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wilson design

CHICHESTER

My story

Hi, I am Steve Wilson and | thought | should tell you
a little bit about me and why | feel | can help you
make a difference to your business promotions.

| want to be clear here, I’'m not a business coach,
or a mentor, or offering to show you ‘My 5 step
plan to business success!” — I'm just here to help
you with ideas, motivation and momentum for
your marketing efforts!

| have become something of a serial networker over
the last 20 years or so. | like people, | buzz about
business and when the two mix together I'm in my
element. Not only am | a regular face at many
business network events, but | am best recognised
for creating the First Friday Network which currently
spans locations across the south coast and is now
moving onwards and upwards into the rest of the
country, as well as a growing online community!

| was recognised for my contribution to the local
business scene at the Chichester Observer
Business Awards for three years running, winning
Business Personality of the Year in 2009 and
runner up in 2008 and 2010.

When I’'m not out and about introducing business
folk to one another or spotting potential collaborations
between them, I'm busy running my design and print
businesses in Chichester, where | have been based
since 2001. Before then | ran my business from
London for 20 years.

My companies, Wilson Design Associates (WDA)
and Chichester Print, produce creative design, web
and print solutions in the corporate, marketing and
promotional sectors for both national and local clients.
Over the years we have designed for Kew Gardens,
The National Gallery, Serco, Rentokil Initial, BP,
Womens Institute, Southern Rail, Chichester District
Council, Chichester Cathedral and the Health
Education Authority. Major publishing companies,
such as Dorling Kindersley, Conran Octopus and
Walker Childrens Books, have also used our services.
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Energy and enthusiasm flows into local activities too: | have been Chairman of
the Chichester branch of the South Coast Design Forum, board member and
guest speaker of the Chichester Education Business Partnership, judge and
guest speaker for Young Enterprise and an active member and promoter of the
Chichester Chamber of Commerce.

A change in mindset

| have been a self-employed designer all of my working life and had always
thought of myself as a designer running a business. But that changed when
| joined Nigel Botterill's Entrepreneur’s Circle in 2012.

On the journey home from my first meeting in the Midlands, where they are
based, my mindset changed to being an entreprenuer running a design
business — seems like a simple change in the order of words but it changed
the way | thought about everything | did.

Obviously | still provide the great design service we offer to our clients but |
started to approach getting clients and looking after my clients in a completely
different way. | created another company called Chichester Print to capture all
of those clients that bought print before design, or indeed just required the print
element of the project. You see I've been buying print for my design clients for
over 30 years — | know what I'm doing but | had never sold print directly — you'd
think that was an obvious thing to do wouldn’t you, but I'd never done it before!
It's worked well, bringing in many new clients, most of whom need our design
service as well as the print.

| also started to realise that | have a wealth of experience in business having
worked for both very large organisations and micro businesses — | know how to
adapt marketing messages and materials to the right audiences — | know how to
help clients work out what they need to do, and then help them implement it.

Far left: With Nigell
Botterill at EC
headquarters

| Left: In 2012 | won
the award for
Entrepreneur of the
Year in the South
Sussex region of the
Entrepreneur’s Circle
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| had been doing it for my clients anyway, but it took
that change in mindset for me to start talking about
it openly. I've met many business coaches and been
to many seminars and read lots of business books
and | have a wealth of knowledge and many, many
contacts who can support and help the businesses

| work with, so now through my design and print
companies and the First Friday Network | supply a
complete marketing service, providing clients with
whatever they need to move their businesses
forward.

If there is anything you want to ask I'm always at the
end of the phone, or send me an email and I'll do

Above: With my wife, Kia, at my very best to he|p you.
the 2009 Chichester Observer
Business Awards ceremony I look forward to working with you.
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Modules and motivation
such as:

It’s really difficult, isn’t it?

When you know that you've got to do
something, but you can'’t bring yourself
to sit down, focus and get it done.

Procrastination, excuses, social media!
— but nurturing existing clients and
finding new ones should be your top
priority — especially now!

The problem facing the small business owner who
wants to grow, but is held back because they are
the main ‘doer’ — the ‘technician” as Michael Gerber
puts it in The E-Myth book — is that they get too
busy completing the daily tasks to focus on growing
their business.

We understand how hard it is as a small business
owner to find the time to work ‘on’ the business as
well as ‘in’ it. One of the big issues for most
businesses when it comes to marketing and
promoting themselves is having to start with a
blank piece of paper.

So we are doing the initial work for you — we’re
giving you the starting point and guiding you through
the process so that you can get results quickly.

There is a saying that ‘if you give a man a fish, you
feed him for a day but, if you teach him how to fish
then you feed him for life’.

However, in a busy business you generally don’t
have the time to stand around on a river bank
fishing — so we’ll just give you the fish and some
ingredients... and you can just cook and eat!

We'll give you some momentum!
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Getting into a regular habit of working ‘on’ your business and doing something
to retain or obtain clients should be at the top of your ‘to-do’ list, that's why
we're encouraging you to dedicate just 90 minutes a month to building your
business. If you can do more than that... GREAT! But at least commit to your
90 minutes, it'll be worth it.

While it might seem difficult to find 90 minutes out of the work day at the
moment, once you've started you’ll see the benefits that putting in the extra time
can bring. Make it regular, schedule it, book it in the diary! Don’t have the
attitude that you'll do it /F you have time, make the time and commit to it.

We may be showing you some stuff you've seen before, or already know, but
are you doing anything with it? Are you implementing it regularly? If not we’ll
get you motivated and help you build some momentum! It's not just knowing
these things... you have to DO them! Every step forward in your business is a
success... no matter how small! Doing your 90 minutes regularly will give you
that momentum to move forward and build your business.

Making the move

If you look at your business sector you'll probably find that the Pareto Principle
(the 80/20 rule) is at play! 20% of the businesses will be doing really well and
80% will be getting by or not doing that well at all. Where do you sit now?
Where do you want to be? If your 90 minute marketing sessions help you move
your business forward you’d be daft not to keep doing them... and perhaps
make time to do a few more!

Do you make a goals list? Do you have a plan for where you want the business
to be in a year’s time? If not, perhaps you should dedicate some of your time to
clarifying what you want to achieve for your business. Use the planning
workbook we've sent you to map out your ideas.

As you will see in my biography I'm a keen student of
Nigel Botterill and he has a superb book about the power of
90 minute sessions. | totally believe in the principal but as a small

business I've always found it difficult to adopt his ‘daily’ session
routine. So that’s why I’'m advocating a monthly session — at least
to start with — as | know it can really help you and your business
move forward to where you want it to be.
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Defining your audience
Every business has three audiences that you need to communicate to:

Audience One: are your existing clients — people that know you and they've
bought from you before.

Audience Two: are the people that know about you but haven’'t become
clients yet — you may have sent them a quote or met them networking.

Audience Three: are the people who have no idea that you even exist —
the hardest group to crack!

Recognising and understanding that you have those three audiences is the
first step to crafting and creating effective marketing that works. If you have
a database of existing clients, past clients, quoted clients and prospective
clients then you’ve got the makings of a marketing superhighway. You can
nurture and use this list over and over again to communicate and sell to your
contacts — both online and offline — remembering that you'll need to send
something different to each group as your sales messages will be totally
different, just be careful not to over do it!

How often do you follow up after an initial enquiry or quote? Once, twice, not
at all? A huge percentage of people do not respond or commit to purchase
until they've been contacted six or seven times.

Keep the contact going, don’t pester them but keep on their radar with
various campaigns and different media formats, including emails, direct mail
and social media so that the next time they want your service you're at the
forefront of their mind.

Remember that they found you in the first place because they needed your
service or product, that makes them pretty ideal potential clients — you
haven't had to spend money looking for them, they came to you so keep in
touch with them!

WINATESLA OR £30’000 BITAV/FF-EC-FREE

30 DAYS FREE ACCESS TO E . E

ENTREPRENEURS CIRCLE..
AND THE CHANCE TO WIN A TESLA!
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It's not easy changing your working day and finding time to do these things
when you've been doing what you do best for a long time, it's easy to just tick
along nicely and accept the way things are. How do you break that cycle?

This is where the 90 minute sessions work. Working in short blocks of time
allows you to be clear minded and very focused on the task in hand. Trying to
do more than 90 minutes in any one session eats into the day job too much and
you start to lose concentration and focus.

If you cannot manage 90 minutes in one session try spreading it across 2 x 45
minute or 3 x 30 minute sessions! The important thing is to make the time and
do the work!

Re-energising what you do!

You probably know when you’re at your best, your most productive, so try to
use 90 minutes of that time — whether it’'s early morning, evening or at night —
use the time wisely and turn off all distractions so you can focus:

e turn off emails and your phones — don't let anyone break your concentration
* have a plan — don't start the session not knowing what you're going to achieve

* make your ‘to do’ list the day before — your mind is already focused and in
business mode

Making your list in advance also helps to allow your subconscious mind to
process things behind the scenes, meaning you'll start your sessions already
ahead of the game.

Whether you're an avid book reader or not you should

take the time to look at some of the business books that | always ry to find the

time to read a business

have influenced many succesful business owners. book or two on holiday!

I have a leaflet for you introducing
ten of the best sellers of all time —
these books are full of inspiration,
ideas and information — find a few
to read, I’'m sure they will help you
and your business become more
successful.
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Once you've decided that you are going to make the time to do your 90 minute
marketing sessions it's focusing on what to do with that time that will make all
the difference!

The focus of your time should be to get more customers, how to increase your
clients average spend and how to get your regular clients back more frequently!

What could you spend 90 minutes on that would grab your customers
attention and get them to contact you?

To get your mind in gear there are a few simple ideas listed below, but of
course the workbooks tehmselves will help you kick start a project so you're not
left staring at a blank canvas!

e One simple project that can provide great rewards is to contact a small
number of existing clients with a card or email just saying ‘thank you’ or
providing a short ‘good news’ story, the action of staying in touch without
selling often gets a positive response. It also keeps you front of mind with
your client when they do need your services — a great situation to be in!

e Creating a ‘premium’ service that you can offer could increase income —
20% of clients generally buy an enhanced service or product — what can you
do to add value and produce a more expensive ‘premium’ option that some of
your clients would take up?

* Another simple and easy win is to raise your prices — even just slightly, a 10%
increase in sales fees could result in 20% increase in profit margins. It's a
great opportunity to contact existing clients and explain why your service is so
good, is worth every penny and why they should keep using you. Most people
avoid this for the fear of losing clients, but unless your clients only buy on
price it's probably more likely they will continue to use you, as long as you're
providing fantastic service of course.

There is a list of some
of the things you can first friday
focus on for your 90

minute sessions on TO MAKE MORE MONEY mmw“;ﬂgl‘g{,}‘{‘;'é'
page 10. IN YOUR BUSINESS

Ideas to increase income -
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Some ideas for your 90 minutes
e Qutlining your avatars

* Planning how to build your list

* Writing emails

e Writing letters

* Re-activate old customers

¢ Planning sales and promotions

¢ Developing offers

e Writing and designing promotions

* Developing new products

e Mapping out launch campaigns

¢ Reviewing and updating websites

e Auto-responder follow up campaigns
e One-off follow-ups

e Writing squeeze pages

* Planning lead capture campaigns

e Segmenting your database;
e creating niches
* enabling personalisation

¢ Social media planning

* Facebook ads

* Headline brainstorms

* Review PPC results

e Planning and scripting sales webinars
e Gathering testimonials

e Studying Google analytics

There’s loads of stuff you can do
if you focus!

Time to find your 90 minutes!

Your ideas

10
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Most business will say that
their potential client base is
huge, but if you’re smart and

identify a targeted list of ideal
clients you have a much
greater chance of attracting
them to your business.

Do you really need hundreds
and thousands of new clients
or would your business
improve dramatically if you
just
found another 5 or 10 ideal
clients? | suspect for most
small businesses the latter

is true, so identifying a
smaller target market is
a smart thing to do.

This section of the workbook
will help you define your
customer avatar or avatars —
you’ll probably have more
than one type of ideal client!

A customer avatar is just an imaginary
character that you can use to represent
your ideal client.

Creating a profile for them will help you understand
what influences your customer’s buying decisions

and will also help you to focus your marketing
strategies to be tailored to them.

Give them a name if that helps — Jane or James
could just be your next client!

The first question to ask rather than who is my ideal
customer? is:

What does my ideal customer really need?

e Focus your efforts on identifying the real want or
need that you solve for clients.

e Then think about who might want to buy from you.

¢ Find something compelling that will make you
stand out as the only option to choose.

When they are looking to buy a solution to their
problems and they are aware of your company
through some form of marketing they have four
options to choose from:

1. Decide not to choose a new supplier after all.

2. Choose another supplier because they are
cheaper than you.

3. Choose another supplier because they perceive
them to be better than you.

4. Choose you because you have convinced them
you are the best solution to their needs.

So to make sure they choose option 4 you need to
be creative in your approach, persistent in your
communications and consistent in your follow up.

13
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Try to answer each question fully so you (and your staff) get a complete picture
of who you want to market to. Use more paper if you need to!

If you need to create more than one avatar just copy these pages.

Who are they?

Gender .. ... ... Age .

Married ... ... .. Children .. ... .. ... .. ...

Income . ... Location . ... ... ... ... ... .. . ...

Profession . .. . ..

INAUSEry - .

Revenue . ... ... ... Employees .. ... ... ...

. ™
What are their personal interests or hobbies?

- J

e , ™
What are their personal and career goals?

- J

14
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( ™
What problem/problems do they have that your service or product can solve?

N J
( , ™
What are their fears and challenges?
N Y,
What stops them buying?
N Wy
N
What stops them buying from you?
N J
( : : ™
Would they choose one of your competitors over you — if so why?
N Y,
N
What can you do to persuade them to use your service or product
over your competitors?
N Y,

15
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Now you have a clear picture of who you would like to target as your ideal
customer, use the space below to create a list of companies that match the
description who you can approach to win their business.

I've kept it to 20 lines — that should be a good number to start with!
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e ™
Notes & Plans
Use this page to make notes of your ideas for grabbing the attention
of your ideal clients.
R s )

1
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Notes & Plans
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Why is it important to set
business goals?

Goals can be powerful -
they can focus attention on
achieving the outcomes
you desire.

They can give you clarity and
order for what you want to
achieve and by when.

Whether your goals are to set
company direction
or to provide motivation,
they should be specific,
measurable, achievable,
and time-bound.

As you probably know SMART
is an acronym for Specific
easurable
chievable
ealistic
ime-bound

but make sure they are really
‘smart’ for your needs!

Setting SMART goals could help you to
achieve your targets and keep you
motivated along the journey. Make a simple
action plan that will create habits to help
you achieve every goal you set for your
business and yourself.

Keep to small, simple steps that you can achieve so
that you stay on the path to reaching your goals.
Don't make things more complicated for yourself
than you have to!

All of us have it within us to achieve what we want to.
Whether on a personal level such as losing some
weight or taking a well earned holiday, or on a
business level looking to increase profits or expand
the company, goal setting gives you long-term vision
and short-term motivation to get things done.

Focus on the future

Goal setting can focus your attention and help you
to organise your time and your resources so that you
can make the most of your life and work.

The following list highlights some of the many
benefits you will receive if you create goals...
and stick to them!

e Clearer focus on what is important to you
e Clarity in decision making

¢ Provides direction

¢ Provides motivation

e Gives you control of your future

e Gives you a sense of personal satisfaction

e Gives you a sense of purpose

2
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Remember the following SMART points when you are creating your goals.

Specific: Be specific, be detailed, don’t say I want to earn more money,
say | want to increase my salary by £10,000 by the end of March 2021.

Measurable: Ensure what you are doing can be tracked or measured, if you
said “I want more customers”, have a clear way of tracking where they come
from and what part of your marketing brought them in.

Attainable: Your goals can be challenging but if it's unrealistic to achieve you
will lose heart and stop trying altogether, break them into smaller steps and
have celebrations as you achieve each one.

Realistic: Make sure what you're asking yourself, or your team to do, is possible
and within your abilities, if you're consantly trying to do something you’re unsure
of it will stop you achieving in the end.

Time-bound: Make deadlines, they can be a month, a year, a decade, it doesn’t
matter as long as they are within a timescale that is achievable — make sure
there are milestones along the way that you can mark off and celebrate and that
keep you motivated.

~
Personal Goals
What? When?

22
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s ™
Business Goals

What? When?
R R R |
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A marketing plan sets out
exactly what your marketing
goals are and how you're
going to achieve them and
can help you get the best
from your marketing spend.

Elements of your marketing
plan should include:

target customers;
goals;
your USP;
SWOT analysis;
marketing channels;
your budget.

Yes, another acronym!
It is a list of your business’s
trengths
eaknesses
pportunities
hreats.

Use the grid on the next page
to outline your ideas. Be as
brief or detailed as you feel

comfortable with.

Developing a marketing plan can help

set your business up for managing growth.
A simple plan can serve as a road map
and can be adapted as your ideas change
through successes or failures.

A marketing plan helps you target who your buyers
are, establish the service or product you are offering
and determines your unique selling proposition.

It then helps in developing the best way to get in
front of buyers who want what you provide.

The marketing mix

The marketing mix can be divided into four groups
known as the four Ps from your business point of
view or the four Cs from your customer’s view!

Product: The goods and/or services offered by your
company to your customers.

Price: The amount of money paid by customers to
purchase your product or service.

Place: The activities that make the product available
to consumers (sales channels).

Promotion: The activities that communicate the
product’s features and benefits and persuade your
customers to purchase.

Customer solutions, not products: Customers want
to buy value or a solution to their problems.

Customer cost, not price: Customers want to know
the total cost of acquiring and using your product.

Convenience, not place: Customers want products
and services to be as convenient to purchase as
possible.

Communication, not promotion: Customers want
two-way communication with the companies that
make the product, not just to be sold to.

You should be customer focused to get the best
results from your marketing activities.

2]
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SWOT analysis

Use this grid to create an overview of your position.

Strengths
(internal, positive factors)

(internal, negative factors)

(external, positive factors)

Threats

(external, negative factors)

28
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Where you are now?
Annual turnover

Net profit

Number of customers

What are the main things you do to
market/promote your company?

Where do you want to be in a year?
Annual turnover ... ...
Net profit . ... ... ... ... . ... . ..
Number of customers

What do you think you could add to
achieve the change?

T T
2 2
3 3
4 4
5 5
Monthly marketing spend .. ... ... .. Monthly marketing spend .. . ... .. ..
(What will you have to do to make things change? h
- J

29
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Marketing action plan

Use the table below to outline your plans.

Market Message

There are many ways to
market your business to your
customers, some are
absolutely essential while
others may not be right for
you and your target market.
Use this shortlist to make
an initial assessment of the
options open to you.

There are many other things
you can do, but this will get
you started on the right
thought process.

And always remember:

30
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Market : Message : Media

thewm awave o€ our new of<€ev

Media
Postcavd
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Review your plan
Schedule regular review dates to monitor progress.
-
Activity Date Implimented Actual Cost

Postcavd with nwew of€ev

087011010
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Use these reviews to measure the success of everything you
do and continually fine tune your marketing strategy to focus
on those elements that are working best for you.

Progress/Results/Observations
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Notes & Plans
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It's not dead —
it’s just got smarter!

Do you use direct mail
as part of your overall
marketing strategy?

If not then you really are
missing out on an effective,
cost-efficient way to win
more business.

Direct mail is a great way of
reaching your existing buyers
and potential new customers,
however in order to generate
new business your direct
mail must be creative,
compelling, targeted and
include a
call to action.

| would suggest contacting
existing customers first —
they know you and trust you
so are more likely to engage
and respond to your offer
- if you get it right!

Fewer businesses than ever are using
direct mail as an effective marketing tool —
that’'s why there has never been a better
time for you to use it!

With so few companies using it you have a much
better chance of making a big impact. Whether it's
sales letters, brochures, leaflets or postcards,

as long as you make them eye catching with a call
to action or a great offer you're on to a winner.

An essential feature of any direct mail campaign is
making sure that the recipient finds the mailer
interesting enough to want to find out more.

If you are using envelopes make them stand out,
use coloured ones to give you a better chance of
them actually being opened or alternatively send
a postcard and ensure they see it!

colour

ke to think our work speaks for us
bt more importanty we know it speaks f

These are three postcards from a series of six which we sent out a
while ago. They had a great impact and got lots of people talking.
Pinned to noticeboards and passed around offices — these
colourful cards had a good shelf life and great marketing value.

31
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Christine Gandy of Business Travel Solutions was delighted with the postcard
campaign we created for her business, this is what she had to say about the

campaign’s impact and success:

“Thank you again for creating another successful postcard campaign,
it is the best way we have found to update our clients while keeping
our image in front of them and reminding them of our services.”

o
1
7

witie ¥ Celebrating our=0th ;;‘\nn‘u.'ersury

T *

Peace of mind for business travellers

sﬁHﬁ’r"&ﬁE Eu%\'Eb

Peace of mind for business travellers
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Time to get the stamps out!

The postcards we produce are visually clear, strong and eye catching, they will
immediately make an impact on the recipient.

The next thing is to think about the message you want to send. Keep it short,
keep it friendly and keep it simple — make your message easily understood —
and remember to always include a call to action.

Below are a couple of options for you to use as a starting point for the first card,
adapt and personalise them as much as you need to fit in with what your
company needs to say and what you want to achieve.

If you would like to use

H; Jsarra ' . our postcards or want
\{OU ve \Q++‘n3 to use one of the other
Just warted ¢s say tharks Loa Yhew Know designs we have just
placing the jsb weve just dere jou‘ve hogey to order online and we'll
7[24 émq/& C&W@_ﬂﬁ with us. 1) VV\OV‘Q.! get them out to you.

We e 4@1}}({; 7/&@1‘@@(} Los 402p 2?1218 4%n pages
gour coritirued taust i the

Seavice we pasvite.

T80 call in a shoat while o ’"s

see £ there i3 arything else
we can help o L/%AA 7 /
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Don’t forget to say thank you!

After you've finished a job or a project for a client how often do you contact
them other than to send an invoice? Probably not until they get in touch about
the next job — right?

So take the initiative... wait a week or so after the job is finished and invoiced
and then send a nice little thank you card... no hard sell just keeping in touch
and showing your appreciation for their trust in you... and their business.

If you would like to use

. Jshn , : our postcards or want
: YOU ve \ettin to use one of the other

Tt's been gute a while sice thewm kY\QW designs we have just
we last fdd ary contact with Jou've aoing to order online and we'l
4o vt T m soay absut be in YoucH get them out to you.
that. Tt's s faudf Options on pages

42 and 43.
7 was werdering £ there was

a.ﬂc;f/zm we coeld ds Lo wﬂ
2 eA/za_;Oé we could schedule a
meef‘/ﬂ77 sy 7/\/e o a ca bl
”n oa da_q s tws to a/ma_ﬂ7 A/
a C&Wemeﬂ{- Eimel

Steve Wilsen
Chichester Foint

;JL/' c/ﬁﬁﬂ

c/aé‘(' f/z:s Af Zd d’/&&j) q&q e
Lire to Lid st AL gou Me
SEAL iterested n f/wdqcmf
a baschne to paomste ot
bbté/ﬂeé{)

Wee bct o AiKe to ceab a
colee 1‘«9 discuss /71(9\//777
l&w&/&df wﬁ&é Léé/é?

Jq;:‘é et me Krow 0243 274073

Use the note page 44

Shes v o to work out what you
Best wishes The LallS in want o sy,
Steve Wiksen " thewe couvt! '
Chichester Point Try and make them
‘www firstiriday-network.co.uk personal lf yOU Canl
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This is what one member had to say about how the First Friday
postcards worked for him:

“I have a customer who | haven’t had any orders from since last year,
I'd tried emailing and phoning but without success. Last week | sent one
of your ‘Haven’t heard from you in a while!’ postcards you mention in
the workbook with a short note... and | have just taken a £10.5K order —
without a conversation — just brilliant!”

We can create your
own personal branded
version of any of the
cards — just get in
touch and let us know
what you are after.

WITH COMPLIMENT SLIPS

Some examples: STICKERS & LABELS

CORPORATE GIFTS

HAVENT HEARD
FROM YOU

S
actionCOACH

|
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Postcard designs

We currently have 20 designs for contact postcards and 20 for quote postcards
for you to choose from. You can buy them in quantities of 100, 250 or 500 of the
same design... or more if you want!

If you would like any of the designs adapted to your own branding and colours
or made as a folding card we can do that for you. There is a small charge, but if
you find these cards are working for you then it's definitely worth it.

Contact postcard range

T
TED

AY...
K

DID weann [l Your
You i FMEU“B"E

'II(I':RIW sigriony [ L

NT

FAVOURITE I WANTED
CLIENT Tosay.. [ ey
SORRYI BIRTHDAY

Order online at www.firstfriday-network.co.uk

Yﬂlll'ili MY @ JUST

..AND ALL THAT STUFF!

BRILLIANT!

CONGRATULATIONS
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Prices

x100 cards
x250 cards
x500 cards

£40

£80

Plus postage (see website)

Quote postcard range
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) NEVER REGH
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We can use your corporate colours, add your
logo and details for just £40 set up fee.
Quantities from 100 plus.

If you would like a completely unique design
then please get in touch to discuss your
specific requirements.

D Y( ' | E W
1 |
.1EI | )OI L k" |
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Order online at www.firstfriday-network.co.uk
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One of the BIG nuggets that | took from my membership of the Entrepreneur’s
Circle is that the power of a great marketing idea means it can be adapted and
used over and over again by lots of different companies!

| read their newsletters from cover to cover, looking for ideas that have worked
for other companies and then adapted them to use in my businesses.
(I'll be talking about the marketing power of newsletters in another workbook!)

One of the best has to be the direct mail piece Nigel showed us from First
Direct in one of the editions of the Circular. The simplicity of the mailer caught
my eye and | immediately could see this working for me.

It was perfect for a New Year campaign. | wanted to contact our clients as
soon as they were back at work after Christmas. | adapted the look and feel to
suit our corporate style and created a personalised postcard so it wasn'’t
hidden in an envelope — everyone who handled it could see it!

"5:1'0‘45"" o

A GREAT BOSINE;S ROLE MODEL

FlrSt DlreCt eD\?: ,t;ﬁltla Nigel
Thank You butry’zu’re our

favourite®

SRR 8 ol TR

first direct

I've been a customer of First Direct for about 15 years now. I just
love the ease with which I can do everything. They are available
on the phone 24/7 - it always gets answered by a real human
person and in all that time, they've never ever let me down,
They're good role models for any business.

It's not selling me anything. o) i W]

first direct

i e vith
you couid personalise it even MO
octed customers,but he &8l

this

A o ot o the ot on the frork cove shov facts dont
0 away 1t because yo choose to gnore tem and e afe

busness more than any other sngle thing

Think on...
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The front of the card was personalised and also had clear
raised varnish lettering to add interest and a tactile quality.
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We wouldn’t have the great
reputation we have or be
recommended so often without
brilliant clients like you Tony.

So thank you for being the best.”

Everything we do, we do it for you... cheesy, yeah, but true!

No, really, here at Wilson Design we love being creative on projects
that help you win more business. As our strapline says: we like to
think our work speaks for us — but more importantly we know it
speaks for you.

So, as we enter our 20th birthday year, why not get in touch and
make this another great year for us and you too.

Visit www.wilsondesign.uk.com to see what we have been creative
with recently in our blog and portfolio; there may be something there
that would work for your company.

Best wishes for the Festive Season and the New Year!
Steve Wilson

* It's important that we let you know we actually love ALL of our clients and it would
be unfair to have just one favourite... but we really do think you’re fabulous!

Tony Hedger

The back of the
card had a clear
message and a
call to action as
well as a special
offer.

Ca\\ Yo
— action

o<<€evr

ave a gitt for yov...

we h
& our 20th birthday year, ofb all print cO5T5

PS. Asit Jonvary and get 20%

order before the end of wilson design associates
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We then followed it up with an email campaign sent at the end of the first week
of January and also a blog post on our website and a social media campaign.
All of the clients we spoke to during the month loved it — it had caught their
attention and was perfect to put us ‘front-of-mind’ for any upcoming design and
print work they were planning for the start of the year.

Wilson Design A i design.uk.com= 2 January 2014 12:20
To: Steve Wilson Hide Details
Reply-To: news@wilsondesign.uk.com

You're our favourite!

Having trouble viewing this email? View It in your browser

You are recaiving this newsletter becauss you have subscibed anfing, have used our services or are a business contact.
If you na kanger wish to rosive newsletiars from Wison Design Associales you can unsubscribe here.

wilson design associates January 2014
H NER
[ FORWARD TO A FRIEND = UPDATE YOUR DETAILS ilike | 3 Tweet

...we bloody well love you!

e T o W Don't el
sy e ever e jenny
el o e::ﬁo“e e et e our
gt Jame -* = ’ -
oﬂe Fvﬂ?‘ L=
o7
ITa \ o “ﬁﬂe\\e 0‘3‘“\6‘
”2 O« o O
P N© >XS
\\ IEX ' O » e oV
et ot ” YY) e
X (=] x Ae) 0“(\‘- g
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Have you recelved your card yet? We sent them so you would get them on your return from your festive
break... all refreshed and raring to go in the New Year! It's just our way of saying thank you for being such
great clients over the last 20 years!

We wouldn't have the great reputation we have or be recommended so often without brilliant clients like you,
s0 thank you for being the best.

Everything we do, we do it for you... cheesy, yeah, buttrue! No, really, here at Wilson Design we love being
creative on projects that help you win more business. As our strapline says: we like to think our work speaks for
us — but more importantly we know it speaks for you.

To see what we have been creative with recently visit our portfolio; there may be something there that would
wiork for your company. So, as we enter our 20th birthday year, why not get in touch and make this another
great year for us and you too.

P.5. As itis our 20th birthday year, we have a special gift for you... order before the end of January and get
20% off all print costs.

We like to think that our work speaks for us - but more importantly we know it speaks for you.
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Later in the year | showed our mailer to the local Entrepreneur’s Circle area
representative during a 1-2-1 meeting and he thought it was a great idea.
He wanted to send it to all of his 300 regional members to say thank you for
his first year in the role.

Again we adapted the look and feel to match the EC branding and the response
was really positive. The regional Facebook page was full of people posting how
they were Karl’s favourite... until the next person received their card and also
posted! It had a huge impact on Karl’s profile throughout the membership.

e Entrepreneur’s
) IRCLE

T o
EntYepYe“eu

RCL It's not your
C‘ customers’ job
\ to remember

\ to do business
\ with you.

\ It's your job to
\ remind them.

Karl Anscombe
YOUR BGA

karl@nigelbotterill.com
07792 368 309

(,x Thank you for helping me make
my first year as YOUR BGA such a
fantastic one! It wouldn't have
been the same without brilliant
members like you.

So thank you for being the best.*

Everything we do, we do it for you.. cheesy, yeah, but truel
No, really, here at Nigel Botterill's Entrepreneurs Circle we
love being hands on and helping great businesses like yours
to win more business... and I'm passionate about my EC
members here in the South East

Inmy first year as YOUR BGA have been fortunate to get
over 75% of local members participating in meetings and
engaging with me... and each other.. fantastic news for
everyone involved... let's see if we can get that figure higher
Whather ho was the st t0-say It or o, Oscar Wide s ofen credied as the orginator of tha saying: over the coming year.
kil i i W Together we can make a highly effective local business
commurity right here across the South East.. get involved as
Hero at Chichester Print g -
e e e o e e participation is key!
eamt from Nige and the team - and our own BGA, Karl, of course!

-
sl ool ol by KM‘

Chichester Print
Metro House Northgate Chichester PO19 1BE
01243787100 studio@chichesterprint.co.uk
www.chichesterprint.co.uk
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| also adapted the idea once more to send to all of my Chichester Print clients!

Don't tel Dong ¢,
&z\\ pon't tell everyon eVeryOne D
W% %« everyone David b Margjp, o %4
0% % cimon but you eyt
A QO ‘e‘ 6\“ R Simon you're  you re e,}o
Q;\\\o '\ e® you'rn (3] | | JR aVOu, al'é ”@
e fave pop't tell

JYo,,.
fa?"l’e o
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oeqet & Nige but e'{eryo,,eél 4
Wt e 0% you're our Alice’p
Wt xe- ite... You'ra ¢
o W favourite... You'ra our

Ne Wourjte,
we 'y

YOU'RE YOU'RE MY

OUR
FAVOURITE § CLIENT
GLIENT

If you don’t want to
you can buy these

cards in packs of
20 to see how it
works for you
before committing
to a larger print run
with your company
branding.

See the website
for options.

Order online at www.firstfriday-network.co.uk
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We also took this idea and changed it to suit a specific time of year for
marketing... Valentine’s Day! The message is the same but the visual approach
and the content is changed to be relevant to the subject, again it was well
received by our clients. Could something similar work for you?

_.cheesy, sur
Here at Wilson Design
more business- As our
but more imponantly W

)

D

)
v

Steve Wits01

order beto®

N

e, but true!
e for us —

vsltere‘l:\lli::::(gs: we like to think our work speaks

e know it speaks for you.

So, why not getin touch now and
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e 40
ding We =
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ygether!
we can create something wonderful toget!
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i iates
wilson design ass0¢!
Eﬁllll-ll-ll:

7 ok
@wilsnndgsign.ukmm wwwanilsondesign

- mEEENE

101243 787100 E studio

Now you understand how one idea can be adapted and deployed, think about

what great pieces of promotion you

have seen that would suit your company

marketing needs and goals? Make some notes on the following pages...
and then get launching those campaigns!
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A newsletter can be
your most powerful tool
to reinforce your brand,

your values and
your customers trust!

It is one of the best ways of
staying in touch with your
customers, building strong

and sustainable relationships
with them, getting them
to buy from you, and
generating lasting loyalty so
that they keep coming back.

Unlike the hard sell of
advertising and direct
marketing, a printed
newsletter can be read at
leisure by your customers
and they can respond to it
without pressure.

It has a greater shelf life
than a flyer or leaflet and is
often read by more than one

staff member.

Have I got news for you?

Or more importantly, have you got news
for your customers?

People buy from people, not companies... if you
need confirmation of this just look at government
elections, you can clearly see that most people vote
for the leaders over and above the party politics!

So what are you doing to show your customers why
they should buy from you and not the next company
on the Google search list? You need to create that
all important bond that will make them come back
and buy from you time and time again.

There are many occasions that occur during the
year like Valentine’s Day, Easter, Christmas and all
the others, that are great opportunities for you to
communicate with your clients and tell them that
you are thinking of them in a targeted campaign —
but what about the rest of the year? You should
definitely think about sending a regular newsletter.

Take note, it’s not your customers’ job
to remember to do business with you,
it’s your job to remind them.

With this regular form of personal communication
you can build a constant dialogue that keeps you in
mind for the next time they need your services.

If you do it properly, your clients will soon view you
as a specialist in your field whom they can trust and
recommend to others. Over time your newsletter
helps develop a kind of community between you
and your customers where you are able to
demonstrate your expertise and showcase your
successes, reinforcing your position in the
marketplace, your brand and its values and most
importantly your customers’ trust in what you can
achieve for them.

If you include case studies it also allows you to
highlight your customers’ successes and provide
positive exposure for them too.
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So what do you need to do to make an engaging newsletter?

¢ Deliver useful information in a simple format readers can recognise
issue after issue.

e Convey information and offers of genuine interest and value to people.

e Communicate in warm, casual language that matches the tone of
your business and brand.

* Present short items rather than long articles that few people will read.
e Give people time-specific reasons to visit your business and/or website.

¢ Maintain a consistent schedule that matches your customers’ interest
in hearing from your business.

¢ Include promo codes, coupons or offers that allow you to track
newsletter response rates.

From your newsletter, a whole host of other communications can flow; you can
supplement it with an e-newsletter, you can direct customers to your website
and create multiple blogs from it, tweet about the content, link it to your
Facebook or LinkedIn pages and other social media, and encourage direct
feedback from all those you share it with.

It keeps the conversation flowing just a little longer and reminds your customers
that you are out there... it reminds your customers that you are a real person!

wilson deSIgn works wilson design: works

We ket think ous weork speats for s ~ but mese avgostartly e ko spesks b YoU et s spaat for us - bt WE RN ILIPASS IO YOU e b

W desgrd s e itees b sy o i ks il e i, | ot ¥ ot your ausicmers q s with yau, i your job ta e
% Vs aboun e e 84 e o uesebs. 3 Sowhat
tid 5 e . d
. o | phie g ot 7
R kg it o A v B OO AT Y R AT N
L ek, b,

\. succeed and grow coroistens brand mesage and eal o acirs.
vl N s gong o waete s

Pt el
From &40t 0 cxhtces,
thess ne ks o w0 gty g s these — we e iy achieve ol of theen!

ez o seng

We love 1 when 0ur ciéets I s A how haggy they
are with the sk we do o tham (e have alecady hod

Wieh postal conts having risen considerably, fewer businesses.

g leased ey are vt lves new sie) bul we luve i even
brochunesorlaflets, 0 lang o ou make theen intacestng mare vihen By e us now how hagey Bl clats ael

fnd oug mose. i you e make them tsnd Ut e
yeu 2 beme chance of hem achlly being spened cr ahemutiely
cond a poskcard.

s s thive pestanbs o ssgum. o s which e s e a

.
SRS G e il

Mauuhm‘dnwrdnwul oo . pprecat],
108 By cherks bt By e pcgl hey i
£elng R ¥ well

cloutul eands hrve  good shelf e and rest marketin valoe.
v ok e 10t i o o your i i pspecivg
chen, there & o betes vy than et mil. G an give i go?

It's a good idea to try and come up with a clever title for your newsletter
that might be relevant to your industry, it'll add interest!
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Who to send it to?

Obviously your existing client base and anyone that has made an enquiry where
you have been able to get postal details. Communication like this can help keep
potential clients on the hook until they are ready to purchase.

What content should be included?

This is something that should be led by you, your services and your customer
base. Case studies are always good, information about new services or
products you have, awards or testimonials you've received, industry news or
insights, and perhaps something funny or a bit of trivia... something personal
that makes you real!

What format should the newsletter be?

The size and number of pages will be dependent on how much content you feel
comfortable generating for each issue. Generally it would be A4 or A5 and try
for eight or more pages if you can.

How often?

This will depend on how much content you can generate! Your newsletter needs
to be engaging and informative — not just sales led — so whether it's monthly or
quarterly or even six-monthly it's better that it contains interesting and relevant
articles rather than a load of waffle to just to fill it!

@ Commercial Central Region @Engaged with CVC s e T ———— @nemgmsea
= Newsletter o

Voice
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Whether you decide to create your own newsletter in a programme you have
access to or commission someone else to do it you will need to plan and
manage the process well so that it doesn’t take more time, and cost more
money, than the project warrants.

If you are already producing a newsletter it might seem easier to continue with
creating it yourself rather than change it and use an outsourced supplier —

even though it might work far better for you! The costs involved may seem
prohibitive but they do not have to be. A few well spent pounds can produce
dramatic results, not only in the quality and look of the newsletter, but also in the
perception and response of the recipient — your clients!

The illustration on page 6 shows how we redesigned the newsletter for Iguana
Business Solutions from a black and white A5 booklet into a 6-page A4 full
colour newsletter (we've pnly shown 4 pages here!), the additional print cost
was minimal but the new format generated many more positive responses.

The client had this to say: “WOW!!!' | love my new newsletter and the feedback
has been tremendous. Thank you, you are an absolute superstar. One of my
clients asked me where | got them designed and printed this morning, she is
thinking about doing one for her customers!”

You can see that the change in the quality of the newsletter had immediate
results for the company and also added value to her clients.

On the next few
pages are examples
of newsletters we
have produced to
inspire you to start
your own.
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and tone of voice
clear and consistent
so there is continuity
across all of your
marketing activity.
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Baqus Charity of the Year
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THE HEWSLETTER OF CHICHESTER CHAMBER ¢ and INDUSTRY THE NEWSLETTER GF CHICHESTER CHAMBER. uf COMME

PRODUCTION

Project Rolls Rayee o

NEWE RELEASE.. NEWS RELEASE.. NEWS RELEASE.

RBAA Rppeict B ishas o Join Expanding Sabes Tasan
Chichester Tourism .

Jubilee Spirit

The Forgotten Estate

Maritime Report

Chichester District —
omanescial Property Needs Study 2002

“It's unwise to pay too much, but it's worse to pay too little. When you pay
too much, you lose a little money - that's all. When you pay too little,
you sometimes lose everything, hecause the thing you hought was incapahle
of doing the thing it was hought to do. The common law of husiness halance
prohihits paying a little and getting a lot - it can’t he done. If you deal with the
lowest bidder, it is well to add something for the risk you run, and if you do that
you will have enough to pay for something hetter.”
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If you're like me a blank piece
of paper waiting to be filled
with well-crafted sales copy is
just scary!

However, it is still one of the
best pieces of direct mail you
can utilise to get a response
from existing and potential
clients.

You should definitely add this
to your collection of
marketing tools!

We can’t all be good at
everything we do!
You're great at your job... right?
But perhaps not so confident
at creating the marketing that
is needed to keep driving
customers to your door. So
use the sample sales letters
in this workbook as a starting
point — adapt them to your
business and services, make
it personal and see how it
goes!

Ready, aim, fire!

You've already created your perfect client avatar in
Workbook One, now you have to think just like your
customer and craft a sales letter that will appeal
directly to them.

Remember it's about them... not you! So try to solve
their problem with whatever you are offering in your
sales letter. It's hard, but try not to make it too
‘salesy’, make a story out of it if you can, including
case studies, quotes or testimonials. All these things
will make the letter more readable and memorable.

You have probably heard of the acronym AIDA
before, it is useful to bear in mind for much of your
marketing activity and it should be the basis for how
you construct your sales letters from the start.

A : Attention

Grab the customer’s attention as soon as possible,
perhaps a great heading or a really strong opening
sentence!

| : Interest

When you have their attention you need to keep
them hooked with some interesting content to make
them continue reading.

D : Desire
Give them a reason to buy what you're selling,
create an uncontrollable desire to purchase.

A : Action
Finish with a call to action, a way to buy your
service/product or a next step to make contact.

If your sales letter contains all of these points it is
well on the way to being successful for you!

Remember to write using your own voice, give it
personality and don’t make it too formal and
technical — write it as you would say it.
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There are a few elements that should always be included in your sales letters
and using these as a starting point should allow you to structure them in a
sensible way.

Headline: This can be long or short, a statement or a question, it doesn’t really
matter as long as it's engaging and entices the recipient to read the letter.

Introduction: The first sentence or paragraph has to have enough information to
hook the reader and make them continue reading.

Story: If you can tell a story to get your point across then do so, it will make the
letter feel more personal.

Testimonials: Include relevant testimonials and quotes from other clients who
have benefited from what you are offering, it gives you credibility.

Offers: Sometimes you may be just announcing a new service or product and
not directly selling one thing, but if you are do include an offer... and a deadline
for receiving it.

Call to action: Always include at least one call to action, such as arrange a
meeting or go to a website, with alternative ways to contact you.

Bullet points and bold text: If you can pick out key words or informatin for
someone who will skim-read the letter first, it will encourage them to read the
full detail.

Post Script: The P.S. can be a great way of getting their attention and adding a
little extra something or reminding them of the offer or deadline.

Remember you won't get any new business if you don’t send the letter in the
first place — so don’t procrastinate or worry too much about it being ‘perfect’ —
get it out there a few at a time and adapt it over time if you need to.

Try to include something in the envelope with the letter to grab the recipient’s
attention, make it relevant if you can. ‘Lumpy’ mail stands out in a pile of letters!
How about using coloured envelopes? Do you have a brand colour that would
make your envelope stand out?

The other thing to consider is that once you've created the letter it can be
adapted to work as an email sales letter as well.

On the next few pages are a few of our succesful sales letters.
You can adapt these to be relevant to your own business and
use them as a starting point to create something effective.
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We sent out a veal Lottery ticket with this sales letter so timing was critical!
(t was sent in manageable batches of about 20-30 at a time. It really
caught the attention of clients and gave us a great reason to follow up

with a phione call the following week!

Choosing your design agency shouldn’t be a lottery!

Dear Fred

Congratulations! You're already a winner by choosing Wilson
Design Associates to help you promote your business.

In these difficult times gaining a competitive edge is essential,
which means the way you market yourself has to have the
WOW factor, something that will make sure you stand out from
the crowd and stay ahead in business.

Teaming up with an award-winning design agency is going to
help you win more business and at Wilson Design, it's our
creative solutions that really make all the difference. With more
than 25 years’ experience, we get a real buzz out of seeing our
clients achieve their business goals.

As a ‘full service’ agency we can handle anything and everything,
meeting all of your online, website and printed corporate,
marketing, product and promotional needs and helping you
convey a consistent and exciting brand message to your target
market.

It's great having you as one of our clients and we would really love
to chat with you to find out more about your business goals for the
future and how we can help you achieve them. All we ask is for

17 minutes of your time to discuss your plans.

I will call you next week to find out when you are free to meet.

Thanks for being part of our success; | hope to continue being
part of yours.

Kind regards

P.S. Good luck in the National Lottery draw Fred, we’'ll be keeping
our fingers crossed that your numbers win... it could be you!

Relevant
headline to
catch the eye

Bold words to
create skim-
reading path

Specific call
to actlon
with an odd
amount of
time just

to attract
attention!

Friendly and
personal sign

off
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tn the envelope with this sales Letter we tncluded a personalised tnvite —

Just Like a ‘save the date’ note You would get for a wedding. we followed
wp with phone calls a week Later and secured several meetings... and we

didn't have to give away any gifts for time wasting!

Can Kew Gardens, Wakehurst Place
and Chichester Cathedral be wrong?

Dear Fred

Kew Gardens, Wakehurst Place and Chichester Cathedral all
chose us to design their weddings and event brochures and if
you'll give me just 20 minutes, I'll show you how you can provide
your potential wedding and event clients with brochures that
make a great first impression and win you more business.

If, at the end of our meeting, you feel like I've wasted your time
and we have nothing to offer you, then just let me know and /'l
happily send you a gift to make up for it.

Is that fair?

What could be so very special about our design services | hear
you ask! I'll let Kew Gardens tell you:

‘Just to let you know that the printed brochures have arrived
and they look awesome!”

Kew Gardens aren’t alone either; I've got a list of comments
like that, and I'll show you how you can get similar results when
we meet.

| will call you next week to arrange a convenient time to meet or
alternatively, if you want to get things moving sooner, just pick up
the phone and call me on 01243 276073.

You won't regret it for a second.

Kind regards

P.S. We haven’t had to give away any gifts so far...
we must be doing something right!

Headline to
catch the eye

Bold words to
create skim-
reading path

Testimontal
as proof that
we have dowe
what we sa Y

Specific call
to action

Slig htly
cheeky
sigw off!

10



MARKETING MOMENTUM MANUAL www.chichesterprint.co.uk

with this sales Letter we included a sample of the posteards we produced for
Business Travel Solutions to show the quality of our design and print.
This Letter Led to several new orders for people wanting to produce
something similar for their companies.

Headline to

Discover the fortune that hides in your
catch the eye

customer database!

Dear Fred

Do you use direct mail as part of your overall marketing strategy?

If your answer is NO then you really are missing out on an Bold words to
effective, cost-efficient way to win more business. create skim-

If your answer is YES then do your campaigns really achieve reading path

your desired results?

Your existing customers are buyers. They love what you do and
will buy from you again and again if you simply give them a
reason to do so. Direct mail is a great way of reaching your
existing buyers, however in order to generate new business it
must be...

e Creative Bullet points

: ?;rrgepfelgﬂg for emphasis

¢ Include a call to action

The team here at Wilson Design Associates can handle all
aspects of your direct mail marketing campaign, including
creative design, print, fulfilment and mailing.

This is what Christine of Business Travel Solutions had to say: Testimonial
as proof that
we have downe
what we say

“Thank you again for creating another successful postcard
campaign, it is the best way we have found to update our
clients while keeping our image in front of them and
reminding them of our services.”

Interested in finding out how to win more business? Specific call

Just pick up the phone and call me on 01243 276073. to action
Kind regards

n
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This campaign tncluded the valentine’s posteard that is in the Posteards
Workbook. Again this was time sensitive and went out in early Jjanuary
to allow time for us to create the projects for anyone who was interested.

How much do you love your clients?

Dear Fred
We love you this much...

Are you going to run a Valentine’s Day promotion? If not, why not?
Everyone likes to be told how much they’re loved and a
Valentine’s themed direct mail marketing campaign is a great
way for you to get your message across to new and existing
clients alike.

Because we love you so much, we are going to help you create a
fantastic Valentine’s Day campaign and give you a whopping
25% off the price of the print costs.

Don’t worry if you're short on ideas — we’re simply oozing
creativity and your direct mail campaign will have real impact.

You could also run an email marketing campaign at the same
time (we will be!), providing you with additional exposure and
reinforcing your marketing message. Email marketing is easy to
set up — just let us know if you need our help.

We’'re sure you'll agree that this is a great offer but it gets
better...

Even if you decide not to run a Valentine’s Day promotion we will
still give you 25% off any print orders you place with us before
Valentine’s Day!

Just give me a call or send an email and we will get right back
to you.

Missing you already!

P.S. The deadline for the 25% off print is 14th February!

Share the love...

Headline to
get them
thinking

Bold words to
create skim-
reading path

Clear offer

Secowdarg

offer

Cheeky sign
off with a
deadline

12



MARKETING MOMENTUM MANUAL www.chichesterprint.co.uk

This letter was wot really a sales letter but it gave us a great opportunity
to engage with our existing client base. We received many positive
testimonials we could use tn marketing and also put us in our clients’
wminds again for any work that they may be thinking of doing.

What do you really think about us?

Dear Fred
As a valued client, | wonder if | could ask a small favour?

I’'m just about to create a small marketing campaign to attract
some more people like you who appreciate what we do.

I was looking through our list of testimonials, and noticed that we
didn’t have one from you. | was hoping that you might be kind
enough to jot something down that you'd be happy for us to use
in our marketing material and on our website.

I know exactly what it’s like being asked to write something
especially when you're busy, so | have included examples of
what other clients have written about us, it might provide you
with some ideas and inspiration.

If you could email it to steve@wilsondesign.uk.com I'd really
appreciate it.

If you would like to see more comments from other clients or
leave your testimonial online, please visit our profile page on
LinkedIn: https://www.linkedin.com/in/wilsondesignukcom

While you're thinking about us, I'd also warmly welcome any
suggestions or criticisms you have, we always like to hear
feedback from our customers that can help improve our service.

Many thanks for your time.

P.S. | have a small thank you gift I'd like to send you once |
receive your testimonial!

A question as
the headline
to grab
attention

®Bold words to
create skim-
reading path

call to action

Second way
to leave a
testimontal

Offer of a
gift if they

respond
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Email marketing is
still one of the most
effective marketing tools you
can use...
as long as you do it properly.

It’s simple to do... so simple
that everyone is doing it...
this makes it harder to be

noticed in your potential
client’s over full inboxes!

So you need to be smarter,
more creative and more
engaging than your
competitors in order to stand
out and get noticed.

As with direct mail, in the
first instance, | would suggest
contacting existing clients
and also potential clients
with who you have had
contact but who have not
yet purchased from you —
they know and trust you so
are more likely to engage
and respond to your offer —
if you get it right!

Re-igniting old enquiries

You probably have many clients, or potential clients,
that you've talked to about working together or
quoted for a project before but it just didn’t happen
for one reason or another.

It's easy to assume that they didn’t use you because
of something you did or didn’t do! But the likelihood
is there was a number of other reasons why the
project didn’t go ahead; the timing might not have
been quite right — but it might be now; they didn’t
have the budget at the time — but they might have
now; any number of reasons that are not your fault!

What would make them ready to use your services/
products now? It would likely be one of these things:

* They have an important or urgent problem that
needs solving.

* They need to be confident that your services/
products can do it.

* They need to feel using you is the right solution.

If you think about those prospects, you already know
they had a need for you and you've already built
some credibility and trust with them — otherwise
they wouldn’t have enquired in the first place.

So using a short email you can send out that could
start to get you meetings and calls with potential
clients is a sensible avenue to take. Don’t be misled
by the simplicity of the email... it can really work!

Now obviously you won’t have a 100% hit rate with
this, some people still won'’t be ready or will have
moved on from that point, but some of them will be
ready to talk — if not about that project then perhaps
about something new that they need now. You might
just be the right person at the right time!

It's very quick and easy to do, so give it a shot!

n
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Easy as ABC

This is how simple it should be:

Subject line: Thought you might find this useful...
Hi Name

Are you still looking to A?

Thought you might find this useful: B

Would you like to C?

sign off

A is the previous enquiry or project that they contacted you about.

B is a link to a useful resource about the enquiry — preferably a blog post or
short video you've generated.

C is the next step for them to take — the call to action.

Make the email feel like it's from a business colleague or a friend sharing some
useful information with them — not a hard sell.

For example this is how | might send one from Chichester Print to someone who
had made a previous print enquiry.

Subject line: Thought you might find this useful...
Hi Geoff
Are you still looking to produce a new brochure about your company?

| thought you might find this useful:
www.chichesterprint.co.uk/blog/printing_the_perfect_brochure

Would you like to chat about getting the project going?

Steve Wilson

Because it's simple and because you're adding value to potential clients rather
than being pushy, salesy or desperate, the client is much more likely to open it,
read it and respond!

Don't forget to follow up with a phone call a few days later if they don’t contact
you straight away.

18
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Now you have the basis for a simple email campaign that could quickly bring in
new work. Make some notes below about who you would contact and what you
might say to them to make them respnd... and then get sending those emails!

p
Ideasl-l

19
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Building relationships

When you are marketing your business you must ensure that potential clients
are contacting you because they believe you are the best solution to their needs
— not just the best price — that will not ensure they become long-term customers.

So how do we do this?

It’s true, no one likes being sold to. So you need to build a relationship with your
potential clients, without selling to them all the time. If you sell to them too
quickly you'll turn them off, so the approach to take is to give them some free
advice, helpful tips, or maybe just some simple guidance; hopefully that way
whenever they need something in the future, they’ll think of you.

You are just looking for an enquiry in the first instance — from this you can build
a database of interested contacts — if you get more then you're already ahead of
the game!

People do business with companies they know and trust. You are looking to
establish long-term relationships not one-off sales that don’t return.

A client who comes to you because they feel that they already know you and
are interested in the free advice you have given them will be less price
sensitive, more willing to recommend you and will stay with you for longer.

So what do you put in the emails to engage your potential clients?
Emails don’t have to be just text. Here are some ideas:

e A business guide or top tips brochure

e Interesting (but relevant) photos

e Links to videos

e Topical articles

® Press releases

e Competitions

e Links to social media pages

e Testimonials from clients

e Introductions to new services/products/concepts

It's a good idea to try to get them to click through to something else, perhaps a
download or to a blog article or video — you can then track this engagement
through your email software (Mailchimp, Campaign Monitor, etc.) and follow up
with a telephone call to see what they thought of it.

We all know that we should follow up any enquires that are made, but most of
the time we don't. If you really cannot bring yourself to call (or don't have their
number) then the best way to keep in contact is through regular emails.
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If you are creating information products, guides, booklets etc. for lead bait and
ongoing communications you should also use these as incentives on your
website. The most effective way of getting someone who comes to your site to
engage is to offer them something of high value — and the best thing you can
offer is free but valuable information. You might think that a newsletter sign up
box is the same thing. It isn’t! When did you last sign up for one?

The success of your email marketing will depend on:

* Recognition. The more familiar people become with your business the better
chance you will have of your emails being opened.

e Subject line. You can't just say: ‘Our latest news’, it's boring — you need to
be more creative/engaging/interesting.

e Content. It has to be useful, interesting and relevant to the recipient.

e Call to action. You must try to make them take further action — click through,
respond by email, ring back, etc. But ask them to do only one thing.

e Frequency. Once every few months probably isn’t enough, daily is too
frequent! If you have interesting and valuable information people will actually
look forward to receiving your emails — test and adapt the frequency to the
response you get from your database.

You should try and automate these ongoing communications if you can.
This is called an ‘auto responder sequence’. You can set these up in your
email software (Mailchimp, Campaign Monitor, etc.)

Posting regular links on your business’s Facebook page/Twitter feed to articles,
press releases and video on your website will do several things:

e |t will keep you in front of exisiting and potential customers.
* Your posts will be visible to the contacts of existing clients.

e Hopefully, if your posts are engaging, they will drive traffic to your website
and your lead capture pages and to your lead bait!

On the following pages is a case study of how we helped one of our clients to
create a lead bait brochure and set up an auto responder sequence in
Campaign Monitor to gather interested contacts.
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Four-page A4 document for free
PDF download.

TEN POINTS TO CONSIDER
BEFORE YOU INVEST IN SHARES

YER BEFORE YOU INVEST IN SHARES TEN POINTS TO CONSIDER BEFORE YOU INVEST IN SHARES

Consider thess top ten points to help you prosper
in the world of the Stock Market.

Several graphics panels
were produced to use across
Twitter, Linkedin and
Facebook posts with links
to the capture page.

TEN POINTS S s
TO CONSIDER A ST S The links from these
BEFORE YOU posts fed into an

automated ematl

INVEST IN SHARES - - follow-up sequence.
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A simple sequence was then worked out and implemented to capture and market to any enquires.

CAMPAIGN

CAPTURE PAGE MONITOR

AUTOMATED
EMAIL

SEQUENCE
INITIATED

EMAIL 1 NOT EMAIL 1
LINK TO CLICKED
DOWNLOAD
FREE INFO

PRODUCT

CLICKED

EMAIL 2
LINK TO VIEW
VIDEO 1 You
+CALLTO Tube
ACTION
i OPENED
EMAIL 3
LINK TO VIEW
LXTTYTYYYY TS VIDEO 2 ssssccce You
+CALLTO Tube
ACTION
i OPENED
EMAIL 4
FINAL CALL SEND SET UP 12
LXTTYTYYYY TS To ACTION CLITYTYYY REGULAR CLITYTYYY MONTH
NEWSLETTER/ FOLLOW UP
LET’S TALK! INFO SEQUENCE




MARKETING MOMENTUM MANUAL www.chichesterprint.co.uk

P
Notes & Plans




CHICHESTER

MANUAL

LEAD MAGNETS

MODULE 9




I'D RATHER
ATTEMPT T0
DO SOMETHING
GREAT AND FAIL
THAN ATTEMPT
T0 DO NOTHING
AND SIIBGEEII




MARKETING MOMENTUM MANUAL www.chichesterprint.co.uk

Also known as lead bait, opt-in
bribe, ethical bribe and online
incentive!

It is a way to attract potential
interested buyers to enagage
with you and give you their
details in return for a piece of
information that is relevant to
them.

It puts their details into
your database and gives you
the opportunity to follow up

with further information,
offers and sales.

You will need a way to
capture the information of
someone who has clicked

through to request your lead
magnet, this is known as a
squeeze page or capture
page and can be created on
your website or through a
third party site. Our next
workbook covers this in more
detail.

Mind that tripwire!

You might have heard of the term tripwire marketing,
but do you understand it? It generally means turning
a lead into a customer by getting them to sign up to
your database for a free or low-cost entry level
product, then offering them a higher value product
once they are in your sales funnel.

That is what your lead magnet is all about! Getting a
potential client to engage with you in order to then
sell them your services or products, so you can see
why it needs to be important to them to have your
lead magnet in the first place... it needs to be
relevant to their needs now!

Whether you choose to have a free or low-cost lead
magnet is up to you and the sales funnel you are
looking to create. Free downloads like booklets,
white papers, top tips etc are great for attracting
interested prospects but may not be quite as
effective as a paid-for item. Someone who is willing
to pay for your entry level product is potentially
much more interested in what you provide than
someone who is just after some free stuff!

Take time to decide what you can provide as a
lead magnet — it doesn’t have to be limited to one
thing! Try several options of free and paid-for
magnets and see what works best for you.

Getting it out there

There are many channels to use to get your lead
magnet seen by potential clients... social media
being the most obvious and successful one!

Create enticing posts, tweets and adverts to
encourage your target market to click through and
download whatever you are offering.

Make it visual;
make it interesting;
make it valuable...
to them!
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There are several elements that should be considered for your lead magnets
and using these as a starting point should allow you to structure them in a
sensible way.

Subject matter: Target your lead magnets to a defined audience and speak
directly to them. Talk about a specific subject and solve a problem.

Headline: For lead magnets it's best to keep them brief — make a statement or
ask a question. Whatever you choose, grab attention and be engaging and
enticing.

Credibility: If possible include a relevant testimonial or two to show that what
you are talking about has worked for other people. If you can include a picture
of the happy customer as well, that's even better.

Offers: You can include offers but don’t make too much of them, this first
contact is about creating relationships.

Call to action: Always include a call to action, for example: ‘for further
information’ or ‘to find out more’, and give your contact details.

Remember you won't get any new contacts if you don’t promote your lead
magnet — so don’t procrastinate or worry too much about it being perfect —
get it out there and adapt it over time as necessary.

Our Ten Top Tips for More Effective Lead Magnets contains some great
pointers for getting you started. By the way, this is one of our lead magnets,
along with our complete range of Top Tip guides!

first friday first friday first friday NETWORK

NETWORKING  BUSINESS _LEARNING _ MARKETING _SOCIAL MEDIA

FOR MORE EFFECTIVE TO MAKE MORE MONEY B0( ) REAL
LEAD MAGNETS IN YOUR BUSINESS DR YOUR BUSIN

Illll lmnle c eml I!lll ie second working on it you nm B mn . .
' n o make sue that what at you L Dot Implement all of these tips, or even just some of them,

ke su
enm e :s n can ne nml |-|a||| rresistibile to your ideal pre nsnms and watch your husiness hecome much more successful.
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Assessments/tests; Catalogues; Cheat sheets; Discounts; E-Courses; Free downloads;
Free shipping; Free trials; Guides; Handouts; Quizes/surveys; Reports; Resource lists;
Software tests; Toolkits; Training resources; Videos.

¢
3d Step-by-step, Checklist
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Finding a topic for your lead magnet

Answer the following questions to find a subject that your target market will want
in a lead magnet from you.

What are the 3 top questions you are constantly asked when people find out
what your business does?

If you're not totally sure of your answers to the above questions try putting a
survey out to your current clients asking their opinion. Offer a reward of some
kind to encourage participation, a gift card or bottle of wine! This in itself is a
great marketing tool to re-engage with your existing client base!

You could also try running it on Facebook or LinkedlIn... again a great way to
get yourself seen and get engagement.
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During the creation process for your chosen lead magnet bear in mind the
points in the following checklist.

¢ |s it specific?

e Does it address one issue?

* Does it solve a problem?

e Is it valuable to the customer?

e Can they use it quickly?

* Does it help build your relationship with them?

People will need to perceive that the value of your offer is greater than what
you’re asking for in return — their details! The greater the perception of value,
the more irresistible the offer will be to your potential customer.

Often the title of the lead magnet will be the thing that catches peoples eye,
you can have a great product with a bad title and no one will download it, but if
you have an engaging title, suddenly everyone wants it. Make the graphic you
use eye catching as well. Unfortunately people do judge a book by it's cover!

If your offer is a piece of content, such as a whitepaper, ebook, or presentation,
put effort into creating an engaging title. Try creating two (or more) variations of
the title and run an A/B split test to see which one performs better. Once you
know which one works best put all of your efforts into promoting that version.

Spend some time on socail media looking at how other people are using this
system and what they are offering as lead magnets. See what you think works
well and what doesn’t and then use the best elements in your marketing.

Use the note pages at the back of this workbook to write down your ideas and
start to work out the process you will implement.

Once you have created the lead magnet ask a few trusted associates, and a
few close clients, what they think of it. Take in any feedback before you send it
out to the wider world.

Our next workbook will help you develop your landing pages and opt-in forms
so that the brilliant lead magnets you're going to create capture those all
important new contacts!

9
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1 shows jou are attentive, interested and keen to
Hnection.Resist scanning the room for your next
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FOLLOW THESE +span of on elevator rde, at most meetings its 40-60
TOP TIPS T0 REAP bl to dkcribe who you are professionlly and the
THE REWARDS OF Aight brin. It's not a sales piteh. I's your
NETWORKING ereate s positive, and lasting, first impression.

| e —
.- calyo e ot 1 v sy b
Tekd ad coin o oS cana ool Aty e it
R e
R

NETWORK

philosophy that f | help you then you'll help me and we'll both

you meet, then you are not networking effectively. If you can't give
‘someone a genuine referral, try to share some information that might
interest them, such as details about an upcoming event.

TEN TOP TIPS TO DEVELOP YOUR NETWORKING SKILLS

Networking is about developing
longterm relationships with other professionals. Meeting people at
events should be the beginning of that process, not the end of it.
Remember it s better to make just three good contacts rather than
20 hurried ones. Networking should never seem aggressive.

A pushy atiitude may drive other networkers away for good.

The best networkers believe in the

benefit as a result. If you don't genuinely attempt o help the people

Spend your time with new people you meet
and don'tlinger with friends or associates. Be careful not to spend
t00 much time with any one person. When you meet someone
interesting with whom you'd lie to speak further, set up an
‘appointment for a future date. Avoid the mistake of thinking that you
will find three or four new customers at your frst networking event.

Attend on a regular basis and your face will be
remembered. When someone needs your services (and they like
and trust you), they Il be in touch. Whatever you do, don'tgoto a
networking event just once. If you do, you'l be 100% correct that
“it didn't really work for me”. Networking is the long game and it
takes time for people 1o get to know and trust you.

I you're keen to meet someone again, tell them so and
then keep your promise by following up promptly. Make contact as
500N as you can after the event. Even if you know that you won't
initially do business with them, meet them anyway as quite frankly,
you never know where the contact may lead.

NETWORK

DRESS SENSE Take care to dress appropriately in order to give

the right impression. If you turn up looking like you care

about your appearance then this will speak volumes about
Several gm}:l/\’ws panels your attitude to business in general as well as your dress

were produced to use across
Twitter, Linkedin and
Facebook posts with links
to the capture page.

generally works.

NETWORK

BUSINESS CARDS Remember to take a good supply of business
cards with you. Make sure the card you hand out is smart,
easy to read and contains all your correct contact details.
Also, ensure that your online profile is always up to date —

networkers who take your card will often check out your
social media!

NETWORK

sense. Suits aren’t compulsory but the smart/casual look

The Links from these
posts fed Lnto an
automated ematl
follow-up sequence.
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42-page A5 spirval bound workbook with
options to purchase a printed version or
dowwnload as a PDF.

www.firstiriday-network.co.uk First Friday Network Www firstiriday-network.co.uk
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Also known as squeeze pages,
capture pages
and sales pages.

They are all very similar but
have some qualities and
functions that
seperate them.

You might think that a
landing page is simply any
page a visitor lands on after
clicking through an advert or
promotional link...
but it is not!

Directing visitors to your
Home page or Contact Us page
doesn’t make them landing
pages.

Landing pages are
standalone web pages
created for the sole purpose
of convincing a visitor to act;
to sign up, download or buy!

The differences between the
various pages will be made
clear in the rest of the
workbook.

It's all about that hass...

As the song says; “it's all about that bass” ...your
database! You should take every opportunity to add
to your database and market to them regularly, it is
one of the easiest ways to generate sales, so having
a good, targeted database that is familiar with you
and your services is key to growing your business.

To add contacts to your database you need to target
a specific group of people who are interested in your
services or products, offer something to entice them

to hand over their contact details and then you can

start to build a relationship with them.

How to go ahout capturing new leads

e create a lead magnet

e drive traffic from social media/emails/adverts
e create a squeeze page/landing page

* have a simple capture form

e provide a thank you page and email

¢ add contact into autoresponder sequence

Creating an autoresponder campaign will enable you
to build a relationship over time. Send something to
them on a regular basis offering more information or
opportunities to buy. They might not be ready to buy
straight away but by keeping in touch with them you
can remind them who you are so that when they are
ready, the first business they’ll think of is yours!

A squeeze page should be self contained and only
offer a simple choice —to sign up or leave the page.

If you're driving traffic to your page from
pay-per-click advertising it is better to use a landing
page that contains links to your main website
enabling the visitor to access further details about
your company if they wish. This type of page is
favoured by Google search engines.

9
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PAY-PER-CLICK
SOCIAL MEDIA

EMAIL

ecccccccccccce

CAPTURE PAGE

ecccccccccccce

ecccccccccey

EMAIL 1

EMAIL 1

EMAIL 2

NOT NOT OPTION:
THANK YOU | OPENED OPENED | continue
&LINKTO esesenesees | SENMing at
DOWNLOAD intervals
LEAD MAGNET or delete
from list
§OPENED OPENED
e e :
LINK TO
SECOND Awn example of how
ececsssecess | GIVE-AWAY an auto-resp onder
OR PRODUCT , i
OFFER ematl campatgn
PERHAPS VM,'Lgl’lt be structured.
OPENED ALINKTO A
VIDEO OR (t’s up to you how
WEBINAR

eccoce

EMAIL 3

ecccccccece

OPENED

eccoce

EMAIL 4

ecccccccece

LINK TO
THIRD
GIVE-AWAY
OR PRODUCT
OFFER

ecoccccecccccscoce

LONG TERM
CONTACT:

FINAL OFFER
WITH
CALLTO
ACTION

eccsccccccce

NEWSLETTER/
INFO/OFFERS

CONTACT DATA
ADDED TO DATABASE

AUTORESPONDER
EMAIL SEQUENCE
INITIATED

many stages You
tnelude tn the
sequence — it will
depend on what you
have to offer at each
stage and how long
you feel comfortable
keeping in contact.

Pon't give up to
soon though!
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Targeted adverts need targeted landing pages with messages that match your
promotion. If you know enough about your potential clients to reach them with
targeted advertising then you know enough about them to deliver a highly
relevant landing page as well. That targeted advert is wasted if you send traffic
to a web page with general information like your Home page or Contact page
with no clear call to action.

Captivating headlines

You need a headline that will immeadiately grab your potential clients interest,
your visitors won't stick around long enough to see the rest of your landing page
if the title doesn’t draw them in. Here are some examples to get you started:

® The seven secrets to a profitable beauty salon that nobody tells you

* How to get more done in your beauty salon every day by doing this one trick
* Discover the best way to grow your beauty salon in five simple steps

* The number one mistake beauty salon owners make and how to avoid it!

Obviously you can adapt these ideas to the relevant industry sector you are
targeting with your lead magnets and landing pages.

Kick off your

next phase of
fitness.

GET YOUR FREE COPY!

Sometimes all Yyou need is a simple headline and a button! The capture form
would appear ow the following screen once the button has been clicked.
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As humans we're all a bit lazy... we want the best return for the least amount of
work which is why “quick and easy” headlines like the examples above work so
well. They position your offer as an easy solution to prospects’ problems.

How does your product or service transform your visitors business life? Work that
out and use that as the basis for your headline.

Visitors to your landing page want to know if your ebook is worth downloading,
your product is worth purchasing, or your webinar is worth attending — and they
want to know quickly. Generally, keep it short and simple. If what you are offering
needs a longer explanation to convince the visitor to engage, then by all means,
use as much copy as will get the job done!

Words are more easily read in small chunks, use short two to three sentence
paragraphs at the most. Large blocks of text will only intimidate your visitors into
abandoning the page before they begin reading:

¢ Use small words
¢ Don’t use industry jargon

¢ Don’t waffle on!
© Your Logo

Keep It Simple,
Keep lt Intriguing Sign Up to Increase

Conversions Today

isitor landed on this page for a reason. Whatever you're offering
tleast a little bit interested. Email

Sign Me Up

some info first.

2018 Your Company » Privacy « Contact

Strong background images can set the mood and give an
bmmeadiate clue to what the product or service is.

100



MARKETING MOMENTUM MANUAL www.chichesterprint.co.uk

@
=

Model Your Marketing After the Best:

50+ (REAL WORLD)
LANDING PAGE &

EXAMPLES —

From art & design to how you architect your message— PAGE LOOKBOOK

these landing page examples will inspire you to add a
touch of 'pizazz' to your next web page.

Yes! Send Me the Lookbook!

If you struggle to explain the value of your offer in words alone try using visuals.
Studies have shown that it's far easier for people to process images than text.
Images can help your visitor understand how your product or service will be an
advantage for them. Perhaps an explainer video could detail how your offer
works and it's benefits to the viewer.

Visuals aren’t a one-size-fits-all solution though, the type you use to persuade
your visitors will depend on what you're offering. Use pictures, infographics and
charts only to ADD to the page. If an image doesn’t help visitors to better
understand your offer don’t use it — if they’re not relevant they’re a distraction!

Testimonials and credentails

A testimonial or two shows your prospects that you've done this before and that
you have satisfied customers. It adds credability to include names and head
shots if you can. A video testimonial brings reviews to life by capturing it on
camera. If you are the product — say a coach or presenter — then an introductory
video can establish your credibility and give confidence to convert the visitor.

Logos from industry membership bodies or accreditations are indicators that
your website is safe and that you operate a business that can be trusted.
The same goes for including logos from other businesses who are past or
current clients, they all add to your credibility.
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Keep the page focused on a single message — multiple calls to action will
confuse the visitor and lead to them clicking away without submitting their
details. It is best to avoid words like ‘Download’, ‘Request’ and ‘Submit’ rather
you should be emphasizing what you will do for them, not what they must do to
get it, for example; Here’s your seven secrets, Get the five steps to success
here, Show me how to avoid the one mistake!

Don’t make your call to action button too small, it won't just be harder to see,

it will be harder to click too. Most people access the internet via mobile devices
now, which means your button has to be large enough to press with their fingers.
Also, don’t make the button odd shapes like stars, these can easily be confused
for graphics on the page, use a standard oblong shape that is familiar to everyone.

If your offer is simple and straightforward and doesn’t need a great deal of
explanation then a short page with the call to action placed above the ‘fold’
(within the top part of the screen so it can be seen without scrolling) can be all it
takes to capture your prospect and get them to hand over their details.

ONTRAPORT 855-ONTRAPORT GET ADEMO

FREE GUIDE

EARN MORE QUALIFIED LEADS AND

CUSTOMERS WITH THESE STRATEGIES
FOR COLLECTING MEANINGFUL
CUSTOMER DATA

Getting your target market to pay attention to your brand is becoming increasingly difficult. With the combination of
competing products and services available at the click of a button and shortened consumer attention spans, marketers
and salespeople must get creative to capture their distracted audiences’ attention. The strategy that's working? Collecting
and segmenting customer data so that you can give each contact a personalized experience with your brand.

In The Guide to Gathering Customer Data, you'll find out the importance of customer data, what information to collect, how
to collect it with a CRM platform, and best practices for creating forms that capture customer information.

Share what the #1 challenge in your business is right now and receive this free download

o - @

By hitting "GET THE GUIDE" | agree to the terms in ONTRAPORT's Privacy Policy.
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© dotdigital  engagementCloud  Integrtions  Senvices  Leaming  Pricing  More  Login Free

F

© dotdigital  rgegementcout  nagations
prn
Worksheet o

The fundamentals of & 4

automation worksheet
o

Steve,
your download is ready

Get the worksheet

I

We think you might also find these useful

Landing pages should include a form but sometimes there is just a big button
and the form appears on the following screen. With every field you add to your
form, you learn more about your prospects but there’s a trade-off. Every extra
field you add is an additional obstacle that stands in the way of what your visitor
wants and if there are too many to fill in it could scare them away.

Keep it as simple and as brief as possible on this first point of contact, just full
name and email — you can always ask for more details the next time you market
to them with your subsequent offer.

Creating your landing page

Putting all of this into action can seem daunting, creating a landing page from
scratch isn’t easy. Thankfully there are many online systems that will help you
create all of the elements you need to create the complete campaign. Take a
look at companies like Leadpages, Ontraport, MailChimp, Constant Contact,
Get Response and Campaign Monitor to name a few, they all offer some or all of
the items you will need. If you're just not up to doing it yourself then ask your
web or marketing company to create the campaign for you.

Monitor, adapt and resend

Keep an eye on how the campaign is going over time. Try running an A/B split
test with headlines and images to see which gets the better results. See what
doesn’t work and what does and run with the more successful campaigns.

Once you have a winning formula just adapt and repeat!
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WINA TESLA
OR £30,000

an (2 EntrepreneursCircle

Ioin the Entrepreneur's Circle for free

How to Double your Profits in 2023: Discover the 6 key BIT.LY/FF-EC-FREE
insights & strategies that can ensure any established .

business will flourish and thrive this year... Follow the E E
link which explains everything you need to know! .

We also have a local network and business support
group that meets every month in Emsworth that is
welcoming and helpful. Come and try it out for free!
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