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Objective
• To help you generate more sales 

opportunities by integrating marketing and 
sales tactics

• To help you find all of the marketing and 
sales opportunities available to your 
business

• To help you keep the sales funnel full of 
“quality” leads





Marketing
• The Marketing Process:
‣ Builds brand awareness
‣ Encourages trial through offers, etc.
‣ “Warms up a lead” for the selling process

• The Selling Process:
‣ Nurtures leads
‣ Closes business

• Both are responsible for finding “leads”



Touches
• Touches — Each marketing or sales 

activity is a “touch”
‣ 8 to 15 touches make a sale
‣ Most salespeople quit at 3
‣ Persistence wins

• Each touch makes a lead warmer
• Multiple touches make the sale
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Use as a Sales Tool
• eNewsletter Sign Up — Is there a process 

for these names? “Names” are not leads.
• Portfolio - Work with your clients to get 

their materials posted
• eCommerce Capabilities- Sell the ease of 

doing business with you
• About Us/Our Team - Customize
• ShareThis - Testimonials / Case Studies / 

Content Pages / Videos



Website — Videos



Search Marketing





Paid Search (PPC)
• Get signed up with Ethology for your paid 

search campaign
• Paid search provides best ROI in terms of 

lead generation
‣ Based on recent 2013 Marketing Survey, those 

investing > $500/mo. are getting > 6 leads per 
mo.



Organic Search (SEO)
• Local business listings
‣ Keep them up to date and change/touch at 

least once per quarter

• Reviews
‣ Online reviews are a factor in page rankings
‣ Send followup email with link to your profile 

page 







Centralized Direct 
Marketing Program
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Centralized Email



CDMP Schedule



CDMP Best Practices
• 1 direct mail piece and 1 matching email 

to 450 contacts per month
• Your list should be 70% prospects and 

30% customers
• Seed your name and your salesperson(s) 

onto the list so you receive mailers the 
same time as your prospects



CDMP Best Practices
• Outbound follow up after each mail drop 
• Regularly add and remove names from 

the list. Not all “names” are leads
• Have a process for collecting and adding 

email addresses
• Use localized versions of mailers and the 

email template to continue marketing the 
same message into your marketplace



Email Marketing



Emails



Email Best Practices
• Personalized email to a prospect from a 

sales contact is 4 times more likely to be 
opened 

• Segmented emails get 50% more clicks 
than mass emails (MarketingSherpa)

• Make the “From:” come from you (a name, 
not a business) 

• Always include links to your website and 
MarketingTango



Nurturing Leads With Email
• Best Practice Approach

1. Start with the CDMP promotional emails
2. Add an education email (content marketing) 

driving them to content pages on website, videos 
or MarketingTango

3. Mix in a product/service-focused email
4. End with a personal email from you



Email Followup

• Research the analytics 
‣ “Opens” and “click-throughs” 

should get a call from you. 
They are interested at some 
level. Timing is key!



Signage Marketing







Signage Marketing
• Direct mail (postcard and poster-sized)
• Email
• Point of Purchase display
• Floor graphics
• Exterior flags
• And more



Capabilities Brochure



Capabilities Brochure 
Direct Mailer



Capabilities Brochure
• Purpose is to position your center as a 

printing and marketing services company 
focused on helping customers grow their 
business

• Use two ways:
‣ As a Leave-Behind
‣ As a Pre-Sales Appointment Direct Mailer with 

personal letter from your salesperson the 
“integrated marketing consultant”



Content Marketing





Articles

Social Media

Blogs

eNewsletters

Case Studies

In-Person Events

Videos

White Papers

Webinars/Webcasts

Microsites 31%

46%

51%

52%

56%

58%

63%

65%

74%

79%

Source: 2012 Content Marketing Institute B2B Survey 

Top 10 B2B Content 
Marketing Tactics
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MarketingTango



MarketingTango
Direct Mail Postcard 
and Email Template

The leading website for forward-thinking marketers





Social Media



Social Media
• Every center should have a:
‣ Facebook Page
‣ LinkedIn Business Profile
‣ Twitter account

‣ Be sure MarketingTango content 
is being pushed to these sites



Social Media
• LinkedIn is best site for Lead Generation
‣ Has evolved from job search site to business 

networking online
‣ Be sure your profile has a professional photo
‣ Consider hiding your identity in your settings so 

you can research people and companies
‣ InMail feature - high open rates, but use 

cautiously. Do not sell; comment, acknowledge, 
congratulate, etc.

‣ Win or lose - Stay connected.



LinkedIn Lead Gen Plan
• Pick day of week to do 

research and connect 
with 3-5 people
‣ Search Company
‣ Look for Shared 

Connections
‣ Ask for Introduction



LinkedIn Plan (cont.)
• Use Company Directory to browse by 

industry
• Join several groups
‣ Entrepreneur, Small Business, Chambers

• Start discussions with link back to your 
center website or MarketingTango

• Answer questions in Answers section.
• LinkedIn Mobile App. Bump for a lead!



Application 
Innovation Awards & 
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AIAs & Case Studies
• Review the vertical industries, business 

objectives, decision-makers
• Find similar companies in your market
• Share the AIA case study with your 

prospect to demonstrate you know their 
business, their pain points and that you 
have a solution

• Log onto PODI.org for more case studies



Key Prospect



Key Prospect
• What are you doing to attract 

the big ones?
• The objective of this program 

is to Get an Appointment.
• The key to this program is the 

delivery, tracking and 
immediate follow up 

• Commit to doing 5 this year 
and track your results

In knots over 
marketing?

Free 
yourself

with innovative ideas.

Look inside 
for fresh ideas 
to make your 

business soar.



Key Takeaways



4 Key Action Items to 
Implement Today

1. Sign up with Ethology for paid search
2. Have a process for managing all leads 

coming into the center 
3. Follow CDMP best practices
4. Implement the signage marketing 

campaign



Thank you.

Denise Denton 949-348-5141
ddenton@franserv.com


