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Introduction

Introduction

ost companies have a Website, but how many can say that their Website is their
most powerful marketing tool? Unfortunately, not many — and this is a shame
because there is a clear path toward transforming your Website into an online

marketing success. The problem is that most business leaders don’t know the right
questions to ask when creating, implementing and evaluating their online marketing strategy.

I wrote this handbook to solve this problem. In the following pages, you will be presented
with four checklists containing 60 questions that will help you focus your thinking and
approach toward producing measurable business results online. These essential checklists
will help you:

Create a Website that is a customer-focused lead generation machine
Attract motivated prospects from search engines

Expand your influence with social media marketing

Nurture customer relationships with email marketing

Measure your online marketing success

If you put these checklists to work, you will produce huge results online! So let’s get started.
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Customer-focused Website Checklist

Customer-focused
Website Checklist

o succeed online, your Website cannot be designed for you or your company. It

needs to be designed for your customers. A customer-focused Website puts your

customers at the center of your online offering, while making it easy for them to do
business with you. At the same time, a customer-focused Website is aligned with your
company’s overall business strategy and marketing objectives. And, most importantly, a
customer-focused Website produces results — leads, sales and profitable long-term
customers.

The following checklist will help you create a Website your customers, and your sales people,
will love.

0 Do you know the primary objectives for your Website?

Tip: Have you seriously considered the strategic role of your Website? An effective Website can help you
achieve a number of business goals, such as generating leads, building a marketing database, enhancing
customer service and selling online. Matke sure you align your Website objectives with your overall
marketing and business objectives to ensure you are on the path to success.

O Do you know your customers’ motivation for visiting your Website?

Tip: Your customers are not visiting your Website to kill time. They are visiting your Website to find a
solution, perform research, purchase a product or request support. A customer-focused Website anticipates
your customers’ needs and provides the answer they are seeking. Think carefully about your customers’
motivation for visiting your Website. What are they looking for? What do they hope to accomplish?

[0 Do you know what content and features you can offer that address your customers’
needs and challenges?

Tip: Based on your customers’ unique needs and motivations, offer content and features that speak to the
needs of your customers and provide the solution they are seeking. When a prospect is considering a product
or service for their needs, they have a number of key questions in their minds. Demonstrate that you
understand their needs and offer a solution that addresses their key questions.
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Customer-focused Website Checklist

O Does your homepage clearly communicate what your company does and the

a

O

audiences you serve?

Tip: First impressions count. So, make sure your home page is as welcoming and useful as possible. 1t
should clearly commmunicate your capabilities and the solutions your company provides. Moreover, it should
provide a timely digest of the latest and greatest information you offer deeper within the site. Most
mportantly, it should focus on your prospects’ needs and serve to guide them through your Website to find
the information that can best help them.

Do you use a conversational tone in your Website’s copy?

Tip: Make sure you connect with each visitor by taking a friendly, conversational tone in your copy.
Write as thongh you're sitting with them over coffee. Avoid jargon, buzzwords and internal company-
speak. Demonstrate that you understand the challenges they face and offer a clear solution.

Are you providing tailored content for each niche audience group that you serve?

Tip: Don't mafke your customers hunt and peck through your Website to find the content that is most
relevant for them. Package content by business type, industry, job role or application to help your niche
andijences find the information that can best serve them.

Do you offer useful educational content in addition to product and service
information?

Tip: Your website should not just sell — it should also educate. Complement your product and service
information with valuable educational content that helps your customers do their jobs better. Pack_your site
with ‘how-to’, articles, best practice guides, training videos and other educational content. "T'his will turn
your website into a resource center that customers will visit regularly becanse it is so helpfil.

Are you updating your Website’s content on a regular basis?

ip: People want to do business with dynamic companies. And, to project your dynamism, you need to
have a fresh and relevant Website. Make it a point to take a critical look at your Website at least
monthly, and add information to improve its value to your customers and prospects. And, just as
mportant, remove ontdated or obsolete information. 1 would rather see a 25-page Website with great,
relevant content than a 100-page Website with a mix of relevant and irrelevant information.

Does every page of your Website include a compelling call to action?

Tip: Don't make the mistake of relying on your ‘Contact Us’ page as the sole method for prospects to
take action. To turn your Website into a lead generation machine, pepper your Website with a variety of
relevant calls to action inviting prospects to reach out and take the next step.
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Customer-focused Website Checklist

O Do your ‘calls to action’ address prospective customers at each stage of the buying
cycle?

Tip: Not everyone is ready to buy from you today. Some people are kicking tires; others may have a basic
early-stage question. 1ook for ways to compel all prospects to reach out to you by offering tailored calls to
action that appeal to prospects at each stage of the buying process. Examples: Ask the Experts forms,
complimentary consultations, downloadable best-practice guides, free trials, ete.

O Is your phone number prominently displayed on every page of your Website?

Tip: Don't forget to prominently display your phone number on every page of your Website. In our
experience, people are at least as likely if not two to three times more likely to pick up the phone when they
are browsing a company’s Website. And there is no better time to be talking with a prospect because you
can use your Website as a presentation tool.

O Do you offer online chat as an alternative way to contact you?

Tip: To boost your Website inquiries, offer online chat as an alternative way to contact you other than

online forms or the phone. People assume it will take some time to receive a response after completing an
online form. And, not everyone is ready to engage in a phone discussion with a salesperson. Online chat
offers your prospects an immediate response and they can still remain somewhat anonymous.

O Are your online forms short, asking only for basic contact information (e.g., name,
company, phone and email address)?

Tip: Are your online forms as daunting as a tax return? "The more fields your forms include, the less
likely prospects will be to fill them out. Ask only for basic contact information that your salespeople will
need to make an intelligent follow-up. Program those forms to identify the page the person was on, so your
salesperson can prepare for the call.

O Do you have a process in place to ensure your Website inquiries receive immediate
follow-up?

Tip: How long does it take for your salespeople to follow-up online lead inquiries? If the follow-up is not
tmmediate, you are leaving money on the table. Assign salespeople to follow-up online leads and make sure
the inquiries get to them as soon as possible. Tie your Website forms into a customer relationship
management (CRM) system to streamiline your lead management and follow-up process. Again, you want
to make sure your salespegple talk to the prospect when they are still on your Website, so they can use your
Website as a presentation tool.

Essential Online Marketing Checklists | 4



Customer-focused Website Checklist

O Have you established quantifiable success measutres for your Website and online
marketing activities?

Tip: How will you know if your Website is a success? Gone are the days when a marketer can rely on
subjective measures, gut feel or esoteric statistics like ‘hits.” Lo be successful with online marketing, you need
to be able to accurately measure the bottom-line impact your Website and other online marketing activities
are having on your business. Put a capable Web Analytics package in place, like Google Analytics, and
monitor the key performance indicators that will measure how well your Website is working toward
achieving your goals.
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Search Engine Marketing Checklist

Search Engine Marketing
Checklist

online. But, who will they find first — your company or your competitors? Search
engine marketing is all about getting in front of prospects at the moment they are
searching for your products and services on Google.

Right now, somewhere, a potential customer is searching for your products and services

But how do you take full advantage of search engine marketing and outshine your
competition? The following checklist will put you on the path to search engine marketing
success.

O Do you have defined goals for search engine marketing?

Tip: Search engine marketing will help drive targeted traffic to your Website. So why are you trying to
attract more traffic? Think about the goals and objectives for your Website and online marketing efforts.
Your search engine marketing program should be designed to support these goals. Y our goals may include
selling products online, generating leads, building a marketing database or improving brand or company
awareness.

O Do you know who you are trying to attract with search engine marketing?

Tip: Once you know why you want to attract more traffic, spend some time defining who you are trying to
attract. Take a moment to brainstorm about your target andiences. Who are they? What industry or
business are they in? What is their role within their company? What are they searching for? By defining
your specific andience groups, you will be able to understand and address their unique needs and
motivations.

0 Do you know who your top competitors are on the search engines?

Tip: Your search engine marfketing progranm must also focus on your competition. Y ou want to matke
sure you clearly identify your top competitors, so you can continually evaluate how your company’s search
engine presence ranks relative to the competition. And remenber, your online competitors are not just the
companies you typically compete with for new business. Anyone on the first page of Google for your offerings
i5 a competitor.
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Search Engine Marketing Checklist

O Do you know what terms or phrases your customers use when they search for your
products and services on Google?

Tip: When choosing the best keywords, it is important to choose phrases that are not only relevant to your
business, but also ones that are searched most often by your target customers. Begin by getting inside the
heads of your customers and brainstorm about potential terms they use when thinking about your products
and capabilities. Then, turn to keyword research tools like Wordtracker or Google Adwords to create a list
of highly searched terms that will drive targeted traffic to your Website.

[0 Have you assigned each keyword phrase to the most approptiate page on your
Website?

dip: Begin by creating a keyword plan for your search engine optimization campaign. Y our keyword
Plan will map each of your keyword phrases to the most appropriate pages on your Website. Review all of
the pages on your Website and determine the best page for each of your keyword phrases. If an ideal page

does not excist, it needs to be created.

L0 On each page you are optimizing for search engines, is the copy on your Web
pages sufficiently long and keyword-rich?

Tip: Copy is critical to search engine optimization success. Y our keyword phrases need to be used
throughout the entire page. Ideally, every page should have about 250 to 300 words of copy and your
keyword phrase should be used approximately 5% of the time — or 5 times for every 100 words of copy.

O Do your page <title> tags lead with your targeted keywords?

Tip: Search engines consider page titles very important when evaluating page content. In addition, the
page title is used for the blue clickable link people will see in the search results. Title tags must be written to
include the most important phrases for the page, while appearing compelling to the searcher so they will want
to click them. Keep them below 60 characters, including spaces. Each page of your Website should have a

unique title tag.

O Are you using Google Webmaster Tools and an XML Sitemap to assist with the
indexing of your Web pages?

Tip: To search engines, an XML sitemap is like a roadmap for your entive Website. With Google
Webmaster Tools, you will be able to share your Sitemap XML file, as well as tell Google how you wonld
like the URLs it indexes to appear. In addition, it provides detailed reports about your site’s search engine
vistbility on its search engines. Y ou will be able to see how Google crawls your site and learn about specific
problems it may be having accessing it.

Essential Online Marketing Checklists | 7



Search Engine Marketing Checklist

O

Does your site employ <h1> heading tags for content titles?

Tip: Search engines consider heading tags, <h1>, more important than normal text. Y ou should make
use of heading tags on every page to highlight the most important keywords and the heading for the page.

Do you have keyword-rich <alt> tags for all navigation graphics and all product
images?

Tip: Search engines cannot read text included in images. However, every image can have an <alt> tag
that includes a brief description that can be read and indexed by search engines. Only include relevant
keywords that are important for the page and relevant for the image.

Do your pages have keyword-rich <meta> tags?

Tip: The ‘description’ meta tag is very important, since Google uses this information below the clickable
link in the search results. Craft your ‘meta’ descriptions for each page like a compelling call to action,
include your most important keywords for the page, and keep them below 150 characters, including spaces.
The ‘keywords’ meta tag has been exiploited over the years, so it is largely ignored by Google and other

search engines. Still, it may have some impact, so use it to list your most important keywords for each page.

Do your filenames and directory names include targeted keywords?

Tip: Search engines will also look at directory names and file names when reviewing the content of a Web
page. Where it mafkes sense, try to use your most important keyword phrases in these names.

Do you have a proactive link building program in place?

Tip: Link building involves gaining links to your Website from other popular Websites in your industry
or space. The more quality inbound links you have, the more popular your Website is in the eyes of Google.
Good content attracts links, so fill your Website with interesting and informative content. Next, get your
Website listed in online directories and portals. Finally, you should leverage online public relations and
distribute press releases and articles online.

Are you running a results-focused paid search campaign?

Tip: Unlike traditional advertising, where you pay for exposure’ regardless of the results, with paid
search you only pay if someone clicks on your ad and visits your Website, providing a compelling ‘pay for
performance’ mode of advertising. T'o manage an ROI-driven paid search campaign, tie your bidding
Strategy to business results(e.g., sales, leads, etc.).
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Search Engine Marketing Checklist

O Are you measuring the success of your search engine marketing campaign?

Tip: Since search engine marketing is all about attracting targeted traffic, begin by leveraging Web
analytics to monitor traffic increases from search, as well as what search engines and phrases people are
using to visit your Website. To make sure the volume of targeted visitors continues to increase, you should
also monitor your position or ranking in the search results. Finally, to measure the success of your paid
search adpertising efforts, harness the measurable nature of the Web to track the cost-per-visit, cost-per-lead,
and cost-per-sale for all of your paid search ads.
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Social Media Marketing Checklist

Social Media Marketing
Checklist

and interesting content, or social media, with your network of fans, followers and
connections. Social media marketing campaigns typically focus on creating compelling
content that attracts attention and encourages readers to share it with their social networks.

: ; ocial media marketing involves leveraging social networking Websites to share relevant

So, how do you take advantage of this emerging marketing tool? The following checklist will
put you on the right path.

0 Do you have defined goals for social media marketing?

Tip: Social media marketing can help you achieve a number of strategic marketing goals. Think about
the goals and objectives for your social media marketing efforts.  Some common social media marketing
goals include increasing brand awareness, becoming a thought-leader, attracting direct traffic to your
Website, gaining inbound links for SEO, educating customers and enbancing customer service.

0 Have you embraced the concept of ‘content marketing’?

Tip: To succeed in social media marketing, you need to become a content marketer. Content marketing
involves creating and distributing relevant and valuable content to attract, acquire, and engage clearly defined
target andiences with the goal of driving action. Content marketing needs to serve as the cornerstone of your
social media marketing strategy — creating educational items that are considered interesting, educational and
useful by your target andience.

O Are you writing educational articles for your Website that demonstrate best
practices?

Tip: Atticles are a fantastic content marketing tool to belp your social media marketing. By creating
500- to 750-word educational articles that demonstrate best practices, you can showcase your expertise and
demonstrate to your customers that you understand their needs.
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Social Media Marketing Checklist

O Do you have a blog on your Website? Are you producing insightful and
educational posts at least once a week?

Tip: Blog posts are insightful and timely Web content highlighting important insights, industry news,
observations and other useful content. Readers of your blog posts are enconraged to share their comments,
allowing for a two way dialogne. Y our blog should be updated regularly with at least one new post per week
or month.

O Are you producing educational PowerPoint presentations that demonstrate best
practices?

Tip: PowerPoint or similar software can be used to create educational presentations that are oriented
toward a particular industry challenge, opportunity or best practice. "T'hese presentations can be 5 to 50
pages in length — whatever it takes to make your point.

O Are you writing whitepapers that explain best practices and industry trends?

Tip: Whitepapers are topical, educational reports or guides that are oriented toward a particular industry
challenge, opportunity or best practice. Generally, whitepapers are 8 to 15 pages in length and can really
help you demonstrate thought leadership on issues that are important to your customers.

O Are you creating e-books that will serve as a great educational reference for your
customers?

Tip: E-Books are like whitepapers on steroids. They are lengthier than whitepapers, generally ranging
Sfrom 15 to 50 pages in length, and present complex: information in a compelling and entertaining way.

O Are you filming short online videos?

Tip: Use online video to demonstrate a product, illustrate a best practice, allow customers to see your
company bebind the scenes, etc. Online videos do not have to be professionally produced — a basic digital
video camera will work well. The key is to filn: content your customers will find useful and actionable.

O Are you producing live and pre-recorded Webinats to educate your customers?

Tip: A webinar is a seminar that is conducted over the Web that participants can easily view from their
office or home — cither live or on-demand.  Most Webinars include a visual slide presentation, as well as an
andio broadcast that is accessed either over the computer or phone. Generally, Webinars are 60 to 90
minutes in length and can include a Q&>A portion to respond to attendee questions.

Essential Online Marketing Checklists | 11



Social Media Marketing Checklist

O Are you active on LinkedIn with social media marketing?

Tip: Since it’s largely focused on business-to-business connections, Linkedln should be a big part of your
social media marketing strategy. At its most basic level, Linkedln allows you to setup a personal profile
and connect with other professionals you know or want to know. Then, your “connections” will receive
Status updates on a regular basis as you update your profile. Linkedln is a great content marketing tool.
In addition to information about your work excperience and education, your Linkedln profile can be
enhanced to showease your social media content, including status updates with links to your Website, blog
posts, presentations, events, videos and other content. In addition, by participating in Linkedln Groups,
you can share your social media with your target andiences even if they are not one of your direct connections.

O Are you active on Facebook with social media marketing?

Tip: Facebook is by far the largest social networking website with more than 1 billion registered users.
For the most part, Facebook is a place for friends — providing a platform for friends to connect (or
reconnect) and share ideas, happenings, photos, videos, and other information. 1t also offers a number of
widgets and apps that you can integrate into your Facebook page to make it more engaging. While it’s not
primarily designed as a business tool, you can use Facebook as a content marketing tool. As a business,
you can create a Facebook “Page” for your company, which is a public-facing Facebook destination that all
of your customers can easily access. Y our Facebook Business Page can serve as a valuable ontpost allowing
you to bring your great social media content directly to your customers. Just remember to always direct them
bactk to your website for more.

O Are you active on Twitter with social media marketing?

Tip: Twitter is the fastest growing social network with over 500 million registered users since its launch in
2006. Twitter is a place for broadcasting ideas, providing a fast-paced platform for you to broadeast 140
character messages, called “Tweets” to your “Followers.” People can choose to follow others and receive
updates on all their tweets. A major difference between Twitter and other social networking Websites is you
don’t need other peaple’s permission before you can follow them. While it's not as targeted as the other
social networking sites, Twitter can still serve as a content marketing tool. Build a following and start
tweeting compelling messages to tout your social media content. Provide links back to the content on your
Website, using services like Bit.ly (bttp:/ | bit.ly) to shorten the links. Finally, include appropriate
“Hashtags” (e.g., Hconstruction and Heontractor) in your messages so your tweets can be found by other
people interested in the hashtag topics.

O Are you active on Google+ with social media marketing?

Tip: Google+ is the newest addition to the social media scene and has quickly grown to over 500 million
users since its lannch in 2011. Google+ is similar to Facebook but yet different in a significant way. With
Facebook, all friends are treated equal and will see all of your updates. Google+ allows you to organize
your connections into separate “Circles” so you can post appropriate messages to the right people. Y ou can
create a Google+ profile for yourself and your business and begin sharing your great content. Google+ also
offers other interesting features, including Hangouts for video chats, +1 Button for sharing content with
your Circles, and Sparks which serves as a personal searching agent that continually scours the Web
looking for things you find interesting.
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Social Media Marketing Checklist

O Are you active on content sharing sites, like YouTube, SlideShatre, Pinterest and
Scribd, with social media marketing?

Tip: In addition to the major social networking sites, there are other social media sites you should take
advantage of that focus on content sharing. "These sites allow you to publish a specific type of social media
(i.c., whitepapers, online videos, etc.) allowing viewers to comment and share with their networks. Y ou'Inbe
is the most popular video sharing social media site. SlidesShare is a social media site for sharing
presentations. Secribd is a social media site for sharing documents.

[0 Are you measuring social media marketing success?

Tip: Is your social media campaign making an impact? Are you successful? To answer these questions
and determine the return on investment from your social media marketing efforts, establish quantifiable
success measures and put in place systems to measure your progress. Success measures include Website
traffic, content consumption, content contribution, content sharing, chatter, network growth, profile
engagement and business building metrics like leads and sales.
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Email Marketing Checklist

that leverages permission-based electronic communications to nurture relationships

E mail marketing is an important component of an integrated online marketing strategy

with customers and prospects, generate leads and sales and enhance customer

retention. But how can you take full advantage of the power of email marketing to produce
results for your company? This section will provide you with a checklist to put you on the
path toward email marketing success.

a

a

a

(|

Do you have defined goals for your email marketing program?

Tip: Email marketing can belp you achieve a number of strategic marketing goals. What are you trying
to accomplish? Think about the goals and objectives for your email marketing efforts. Some exanmples may
include building trust and credibility in your company, changing your customers’ perception of your business,
establishing yourself or your company as a thought leader in_your industry, presenting offers that generate
leads and sales and increasing repeat business from existing customers.

Do you know who you are trying to reach with email marketing?

Tip: To be effective, your email marketing campaign needs to be customer-focused. So spend some time to
thinking about the recipients of your messages.  Who are they? What industry or business are they in?
What is their role within their company? What are they searching for? By understanding your specific
andijence groups, you will be able to identify information will they find nseful and want to receive.

Do you know how your competitors are using email marketing?

Tip: If not, it’s time to get sneaky and find out what your competitors are doing with email. 1 recommend
you create an email address that doesn’t identify much about you or your company and subscribe to your
competitors’ email lists. Then, as you start to receive their emails, keep track of what they are sending.

Do you offer your e-newsletter sign up on every page on your Website?

Tip: The key to an effective email newsletter lies in a notion of permission marketing.” Y on need to
obtain permission from your customers and prospects before adding them to your email mailing list. Offer
your e-newsletter sign up on every page on your Website. NMatke sure your sign up form is short and simple.
And, highlight your privacy policy’ to make it clear to subscribers that you will not misuse their personal

contact information.
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Email Marketing Checklist

O Do you ask your customers and prospects for their email address and permission

a

a

a

when you are interacting with them in the ‘offline’ world?

Tip: Don't forget about your offline communications with customers and prospects. Often these
interactions are a great opportunity to build your email list. Ask your customers for their email addresses
and permission. Promote your email newsletter in all printed marketing materials. Tout your email
newsletter on invoices and packing skips. Promote your email newsletter on product registration and
warranty cards. And, make sure you collect email addresses at trade shows and other events.

Do you segment your list so you can send targeted messages to niche audiences?

Tip: If your company serves a variety of distinct industries or business types, you should consider
segmenting your list into groups. "This will allow you to send targeted, relevant messages to each of these
distinct andience groups. Y ou can do this mannally by creating groups within your email subscriber
database.

Do you have an expert that can write your email newsletter content and an editor to
review and edit it?

Tip: Your company should have a great writer and a great editor for your email newsletter. Y our writer
15 responsible for creating compelling, customer-focused articles and content for your email newsletter. 'Y our
editor is responsible for reviewing and editing content, managing production and distribution, and ensuring
the “voice” of your e-newsletter is maintained issue after issue.

Are your email newsletter articles customer-focused or company-focused?

Tip: Your email newsletter is not for you — it’s for your customers. Y ou need to focus less on your
company and more on the issues and ideas your customers are interested in. 1 like articles that focus on
“how-to” tips, best practices, actionable strategies and industry trends.

Do you use a conversational tone when writing your articles?

dip: When you write your articles, take a conversational tone in your copy. Don't feel you are writing
your articles for hundreds or thousands of subscribers. The reality is that one person will be reading your
newsletter at a time. Have a conversation with each reader by writing the way you talk — in a direct and
friendly manner. Y our readers will find it nuch more appealing than if you write in a formal manner.

Does your email newsletter offer a relevant ‘call to action’ in the sidebar?

Tip: Even though the focus of your email newsletter is to educate prospects and customers, this is a great
opportunity to present them with relevant offers to generate leads and sales or encourage repeat W ebsite

visits. 1 like to see email newsletters be 80% educational and 20% promotional. The majority of the email
newsletter content is useful educational information, while the sidebar is presenting your readers with an
attractive offer that is relevant to the article content.
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O Is your email newsletter design optimized for display in the inbox and preview
pane?

Tip: When people scan messages in their inbox; they don’t look for what to read, they look for what o
delete. So, make your message seem as appealing as possible. Matke sure your “Erom” address will be
recognizable to your readers. In addition, create a 20 to 25 characters subject line that will appeal to
readers’ interests. Finally, most email client software allows readers to preview messages before officially
opening them. Make sure your most compelling content will show up within the top 400-500 pixels of your

essage.

0 Do you comply with the anti-spam laws dictated by the Federal Trade
Commission?

Tip: Since spam, or unsolicited and unwanted email, has become a major problem, a number of countries
have passed anti-spam legislation that email marketers must comply with. 1 recommend you visit the
Federal Trade Commission Website, www.fle.gov, to familiarize yourself with the United States laws.
Elements to be aware of include: gain permission, let them unsubscribe, don’t be deceptive, provide contact
information and don’t share your address list.

O Do you send your email newsletter on a monthly basis?

Tip: You should send your email newsletter on a regular basis, ideally monthly. If you send your e-
newsletter less frequently, it will not be often enough to establish a relationship with your readers. 1If yon
send it more frequently then monthly, you may risk bothering your readers.

0 Do you use an email campaign management system?

Tip: An email marketing campaign management systen: will help you antomate the entire process of
building your lists, designing and delivering your messages and measuring the success of your campaign.
Lower-end systems, like Constant Contact, provide great base-level capabilities at an affordable price.
Higher-end systems, like ExactTarget, provide more advanced capabilities at a higher price.

O Are you measuring email marketing success?

Tip: When using an email marketing campaign management system, you will have access to great reports
that will allow you to track the key metrics to measure the success of each email marketing issue. Some
Statistics to shoot for include: delivery rates of 95% or higher, open rates of 35% or higher, click-throngh
rates of 10% or higher and unsubscribe rates of 3% or less. In addition, leverage Web analytics to track
leads and sales from email marketing.
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Special Offer

Did you have trouble answering any questions on these checklists? Then, our
DIY Online Marketing System is for you. This discounted online marketing
manual and online training CD’s will give you step-by-step instructions on how
to boost leads and sales with online marketing.

The DIY Special combines Bob’s B-to-B Online Marketing Toolkit Manual with his highly popular
multimedia Online Marketing Training CD’s. In addition to the manual, you will have access to
over seven hours of multimedia training modules where Bob will show you exactly how to be
successful online. This package includes:

O DIY Online Marketing System . ..... $199

¢ B-to-B Online Marketing Toolkit Manual $249 Value
e Make Your Website a Lead Generation Machine Webinar $149 Value
e Seven Steps to Search Engine Marketing Success Webinar $149 Value
e How to Be Successful with Email Marketing Webinar $149 Value
e The Secret to Social Media Marketing Success $149 Value
e Web Analytics: Measure the Success of You Website Webinar $149 Value
(3994 Total Value)
Your investment in your business success is only $199 — an 80% discount!

To order this special Call (877) 786-3249 x3 or Fax this form to (877) 786-3349.

Payment Type: [0 Visa O MasterCard [ American Express

Credit Card #:

100%

MONEY BACK
GUARANTEE

Expiration Date: / Security Code:

Name on Card:

Billing Address:

City: State: Zip:

Authorized Signature: Company:

Phone: Email:




DIY Online Marketing System

Create a Customer-focused Website

Search Engine Marketing Success

Measure social media success

v" Define your Website strategy v" Define your search engine marketing

4 Identify your most profitable customers strategy

v" Stand out from your competition v' Choose the best keyword phrases

v" Create customer-focused content v’ Research actual search volume

V' Make strategic use of your home page v’ Write great, keyword-rich copy

v" Educate and become a trusted resource v' Code your Website for SEO success

v Offer Web 2.0 Content & Features v’ Create link-worthy content

v Triple your online sales leads V' Attract links with online public relations

V' Identify compelling calls to action v Peckinon your competitor’s links

v" Optimize your forms for leads and sales v" Determine the pay-per-click opportunity

v Measure your Website’s success v Ads and landing pages that generate leads
Social Media Marketing Success Email Marketing Success

v" Become a content marketer V" Define your email marketing strategy

v" Identify the best social communities v" Build your email list online and offline

v' Listen to the social media conversation V' Effectively use rented lists

v’ Create and share social media content V" Create a compelling email newsletter

v" Master social networking for business V' Write articles that people want to read

v’ Use LinkedlIn as a business tool v Generate leads with email

v Use Twitter as a business tool v Learn the 80-20 e-newsletter success

v Use Facebook as a business tool formula

v Use YouTube as a business tool v' Design your emails for success

v Use SlideShare as a business tool v Get read, not deleted

v v

Stay out of spam filters
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traffic

Master Google Analytics

Why you must use Google Analytics
Setup Google Analytics the right way

See how people click through your site
Learn key insights about your visitors
Track success of all marketing campaigns
Determine your most popular site content
Learn the keywords that drive visits
Determine the pay-per-click opportunity
Track online buying behavior

Discover your most profitable source of




