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Vision Problems
Have you lost or never found the passion for your
business?
By Wally Drangmeister, Path Three Marketing

Like it or not, how you feel about your business is a leading factor
of the overall quality of your life. Your relationship with your
business can and usually does impact all the other important
relationships including family, friends and community. Getting
this relationship right can enhance your entire life. Getting it
wrong can lead to a cascade of problems including financial,
emotional and even worse.
If you have lost that “loving feeling” for your business, or worse
yet, have never really found it, there are many actions you can take
to regain your passion, or develop it for the first time. When I
have found myself in this predicament, and believe me, I have,
completing the following steps has worked wonders:
1. Do an honest assessment of what you most like and don’t like about your business.
Do this for both the current time and the times in the past with your passion for your
business was highest and lowest. Look for ways to spend more time on the tasks you
like to do. Chances are if you like to do something, you are bound to be good at it.
Then look at the list of tasks you don’t like to do, and look for ways to reduce, delegate,
outsource or even eliminate these tasks.
You will know you are on the right track if you start to feel even the smallest bit of
elation at listing what you like, or even the smallest sense of relief when you list tasks
that you would like to reduce or eliminate.
2. Get to understand the value your business brings to customers or clients through
their eyes. To accomplish this step, you can have conversations with your best and most
satisfied customers in person or on the phone. If performing this task yourself is too
difficult, you can get a trusted advisor to perform the process and report the results back
to you.
Be sure to ask what your customers like about what you do starting with the core of
your products and services, but be sure to go deeper into any statements that indicate
a positive emotional association your clients have with what you do and how you do it.
For most business people knowing the positive emotions their clients feel about their
business can go a long way to helping find or renew the passion for their business.
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3. Star in your own version of “It’s a Wonderful Life.” In this classic 1946 movie, the
character George Baily, played by legendary actor Jimmy Stewart, gets to see a vision
of what life without him would be if he had never lived. Your business has value to
your customers, your employees, your contractors, your family and yourself. Think of all
the people who would be negatively affected if your business no longer existed. While
this may make you feel a bit silly, keep in mind that it is often easier to recognize and
emotionally attach to the negatives of a situation than to the positives. Looking at
your business in this way may provide you a flash of insight that you can use to find the
passion you seek.
The consultants in the Duct Tape Marketing Network are business owners like you, and
we also deal with the joys and difficulties of owning and running our own businesses.
The processes, tools and systems we use are very effective in helping our clients
overcome their problems and achieve their goals and objectives. If one of your key
concerns is lack of passion, our approach of strategy before tactics can help you find the
vision for your business, a vision that resonates with you on many levels and helps you
to make your business something you can feel positive and passionate about.
A business is simply better with a clear vision that engages your passion, now that’s a
“Wonderful Life.”
About Wally Drangmeister
Wally Drangmeister, President of Path Three Marketing is dedicated to helping small
businesses and trade organizations succeed by clearly defining their strategy and then
implementing a marketing system that produces results. By implementing marketing
systems, Path Three Marketing helps its clients to stand out online with their customers
and prospects even in the face of larger competitors.
Wally has worked with local businesses, technology startups, energy companies and
business trade associations. His marketing and technology skills are supplemented
by his financial background including his status as a recovering CPA from early in his
career.
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Strategy Problems
Do you seem to be attracting the wrong types of
clients?
By Carl White,MarketVisory Group, Inc

You’re a business owner. You started your business to offer something
unique in ways that nobody else does. You are convinced you have
the secret sauce of success and everyone needs what you have! And
let’s face it, you need business, which means you need customers. No
customers no business.
You know the customers you don’t want. I bet you can picture them.
Are you in retail? They buy the cheapest choice. Does your business
run on appointments? They usually show up late and throw off the
rest of your day. Are you a physician? They don’t take your advice, get
worse, and then blame you for it.

Find your ideal customers
It’s easy to say that ideal customers behave in opposite ways. They do, but here is what
makes them different: loyalty. Loyal customers stay with you, try something new when
you offer it, and refer you to others.
How do you find them? You probably have some already. Just like you know the
customers you don’t want, you also know some of your ideal customers. Call up 5 – 10
and interview them. Ask them:
Why did you buy from us in the first place?
Why do you keep buying from us?
What could we do even better to keep you coming back?
Have you referred us to others?
Have you rated us online?
How would you search for us on Google if you were searching for me for the first time?
Then, summarize the answers into a “persona” description. Make sure you capture what
they like more about the experience you give them vs. your competitors. Put a picture of
one of your customers on it. Use a template from buyerpersona.com or Hubspot to help
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guide you. Refine your persona as you learn more.

Keep your ideal customers
Now you know the experience your ideal customers want. To keep them, deliver the
experience they want more consistently than your competitors. People love consistency.
Knowing what to expect makes their lives easier. Everyone wants easy. Knowing they’ll
get the same experience from you every time they visit you is what keeps them coming
back.

Use the persona
Here is where your persona really pays off. Are you a solopreneur? Post the description
where you always see it. Do you have employees or subcontractors? Make sure every
one of them is trained to spot ideal customers and how to deliver the experience they
want.

There are more ideal customers out there
The idea of an “ideal customer” can sound like a small group. It might be small for your
business today, but there are ways to get more.
Is your advertising targeted at new ideal customers? You learned what your ideal
customer likes and the search terms they use. Put those into action on Facebook and
Google.
Are your ideal customers giving you 5 star reviews online? Make it as easy as possible
with review management tools from providers like Grade.us.
Are they referring as many new customers as they could? Give them something more of
what they already want. Get creative.
Have you asked them to refer you? Don’t be too pushy, but ask them regularly. Making
referrals can be a little uncomfortable, and everyone forgets.
You have to spend time and money to get new customers. Why not spend it on getting
and keeping ideal customers? If you don’t, you’ll spend money on customers you don’t
want, they’ll be less profitable, they’ll aggravate you, and they’ll leave you anyway.
Finding ideal customers and building their loyalty takes time, but it’s worth it. Deliver
what they want, deliver it consistently, and results will come.
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About Carl White
Carl White, founder of MarketVisory Group, Inc, focuses on helping small to midsized medical practices get and keep more profitable patients. Carl has spent much
of his career in healthcare marketing for large and small companies. He has worked
with a wide variety of doctors, clinicians, and patients. Carl is a Duct Tape Marketing
Certified Consultant. He lives in Northbrook, IL.
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Are you struggling to stand out from your competitors?
By Ian Cantle, Outsourced Marketing Inc.

You’re not alone. In a world of noise and lots of competition it’s
important for you to thoughtfully, strategically, and methodically
work towards differentiating your business from your competition
by creating a Core Difference.
If you were to do a quick analysis of the key messaging of the
businesses that compete with you, experience suggests that
you would find that both you and your competition speak in
surprisingly similar ways about what you offer and how you offer it.
This unfortunately leaves your prospects and customers the task of
differentiating you in whatever way they can, and the easiest way to
determine a difference is by price. But I suggest to you that price is
the very last criteria you want to be judged on. What you need is a core difference that
clearly sets you apart from your competition in the minds of your ideal customers.

What is a Core Difference?
A core difference is a unique value proposition that you communicate to your prospects
and customers that positions your business differently than your competition. A
company’s core difference can be related to what you do or sell (if that’s unique), how
you do it (if that’s unique), why you do it (if that’s unique), or even who does it (if that’s
unique). And your core difference should always be customer-centric, meaning it’s
designed to resonate with your ideal customers, not with you and your team.

Research to guide your core difference
To develop a good core difference you will need to perform research. This research will
give you the information you need in order to craft a core difference that will resonate
with your target customers.
These 4 research steps are vital to creating a powerful core difference:
Research your audience: it’s all about your target audience. The more you can know
about them and their buying habits, the more you can align your message to them. You
should look at their demographics (gender, age, income, industry etc), where they spend
time online, the social media channels they use, what content they like to consume,
and how they prefer to receive information. Having a 3rd party interview your best
customers yields incredible insights. A marketing consultant is an ideal fit to perform
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these interviews.
Create ideal buyer personas: from the research you just did, map out an avatar of what
your typical ideal buyer looks like. Persona’s are a great tool to help you stay focused
on your target audience, they are also valuable when hiring consultants, writers, web
designers, advertisers, and when onboarding new team members.
Research your competitors: dig deep into what your competitors offer, how they
deliver, and how their total online presence compares to yours. Again your marketing
consultant will yield far deeper insights than you can find on your own.
Analyze your product or service vs the competition: document and analyze your
product/service offering vs. your competition. How does it compare in features,
customer benefits, price, strengths, weaknesses? Create a table of each product and
chart how you compare with your competition.

Create a core difference
Now that you’ve acquired a good amount of competitive intelligence and developed
a much deeper understanding of your target customers, you’re ready to build out your
core difference.
A strong core difference usually begins with a short headline that immediately
highlights a unique offering (and/or connects with a pain point of your target audience)
and a follow-up sentence that supports that headline. Here are some good examples to
help get you thinking along the right line:
Stripe: Payments for developers. Stripe makes it easy to start accepting credit cards on
the web today.
Square: Start accepting credit cards today. Signup and we’ll mail you a free Square
Card Reader.
MeetingBurner: Host an online meeting or webinar - it’s fast and free!
MailChimp: Build your brand. Sell more stuff. MailChimp is the world’s largest
marketing automation platform.

Test, Analyze and Iterate
Your core difference isn’t cast in stone, it should flex and adapt to the market and
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your target audience. Once you’ve developed it, you will need to regularly look at
its performance and ensure it is resonating with your target customers and tweak as
required.
About Ian Cantle
Ian Cantle is founder and President of Outsourced Marketing Inc., a marketing agency
that serves small to medium sized businesses across North America. Outsourced
Marketing helps B2B and B2C businesses acquire more customers and generate
more profit. We implement strategic marketing systems that align SEO, web design,
blogging, online advertising, social media, content development and email marketing
together for exponential results. Discover the Outsourced Marketing difference
through a Free Marketing Checkup at www.outsourcedmarketing.ca/checkup
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Local Presence Problems
Do you feel like your website isn’t performing as you
had hoped?
By Ken Tucker, Changescape Web

What to do When Your Website Isn’t Performing
Are you frustrated that your website isn’t performing as you had
hoped? Unfortunately that happens all too often. You spent a lot of
money building a new website and it just isn’t making the phone
ring or filling out online contact forms on your site. Or you’ve had
your website for a while, and it used to work well but it no longer is
findable when your customers search for your business.

Reasons Why Your Website Isn’t Performing
There are many things that you should evaluate when to determine why your website is
not performing. These include the design and layout of the site, including:
Clear calls to action (what do you want the site visitor to do?) – Is it easy for a visitor
to contact your business, or take that next step to engage with your business (such as
downloading a checklist or ebook)?
Navigation – is it easy for site visitors to find what they are looking for? Provide a clear
path to other pages on your site. Navigation links should be at the top of the page with
a search box, if possible.
Your Homepage isn’t clear – Do you have a clear description on your homepage about
what problems you solve, how you are different, and any “credibility badges” – things
like awards, certifications, memberships and associations. You must quickly capture
your audience with a clear and concise headline that summarizes your site. Also include
social proof, such as testimonials.
Your website isn’t findable. Is your business showing up for searches for the keywords
you want to rank for? Don’t just consider the products or services that you offer, but also
include what problems you solve (think like your potential customer.
Your website isn’t mobile friendly, or doesn’t load quickly – Google is prioritize mobile
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now that the majority of searches are done from a mobile device. Slow load times, and
having a site that isn’t mobile friendly (responsive – meaning that the user has to pinch
of zoom the site to read it on their phone) are increasingly important.
The web is not static – competitors, Google algorithm changes, user behavior – these
all change. In fact, this change is happening faster and faster. It’s no longer practical to
build a website and not keep it up to date and expect it to perform well.

What to do to Improve Website Performance
A website… heck marketing… has to begin with strategy. Developing a core message,
understanding why your best customers do business with you, doing research on the
industry and the competition, addressing the problems you solve for your customers,
building know like and trust, all these things are critical to develop a homepage and a
website that performs.
It’s really hard to create differentiation without strategy and research. It’s also really
hard to do search engine optimization without strategy and research.
So focusing on strategy first is key to helping your website perform the way you want.
From the research that you do, you can determine the best keyword phrases to optimize
for, how to compete and win against the competition, and how to zero in on your ideal
customer.
It’s important to realize that the performance of your website is more than just the
website itself. Just because you have a website doesn’t me that anyone will find it, or
do what you want them to do when they go to your website. While your website is a
critical and irreplaceable component of your marketing efforts, it can’t just stand alone.
Another really important thing to consider is to conduct a total online presence audit.
This helps to establish a benchmark and a baseline of your current online presence, as
well as how you’re stacking up against your competitors. A total online presence audit
should include:
·
·
·
·
·
·

Reviewing your website including structure and conversion factors
Analysis of your SEO that includes on-page and off-page SEO, along with local
SEO considerations
A snapshot of current keyword rankings
Analysis of how effective your content is
Analysis of your social media presence
Findings on how your business is listed online, including any inconsistencies with
the Name Address and Phone Number (NAP) data
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·
·
·

Your online reputation
An analysis of the competitive landscape
Measuring traffic, keyword ranking over time, conversions and calls to actions.
Test, optimize, measure – you can do this quickly and affordably online. And it is
essential to making your website perform the way you want and expect.

About Ken Tucker
Ken Tucker is the founder of Changescape Web, a Marketing, SEO, and Website
Design Agency specializing in comprehensive integrated marketing strategies and
campaigns for small and mid-sized businesses.
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Do you wonder why your competitors show up for local
searches and your business does not?
By Erik Cocks, Plain White T-Shirt Marketing

Don’t you hate it when you offer better service, products or prices and
your competition still outranks you online!?
If you’re not showing up as well as you feel you deserve, you want to
check out a couple of elements that will affect you online presence:
1. Is your business verified on Google and do you have all your
information filled out as completely as possible on your listing?
This information should be an EXACT match of the information on
your website. Google looks at the Name, Address and Phone number
(the NAP) of your company to make sure it is real. Many companies,
though moves or business changes, have missing or incorrect
information all over the web and this negatively affects ranking. Additionally, you
business listing should include images of what you do, your store, or the main people a
customer might see or hear when they first interact with your company.
2. Check if your website is optimized for search engines to understand what your
business is all about.
While your website’s’ visitors might “get it” when they visit your site, search engines
use some different methods to help them understand what your site offers visitors
quickly. Search robots check out if you have content, content quality (yes they can tell),
keywords and keyword saturation, and even the language surrounding the keywords.
They also check technical factors, like speed and how you look on phones, the titles
of pages, and internal errors occurring that even visitors typically won’t notice. Many
times, even newer sites can benefit from changes that help the search engines see your
value.
3. Do you have any content on your site?
A great way to get noticed by search engines and prospective customers alike is to
give them information they find useful. A blog can help you boost rankings and let
customers know why you might be the right choice for goods or services. However, just
writing something about yourself and sticking it on your blog page, then waiting for
something to happen doesn’t cut it anymore. There is actually a term for it called “post
and pray”, and it’s not effective! You’ve got to write around what information people
are searching for, optimize the posts for the search engines and distribute it on social
media, email your lists, and even think about running ads to get readers. Also, you
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should be adding a reason that people want to engage with you more deeply. This can
be a free e-book, call or evaluation depending on what you do. Put the offer with a form
for capturing their information. This will allow you to follow up with them later.
4. Does your website have many (or good) links to other sites?
The search engines operate a little like a high school popularity contest, in that the
more people talking about you favorably will help your rankings. Reviews, comments
and stories about your business will impact your rankings. You might have heard the
term “backlinks”. The more good links back to your website from other websites, the
better. The search engines understand that you are relevant and should get featured
more prominently. However, there are bad backlinks as well. Back in the old days (like a
couple years ago), SEO companies could just put you on tons of high-ranking random
sites that would give you links and you would rise in the search engines like magic.
Google put a stop to this with their Panda algorithm update and some companies that
were using this technique literally went out of business overnight. The search engines
are really good at understanding who is giving you links and will even penalize you for
lots of bad links. Useful links come from good connections. Write a guest article, be
interviewed on someone’s popular podcast, or get featured on your local news for doing
something good. These all provide great links back to your site.
In conclusion, if you are not showing up in the local search engines, these four elements
are what you should be investigating first. Most of these items you can actually do
yourself with enough time and patience. Fixing these elements is a little like going on
a diet, it won’t miraculously change your situation overnight, and it does take work and
discipline to keep producing content and following up on site changes. However, in the
long run, it will pay off in new prospects and profits.
About Erik Cocks
Erik is the CEO of Plain White T-Shirt Marketing in Tampa, FL. He has extensive
experience in the online space including SEO, Paid Search and increasing rankings
naturally online. He’s been in the marketing and advertising business for over 25 years
and has worked for the top ad agencies, fortune 500 companies, and startups as an
employee and “change agent”. He’s helped companies navigate the explosion of the
online marketing arena from when having a computer and an AOL connection at an ad
agency was “cutting edge” to pioneering content-specific mobile marketing (Hi, thanks
for walking past my store, come in for a brownie!).
Erik’s vision is that a great partner in marketing helps you do more of what you love to
do… your business.
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Do you find the need to produce content and
participate in every social network exhausting?
By Sonia Dumas, Curio Haus

Congratulations! You are not alone. Businesses everywhere are
overwhelmed and struggling to understand what they should be
doing to capture social media opportunities, and how to sustainably
deliver consistent content on all of these platforms. This is on top
of managing the day to day demands of their current business
operations.
Fortunately, there is a better way to approach the social network beast
and tame it to work for your business in ways that will impact your
sales and key performance indicators.
In order to capitalize on social networks, it’s best to start with the
basics. View social networks as a point of engagement with two
audiences: human and robots.
The human audience looks to social networks as a means to connect, be inspired, learn,
capture ideas, find solutions to their problems, discover, be informed, and engage with
friends, leaders, creatives, and experts.
Within this global audience resides ideal customers who are a perfect match for what
your business has to offer. By delivering consistent, quality and relevant content you
make it easier and faster for them discover the solutions your company offers. The
content your company produces contributes to your ideal customer’s journey of liking,
trusting, trying, buying and referring your business.
The next audience is robots. Every nanosecond countless algorithms and robots are
ranking, reviewing, categorizing, validating, and scanning data to present relevant
results to its human audience. Robots measure the quality and relevance of your online
presence through data such as keyword phrases, backlinks, contact information, metatags, reviews, social network posts, photos, videos, website updates, unique visitor traffic
and more. The ramifications of this should not be underestimated. Companies that
provide consistent and quality data to these robots secure higher lead generation rates
over time.
Knowing you now have two audiences that must be communicated to in a specific way,
content strategy is your best option to engage these audiences without overwhelming
your time and resources. Many companies fail to develop a content strategy that is
efficient, productive and impactful. In many cases, content is generated last minute,
generic, lacks search engine optimization, and does not encourage action. By developing
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an in-depth content strategy, your company position itself for higher rates of audience
engagement.
Here are four steps to use social networks to your advantage:

1. Develop a content team.
Content generation requires a team of contributors. At a minimum, the sales, customer
service, product development, and marketing teams should meet to discuss the issues,
opportunities, feedback and trends facing their customers. Alternatively, outsourcing
this time-intensive function to a strategic-thinking marketing company is a smart
way to ensure all the necessary components of content strategy is accounted for,
implemented and optimized for your human and robot audiences.

2. Create a content calendar.
Brainstorm themes for the next 12 months that is focused on your ideal customer’s
needs, problems and desires. Next, determine the frequency of your posts. The bare
minimum every week should be at least one meaningful blog and two curated posts
per social media account. Take the stress out of content generation by developing a
roadmap that will guide your digital conversations. There are tools, such as Google
Trends, that can provide insights into relevant subject matter for your industry.

3. Write the content.
Unless you are a prolific writer, realize the art of writing impactful content is a skill
that takes time and expertise to master. Ask yourself, is writing the best use of my time
and expertise? If not, find someone or collaborate with a marketing agency to produce
content that reflects your brand, while also attracting the attention of humans and
robots alike.

4. Publish consistently
Consistently showing up the lives of your audience with meaningful and relevant
information builds trust and credibility. It’s a way to further differentiate from your
competitors. Consistency and quality will quickly position your company as a leader
and trusted source. If you’re looking for a competitive edge, this is one way to achieve it.
Consider every post made to social networks as a deposit in your lead generation bank
account. Eventually, the dividends of attracting higher quality customers and increased
lead conversion will pay out.
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Social Networks do not have to be overwhelming and chaotic. Take some time today to
develop your strategic content game plan, implement the plan (in-house or outsourced),
put the plan on auto-pilot and measure the results. Your business will thank you for it.
About Sonia Dumas
Sonia Dumas is the Principal Revenue & Marketing Strategist at Curio Haus and
a Certified Consultant for Duct Tape Marketing and SEO for Growth. With over
12 years experience in luxury hospitality development, procurement, branding and
marketing Sonia has developed strategic processes aimed at impacting revenue,
attracting high quality prospects, decreasing customer attrition, and positioning a
brand for sustainable growth. Her network of best in class experts specialize in Email
Marketing, Social Media Marketing Management, Search Engine Optimization,
Customer Relationship Management, Facebook Advertising, Online Lead Generation
and Lead Nurturing, Local Search Dominance, Content Marketing, Mobile Websites,
Pay-Per-Click Campaigns, E-Commerce, Online PR, and Reputation Management for
small-medium sized businesses.
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Content Problems
Why Would Anyone Want to Read Blog Posts About Your
Business?
By Jennifer Kelly, New Initiatives Marketing Inc.
It’s still all about them
Whenever I suggest that a company owner write about their business,
I’m always met with resistance. “Isn’t that bragging?” some say, or
“Our business is pretty obvious, it might be boring reading” others
say. But hands down, the winner is always “I’m not sure what to write
about.”
Granted, you work in your business a large part of the day. If you own
your own company, you’re likely thinking about it all waking hours
and perhaps dreaming about it during your sleeping hours.
Things about your business that may seem very obvious to you,
I guarantee you, are not at all obvious to many other people.
Particularly the ones who need your help.

Your Knowledge
Here’s an example – I work with a client who owns and runs a business machine
company. Her company is the kind of small company who will sell your small business a
printer or a photocopier.
When introduced to the concept of blogging, the concept made sense. However,
WHAT to write about became the biggest hurdle.
“I’m certain no one needs to read about the ins and outs of a printer or photocopier.” I
can still hear her saying over the phone.
True. Agree. However, I asked her to look at it from a potential or existing customer
point of view. Get into their shoes.
If a potential customer was searching online to buy the next office printer, what do you
think would be most helpful to them in deciding which printer to buy?
“Well that is easy, if they are serious about saving energy, they will want the XYZ model
4. However, if they just want a workhorse that virtually never needs toner within the
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first 7 months of heavy use it will be the ABC version 2 in black that they should buy.”
I scribbled down her answers as she was talking and just said….”Hmmmm”
“Let’s switch to an existing customer.” I suggested, as it felt like she was on a roll. “I
have to tell you I am at odds as to why our shared office space photocopier keeps
jamming. It is driving the office manager nuts.”
“Oh, that is so common.” She answered. “Typically, it is just because someone bought
different paper than what the machine can handle. Paper has a huge impact in the way
photocopiers run. Most people try to save money and just get the cheapest paper. I get
it. But if they stick to the recommended brand of paper the photocopier manufacturer
recommends, those machines will hummm a long like clockwork. You’ll never need to
call an expensive service guy into your office for another jammed photocopier.”

Your expertise is helpful and needed
“Sally, (not her real name), do you realize that you just shared with me some really
helpful information?”
“Your answers just now about the printer choice and about the paper in the photocopier
are pieces of information that could be very helpful to your customers. And while you
think they are entirely obvious and boring because you deal with this topic every day,
these are exactly the golden nuggets of information that people are looking for help
with. Answering customer questions are an ideal way to write blog posts about your
business.”

What questions do your customers ask you?
The questions you get in your email, on the phone, in person from your customers are
exactly the questions you need to be answering on your business blog.
Yes, you can share other information on the blog, but the meat of it, the really helpful
information – the type of information that will help to build trust with your potential
customer and continue to build trust with your existing customers, are the answers to
their questions.
There is so much you know that is helpful to others, please share it.
Think about your most recent interaction with a customer. What did they ask you?
What did you answer? There is your first blog post.
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Next, go back through your emails, what are your customers or clients asking you?
More topics for your business blog! Make each question the topic of a blog post, much
like I have done with this article, then spend the rest of the article answering the
question.
This is all you have to do to get started, and that is why someone would want to read a
blog post about your business: because you are sharing helpful information.
About Jennifer Kelly
Jennifer Kelly is CEO of New Initiatives Marketing Inc. Since 2009 they have been the
marketing department for small business clients who don’t have their own marketing
department. Their expertise is in the implementation and execution of marketing
strategy – all the actions that deliver results for your business.
Prior to starting the company, Jen spent 17 years in the marketing departments at big
brands such as the Financial Times UK, Siemens and Motorola.
New Initiatives Marketing Inc. was Duct Tape Marketing certified in 2015 and works
with clients and partner agencies throughout North America.

@jenkellyjen
newinitiativesmarketing.com
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Do you feel like your website’s homepage is cluttered
and confusing?
By Mark Z. Fortune, Fortune Marketing LLC

Homepages in need of a helping hand can exhibit several symptoms,
including:
·
·
·
·
·
·

You “just don’t like it”
It hasn’t been updated in months (or years!)
It sounds like you do everything for everybody
You can look at your own and your biggest competitor’s
homepages side-by-side, cover up the logos, and have a hard
time determining which company is which
Customers or partners have outright told you it’s a mess
Your bounce rate in Google Analytics is high and getting higher
(this means people look at your homepage and “bounce” off your
site without looking at any other pages)

An effective homepage flows from your business having a sound marketing strategy
– knowing your ideal target markets, your unique value propositions and your core
marketing messages – all organized around the challenges you address and the
problems you solve for those target markets.
Your homepage must help you:
·
·
·
·
·
·

Get found
Build trust
Educate your target market
Inform your target market
Nurture visitors (especially repeat visitors) toward a purchase
Help convert visitors to customers

And it needs to do it all (or at least the Get Found and Build Trust parts) in about
three seconds on a mobile device with a 4-6 inch screen. In short, your homepage is
your most active, 24 X 7 X 365 sales channel.
Your homepage might actually be your busiest employee – It has more jobs to do than
nearly anyone in your business (except maybe you). But done right, it’s also one of your
most valuable assets.
So this clean-up thing will be easy, right? Well, like most things, to get it right it takes
time and focus.
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An effective homepage includes:
·
·

·

·
·

·

·
·

·
·

Your promise to the market, demonstrating that you understand and empathize
with your target customers’ challenges and can solve them – it ain’t about you.
A sub-promise to the market that demonstrates you are the solution – your
unique value stated through reviews, testimonials, credibility badges, or videos
demonstrating your expertise

A call to action (CTA) encouraging visitors to sign up for your list, download
your latest eBook or checklist, subscribe to a video series, get in touch, request a
quote or “Buy Here Now”. If you’ve done a great job showing you’re the solution,
you must ask for the sale (or next step in the customer journey); that’s what an
effective CTA does.

Contact details – Don’t bury how to reach you. Make it really easy and convenient
to get in touch with a real person via email, phone, address, on-site chat, etc.
Clear and compelling visual branding that echoes your personality as a company
and brand. If you use humor as a company, use it here. If you’re very serious
and demonstrate extremely high levels of technical competence, make sure your
homepage reflects that personality.

Video. Smartphones, time-compressed visitors and broadband have all conspired
to make it incumbent upon you to get in front of the camera. It doesn’t have to
be Super Bowl Ad-worthy video production, but take 30 to 60 seconds to show
people that you understand them and that you’re a great company to do business
with.

Updates. It’s important to continually publish compelling content – keep at least a
couple of featured blog posts fresh and link to them on your homepage.
Easy navigation. If you address multiple target markets, make it clear and easy for
the various segments to navigate the homepage and site, assuring each reader that
you can solve their problem.
Core products and services front and center on the homepage. This will reiterate
for your customers that you have the solutions they’re searching for.

A large, comprehensive menu in the footer of your homepage will make
navigating your site easier for your visitors and will reinforce that you are a
comprehensive problem solver for them. And think about it – when your visitors
make it all the way to the bottom of your homepage, they have already done some
self-qualification as a good potential customer, so don’t scrimp on the overall site
because you think the homepage is all you need.
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If you’re not sure about this advice here’s a challenge – go visit 3-5 websites that you
find clear, compelling and worthy of your time that also reflect across all areas of your
life – professional, personal, in any aspect. Assess them all against the criteria listed
below. Do they pass? I bet they do, or at least they pass most of them.
Remember, progress is often better than perfection. You don’t have to hit a homerun
every time at the plate, but get moving forward on improving your homepage (and
website overall), and you will see your sales volume and conversion rate improve.
About Mark Fortune
Mark Z. Fortune | Fortune Marketing LLC
Little Rock, AR | www.fortunemarketinginc.com
Mark Z. Fortune, founder of Fortune Marketing, LLC, advises small businesses on
marketing strategies and programs to ensure that sales and marketing investments
return positive results. Mark is a Master Duct Tape Marketing Consultant who believes
small business marketing challenges are not insurmountable; they can be met with a
focused approach leveraging the principles of the Duct Tape Marketing System. He is
also a co-author of the recent Amazon Bestseller The Small Business Owner’s Guide to
Local Lead Generation. More information is available at www.fortunemarketinginc.
com.
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Do you feel like you have no idea what to write about?
By Jean Hanson, Marketing Systems By Design

You get it. You need to blog. The statistics prove that companies that
blog get more business. You want to do it – you’re ready. But you have
no idea what to write about. You sit at your computer, staring at the
screen waiting for the inspiration that never seems to come.

Why is it so hard to get started blogging?
Business owners that “get it” understand the value of blogging and
really want to do it but typically run into 3 obstacles.

1. They’re busy and it takes too much time.
2. They don’t know what to write about.
3. It’s hard to produce engaging content, much less “SEO optimized” content that
that will help the search engines serve up your business to prospects.

How to generate ideas on what to write about
A good place to start is to figure out the main categories for your blog. These are the
main topic areas that target your prospects and can enhance your position in the search
results.
When considering these main topics, be sure to use some of your most important
keyword phrases.
For example, if you’re a residential cleaning company you might have the following
categories:
·
·
·
·
·
·
·

Hiring a House Cleaning Company
Cleaning Tips
Green Cleaning
Healthy Living
Household Tips
Home Organizing
Family Activities

Now you can brainstorm a list of ideas for each category. Let’s do a little brainstorming
using the category “Hiring a House Cleaning Company”.
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Start by considering what problems or pain points prospects have when choosing a
cleaning company. Also write about topics prospects should be thinking about but
don’t. Insurance, for example. Many individuals that clean homes do not buy liability
insurance, which can put the homeowner at risk for paying medical expenses for
accidents that happen in their home, or property the cleaner damaged. Educating
them on the importance of insurance coverage can help guide them to asking the right
questions when making their decision.

How else can you generate ideas for blog topics?
One way to generate blog topic ideas is to use online tools like https://ubersuggest.io/.
Simply plug a keyword phrase into the search box and get topic suggestions. I entered
“cleaning tips” and got suggestions like “cleaning tips for allergy sufferers, cleaning tips
with vinegar, and cleaning tips for bathrooms.
Another tool to try is the title generator http://tweakyourbiz.com/tools/titlegenerator/. For this one I entered “Organize Your Home” as a verb. Some of the titles
that were returned include:
·
·
·

Here are 7 ways to organize your home faster
Organize your home like a pro with the help of these 7 tips
7 ways to organize your home in 7 days

You can generate lots of ideas by spying on competitors. I’m NOT suggesting you
copy their titles or content, but you can get new ideas and then put your own spin on
the topic. One easy way to do this is to use an app called Feedly and then subscribe to
various blogs. Whenever a new blog post is published, it will show up in Feedly so you
always have a fresh batch of ideas.
When generating topic ideas, always be thinking about keywords. Consider the
problems you solve for customers and then think of what they would type into Google
to find the answer to that problem. Try to incorporate that search phrase into the title
and description of your blog post.
Once you start generating ideas, be sure to write them down somewhere or you’ll
quickly forget. I use two tools; one is Evernote, which has a phone app that you can
quickly jot ideas into. The other is a simple email folder called “Blog ideas”, I send
myself emails with ideas, or move newsletters I receive with ideas into that folder.
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Writing Resources
Now that you have lots of ways to generate ideas for your blog, what if you’re simply
not very good at writing? It’s nothing to be ashamed of – writing is a talent most
people develop over time. But not everyone enjoys writing. If this is the case for you,
then you can get your blog posts done by hiring others.
There are a number of websites available for hiring writers including Express Writers,
Textbroker, Zerys and Hirewriters. And if you work with a marketing agency, they can
manage your entire blog for you. So now you have no more excuses. It’s time to either
get writing or hire someone to do it for you!
About Jean Hanson
Jean Hanson, Certified Duct Tape Marketing Consultant, has been helping commercial
and residential cleaning business owners grow their companies through her online
business portals since 2005. In 2013 she launched Marketing Systems By Design, a
niche marketing agency for cleaning business owners.
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Lead Generation Problems
Do you sometimes feel you’re wasting money on
ineffective lead generation tactics?
By Brooke Patterson, Vandermedia Design

As small business owners, we take notice of what other successful
business owners are doing. Where are their marketing dollars spent,
and which tactics seem to get results?
The problem with that strategy when it comes to marketing is that
it’s not a strategy. In fact, the biggest obstacle to growth for many
small business owners is a lack of a focused marketing plan. Without
it, one-off marketing tactics almost always fall short of expectations.
So how do you create an effective marketing strategy, so you can then
decide which tactics to focus on? It starts with a clear foundation and
revolves around the customer journey.
First, determine who your ideal client is and what problem they need to solve. How do
you reach them, and why should they work with you? Build your message around the
answers to these questions.
Once your market and message become clear, it’s time to focus your efforts on creating
a strategy around the proven 7-Step Hourglass system - ‘Know-Like-Trust-Try-BuyRepeat-Refer’. This framework helps narrow down your tactical options so you know
which ones to employ, and when.
Known as the Marketing Hourglass, each stage of your client’s journey can be viewed
through this process (see John Jantsch’ book “Duct Tape Marketing” for more details).
For example, what will you do to get clients and customers to the first stage, the
‘Know’ stage? How will clients find you? Start by auditing your overall online presence
and begin creating targeted content. Focus on the tactics that will get you in front of
your ideal client, such as keyword research, content development, SEO, speaking and
networking.
The next stage, the ‘Like’ stage, revolves around content that educates. Your message
will begin to resonate and your authority as an expert takes shape. At this stage tactics
should include getting your content out to the right audience through social media,
blogging, video, and website.
The ‘Trust’ stage happens when your prospects are willing to go further with you and

ducttapemarketing.com | facebook.com/ducttapemarketing | twitter.com/ducttape

28

15 Marketing Problems

take action, such as giving their email address in exchange for information. To move
your prospects through this stage, your efforts should be focused on ensuring that your
branded materials are well designed and communicate your message clearly. Your brand
should be consistently portrayed anywhere your customers see it - it’s always a good
idea to work with professional graphic designers, website designers and copywriters
who will help reinforce your brand and message on any print or digital platforms.
Invite your prospects to become clients initially by offering them lower priced products
or services, trial offers, evaluations or consultations. This is called the ‘Try’ stage. Once
a prospect buys from you, even if that purchase is only $1, they tend to buy from
you again. This stage isn’t about profit - in fact this part of the Hourglass should be
considered part of your client acquisition cost. This is simply moving the prospect
through the customer journey, from considering your business to becoming your client.
Once your customer has experienced your product or service on a small level, the time
is right to introduce the ‘Buy’ stage. (This is the point in the Hourglass in which you
will begin to see return on your marketing investments, and it takes time to get here.)
It’s critical to have strong systems and processes in place to create a smooth customer
experience. In short, always under-promise and over-deliver.
To nurture the ‘Repeat’ stage, create an ongoing relationship with the customer. Teach
them through continuous educational content, stay ‘top of mind’ through newsletters
and social media, and reach out personally when appropriate.
This all leads to the final stage, the ‘Refer’ stage. Make sure you create opportunities for
clients to review, refer and engage with you through online and offline channels. Don’t
underestimate the importance of this stage to your business’ long-term success!
Before you waste another dollar on ineffective marketing tactics, use these 7 steps to
formulate a marketing strategy and then focus on two or three tactics at most to fulfill
each stage of the customer journey. In time, the tactics that you utilize to accomplish
each step of the Hourglass will begin to produce tangible, long-term results.
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About Brooke Patterson
Brooke Patterson is a Marketing Consultant and CEO and Co-Founder of
Vandermedia Design, a creative services and marketing company based in Carlsbad,
CA. Having worked with companies such as the San Diego Chargers, Ford Trucks
and Centerplate, Brooke brings experience in high-level branding and marketing to
her small business clients through innovative strategies, strong branding and done-foryou marketing plans. Formerly involved in sports sponsorship and event management,
Brooke has turned a love of business and sports into a family-run marketing company
serving both small businesses and sports organizations. She is also a proud member of
the Duct Tape Consulting Network.
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Do you feel like you’re flying in the dark when it
comes to choosing the right lead generation tactics?
By Justin Sturges, Systemadik

Follow this actionable guide to find the right direction for you.
No matter what type of small business you have, there is an effective
set of lead generation tactics that’s right for you. In order to get
clarity on this, you need to take your budget, competition, industry
buying cycle and individual situation into account. With this
information we can determine the tried and true marketing tactics
you should follow and the budget you need to get effective, affordable
results for your business.
One critical thing to recognize before going any further is that no
matter what your business does, you should be looking at marketing
as a system. What we mean by this is that multiple forms of lead generation should
be used to move prospects through the customer journey and into your business. This
approach ultimately creates a diversified lead generation engine that engages folks in
a variety of ways both online and offline. This approach is in direct opposition to the
popular belief that one tactic or approach, like direct response, is “the silver bullet” for
any specific industry.
In contrast, when you have more than enough high quality leads coming in from a
variety of channels, then you can pick and choose high paying, ideal clients and pass on
the rest while you watch your business grow.
No matter what you hear or read online, when executed correctly the lead gen tactics
below work effectively for any business. If folks fail in their marketing efforts, it’s
typically due to their messaging and the way they present themselves to their ideal
clients online.
The following information will help you determine a proven methodology to build a
powerful lead gen system based on a rough budget for each stage.

Foundational Lead Gen System ($0 - $500/mo)
Required for every business
·
·
·

Professional Website
Professional Business cards
Professional photos
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·

Networking and strategic partnerships

You need to get out there, network, join or start a relevant group, attend conferences
if you can, develop strategic partnerships with other businesses, speak for leads and
consider becoming a member of an organization. You need to become a known
personality in your business community, especially to key referral partners and
communities where your ideal customers might gather.
NOTE: If you have more than $500 a month you may be able to identify a tactic or
two from the core system below and do them well to enhance your lead gen. It will vary
depending on your market and competition.

Core Lead Gen System ($1,000 - $5,000/mo)
A fit for most businesses serving a mid-sized city or region
Use these tactics in addition to those above.
·
·
·
·
·
·
·
·

Organic SEO
Local SEO and directories
Blogging
Social Media
Google Paid
Referrals
Strategic Partnerships
Reputation Management (online reviews and testimonials)

You need to implement the baseline lead gen system and add in the above the tactics.
This system will create a powerful multi-channel lead gen engine that will place your
business on a diversified footing in the marketplace.
NOTE: Your competition level, buying cycle and individual situation will greatly
influence your priorities and budget mix above.

Advanced Lead Gen System ($5,000 - $10,000/mo and up)
A fit for B2B and B2C businesses in competitive industries and bigger markets
Use these tactics in addition to all those above.
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·
·
·
·
·
·
·
·

Facebook ads
Email marketing and automation system
Direct Mail
Paid lead providers
Content marketing beyond blogging (webinars, slides, videos, infographics, etc.)
Marketing/sales funnels
CRM lead nurturing
Sponsorships

Congratulations! At this point you have created a powerful, diversified lead gen
system for your business. You can add in the above tactics as they fit your timeline
and requirements. You now have a sophisticated marketing system with more than
likely a dedicated person or team to manage and track the activities. Keep focusing on
conversion optimization, expanding your keyword plan, building more content in all
forms, and expanding your paid reach. Note that we do not run Facebook ads until this
stage where we have an email marketing system to help engage prospects and increase
your ROI.
NOTE: The longer your sales cycle and the higher your competition, the larger your
content marketing campaign should become. At the same time, you should be creating
a more sophisticated lead nurturing system to move prospects into your business over
time.
Please use this simple post as a guide to give your marketing system a proven direction
for growth.
About Justin Sturges
Justin Sturges is the Principal Marketing Consultant of Systemadik. He has been
working in the marketing space for the past 20 years and has focused on local and
regional digital marketing for the past 10. He and his team believe that building
the right website and marketing it correctly is the cornerstone to a healthy growing
business today.
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Lead Conversion Problems
Do you hate the thought of selling?
By Louis Rosenberg, Systematic Marketing Solutions

As a small business owner your business has evolved from the idea
stage through infrastructure setup. In other words, you have the
products or services available, but how are you going to sell them?
A creative product or service is great, but distribution is everything.
If you hate the thought of selling, then you are destined to join the
millions of small companies that fail.
Let’s define the hate of selling, why it exists and how to push through
for success.
The thought of selling means different things to different people. In
the past the responsibility of sales was departmentalized. If you were
in the sales department, you were responsible for a quota, a territory, a product mix, and
much more. Most people would rather walk across hot coals than actively sell. To sell is
to be judged. In your mind, you become every negative sales stereotype in the world.
Marketing supplied the tools, production supplied the product, finance was in charge
of collections = cash flow, but sales was the exposed department. This magnified the
negative thoughts of your self-image and reluctance to sell. After all, you live a life of
being told “no” much more than “yes.” You were in the primary group of “what have you
done lately” quantification.
A salesman was the pushy person sent out to build a relationship and then wear you
down until you bought. “He could sell ice to an eskimo” which means selling something
they didn’t need.
So if you hate the thought of selling you are probably stuck in the past paradigm.
So, you must buy into this changing paradigm! You don’t sell anymore; today’s selling
is putting a voice to marketing! It is no longer like your father’s sales department. You
share your product or services to enhance the lives of others. You start at the end to
show your prospect what their life, department and company will look like if they start
this journey with you.
Today, over 60% of the buying decision is completed before the actual sales engagement
begins. How? Because consumer buying habits have changed. They don’t wait for
the insurance salesperson calls on them. They research themselves (Google answers
over 100 billion searches per month). They consume content, read reviews and enlist
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community voices for reassurance.
So, if you hate selling, your thought process is probably too focused on the final result,
not the journey. If you are putting so much pressure on the end result rather than the
journey your experience will be miserable. Don’t focus on the end result…trust the
process. If you don’t the prospect will recognize that you need them much more than
they need you.
If you provide the content to assist your consumer’s research, then you have won over
60% of the battle before the sales process even begins.
Quit worrying about how you view yourself or how you believe others view you.
Concentrate on how you can positively affect the client’s business by sharing what their
life/company will look like at journey’s end.
About Louis Rosenberg
Louis Rosenberg is a self-avowed serial entrepreneur. He discovered long ago that if
your customer is your boss then you will commit your time and energy to a positive,
mutually beneficial business relationship. It allowed him the opportunity to stop
wasting time wondering what his boss or bosses boss thought about him.
He has committed all of his efforts to assisting companies in meeting their business
growth goals. Throughout 25 years of experience, he has served clients by assisting in:
·
·
·
·
·
·

Strategic planning
Branding and brand communications
Website/ecommerce development and management
Traditional and digital marketing development
Marketing/Supply chain management
Social media marketing

ducttapemarketing.com | facebook.com/ducttapemarketing | twitter.com/ducttape

35

15 Marketing Problems

Do you sometimes drop the ball when it comes to
getting a new client started?
By Brittany Becher, Scoop Industries

You landed a new client, sweet! So…now what?
Usually we’re so focused on closing the deal that we forget that that
the ‘yes’ isn’t the end, but rather the beginning.
The truth is that getting started off on the right foot can make or
break your client engagement. It can mean the difference between
a one-off project and and monthly retainer client. It can also mean
the difference between a 2-star review and a glowing 5-star multiparagraph one.
Your client onboarding is THAT important.
Buyer’s remorse isn’t just for the new pair of shoes you bought last week - it happens
with business and consumers alike. While you know that you’re awesome at what you
do and you can knock this project out of the park, your new client doesn’t necessarily
get that yet. They need you to walk your talk from the second they say yes to working
with you. And to do that, you want - no you must - get started off on the right foot.
How can you tell if you’re dropping the ball? It might be really obvious, but often I’ve
found it’s not always that apparent.
Client onboarding is something that many overlook as a provider, but the good news is
it’s a relatively simple process to fix. Here are a few indicators that you have opportunity
to improve your client onboarding:
·
·
·
·

You have a lot of confusion from your clients after you say yes.
Your new client or customer emails constantly with questions about what’s next.
You hear absolute crickets when you start reaching out for information.
Your clients seem less than enthusiastic to be working with you.

Even if you don’t have a glaring issue, there is ALWAYS room to improve your
onboarding. The goal should be to go above and beyond and surprise and delight your
new client. You need to show your clients the confidence that you know what you’re
doing and it’s effortless for you to put their minds at ease.

I
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mproving Your Client Onboarding
By now you’re likely ready to work on improving your client onboarding. Exactly how
you do that will vary based on industry and audience, but you can never go wrong with
a simple formula of a personal touch, clear expectations, making it easy to work with
you, and a little surprise.
Your client onboarding doesn’t have to be complicated and in fact, it shouldn’t be. You
want something simple that you can execute systematically for each new client or
customer.
Here’s an example for a simple onboarding process for a bookkeeper:

1. Send a personal email within a few hours of receiving payment and let them
know what to expect next and give them a link to book their kick-off call with
you.
2. Set up client on your project management system and make a quick video on
how to use.
3. Have a timeline and/or list of to-dos visible inside your project management
system.
4. Send a handwritten card and/or a favorite book via snail mail.
5. On your kick-off call, clearly communicate and introduce anyone that may be
interacting with your client, like a VA or a project manager to avoid confusion
down the line.
When you’re looking at this piece of your business, the key is to look at it from the
client’s point-of-view and not get hung up on what’s easiest or best for you. A client
is paying you for a service and part of that is serving them by saving them time and
energy.
Keep in mind that part of this is simply doing what you say you’re going to do and to
follow-through on what you’ve promised. No amazing customer experience can ever
make up for poorly executed service.
Your client onboarding process shouldn’t take a long time and it doesn’t need to be
complex. You want to keep this simple not only so you can easily execute it, but also not
to overwhelm your client. Remember, you want to make their lives easier by working
with you, not more difficult.
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About Brittany Becher
Brittany Becher is the co-founder and CEO of Scoop Industries, a digital marketing
agency specializing in working with small and/or local businesses to build an online
presence that supports their business goals. We’re committed to doing business better
than usual by providing you with a proven strategy and the latest marketing tactics for
your specific business situation.
Our specialties include content marketing, email marketing, social media and search
engine optimization.
Brittany has over 10 years in the field and has worked with startups to 7-figure online
companies to the biggest brands in the world.
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Do you get frustrated that sometimes clients leave as
fast as you can generate new ones?
By Shawn Russell

There are a number of reasons why customers leave and often times
it can be easily solved once you understand the reason(s) why. It can
be particularly frustrating when you are doing a good job bringing in
new customers and they end up dropping off like flies. Depending on
your industry, it can be quite expensive to acquire new customers, so
every effort should be made to keep them once you get them.
I will go over the common reasons why customers leave, then discuss
what you can do to keep them around longer.

Please, Don’t Go!
As a business owner, you need to understand why customers leave. There can be many
reasons why and here are a few of the most common:

1. Inherently natural: You offer a product or service that is not conducive to repeat
business
2. Expectation not met during the marketing or sales process:
· The product/service is not what the customer believed it was going to be
· The product/service is not what the customer was told it was going to be
· Handoff from sales to delivery was difficult
3. Expectation not met due to the product or service delivery:
· What is being delivered is different than what was sold
· Product/service did not solve the problem or does not work
· Took too long
·
Price is different or higher than expected
· Customer service or support stinks
4. Something changed and created dissatisfaction – seen with existing customers
· Price increase
· New contact person or service provider
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·

Change in product/service design, function, results, payment method

It’s Not My Fault!
Some products and services inherently do not lend themselves to return customers; as
you may be aware of this in some of your own offerings. Even though you would like
customers to return, have created cross-selling opportunities and continue to market to
them, they don’t return as customers. Try not to get frustrated if these customers don’t
continue to buy from you, they may not need or want what you are offering. And it is
not your fault; it is just the nature of what you sell.

It Could Be My Fault.
Now, let’s look at products and service companies that do rely on repeat service to grow
and profit. In this example, a Dentist, coffee shop or a hair stylist.
Did the customer not receive what they expected, so they went somewhere else the
next time they needed your service? Again, there could be a variety of reasons. But, you
need to know what you could be doing wrong to not get this customer to return to your
business.

Maybe Something Went Wrong…
If you sense you have a problem, you need to measure how long you are retaining your
customers, go back the last quarter or year and put your customers into a spreadsheet.
Include a column for type of product or service rendered, start date, completion date,
performed by who, cost, notes to record any problems, and changes such as a different
technician handled the service call or they had to wait a half hour.
Numbers tell stories and you might be able to quickly diagnose a trend that can be fixed
immediately. Also, look for things out of the ordinary. For instance, certain customers
stay after receiving one service over another type of service.
If this doesn’t uncover the problem, you need to ask. Hire a third party person to
conduct a short survey and follow up with a call to find out how they found out about
you, what they liked and didn’t like about their experience, why they didn’t come back
and what could they have done to keep your business.
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It’s Not Them, it’s YOU!
If nothing comes up after these methods have been tried, you probably are going
to have to face the cold hard truth… It’s YOU. Something you are doing is turning
people off and they are taking their business elsewhere. For example, maybe you talk
incessantly or you have chronic bad breath.
I once talked to a doctor about his marketing issues. On the surfaced he appeared to
have it all together, but once I dug into the matter, I quickly realized… it was him. He
didn’t care what his employees thought. His ego was so big, he had all the answers. He
was hard to work with. And ultimately, an unhappy environment will scare customers
away.
It is easy to blame everything and everybody else around you, rather than having to
look yourself in the mirror and ask, “Is it me?” If it is, start doing some soul searching
and fix the problem.
About Shawn Russell
Shawn is a graduate from UMKC Bloch School of Business with a minor in marketing.
He worked in advertising at The Kansas City Star for 17 years before going out on
his own in 2006. He became a certified Duct Tape Marketing Consultant in 2009; he
received the “Total Online Presence” badge and became a certified inbound marketing
partner with HubSpot.
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Tracking Problems
Do you ever wonder what’s actually working and
what’s not?
By Ken Tucker, Changescape Web

Is your marketing strategy measurable? Let’s look at the term
“marketing strategy”. Do you have one, or are you taking a shotgun
approach and hoping you hit the target? Without a strategy and
a way to measure the results you have no way of knowing what is
working and what isn’t.
So what is a marketing strategy? Simply put, it is figuring out who
your audience actually is and finding out what has meaning for
them. People don’t buy what a business sells. They buy what has value
to them. They buy something to solve a problem they have. What
problems does your product or service solve?
There is a difference between strategy and tactics. Both are important, but having a
strategy will help you analyze which tactics are working and which are not. Maybe you
have heard of the Wanamaker dilemma – “Half the money I spend on advertising is
wasted; the trouble is I don’t know which half.”

How Do You Measure Your Results?
That is where strategy and analytics can help. But how do you do that in this online\
offline world of mixed media – digital, social, print, etc.? You use data analysis to track
and refine your marketing efforts; to help figure out what is working and what isn’t.
What are some of the tactics you can use to accomplish this? Let’s look at a few.

Facebook Insights
There are two components to Facebook Insights:
·

Page Insights – Page Insights looks at the interactions with your page such as
likes, comments and shares. You can see how many people interacted with a
particular post; how many shares and likes it has received, and what the reach of
a post was. Engagement is one of the most important stats to monitor. You can
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·
·

also download the Page Insights data, which is important if you want to look at
website clicks instead of likes, shares and comments.
Audience Insights – Audience Insights helps you learn more about your target
audience on Facebook, including information about geography, demographics,
purchase history, etc. For example, if you are doing a product promotion, you
might want to know how many people on Facebook live near your store, past
purchase behavior, demographics, and do they tend to buy online or in store.

Call Tracking
·
·

Call Tracking allows you to assign different phone numbers to different marketing
campaigns. This way you can track the effectiveness of various campaigns.
You can assign call tracking numbers to mail pieces or AdWord campaigns and
use that to A\B test the different ads and mailings. The call tracking software will
show you which calls came from which ads.

UTM Tracking –
UTM codes are some extra text that you add to a URL to tell Google Analytics (and
now Bing as well) a little bit more about the link. I won’t go into the technical details
here, but I will explain a little bit about where they came from later. This is a sample of
what one looks like:
·
·
·

http://www.example.com/landing-page?utm_source=google&utm_
medium=email&utm_campaign=summer2017
Everything after the “?” is your UTM Code and can be used to track general
information like total traffic from social media to granular details about an ad
campaign.
Why is UTM Tracking valuable?
· A proper UTM link can, at the very least, answer 3 important questions
· Where is the traffic coming from?
· How is it getting to me
· Why is it coming to me

By using the three or four UTM parameters:
·
·
·

Source
Medium
Content (optional)
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·

Campaign

You can tell Google Analytics how to sort the incoming traffic so you have detailed
information about the traffic from your marketing campaigns. This allows you to look
at the data and see what is working and what isn’t. What needs to be tweaked and what
needs to be discarded.

So What is UTM Anyway?
UTM stands for Urchin Tracking Module. It was a web statistics analysis program
developed by Urchin Software Corporation. Urchin was acquired by Microsoft in
2005 and became the basis for Google Analytics. In 2009 Google integrated AdWords
with Analytics and in 2012 discontinued Urchin and Google Analytics, derived from
Urchin, became its own product.

Time to Start Tracking Your Marketing Efforts
By using various methods to track your marketing efforts and analyze that data, you can
make your marketing efforts more effective and spend your marketing dollars wisely.
Instead of throwing things at the wall and hoping something sticks, you have data to
look at and analyze, so you can refine your marketing strategy.
About Ken Tucker
After working in the computer networking/IT field for over 15 years, Paul joined the
team at Changescape Web to help with the technical aspects of SEO implementation
He has spent the last 2 years under the guidance of Ken Tucker studying the marketing
side of SEO and how they work together to offer the customer a complete solution.

There you have it! We know there are numerous other
problems your business may face, but by tackling these
from the get-go, you’ll be better prepared to tackle any
other challenges that may come your way.
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