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 The Sapient Ultimate Marketing Plan Developer
___________________
Key Message/Identity: <Describe Identity Here> _______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Purpose/Objective: <Describe Purpose of the Marketing Plan> _______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________ 

Value Proposition/Focus <Choose Your Value Proposition Here - Pick one: Customer intimacy (Nordstrom's), Product Leadership (Intel), or Organizational Excellence (Wal-Mart)>
_______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
Comparative/Competitive Advantage:  <Describe What Differentiates Your Organization Here> _______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Niche: <Choose a Specialized Market That You Service Here>
_______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Budget: <Add Your Yearly Budget Here>
_____________________________________________________________________________________

Keys for Success:  To increase awareness of its products or services, and establish a base of consistent qualified leads, you will need the following to succeed:
1. Conduct Market Research - Conduct research to uncover valuable information on the following subjects.

a. Market Outlook - Information on the current demand and trends in the organization's current market.

b. Target Market – Identifying the needs and wants of your current and prospective customers that are more positioned, need, desire and will utilize your services.

c. Competitive Analysis - Analyzing the strengths and weaknesses of the organization's competition.

2. Choose multiple marketing tools - Design a multi-purpose marketing effort including:

a. Direct marketing - Personalized mailers, e-mail and canvassing.

b. Web Marketing - including SEO, online advertising, e-mail marketing, etc.

c. Advertising - Print and media.

d. Referral marketing - Client, professional and network referrals.

e. Event marketing - Utilizing organized events to provide a venue for prospects to see value in your product or service.

f. Social Media marketing – social networks, sharing sites, video, etc.

g. Content marketing – articles, ebooks, books, blogs, etc.

h. Other - Public relations, pro bono work, charitable events, etc. 

3. Establish marketing goals and an implementation plan - Establish a written plan designed to consistently fulfill the large scale marketing efforts needed to achieve pre-established goals.

4. Obtain Employee or staff buy-in - Establish a system for consistently involving the organization's staff and employees in the marketing effort.

5. Design a Marketing tracking system- Document the progress of the marketing efforts weekly or monthly to assess the effectiveness and efficiency of the marketing tools.

6. Conduct a Quarterly Marketing Plan Evaluation - Assess the effectiveness of marketing efforts and determine the return on investment, strengths, weaknesses, opportunities and threats (SWOT)- and update accordingly.

7. Automate the Marketing Process - Turn your active marketing efforts to passive marketing efforts through the use of systems, technology, team and outsourcing.

8. Manage the Marketing Mix - Establish a process for managing all of the components of your marketing strategy and implementation.
9. Identify Leverage Points - Find the opportunities that are able to bring the most substantial results for the marketing efforts. 

Branding Checklist

Goal: To obtain all of the needed marketing tools for branding your organization.

What feeling do you want people to have when they think of your business?

	__________________________________________________________________________________

√
	Brand Building/Marketing Tools
	What will illicit the feeling that you want?
	What you should spend

	
	Business name
	
	Free

	
	Logo
	
	$$

	
	Slogan
	
	Free - $

	
	Theme colors
	
	Free - $

	
	Letterhead Template
	
	Free - $

	
	Business Cards
	
	$ - $$

	
	Brochures
	
	$ - $$

	
	Flyers
	
	Free - $$

	
	Domain (@acme.com)
	
	$ 

	
	E-mail Signature block
	
	Free

	
	Newsletter
	
	$ - $$

	
	Mailer/Postcard
	
	$ - $$

	
	PowerPoint Presentation
	
	Free - $

	
	Testimonials/Case studies
	
	Free 

	
	Free Products (pens,  etc.)
	
	$ - $$

	
	Signs, car magnets etc.
	
	$ - $$

	
	Logo items (shirts, etc.)
	
	$ - $$

	
	Website
	
	$$ - $$$$


$ - Under $100

$$ - Between $100 - $500

$$$ - Between $500 - $1000

$$$$ - Between $1000 - $10,000

1. Conduct Market Research.

Market Research Sources
	Source
	Description
	Should Spend

	Brainstorming
	Getting all of the people involved in the venture together to formulate ideas.
	Free

	Internet search
	Reading relevant, and up to date information on the topic you are researching, through articles, Pdfs, posts, blogs, etc.
	Free

	Books, Magazines Journals etc.
	Finding the leading experts or literature on the research subject and reading their material.
	$ - $$

	Professional Consultants/ Professional Relationships
	Interviewing advisers and consultants that are experts or are associated with the topic you are researching (i.e.: marketing consultants, business consultants, CPAs, attorney's, etc.).
	$ - $$

	Professional Organizations
	Visiting organizations that specialize in catering to professionals in the industry or subject you are researching.
	Free - $$

	Market Research Companies/ Consultants
	Outsourcing the research function to organizations designed and capable of finding relevant, up to date information.
	$ - $$

	Interviews
	Interviewing the current or potential customers your organization will cater to, in order to assess their needs directly.
	Free - $

	Focus Groups
	Interviewing groups of potential customers with pre-designed questions designed to obtain relevant up to date information.
	$ - $$

	Pro Bono Work
	Engaging in a non-compensated working relationship with customers to gain relevant and up to date information.
	Free - $

	Test Research
	Marketing the product or service in order to gain real time market exposure for the purpose of collecting relevant, up to date information.
	$ - $$


Target Market Segmentation

Target Audience: To identify the existing and prospective customers that are most positioned to purchase your products and services.

Target market: ___________________________________________________________________      

	What is your ideal customer
	What characteristics will show they have these qualities?
	How will you qualify the leads that come to you?

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


Target Market Research Questionnaire

Goal: To list questions intended to be utilized to obtain accurate and poignant market research data on the target market.

Target Market: ______________________________________________________________________

	Research Question
	Answer

	What are the deep buying needs of your target customers?
	

	Why do they value about your type of product or service?
	

	Who do they associate with?
	

	What do your target customers read, watch or listen to?
	

	How do your target customers want to be introduced to you?
	

	How do your target customers want to pay for your product or service?
	

	Why does your target market buy similar products and services from your competitors?
	


Target Market Needs and Benefits

Goal: To identify your audience's needs and how your product/ service will benefit them.             

	What are the deep needs of your target market (Pain)?
	What are the consequences if they do not get their needs met?
	What are the rewards they will experience for getting their needs met?
	How can your product or service meet this deep need (Benefits)?

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


How can you convey these benefits in your marketing to your customers?

	Benefit/Reward/Vision
	Ways to incorporate it in your marketing.

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	


2. Choose Marketing Tools. 

The Ultimate Marketing Toolbox

	√
	Marketing Tool
	Cost
	Effort Level
	Market Impact
	See results within

	
	Referrals (Client, COINs)
	Low
	Low - High
	High
	1 day - 1 month

	
	Pro Bono Work
	Low - Medium
	Low-Medium
	High
	1 day - 1 month

	
	First Page of Google (Maps, Pay per click)
	Low – Medium
	Low
	High
	1 day – 1 month

	
	Events (Workshops)
	Low-Medium
	Medium
	High
	1 day - 1 month

	
	Groups
	Low-Medium
	High
	High
	1 day - 1 month

	
	Direct Marketing (Canvassing/Phone)
	Medium-High
	High
	Low
	1 day - 1 month

	
	Testimonials
	Low
	Low
	Medium
	3 - 6 months

	
	Articles
	Low
	Medium-High
	High
	3 - 6 months

	
	E-zine/ Newsletter
	Low
	Medium
	High
	3 - 6 months

	
	Publicity (PR)
	Low-Medium
	Medium
	High
	3 - 6 months

	
	Website
	Medium
	Medium
	High
	3 - 6 months

	
	Website SEO
	Medium
	Low
	High
	3 - 6 months

	
	Book
	Medium-High
	High
	High
	3 - 6 months

	
	Directory Listing (YP)
	Medium-High
	Low
	Medium
	3 - 6 months

	
	Referral Networking
	Medium-High
	Medium - High
	Low – Medium
	3 - 6 months

	
	Direct Marketing         (E-mail/Mobile)
	Low - Medium
	Low - Medium
	Low-Medium
	3 - 6 months

	
	Advertising             
	Medium-High
	Low
	Low-Medium
	3 - 6 months 

	
	Direct Mail
	Medium-High
	Low-Medium
	Low-Medium
	6 mo - 1 year

	
	Social Media (Twitter, Facebook, Youtube)
	Low
	Low
	Low-Medium
	6 - 12 months

	
	Blog
	Low
	Medium-High
	Low – Medium
	6 – 12 months


Marketing Tactics

Goal: List all of the marketing tactics you are going to use for the next 90 days.

	Marketing Tactic
	How will you implement.
	How much you will spend.

	Ex: Referrals (Clients)
	Ask clients for referrals monthly.
	$25 gift per referral that turns into customer.

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


3. Establish marketing goals and implementation plan.  

Marketing Goal Developer
Goal:  To determine the goals that will lead to a successful marketing effort.

I. Determine sales needed per Year

A. What is your revenue goal for the year?

B. What is the average yearly revenue per customer?

A / B = Total # of sales needed for the year.

Example:

A = $250,000

B = $5000

A/B = 50 sales per year ($250K/$5K = 50)

II. Determine Sales Per Month

Divide the # of sales per year by 10 months:

50 sales per year/ 10 months =  5 sales per month

III. Determine Leads and Appointments per Month

	
	A. Sales Needed Monthly         

(Clients acquired/ services rendered/ products sold)
	B. Leads to Sales Ratio (How many leads are needed to get one sale)

Referrals: 5 to 1

Other:    10 to 1
	Total Leads Needed per Month

(A x B)

	Example  (Services)
	5
	10 to 1
	50

	Services
	
	
	

	Products
	
	
	


Marketing Action Steps

Goal: To determine the amount of leads expected from each marketing tactic to reach your monthly sales goal.

	Marketing Method
	Action Steps (Volume)
	Monthly Lead Goal
	Monthly Appt Goal
	Monthly Sales Goal
	Track with

	Referrals (Clients)- Example
	Ask 20 Clients for referrals
	5-10
	3-5
	1-2
	Zoho CRM

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	Totals
	
	
	
	
	


Marketing Implementation Plan

Goal:  Schedule the frequency of the required marketing action steps.

Daily Tasks

	Marketing Manager
	Staff

	Example: Ask clients for referrals.
	Post updates on social networks.

	
	

	
	

	
	

	
	


Weekly Tasks

	Marketing Manager
	Staff

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	


Monthly Tasks

	Marketing Manager
	Staff

	
	

	
	

	
	

	
	

	
	


Quarterly Tasks

	Marketing Manager
	Staff

	
	

	
	

	
	

	
	

	
	


Model Week

Goal:  Add the task to your schedule to ensure its implementation.

	
	Monday
	Tuesday
	Wednesday
	Thursday
	Friday

	7
	
	
	
	
	

	7:30
	
	
	
	
	

	8
	
	
	
	
	

	8:30
	
	
	
	
	

	9
	
	
	
	
	

	9:30
	
	
	
	
	

	10
	
	
	
	
	

	10:30
	
	
	
	
	

	11
	
	
	
	
	

	11:30
	
	
	
	
	

	12
	
	
	
	
	

	12:30
	
	
	
	
	

	1
	
	
	
	
	

	1:30
	
	
	
	
	

	2
	
	
	
	
	

	2:30
	
	
	
	
	

	3
	
	
	
	
	

	3:30
	
	
	
	
	

	4
	
	
	
	
	

	4:30
	
	
	
	
	

	5
	
	
	
	
	


4. Establish a system for consistently involving individuals in and outside the organization's in the marketing effort.

Internal - Employees/Staff. 

1. Make it part of their job description. 

a. Help employees understand that marketing is part of their job responsibilities.

2. Find those who have a passion for marketing and have them oversee the effort. 

a. Those with passion and drive for marketing are invaluable as a marketing force for your organization.

3. Get your people involved in the marketing planning process.

a. They will own it more if they are responsible for creating it.

4. Give them the resources they need to do a great job.

a. They must have all of tools necessary to achieve the goals set.

5. Praise effort, celebrate accomplishment, reward success.

a. Encourage those involved for their part in the marketing efforts.

b. Provide incentives for each new client reached or product sold in terms of commissions and bonuses (based on sale not lead).

External - Customers, Professional Associates, Other businesses.

1. Create raving fans by exceeding customer expectations every single time they engage with the organization.

a. Obtain testimonials and feedback from satisfied customers to post on marketing materials.

2. Ask your customers to refer you to others, by asking on your emails, invoices, blogs, etc.

3. Provide free or discounted services, to professional associates that cater to your target market in exchange for marketing at their location, or their endorsement. 

4. Create intern training programs for marketing majors in the local university.

5. Partner in a combined marketing effort with other business for free marketing space.

6. Provide customers free products and services to create grateful customers who promote.

7. Incentivize "birddogs" that bring you customers by providing a percentage of the profits.

8. Exchange links with other websites. 

9. Write articles that others will want to host on their sites, with links back to your site.

Marketing Delegation

	Marketing Effort
	Delegated To
	How Often?

	Ex: Send out thank you notes to referral sources.
	Jane – my virtual assistant.
	Monthly

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


5. Design a Marketing Tracking System

Marketing Tracking Methods

	Marketing Method
	Track How often?
	Tracking Systems

	Referral (Client)
	Daily, Weekly, Monthly
	Customer Relations Management System (CRM)

	Referral (Professionals)
	Daily, Weekly, Monthly
	CRM

	Referral (Networks/Meetings)
	Daily, Weekly, Monthly
	CRM

	Events - Social
	Weekly
	CRM/Sign in/Fishbowl

	Event - Workshop
	Per Event, Weekly
	CRM/Constant Contact/ Sign-in log/Fishbowl

	Web (SEO)
	Monthly
	Google Analytics

	Web (E-mail Marketing)
	Daily, Weekly
	Google Analytics/Constant Contact/Mail Chimp

	Web (Social Networking)
	Daily, Weekly
	Google Analytics/Bit.ly

	Web (Blogging)
	Weekly, Monthly
	Google Analytics

	Web (Online Advertising)
	Weekly, Monthly
	Google/Yahoo/Bing

	Advertising (Print)
	Daily
	800#/ Promo Code/      Daily call log.

	Advertising (Media)
	Daily
	800#/Promo Code/ Daily call log.

	Direct Marketing (Phone)
	Daily, Weekly, Monthly
	CRM

	Direct Marketing (Canvassing)
	Daily, Weekly, Monthly
	CRM

	Direct Marketing (Mail)
	Daily
	800#/ Promo Code/ Daily call log.


Daily Inbound Call/Leads Met Tracking Form







W/E _________________
	Date
	Marketing Source
	Business Name
	Contact Name
	Phone
	Set appt?
	Lead Quality
	

	12/14
	Met - Starbucks 
	Example Inc.
	Example
	714 555-1212
	Yes
	B
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	Totals
	
	
	
	
	
	


Weekly Lead Tracking Summary- Example


Month ________________

	Marketing Source  
	WE____
	WE____
	WE____
	WE____
	WE____
	
	
	

	
	1
	2
	3
	4
	5
	Total
	Goal
	% Diff

	Referrals
	
	
	
	
	
	
	
	

	Referral (Client)
	
	
	
	
	
	
	
	

	Referral (Professionals)
	
	
	
	
	
	
	
	

	Referrals (Networks):

_________________________
	
	
	
	
	
	
	
	

	Referrals (Networks):

_________________________
	
	
	
	
	
	
	
	

	Referrals (Other)
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	Event Marketing
	
	
	
	
	
	
	
	

	Social Events
	
	
	
	
	
	
	
	

	Workshops
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	Web Marketing
	
	
	
	
	
	
	
	

	Website (Search engine)
	
	
	
	
	
	
	
	

	Website (Pay per click)
	
	
	
	
	
	
	
	

	Website (Google maps)
	
	
	
	
	
	
	
	

	E-zine/Newsletter
	
	
	
	
	
	
	
	

	Social Networks (Facebook, Twitter, etc.)
	
	
	
	
	
	
	
	

	Social Sharing (Digg, etc.)
	
	
	
	
	
	
	
	

	E-mail/Mobile marketing
	
	
	
	
	
	
	
	

	Other
	
	
	
	
	
	
	
	

	Being Social
	
	
	
	
	
	
	
	

	Friends/Family
	
	
	
	
	
	
	
	

	Other:
	
	
	
	
	
	
	
	

	Other: 
	
	
	
	
	
	
	
	

	Other:
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	Total
	
	
	
	
	
	
	
	


6. Evaluate Your Marketing Efforts - Return on Investment (ROI) Assessment

Budget __________






                                          Previous Year _________

	
	A
	B
	(B/A)
	
	C
	D
	E
	(A/C)
	(C/D)
	(E/D)
	(E/C)

	Marketing Effort
	Amount Invested (Cost)
	Revenue          (12 month)
	ROI (B/A)

3 = good

5 = great
	
	Leads
	Appts
	# of Sales
	Cost per Lead


	Lead/ Appt Ratio


	Sales Ratio


	Conv Ratio

	Ex: Referral (Client)
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	Total
	
	
	
	
	
	
	
	
	
	
	


Return on Investment (ROI) Goals for the Quarter
Budget __________





   
                                                               Quarter _________

	
	A
	B
	(B/A)
	
	C
	D
	E
	(A/C)
	(C/D)
	(E/D)
	(E/C)

	Marketing Effort
	Amount Invested (Cost)
	Revenue          Quarter
	ROI Goal
	
	Leads
	Appts
	# of Sales
	Cost per Lead


	Lead/ Appt Ratio


	Sales Ratio


	Conv Ratio

	Ex: Referral (Client)
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	Total
	
	
	
	
	
	
	
	
	
	
	


7. Manage Your Marketing Efforts.

Lead Management

Prioritizing and Follow Up

	Lead Type
	Description
	Example
	Follow Up 1st
	Follow up Ongoing
	System used to FUp

	A
	Ideal client 

Smokin' Lead


	Referrals

Clients that have expressed a strong interest and are qualified.
	24 - 48 hours.
	Weekly
	CRM

	B
	Qualified Lead

Hot Lead
	Referrals

Very interested
	24 - 48 hours.
	Weekly
	CRM

	C
	Warm Lead
	Cold referral

Met, interested or open and receptive.
	1 Week
	Monthly
	CRM

	D
	Tepid Lead
	Never met, yet you have some common ground with this individual.
	2 weeks - Month
	Quarterly
	CRM

	E
	Cold
	Never met, no common ground.
	Month
	Quarterly 
	CRM


Ideal client - The client that exemplifies all of the criteria that describes the kind of client that will most benefit from your products and services; you like to work with, and can financially benefit your organization through purchasing or referrals.

Qualified Lead - A lead that is most positioned to purchased your services in terms of criteria such as desire level, type, need, financial status, etc.
Establishing Your Marketing Funnel

Goal: To establish a series of opportunities for your target customer to engage in deeper relationships with your company through purchasing your products and services.

	Funnel Process
	Identify
	How deliver?

	Gateway Offer (s) (introductory offer)
	
	

	Communication Channel
	
	

	Core Value Process


	1.
2.

3.

4.

5.
	

	Irresistible Offer (s)
	
	

	Offer 2
	
	

	Offer 3
	
	

	Offer 4
	
	

	Highest priced Offer
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Marketing and Sales Funnel - Example



                                                                                     Core Value Process

Marketing and Sales Funnel 




                                                                                    Core Value Process

Irresistible Offer 1                                    








       Highest Priced Offer

12 Month Marketing Calendar

	Month


	Holiday
	Offers
	Event
	Campaign

	January


	New Year’s Day


	
	
	

	February


	Valentine’s Day


	
	
	

	March


	St Patrick’s Day

	
	
	

	April


	Easter


	
	
	

	May


	Mother’s Day

Memorial Day

Cinco De Mayo


	
	
	

	June


	Father’s Day


	
	
	

	July


	Independence Day


	
	
	

	August


	
	
	
	

	September


	Labor Day

	
	
	

	October


	Halloween

Columbus Day


	
	
	

	November


	Thanksgiving

Veteran’s Day


	
	
	

	December


	Christmas

New Year’s Eve


	
	
	


8. Automate Your Marketing Efforts.

The 4 Key Marketing Automators

	Automation Method
	Descriptions
	Marketing Methods
	Example
	Cost

	Systems
	Put together a step by step system that is easily implementable and easily trainable.
	All
	Daily marketing checklist.

Daily marketing tracking forms.
	Free

	Technology
	Utilizing software applications that can fulfill or consolidate the needed tasks and generate reports on the efforts made.
	Web Marketing.

Event Marketing.
	Google analytics.

Tweet Later, Yoono.

Constant Contact.

Zoho CRM, Sales Force, etc.
	Free - $100/mo

	Team
	Delegating marketing efforts to other individuals. 
	Referral Marketing.

Web Marketing (Social networking).

Event Marketing.
	Assistants.

Marketing Interns.

Marketing managers.
	Free - $25/hour

	Outsource
	Transferring the responsibility of fulfilling the marketing efforts to a third party.
	Web Marketing.

Event Marketing.

Advertising.

Direct Marketing.

Public Relations.
	SEO, E-mail marketing, social networking.

Marketing Consultants

Marketing and Advertising companies.
	$200 - $$$/month


The Automation Process

1. Systematize your marketing.

a. Create a step by step plan for fulfilling every marketing task. 

2. Outsource very important yet time consuming tasks.

a. I.e.: Web design, SEO, e-mail marketing, etc.

3. Obtain the marketing technology needed.

a. Zoho CRM, Constant Contact, Yoono, Tweet Later, etc.

4. Delegate all of the marketing tasks to reliable and motivated people.

a. Divide the marketing efforts between the marketing manager and the staff.

5. Track and evaluate progress. 

The Automation Progression

	Level
	Business 
	Building Awareness
	Establishing Credibility
	Lead Generation

	1
	Start up

First Marketing Effort
	Active 

(Social Media, etc.)
	Active

(Testimonials, etc.)
	Active 

(Referral marketing, etc.)

	2
	Experienced Business 
	Passive
	Active
	Active

	3
	Business Independence
	Passive
	Passive
	Passive


The goal should be to make all marketing efforts passive for the business leader.

Automating Your Marketing Efforts
	Marketing Methods
	Systems
	Technology
	Team
	Outsource

	Referrals - Clients
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


Notes:
Referral





Highest Priced Offer





Workshop





SEO, PPC





Other





Social Media





Irresistible Offer 1





Discounts





Forums





Blog





Articles





Resources





Free Products & Services





Newsletter





	Offer 2





Offer 3





Offer 4





Offer 5





Sales Funnel





Ad





Direct





Gateway Offer








                                                                                                                 Database 


				Find the best way to communicate with them (email, phone, mail, etc.)




























































































	























Sales Funnel























                                                                                                                Database 


				How will you communicate with them? (Circle one: email, phone, mail, etc.)
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	For great business money making tips, subscribe to our newsletter by clicking here. 



