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• Greg Yokanovich, Partner in a Marketing Agency based in North Liberty, 
Maudience

• 25 Years in Marketing and Sales
• Client success stories

• Hanna Plumbing and Heating – 7 years, from a 1 Million dollar business to more 
than 5 Million annual sales

• Bills Brothers Furniture – 6 years, cut marketing budget by 30%, increased sales 
by 25%

• 65 Websites, Inbound Marketing Specialists, Full Service Non-
Commission Agency



I Need A Volunteer
Give Me 60-Seconds



Marketing Lesson #1

If you want people to give you money
you must ask for it



Structuring Your Marketing

How you structure your marketing department is up to you. There are 
four basic ways to do this:
• Business owner local direct
• Marketing Director
• Trusted Vendor
• Marketing Agency



Structuring Your Marketing

• Business owner local direct
Meant for small owner/operator businesses where the owner has direct control 
of all aspects of the marketing plan. From budgeting to dealing with vendors, all 
decisions are the primary responsibility of the business owner.

• Pros: Total control, Simple and mostly cost efficient
• Cons: Lack of focus/knowledge, time intensive, can become stale



Structuring Your Marketing

• Marketing Director
An individual within a firm who has the responsibility of making marketing 
decisions. From creative and placement to development and management, a 
marketing director helps a business owner put special emphasis on the 
marketing plan. In smaller businesses, this can be a family member or other 
member in the enterprise.

• Pros: Relieves owner of time, ROI responsibility, educated and knowledgeable
• Cons: Hiring costs, longevity, often multi-tasking within the business



Structuring Your Marketing

• Trusted Vendor
A sales person from a vender of a specific form of advertising whom the 
business owner or marketing director has developed a relationship with, and 
that they trust for most marketing/advertising avenues.

• Pros: Trust, some cost savings
• Cons: Exceedingly rare, not very flexible, longevity



Structuring Your Marketing

• Marketing Agency
An outside firm a business owner enters into a contract with to manage all 
aspects of marketing – creative, placement, negotiation, and management.

• Commission based – Usually 15% based on what you spend and where, 
additional fees for specialized creative, and sometimes a retainer agreement 
fee

• Pros: Creative, negotiating power
• Cons: Traditional, commission incentive

• Fee based – Negotiated fee based on sales revenue or other agreed upon 
structure.

• Pros: Creative, flexible, affordable (if fees are known)
• Cons: Negotiating power, some subcontracting



How To Turn Strangers Into Customers

Part 1
• What Is Branding?
• Branding Examples
• Create Your Brand
• 4 Keys to Advertising Success
• The Forms of Advertising
• The Customer Journey
• Q&A

Part 2
• What Is A Marketing Plan?
• Deciding on a Budget
• What Goes in a Marketing Budget?
• Major Causes of Marketing Failure
• Actionable Steps
• Q&A



What Is Branding?

Definition: The sum total of all mental associations – good and bad – a 
person has about your business

Branding is not just colors, logos and catch phrases. The reality is that 
branding is much more internal and all-encompassing. 

Branding is not something created FROM a company…but something a 
business represents in ALL they do.

• Branding is what you are known for
• Your marketing job is to “be known before you’re needed”



What Is Branding?

Ivan Pavlov was awarded the Nobel Prize in 1904 and 
discovered branding – creating associative memory in his 
famous experiments.

“Conditioned response to pleasing stimuli”
In his experiments:
• Ivan would rub meat paste on the tongue of a dog after ringing a bell
• Day after day he did this until the dog began to associate (and salivate) 

the ringing of the bell to the taste of meat
• Never offered meat without ringing the bell

Your customers are dogs – you must ring the bell and give them meat



What Is Branding?

Branding Isn’t Advertising! Here’s why…there are 2 kinds of customers:

TRANSACTIONAL RELATIONAL

“Deal” oriented 
consumers with no 

established brand loyalty
Coupon users

Brand conscious 
consumers who trust and 
value you – loyal repeat 

customers

80% BUSINESS TRAFFIC 20%

50% BUYERS 50%

50% SALES 50%

30% PROFITS 70%

90% ADVERTISING 10%



What Is Branding?

Finding your brand means to study:

• The world outside your door – this is the world of advertising
• The people in your city who don’t do business with you…is it because they don’t know 

you? Or is it because they do?

• The world inside your door – this the world of the customer experience
• The place where you make good on all the bold promises you’ve made in your ads. How 

well do you deliver on those promises?

Advertising cannot fix a bad business – unless it’s a going out of 
business sale.



Branding Is

• Creating an associative response among the general public connected 
to your business

• Profiting better by attracting and retaining more “relational” 
customers

• Being the name or business that people think of FIRST when they 
have a need for a product or service

So, how do you create a brand?



Branding Examples

• And like a good neighbor…
• The ultimate driving machine…
• Just do it…
• Choosy moms choose…
• Ba da bump ba baa…
• Fast, friendly service…

Every boring, dull, lifeless, lazy 
business in the world

What simple words or short phrase do I have to say to get YOU as the answer?



Create Your Brand

Creating a brand takes time. First, you must “Know Thyself”…
• Discover your business personality traits – take a business personality test.
• List the things you will not ever compromise on.
• Reflect these values in all you do internally and externally.
• Have business passion – if you have none, get out.
• Identify your top attributes - These are the 3 or 4 traits that define your brand 

and make you unique.
• Think about how you would describe your company and product and write 

down a list of adjectives that come to mind.
• You should ask the other members of your team, your friends, and any 

customers you have to do the same.



Create Your Brand

Creating a brand also means to, “Know thy customer…”
• Statistical data is important but be specific: “age 20-30, professional woman” or 

“sophisticated, independent, strong woman” won’t cut it.
• Write a story about them, him/her: where they live, their family and friends, 

hobbies, work, interests, and habits. 
• Where have they travelled?
• What other brands do they buy?
• Where and how do they shop: online, boutiques, department stores, or does someone else 

shop for them?
• Envision your target customer’s personality and daily life.

The more intimately you know yourself and specific target customer the 
better you will be able to market to them and the more likely they will be to 
buy from you. Once you establish a brand, it’s time to advertise it!



4 Keys to Advertising Success

Advertising is trial and error
Errors = Opportunities
• Harley Davidson fans will buy just about anything with the famous 

logo: t-shirts, lighters, jackets – everything a biker needs. But 
perfume? Fans revolted.

• Taco Bell had a wildly popular campaign featuring their famous 
Chihuahua for 3 years before being yanked in 2000 at the height of 
popularity. Sales in the 3 years of the campaign fell by an average 
of 6% every year.

• The most famous of all – Coca Cola introduced “New Coke” in 1985 
to national disgust. It lasted 3 months before they re-introduced 
Coke Classic.

Brand
Advertise
Monitor
Adjust



4 Keys to Advertising Success

There are generally 4 Keys necessary to establishing a brand in the 
mind of your consumer. All 4 must be present in your advertising in 
order to be effective:

Reach - the total number of different people exposed at least once
Frequency – the number of times they are exposed in a given week
Consistency – an established unchanging value proposition
Message – the story script in which you deliver your brand



4 Keys to Advertising Success

#1 - Reach enough people to make a difference. You cannot reach them 
all. There are no “wrong” customers, so don’t be overly focused on 
reaching the “right” demographic. You can sacrifice reach with budget 
management.

$10,000

This section for 30 minutes

$10,000

Everyone in the stadium for 30 seconds



4 Keys to Advertising Success

#2 - Frequency - Reach them frequently so they retain their awareness. 
Advertising is fleeting. Remember, Pavlov rang the bell over and over 
again.

5 years ago, the average consumer was exposed to more than 2,500 
marketing messages per day…today, it’s 7,500
Sleep is the great erasure of all advertising
Aid recall and memory retention with enough frequency on a weekly 
basis…when you disappear, you must start over again



4 Keys to Advertising Success

#3 - Consistency - reach them frequently with consistency because you never 
know when a triggering event will occur that will cause them to need you. 
Remember, Pavlov never rang the bell without offering meat.

Triggering events are something that happens that causes a consumer to 
need you.
You cannot control these events – they happen on their schedule, not yours!
Even “seasonal” businesses need to create mind share in the off-season.
Dependent on the “buying cycle” for your product/service.

Advertising can’t make people do what they don’t want to do.



4 Keys to Advertising Success

Why Be Consistent?

People shop all the time
Market conditions change
People move, die, retire

Not In The 
Market
98%

In The Market To Buy
1-2%



4 Keys to Advertising Success

#4 - Message - reach them frequently and consistently with the right 
message that is anchored in a known desire. Remember, Pavlov’s 
experiment wouldn’t have worked without the right message. What 
was it?
His message was not the ringing of the bell.
Your message is about your customer, and their needs and desires
The message was the dog’s pre-disposed love for the taste of meat

If the dog didn’t LOVE meat, the frequent and consistent ringing of 
the bell would have only served to irritate the dog



Without a meaningful Message anchored in your customer’s 
needs and desires, none of the other 3 Keys matter

What companies sound like when they 
only talk about themselves



4 Keys to Advertising Success 

Let’s put the 4 keys to the test…can anyone recite the ABC’s?
Why do we pause at the letter G?
Because of the song we heard growing up – learning the alphabet. 
To this day, our “conditioned response” is to pause at the letter G
What was our anchored desire in the message?
We actually learned the song long before we learned the alphabet

“Twinkle, twinkle, little star…how I wonder what you are…”
“A.. B.. C.. D.. E.. F.. G.. (PAUSE).. H.. I.. J.. K.. L M N O P…”



4 Keys to Advertising Success 

REACH – enough people to make a difference
FREQUENCY – reach them frequently to engage memory retention
CONSISTENCY – do this consistently because you never know when
MESSAGE – anchor your message in a known desire



Forms of Advertising

Traditional media basics

• Radio – comparatively inexpensive, production equalizes you, somewhat 
fragmented, frequency can be attained fairly affordably

• TV – more expensive, production values need to be higher, more 
fragmentation and consumer control (DVR, Streaming, Unplugging, etc)

• Print – expensive to get frequency, direct mail still relevant, 
billboards/signage can be helpful, newspaper now online



Forms of Advertising

New Media basics

• Website – 95% of consumers research online prior to contact, mobile 
responsive, SEO is a premium and ever changing

• Social – connecting consumers, quality content is a must, time investment, be 
social

• Search – cost effective, direct connection with customers, highly trackable, 
low conversion rate



Remember The Marketing Funnel?

Awareness
Interest

Desire

Action



The Customer Journey

Awareness Consideration Decision Advocacy

Customers are not 
generally aware of 
you. This is where 
advertising and 
branding have the 
most impact and 
where you build 
your awareness 
and reputation 
providing value.

Your awareness is 
building and 
customers are 
researching their 
triggered event 
needs/desires. 
Much of the 
consideration 
phase happens 
online and with in-
store visits.

Customers are 
aware of you and 
are comparison 
shopping. They 
have made the 
decision to 
purchase in your 
business category.

The post-sale 
experience is 
important to the 
customer journey 
including 
generating 
awareness and 
assisting others 
with their 
consideration and 
decision phase.



Initial 
Consideration

Triggering 
Event

Active Evaluation
Info Gather - Shop

Moment of 
Purchase

Post Purchase Experience
Ongoing Exposure

Loyalty Loop



Questions?
Let’s take a break.



How To Turn Strangers Into Customers

Part 1
• What Is Branding?
• 4 Keys to Advertising Success
• The Forms of Advertising
• The Customer Journey
• Branding Examples
• Actionable Steps
• Q&A

Part 2
• What Is A Marketing Plan?
• Deciding on a Budget
• What Goes in a Marketing Budget?
• Major Causes of Marketing Failure
• Actionable Steps
• Q&A



What Is A Marketing Plan?

The average business owner says up to 50% of their marketing is 
wasted.
They’re just unsure of which 50%.
• Key part of your business plan (most lenders require them).
• An outline of a well-planned strategy for success.
• An ROI machine used for plotting/tracking your progress.
• At a minimum, it should be referred to quarterly – monthly is best.
• Everyone involved should know, provide feedback, and help assess 

realistic goals.



Deciding on a Budget

You must have a marketing budget. Don’t ignore it. 
The old way of preparing a budget – 3% to 5% of gross sales.
Too easy, and maybe too much (and too little).
A key left out of this popular equation is a common sense truth:
Advertising is meant to increase the exposure of a business beyond 
what’s provided by your physical location.
Today, it’s your virtual location as well.
A high cost of occupancy (rent) is the least expensive advertising 
available…”Location, location, location”



Deciding on a Budget

The Keystone Formula – an alternative way
to decipher a budget.
Start with two columns
1. 10% and 12% of your projected annual gross sales
2. This is the minimum and maximum starting point
3. Multiply these by the markup % of your average 

sale
1. Markup is not margin (we’ll explain in a bit)
2. Gross profit divided by Gross cost

4. Deduct your annual cost of occupancy (rent)
5. This represents your minimum and maximum 

allowable ad budgets for the year

10% of projected 
annual gross sales

12% of projected 
annual gross sales

Minimum Maximum

(X) Markup % (X) Markup %

(-) Occupancy cost (-) Occupancy cost

= Lowest Budget = Highest Budget



Deciding on a Budget

The Keystone Formula – Gross Markup and why
Most businesses don’t use this figure, they use margin, especially retail. How is it 
different?
• Margin is your profit expressed as a percentage of the price. The amount you 

expect to earn on each item sold. So as a manufacturer, it’d be your desired Profit 
divided by your MSRP.

• Markup is how much you need to add to your cost to earn your margin.
• Markup percentage is used to protect you and use only the profit portion of your 

average sale. The higher figure makes this formula work.

Sell an item for $150 when it costs you $100, and your markup is 50%. Your 
margin is only 33% (the same $50 profit is 33% of the selling price)



Deciding on a Budget

The Keystone Formula – Let’s plug in the numbers
10% Minimum Budget 12% Maximum Budget

Gross Projected Sales $1,000,000 $1,000,000

Profit Margin 45% 45%

Gross Profit $450,000 $450,000

Gross Cost $550,000 $550,000

Profit divided by Cost = Markup 82% 82%

Cost to Occupy $25,000 $25,000

Step 1 – Gross Sales Budget $100,000 $120,000

Step 2 – Multiply by Markup % $82,000 $98,400

Step 3 – Deduct Cost to Occupy ($25,000) ($25,000)
Equals Your Total Marketing Budget $57,000 (5.7%) $73,400 (7.3%)

If you only know Margin, 
calculate the Markup by 
dividing Profit by Cost in 

a percentage

$450,000
$550,000 = .82 = 82%

5.7% and 7.3% of projected sales



The Keystone Formula – The numbers with a better location
Better location likely 

means a higher cost to 
occupy. Higher rent, 
leasing costs, etc.

Now, it’s $45,000

Deciding on a Budget

10% Minimum Budget 12% Maximum Budget

Gross Projected Sales $1,000,000 $1,000,000

Profit Margin 45% 45%

Gross Profit $450,000 $450,000

Gross Cost $550,000 $550,000

Profit divided by Cost = Markup 82% 82%

Cost to Occupy $45,000 $45,000

Step 1 – Gross Sales Budget $100,000 $120,000

Step 2 – Multiply by Markup % $82,000 $98,400

Step 3 – Deduct Cost to Occupy ($45,000) ($45,000)
Equals Your Total Marketing Budget $37,000 (3.7%) $53,400 (5.3%)

Now just 3.7% and 5.3% of projected sales



What Goes in a Marketing Budget

• Media allocations
• Special events
• Sponsorships, signage
• Letterhead, business cards
• In short, everything with your name on it or in it

Everything should be expressed as a monthly spend and one-time 
annual expenses. You can adjust it if some months are better than 
others, but never have an empty month.



What Goes in a Marketing Budget

How much for digital?
Digital marketing has become a necessity. Beyond just SEO, there’s Pay Per Click, 
Facebook Reach, YouTube, etc. Consult with a professional vendor and decide what 
your “new media marketing mix” should be. Develop a high level of trust, because 
internet marketing complicated and expensive if done wrong.
• Anywhere between 17% to 37% of your total budget
• Based on the type of business you are and what you’re selling
• Four general types

• B2B Product – 17% to 22%
• B2B Service – 16% to 19%
• B2C Product – 24% to 37%
• B2C Service – 22% to 26%

Additional adjustments if your focus is mainly online



What Goes in a Marketing Budget

Sample Master Marketing Budget
Simple and trackable spreadsheet to outline your year.
Always have a slush fund for unexpected opportunities.
Manage your budget on a monthly and quarterly basis.
If you’d like a copy, I can provide the Excel Sheet by email.Mon 1 Mon 2 Mon 3 Q1 Mon 4

Budget Actual Budget Actual Budget Actual Budget Actual
Amount 

Left Budget Actual
Item 1 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 
Item 2 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 
Item 3 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 
Item 4 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 
Item 5 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 
Item 6 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 
Item 7 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 
Item 8 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 
Item 9 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 
Other 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 

TOTAL $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00

7800

7900

8000

8100

8200

8300

8400

8500

8600

8700

Month 1 Month 2 Month 3 Month 4 Month 5 Month 6 Month 7 Month 8 Month 9 Month 10 Month 11 Month 12

Marketing Budget vs. Actual Spend

Budget
Actual



What Goes in a Marketing Budget

Sales Average Survey
US Department of Commerce tracks monthly average sales for most 
businesses. (https://www.census.gov/retail) 
Using a 3-yr average across all business categories, your marketing 
budget should be adjusted accordingly
Within the spreadsheet I can provide, this chart is included.

JAN FEB MAR Q1 APR MAY JUN Q2
All Retail Sales 7.4 7.5 8.4 23.3 8.2 8.7 8.3 25.2

Appliance Stores 7.4 7.6 8.1 23.1 7.5 8.5 8.4 24.4
Auto Dealers (New) 7.1 7.3 8.8 23.2 8.3 9 8.4 25.7
Auto Dealers (Used) 7.4 9.5 9.7 26.6 8.6 8.5 8.3 25.4

Auto Parts Stores 7.6 7.8 8.6 24 8.4 8.7 8.5 25.6
Auto Repairs 8.1 7.8 7.9 23.8 8.4 9 8.9 26.3

Beer, Wine, Liquor Stores 6.9 7.1 7.8 21.8 7.6 8.6 8.4 24.6
Book Stores 13.9 6.5 6.1 26.5 6 7.1 6.5 19.6

Bridal Market 5.5 6.3 7 18.8 7.6 9.3 10.8 27.7
Building Supply Stores 6.5 6.4 7.9 20.8 9 10.1 9.2 28.3

Computer/Software Stores 7.5 7.4 8.7 23.6 7.1 7.5 7.3 21.9
Consumer Electronics 7.6 7.9 7.9 23.4 7 7.6 7.6 22.2

Department Stores 6.1 6.9 7.7 20.7 7.6 8.2 7.5 23.3

MONTH AVG % LOW HIGH AVERAGE

JAN 7.4 1,850.00$                2,220.00$                2,035.00$                

FEB 7.5 1,875.00$                2,250.00$                2,062.50$                

MAR 8.4 2,100.00$                2,520.00$                2,310.00$                

APR 8.2 2,050.00$                2,460.00$                2,255.00$                

MAY 8.7 2,175.00$                2,610.00$                2,392.50$                



To Wrap Up…

• Develop a solid plan, but be flexible
• Manage your plan or hire/outsource to assist
• Never stop marketing – if you’re doors are open, you should be 

inviting people in
• We’ll cover some basic causes of marketing failure next…

Any Questions?



The Major Causes of Marketing Failure

• The desire for instant gratification – the campaign with the most urgency 
is the one most forgotten

• Attempting to reach more people than the budget will allow – reach with 
enough repetition to aid reputation

• Assuming the business owner knows best – too much product knowledge 
causes you to answer questions no one is asking 

• Unsubstantiated claims – prove and deliver on everything you say
• Marketing gaps and late-week schedules – people shop all the time, not 

just weekends
• Event driven marketing – the more frequent the event, the less special it is
• Confusing “response” with “results” – ROI pays better than ego



Branding At Work – If You Learn Nothing Else

Where do you rank in the mind of your consumer? What would you have 
to say to get your business as the answer?
Let’s test how well the experts do it…

How many brands of TV’s can you name?
There are 26 major brands – Best Buy has 100 on their website

How many brands of toothpaste can you name?
There are 27 major brands – and 47 different varieties

Those you couldn’t name, are less likely to get your business – because 
you’re not thinking about them.



Actionable Steps

We have 4 resources you can deploy when you’re ready.
Don’t worry…they’re free:
Google My Business – www.google.com/business
Google Analytics – www.google.com/analytics
Mailchimp – www.mailchimp.com
Hubspot CRM – www.hubspot.com/CRM

I will email a basic spreadsheet (Excel) to help with budget setting if you 
like. It includes a budget calculator, monthly tracking, and historical 
average sales figures for 40 business categories.



Thank You!
Handouts:
Marketing Budget Worksheet
4 Keys to Marketing Success
Causes of Marketing Failure
Free Online Tools
Excel Spreadsheet Available

Greg Yokanovich, Maudience
www.maudience.com
greg@maudience.com


