
MAXIMIZING RESULTS & ROI

promax training & consulting



is just two letters

HELPING
SELLING

the difference between
HELPING
SELLING



EDUCATE 

clientsyourself



Why buy 
from YOU?



5 Ps of
MARKETING =  

HELP YOUR CLIENTS BE PROACTIVE

P
PROMOTION

P
PRODUCT

P
PRICE

P
PLACE

P
PEOPLE

with their marketing and advertising strategies



ADVERTISEMENTS FAIL

because of improper planning

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. 



Ineffective advertising 
campaigns fail to:
 attract attention.
 speak the target audience’s 

language.
 entice people with an 

effective message or offer.

because they lack creativity

ADVERTISEMENTS FAIL



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.

Pre-existing marketing conditions may also prevent success 
such as a poor location, pricing strategy or inferior products.



AWARENESS

CONSUMER PURCHASE FUNNEL / PATH TO PURCHASE

 Information is shared
 Consumer becomes 

aware of the 
advantages of the  
product, service or 
brand.



AWARENESS

CONSUMER PURCHASE FUNNEL / PATH TO PURCHASE

CRITICAL STEP!



AWARENESS

CONSUMER PURCHASE FUNNEL / PATH TO PURCHASE

Consumer: 

 Evaluates options

 Acquires information 

 Reviews facts, figures and 
customer feedback

 Compares alternatives

CONSIDERATION



AWARENESS

CONSUMER PURCHASE FUNNEL / PATH TO PURCHASE

Consumer experience includes:
Website 
 Personnel
 Product / Service

CONSIDERATION

PURCHASE



AWARENESS

CONSUMER PURCHASE FUNNEL / PATH TO PURCHASE

Consumer:
 Becomes a regular 

customer
 Shares positive reviews

CONSIDERATION

PURCHASE

LOYALTY
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4 GOALS OF ADVERTISING



vital media planning info
target 

audience

ad goals
budget

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



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. Conversion rate (percent of shoppers to buyers)
6. Measurement of success (how they will measure success)
7. Monthly advertising budget (to determine ROI)

If you fail to set 
measurable goals

with the client
what happens? 

you may be setting 
yourself up for churn. 
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DOCUMENT ON THE FORM

PLACE IN THE CLIENT’S FILE

PLAN DISCUSSIONS IN ADVANCE
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EACH MONTH DETERMINE PERTINENT DISCUSSIONS
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EXAMPLE MEETING #1

Remind the client about the four advertising goals, the internal 
marketing they planned before the campaign’s launch and the 
importance of their team’s involvement.  
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EXAMPLE MEETING #1

Review the metrics at every meeting.  

In the first meeting, remind the client that the campaign will take 
time to build momentum.  
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 Proof of performance
 Power of products

 Share additional 
information if desired



Deliver on your promise

Deliver each month



EXAMPLE MEETING #1

Review the customer’s first invoice, as they can often confuse 
new clients.



EXAMPLE MEETING #1



Ideally, meet with every client IN PERSON at least once a month.
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BEFORE CAMPAIGN ENDS BRING NEW STRATEGIES 

EACH MONTH DETERMINE PERTINENT DISCUSSIONS

“The second quarter is one of your 
peak seasons, so I recommend a strong 
promotional strategy including...”
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Information to share:
 Marketing guidance
 Consumer buying behavior
 Conversion tips
 Industry trends
 Competitive intelligence
 Community events and 

opportunities
 Market opportunities
 Creative ideas
 Testimonials and case studies
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DO say to the client DO NOT ask the client
 “I’m excited to hear about the 

success of your campaign.” 
 “I’m excited to learn how your 

campaign is progressing.”  

These questions convey that 
advertising is a process, and you 
are confident the business is 
getting results.

 “Did you get any results from your ad?”
 “Did you get any results this weekend?”

These questions suggest that you have no 
idea if the advertising in your product 
produces results.  They also suggest 
instantaneous results.  

AFTER THE CAMPAIGN IS LAUNCHED INQUIRE ABOUT ITS SUCCESS
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DO say to the client DO NOT ask the client
 “I’m excited to hear about the 

success of your campaign.” 
 “I’m excited to learn how your 

campaign is progressing.”  

These questions convey that 
advertising is a process, and you 
are confident the business is 
getting results.

 “Did you get any results from your ad?”
 “Did you get any results this weekend?”

These questions suggest that you have no 
idea if the advertising in your product 
produces results.  They also suggest 
instantaneous results.  

AFTER THE CAMPAIGN IS LAUNCHED INQUIRE ABOUT ITS SUCCESS



© 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 I 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.

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

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

How did you hear about us? 
Where did you get our phone number? 
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.



RETENTION STRATEGY = LONG-TERM CLIENTS

A business is only as good,
as the company it KEEPS!
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BEHIND THE SCENES

This form is also provided 
in an Excel worksheet for 

easy calculations

7



WEEKLY & MONTHLY ROI CALCULATOR

$ Monthly  
Ad 

Investment
÷

$ Average Sale 
$Gross Profit 

Per Sale
=

#  Monthly 
Transactions 

Needed to 
Begin 

Turning Profit

÷
4 or 5 

(# weeks 
in month)

=

# Weekly 
Transactions 

Needed to Begin 
Turning Profit

$2,000 ÷ $50 = 40 ÷ 4 or 5 = 10
$2,000 ÷ $25 = 80 4 or 5 = 20

BASIC ROI



ANNUAL VALUE OF EACH NEW CUSTOMER LIFETIME VALUE OF EACH 
NEW CUSTOMER

$ Average 
Sale 

X

# Average 
Times 

Customer Buys 
Per Year

=

$ Average 
Annual Value 

of  New 
Customer

X

Average 
Number of 

Years 
Customer Buys

=

$ Average 
Lifetime Value 

of New 
Customer

$100 X 5 = $500 X 5 = $2,500

BASIC ANNUAL & LIFETIME VALUE



ANNUAL GROSS SALES

ANNUAL GROSS SALES

Average 
Sale X # Transactions 

Per Month X 12 = Estimated 
Gross Sales X

3%
(or Industry 

AVG)
= Ad Budget Per 

month

$100 X 500 X 12 = $600,000 X 3% = $1,500

WHY IS THIS AN 
IMPORTANT NUMBER?



# CALLS OR VISITORS

# CALLS OR VISITORS NEEDED
# New 

Customers 
Desired

÷ Conversion 
Rate =

Calls or 
Visitors 
Needed

÷
Weeks in 

Month
4 or 5

= Weekly Calls or 
Visitors Needed

15 ÷ 30% = 50 ÷ 4 = 13

WHY IS THIS AN 
IMPORTANT NUMBER?



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  
Ad 

Investment
÷

$ Average Sale 
$Gross Profit 

Per Sale
=

#  Monthly 
Transactions 

Needed to 
Begin 

Turning Profit

÷
4 or 5 

(# weeks 
in month)

=

# Weekly 
Transactions 

Needed to Begin 
Turning Profit

$3,000 ÷ $50 = 60 ÷ 4 or 5 = 15
$3,000 ÷ $25 = 120 4 or 5 = 30

MATH CHALLENGE #1



ANNUAL VALUE OF EACH NEW CUSTOMER LIFETIME VALUE OF EACH 
NEW CUSTOMER

$ Average 
Sale 

X

# Average 
Times 

Customer Buys 
Per Year

=

$ Average 
Annual Value 

of  New 
Customer

X

Average 
Number of 

Years 
Customer Buys

=

$ Average 
Lifetime Value 

of New 
Customer

$75 X 6 = $450 X 6 = $2,700

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)

MATH CHALLENGE #2



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)

MATH CHALLENGE #3

Information Gathered in CNA:
 Average Sale: $200
 Average Number of Transactions Per 

Month: 300
 Industry Average Invested in 

Advertising: 3%

 Conversion Rate:  30%
 Goal: 15 New Customers
 Customers Typically Call for Quotes



Kelly@ProMaxTraining.com  
Phone: 760-898-0607

www.ProMaxTraining.com

Kelly Wirges

ProMax Training

KellyProMax

dedicated to
maximizing productivity

profits & people
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