase.

DIREGT RESPONSE @ promotion, s3k or incentive,

= It effectve slightly before and during busy
times of the year.

Creating interest frough information.

= Esfaciive for lsunching a new business,

EDUCATIONAL product ar sanvica ~ especially for sharing
complax or innovative solutions.
Creating excitement for an event, prametion, = Efaciive in combination with direct responze
AWARENESS new product, sendce or busnass Awarenass adverising before and during busy seasons.
advartsing is ofen dificult to avoid ar ignare.
EBwilding long-izrm brand affinity, plus esteblishing | = Appropriate the entire year.
LOVALTY open, direct and ongaing communication.

sdvarizing is ona-on-ona-communicsion direcy
fo consumars.

f v

ﬁ / ‘1

i f
/1 i
_ / l‘b, T
& /:
48 Invesfing in marketing slightly before INVEST WISELY
SHOULD DETERMINE THE TYPE and during busy times of year is wise
SALES TRENDS OF ADVERTISING TO USE AND A ie because during pezk seasons more Your advertising vestment should
WHEN TO ADVERTISE — people are buying, and there is a miror " your sales trends.
l\] greater opportunity to increase sales.”

- Investing a significant portion of your budget during slow times of the year fo encourage sales is an unwise and costly
deciaion. Adverfising cannct change a company's natural sales cycle. Although slight increases may occur, generally, it will not
provide a comfortable retwm on your investment.

ADVERTISING

MORE / LESS 3
STRATEGY

m = @hrsiE [=%  BENEFITS OF STRATEGY

| Businesses that typically do not see significant annual sales fluctuations, such as service companies, should advertise
each month consistently.

B If your business has an extremely limited budget, advertise only during and slightly before peak seazons.

| Larger busi with gi inventory and. high sales in various products or services should advertise
top-selling items in the appropriate months. i the budgetis adequate, these businesses will bensfit from marketing all year.

- *There are ions to these guidelines, such as fhat cannot additional patrons during busy
seasons or imes of the week. However, most hould allocate their ional budgets shightly d oy
peak sezsons, when fey have the greatest opportunity to increase profits and market share.

GENERAL RULES: s
Busier Montns™ = Increase Advertising i e
Siower Months = Reduce Advertising 7

Busier Months™ = Direct Response Advertising 8 j’i




ey 4 CLENT
‘C A R E ' AGCOUNT EXECUTVE

INFORMATION TO SHARE, REVIEW & DISCUSS T Diata: Date:

= Company changes & challenges
= Intzrnal marketing implementad

TSN | oot Information to share:

promational efforts . ]

= Marketing guidance

= Metrics & optimization of the . .
tiions | campamn = Consumer buying behavior
Ad Performance = Schedule review

" Crestie ciauaton = Conversion tips
ROI & KPIs u IndUStry trends
mg:m * Review Results - ROI & KPI N . .
oy Ptimars | * N e e = Competitive intelligence

— = Community events and

= Mext steps iti
ocions | + Noweons opportunities
for Future = Mew solutions/strategies 4

e B0+ o0 = Market opportunities

= Future intemal marketing . .

= Creative ideas

* |voicing process . . .
Addifionalinfo |~ "USHY Gatao dive business = Testimonials and case studies

= Community events and

oppartunities

© PROMAX TRAINING & CONSULTING



BIZ , t potential customers to shop, call
TIPs ADVERTISING'S GOALS yE:lr bllsil:les::r N;:Eyo:r :r:’h:aiw.

GETTING CUSTOMERS TO BUY, as well as increase their spending, is directly related to their shopping
experience at your business.

INCREASE YOUR CONVERSION RATE = INCREASE PROFITS

It is essential to understand what influences consumer buying behavior. This will help guide your marketing
Do you know your strategy and assist you in seting and measuring goals for your sales team. The optimal conversion rate will
N vary with each company. For brick-and-mortar businesses, this is a relatively simple matter of comparing the
conversion rate?  number of callers or store visitors fo the number of actual sales during a designated time. For an Internet-
based business or a company seeking leads from their website, web analytics measures this data.

Shoppers buy because they find the right combination of merchandise, price, presentation and service.

SIMPLE CONVERSION TIPS
WHY PEOPLE DON'T BUY . - .
. i . » Have a team meeting before you launch your next promation to discuss
Service & Price Points conversion strategies and upsedling opportunities.

* Sales associates not helpéul » Create "Promotional Cheat Sheets” and have them available to your team

= Price points nat campettive where they welcome customers or answer phong calls. Include the top benefits
Merchandizse Presentation of the products or services you are promoting, a5 well as additional specials

= Uninteresting or unorganized displays you are currently offering. You may even wish to distribute sales fiyers to

= No complementary products offered customers who visit your store.

= Toomany or too few options » Set a conversion goal, instruct everyone fo measure shoppersicallers and
Store Navigation buyers. Place a “scorecard” in a convenient area that only employees can see.
= Line foo long at cash register You may wish to have a fun conversion contest with your team.

= Cluttered store » Conduct mystery calls and ask friends to shop your business to validate how
= Lack of signage helpful your associates are to customers.
COMVERSION STATS
» While studies vary, estimated conversion rates are confinually dropping. 80% of companies say they deliver “superior”

» 7% of store visitors leave without buying.
» Over 90% of visitors do not act during their first visit fo a website.

customer services, only 8% of customers agree.

Contact your local media advisor for
ideas te increase your conversion rate
and ensure your advertising investment is
receiving maximum resulfs.

PRO

promax training & consulting

& PROMAX TRAINING & CONSULTING

& PROMAX TRAINING & CONSULTING

ATTRACT MORE CUSTOMERS = INCREASE PROFITS

TIPS TO ATTRACT MORE CUSTOMERS

» Advertise your hotiest products and services.
» Promote the lowest price possible.

» Include testimonials in your marketing efforts.

» Offer additional promotions when pecple call or visit
your business and website.

The success of a marketing strategy is
NOT simply measured by the total sales
of the products or services promoted. It IS
about the opportunity to improve overall sales,
profits and market share for your business.

MORE WAYS TO INCREASE CONVERSIONS

» Toincrease spending, display your advertised products with accompanying products.

> Puta bell on the door to remind your team to siop what they are doing when a customer anives and fo give them their full attention.
» Staple promotional fiyers or brochures to receipts before giving them fo customers.

» Send promotional materials or brochures with invoices.

» Include all five senses in your marketing efforts ~ vision (store layout), hearing (music), taste (samples if appropriate or free cookies),
smell (clean or appealing) and touch (ability to hold, try on or test products).

» Include product and company ratings and reviews throughout the siore.

> Provide personal experiences, suggestions and festimonials. When an associate adds value to the shopping expenence, the
customer often feels an obligation to purchase from that person and retailer.

> Review the entire customer inferaction on your website to ensure it is providing an easy and interesting experience. In-store
shoppers that have pre-shopped their needs online fypically convert at higher rates in the store. Plus, websites that have familiar
storefront names gain higher conversion rates due to higher trust.

POSITIVE REVIEWS INCREASE THE \'l\f0R§T QUESTION TO ASK CES‘I‘?MERS: “Can | help you with
CONVERSION RATES anything?” the answer is typically “no.

1. 2.8.0.0 ¢

» 92% of consumers read online reviews

When customers enter your store, share information to assist them in
their shopping experience: “Welcome fo (your company name). | am
(your name). We have some great items on sale, such as... The sale racks
are located... Also, you will not want fo miss the items that just arrived that
are Iocated... These are flying off the shelf! So, if you find something you
like, | suggest you buy it today! Please take your time and browse and let

* 40% form an opinion after reading just 1-3reviews T L any assistance.”

Use the 10-Minute Check Back Rule. Check back with customers every
10 minutes to see if they need assistance or have any questions and offer
suggestions or advice.

Encourage customers to post positive comments
on your website, a review site or on social media.

For exampie, say: “Thank you very much for your When customers call your business, inquire about their needs and
purchase today. We are confident you are going to provide re dations. For ple:
enjoy the (product/service). Will you please take a *= “We have (three) specials going on right now. These include... Which one

moment to review us on our website or on (review of these will best serve your needs?”
site)? We also would appreciate any referrals or * “Thanks for your call. So that | can be of the biggest help to you, can you
positive comments to your friends on social media.” share with me what your specific needs are?”

= *Can | ask you a couple of questions so | can best serve your needs?”




AFTER THE CAMPAIGN IS LAUNCHED INQUIRE ABOUT ITS SUCCESS

DO say to the client sDO NOT ask the client

© PROMAX TRAINING & CONSULTING



AFTER THE CAMPAIGN IS LAUNCHED INQUIRE ABOUT ITS SUCCESS

DO say to the client DO NOT ask the client
» “I'm excited to hear about the | 3¢ “Did you get any results from your ad?”
success of your campaign.” | 9¢ “Did you get any results this weekend?”

» “I'm excited to learn how your

campaign is progressing.”
These questions suggest that you have no
idea if the advertising in your product

produces results. They also suggest
Instantaneous results.

These questions convey that
advertising Is a process, and you
are confident the business is

getting results.

© PROMAX TRAINING & CONSULTING



ENCOURAGE CLIENTS TO QUESTION THEIR CUSTOMERS
N

DO encourage clients to ask or say DO NOT encourage clients to ask

© PROMAX TRAINING & CONSULTING



ENCOURAGE CLIENTS TO QUESTION THEIR CUSTOMERS

DO encourage clients to ask or say

DO NOT encourage clients to ask

» “Are you familiar with our current (buy one
get one free) promotion? It includes...”

»“May | ask where you typically learn about
sales and promotions that local businesses
are having?”

The first statement allows the business owner
to entice the customer even if the person was
not exposed to the advertising, or it reinforces
the promotional message. The second
question provides valuable information. For
example, if the customer states he or she gets
promotional information on TV, the advertiser
can inquire about favorite stations and
programs watched. This information can guide
future advertising plans.

3¢ How did you hear about us?
¢ Where did you get our phone number?
3¢What brought you in today?

These questions rarely produce helpful
information. This is because most
marketing strategies encompass
numerous media elements. Furthermore,
customers often either habitually site
Google or share the last ad they heard or
saw.

© PROMAX TRAINING & CONSULTING




RETENTION STRATEGY = LONG-TERM GLIENTS




This form is also provided
in an Excel worksheet for
‘ SET YOUR MONTHLY MARKETING GOALS .
. _ ) Estmate 34 of shoppers, _ easy calculations
Circle one of the below campaign goals Estabiish new customer goals callars or weh visitors thaf buy Establish# of shopt
| Goal: 4Visits 4 Calls 4 Web Traffic ‘ > ‘ Desired # of Mew Customers Per Month = | Conversation Rate % | = ‘ # Needed to Achieve Goal Per Month = |
Example: Goal: #Calls * 10 new customers = 20% conversion rate = 50 calls needed
MONTHLY ROI CALCULATOR ANNUAL VALUE OF EACH NEW CUSTOMER
. # Monthly #Weekly . Average
USE ONE: : 4or5 _ USE ONE: . Average
$ Monthly . _ | Transactions i _ | Transactions # Times _
Ad Investment | = O § Average Sale Needed to Begin | ~ (#weeks Needled to Begin O § Average Sale x Customer Buys | Annual Value of
O $ Gross Profit Per Sale Turning Profit in month) Turming Profit 0 4 Gross Profit Per Sale Per Vear New Customer
$ =18 = = dorh = $ X = $
MONTHLY GOAL CALCULATOR LIFETIME VALUE OF EACH NEW CUSTOMER
#New B USE ONE: Increasad $ Monthly $ Increasad § Average Average Average
. _ O § Average Sale Additional § Annual Value of #of Years Lifetime Value of

-rs TRACK, MEASURE, EVALUATE & ADJUST

# Total % Conversion
Honth Visitors, # Total #Buyers = # Average | ¢ orage Sale $ Total oromotional Offor
° Callers or Buyers | #Shoppers, Callers Pm"*"h' m" Per Buyer Sales i el S e
Web Traffic or Web Traffic)
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WEEKLY & MONTHLY ROI CALCULATOR
# Monthly
$ Monthly $ Average Sale| | Transactions @or o i Weekly
.| _| Transactions
Ad +| $Gross Profit |=| Neededto |+| (#weeks |= .
. . Needed to Begin
Investment Per Sale Begin in month) . ;
. . Turning Profit
Turning Profit
$2,000 |+ = = @or5 |=
$2,000 |+ = @or5  |=




ANNUAL VALUE OF EACH NEW CUSTOMER

LIFETIME VALUE OF EACH

NEW CUSTOMER
# Average $ Average Average $ Average
5 A Times Annual Value Number of Lifetime Value
é/elr age Customer Buys of New Years of New
ae Per Year Customer Customer Buys Customer




ANNUAL GROSS SALES

Average X # Transactions x| 19 Estimated
Sale Per Month Gross Sales

X X[ 12

WHY IS THIS AN
IMPORTANT NUMBER?



# CALLS OR VISITORS NEEDED

# New Conversion Calls or WeeKs In Weekly Calls or
Customers Rate =| Visitors Month Visitorz Needed
Desired Needed 40rd
WHY IS THIS AN
IMPORTANT NUMBER?




MATH CHALLENGE #1

You recommend to a prospect that the business invest $3,000 in
advertising per month. The decision-maker has told you that the
average sales is $50 and has a profit margin of 50%.

What is the point at which the business will begin turning profit
per week (4-week month)?

WEEKLY & MONTHLY ROI CALCULATOR

# Monthly # Weekly
$ Monthly | | $Average Sale| | Transactions @or 5 .
L _| Transactions
Ad +| $Gross Profit |=| Neededto |+| (#weeks |= .
. . Needed to Begin
Investment Per Sale Begin in month) . ;
. . Turning Profit
Turning Profit
= = 2 @or 5 |=
+ = @or 5 |=




MATH CHALLENGE #2

You recommend to a restaurant owner that the business invests $2,000 in advertising per
month. The restaurant has 50 tables, and the decision-maker has told you that the average
sale is somewhere between $50 to $100. He also shares that diners visit approximately 6
times a year. While it is difficult to determine how many years diners return, he estimates
approximately 5 to 7 years.

What is the estimated annual and lifetime value of a new client? (without averaging up)

LIFETIME VALUE OF EACH
ANNUAL VALUE OF EACH NEW CUSTOMER NEW CUSTOMER
# Average $ Average Average $ Average
6 A Times Annual Value Number of Lifetime Value
g/elr age Customer Buys of New Years of New
ae Per Year Customer Customer Buys Customer




MATH CHALLENGE #3

Information Gathered in CNA:

» Average Sale: $200 » Conversion Rate: 30%
» Average Number of Transactions Per  » Goal: 15 New Customers
Month: 300 » Customers Typically Call for Quotes

» Industry Average Invested in
Advertising: 3%

Based on this information:

1. What is the monthly amount you will recommend for their annual ad budget?
2. How many calls per month do you need to generate to achieve their goals?

Average Sale X # Transactions X 12 = Estimated Gross Sales X Industry Average
$200 X 300 X 12 = $720,000 X 3% = $21,600 + 12 = $1,800 per month

# New Customers Desired = Conversion Rate = Calls Needed
15+ 30% =50 + 4 = 13 per week (rounded up)
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