


How others see you.




How do others see you and your
business?

»Physically

»Emotionally "'R ST LADD
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Types of Marketing

‘\
Traditional Marketing

» Phone Books

» Newspapers

» Tv/Radio

» Flyers/Direct Mail

» Billboards

» Word of mouth/Networking
» Press releases



Types of Marketing
\

Internet Marketing

» Directory listings/citations

» Email & Press releases

» Websites, Blogs, & Newsletters
» SEO

» PPC & Landing pages

» Video

» Social Media



Yeah, Fthinkivresgtdiis time.




We got this one, you get that one.
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| have an idea!




| just got hungry all of a sudden.

) '

BUY A
BURRITO

NOW ’




Where’s my head at?
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Now they're just messing with us.

Woke g .xﬂ.—[-. PEWIR, o |



To Many Pizza’s and Burritos?




The Plane! The Plane!
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Aw childhood memories...




Someone at the Police department has a sense

of humor.
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Best Lego set ever!




Why is this pump going so slow?

Life's too
short for the
wrong job.

jobsintown de
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Looks Like traffic is clear on 194.




Nothing says I love kids more then pretending
to cover them with wet

Neglected children
are made =

fo feel invisible.
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| met this guy on the bus and his
breath was awful!




Me and the team are going out to get a snack.
We’ll back in a little bit.
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These are the biggest flees ever!
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Get them off
your dog.
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mar-ket-ing

FmarkitinbGs 4
TOLNT
noun: marketing

the action or business of promoting and =selling products or services, including
maret research and adwerdising.

mar-ket
Smarkitt «

(h=Tea]
gerund aor present padiciple: marketing

adwertize or promote (something).
"the product vwas mareted underthe name "aspirin.™
swrorvarsssell, retail, wend, merchandise, trade, peddle, hawk; hore

= offer for zale.
"sheep farmers are =till unable to maket their lambs"

- ==
buy ar =sell prowision= in 3 market.
"some people liked to do their matketing wverny early in the morning"

2rigin
LATI LATIM AMNGLO-MORMARN FREMRCH
rmearcan mercatus
ouny
ket
ERGLEEH
merchant

hliddle English, wia Anglo-Morman French from Latin sremates, from sremas "buy’
(see dlso merchant).

1k

Translate marketing to Choese language



a/g/O/wt o do O/OM’I/Q/I/JKIM w,owbﬁ Wm

- Benjamin Franklin




Types of Marketing
\

Internet Marketing

» Directory listings/citations

» Email & Press releases

» Websites, Blogs, & Newsletters
» SEO

» PPC & Landing pages

» Youtube/Video

» Social Media



Testing, Testing, and, More Testing

‘\

What marketing channel is going to work
for me?



Social Media
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Go gle+ f“y,

Linked [T3]



http://content.time.com/time/video/player/0,32068,710921182001_2037224,00.html




LinkedIn Audience in the US | feoressionat nework

<&

3 out of 4

use Linkedin to keep up
on business news or
research companies.

LinkedIn reached out to a sample

of its over 50 million US members 21 2 million
to learn about who they are and business leads
what they do on LinkedIn. g n S

via Linkedln,

Members turn to LinkedIn for a variety of reasons:

\) :

with other profesmonals their professional identity current industry discussions about companies

LinkedIin members =

\u\
deeply value our brand as L) 730/°
8 protasionml | ———

trUStedl and of members prefer to have separate social

Qo
't

*—o-o-—o-0o——

Members are more confident in the
professional information on Linkedin

35% 35%

. . 0

networks for their personal and professional lives

remarkably

different social

. S —

say Linkedin heips them develop

; >
relationships and grow new business. .0’ ,fo, 0000’ 960
2 “p %

LinkedIn’s audience of
professionals is one of the
most influential, educated
and affluent on the Web.

8 out of 10

LinkedIn members drive
business decisions

= 93%

More likely to be college
graduates than the average
adult online.

$86«

Average household income,
23% higher than the US
general population.

W

Linked [T}

N pany QF

marketing.linkedin.com



twiktter

)
- 115 million
4
b
Number of days Number of tweets

1 billion tweets
- 5 days

every second
-9,100

Twitter Annual
Advertising Revenue

$405,500,000 L0%
$259,000,000
$139,000,000
$45,000,000

Percent of Twitters




| Google's m|
Social Evolution

-

Launched on 2012
ﬁ now has more than

J 28,2011 Google R
e anoun%ed 500 M'“'O“

profiles
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6.04%
28.7 Million 8§ has the

unique visitors through PCs = highest ecommerce
from the US sales conversion rate
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3 out of 4 global brands h -~
out of 4 global brands have
active Google+ profiles . d)Y
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LUREAL

with 362

velwed

Minutes
per user

i | Billion 11 Billion

unique visits each month Videos

imi
VISItS
Ny g
PR L\ |
Nearly one out of every two 10 Super Bowl Youtube

people on the Internet visits A ianr A e
y
YouTube each month veiwership



1.3 billion people 1.2 billion people

3rd Largest

{ 1billion
monthly
visits

v

If YouTube were a country, it would be the third largest in
the world after China and India.

Sources:

Comscore.com
SearchEngineLand.com
MillwardBrown.com
AddShoppers.com
youtube-global.blogspot.com



A—% ‘
L€ pav Sysum®
B NE“I“R\\ =<
VAHDD & gmem 'y GOUGAE § g v

"'='='»-== WO

KN ik
\\ ; / 7

OPFTIMLEZATION

ENGINES £ g

|..||r|.:|.n-—-r—|'

i: = f
£ E
PAGERANK |2 ) i —
i FSENGINE -


https://www.youtube.com/watch?v=hF515-0Tduk
https://www.youtube.com/watch?v=Cs4JG49YrDg

ON-THE-PAGE FACTORS

Theia slomeet are in ihe direct contred of the publisher

Ari 4wl writien & have

[:q QuaLITY whr:mtlll- guality content?

FEEARE Hawe you researched the keywords

ir » - peophe muy uke 1o find your comtent?
Do pages wid words & phiases

Cw  WORDS hope thay b found for?
B wlsiters spend time reading

E': R oF "bounce™ pway quickly?

Cf  reess Are pages fresh & about “hot™ toplcs?
1% cantent “thin® or “shallow®

Ut Ll £ lacking subslance?

Va aos Is your content ad-heavy,

s poeially "above the fold7”

Do MTMIL Eifle tags contain
Ht TILES kiywards relevant to page toples?

Do mota description tags
Hd  OESCRBTION goociine what pages are sbout?

Hh s o™
Hg staucrms GO e ?

Vs i e 4TI SCamhay Tawniert

Vh mom e ket 1t

ARCHITECTURE

Ac  camn Can search engines easily

“crawl” pages on siteT
A o S
Ag  SPiiD Does site boad gquickiy?
R o
A B martghanes snd tabats?
Ve comma s than s

THE PERIODIC TABLE OF SEO SUCCESS FACTORS

Search engine optimization — SE0 — seems. e alchemy fo the uninitiated. But theve's a sclence to it. Below ane some
impartant “ranking faciars” and bost practicos thal can load o sucooss with bath soarch eagines and seanchors,

ON-THE-PAGE SED OFF-THE-PAGE SED

HTML  ARCHITECTURE  LINKS TRUST SOCTAL PERSONAL

CONTENT

FACTORS WORK TOGETHER

ANl factord on the table arg |mpsctant, bul thede marked 3 darry
marg weight tham 1 or 2. Mo siegle factor guarantees lop rankings
or swocens, but having teveral faworable onet increates the odds.
Hegative “vislstion™ fachors ahowa in red haim your chanded.

Lt Whasn! PORQS FRaina caemaiseol sble

OFF-THE-PAGE FACTORS

lemants influsnced by readend, visltons & other publishers

A lnki from brudled, quatity

I-q {HRLITY of respected web sites?

I.t TERT B links pointing at pages ote wirds
youl hepe Rheyll b Somnd for?
Do many links palnt

Ln FUMNCR ut your wid pagesT

||.|I PAID Mave you purchased links in

p Bopes of Bebter rankings?
lI" soam Have you created many linke by spam-

ming blipi, forumi &F il plideaT

TRUST

Do links, shanes & obher fatiors

o ATHORTY e site a trusted authority?

T o
T oMy ks & thatof suthorst

Ud mmer e ted comen?

SOCIAL

F Do those respected on soclal
Er REPUTATION metwarke share your sanlent?
Do many whare your content

Ss SHNRES &f ioeial P twaikaT

PERSONAL

Pe commy ot in?

AR ca T o s ol
Ph oo oy ot
Ps soom (o hester

ooy S400cH g

<
Daslgs By COLMMM < FIVD

Cagyright Thicd Duor Media
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https://www.youtube.com/watch?v=hF515-0Tduk
https://www.youtube.com/watch?v=Cs4JG49YrDg

Profitable Marketing Channels

E& MARKETINGCHARTS.COM

Marketing Channels Preferred for Sourcing High-Value Leads

Email marketing

SEOQ / PPC

Social media

Conferences, tradeshows and events
Direct mail

Online display/banner ads

Public relations

Webinars

Offline media: Print ads

Mobile ads

Offline media: TV

Content syndication

Offline media: Radio

App stores

% of respondents

May 2014

26%
28%

25%
20%

23%
28%

22%
20%

16%
14%

11%

9%
5%

8%
9%

6%
6%

3%
3%

57%
54%
55%
46%
44%
37%
39%
39%
2014
2013

Source: Ifbyphone




Websites, Blogs, & eNewsletters




Websites, Blogs, & eNewsletters




Websites, Blogs, & eNewsletters




Websites, Blogs, & eNewsletters

‘\
Expectations

VS

Reality



‘;

However!



Websites, Blogs, & eNewsletters

‘\
Tools to Investigate:

> Weebly

» Word Press

» Google webmaster tools
» Bing webmaster tools

» copyblogger.com



Juneau County, Wisconsin € _ Search

Government Communities Business & Development Recreation I&E Club Weather Contact Us
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Welcome to Juneau County,

Community

8th Annual Volk Field planning
Small Business Conference with Partners

Growing Your Business
August 6 - August 7, 2014 - Camp Douglas, W1

e 8th Annual Volk Field Small Bus nference


http://www.juneaucounty.com/

MyAccount  About  Cart ® 0items - $0.00

Featured Products

Product Categories

Accessories

s

Recent Products


http://krsweetshot.com/

Email and Press releases

\

»Contact Papers and Magazines

»Use Email to build relationships with
your audience.

»Investigate auto responder and follow-
up systems to make email easier.



Email & Press releases

(@ AWeber

- I”
’,;‘II E ;

Constant Contact’



Directory listings/citations

‘\

Create Listings and Profiles:
» Google, Yahoo, Bing, many others.

» Make all citations consistent and complete for all
directories.



Directory listings/citations

LOCAL

N\ |

Your

lnﬁ)US . Business




Directory listings/citations

getlistedoz  The Local Search Ecosystem
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Marketing: How others see you!




Much success with your business!

——

Director | Trust Ladder Marketing

608.843.4737
jeremy@trustladder.com




