How to Advocate for Inbound
Budget and Upsell Your Existing
Accounts
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SEO Shop




Clients Dissatisfied




Unprofitable




1 Account Manager
= 37 Accounts




Average Retainer
$800 per month
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CLIENT
ANALYSIS

What is total MARKETING BUDGET?

How interested are they in GROWTH?

What VALUE can we provide?




Marketing Audit
Opportunity Analysis
Creative Brief

Proposal




Do you analyze your results each month so you can continuously improve results? Yes
Do you track your traffic sources? Yes
Do you track which traffic sources convert into leads? No
Do you track which leads convert into customers? No
Do you track the traffic source/marketing campaign for each visitor, lead and sale? No

SEO - down to keyword Yes
PPC - down to campaign/keyword No
Email - by campaign Yes

Sociol Media - by site Yo
Other campaigns (Online banner, email sponsor Inbound Marketing Traffic Calculator
Do you track your social media follower counts/
Do you track comments, inbound links and page vi Ent t Note: Achievement of desired results is d dent on your y's impl
Data from Evaluation In Calculator results of the full Hub bound Marketing hodology over a period of time. Use this
(Beige) (Grey) (Orange) calculator to set goals.
Historical Sales vs Growth Goals
Complete the folll g ions if any of your by Enter your monthly booked revenue goal.
How many active clients who provide recurring n Q'» How much new booked revenue do you plan to generate each month? A
What is the average amount of revenue you rece] &%
How many new clients do you acquire per month| New booked revenue:l $40,000.00 | Enter as a whole number. Example: 5000 ) ) B
What is the number of recurring revenue c"e"‘sf Enter the % of new revenue needed from inbound marketing. GAP ANALYSIS (months): 12
B wh.a Lis the’a \cﬁrage contracf length in months o 7V |What percentage of this revenue do you need to book from Inbound Marketin,
the g ifanyof your by R
What is the average amount of revenue you recel @ Percentage: Current 1,500 105 10.5
Wth:\fd many new(:lroject clients d:;vou acquire pel — — ge: " -~ Goal 2,314 231 34.72
at is your monthly revenue goal? at's your average lifetime revenue per customer? PR
How many months from now would you like to achij Q"’ Avg revenue per client: $288.04 Enter: I' Increase Needed . 68 11 2.02
& ve pe : : ‘First Month Increase Required 4% 9% 16%
Monthly New Customers: 347 Total Improvement Needed 154% 220% 331%
Calcul ber of hly leads ded to support new client goal.
What's your lead-to-customer conversion rate? What's your Goal? RECOMMENDED PLAN: FAST
5\9‘9& Current Fast
Lead-to-customer rate: 10.00% — Frequency/Month  Frequency/Month  Frequency/Month
Monthly Leads Needed*: | 347 Ongoing Activities (Number) (Number) (Number)
Calcul; hly traffic needed to generate required number of leads. Attract More Traffic
What's your visitor-to-lead conversion rate. What's your goal? - Write Blog Article 10 20 30
N Current - Build Link 3 6 9
0 Visitor-to-lead Conversion: 7.0% - Interact in Social Media 25 50 75
Convert Traffic to Leads
Monthly Visitors Needed*: 4,960
y I - l - Build Offer 1 2 3
- Build Landing Page 2 3 4
- Build CTA 2 6 12
Convert Leads to Customers
- Build Lead Nurturing Sequence 0.25 0.5 1
- Segment Leads 0 1 2
- Send Email Campaign 1 1 2
HubSpot 1K Contacts $300 $700 $1,000
Project/Acct Manager 4 8 12
4
Total Monthly Investment S 2,800 | S 5620 S 8,600




OPPORTUNITY
ANALYSIS

lanuary 2014;
NOCATEE OVERVIEW viitors: 30,682
Leads: 599
Customers: 88
Master-planned, residential community in Ponte

Vedra, Florida

Named the fifth fastest-selling master-planned
community in the US. in 2013

Clearly tracking the visitor to lead to customer
conversion

Innovative follow-up techniques via marketing
automation




CREATIVE
B RIEF

REQUEST MORE INFO

800-290-1422
MR. APPLIANCE LOGO Live Chat |

WHY MR. APPLIANCE? | SUPPORT | STEPS TO OWNERSHIP | FAQ | BLOG

NORTH AMERICA’S LARGEST Fake the First Step
APPLIANCE FRANCHISE Find out if owning a franchise
is right for you. Download our
This is where we have a couple of franchise report.

sentences (max) that represent the most
important info you want your visifors fo | |
fake away; why should they be inferested | |
and where should they start? | |
Remember, you have a handful of
seconds fo capture their attention. I

START HERE |

- Our Franchisee’s Say..
Ebook CTA Map CTA Video CTA
. FIND OUT WHERE WE CLICK TO LISTEN TO JOE'S 5 :
A AOUrOWRA OPERATE. (MAP OF STORY. LIBRARY OF VIDEOS. The industry is sfrong. You
FRANCHISE" FRANCHISE LOCATIONS) can cut back on discrefionary
services, but gppliances are

LEARNMORE | ||| cLickHERE  |[||| wATCHNow | becoming less of @

convenience and more of a

necessity.....”

- Scoft Stewart
THIS WILL HAVE MORE INFO!
Sometimes we call fill in body copy like this Lorem Ipsum and it goes like: Lorem MORE SUCCESS STORIES
ipsum dolor sit amet, inimicus vulputate eu eam, homero labore audire quo ne, velit.




PROPOSAL

Basic

Dedicated account manager

Fast

Dedicated account manager

Faster

Sr. level account management

12-Month marketing strategy

12-Month marketing strategy

Detailed 12-month marketing strategy

2 consultative calls per month

Regular consultative calls (multiple per
week)

Regular consultative calls (daily)

Technical support & training

Technical support & training

Technical support & training

Routine keyword analysis

Routine keyword analysis

Routine keyword analysis

1-2 blog articles per week

3 Blog articles per week

4-5 blog articles per week

Social media marketing training

Sccial media marketing, scheduling,
training & analytics

Sccial media marketing, scheduling,
training & analytics

1 weekly marketing email

Regular email marketing (several per
week)

Regular email marketing (several/week)

Creation of new offers quarterly

Creation of new offers monthly

Creation of new offers monthly

CTA implementation

Creation & implementation of smart
CTA's

Creation & implementation of smart
CTA's

Creation of 2-3 landing pages
per quarter

Routine creation of smart landing pages

Routine creation of landing pages (A/B
testing)

HubSpot management

HubSpot management

HubSpot management

On-page SEC monitoring

On-page SEO monitoring

On-page SEC monitoring

Off-Page SEO [link building & local SEC)

Off-page SEO [link building & local SEC)

Visual content creation & marketing

Visual content creation & marketing

Prospect & lead intelligence

Prospect & lead intelligence

Smart contact list segmentation

Smart contact list segmentation

Salesforce.com integration

CRM integration

Regular competitive analysis

Regular competitive analysis

Quality lead identification statement

Quality lead identification statement

Creation of buyer personas

Creation of buyer personas

Press release marketing

Manzagement of a2 PPC campaign

Video marketing

Branding strategy

Customized workflows

Advanced lead nurturing

Custom reporting

Closed lcop reporting

$2,495/month

$3,995/month

Marketing cost analysis

$5,495/month




WHAT WE
LEARNED....

Focus on PROBLEMS not BENEFITS
Involve KEY DECISION MAKER

DIFFERIENTATE from Competition




HOW WE
STAFFED




STAFFING (OLD MODEL)

Account Office Outside
Manager Manager Sales




STAFFING (NEW MODEL)

Strategic Team

Operations Manager

VP Business Development ]

A4

Director of Strategy

Director of Account Servicesl

Strategic Consultancy

"

Account Manager

Fulfillment

Account Coordinator

Fulffillment

/

Account Coordinator

Design

Content Strategy

Social Media

Campaign Maintenance

Strategic Consultancy

create




PERSONALITY
ASSESSMENT

Participant's Name:
Position:

Compatibility Rating: High

Lauren Overby

Account Manager (Farmer)

Date:
Compatibility Points:

Recommended Coaching Hours:

March 20, 2013
46

2 (per month)

This participant’s Recommended Coaching Hours (per month) refers to the total time that could be required by the manager to compensate for
incompatibilities relating to this Personality/Motivation dimension of success. These incompatibilities are defined by the distance between his/her
scores and the "Ideal Range." For specific Coaching Recommendations click on any of the "Basic Eight" CPQ trait names (see left side of this Chart).

Important Note: The CPQ should never be used as a stand alone assessment to hire, promote, or terminate employees. The CPQ only measures a
single dimension, Personality/Motivation. Contact Asher Training at 202-742-6639 if you have any questions.

"Basic Eight" CPQ Traits

[ | Participant's Score ngh Compatibility =~ Moderate Compatibility B Low Compatibility
Lower (0-40%): e R TN S Higher (60-100%):
Goal- 1. More even paced/easy going 1. More impatient/goal-oriented

orientation 2.Educates buyers (rather than sells)

(84%) 3.Emphasize "sense of urgency"
Monitor # of closing attempts
Need for 1. Seeks peace and harmony

Control 2.Would rather work as part of team
(7%) 3.Motivate as "part of the team"
Consider mentoring programs

Social 1. Asks (rather than tells)
Confidence 2. Can yield control to buyer
(56%)

Social 1. More socially controlled /private
Drive 2. Prospecting burnout possible

N 3.Match personal needs
(51%) to prospecting goals
Detail- 1. Sells Benefits/Needs/Emotions

orientation 2.Can neglect activity reports
(58%)

Good 1. Has weak ego defenses

Impression 2.Can take criticism personally

(60%) 3.Reinforce mission/purpose and
depersonalize criticism

Need to 1. More serious and task oriented

Nurture 2. May lack tact or diplomacy

(63%) 3.Emphasize customer service

Skepticism 1. More positive and trusting

3. Train to answer objections
and use "power phrases"”

3.Emphasize call/activity reports
Monitor efficiency/compliance

I 2.Can be easily distracted/bored

3.Emphasize consistent # of calls

Monitor focus and follow through

1. Seeks control and independence

2. Would rather "be the boss”
3.Motivate by awarding
independence from supervision

1. Tells (rather than asks)

2.Controls the sales presentation
3.Train to ask questions and to use
"counselor selling” techniques

1. More outgoing; enjoys prospecting

2. Dependent upon public recognition
3.Motivate via public recognition
and group/peer competition

1. Sells Features/Facts/Figures

2. Can have "analysis paralysis”
3. Emphasize selling the need
Monitor office/computer time

1. Has strong ego defenses
l 2.May not recognize faults or failures
3.Point out examples of excuses and

inability to admit mistakes

1. More polite and sensitive to others
I 2.Spends too much time serving/helping
3.Emphasize time management

1. More skeptical and distrusting




WHAT WE
LOOK F OR

Critical Thinking Ability

Willingness to Help

Willingness to Learn




PERKS

' We’take other markets into: NN
consideration when

 calculating salaries. We  team, understand our vision, also support team initiatives  together. We digeach

_ atempttogetascloseto  and grow their role farbeyond  toward environmental, another. We have a ping pong |
| national standardsas | the base expectations. Qur | community, and heaith | table, butusuallyendup

possible. This is particularly = work style supportsand  causes. }F_Lirt‘he'r. wetryto drinking wine and playing
awesome since the costof  rewards experimentation and  stock our fridge with a variety  Cards Against Humanity or. |

Usually at the pootor

NHHIHIIH;H;H;IH R L crammed into the back ofan

APPLY NOW




TRAINING
EDUCATION

&

Essential Skill Matrix

PCRAgency Skill Maturity Profile

Basic Skills Independence and Execution Complex Analysis and Development Novelty Influence Acclaim
Ability Tier 1 I Tier 2 Tier 3 Tier 4 Tier 5 Tier 6 Tier 7 Tier 8 Tier 9
o I take compiled
1 can compile client- ial (: i fomym
relevant online, mr;i:dn and d research (data
Research print, and other formulate basic collection) usi
material research hypotheses and dahﬁdud‘ﬂ
without expllut - m m
guidance. smmod&mm .
Icancrafta With time to prepare,
S t .
When given time for . .. |1 can write and speak
preparation, I can %mrnm . clearlyand
Communication | write and speak on document (long intelligently about
with clarity and e complex ideas,
intelligence. ST systems and
(verbal). N~
- My personal pride is
I can take a:in idea or G(pewi.}m)em reflected in -
concept and express - attention to
Creation | itin g relevant, clear | CTeAte 2 cOMPEIling | crogto arg
physical product. SRty Y “;emm :rpi:d.
1can clearly and
dispassionately Imhpk‘
express sy feelings mforltl::h{‘otl‘@l'kle froma mgh.tnd that
SN e wide variety of mue,pn-
Synthesis situation. I take an T relevant, and reflects
eml‘:xtiogmy. rather interesting patterns | a nowvel approach to
than dogmatic .
approach when and correlations. mm
responding.
Ican add Ican
incremental value 1can confidently |develop and deliver a
Presentation with comfortand  deliver the meat of a i
confidence in final presentation to that
meetings, callsor  colleagues or clients. awinning
presentations. result.
I can describe big 1can take an 1 can sense and solve
MaStir;ategicim pl??lrtmu:itmp;ll:m .3 with support and min the midst of a
nifestat strategy willbe  minimal supervision, | complex and quickly
executed. bring it to life. moving




HOW WE
OPERATE

Our Ever-evolving Stack

Transportation/Travel
Uber, AirBnb, JetBlue

General Productivity Stiga Table Tennis,
Bold Bean Coffee, Aardwolf Brewing

Building things J
Adobe CS, AutoDesk, Giant Whiteboards

Meetings, Lunches
Evernote, Moleskine

Conversations with anyone
Twitter, Medium, Gmail

Intern Recruiting
WickedSmart

Process models
Creately

Messaging, popup collaboration, email reduction, cat
photo sharing: HipChat

Project management, doc consolidation, internal
cms: StrikeBase, Google Apps

Analytics, CMS, workflow
automation: HubSpot




“The shortcut that’s sm work
ev/ehLv,t*rﬁe. Take the long way. Do the
- ard work, consistently and with
geAerosity and transparency. And then
y ou w?ﬁ"’t“‘waﬁut.e\time doing it over.”




MENTORSHIP SPHERES

ORGANIZATION
SIDE

CLIENT SIDE

DESICN/
ARTIFACT
CREATION

CAMPAIGCN
STRATEGY AND
METRIC
ORIENTATION

UNFOLDING & EMERGENT
SYSTEMS

CUSTOMER
OBSERVATION
& INSIGHT

MODULAR
TEAMS

NEW
BUSINESS
DEV

EXECUTION & MONITOR,

TACTICS ANALYZE &

PLANNING INTERPRET

(DECISION FEEDBACK IMPLICIT
PATHS) (TESTING) GUIDANCE

PCR
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$1.2 Million







$27,000







