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https://roadwarriorcreative.com/

Introductions

Your Name
Your Business

« 30 Second Elevator
Pitch

 What do you hope to
learn today?
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The aim of marketing is
to know and
understand the
customer so well the
product or service fits
him and sells itself.

Peter Drucker
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What We'll Talk About

1. Four Different Types of Marketing

2. Branding and How to Create a Brand
Identity for Your Business

3. Marketing Messages That Work
4. How to Create a Marketing Plan
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Types of Marketing

S Four Main Types of
Marketing/Advertising:

« Traditional

* Online

Guerilla

Public Relations




Traditional Marketing

A.K.A. How we
used to advertise:

|+ Print

"« Radio
« Television
« QOutdoor

WHAT GOES —
IN THE OCEAN ...,
GOESINYOU.
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Online Marketing

« Website

« Social Media

« Email Lists

» Search Engine Optimization (SEO)
« Search Engine Marketing (SEM)

« Paid Ads (display, sponsored posts,
social media ads/"boosts”)
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Guerilla Marketing

Unique, creative advertising in public spaces.
Often low budget, sometimes high risk.

USE ONLY
WHAT YOU
NEED.
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Public Relations

Marketing Communication Efforts:
Unpaid, Informational in Nature

« News/Media Interviews
« Podcast Participation
» Guest Blogging
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What do These Businesses
Have in Common?

URness



Branding Is More
Than A Logo
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Your Brand Is Your...

* Name

* Logo

* Tagline

« Graphics
« Colors
 Messaging

...plus...
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“A brand is nothing more than a
story wrapped around a product
o] Y= V/ [ of PR
the reason we consistently refer
to a small handful of brands is
because they’'re the ones that
have got their stories straight.”

Richard Cordiner, Leo Burnett
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How To Turn Your Business

Into A Brand

1. Develop your story
2. Know your customers
3. Establish logos, graphics, and styles

4. Create consistent marketing
materials and messages
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A Logo Should:

 Represent your story

« Speak to your customers

« Work in all mediums

* Look just as good in black & white
« Be memorable

« Be timeless

« Be simple and unique
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Look Again
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rand Style Guides
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Brand Style Guides
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Above All, Consistency

 Set Colors
« Set Fonts
« Set Logo

Have one clear message
— your story -

that is conveyed in all you do.
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Marketing Messages
That Work
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The Neuroscience of Marketing

“People don't buy
what you do;

@ they buy why
you do it.”

HOw | |
Simon Sinek
WHAT Start With Why
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Create Your WHY Statement

« It's not about making money.
 Purpose, cause or belief statement.

Starbucks:

To inspire and nurture the human spirit — one
person, one cup and one neighborhood at a
time.

Nike:
To bring inspiration and innovation to every
athlete* in the world.
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Know Your Customers

* Location  Interests/Hobbies
« Gender « Family/Lifestyle
 Goals
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Don’t Skip Market Research

Primary Research

« Interviews — phone or face-to-face

« Surveys - online, in-person, by mail
« Conduct a focus group

Secondary Research

« Read/review existing data from published
studies/surveys
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Collecting Data

« Qualitative
— Open-ended questions
— Smaller sample sizes

« Quantitative
— Numbers-based
— Easier to compare/contrast
— Larger sample sizes
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Common Research Mistakes

« Only using secondary
research

« Only using free web
resources

« Surveying only
people you know
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Market Research Tips & Tricks

Public Library Databases
site:.gov or site:.edu Google searches

GO gle my product site: edu  Q

Colorado Open Data:
https://data.colorado.gov

US Open Data: https://data.gov
Get to know your business librarian!
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https://data.colorado.gov/
https://data.gov/

Create Customer Personas

A\ B — .

Include:

Photo
Name/general info
Personality

Goals

Frustrations
Motivations

Preferred marketing
channels

Favorite Brands
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How to Create A
Marketing Plan
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Things to Keep in Mind

Customer Personas Ee VS \we\ésd%o&;;%;;;t’;{u" c

+ Budget ol
e —'Gprated
e Time recoer ~~
Y\ “. | ~b(‘OY\d\Y\e) .
« Effectiveness A A g
-~ d?a\“\or\oée%
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What To Include

Marketing Type

Platform

Timeline

Investment/budget

Required resources and efforts
Desired Results

* Follow-up plan/sales funnel

« Success measurement strategy
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Create SMART Goals

Specific Measurable Attainable

“"Increase sales for product X by 20% in 2017.”

"Gain at least 1 new email subscriber per day from
social media marketing efforts during the month of
March, for a total of at least 31 new subscribers.”
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Create a Content Calendar

 Think of each month or week as having a
theme.

« Plan specific days of the week for different
content types.

 Include “curated” content

« Don’t be afraid to re-share content across
platforms or throughout time.

* Follow your competitors.
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Example Blog/Social Calendar

This Week's Theme: Family Dinner/Cooking at home

Key: Blog Instagram Facebook Pinterest
Sunday Monday Tuesday | Wednesday | Thursday Friday Saturday
| 2 3 4 S ) 7
Family Recipe Blog: How | Photo Blog: Stay | Recipe Short
Dinner photo to get kids | promoting | in for Date | photo video
Photo from food | interested | recipe Night - from food | from
blogger in cooking | onsite Easy blogger Farmers
Photo Steak Market
goes to Edit Photo Edit photo | Dinners for | Edit
Facebook | photo promoting | sent from two photo Video
-no edit |sent from | blogpost | IG to have sent from | goes to
needed IG to link Photo IG to Facebook
have tag | Blog auto- promoting | have tag | - check
& link posts to Spend 20 blog post | & link title and
Facebook | minutes tags
Spend 20 pinning Blog auto- | Spend 20
minutes posts to minutes
pinning Facebook | pinning
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Another Example

[MONTH]

This month's theme/focus:
This month's promotion/s:
LINKEDIN FACEBOOK Type PINTEREST
Post Content

www.LarimerSBDC.org
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Research Tools

* Print/Online Paid Ads

— Media Kits from targeted platforms/outlets
— SpyFu

« SEO/Social Media

— Google Adwords Keyword Planner
— Google Trends
— Moz Keyword Explorer

- PR
— Help A Reporter Out (HAROQO)
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http://www.spyfu.com/
https://adwords.google.com/KeywordPlanner
https://www.google.com/trends/
https://moz.com/products/pro/keyword-explorer
https://www.helpareporter.com/

Monitoring/Scheduling Tools

« Monitoring:
— Google Alerts
— Mention

« Scheduling:
— Buffer
— Hootsuite
— Google Calendar
— Old-fashioned pen & paper
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https://www.google.com/alerts
https://mention.com/
https://buffer.com/
https://hootsuite.com/

Questions/Work Time
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Tell your business friends to find us at
www.larimersbdc.org

Our Program Sponsors:

U.5. Small Business Adminissration LARIMER Clty of
COUNTY .
COMMUNITY COLLEGE e e s e WA I bl SBD b Ecoromic™



