
4 STEPS 
TO MAXIMIZE 
YOUR ONLINE 
ADVERTISING ROI
Discover how to “close the loop” between marketing  
and sales so you can finally attract a steady stream of  
new customers without breaking the bank



HAVE YOU EVER HEARD OF  
JOHN WANAMAKER?
Wanamaker was a very successful United States merchant, religious 
leader and political figure way back in the late 1800’s. Many, considered 
him to be a “pioneer in marketing”. 

Wanamaker opened one of the first and most successful department 
stores in the United States, which grew to 16 stores and eventually 
became part of Macy’s. He also invented the “price tag” and pioneered 
the idea of employee benefits. 
“

Half the money I spend on advertising is wasted;  
the trouble is I don’t know which half.”

Most importantly, John is credited with coining the phrase: 
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FAST FORWARD  
200 YEARS AND MOST  

BUSINESS OWNERS  
HAVE THE SAME  

PROBLEM. 

Despite all sorts of technological advancements in digital marketing 
and analytics, it can be difficult to determine if your marketing  
investments are really paying off. 

You are probably invested in multiple advertising channels and you 
have a general sense of how customers hear about your business. 

When you answer your phone or take a new order, you might ask, 
“How did you hear about us?” or you may be monitoring your Google 
Analytics to see how people are finding your site. Or you may see 
some correlations between the money you spent on that last ad campaign 
and new sales.

But, at the end of the day, do you really know the exact return on 
investment you are getting from your marketing efforts?



Do you know which keywords, 
ads, audiences and campaigns  
are giving you the biggest  
bang for your buck? 
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The fact is, most business owners 
don’t know or fully understand 
their marketing ROI. So many of 
them just stick with what they’ve 
been doing, reluctant to turn off 
any advertising or to increase 
their investments. 

This is especially true for business 
owners who take orders over the 
phone or in person. 

If you work one-on-one with  
customers to fulfill orders, it’s 
challenging to connect your off- 
line sales to your online marketing 
spending.

The truth is, it’s not easy to  
connect offline sales data to  
online marketing. 

And this is a real problem. 
If you don’t connect the dots  
between sales and marketing, 
then how do you know what  
part of your marketing is actually  
working? More importantly, how  
do you grow and scale your business?

 

IF YOU SPEND $10,000 ON GOOGLE ADWORDS  
OR FACEBOOK THIS MONTH, CAN YOU ACCURATELY 
PREDICT YOUR SALES?
Can you predict your revenue if you increase that spend $30,000? 



TRACK YOUR  
TRAFFIC

CAPTURE YOUR  
LEAD SOURCE

MANAGE YOUR 
MILESTONES

CLOSE THE  
LOOP

Today, I’m going to share with you FOUR STEPS  
that will help you close the loop between sales and  
marketing so you can get a real handle on your return  
on investment.
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Step One:
TRACK YOUR TRAFFIC

1

Most businesses are getting traffic from numerous lead sources. With 
traffic coming from so many places, Google, Facebook, organic, email 
marketing, LinkedIn and more, it can difficult to determine what’s 
working and what’s not. 

That’s where UTM tracking comes in.
In the words of Peter Drucker, “What gets measured, gets managed.” 
And if you can’t measure where your traffic is coming from you simply 
can’t manage it, yet alone optimize your marketing efforts. 

Implementing UTM tracking is one of the easiest ways to start measuring 
your online marketing efforts. Once you start tracking UTM data, you 
can use Google Analytics to better understand where your traffic is 
coming from and how those website visitors are behaving.

But, that’s just one small piece of the puzzle. To effectively connect your 
marketing efforts to sales results, you will need to tie this data back 
to actual users. 

Which brings us to the next step, CAPTURE YOUR LEAD SOURCE.

To help you get started, here is a quick overview of how UTM tracking works: 
UTM EXPLAINED:
A UTM code is a simple code that you can attach to a custom URL in 
order to track a source, medium, and campaign name.

UTM EXAMPLE:
https://cahillconsulting.com/?utm_source=GOOGLE&utm_medium=SOCIAL 

&utm_campaign=LEAD-GENERATION&utm_term=MARKETING-SERVICES 

&utm_content=TEST-A&gclid=12345

THE UTM CODE ITSELF HAS SIX PARTS:

1. Campaign Source (utm_source)
Did your website visitor come from 
Social, Google AdWords, Newsletter or 
somewhere else? 

2. Campaign Medium (utm_medium)
This section allows you to define the 
marketing medium, such as: Banner Ad, 
Display Advertising or Email Marketing.

3. Campaign Name (utm_campaign)
This should be the name of your campaign 
in AdWords or Facebook. Typically, this 
is a group of ads focused on a similar 
objective. 

4. Campaign Term (utm_term)
This might reflect the keyword you  
targeted in AdWords or the audience 
you targeted in Facebook. 

5. Campaign Content (utm_content)
This tag is usually used for A/B testing, 
but it could be used for ad type, market, 
website language or any other variable 
you would like to track. 

6. gclid
The unique code given to every click in 
Google AdWords.
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Step Two:
CAPTURE YOUR LEAD SOURCE

2

Now that you have a handle on 
tracking your traffic, it’s time 
to capture this data and tie it 
to actual users in your customer 
relationship management system 
(CRM). If you are spending any 
time or money driving traffic 
to your website, you should be 
attempting to collect user info 
and connecting it to this valuable 
UTM data.  

When you make this connection, 
you are one step closer to closing 
the loop on sales and marketing, 
because you will know exactly how 
your new contacts found their way 
into your CRM. 

Capturing the attention and 
interest of a new website visitor is 
of paramount importance. When 
you capture a users interest, you 
have a much better chance of col-
lecting valuable information from 
them, like their name, email and 
phone number. 

When you own a contact’s phone 
number or email address, you can 
continue to nurture a relationship 
with your next customers, long after 
they leave your website.

You are probably already using these  
3 options to capture customer information:
• Contact Us Forms
• Quote Forms
• Inbound Phone Calls

95% of the customers visiting your 
website are simply not ready to buy. 

Even more importantly,   
70% of your website visitors  
will never return to your site again.

HOWEVER, 
since less than 5% of your website traffic is ready to buy, chances are way less than 
5% of your website visitors are using these three options. In fact, most websites 
see less than 1% of their website visitors convert to an inbound sales inquiry.
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Step Two:
CAPTURE YOUR LEAD SOURCE (CONT.)
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The best way to do this is by 
creating a valuable “lead magnet”. 
Lead magnets are simply pieces 
of content that require a user 
to provide their contact info in 
exchange for the download.  
(You are reading one of my lead 
magnets right now!) 

Sometimes we call a Lead Magnet  
opt-in an “ethical bribe”, in which 
you and the website user exchange 
valuable information. 

Effective lead magnets come in 
all shapes and sizes, but the most 
effective ones help your next 
customer solve a very specific 
problem and provide a quick win 
in the process.

With a highly effective lead magnet, 
you can turn website visitors into 
new contacts in your CRM. Once 
you have their email and phone 
number, you can extend that one 
website visit into an opportunity 
to nurture a potential new customer.

However, it’s not enough to simply grab their name and email, you 
need to know how they got to your site in the first place. 

Was it paid traffic that helped you get that new lead? Where did 
that paid traffic come from? Google? Facebook? Which campaign is 
working? Was there a certain keyword that got them there? 

You can track all of this information when you capture UTM data 
with hidden fields. 

Here is an example of how you set this up using hidden field in an opt in form:

So, you are going to have to get creative to find  
new ways to engage website visitors. 

Name

HIDDEN FIELDS

utm_source

utm_medium

utm_campaign

utm_content

utm_term

Email

SIGN UP NOW

Subscribe now and be the first to receive  
all the latest updates!

Join the list!

100% privacy.

When you collect this valuable information and store it in your CRM,  
you can continue to build a relationship with this client via email marketing 
AND you can use the UTM data to track the value of your marketing efforts. 

Which brings us to step three in this process, MANAGE YOUR MILESTONES. 
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Step Three:
MANAGE YOUR MILESTONES

3

Now that you are tracking what 
advertising sources are creating 
new contacts, you can start tracking 
online and offline events to determine 
how much each lead is worth to your 
business. 

It’s important to remember that very sale you make is the result of a 
customer’s journey. Your customers’ initial journey will almost always 
start with some sort of contact with your marketing and end when a 
sale is completed. 

To help you lay out this journey and begin to measure it, it’s helpful 
to think of your customer journey in terms of milestones. Milestones 
reflect the important steps your customer goes through from the time 
they land on your website, until the time they make a purchase with you.

Here is an example of marketing milestones your customer may go through when engaging with your  
company. Your process may vary and a customer might skip various steps. The point is, every business 
should have a milestone map.

WEBSITE 
VISIT

PRODUCT 
VIDEO

QUOTE
REQUEST

PRE-SALE
SURVEY

SALES
CALL

SALE 
COMPLETEQUOTEOPT IN

2% 4% 10% 20% 30% 70%

Each milestone should increase the likelihood that  customer will buy 
from you. In fact, when you have good data, you can actually start to 
predict how likely a new website visitor is to make a purchase.

PERCENTAGE LIKELY TO PURCHASE
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Step Three:
MANAGE YOUR MILESTONES (CONT.)

3

Establishing these key milestones 
allow you to create more data 
points. When you track these data 
points, you can quickly identify 
opportunities and maximize your 
marketing and sales systems. 

Keep in mind that milestones can 
be set up in your sales and marketing  
systems and help automate many 
tasks and activities. A few advantages  
of tracking marketing milestones 
include:
Milestones in your marketing system 
can trigger sales behaviors:
Example: When a customer 
completes a pre-sales survey on 
your website, your sales rep can 
be notified to follow up with the 
customer. 

Milestones in your sales process can 
trigger customer support actions:
Example: When your sales team 
completes a sale, your system can 
send out a customer survey and 
product support documentation 
based on conditions you set. 

At this point, you have started collecting lead source info, tied this 
data back to your contacts and your business can aggregate the value 
of each contact, plus the likelihood that your new contact will make  
a purchase.

You are just one step away from CLOSING THE LOOP and tying together 
marketing and sales.
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Step Four:
CLOSE THE LOOP

4

Online conversions, such as ecommerce 
 sales, or visits to a certain website 
page, make closing the loop easier. 
When a milestone is achieved via 
online conversions, sales data can 
be instantly sent to Google or 
Facebook via their pixel allowing 
an instant connection between 
sales and marketing

However, online conversion can 
be tricky, because they work 
differently depending on your  
advertising platform. Understanding 
how the different platforms work 
is critical to your success. 

For example, Google tracks users 
with it’s pixels. The challenge comes 
with cross device or cross browser 
activities. If a user is on a different 
device or browser, you may not 
be able to track their behavior using 
the Google pixel. 

Whereas, Facebook is able to track 
individual users anywhere they 
go, on almost any device or browser. 
Facebook can also accept offline 
conversion data and match it up 
to its own ad data. While powerful, 
Facebook has some nuanced 
challenges on how they attribute 
conversions.

As a business owner, you have 
the ability to tap into this con-
version data and allow these huge 
tech companies to use machine 
learning and artificial intelligence 
to optimize your advertising 
campaigns. 

And that’s great if all your sales 
and marketing happens online. 
But, for most businesses, a good 
part of the sales process is hap-
pening offline. 

This is especially true if you sell 
a high ticket product or service. 
Chances are your sales team is 
working one on one with clients 
to customize the sale and close 
the deal over the phone or in person.  

Before we jump into this final step, it’s helpful to explain  
the difference between online and offline conversions.

This is where offline conversion tracking comes in. 
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Step Four:
CLOSE THE LOOP (CONT.)

4

Plus, when you do this properly, you feed this data back into Google 
and Facebook, allowing you to leverage the power of machine learning 
and AI to optimize your online advertising efforts. 

When these offline conversion events are tied back to the ad, you close 
the loop between marketing and sales. It is now possible to determine 
which ads created the best results.

Examples of offline conversions created 
by your sales team would include:  
Cold Call, Inbound Customer Inquiry, 
Quote Sent, Sale Complete. 

When your team tracks this  
offline data in your CRM, you 
start to aggregate it for the appro-
priate individual contact. In other 
words, when Mr. Jones opts in  
for your lead magnet, watches 
your product video, completes 
a pre-sale video and schedules 
a sales call, your sales team will 
know that Mr. Jones is ready to buy. 

Anytime your team interacts 
with a customer offline, you 
can track these activities in 
your sales or marketing CRM.

With this data, you will know  
exactly which ads are creating new 
sales and which are not. With this 
system in place, you can finally 
optimize your marketing efforts 
like never before.
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YOUR 

NEXT STEPS
I hope you found this guide helpful as you navigate the ever changing world of sales & marketing automation 
and online advertising. It’s an amazing time in history, when every business in the world can access these 
powerful sales and marketing solutions. 
“

If you would like personal support navigating your current systems  
and evaluating your options, I can help.”

Click here for  
complete details.

Through my personalized Sales & 
Marketing Automation Blueprint, 
you can gain clarity quickly about 
your current sales and marketing 
opportunities. 

My team will take a deep dive into 
your sales and marketing, designing 
a customized blueprint that lays 
out how you can optimize your 
systems and advertising efforts, 
including:

• A complete assessment of your  
 sales and marketing strategy,  
 online advertising account,  
 customer profiles, customer  
 journey milestones and your  
 sales funnel. 

 
 
 
 

• A detailed mind map of how all  
 these pieces fit together, so we can 
  pinpoint your best opportunities  
 for improvement and growth.

• A customized blueprint for  
 your business, so you can take  
 small steps towards a more com- 
 prehensive sales and marketing  
 strategy.

• Plus, my top technology recom- 
 mendations that can help you  
 streamline and improve your  
 current efforts. 

Your final blueprint will be written in plain, non-techy language, making it 
easy to understand. And it will include strategies and tactics that you can 
implement right away.

https://cahillconsulting.com/sales-automation-blueprint/


With a relentless focus on 
results, Kevin helps business 
owners build effective sales 
and marketing strategies that 
maximize sales and profits. 

Working with your team and 
leveraging his own team of experts, 
Kevin can help you implement 
systems that streamline your  
marketing, increase sales efficiencies 
and maximize your advertising ROI. 

Kevin has been working with high 
performance sales and marketing 
teams for over 25 years, supporting 
hundreds of business owners across 
the country. 

Today, Kevin supports business 
owners in several industries,  
including; health and wellness, 
online education and manufac-
turing, providing hands on support 
with complex sales, marketing and 
management issues. 

Kevin spends over $500,000/year 
advertising his two companies on 
Facebook, LinkedIn, Instagram, 
Bing and Google. His recommen-
dations and insights are informed 
by his personal experience testing  
growth strategies with his own 
money.

ABOUT KEVIN


