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" Tactical Skills
for the Growing Business




Housekeeping

Turn off Cell Phones!

Close Laptops
If possible, please wait for the break

Write down questions




Who Is This Guy?

EVERYTHING YOU’VE EVER HEARD ABOUT .

ﬁknzname, SMAS.RB?JgAESg |‘s\. w RO N G !

More Leads More Conversions More Transactions Higher Prices  More Profits
Build A Million Dollar Business One-On-One Coaching

Everything You've Ever Heard About
Generating Leads For Your Business Is WRONG!

The 3 Biggest
Lead Generation
Mistakes Small
Businesses Make...

And How To
Overcome Them All

Email Address

00:00  shwnllf] 52

www.FocusMarketinglnstitute.com




The Five Growth Drivers

More Leads

How We Generate All The Leads
Your Business Can Handle

Launch »

More Conversions

How We Convert Leads
Into Paying Clients

Launch »

More Transactions

How We Convince Clients
To Buy More Often

Launch »

Higher Prices

How We Increase Prices
Without Losing Any Sales

Launch »

More Profits

How We Skyrocket Profits And
Dominate Markets Like Yours




More Leads
How We Generate All The Leads

Your Business Can Handle

Launch »




Today’s Game Plan

* Help you discover actionable strategies
you can use - starting today - that will...

Increase the quantity of your leads
Increase the quality of your leads

Show you some case studies as examples
Show you a social media strategy on
LinkedlIn that is revolutionizing the way we
do networking



Today’s Game Plan

Just one new idea
that you put into
action can change
everything

AHA?




Today’s Game Plan

« Consider aroadmap you can
use this week to start
Improving your sales and
marketing results q

ﬁv/




Marketing Fundamentals

 Have something good to say — “Market-Dominating Position”

« Say it to the Right People - targeting

« Say it well — compelling marketing

« Say it often —repetition

=> “Your prospects have a problem they don’t want, and want
a result they don’t have”

=> “Enter the conversation in the mind of your prospect”




Marketing Fundamentals

A simple formula for generating more lead
(from Dan Kennedy)

Market (the target)
Message
Media




Market, Message, Media

Case Study: Chiropractor

Specialized in “Fibromyalgia Diagnosis”
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1 Yes! | want a Complete Exam

Dr. Brad wil ghve 3 compiete gaam, inclucing x-ays if needed. 250 vdue)
| Call 507-WELL (9355)
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Market, Message, Media

Refocus: Chiropractor / Fibromyalgia

 Market: women 18 — 85, massive pain throughout body

- Message: If you’re misdiagnosed,
you’re suffering needlessly

 Media: Cable TV, Facebook PPC, direct maill, radio




Refocus: Chiropractor

Offer:

Fibromyalgia

The Little Known Secret To
TOTAL AND COMPLETE
FIBROMYALGIA Relicef
How To End Fibromyalgia Sulfering Now!

FREE Report

“I'we Lived Witk Consiant Tivabbing, Debiitalicg.
Aed Sometioves Exsevciatiog Pale Asd
Navsea Fov Yeurs
My Doctor’s $o Cafted Treatmest Was

‘Pain Killers.’
Now:. /' OF The Devgs
Acd My Paia Aod Nawzes Are Gooe™

The Secret To Total
And Complete
Fibromyalgia Relief

JUST invew shout weng
' Libese Read Biis SHOCKING
repert 10 find oot how!




Refocus: Chiropractor

e

Chronic Pain Eliminated... FOREVER!
Revolutionary New Scientific Breakthrough Has Been Clinically Proven
To Provide Immediate and Permanent Relief From All Chronic Pain

Innovative "All Natural" New Supplement Uses Patented Delivery Formula
That Is A Whopping 85% More Effective
Than Traditional "Health-Destroying" Pain Relief Medications

e Free Report + Coupon...

’;5‘ | Revealing report gives you all the

- > facts and clinical study results
/4 5 as well as a 35% discount

/’ ‘.‘p A coupon for your first purchase
T First Name

‘Rﬂto 3‘m|nute Email Address

Video Goes Here I Give It To Me! |




Market, Message, Media

Refocus: Chiropractor / Fibromyalgia

Result: Generated 137 leads in 4 days

4,566% LEAD INCREASE




Market, Message, Media

Case Study: Daycare

S - oty :
BACK TO - =% Mailed out postcard
to every home within

SCHOOL - b Wi

NOW ENROLLING o : :
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Preschool, & for F RE E
NO calls!!

Structured Curriculum

for All Ages :

GREAT LOCATION! o 4 A ¢ i
Free Nutritious "‘“i/
Food Provided - i
CCMS and CCS B 5210 Duck Creek Dr. Garland, TX

*  www.forkidsonlylearning.com

972-240-4115

are Gladly Accepted




Market, Message, Media

Refocus: Daycare

« Market: Parents that want their kid(s) educated in daycare

 Message: We GUARANTEE your child will be reading at a
first grade level prior to entering kindergarten

« Media: Networking, targeted direct mail, radio, TV, FB PPC




Message: Useful Information

Is Your Daycare’s Idea

Of Good Educational
Curriculum Watching
Barney On TV?

N

How Would You Like Your Child To Be Reading
At A 1st Grade Level Before Starting Kindergarten?

e Ave Twa “Sciocts OF Thowgne
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Here's What To Expect From A Daycass
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YES! Send Me The FREE Report.

Ploase Fax Tor (555) 555.5555
Or Call {588) 555.5588

*10 Things Your Daycara Might Not Tel You®

Out of 48 Daycare Centers.
Only One was

Specifically Designed And Equipped
To The Unique Needs

Of
Accelerated
Children.

We Have A
22 Station
Dell Computer Lab.

Other
Daycare Centers,
Unexplainably, have

ZERO.




Market, Message, Media

Refocus: Daycare
Result:
Generated 58 leads In first week

Had to stop running the ad!!




Compelling OFFER

The beginning point to converting more
leads Is to create a compelling offer




What’s The Offer???

— Client Login  Locations  Live Events Blog  ContactUs Q
THE
MUTUAL A _
FUND (M Retirement Consultation Call Now!
STORE ®) (800) 375-3000
or click here
Investment Services Planning & Retirement Education Center The Mutual Fund Show'
Home > Financial Advisors > Overland Park - Financial Advisors =
Gary Bussin
7 9 Contact Gary
CFP=
Director - Retirement Plans Question
overland Park an Appointment

About Financial Advisor Gary Bussing

Office Location
11095 Metcalf Avenue
Overland Park, KS 66210

* Joined The Mutual Fund Store in 2000. Began his career in the financi
services industry in 1952,
* Successfully completed the Series 65 license administered by FINRA.
# Earned the distinctions of CERTIFIED FINANCIAL PLANMER (CFP®), 3
Chartered Financial Consultant (ChFC) and a Certified Life Underwrite
(CLU).
* B.5. degree in Economics from the University of Missouri — Columbia;

Masters of Business Administration in finance from the University of
Missouri - Kansas City.

Phone: (913) 338-2323
Toll free: (800) 349-2323
Fax: (913) 338-1990

Cartified Financial Planner Board of Standards Inc. owns the certification marks CFPS,
Certified Financial Planner™ and federally registerad CFP (vith flame design) in the U.5.,
which it avards to individuals who successfully complete CFP Board's initial and ongoing

certification requiremants.

We value your privacy.
View our

————




What’s The Offer???

ABOUT SERVICES PATIENTS CONTACT ‘j]

~ ADVANCED SPG'(TS & FAMILY

&AACUPUNCT URE

vider with most

Treatments Chiropractic Acupuncture Free New Patient

Aghancod gpaste o Comu asascoa oustoomor Consultations _____




Compelling Offer

i’

Chronic Pain Eliminated... FOREVER!
Revolutionary New Scientific Breakthrough Has Been Clinically Proven
To Provide Immediate and Permanent Relief From All Chronic Pain

Innovative "All Natural” New Supplement Uses Patented Delivery Formula
That Is A Whopping 85% More Effective
Than Traditional "Health-Destroying" Pain Relief Medications

Free Report + Coupon...
> ‘ { Revealing report gives you all the
facts and clinical study results

/l" as well as a 35% discount

/' p j | coupon for your first purchase

First Name

,ﬂ[‘ to 3 mlnute Email Address

Vdeo Goes Here Give It To Me!




The Buyers Journey
ﬁ

Useful Information — Email Drip

Future Buyers Soon-to-be Buyers Novi Iig/())/ers
Benefits of Objections to Vendor
Ownership Ownership Selection

Why SHOULD | Why WHO should |
buy? SHOULDN'T | buy from?

buy?




More Leads & Conversions

=A “Drip Campaign”

- Automated, Periodic, short emails reinforcing the
Information sent. Simple, discreet call-to-action

THE LIFECYCLE OF A DRIP EMAIL

'DW Li

@ -

TRIGGER >

-
EVENT RERLYE




More Conversions

Hi, <<First Name>>,

Have you had time yet to review the discussion on page 4 of my Fibromyalgia Report? Have you
found something that resonated? | will be the first to agree that this condition is hard to pin down
sometimes.

I've set up a blog for us to talk about all this. Just click here to give us your thoughts:
http://9nl.de/Dayl. We need to work together to beat this debilitating condition.

| look forward to hearing back from you,

Dr. Jones
301-XXX-XXXX

PS: If you'd like to come in and talk about your situation, just give us a call and we’ll get you on the
calendar right away.




Case Study: Linkedln Lead Generation

The S-BEEP Method For
Linkedm Lead Generation

A Strategic LinkedlIn
engagement campaign targeting
the exact people you need to
talk to




The S-BEEP Method

Strategy

* Create Ideal
Prospect
Description

» Develop offer /

Value Prop

* LinkedIn Profile
Optimization

* Establish / join
groups

Build

* Build Connections
to target prospects

* Regular, daily /
weekly outreach to
targeted lists built
in LinkedIn Sales
Navigator

All Inside Linked I3}

Engage

» Weekly / periodic
drip messaging
campaigns

* Relevant content
that helps the
target prospect
with their business

Educate

+ After Engage
messaging,
continuous content
distribution

* On your profile, in
groups, in
messages

Promote

Promote your offer,
appointment,
phone call, cup of

coffee workshop,
or other
Make SPECIFIC
OFFER




GOAL: 10-15 Highly Qualified Leads Every Month

Strategy

* Create Ideal
Prospect Description

» Develop offer / Value
Prop

* LinkedIn Profile
Optimization

« Establish / join
groups

Build

* Build Connections to

target prospects

*Regular, daily / weekly

outreach to targeted lists
built in LinkedIn Sales
Navigator

Engage

*Weekly / periodic drip
messaging campaigns

* Relevant content that
helps the target prospect
with their business

Educate
« After Engage

messaging, continuous
content distribution

*On your profile, in

groups, in messages

Promote

* Promote your offer,
appointment, phone call,

cup of coffee workshop,
or other

*Make SPECIFIC OFFER

10-15 phone calls, short meetings,
Invitations to events, networking, etc. per month




trategy

e Create Ideal
Prospect
Description

* Develop offer

/ Value Prop
* LinkedIn
Profile
Optimization
# Establish / join
groups




uild

® Build
Connections to
target prospects

* Regular, daily /

weekly outreach
to targeted lists
built in LinkedIn
Sales Navigator




drip
A campaigns

ngage

* Weekly /
periodic drip
messaging
campaigns

* Relevant content
that helps the
target prospect
with their
business




Sample LinkedIn Drip Messaging Campaign

M1. SUBJ: Thanks for connecting

M2. SUBJ: Interesting article on how the best leaders giv
feedback

M3. SUBJ: I'd love to hear your thoughts...
M4. SUBJ: Reaching Out...

M5: SUBJ: Re: checking in




ducate

e After Engage
messaging,
continuous
content
distribution

e On your profile,
in groups, in
messages




romote

s Promote your
offer,
appointment,
phone call, cup
of coffee
workshop, or
other

* Make SPECIFIC
OFFER




And for all those connections that do not respond
by the end of the S-BEEP process...

...feed them into a long-term educational email drip
campaign, gleaning another 10 + leads per month over
time

THE LIFECYCLE OF A DRIP EMAIL




The Buyers Journey
ﬁ

Useful Information — Email Drip

Future Buyers Soon-to-be Buyers Novi Iig/())/ers
Benefits of Objections to Vendor
Ownership Ownership Selection

Why SHOULD | Why WHO should |
buy? SHOULDN'T | buy from?

buy?




Conclusions

* |If you need more leads....
- Take ACTION!

* DIY — possible but not probable

 DFY — consider it. Many, many possibilities
out there




sales®? %

SCORE FMUKE Foocus Morketing Institute
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Connections
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Lead!
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Opportunity

THE SIX-FIGURE

| am writing for Six Figure Coach Magazine

And also finishing up my own book to
use with private clients

.o
uuuuuuuuuu

HENRI SCHAUFFLER

( ( |1 ¥ |
MI L\ . /‘r )M BE!

LR | need more detailed case

SLOK fhessw studies, and that creates a mutual
45 MINUTES 4@ & opportunity




Offer ©

* Linked In Presence and Strategy Assessment
* Online Meeting and Screenshare

« Show you exactly what you need to do to
begin implementing a LinkedIn lead gen
strategy

Strateqy Build Engage Educate Promote

« Create Ideal Prospect * Build Connections to target * Weekly/ periodic drip « After Engage messaging, + Promote your offer,
Description prospects messaging campaigns continuous content appointment, phone call, cup

« Develop offer / Value « Regular, daily / weekly « Relevant content that helps distribution of coffee workshop, or other

Prop outreach to targeted lists built the target prospect with their « On your profile, in groups, in « Make SPECIFIC OFFER
« LinkedIn Profile in LinkedIn Sales Navigator business messages

Optimization

Establish / join groups




Your Name Company Phone Zip

Linkediln Roadmap Case Study

Preferred time:

Please place 1, 2 and 3 to select preferred times or

write anytime if you have no preference.

Time: Mon Tue Wed Thu

Fri

12 noon

gL? C - o

2pm

4 pm

6 pm

Focus Morketing Institute




Questions / Discussion?

Henri Schauffler, Founder, Focus Marketing Institute

henri@FocusMarketinglnstitute.com

2 301-806-0510 | www.FocusMarketinglnstitute.com



mailto:henri@FocusMarketingInstitute.com




