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A Little About Us

LY/
_‘O’_
rd Y ~
S
Founded in 1999

20+ years in business
Profitable every year
Single owner

15% growth annually
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Tennessee and
Beyond

Offices in Memphis &
Nashville

Remote team members

Working with industry
leaders across the US
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Values Driven

Work with heart

Serve our clients

Treat others well
Tend the tree

Do good
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Unique Team
Structure

An expert in every seat

Allows us to offer a wide
variety of services

Voted Best Place to
Work



A Partner Trusted by Many
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Partnership Overview

Brand
Presence

Brand Presence

Web Design
Video
Photography
Branding

Supporting Systems

Mobile App
Development

Web Development
Integrations

CRM Implementation

Strategic Marketing

Search

Social Media Marketing
Email Marketing
Content Marketing
Web Design/Content
Maintenance

Ad Placement

Print Media

PR and
Communications



Know what’s out there.

Know your message.

Know your strategy.

Know what tools are available.

Know when to ask for help.
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Consider This

D of customers have visited a store
O because of an online experience.

Small Business Marketing Statistics and Trends Report (2021) | Fundera



Consider This

D of small business owners run
O marketing entirely on their own.

Small Business Marketing Statistics and Trends Report (2021) | Fundera



Consider This

O of small businesses spend less
() O than two hours per week on
marketing efforts

Small Business Marketing Statistics and Trends Report (2021) | Fundera



Consider This

Easy conclusion:

Marketing, especially online, is more
important than ever, but business are
rarely feel equipped with the time or
resources to make it happen.






Key Elements of Marketing

= Online Performance
- g(‘[P e Website

e  Google My Business

Search Visibility (SEO and PPC)
Analytics

@j Traditional
I —

e Branding and Collateral

° TV

Outdoor

it
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Social Media

Facebook
Instagram
LinkedIn

Twitter

Lead Gen

Email Marketing
Content Marketing

Remarketing






Messaging matters

e Identify core audiences
e Identify channels
e Keep the red thread in mind

e Make it simple for yourself: keep it
consistent

e Reevaluate (set a reminder... like now.) '






The marketing funnel

R Awareness

\ Consideration

Conversion

Loyalty

Advocacy



Evaluate your funnel

“A journey of a wareness
thousand miles begins K ¢ ¢ .\ ’

with a single step.” /Q—Q—/ Consideration

What should you focus on to help / .
Conversion
move prospects through your
funnel?
" Loyalty

Advocacy




Set goals to build strategy

Acme HVAC

Goals K @ @ .\ Awareness

e New customers ) Primar

L e Primary N OO L comigeraton

e Quote requests A / Conversion
e Service appts \ Secondary
v " Loyalty
e Google reviews
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e Social wins } Tertiary Advocacy







Tools = Time Saved
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Social Scheduling Email Marketing CRM Integration



Social Scheduling

e Short term work, long term gain
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Email Marketing

e Brand recognition matters
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e Quick and effective way to get in front of e
leads and customers [ | ] ( | ]
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CRM Integration

e Centralize contact information
e Do more with data

e Getfrom outreach to action faster
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Multiply to maximize
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Are you maxed out on time?

Have you reached the limit of your
knowledge/expertise?

Do you feel stuck or need someone to

a8 optimize your effort?
@38:3‘?“33@?\/ o~ ° hink RO
Sevvtae— It's time to rethink ROI.
T




Start putting the pieces together 2

Claim & update GMB Improve social presence
Acme HVAC Search Visibility

Y -
Goals . . / Awareness
) Remarketin
e New customers Ing
Consideration
Create Email Incentive

e System upgrades p~ Primary Respond to ke\lews
e Service contracts
and Drip Campaign
conversion

y
Leave-behind brochure

Email Offer / Soles Inv

° Quote requests
’ service opprs q Secondary Satisfaction survey &
i i urvey

J GMB Review Drip

Loyalty

Handwritten note from CEO

e Google reviews -
Advocacy

e  Social wins } Tertiary

Referral offer

Surprise and delight
package



Checklist for success

lj Identify core audiences and lj
solidify messaging

g Inventory all marketing channels Q/
available to reach your
audiences

g/ Evaluate your funnel and create
goals

g Map a strategy that will |j
accomplish outlined goals

Determine tools that will help you
maximize your time

Consider where outside help
could help you add valuable
marketing channels or better
utilize your time

Review Progress

Optimize Again



Thank you

matt.roberts@speakcreative.com
@speakcreative | madebyspeak.com




