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You don’t know where to begin with marketing

You don’t have a cohesive marketing strategy that tells you
EXACTLY what to do next in your marketing tactics

You don’t understand the differences between sales and
marketing and solely take the “sales” approach

You don’t have enough people in your organization to focus
solely on marketing or if you do, they aren’t trained in all
the different aspects of marketing or, more specifically,
digital marketing

You’'ve tried some different things and maybe one thing is
working OR maybe it feels like nothing is working for you
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You Are In The Right Place!




(€ Constant Contact
Certified

B2B Marketing
Strategy + Tactics

Accounting

« 18 Years Strategic Marketing Plan
Development, Project Management
and VCMO Responsibilities

» BSBA in Accounting » 16 Years

« Cost Analyst for the United States « High Technology Manufacturing

Steel Corporation
- CPA & Hizh-End Couri « Managing Google PPC Search
. . . « Services: igh-End Courier .
- Transitioned into sales by selling Same day city-to-city shipping for Law Firms Advertising Accounts

accounting services
« Automated Email Marketing Content

and Structure

« Content Writing (web pages,
whitepaper, blogs, etc.)

« Speaking and Training on a variety of
Marketing Topics

CONTENT © 2022 ALL RIGHTS RESERVED. AD EJ SOLUTIONS INC. 4



Resources
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1. 7 Key Elements of a Great Marketing Strategy That Will
Get You More Customers (OR Stop Your Competitors
From Stealing Your Customers and or Prospects)

The Big Picture

Differences between Sales & Marketing

Purpose of Marketing

Other Marketing Principles, Process and Worksheets
Strategic Marketing Blueprint (SMB)

CIRAS Solutions

How to use marketing to benefit your organization’s growth
without the typical frustrations — regardless of your existing
resources and where you are in your marketing journey.

N O B WN
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- Not developing a cohesive marketing strategy that flows
seamlessly into all your tactics

- Externally hiring someone (Bob’s cousin) or a company who
is a specialist in one area of digital marketing (Branding,
SEO, PPC, Social Media, etc..)

- Internally hiring someone and expecting them to become
experts in all areas of digital marketing

- Play tactical marketing “whack a mole”
- Competing solely on price (no effective Value Proposition)

- Do nothing...

CONTENT © 2022 ALL RIGHTS RESERVED. AD EJ SOLUTIONS INC.



Bonus Element: Strategy Before Tactics!!!
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“Strategy without
tactics is the slowest

S Emaal . “Unless Strategic Marketing

without strategy is the ' 1 rred . . . .

noise before defeat” \ T - issues are dealt with first, it
oun T2 L3 s absolutely impossible to

do Tactical Marketing well”
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«  Core Competencies (Strengths & Weaknesses in SWOT)

- Market Opportunity Identification (Including Industry Trends: The Opportunities and Threats in

SWQT)
v Market Intelligence
v Market Research Each of these help you determine

v" Marketing Research * “what you say”
* “where you say it”

Competitor Analysis (Opportunities & Threats) « “how you say it”

Target Market Description ) ) )

...in your tactical marketing.
Buyer Type and Their Decision-Making Value Analysis
Value Propositions, USPs, Improvements & Innovations, Buying Journey and Proof of Claims

- Alliances, Partnerships, Acquisitions
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- Websites & SEO

« PPC Advertising (e.g., Google Ads)
+  Automated E-mail Campaigns

+  Broadcast E-mail Campaigns

«  Direct Mail (Preferably Targeted)
+ Newsletters

+  Press Releases

+  Brochures or Catalogues

«  Trade Show Displays

«  Social Media and Blogging

«  Various other advertising mechanisms
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Website

Automated Emaill

Press Release or
Newsletter

Without a strategy it’s all “noise before the defeat”
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THE BIG PICTURE

ad |ej

Determines
Content Wha
=  Marketing _ How,
Framework ‘

3 Ways to

More Increase Sales Get Customers
ol Prospects Closing Ratio to Buy More
Business P 8 y
Customer e Connect & Cultivate Convert ) Retain
Path (Traffic) (Nurture) (Persuade) (Maximize)
Message Value-based CONTENT is the essential foundation for ALL tactics
g (Value Proposition, Data, Benefit Statements, Proof/Evidence...)
+  Website +  Email Marketing + Email Marketing +  Email Marketing
Tactics/ +  SEO +  Market Automation +  Market Automation +  Marketing
. +  SEM/PPC +  Webinars +  Webinars Automation
Techni ques +  SMM * Presentations + Presentations +  Account Based
+  Video + Blogging + Remarketing/RLSA Marketing
+ lead Magnets *  Permission-Based *  Call to Action *  Call to Action
Methods + Offers +  Offers +  Offers +  Offers



Sales & Marketing Roles & Definitions
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Closely related, but are 2 different business functions:

Marketing Sales Professionals
*  Ultimately designed to bring qualified *  Develop relationships with those
leads to the sales team prospects
*  Through the implementation of tactical *  |dentify issues that stop them from
programs becoming customers
*  Should bring together all of the *  Bring those leads to a close

departments in the organization
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“Because the purpose of marketing is to create a customer,
the business enterprise has two — and only two — basic
functions: marketing & innovation.

Marketing and innovation produce results;
all the rest are costs. Marketing is the distinguishing,
unique function of the business.”
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...the Father of Modern Marketing

“Marketing is NOT the art of finding clever ways to dispose
of what you make. Marketing is the art of creating genuine
customer value.”
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“True Marketing is the art of
creating genuine customer
value and in its right context is
customer/client-centric.

It is about becoming a
‘value-producing machine’
through improvements and
innovations to meet market

demands and wants.”
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7 Key Elements of Marketing Strategy
and CIRAS Solutions
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Answer these questions...

v" What are you good at?

v" Which products and or services are the most profitable
for you?

v" What do you do that straps your resources, wastes your

time and gives you very little in return?

What is a first-time customer worth to you on average?

What is the lifetime value of customer to you?

AN
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First: Know Your Numbers

(never enter any tactic until you do this first)

* How much is the typical first-time customer
worth to you?

* How often do they place an order?

* What is your client retention rate?

* What is the lifetime value of a new customer to

you?
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- How much money did you spend this month?

- How many new customers did you get?

- Then ask:

v

v
v
v

What is the value of each new customer or order?
How often does the typical customer order from you?
What is your customer retention rate?

What is the lifetime value of those customers?
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$2000

$1500
3/year
5 years
$§22,500/
$67,500
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Answer these questions...

v" What are your industry trends?
v Is the industry shifting to online and digital?

v Are there technology changes that will affect how you do
business either now or in the future?

v What does the Competitive Landscape look like? Are
competitors stealing your existing customers and or
prospects?

v" What are the gaps in the Competitive Landscape?
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"Although it varies greatly with product complexity and

market maturity, today’s buyers might be anywhere from
two-thirds to 90% of the way through their journey before

they reach out to the vendor.”

When your target market is searching for
information about you, will they find you?
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Com p eti ti Ve A n al ys i S Wor k S h eet {sources of Information: Websites, Printed or Digital Media, Customers, Safes People)

Company
Name &
Location(s)

Products
Offerings

Service
Offerings

Industries
Served

Capabilities

Value
Proposition

Other USPs

Offers

Other
Distinctions

Opportunities
for You

ad ej

Threats against
You
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SWOT Worksheet
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Answer these questions...

v Are your sales and marketing efforts aligned and directed
toward the right target markets?

v" Right industry? Right Geography? Right Demographics?
Distributor versus End-User?

v" Are you segmenting your marketing messages by
category?

v" Or are you relying on just one overall general marketing
message?

v" Do you have programs in place that encourage existing
customers to buy more from you?
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“If you try to market to
everyone, you end up
marketing to no one”
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THE BIG PICTURE

ad |ej

Determines
Content Wi
= Marketing °
Framework

3 Ways to
Grow Your
Business

More Increase Sales Get Customers
Prospects Closing Ratio to Buy More

Customer %0 Connect & Cultivate Convert N Retain

Path (Traffic) (Nurture) (Persuade) (Maximize)

Value-based CONTENT is the essential foundation for ALL tactics

Message (Value Proposition, Data, Benefit Statements, Proof/Evidence...)

+  Website +  Email Marketing + Email Marketing +  Email Marketing
Tactics/ +  SEO +  Market Automation +  Market Automation +  Marketing

. +  SEM/PPC +  Webinars +  Webinars Automation
Techni ques +  SMM *  Presentations + Presentations +  Account Based

+  Video + Blogging + Remarketing/RLSA Marketing

+ lead Magnets *  Permission-Based *  Call to Action *  Call to Action
Methods + Offers +  Offers +  Offers +  Offers



Answer these questions...

v

v

v

v

What “types” of people are you targeting? A specific
profession, title or even a specific gender or age group?
If multiple, does your messaging address all of their
concerns along the Buying Journey?

What are the key elements of their top Decision-Making
Values?

What criteria do they use to decide who to buy from and
does your marketing address these?

Where do they look for information regarding your
products and or services?

Don’t forget “Negative Personas”!
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Example in the B2B arena: Engineer

Background + Bachelor'sdegree narmally in Engineering, Mechanical or came upthroughthe ranks

+  Material Science, some have Masters

+  Male 30-50, though many engineers coming out of schoal are 24-26 and many are female
Daily activities +«  Meetandmanage vendors

+ Internalspecdevelopment

+  Designassembly process

+  Processreviews and change control

+  CreateBill of Materials

Goals & Mativations +  Create/Adheretorepeatable process, maintainingtrusted vendors, responsibletomake surethe end
product warks, project completion, hitting milestones within the project, meeting carporate goals
+  Bonus
* CareerTrack and Peerfeedback
Content or Topics of +  Materials characteristics, alloy choices, grain structure
Interest +  How material is processed (cast vs, forged), typicaluses, heating & cooling process, forging simulations

¢+ Testingmethods (destructive versus non-destructive)

+  Certifications (150, &5, DOD, ITAR, DF&RS), Technical Data Sheets, Quality Statistics

+  “alueadded services, MDas, Orderacknowledgments, Terms & Conditions, Deviation Reguests

+  CaseStudies, Testimonials, Referrals

Decision-Makingwalues +  Aendorissues, includingguality related and ar delivery related (leadtime & on-time)

+ Technology changes and advantages within the industry

¢+ Levelsof experience, knowledge support

Buying Challenges or +  PoorQuality

Frustrations +  Vendorfailure/ New\/endorSearch

+ Ifthings are working, no reasonto change

+  Don'talways like going through procurement (purchasing) because they dont always understandthe
requirern ents

+  Farced change by a vendar wha changes processin an already approved process/spec

CompellingEvent +  Mew/changed spec- “Change Road Map” or “Change Horizon” as far in advance as possible

« wendorfailure

+  Consumables

+  NewProject

Sources of information +  Google Search, Industry specificmagazines, SME, Specific Societies, Trade Shows
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Buyer Persona + Buying Journey = Content Marketing Framework

Awareness Vendor Choose Project Back to
of Need Rsrch/Eval Vendor Mgmt Status Quo

Not *Changed

currentlyin Product

a "buying

mode” *New

specific Product

forged

products *New
Technology
*Problem
with
Vendor
*Forced
changebya
vendor for
an already
approved
process

*Determine
material
characteristics

*Determine
which alloy
meets the
required
characteristics

*Determine
production
process and
method

*Write the
specfor the
material from
the
information
you have
gathered
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*Assess *Based on
vendor via price, delivery,
delivery time, quality, etc.
price,

+Does the
vendor meet
any unique
requirements?

* Quality
evaluation
(IS0, AS, DOD,
ITAR, etc.)

*Evaluate
Engineering
Capabilities
specificto
project

*Review value
added services

*Review
testing,
integration,
logistics

*Getinternal
approval

*T’'sandC's

*Credit
approval

*Quality
Audits

*Financial
Stability

*NDA’s
*Signed

Purchase
Order

* Confirmation *Customer

of Satisfaction
Requirements Surveys

*Manage
Exceptions - *Open
capability of 8 Feedback
supplierto Loop
conduct a

robust

investigation

for failures

*Get Weekly
updates

*Product
shipment

* Certificates of
Analysis

*Material certs
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Status Quo

Awareness of
[\ =T=Ts |

Technical
Requirements

Vendor Research -
Evaluation

Create Short
List

Choose
Vendor

Project
Management

Back to Status
Quo

Various Metals and or Quality Certifications (150
Alloys with their Howe to Choose a Forging |Technical Data Sheets for the |9001, AS8100, ITAR, DFARS, Site Visit Presentations Customer Satisfaction
characteristics/properties |Supplier {checklist) specific application atc.) Company Stability  |and other Collateral  |Project Tracking online SUrveys
Forging vs Casting: A Case Lead ime Demonstrate Relative
Data on the heating and  |study of successvs, Case Study 2: Spacific to the performance and Engineering Daviation documentation, | Open-ended feedback
cooling process failure Customer Typical specifications variables Capabilities if applicable loops
Number of Engineers, Quality
Steps to effective product Staff, Capabilities,
development and Case Study 1: Specific to |Case Study 3: Specific to the  |Experience, Equipment, Offering of Proactive Project Tracking,
manufacturing Customer Customer Length of Time in Business  |References Alternatives Notifying of Customer
Order review

Grain Structures and how process (checklist) |Order
to control them during the |How to assess and limit  |How to determine the best showing Acknowledgement and
forging process vendor risk alloy for your application Customer Testimonials expectations Exceptions Automated shipping notice

Typical uses for alloys,

including things like physical,
Unigueness offeringslike | Benefits of Forging vs mechanical or electrical How to Choose a Forging Non-Disclosure Post shipping
Forging Simulation other processes properties Supplier {checklist) Agreements (NDA] | Terms and Conditions |documentation

Value added services (for Quality statistics

Casting vs Forging: Technical |example, non-destructive including Prevention,
Value of Non-Destructive |Video: Tour of the facility | Data (Density, Porosity, Grain | testing, forging simulation  |Awoidance and
Testing and process review Flow) software) Traceability Purchase Order

Research: What are your
challenges?

Research: Why the need
for change? What are
you trying to accomplish?
What are your
objectives?

Offering of Alternatives

Vertical Integration (All
services under one roof),
includes machining
capabilities

Proposal Document
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Answer these questions...

v" Have you had any recent complaints or praise from a
customer?

v" Has any of your customers suggested a better way to do
things?

v" What can you improve upon to fill competitive gaps and
boost your credibility with your target market?

v/ Can you create new or innovative approaches to how you
either build or even offer your product or service?
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Improvements & innovations Action List




Answer these questions...

v

AN

What value do you offer your target market that
competitors do not?

Have you tested different approaches to communicating
it? (both “how” you say it and “where” you say it)

Why should they buy from you rather than a competitor?
Is your answer measurable? (if not, it’s a platitude)

Do you have Quantitative or Qualitative Proof or
Evidence of marketing claims?
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“Your Value Proposition must
be both believable and
measureable (to some extent)”
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“True Marketing is and always
has been a testing process”

“There are no marketing experts,
only marketing-testing-experts”
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Discovering Your Value Proposition

Discovering Your Value Proposition

Discovering Your Value Proposition

1. Define what you are selling
off:

* List swerything you do
= Lot wwrythang yeu raght somsider domg,
* Now ask these questions:
= Do you only offer & product 7 Cam you offer service product?
.ummwamumwmmamummumum:
.G y o
. shilly youar table?
gy had?
. # “sprtem” th rebable. faibsate or
i teilty that are unussally effectie !
.y o i o e
v of our prongects.
 Here i afh v how ean
Ik it instead
- Dcﬂnemmlnuﬂuw
Questions to ask:
B wokaa?

. hmwmhamm regon?

¥ SPECIFIC [Tops, 10ar

= Do you serve & apecillc type of industry or miche?

- mnn—!wm

i your product or
mundm—mw?
= Ol your product or ‘Ot And
by Creating messages that do not bemit, can that offer you an advantage !
3. Determine your Unique Position or Value
= Here are the questions to ask in several categories:
= Dows your pn

* Does your pr other
competiton. do not offer?
= D you hawe & nique track fecord in your industry?
& Thelengih of time you've been in bunines
©  The total number of units yoas have schd cver time
s wou have served, ¥

. ngth of time yous tove fars

adej

3 The mumber and type of swards you hve recerved?

« Dow - voe
.-wmdmmu than your
« Can gt your pr J
mmmp\m?
. your products of
* Dows your pr e “Done For Vou' | . the “Done With You" [DWY)
category or the "D it Founsel™ s it o
4 verion i snother Cabegury!
* Do o hurve diatinciive price or payment plan?
s Note: our
drple o place)
. wou then
o ks st e
a 2
- i sl e
mathetplace?
s products, services of & experuive i
archased separstely

4. Seek out Proof for your claims
= What proof or evidence can you supply that will boost your credibility in the eyes of
your prospects, customers o clents?
- nsight 85 Whatever elairms you make in your marketing
materials (whether about quality, delivery, service, expertise, accuracy, et ). abways,
provide some supporting proof or evidence that you are trustworthy in your clabms to
deliver them.
= These can be quantitative proof in the form of charts or graphs or qualitative proof in
the form of testimonials or case studies.
5. Take into account Negative Guarantees
= Start by writing down 10 things that your business is not. It can be the reverse of other
things we have considered earfier:
= W only offer & product, MOT 2 senice - maybe you offer 3 product that doe NOT need 10 be unviced,
el
* W anly offer a service, NOT a product
* Our serdce is NOT & 80 i yourself type of thing, we da it all for you

it adej
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. hy stz
= Wi only bervice companee in iova
= Or many, many cther things.
» Basic Negatives to Consider:
» Vour produd or service dossa't include what?
» Your product o service dosss'L resull In what 7
» Your product or serice dossst require what?
» Your product o serice dosss't waits of cormme what?
- eatrador o L

. Specify the Time Frame of accomplishment

= Time frame s mind. What you set
‘that are better than your competitors?

= Manutacturing
* Lead-Tine
* On-Time
-ur
* Emergency delweries

= Inthe professional services world, often a "process” b required and your process can't
take place until the customer of prospect does something. 1t is legitimate 1o tell your
chents that you will process ¥ meet their

= Ak yourself: Mﬁmlnﬂihumm?

. Add an "if not” Guarantee

= Noexunes

» nmmmwﬂﬂemlmnp.hmmmmnmn:w
L
i' mmmmmmlmnmmm.mm

- mhmdﬂmlnhlﬁs l(vmm“t take the risk, u-nwulnmurmuﬂl

the risk
> G are
This is reaily all &
and your do somethin them!
Wiho will take the risk?




Allows sales
professionals to
increase their

Hand pick your closing ratios Ultimately, it will

clients/customers empower you to
ask for

higher prices

Dominance
in Your
Marketplace
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asepco.com/about/guarantee/ (Watson Marlow)

Lifetime Free Replacement Of Any ASEPCO Tank Valve, No Matter Who Breaks It!

Sometimes a tank is drp[pped—sqmetimes a valve gets hit by a forklift. No matter how a valve is broken,
or who's at fault, we will replace it free! No arguments. No excuses. Just a free replacement valve as fast
as we can make it.

Top-quality Product Or It’s Free!

If your”ASEP'CO valve contains a manufacturing defect, we will Fix or Replace Your Valve—and We Will
Not Bill You!

Performance As Promised Or We Pay You!

If it is proven that a properly assembled ASEPCO valve is not CIP/SIP in use:
We’ll buy back our valve for a full refund.
We’'ll buy you the replacement valve of your choice.
AND we will pay the cost of replacing it in your ASME tank!

wote: We figure this is a safe bet, because we have not had a claim of contamination in our entire
istory.

You can depend on ASEPCO products. And you can depend on US.
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Answer these questions...

v" Are you where your customers and prospects are at all
times?

v" Should you focus your marketing efforts on SEO, PPC,
Social Media, Blogs, YouTube, etc.?

v" Do you have mechanisms in place to capture contact
information, build your prospect lists and keep track of
them? (10-80-10 Marketing Principle)

v" Are you properly tracking the success of your campaigns
and making necessary adjustments?
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3-10%

“Implement systems to
keep the long-term
buyers engaged”

(10-80-10 Marketing Principle)

NEVER

10%
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“If you can’t measure the
“l know half the .
money | spend on success of your marketing

advertising is

wasted, but | can Campaign tactiCS,

never find out

which half.”

-John Wanamaker don't do it”

“If you can’t measure it,

you can’t improve it”
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Strategic Marketing Blueprint (SMB)
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ad ’ej e Building Successful ——————

solutions Digital Marketing Strategies & Lead Generation

Strategic Marketing Blueprint (SMB)™

...Your Blueprint for Developing an Effective Marketing Strategy

Phase 1: Research & Analysis

1. Internal Assessment (Strengths & Weaknesses)
2. Industry Analysis (Opportunities & Threats)

3. Competitive Analysis (Opportunities & Threats)
4. Target Market Definitions (Segmentation)

5. Buyer Personas (Customer Value Surveys)

Phase 2: Strategic Development

6. Improvements & Innovations

7. Value Proposition or other USPs
8. Buying Journey

9. Proof or Evidence of Claims

10. Content Marketing Framework

Phase 3: Tactical Implementation

11. Tactical Marketing Plan

12. Internal Message Delivery

13. Lead Generation Systems

14. Continuing Education Systems
15. Tracking Results and ROI
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Results from Phase 1 and
Phase 2 will determine:

s What you will say
»  How you will say it
o Where you will say it

To your Target Market.

3-Phase System



Offers solutions regardless of where you are in your
marketing journey or what your challenges are:

1.

Assessments (Evaluate Your Current Marketing
Performance in any number of key areas)

Education (Bootcamps — online or live)

Coaching (Experts Supporting You on “How To”)
Done With You (DWY) or Done For You (DFY) Projects
VCMO Options
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Call or Email Paul Gormley today!!!

(319) 721-5357

gormley@iastate.edu

Why take action now?

We can only work with so many people at the same time.
The sooner you get in, the more quickly we can get you in
the pipeline and work with you for whatever you need to
achieve your digital marketing goals.
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Theodore Roosevelt:

In any moment of decision...

> The best thing you can do is the right thing
> The next best thing is the wrong thing

> And the worst thing you can do is nothing

"We've tried nothing and we’'re all out of ideas."
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Something to Think About: Search Google for this:
“People don’t want to buy a quarter-inch drill...they
want a quarter-inch hole!” (over 2 million results!)

Vi 6

Sell the hole, not the drill!!!

CONTENT © 2022 ALL RIGHTS RESERVED. AD EJ SOLUTIONS INC.



vince@adejsolutions.com

Connect with me on LinkedIn:

https://adejsolutions.com/ _ _ _ , _
https://www.linkedin.com/in/vincekostelnik/

Office: (412) 754-1267

Cell: (412) 600-3412

i

Building Successful
Digital Marketing Strategies & Lead Generation

Tha nk—Yo uT

@ Constant Contact |2

Certified
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