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Implementing is
the easy part.
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A plan triples

your chances of \
sucCcess.

Implement
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. Plan

reduces waste / \
by 25 - 60%.

Measure
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Are You
Marketing... or m

Just Creating
Content? / \

Measure
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Before You Start Marketing

Business Strategy
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Brand Strategy
l
Marketing Strategy
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Business Strategy

Your plan for how your

business will compete

in a particular market
with a product or service.
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Business Strategy

- = What Business Am
— ]] | Talking About?
||

Gas Station &
Convenience Store
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Brand Strategy

How You Communicate
What Your Business Is
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Business Strategy

Who Do You Serve
Travelers on Road Trips

- - What Do You Do
— ]] Provide a Fun,
|| Convenient Pit Stop

Your Differentiator

Gas Station & Clean Bathrooms

Convenience Store
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Brand Strategy

Colors Voice
#D31145 Witty
#FEF11 78}

uanauuny Friendly

#955404 Trustworthy

Unique Selling Proposition
WL World’'s Cleanest Bathrooms
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—.. .. Brandstrategy

must be expressed by
the business itself.

Well-trained and well-paid staff
A cleaning team 24 hours a day
Many, many gas pumps

Tasty shacks
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When You Have
a Strong Brand

People will...

 Refer business to you
- Pay more to buy from you

« PAY to advertise for you



Your Brand Strategy

A\




Your Brand Strategy

o Brand Message

2,
3

A\




Your Brand Strategy

BRAND MESSAGING | using the StoryBrand Brandscript Fram } \\ CE’&&XETT&%
A CHARACTER MEETS A GUIDE THAT CALLS THEM THAT RESULTS IN SUCCESS
o WHO UND TO ACTION Ll ra n eS S a g e

+
WITH A PROBLEM "
EXTERN ; £ TR AND AVOIDS FAILURE
HTERHAL
AND GIVES THEM A PLAN M
INTERNAL
STEP2

PHILOSOPHICAL — TRANSFORMS

FROM

A\




Brand Messa

lsing the StoryBrand Brandscript Fram [ ®DIGITAL
BRAND MESSAGING | s orY . 56 “l DIGITAL
A CHARACTER MEETS A GUIDE THAT CALLS THEM THAT RESULTS IN SUCCESS
WHD LIMDE DS THEIR FEAR TOACTION L)
WHAT D0 THEY WARNT DIREC
MBATHY
ALTHORITY
+
WITH A PROELEM —H
: T TRA AND AVOIDS FAILURE
EXTERNAL
AND GIVES THEM A PLAN m
Ly
IMTERNAL
ETER 2
R - TRANSFORMS
FROM




Brand Message

#1 Wall Street Journal Bestseller

DONALD MILLER

Mew York Times Bestselling Author

STORY
BRAND

Clarify Your Message
- So Customers Will Listen
e

Use the 7 Elements :-]rG-'rlli Sturrlfjl'.lng toGrow Your Business
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o Brand Message

o Brand Voice
3

A\




We are...

Witty

Fun

Friendly
Trustworthy
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o Brand Voice Exercise
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BRAND VOICE EXERCISE

accessible diverse historic reliable tried-and-true
actionable down-to-earth in touch responsible trusted
aggressive driven informal responsive urban
approachable eclectic innovative rural value-oriented
assertive efficient international savvy visionary
authentic elegant lavish serious welcoming
bleeding-edge elite leading edge sexy white collar
blue collar empowering market-driven simple wise
broad expensive modern slick
casual experienced narrow smart.
classic fair national strategic
commLn ity flexible pioneering structured
building
conservative focused practical tactical
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Header
Sample Text

o Brand Message




o Brand Look

* Brand Board Template
* Brand Kit
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The Rules for Your
Communication o Brand Message
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Business Strategy

Who You Serve
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- - What You Do
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ONLY 262 MILES TO BUC-EE'S.

YOU CAN HOLD IT.

262 MILES

@ Marketing Channels

' HOME ABOUT ~  LOCATIONS CONTRIBUTIONS: VENDORS CAREERS NEWS & PRESS
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How to Choose Your 5 Lead Sources
Where are
my people?
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How to Choose Your 5 Lead Sources

Where are they
looking for me?

Where are
my people?

What are my

strengths?

How can | capture
their attention?

What can
| afford?

W
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Awareness Channels Brainstorm

Lead Source Worksheet

Where does my
target audience go?

Where does your target audience go
during the day? At night? Online? On
weekends?

What do they read and watch?

Where are they already
looking for me?

When your target audience is seeking
your services/products, what actions
do they take?

Where do they look?

What are
my strengths?

What do you bring to the table?
Are you good at connecting with
people one-on-one?

Are you a strong writer?

A social media maven?

How can | capture

What will make them take notice?
Where are they most likely to notice?

their attention?
What can What's your budget?
1 afford? How far can you make it go?

A\ Y i

Download More Free Resources:
WRDigitalMarketing.com/smb
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Source Worksheet

Brainstorm Referral Sources

Who serves our target client,
apart from direct
competitors?

Who interacts with our
target client?

Who influences our target
client's purchasing decisions
related to what we offer?

Who do our target clients
consult before realizing their
need for our offerings?

Who has provided or is

. . currently providing referrals
‘\ ' to you?
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Customers




Marketing Strategy

How You Will Turn
Them into Loyal
Customers
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A Let People Know
wareness i
You Exist
Consideration
Conversion

Loyalty
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Awareness

Consideration

ONLY 262 MILES TO BUC-EE'S.

YOU CAN HOLD IT.

262 MILES BUC GG S

Conversion

Loyalty

c;@ “Oh, there’s a place with
bathrooms up ahead!”



Awareness

Considerati Convince People to
nsi ration . .
SRS Pick Your Business

Loyalty




Awareness

Consideration

Conversion

ONLY 262 MILES TO BUC-EE'S.

YOU CAN HOLD I

262 MILES

JERKY. ONE OF THE FIVE
BASIC FOOD GROUPS.

61 MILES

RESTROOMS SO CLEAN

WE LEAVE MINTS IN THE URINALS.

51 MILES

BUCTE

puc-ces

€5

ICE.BEER.JERKY

ALL 3 FOOD GROUPS!
46 MILES

BUC-€€’S

OUR AIM IS TO HAVE CLEAN RESTROOMS.
YOUR AIM WILL HELP (
19 MILES BUC ee S

ACTUAL SIZE

BuUcC-€€’s

5 MILES




Awareness

Consideration

Conversion

ONLY 262 MILES TO BUC-EE’S. o :
YOU CAN HOLD T Q ICE BEER.JERAY
BUC-€€’S

262 MILES 46 MILES BUC'GG'S

JERKY. ONE OF THE FIVE 4”2 ] 0uR A 15 To have cLean ResTRoOMS. (
BASIC FOOD GROUPS. \ &% YOUR AIM WILL HELP

61 MILES

RESTROOMS SO CLEAN £7 <.’

WE LEAVE MINTS IN THE URINALS. '\ B4 ‘ ‘“'n‘
, ACTUAL SIZE
s1miLes  BUC-€ES S pucTee’s

@ “Oh, they have good
®  snacks. And | will need
to use the restroom...”
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Awareness

Call Them to Action

Loyalty
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| EXIT NOW
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Awareness
Consideration

Conversion
Loyalty l “Oh, there it is. Let’s go!”




Awareness

Loyalty Keep Them Coming Back
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Conversion

@ “Let’s stop here again.
®  And let’s tell our friends
all about this place.”



Travelers on a Road Trip

First Billboard
Billboard Series

This s
Marketing
Strategy

World-Class
Experience +
Merchandise
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Audience: Parents of Kids Ages 5-10
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Audience: Parents of Kids Under 5
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Audience: Parents of Kids 11-13
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Tools
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I. Lucidchart
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How do we let them
know we exist?
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How do we keep them
coming back and
spreading the word?
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Business Strategy
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Brand Strategy
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Marketing Strategy
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Business Strategy
!
Brand Strategy
!

Marketing Strategy

|
Marketing Plan

The Who, What, When, How
of Getting It Done




Are You
Marketing... or m

Just Creating
Content? / \

Measure
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Change How You Think About Marketing




Change How You Think About Marketing

Awareness

Loyalty
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About Me




NATIONAL
GEOGRAPHIC
CHANNEL

- Head of the Digital Marketing Strategy
- Over 1 Million Social Media Followers

- High Traffic Website
- Highly Engaged Email List
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A Fractional Marketing Department

The robust marketing team ...without the overhead
growing businesses need... of full-time employees.
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Juliana Josh Angela
Founder & Managing Director Lead Project Manager Lead Content Strategist
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Kendall Jaryn Celena
Lead Web Developer Lead Designer Social & Ad Specialist Lead Copy Editor
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Educator for
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Non-Profit Business Lender



Educator for
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PeopleFund

Non-Profit Business Lender

(Psst... They Offer Free Business Coaching)



Forget the Algorithm:

Maximize the ROI of Your
Site, Social, SEO, and Email
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Email Drip Campaign
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