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Introduction

Tired of struggling to hit sales targets each month? Worrying about making payroll or just want to
consistently build revenue month after month?
If your business is stuck, stagnant or simply not hitting that next level fast enough, you may be the
target of revenue assassins. Fortunately, we can give you the weapons to root out and destroy these
enemies of profit and progress – before they destroy your company.
You have a good product. You have a solid team. You have a good customer pool out there, but you
don’t seem to be reaching them – and you’re not sure why. It shouldn’t be this hard!
You’re right. It shouldn’t. And the fault lies with traditional marketing methods. Traditional marketing
is based on a traditional model, but technology is altering that model on an almost daily basis, and
traditional methods simply can’t keep up.
Think about it. A scant dozen years ago, there were no iPhones, no Twitter, no Instagram, no Tumblr.
Half of America was still using dial-up, YouTube had just launched (and no one was watching it) and
Facebook was something only college kids did.
Today, business competition has reached cutthroat levels. Prospective, past and present customers are
bombarded on a daily basis and have gotten adept at filtering out information they consider irrelevant.
Your challenge is to get their attention and keep it long enough to build a loyal and continuing
relationship.
In this battle, simply having a great product is not enough. Even a good website and expensive
advertising is not enough. In modern warfare, you need modern weapons, which means an integrated
approach that combines strategy, marketing and technology. Marketing the right way generates
revenue and cultivates a bond with your customers that keeps them coming back. It does your selling
for you.

Before you can arm yourself properly, though, you have to first address and eliminate the silent
enemies standing between you and success. We can help you do that. We want to build a professional
relationship with you and your organization, one that helps you succeed. Using our strategies for
attracting, engaging and converting prospects into buyers, you will no longer be a victim of advancing
technology, but its master.
It’s important to know your enemy, so let’s begin by identifying and defeating the Deadly Dozen.
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Platitudes
Best Selection! Highest Quality! Best Service!
Proudly Serving the Community since 1692!
Did your eyes just glaze over? Yeah. So did
your customers’. Platitudes like these are so
ubiquitous no one even sees them anymore.
Every marketing campaign seems to use
them, but they’re like the chips that come with
your sandwich – empty calories to fill up the
plate, but not a reason to order the meal.
Like chips, the empty calories of platitudes are
actually bad for you. Your customer,
bombarded with similar claims from every
source, begins to believe that the companies
making those claims are similar, as well.
Lacking any solid distinguishing information,
they begin to base their decisions on price
alone, disregarding the value your company
has to offer. And today’s market is merciless.
Worse is the fact that you’re paying for those empty calories. Advertising and marketing consultants
are filling space without quantifying the very qualities that make your company unique. They may
not even know what those unique qualities are, so they’re depriving your customer base of
necessary information while leaving you at the mercy of shifting market conditions.

SOLUTION
To defeat this enemy you need to replace empty platitudes with information. “100 Years combined
experience” isn’t telling your customer anything. (Combined experience of what? 50 people with 2
years’ experience each?) What can you quantify about your business that separates you from everyone
else?
Tell your prospects why they should go with your company and highlight what makes you stand out
above the competition. Are you the leading authority in your field? Your on-time delivery, your project
completion percentage, your customer service rating, your record of on-budget completion, or how
much longer your product lasts - these are sound, fact-based reasons a prospect should choose your
company.
Unfortunately, marketing and advertising campaigns are all too often left up to teams whose
knowledge is all about marketing and advertising, not about what makes your company unique in the
marketplace. No one knows your business better than you do. You understand your market, your
history and your competition. But are you effectively communicating to your customers exactly why
you are superior? Sit down with your team and get down on paper the quantifiable, measurable
reasons you stand out in a crowded market. This is the bedrock of many aspects of the sales cycle, and
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one of your main weapons in this fight.

Fragmented Marketing
Think back to the last advertisement or marketing piece
created for your company - brochure, website, printed ad,
radio spot. Who created the final product for you?
Chances are the radio station created your radio spot. The
magazine created your magazine ad. The design company
created your brochure. The web design company created
the website. The video production company developed
the content for your video. Sound about right?
Now think about how fragmented that makes your marketing efforts. All those different companies
have different ideas about your marketing message based on their limited experience with your
business. Inevitably, they use platitudes (space and time fillers), perhaps seasoned with a dash of
their medium’s brand of creativity.
Fragmented Marketing is one of the greatest wastes of money for businesses today. Business
owners often invest time and money in individual marketing pieces that can’t be pieced together into
any kind of effective process because they’re usually produced by separate companies or teams
without a strategic plan. And if they aren’t part of a cohesive process, they are probably ineffective.
Random unrelated ads, videos, emails and messages don’t work together, don’t lead the prospect to a
clear and specific outcome, and don’t lead to success. Unfortunately, this is the most common
marketing approach in business today. Everybody is doing it, but it’s a killer just the same. (Hey,
everyone used to smoke, too.)

SOLUTION

Systematized marketing defeats fragmented marketing every time. Fragmented marketing is
marketing with no cohesive message or comprehensive system. Systematized marketing dictates the
content of your advertisements, no matter what form they take. It dictates the sequence and content
of the messages your prospects receive as they are led right to your door. It actually facilitates the
prospect’s decision-making process by providing a clear picture of what you offer and why they
should buy from you and not your competitor.
A systematized marketing plan considers and develops the message first. It then incorporates the
message into a comprehensive marketing system which drives the prospect’s decision- making
process. Finally, it chooses the best media (radio ads, television spots, video, email, etc.) to get those
messages in front of prospects, actively generating leads into your business rather than relying on a
scattershot approach.
You paid to have an advertisement produced or designed. You paid for the space or the airtime. Did
you pay for the content, or was it just thrown together by the designer, production team, or your
sales staff? The message - your message – is the most important part of your marketing campaign,
and it needs to be specific, coherent, and based on your knowledge of your industry and company.
Most importantly, it needs to function as part of a cohesive strategy to demonstrate your superiority
to prospective customers regardless of medium.
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Not Using Hot-Button Advertising

Generalized advertising is that annoying frat guy who propositions every girl he sees, figuring at least
one of them will go out with him. It succeeds - occasionally – just because of the law of averages.
Doesn’t your business deserve better than that?
Hot-Button Advertising connects with your prospects in a personal way, based on their needs and
what is important to them. Hot-buttons amplify a person’s emotional state, create action, offer
concrete reasons for purchasing what you sell and define the real benefits customers get from your
product or service.
For example, hot-buttons for a business owner may include specific issues such as fierce marketplace
competition, reduced profit margins on their products, the feeling of being a commodity, an inability to
differentiate themselves from their competitors, the inability to attain next-level success, or the feeling
they are being left behind.
What do you currently do to comprehend the needs and wants of a new client or prospect? How do
you determine why they’re sitting across the table from you? What will inspire them to say,
“Wow…I’m glad I went with them instead of their competition!” If you don’t truly understand this,
then how will you know when you truly have a satisfied client? If you aren’t hitting the hot buttons,
you’re firing in the dark.

SOLUTION
This solution is simple – turn on the light so you
can see where you’re aiming. If you have no idea
what your prospect’s hot-buttons are, it’s time to
find out.
Identify hot-buttons by profiling your prospects
to determine their pain points and desires. For
example, when we bring in a new client, we hold
a Discovery Session to discuss their issues, goals
and desires. We focus on understanding what
they really want from the business relationship
we’re forming through what we call a ResultsDesires Analysis, or RDA.
Whatever your customers’ hot buttons, your business can address them by emphasizing ways your
product will benefit them, by neutralizing their objections or concerns, and by highlighting your ability
to do those things better than your competition. If you hit these points during your presentations and
advertising, you are already setting yourself up for success, but you can’t address your prospect’s major
concerns until you fully understand them.
For example, obesity is at epidemic proportions in the US. However, obesity is only a symptom of an
underlying condition, which may include immobility, medications, lack of exercise, poor diet, injury or
poor health. With a little research and some brainstorming, you can clearly see how a company in the
weight loss industry could gain a competitive advantage by putting together multiple campaigns that
speak to prospects in a very personal way.
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SOLUTION

Cont’d

Their campaign might go something like this: “Are you gaining weight because your back injury is
preventing you from exercising? If so, we can help! Here are 7 ways to maintain health and lose weight
for those who cannot exercise.” Or perhaps: “Is that new medication adding pounds you simply can’t
shed? Here are some ideas to help!”
Imagine someone with a bad back, frustrated because they can no longer exercise, reading that HotButton headline. What would it mean to someone whose required medications put on unwanted
pounds and inches? It would speak to them in a personal way much more likely to get their attention
than generic text which makes no connection.
So how is your company making that connection? Are your sales people simply reading from a script
that highlights your product or service? Are they spouting technical jargon that does nothing but
confuse the layman? Or are they analyzing and focusing on the prospect’s hot button needs so they
can offer specific strategies to address specific needs? No more firing blindly in the dark – to conquer
this enemy, make sure you see and understand your target.

Not Using Video Strategically
The explosive growth of online video is remarkable. (Fortunelords.com/YouTube-statistics) YouTube was
founded on February 14, 2005. Now, barely 12 years later, almost 5 BILLION YouTube videos are
watched EVERY SINGLE DAY.
Granted, there’s no shortage of funny cat videos and
news mistakes, but top marketers embrace video as a
best practice and it’s now ranked as the most effective
form of content marketing.
If you aren’t using video advertising effectively you’ve
invited this enemy right into your boardroom.

Check out these stats:
• Businesses using video grow company revenue 49% faster than organizations without video.
• Social video generates 1200% more shares than text and images combined.
• 70% of marketers say video produces more conversions than any other type of content.
• Companies using video enjoy 41% more web traffic from searches than non-users.
• Facebook gives video content priority in its News Feed.
• Only 28% of website content is read on average.
• 59% of C-suite execs prefer watching video to reading text on a page.
• C-commerce customers are 50% more confident of their purchase after watching a product video,
and cart contents can increase up to 174%.
• 40% of consumers say video increases the chance they’ll purchase a product from their mobile
device.

The list goes on. It’s a fact that videos are the most powerful form of communication today. Why?
Because video works. Most people are visual learners and the combination of voice, imagery and text
is more much more engaging than text alone.
You might already understand the full power of video. But if you’re using videos now and still aren’t
getting the results you want, it probably has nothing to do with the way the video looks or how fancy
it is. The problem is you’re not utilizing this method of marketing and advertising strategically.

SOLUTION
To defeat this enemy, turn the
spotlight on your prospect.
Effective videos all hit a few key
points, but the main key is they
MUST be “client-centric.” Clientcentric videos are a great way to
indoctrinate prospects in a warm,
relaxed, way but they have to
focus on the client…not on you!
This style of video subtly
influences people with content
that is easy to consume while
providing a roadmap to their
desired result.
If you currently have video marketing in place, review it right now and ask yourself “Am I focused on
the client’s needs or is my video simply telling people how awesome my product is?” If you aren’t
getting the results you want, you may already know the answer.
Another key point to video success – it’s all about the script. Content rules! Perfect lighting, stunning
picture quality, elaborate soundtracks…all of that becomes useless if you can’t engage your prospect
and get your message - your cohesively crafted, client-centric message that focuses tightly on your
prospect’s hot-buttons– across in a believable and professional manner.
A properly produced video can accomplish basically any marketing goal you have—from educating your
customers to generating leads to promoting the perfect sales pitch. It also eliminates the pitfalls of
face-to-face meetings where clients can become distracted, disinterested or even pressured by your
salesperson.
In addition, a video is easy to schedule. It doesn’t have to slotted in between the lunch meeting that
ran late and the kid’s soccer practice that starts early. Your prospect can click that link at his own
convenience, which is much more likely to generate a receptive mood. And your message will be
delivered perfectly at any time of the day or night.

SOLUTION

Cont’d

A series of videos that effectively helps prospects understand your products, develops goodwill and
trust, and positions your brand as the authority in your industry will have a major impact on your
marketing efforts. Use videos to focus on the prospect’s desired results and goals and to map out
ways your company can assist in achieving those results. It works, as these proponents can attest.

“The basis of content on the Internet is now shifting from text to video. This allows
advertisers to take advantage of the kind of branding advertising they are used to on
television.”
Michael Wolff, CEO and co-founder
Activate Incorporated

“The single most important strategy and content marketing today is video. Whether it's a
video on Facebook, Twitter, Snapchat or YouTube, the content you need to be thinking
about creating and marketing on social for your business is video.”
Gary Vaynerchuk, CEO
Vayner Media, Entrepreneur, Best-Selling Author

“Video is the future of digital advertising. No other advertising vehicle combines the sight,
sound and motion of television ads with the interactivity targeting and measurability of
the internet.”
David Jay Moore, Founder and CEO
24/7 Real Media

Not Using A Proven Messaging Formula
Most businesses have no marketing strategy or use a proven messaging formula. They simply follow the
path laid out by media sales people or competitors. It amounts to plagiarized tactical marketing absent
of a strategic plan?
MSP’s (Media Sales People) specialize in tactical marketing, but they seldom have any idea what your
overall strategic plan is – and they probably don’t care. They simply have a service to sell and they hope
you buy it.
Vague statements like, “We need to get out there on social media,” or “We need an updated brochure,”
do not constitute a marketing strategy or a messaging formula. Sales teams usually have a plan in place
with measureable goals – shouldn’t your marketing team?
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A strategic marketing plan isn’t suggesting maybe something should be done to increase visibility in
the marketplace. It maps out what needs to be done, how it will be done, how much it will cost and
how success will be measured. It also determines the progression of how visitors will get converted
into leads and eventually become customers without leaving it up to chance.
If you don’t have your strategy in place along with a proven messaging formula, all the tactical
marketing in the world won’t make much impact. You’re fighting with rubber bullets.

SOLUTION
To defeat this enemy, you need to arm yourself with real weapons.
A simple discovery session will help you determine which segments of your market will benefit most
from your product. Focusing on prospects who want your product, who believe what you believe
and value what you have to offer will boost both sales and profits.
A great way to do
this is to perform an
exercise known as
Relief-DesiresAnalysis
(RDA)
which begins with
the understanding
that every problem
or desire is actually
a symptom of one
or more underlying
conditions.

Again, the weight
loss industry serves
as our example.
Virtually everywhere you look you see ads on billboards, magazines, TV, radio and online
advertising weight loss. Without a unique strategy to help companies stand out from the herd, they
may have to outspend their competitors on tactical marketing to try and gain market share. It’s
difficult to make much of an impact with tactical marketing alone. The real growth and profits are
made in strategic marketing to cut through marketplace clutter and then use a proven messaging
formula that follows a strict progression to convert visitors into leads and eventually customers.

Understanding the pain points of your clients will allow you to get their attention, but you still need
to connect with them emotionally, educate them with quality content and incentivize them to take
the next step in the buying process.
You’ll learn more about our own proprietary Magnetic Messaging Formula™ in tomorrow’s video
which will put you, rather than Media Sales People, in charge of the direction and methods you use.
You know your company and your market, so you don’t have to settle for generic tactical
marketing. Instead you can ask, “This is our strategic plan. How will you fit into it?”

Manual Follow-Up By Humans

According to Gleanster, 50% of leads are qualified but not yet ready to buy. Without a sound follow-up
strategy, you have no way of ensuring those qualified leads become buyers – or that if they do buy,
they’ll be buying from you.
Connecting with your customers and prospects on a personal level is a powerful force that builds
greater trust, value, and positive response with every encounter. As human beings, we feel flattered
when someone takes the time to get to know us on a deeper level. No one wants to be treated like
just a face in the crowd or an entry in a database.
Ideally, your sales reps would nurture these prospects, maintaining steady communication until they
turn opportunities into closed deals. However, your follow-up is likely driven by humans who are subject
to feelings, fatigue, and easily disrupted schedules. While your sales and marketing teams may
recognize the importance of prompt and continued follow-up when trying to close deals, they’re often
too busy to make it a priority. There’s always another meeting, another client to call, another fire to put
out.

But the average sales cycle has increased 22% in the past 5 years. The importance of lead nurturing –
keeping potential customers interested and engaged until they’re ready to buy – is critical. According to
a report on lead nurturing done by the Annuitas Group, nurtured leads make 47% larger purchases
than those not nurtured – making lack of follow-up a critical error.
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Too much follow-up, however, can be as ineffective as not enough. BUY NOW! THIS DEAL WON’T LAST
FOREVER! BUY NOW AND SAVE! This sort of annoying persistence - no, face it, nagging – does nothing
to build trust or encourage a long-term relationship. It’s more likely to get your number blocked.
It also takes valuable time to draft and customize communications. But what if 50% of that
communication is with people with zero intention of ever buying…but you’ve told your sales team that
they MUST follow up with everyone? Isn’t that time better spent on qualified leads?
Lack of effective follow-up can have other consequences. Are you leaving money on the table by
missing cross-sell or up-sell opportunities? Are you reminding existing customers to purchase your
products again once previous purchases are past their use-by date? Are your sales reps targeting
customers who’ve purchased a specific service in the past by highlighting the benefits of an upgrade?
Or are they simply so busy trying to cultivate new prospects that they’re overlooking these
opportunities?

SOLUTION
You need to develop your followup process! Companies excelling at
the practice of nurturing leads
generate 50% more sales-ready
leads—and do so at a 33% lower
cost
per
lead.
Imagine
a
sophisticated method of timely
follow-up without any prospects
slipping through the cracks or
being forgotten. Imagine a system
where a unique follow-up strategy
generates goodwill and trust while
positioning the professional as the
authority in his market.
Buyers make their way through 57% of their journey before they even talk to sales, but only 25%
reveal their interest during the early stages of that process. At that point the burden is on marketing to
retain the attention of uncertain customers for an indefinite period of time.
However, once potential buyers have completed their research and start reaching out to sales reps,
they’ll already be educated. Sales reps won’t have to waste time guessing at their pain points and
needs.
This is where developing an effective automated drip email campaign comes into play. Utilizing this
system lightens the load of your sales team and sets them up for success with prospects who become
more and more engaged over time…all in an automated fashion.
These automated, personalized messages allow sales reps to have regular touch points with each of
their prospects, reducing time spent on manual tasks and letting them focus on closing deals.
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SOLUTION
This type of campaign also extends your search for potential customers to even otherwise inaccessible
regions of the Internet. It offers an introduction on your behalf and keeps your brand in the forefront of
the consumer’s mind When they’re ready to buy, they’ll buy from you.

Automation can also periodically “drip” informative email content to leads that have gone cold,
potentially re-engaging them. Renewed interest (such as clicking a link) can be reported automatically,
immediately alerting your sales team to potential lead activity.
Email marketing is already exceptionally profitable, posting an average return of 4,300%. Personalized
email sent through an automated campaign is even more effective - 22.2% more likely to be opened
and earning 18 times more revenue than generic email “blasts.”
This could be a game changer. Automation saves time and money by streamlining the sales process
and reducing the time it takes for a potential lead to become a customer. Automating cross-sells, upsells and customer follow-ups potentially increases customer lifetime value - and certainly increases
revenue.

Sales Team Burnout
Are your salespeople spinning their wheels making cold calls,
searching out prospects, trying to coax reluctant or poorly
qualified prospects to buy? These frustrating tasks consume
massive amounts of time and talent, but don’t do a lot to
close deals.
Technology has fundamentally changed sales.
In a previous era, a salesperson’s first job was to introduce a product or service to prospective clients.
Today’s consumers have easy access to vast amounts of information, not all of it relevant or accurate.
Instead of needing or welcoming an introduction to a product or service, they are bombarded by multichannel advertising at every turn and have learned to quickly hit the delete button out of sheer selfdefense, particularly if the messages are irrelevant, generic, or poorly timed.
As a result, salespeople can work harder than ever with fewer positive results – a recipe for burnout.
Burnout typically offers two possible outcomes. Either a frustrated employee blames the company and
jumps ship, or the company blames the employee and lets him go. Either way the company is faced
with locating, hiring, and training a replacement – an expensive solution that doesn’t address the
problem at all.
Modern selling is not a reactive, one-off event - especially in today’s market. It’s a proactive process
that builds a relationship with your prospect early in the buying cycle. Done improperly, it impedes trust
in your company and inhibits understanding of your product and its benefits. As a result, your sales
reps find themselves trying to persuade or convince a prospect who isn’t ready to buy, and may never
be. This is a huge turn-off for the prospect, misuses the salesperson’s valuable time, and is a major
contributor to underperformance and sales fatigue. It doesn’t do anything for the bottom line, either.
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SOLUTION
The problem here is not your sales team, it’s your process. We’ve discussed strategic marketing,
strategic follow-up – your best weapon in this battle is a strategic sales process.
With the right strategic process in place, your rock stars and even average salespeople would begin
generating incredible results. The company would see more sales, more income, and more loyalty. Total
win.

The key is to eliminate non-revenue generating activities and repetitive manual tasks. Free your
salespeople to focus on working with prospects who are the most qualified and ready to buy –what you
hired them to do in the first place.

Automation will handle mundane tasks so that you and your sales team can focus on closing deals. Sales
process automation systemizes activities, tasks and documentation, allowing for a smoother workflow
and increased performance. It also avoids the human error that so often accompanies repetitive, routine
tasks and lifts the burden of cold calling and haphazard sales processes.
A few years ago, a study on the Harvard Business Review suggested that you’re 60 times more likely to
qualify a lead if you follow up within one hour, compared to waiting 24 hours. Because your team has
time for that. With automation, you can be sure that every hot lead is followed up right away. Whether
at 8pm on a Friday evening or 6am on a Sunday, your automation system can be hard at work when
your team is not.
When Capterra implemented an automated process, they found their sales qualification rate went up
400%, largely due to a combination of faster follow-ups and increased sales efficiency.
14
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Incorporate video into the automated sales process and your company can deliver the perfect sales pitch
every time, even to an insomniac prospect at 3 in the morning. Automation converts your prospect’s PC,
tablet or mobile-device into your best salesperson.
So with automation in your arsenal, you get the equivalent of hiring an invisible sales force to work fulltime around the clock, you see increased revenues and overall growth, you connect with the prospect
earlier in the buying cycle, and you have better control over how your product is presented. Level up.

Non-Standardized Sales Presentations
Most salespeople love to “wing it” and do it their way. However, a critical component of selling is
indoctrination - educating your prospects on what your company is all about and what makes it stand
out. This step is often overlooked or left up to the salesperson during their initial – and sometimes
only - sales pitch.
An improperly presented indoctrination inhibits complete understanding of the benefits of your
product, impedes trust in your company and may prevent a prospect ever becoming a customer.
But sales reps are human,
so presentations can vary.
And so can your critical
message.
And
since
they’re not identical, you
really have no way to
determine exactly what is
working and what isn’t,
which makes tweaking
presentations risky.

A BAD SALES PITCH
FOR A GREAT PRODUCT IS LIKE SERVING
STEAK ON A TRASH CAN LID

Inconsistent or improperly
delivered messages can
lead
to
missed
opportunities
or
misunderstandings,
and
ultimately to missed sales.
And without some degree
of standardization, you
have no way to measure
the
effectiveness
of
individual components of a
presentation – and no way
to improve it.
15

SOLUTION
A uniformly consistent demo experience is your best defense against this enemy.
Delivering a carefully crafted demonstration that incorporates video to each prospect ensures they
have all the information they need to make faster, more confident purchase decisions. It ensures your
message is delivered properly every time, so you know nothing has been left out or overlooked.
Client-centric videos deliver a conversion rate, four to five times higher than the typical conversion
rate. Since video goes into more detail and engages your prospect with specific information, it has a
directed impact that a more generalized presentation lacks.
An automated method of delivery leads prospects through the entire buying experience, from the
moment they first find you to the moment they sign on the dotted line.
Every salesperson should use the strategized process every time, but a standardized process does not
mean a standardized sales team. Preparing a presentation will take much less time, offering the
opportunity to incorporate your team’s best ideas and innovations into the process. The results of
these innovations will then be quantifiable and measurable, so your process can be continually
refined and improved – across the board.

16

Invisible Data
You can’t judge what you can’t see.
Measurable data determines the success of any marketing campaign. Quantifiable data, gleaned through
precise tracking and monitoring of expenditures as well as responses, indicates objectively what works
and what doesn’t. Without it you’ll never know what’s working.

For example, if the marketing team is capturing hundreds of leads but none of them are being nurtured
to become ‘sales-qualified leads,’ the marketing department needs to receive instant and impartial
feedback so they can improve their nurturing campaigns. This reduces unpleasant conversations and
creates accountability for staff and departments to ensure that they are performing effectively. Opinion
can be disputed, but numbers don’t lie.
Data tells not only which campaigns worked, but what type of customer they worked for, enabling you to
create in-depth reports and fine-tuning your marketing efforts. Real-time visibility lets you analyze and
tweak your strategies to maximize results, giving you the opportunity to abandon tactics that haven’t
resulted in increased sales and step up the ones bringing in more leads and conversions.
If you have several marketing campaigns active at the same time, detailed data reports determine which
direction each is heading, allowing you to analyze every aspect. This information allows you to direct the
focus of your marketing resources for maximum impact on your profit margin.
Without this data, you’re dead in the water. You can eventually judge the success of a campaign by the
orders it generates, but you won’t know why it succeeded – or where it failed.
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SOLUTION
To win this battle you need a good intelligence network.
As the general of your business, you have a million and one things on your plate. There are simply
not enough hours in the day for you to thoroughly analyze statistical data from your current
marketing campaign. But every good general relies on his intelligence network to keep him up to
date.
The more you understand your
customer, the more targeted and
strategic your communications.
Once
you’ve
identified
a
marketing campaign that works
well for one customer segment,
you can adapt for another. This
is a task that requires real-time
visibility to help you make the
best decisions.
You need the highlights reel, a
crystal ball, telling you exactly
what decisions to make in your
business
through
advanced
reporting options.
A strategic automated marketing funnel will do just that. You can receive detailed reports pinpointing
new marketing opportunities, customer segmentation response progress and data integration for any
campaign you are currently running. With this information, you can easily review the data and make
critical marketing decisions before moving on to your next task. You’ll know exactly what’s working
and what needs to change and can make on-the-spot decisions to optimize your efforts.
You need to cultivate your intelligence network by partnering with an expert who can provide realtime, 24/7 data to utilize in your decision-making process.

Frustrating Your Customers
Have you ever tried to purchase a product
from a company, online or in person, and
become frustrated because they made the
process too difficult? Are your prospects and
customers having the same difficulty?
Your prospects and future customers have
certain expectations when purchasing. They
also have more options than ever before. If
the road to understanding and purchasing18

your product is full of roadblocks and detours, they can easily just hang a U-turn and follow another
path. Successful companies make it simple and painless for a prospect to become a customer. If it’s a
hassle, this enemy wins.

SOLUTION

Cont’d

Customer convenience is your tactical advantage here.
Make it easy to learn about your products and services in a format consistent with the buying habits of
today's tech-savvy prospects. For example, offer them a personalized interactive demo that engages
them based on their unique interests. Give them options to learn about your products at their own
convenience and comfort level. Allowing customers to interact with your business in multiple ways
makes it easy for them to reach you in ways convenient for them, plus it increases your visibility to
draw in new customers.
When you improve the customer experience by standardizing your sales approach, you deliver a
consistent and thorough message with each interaction. This makes it easier for them to give you
money, which is always a good thing.
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SOLUTION

Cont’d

Visualize your customer’s journey so you can create processes around it. This enables you to gradually
refine how you target and nurture your leads.
Blueprint or create a campaign structure by mapping your customer’s sales process. Nudge them with
follow-up messages to keep them on track as they move along.
Be patient and let the prospects move at their own pace. No one likes to be pushed into making a
decision! Keep them engaged by delivering useful content and generous special offers that build
goodwill, trust and a desire to purchase from you.
Here is a visual representation of this process - circles represent goals/milestones and rectangular
boxes represent follow-up emails and actions triggered when a lead reaches that stage of the journey.
A visualized funnel enables you to see where leads are falling off so you can make refinements in your
nurturing process.

Make it easy and pleasant for your prospects to become your customers - and kill this enemy with
kindness.

Connecting With Prospects Too Late In the Buying Process
Timing is everything. If you get it wrong, this foe wins.
The long road from prospect to buyer is traveled in stages. The finish line is crowded with
competition, all waving offers, because by the end of the journey, the prospect has money in hand,
ready to become a buyer. You don’t want to battle it out at the end, though. You want a relationship
that lasts past this one purchase, and to do that, you need to be with your prospect from the
beginning.
And it is a very long road.
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The buyer’s journey, the process buyers go through to become aware of, evaluate, and purchase a
new product or service, has three stages.




Awareness Stage: The buyer realizes they have a problem.
Consideration Stage: The buyer defines their problem and researches options to solve it.
Decision Stage: The buyer chooses a solution.

During the Awareness stage, buyers identify a challenge or opportunity they want to pursue and
prioritize it. In order to fully understand the Awareness stage for your unique buyer, ask yourself
these questions:






How does the buyer describe goals or challenges?
How are they currently educating themselves on these goals or challenges?
What are the consequences if they don’t take action?
Do they have any common misconceptions about reaching the goal or solving the challenge?
What criteria will the buyer use to determine whether making this purchase is a high priority?

During the Consideration stage, buyers have clearly defined the goal or challenge and have
committed to addressing it. They evaluate different approaches or methods to pursue the goal or
solve their challenge. Ask yourself:






What solutions do buyers investigate?
How do buyers educate themselves?
How do buyers perceive the pros and cons?
How do buyers decide which solution is right for them?
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SOLUTION
You probably don’t have the manpower to battle this one out personally, but you can offer a guide.
Think of it as a business GPS, making sure your prospect doesn’t get lost along the way.
An automated sales funnel helps you discover and engage with each lead at each stage. You’re
building a relationship with your prospects throughout the length of the sales cycle, not just at the
very end — and by automating this process you can do this without all of the manual work that
relationship-building normally requires.

With the ability to automate one-on-one communications and tedious follow-ups, your sales reps can
move prospects through their journey with minimal time and effort.
When buyers have completed their research and start reaching out to sales reps, they’ll already be
educated, and sales reps won’t have to guess their pain points and needs.
Automation makes lead nurturing easier and eliminates the need to connect with each lead in a
manual, time-consuming manner. An automated marketing solution can help you reach out to a
potential lead right from the beginning, keeping them engaged and interested throughout the
process.
Road cleared.
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Disregarding The Digital Disruption
As we pointed out at the beginning, the last 12 years have seen a major shift in business. Twelve
years ago, before iPhones, before we all had profiles, when video was something you watched on your
television set and tweeting was just for birds, a company could survive without a significant Web
presence. Today, a company’s survival depends not only on its Web presence, but on how effectively it
battles the rest of the internet for a prospect’s fleeting attention span.
It doesn't matter if you are selling to
consumers or B2B executives. Virtually
everyone is plugged into the grid via personal
Internet devices, and prospects will embrace
those companies who provide a clear and
easy path to understanding and purchasing
goods and services.
A good website is not enough. Generating
leads is not enough. A great product is not
enough.

THE DIGITAL DISRUPTION IS MORE THAN
JUST A TECHNOLOGY SHIFT. IT’S ABOUT
TRANSFORMING BUSINESS MODELS AND
HOW WE ENGAGE PROSPECTS AND
CLIENTS.

Companies have to offer products to
consumers in a way consistent with today’s
buying habits to compete in this everchanging marketplace. And they have to
stand out and be noticed in a teeming ocean
of nonstop information.
The alternative is death. Of the business,
anyway.

SOLUTION
Your product is competing with cute cat videos. This is no time to be squeamish.
You need a modernized customer acquisition strategy. An automated campaign that attracts new
leads and presents your offer in a compelling way will keep prospects engaged with your brand via
their personal Internet devices until they are ready to buy.
We’ve said it before - make it easy for interested prospects to learn about your products and
services in a format consistent with the buying habits of today's tech-savvy buyers!
Throughout this article we’ve pointed out the need for automation, the need to utilize engaging
media, the need for data and the need for strategic planning. This is where it all comes together.
You need all these weapons to remain at the forefront of the technological battle for your
consumers’ business.
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Doing Everything In-House
We’ve discussed – and defeated – the Dirty Dozen, but we wouldn’t feel right if we didn’t warn you
about one more enemy at the gate.
Any solid, well-run company that sells a valuable product or service in their marketplace is usually very
good at what they do. But in today’s crowded marketplace, just having a good product or service isn’t
enough to claim the victory you deserve.
You’re fighting a war on many fronts. Just battling the enemies we’ve profiled in this article is a huge,
time-consuming job, and that doesn’t begin to cover the effort of producing, selling, and managing your
business. Once you implement these strategies, your customer base will expand, which means you’ll be
even busier.
Do you have the manpower? You can shuffle responsibilities around, but as your business increases that
option won’t work. New recruits require time, training and resources you may not be able to offer right
now.
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SOLUTION
You likely need a hired gun.
Smart companies hire professional marketing consultants who can measurably improve overall sales
and revenue. Marketing consulting services are retained by businesses who want to dominate their
industry and grow their revenue.
In order to be successful online you have to learn how to outsource effectively. Unfortunately, many
people approach outsourcing from the wrong angle. Most struggling entrepreneurs begin by asking,
“Where or how can I get this done the cheapest?”

Unfortunately, the cheapest outsourcing solution is almost never the most reliable. Or the quickest,
or the most knowledgeable, or the best choice. The old saying that you get what you pay for is
really true. And since your time has value, the effort of researching, selecting and monitoring
bargain-basement outsourcing costs a great deal more than you might think.
When you ask, “Where or how can I can this done the cheapest?” you are focusing on getting a
single task done. When you take this approach you have to go through the selection process each
and every time you need help. I call this “outsourcing turnover,” which gets quite expensive when
you consider the total amount of time you dedicate to finding and selecting someone. And there is
always a greater risk dealing with a new outsourcer than one with a proven track record of
delivering as promised.
Effective outsourcing is about developing long term relationships with people who have expertise
beyond your own. The better question is, “How can I maintain long-term access to a talented
person who can assure a quality job and help me maximize opportunities as they arise?”
When you take this approach you build a team of independent, on-call professionals ready to
facilitate your next business conquest. Over time, you and your chosen team build a solid working
relationship – and your company reaps the benefits.
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Conclusion
You’ve learned a lot about the Deadly Dozen – plus one – and the battle strategies you need to defeat
them. We wanted to offer you the benefit of the real world knowledge our team has gained working
alongside many companies facing the same issues.
Our team has developed a comprehensive and cohesive marketing system that will help your network
generate 3 or 4 times your investment back in the first 12 months. The marketplace offers enough
opportunity that everyone should be doing this, but many are doing their advertising and marketing all
wrong, if at all.

Imagine if the key players in your network suddenly had access to a Lead-to-Revenue automated
system that delivered a predictable outcome, if they put in “X” dollars and knew that they would
generate “Y” revenue every single time. This is what we offer, but the purpose of this paper is to
simply provide you with factual information you can use to help your business.
These company killers are the enemy of every business. The businesses who identify and defeat them
will win. Once you understand that, you’ve taken a giant step forward in growing your business, profits,
and freedom. Congratulations!
Tomorrow we will send you another short video to show you how to take what you've learned here and
immediately begin applying it to grow your business in record time with virtually no effort on you or
your staff’s part.
Thank you for your time, and here’s to your newfound success!! See you tomorrow!
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Cheryl Hunt is the Co-Founder and President of Barron Marketing Solutions which focuses on a holistic
and strategic approach to building marketing and sales funnels using automation software, optimized to
get results.

Cheryl Hunt

Cheryl has been an Infusionsoft Certified Consultant since 2010 and served in the first Infusionsoft
Partner Advisory Group (PAG). Early background includes teaching high school English and Spanish in
Europe and US for over twenty years. Drawing from her broad experience of teaching and developing
curriculum, Cheryl now develops creative marketing solutions using Infusionsoft, a sales and marketing
CRM. She also consults with and trains business owners and their teams to use marketing automation
strategically to dramatically increase their revenue while saving time.
When not working, Cheryl enjoys playing the keyboard in a church band, cooking, and traveling to
wherever it’s warm and sunny.

Early background in the design, development and manufacture of digital technology which incorporated
his patented apparatus for the purification of water (Patent # 5460702). As co-Founder of International
Ionics and NOGSYS Technology he developed a distribution network for the technology throughout the
US and abroad. During this time Todd traveled extensively throughout the US, Canada, Mexico,
Caribbean and Europe. Both of these companies were eventually acquired and the technology is still
being used today.

In 2009, Todd became Managing Partner of Click My Video, Inc., a wholly-owned subsidiary of Diamond
Media Group. Their custom video applications have been used by M&M Mars, PromoPoint, Treasure
Hunters Roadshow and ad agencies throughout the US. In 2012 the company rebranded as Diacom
Performance Group and added technology-based, scalable customer acquisition solutions to its list of
services and diversified into the pharmaceutical, insurance, weight loss and Medicare products
industries.

Todd Gregorcic

In January 2015, Todd co-founded the nation’s first on-line life insurance exchange called Ensurem
which integrated automation technology with jet-issue (instant approval) insurance policies for
consumers nationwide. Ensurem was acquired by HealthRight in November of that same year.
Todd brings his background in video technology, process-driven strategy and entrepreneurial
experience to the CyberFunnels team.
Rick Gapinski, President and Founder of Sales & Management Partners, LLC, brings a wealth of
experience and business acumen to this endeavor. He is a graduate of Marquette University’s MBA
program as well as a graduate of Lakeland College’s BA programs in Accounting, Business Administration
and Economics and is a member of MENSA.
Rick also has developed a long and successful track record of business development, management and
entrepreneurship. This background covers a wide array of industries including (but certainly not limited
to); banking/financial, IT, health care, B2B Sales, B2C Sales, travel/entertainment, retail and
manufacturing in both sales, team building, mentoring and managerial capacities.

Rick Gapinski

Since 2010, he has been working through his sales and management consulting company to assist
individuals and businesses around the world with their sales, business development and managerial
concerns. This includes business development, coaching, mentoring and team development as well as
many other aspects of the sales and managerial universe. In addition, he has worked with a wide array
of companies around the world on various writing opportunities such as; ghost writing books, developing
sales/marketing copy, scripts and many other copywriting needs.
Of course, he does have some free time in the midst of this work where he enjoys cruise travel, hiking,
astronomy and wildlife photography. Rick is now bringing his skill set and passion for helping others
achieve their goals to the team.
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