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WHO ARE WE?

● Eight years in digital marketing business

● Google Analytics & HubSpot Certified

● Lead generation, writing, analtyics, digital advertising 

● BA in History – James Madison University

● Cool hobbies - Beekeeping & spear fishing

Preston Kendig
Content Specialist

● Former CEO of Impression Marketing

● Eight years in digital marketing business

● Former SVP Business Systems Mgr., Wachovia Securities

● Contributing columnist - WorkIT Lynchburg & SVA

● MBA – Virginia Tech, B.S Accounting, LIU

● Horrible golfer, decent tennis player



● Inbound & Digital marketing agency

● Focus on generating online leads & sales for 

SMBs and security alarm companies

● Richmond, VA

● Founded in 2004

● 22 employees

● Google Analytics Certified

● Hubspot gold partner

About WebStrategies Inc.



facebook.com/WebStrategiesInc



1. Learn about your challenges and opportunities

2. Overview of marketing & digital trends

3. Personalization & how to get personal

4. Security marketing trends & lead generation 

examples

5. Q&A

SECURITY MARKETING AGENDA



Getting to Know You



Poll Questions

1. What percent of your revenue to you budget for marketing?

2. Are you currently advertising on Google, Facebook or LinkedIn?

3. Are you using content – blogs or social media to generate leads?

4. Do you see a positive return on your investment from marketing?

5. Do you use email marketing to reach customers & prospects?



Digital Trends



Marketing Spend
DIGITAL TRENDS



DIGITAL TRENDS



The average buyer is 

through a purchase 

decision before engaging a sales rep

DIGITAL TRENDS

Marketing studies 

indicate that

93%

79% 

of B2B buyers start 

their buying process 

using search engines



WHAT IS CONTENT MARKETING?



•Blog posts

•Case Studies

•Social media posts

•Pictures

•Whitepapers

•Infographics/handouts

•Email/newsletters

•Videos

•Webinars/Events

•E-books

•Press Releases

•Mobile Apps

•Website content

WHAT IS CONTENT MARKETING?



CONTENT MARKETING

80% focus on 

lead generation 

as a goal



How About You?



Poll Question 1

Results

What percent of revenue do you budget for marketing?



Personalization & Targeting

DIGITAL TRENDS



Personalization & Targeting

DIGITAL TRENDS



Personalization & Targeting

DIGITAL TRENDS

• Marketers see an average increase of 20% in sales when using 

personalized web experiences (Monetate)

• Personalized CTAs resulted in a 42% higher conversion rate 

than generic CTAs. (Hubspot)

• Leads who are nurtured with personalized content produce a 

20% increase in sales opportunities.  (Demand Gen)

• 74% of consumers get frustrated when website content 

appears that has nothing to do with their interests (janrain)



What Does 
Personalization 
Mean To You?



Personalization
● calling them by name

● referencing their account

is not just...



Personalization
● calling them by name

● referencing their account

is not just...

it’s also...

● knowing the relationship

● knowing their situation

● giving them a customized user experience

● hyper-targeted advertising



Personalization

can occur onsite and offsite to 

drive qualified users to our properties, or

to get active users to take a 

desired action as part of their visit.



Adobe Digital Insights

33% 50% 33%
prefer personalized 

messages

of those under 50 

prefer personalized 

messages

of those 18 to 49 

like personalized 

ads, but say 

they’re not good 

enough















A buyer persona is a semi-fictional representation of 

your ideal customer based on market research and 

real data about your existing customers.

Buyer personas help you understand your customers 

(and prospects) better. This makes it easier for you to 

tailor your content, messaging, product development, 

and services to the specific needs, behaviors, and 

concerns of different groups.

What’s a Buyer Persona?

Source: HubSpot



Solve For The Human, Not 
The Target Market

Personalization & Targeting
DIGITAL TRENDS



Let’s get personal...



Describe Your Primary Customer

Give them a memorable name ______________________________________

How old are they? __________________

Are they male or female? ____________________________

How much money do they earn? ________________________________ Job function?_____

Goals (what do they ultimately want to accomplish)

1. _________________________________________________________________________

2. _________________________________________________________________________

Pain Statements (the pain which causes them to take action)

1. “________________________________________________________________________”

2. “________________________________________________________________________”



Describe Your Primary Customer

Give them a memorable name Warehouse Manager Joe

How old are they?  42  

Are they male or female? Male

How much money do they earn? $75k+ Job Function Manages all warehouse operations

Goals (what do they ultimately want to accomplish)

1. I need to keep my building secure 2. I want to take over managing our other warehouses

Pain Statements (the pain which causes them to take action)

1. “We had a break-in and product was stolen” 2. “It’s my responsibility to make sure the wrong 

people aren’t getting into rooms they shouldn’t have access to.”



Joe is 42 years old and has been working here for 10 years. He has moved 
up from various positions in the company. When not working or out 
enjoying time with his wife and two kids, he daydreams about how he can 
help his adult league softball team win and also how can he move up to 
Operations Manager at work overseeing all their warehouses.

Despite being a positive and enthusiastic individual, Joe’s demanding boss, 
the CEO wants no more break-ins, is tired of the repair bills from broken 
windows and doors and doesn’t want to explain to another customer why 
their delivery is delayed due to unavailable product.

Joe sees advertisements for security systems every time he is on Google or 
LinkedIn thinking of a new career and even on Facebook when he’s killing 
time at his daughter’s soccer practice.

Joe’s security system research takes place while at work on his laptop and 
after work at the ballfield or on his couch while binge-watching the latest 
Netflix series with his wife.





Stage Actions taken Tactics

Awareness
What they do once they 

recognize their pain

Consideration
What they do once they 

understand their problem

Preference
What they do once they 

have narrowed down their 

options

Delight
What you do to blow them 

away once they’re a 

customer



Stage Actions taken Tactics

Awareness
What they do once they 

recognize their pain

Ask a trusted friend

Google search the problem

Consideration
What they do once they 

understand their problem

Search for specific solutions online

Go back to his/her network

Preference
What they do once they 

have narrowed down 

their options

Compare them side by side

Talk to sales rep - acquire information

Engage top choices directly

Delight
What you do to blow 

them away once they’re 

a customer

Data focused

Surveying and reacting quickly

Providing ongoing education and information



Stage Actions taken Tactics

Awareness
What they do once they 

recognize their pain

Ask a trusted friend

Google search the problem

SEO

- education content

Display ads

Social advertising

Consideration
What they do once they 

understand their problem

Search for specific solutions online

Go back to his/her network

SEO

- service terms (search)

PPC

- service terms

Email marketing (prospects)

Video

Preference
What they do once they 

have narrowed down their 

options

Compare them side by side

Talk to sales rep - acquire information

Engage top choices directly

Reviews - 3rd party sites

Onsite information

- comparison charts

Email marketing

Case studies

Delight
What you do to blow them 

away once they’re a 

customer

Data focused

Surveying and reacting quickly

Providing ongoing education and information

Email marketing

Social media

Surveys/check-ins

Reward programs



Poll Question 2

Results

Currently advertising on Google, Facebook or LinkedIn?



7 Ways To Hyper Target
Your Advertising



Who Are We Targeting?

Potential residential new customers 

Potential commercial new customers

1
2



On social platforms like Facebook + Instagram or LinkedIn

Other websites selling ad space

Within Google search results

On your website or other owned properties

Where Do We Reach Them?

1
2
3

4



Display / Banner ads

Search ads

Onsite pop-up (converter) Ads

How Do We Reach Them?

1
2
3



Linda Matt

Bill Joe



● 45 year olds

● Basic alarm system in home

● Earns $85,000/yr

● Married, two kids

Gen X Personas - Residential
Linda

● 44 year olds

● Shopping for a security system

● Earns $75,000/yr

● Thinking DIY

● Married, three kids

Matt

✔ Customer 
x not a customer



● 55 year olds

● Earns $100,000/yr

● Has full security suite at work

● Security system at home

Gen X/Boomer Personas - Commercial

Bill (Facilities Mgr.) Joe (Warehouse Mgr.)
● 42 year olds

● Earns $75,000/yr

● Used ADT at old job

● No security system at home

x not a customer✔ Customer 



Linda Matt

JoeBill

✔ customer 

✔ customer

x not a customer

x not a customer

Commercial

Residential



1.Target Based On Onsite Behavior

2.Target To Email Addresses

3.Use Cusomer Emails To Match Ads To New Potential Customers

4.Target To Interest & Online Behavior

5.Target based on Search Behavior

6.Target to Past Site Visitors

7.Target Onsite Ads Based On Website Behavior

How & Where To Personalize Advertising

1 2 3 4 5 6 7



Match Display Ads To 
Onsite Behavior

1 2 3 4 5 6 7



Match Ads to Onsite Behavior

What you’ll need:

1. Facebook or LinkedIn ad campaign

2. Google ad campaign

3. Google Analytics

4. Google Tag Manager

5. Links or pages on website for specific audience segments

6. Display ads



Residential 

Security
Commercial 

Security



Commercial 

Security Visitors

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

Residential

Security Visitors

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________



Commercial 

Security Visitors

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

Security Company

New Hi-Tech 

Cameras

New Hi-Tech Cameras!



Residential 

Security Visitors

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

__________ _________

Security Company

Remote 

Security 

Access

Remote Security Access



Match Ads Using Email 
Addresses

1 2 3 4 5 6 7



Match Ads Using Email Addresses

What you’ll need:

1. Facebook or LinkedIn ad campaign

2. Google ad campaign

3. Customer email addresses (segmented)

4. Display ads



Commercial Security 

Customers

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

Residential Security 

Customers

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________

__________________ _________________



Metro City CUHi-Tech Camera 

Systems

Facebook Custom Audiences



Facebook Custom Audiences



Google Customer Match

Remote Secuirity Access



Use Customer Emails 
To Match Ads To New 
Potential Customers

1 2 3 4 5 6 7







1. Facebook or LinkedIn ad campaign

2. Google ad campaign

3. Customer email addresses (segmented)

4. Display ads

Use Existing Data To Find New Customers

What you’ll need:



Look-a-Like Match

Video add



Look-a-Like Match



Match Display Ads To 
Someone’s Interest & 

Online Behavior

1 2 3 4 5 6 7



1. Facebook or LinkedIn ad campaign

2. Google ad campaign

3. Display ads

Match Ads To Interest and Behavior

What you’ll need:



Matt is going to security websites and searching 
for home security systems.

Security 

Website



Matt is in the 

market to 

purchase a 

security system







Home  

Security 

Special

Home Security Special



Match Display Ads Based 
On Search Behavior

1 2 3 4 5 6 7



1. Search behavior of defined target audience

2. Specialty ad delivery platform

3. Display ads

Match Ads Based On Search Behavior

What you’ll need:



Security Company

Home 

Security 

Specials

Home Security Specials



Match Search Ads Only To 
Past Site Visitors

1 2 3 4 5 6 7



1. Google Adwords search strategy + campaign

2. Google Analytics

Match Search Ads To Past Site Visitors

What you’ll need:









Target Onsite Ads Based 
On Website Behavior

1 2 3 4 5 6 7



1. Pop-Up software

2. Display ads 

Target Onsite Ads Based On Behavior

What you’ll need:



Residential 

Systems1.



Residential Security

Special Offer To 

Residential Customers 
Remote Access – 3 months free!

Sign up Now

3.



LinkedIn Bonus! 

• Upload a list of target companies and have at 

least 300 LinkedIn profiles tied to the 

companies.

• Show your display ads on LinkedIn to these 

profiles or a subset of them.





1.Match Ads to Onsite Behavior (they visited your website)
2.Match Ads Using Email Addresses (upload customer emails)
3.Use Existing Member Demographics To Match Ads To New Potential 

Members
4.Match Display Ads To Someone’s Interest & Online Behavior (sites they 

visited)
5.Match Display Ads Based On Search Behavior (keywords searched)
6.Match Search Ads Only To Past Site Visitors (Google ads)
7.Target Onsite Ads Based On Website Behavior (Pop-up ads)

How & Where To Personalize Advertising

1 2 3 4 5 6 7



Poll Question 3

Results

Are you using content – blogs or social media to 

generate leads?



What does this all mean for 

Security Companies?

SECURITY TRENDS



40%-50% of Website Traffic

Mobile Responsive, mobile specific 

elements & fast!

Think Mobile First & Only Home Page Not as 

Important

Just 20%-30% of Website Traffic

Increase focus on other pages 

with Calls to Action

SECURITY TRENDS

Visit our Facebook page for more on mobile optimization:

facebook.com/webstrategiesinc/videos



SECURITY TRENDS



SECURITY MARKETING EXAMPLES

Landing page example



Landing Pages
SECURITY MARKETING EXAMPLES



WEBSITE SALES FUNNEL



LANDING PAGE



CONTACT FORM



10-25% of Website Traffic

Posts, Boosting, Video, Ads

Facebook is King Organic Search Increasing

45%-55% of Website Traffic

Blogs, Videos, Local Listings

SECURITY TRENDS



Facebook Ads

SECURITY MARKETING EXAMPLES



Facebook Advertising SECURITY MARKETING EXAMPLES



Social Media SECURITY EXAMPLES



Facebook Video Post

SECURITY MARKETING EXAMPLES



Facebook Video – Boosted Post

SECURITY MARKETING EXAMPLES



Social Media – Boosted Blog Post

SECURITY MARKETING EXAMPLES



News/Blog Headlines!

Keep answering your customers & prospects questions

CONTENT



25%+ Open rates

Great for customer engagement, 

retention & upsell opportunities

Email is Powerful More Video

Highest viewed & shared blogs & 

posts have videos in them.

ALL RESULTING IN LEAD GENERATION!

SECURITY TRENDS



Customer Email



FB Lead Ad with Video



Landing Page



Landing Page with Video



Customer Survey



Local Presence Matters

• Create local website pages

• Google local listings/map

• Foster relationships with 

local Police, Fire, EMT & 1st

responders

• Advocate for Neighborhood 

Watch programs

SECURITY TRENDS



Local SEO Pages

SECURITY MARKETING EXAMPLES



Residential Commercial

SECURITY TRENDS

Hot Search Topics



Google’s Rule!

SECURITY TRENDS



Top Lead Generation Sources

1. Content via Google searches

2. Social Media Ads - Facebook

3. Google PPC Ads – Commercial

4. Email newsletters & direct emails

5. Mini “Get a Quote” forms

6. Phone calls (you should track these)

SECURITY TRENDS



Google PPC Ads

SECURITY MARKETING EXAMPLES



Commercial Campaign for Churches



Poll Question 4

Results

Do you see a positive return on your investment 

from marketing?



Direct Mail & Online Video Link



Direct Mail & Online Video Link



Conversion Rate 
Optimization– A/B Testing Website Functionality

Before



Website Functionality

70% increase in conversions (form fills)!

After
Conversion Rate 
Optimization– A/B Testing



Poll Question 5

Results

Do you use email marketing to reach customers & 

prospects?



We’re All Done!



Upcoming Webinar: Streamline your sales 

process and close more business

1. Improving your sales process

2. Lead tracking, nurturing and closing

3. Increasing closing rates

4. Analytics & ROI

Thursday, July 13, 2017 - 1 pm EDT

Register: bit.ly/julysecuritywebinar



Follow-up

1. We’ll email you all the poll results & the presentation

2. Free Marketing Review & Recommendations (if you ask)

3. Download our Security Marketing Calculator

howard@webstratetgiesinc.com

804.464.1230

bit.ly/securitybudget

mailto:howard@webstratetgiesinc.com
http://bit.ly/securitybudget


Security Calculator

bit.ly/securitybudget

http://bit.ly/securitybudget




Want To Incorporate This 
Into Your Strategy?

Howard Deskin
Howard@WebStrategiesinc.com

804-464-1230

Search · Website · Display · Analytics



Thank 

you.

Howard Deskin
Howard@WebStrategiesinc.com







Appendix



Short contact forms

Website Functionality

Longer forms can work for higher value items

1. Simple & concise
2. Only ask for necessary information
3. Strong calls to action (text and buttons)
4. Experiment with the message
5. Research conducted by HubSpot that analyzed 40,000 contact 

forms found that reducing contact form fields from four to three 
can increase the conversion rate by almost 50%.



Opt in pop up boxes Website Functionality



Website Content Examples

1. Images
2. Videos
3. Ebooks
4. Case studies
5. Comparison charts
6. Calculators
7. Tech Manuals
8. Oh and plain old text!

CONTENT

Answer people’s questions!



Blogs/News

1. Increases your indexed pages on Google
2. Provides deeper answers to customer questions
3. Enables another marketing tool when running campaigns
4. The content becomes an asset to your company
5. Showcase industry expertise

Google will reward updating content regularly with higher search rankings

Key - catchy title,  2-3 subtitles, 2-3 internal links, a suitable 
image, and a quality call to action. 

CONTENT

Special Tip:  Add links to recent posts in your email newsletter



Videos

1. Get from your suppliers
2. Quick tips
3. How to’s (change a panel battery)
4. Testimonials
5. Product reviews
6. Convert TV or radio commercials

CONTENT

Create one on your smartphone!



Social Media Posting

We believe you should have a presence on social media, but don’t over do it

1. Local news
2. Business updates
3. Answer questions
4. Best practices & tips
5. Something fun
6. Images & videos
7. Share blog posts

Special Tip:  Select a few platforms you are comfortable with and 
concentrate on those (Ex: FB, Twitter, LinkedIn)

CONTENT



Google Adwords – is it still effective?

1. Enter at your own risk!
2. Can get you quick results
3. Customizable ads, keywords and targeting
4. Google is giving them more search real estate, especially on mobile

Mobile ad budgets are approaching 10%

Digital Advertising



Facebook Post Boosting

Digital Advertising



Email to Honeywell Lynx customers 
eligible for remote access

Outbound Marketing



Outbound Marketing

Landing page from the email



Enticing Calls to Action Website Functionality

Experiment with different wording, colors and sizes



CTR increase from .28% to 13.95%! Website Functionality

Only 22% of companies surveyed are 
satisfied with their conversion rates 

(econsultancy.com)


