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Using online tools, like Google,
to increase customers

Roberto Martinez
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CPD Process

In order to receive CPD credit

— Be sure to sign in or scan your badge for this session

— You must stay in the session for the duration of the training
— This session is eligible for 3 CPD credits

— CPD certificates are emailed directly to you within 4 weeks of the conference date to the
same email address you used to register

@ Gliickbooks.
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Let’s Get Acquainted

Roberto Martinez

CEO and Founder of Braven
Google Digital Coach

Google My Business Trainer
Robert@bravenagency.com

@robthemarketer
@robertombraven
linkedin.com/in/robthemarketer

@ Gliickbooks.
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Agenda | Our Journey Today

What is Your Value Proposition?
Your Future Client

Online Presence | Business Profiles
Online Presence | Website

Online Presence | Content Strategy

Online Presence | Paid Ads

S - A

Key Metrics for Budget | KPIs and Unit Econ
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What Is Your
Value Proposition?



A Propelling Question

How might we...

Attract our ideal customers by using
digital marketing tools to increase sales?

@ Gliickbooks.
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Value Proposition
Solutions to Market Problems

Value Proposition

 Clearly understand exactly what your product or
services provides customers

Your Offering
The What The
Marketplace Customer
Offerings Needs

- What makes your company unique or distinct
compared

» “God Gene”

Your Value Proposition

@ Gliickbooks.
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Value Proposition
Solutions to Market Problems

Why Customers Choose You
e Build a Better Mousetrap:
3x Improvement

e Customer Value (Brand)

Customer Service/Experience
Price
Location

Variety

@ Gliickbooks.
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Activity

Define Your Value Prop

. Write out your value prop In
3-5 sentences

2. Share your value prop with
your neighbor

@ Giickbooks.
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Your Future Client
|ldeal Customers



Customer Journey
Overview

L]
& google.com <

Google
stasias bakery n

@ Gliickbooks.
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stasias bakery x n

AL MAPS  IMAGES  SHOPPING  VIDKC

Stasia's Bakery
wivw stasixsbaiery.com
Mobie-frandhy - Special Events Cake Bakery in
Mountan View, Cairfornia | Stasia’s Bakeey.

Stasia's Bakery

SrantLogic - anastasaku |
Mobide-frenchy - Stasia’s Bakaery started after 8

mid-He crisis. After spending 17 years working in
he Internat industry. Stasa decided to

About | Stasia's Bakery
StartLogic + anastasaky! - sbout
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Customer Persona

Overview

A semi-fictional representation of mﬁmﬁees S E £, ﬁ ADVANCED Sparl
your ideal customer based on EL}& \ ASP 0LL(e
market research and real data . N Q 18 < {NEF
about your existing customers. alicae) - 5 K B =

@ Giickbooks.
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Customer Persona
Overview

o Attracts high quality leads
o Wins hearts and minds

o Improves reputation

o Develops great strategies

o Provides content guardrails

e Saves time

@ Gliickbooks.
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Tim looking for o st that wil simpitly the
planning of my dusiness tips *

Bio

S 5 2 Regonal Drecuv who wirvels 4.8 Smes each
month 15 work. She Mas 0 speciic region in which
she Tovels, and she often visls the same Cities and
stays i De same hotel Sho is frustrated by the fact
Dot g matier how frequendy she takes sewler 16,
the spends hours of her Gy bocideg trawvel. $2e
EaDOC Ber Byvel S0 10 De 48 Oganed
he is

Personality

Brands

WUINT o Basecamp
B4 Outlook
G

+ Tonanow har options when £ 0omes 50 $hop

Frustrations

o Too moch Tne soent DOSking - she's Dusy!

« Too many websies visted per trp

o NGO IOy 300 S0y - 00! Bhe DN process

Motivations
Comfent
Speed
Loyeten Qowercs

Technology

T & Intorret

Ly
3
3
-
2]

Mobtde Agps

Sockel Networks

Jill Anderson
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Activity

Define Your Ideal Customer

1. Create your persona

o Background; Demographic; Age;
Income Level; Edu; Geography

2. Share your persona with your
neighbor

@ Gliickbooks.
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- T BT <o vior

Head of Human Resources
Worked at the same company for 10 years; worked her way up

BACKGROUND

JobT Casear path? Family? from HR Associate

Married with 2 children (10 and 8)

Skews female

Age 30-45
DEMOGRAPHICS Dual HH Income: $140,000

Male or famaleT Ape? Incoma? Location?
Suburban

Calm demeanor

IDENTIFIERS Probably has an assistant screening calls

Oemesnor? Communication preferences? Asks to receive collateral mailed/printed

@ Gliickbooks.




Online Presence

Create Your Business
Profiles



Business Case

Not being online is a large
missed opportunity

89%

of consumers use Internet search engines
to make purchasing decisions. Not having
an online presence could lead to lost
economic opportunities.

@ Gliickbooks.
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Online Business Presence

Google My Business M CPA Torass .

Register at: PR
www.qoogle.com/business  ° e

HOME - M M CPA Professional Corporation- Chartered

Chartered Professonal Accountant in Torema for Tax Accourang and Advisory Servcoes

Accouming  Tavatos Tar My ) COnbuRatax

n v Mk, SO - COMPany + periact - 3CCOUMNG-and-tas services

M M CPA Professional Corporation | Linkedin

Se0 who you know &t MM CPA Ivofeossiongl Coponstion leverage pour profeascnal netwernk

and ot heed . . Toromie, ODrtaro 40 followers. See oteFoliow

n v TateDook CoMm + Places + Toromio, Omiand il Corutant

M M CPA Professional Corporaton - Home | Facebook
SRR Rating 44 vou

M M CPA Professional Corporaton - 1245 Dardorth Ave Sate 202, Toronio, Orfano MA) 485

Rated 4 Dased 0N & Reviews "WOUMNT Lae e else M Nede

1 worm Doh 0rg » Soronto + peofile + Rae cetuen renarstion | M MCRS -
M M CPA Professional Corporation | Better Business Bureau

BOD atcredied nince 201100 27, Tar Return Mepataton n Totonlo, ON. Ses BEH g

MeView s Oompiante. reQuest 2 Qquote & more

o www Yol o+ B2 L SO Do it Nt COrPOrabOn rosin 2 ¢

M M CPA Professional Corporation - 2019 All You Need to

. L3¢
|n'rurr ' J

qmckbooks
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M M CPA Professional Corporation |
Tax Accountant Toronto

Addreax: 1245 Dandorth Ave #1207, Tororsa, ON ML) S8 Canada
Hours: Closed - Opens 5 300M Tye =

Phone: +1 410443 2020

Provinoe: Ot

Appointments. cerisciaccoumtng ta

Sggest an edt

Questions & answers

Be the Seal 45 a8k & Gueals

A o s
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https://www.google.com/business/

Online Business Presence
Google My Business

= Google My Business -

Key Takeaways B | [

. . B¢ 5';-":5‘4 323K .;»1.,6"(
° ASvin Uan dindy in mintes
Completely fill out profile e 5 '
H . T B ‘- A58 (414
» Manage hours of operations . i o
« Include hours of ops — e A
« Humanize brand: Images and o Pt 30 v
videos A Sk
- > chiamiamas,,
« Data tools: Insights tool and s
keywords A
I~ - LATEST SEWRNG
@ Gliickbooks.
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Belle Meade Aesthetics
5.0 Jedkdkokok 4 revi 1.9 mi

Skin care clinic in Nashville, Tennessee

OVERVIEW POSTS REVIEWS

. c @ ®

CALL MESSAGE DIRECTIONS WEBSITE

Describe this place
Choose descriptions of its features & vibe

New arrival this
week....72% Savon
de Marseille from
France.

6 days ago

Q@ 6598 TN-100, Nashville, TN 37205

® Closed today v

Online Business Presence
Google My Business

Messages

M ge from +

to Belle Meade Aesthetics, via
Google. Need assistance?
Reply with HELP.

+ : Hello! Can |
get an appointment tomorrow?

Why sure! | have an opening at

10am. Let me know if that
works for you, thanks.

e | (1)

QIWIEIR|TIYJULI JO}P

A|IS|IDJF|GJH]J]K]L

Reviews

®

= Reviews =

Rating v Review Date ~

ﬁ Stuart Bayston
Mar 19, 2017
* % & & & Amy’s has the freshest bread
in town, | stop by once a week and always

walk out with more than | eriginally
intended.

A View and reply



Online Business Presence

Google My Business | Insights

Directions requests @)
The areas where customers request directions to your business from

1 month ~

90241 a4 - 5 A ® & pel
90280 37 .,,‘NQ East Los == EH
90703 17 L Montebellg
90240 16 L1 )

90603 15 iit,'v"“"ﬁor::\ on

90650 " 1

90660 1 l

90040 10 ]

92804 10 *? Ly

90006 <10 Willowbrook

90011 <10

90012 <10 Compton

90015 <10 8

90018 «10 ©

90033 <10 :

90044 <0~ W :"*1-{,,,’4

Phone calls

When and how many times customers call your business

Dayof week © 1month ~

Total calls 171

e Do you want more calls? Create an ad

How customers search for your business

1 month ~

Total Searches

27,068

The Fr ~ ”

© © ©

Direct
Customers who find your listing searchng for

your business name or address

Discovery

Customers who find your listing seacching for a

oy, roduct, OF servwce

Branded
Customners who find your listing searching fo¢ a

brand related to your busness



Online Business Presence
Social Media Business Page

Facebook.com/business

@ Giickbooks.
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=

FitSmall

Online Business Presence Business

. . . Fit Small Business
SFitSmallBusine
Facebook Page Optimization P
Abcut
Souts #Like » Follow o Share © Send Message
Business Articies y ~
Write a post.. ®- Responsive to messages

- Define Your Audience S i S s

York, New York
Community

- Jab, jab, jab, right hook o st e B Photolv.. & TagFrie @ Chackin
(Croate 7200 I

® Create Goals ®  Fit Small Business

& .
22 hes - O

Ready to retire? Our in-depth article on Tracktional
1 IRA rules, contribution Emits and deadines is a Our Story
- E th tom ‘
ng age WI CUS O erS great way to find out more about your retirement Fit Small Businass is the
and investment options loading digital tesource for
FIRA Srotiremant s I DUSINS 4501

L] nhe iMoemation t
e Use Video S

. Long form content is back i

& 11,397 pecple like this
11,736 people follow this
A Andrew Willert ikes this

« Clear CTA and conversion

2
FETSOMAT | M FINS SX O About See All
Traditional IRA: Rules, Contribution Limits &
Deadlines = Typically rephes within an
- nowr
@ Gliickbooks. e e

‘ ORNE‘ T D Like - Comenent o Share @- O www fitsmaibusiness com

Mecia/News Company
@ v con

Sugoest Edits



Online Business Presence LinkedIn.com
Social Media Business Page

LinkedI.nP'ag_es

Vie'w Dest gractions WaMh vdeo

@ Gliickbooks.
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Online Business Presence
LinkedIn Page Optimization

- Completely fill out your page

- Share content that matters

- Leverage & highlight
employees

» Use Video

- Analyze & refine audience

- Customize your call-to-action

@ Gliickbooks.

CONNECT

Healthy Spot

For your pet’'s MIND, BODY & BOWL

+ Follow Visit website 2

Qverview
About
obs
Peopl
Ads e
|
Website
Industry

http://healthyspot.com/careers

25



Online Presence
Website



Online Business Presence
Why Do We Want a Website

Q Build brand
e Generate leads
@ Makes sales

@ Gliickbooks.

CONNECT

0 @

Re-engage
customers

Attract employees

Provide support

27



Online Business Presence

Website

Who is
your target
audience?

@ Giickbooks.

CONNECT

Why do | need a
website?

What is success
for my website?

How do | track
success?

28



Online Business Presence
Website Optimization

- Clear CTA: Clicks are currency
- Information hierarchy

- Relevant & original content

- Optimize images
- Increase website loading

- Reviews and blogs

- Keywords and phrases

@ Gliickbooks.
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Online Business Presence
Google: Other Tools

[ viaws :
s hewe g e Keywords Overview

& search google com.

2
il ¢+ o CORNRINED o= ¢ ¢ e Improve Mobile Website | e \Website Ranking

Think with Google (2] . . Improve your performance on Google
e Stop losing Traffic sewen " e Backlink Sources

Test My Site o Opt|mlze for Mobile 77 N

A slow mobile site limits 3
your business. ‘ )

g.co/testmysite

g.co/searchconsole
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In God we trust, all others bring data.

-Edward Deming



Online Business Presence
Google Analytics | Measuring Success

Taew 8wt ey W e trwided V@ e propevty ee pa ol P lmepe wgrae bens Teete shee y e 0] doyt L Seme W hevcree scmmise T aw Reprt (Rw T Yere

Rl e— o
A Howw . .
o https://analytics.google.com
Tt Chunned & Linstagram com has low
e ga bounceRate
o™
r_.———-—_J 13 10N OF pour e i & Y e Rl
vt 3 A= At Chevs ot e bavie badom o sae hoe
RS I'\;———Sq |m::-::.'o-|(mtd:!
' e _": o et on
- — Lo s -
O Sarce b "nwn
f ae— o200 e
Dadom
i ’ -
O Clacoves 0
G Adwin
<
@ Giickbooks.
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Online Business Presence
Google Analytics | Measuring Success

Age
1. 18-24
2. 25-34
3. 35-44
4. 45-54
5. 55-64
6. 65+

Users

21,619
% of Total:
58.27%(37,102)

5,234 (24.21%)
4,693 (21.71%)
9,013 (41.69%)
1,678 (7.76%)
649 (3.00%)
352

Acquisition

New Users

14,781
% of Total:
56.11% (26,342)

3,700 (25.03%)
3,139 (21.24%)
6,059 (40.99%)
1,159 (7.84%)
472 (3.19%)

252 (1.71%)

Behavior

Bounce Rate

42.53%

Avg for View:
44.54% (-4.65%)

45.53%
47.86%
27.45%
42.67%
45.32%

46.36%

Conversions

Transactions

2,269
% of Total:
70.06% (3,239)

273 (12.04%)
580 (25.55%)
1150 (50.72%)
191 (8.42%)
57 (2.51%)
18 (0.76%)

Revenue

$64,865.04
% of Total: 71.50%
($90,720.34)

$5,669.20 (8.74%)
$8,192.45 (12.63%)

$42,713.63 (65.85%)

$5,448.66 (8.4%)
$2,568.67 (3.96%)
$272.43 (0.42%)

Ecommerce
Conversion Rate

9.32%

Avg for View:
8.73% (18.22%)

6.78%

8.39%

21.63%

6.40%

8.32%

4.44%



Online Business Presence
Google Analytics | Measuring Success

Acquisition Behavior Conversions eCommerce +«
Default Channeling
Group E
New . Pages / Avg. Session commerce : .
Users Sessions Bounce Rate . . Conversion Transactions Transactions
Users Session Duration
Rate
(V) " or (V)
37,102 26,342 47,566 44.54% 4.41 00:02:50 8.73% 3,239 $90,720.34
% of Total: % of Total: % of Total: % of Total: Av f:>r View: Avg for View: Avg for View: % of Total: % of Total:
100.00% 100.00% 100.00% 100.00% 4 94 1(0.00% : 00:02:50 8.73% 100.00% 100.00%
(37,102) (26,342) (47,566) (37,102) AL (0.00%) (0.00%) (3,239) ($90,720)
1. Organic Search 20,024 (53.97%) 14,348 (54.47%) 23,735 (49.90%) 51.81% 3.62 00:02:10 2.86% 241 $4,672.10
(7.63%) (5.15%)
. 233
2. Direct 8,923 (24.05%) 6,514 (24.73%) 10,779 (22.66%) 45.64% 4.21 00:02:55 4.58% (7.19%) $6,876.60 (7.58%)
3. Referral 5,042 (13.59%) 3,417 (12.97%) 8,980 (18.88%) 23.75% 6.88 00:04:33 18.75% 1,595 (49.23%) 5(4415-%?;10}5)6
. 0
. 1,410 938 1,879 2. 1127 $35,825.47
4. Paid Search (3.80%) (3.56%) (3.95%) 36.19% 5.10 00:03:06 18.23% (34.78%) (35 49%)
. 983 635 1,313 0o 36
5. Social (2.65%) (2.41%) (2.76%) 51.70% 3.10 00:02:00 4.59% (1.12%) $1,478.74 (1.63%)
- 720 490 880 . 1
6. Affiliates (1.94%) (1.86%) (1.85%) 57.54% 293 00:02:51 3.37% (0.05%) $235.87 (0.26%)




Online Presence

Content Strategy



Content Creation
Overview

Customer Focus

* Content Marketing: Focus on what prospects & customers social
care about

uhe

* What is Content Marketing: Any mix of text, images, and
videos created

* Persona focus: Focus on business and industry-specific m
needs when it comes to content

* Mix it up: Variation across multiple channels will engage your ﬂ
visitors’ interest, inform them about your company, pull them

across your marketing funnel

qmckbooks
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Marketing funnel
Driving Online Traffic to Your Point of Conversion

- ’n p— Digital Marketing Channel
PP G l YAHOO’ { Sources '
C 008 e TELEMARKETING * Paidads (PPC)
i ace e VWEB FORMS wwre papess
PRINT A0SGE ) WEBINARS « Email marketing

 Webinars

Landing pages/forms { Trafﬁc
Websites
(Offers)

» Social media
* Thoughts pieces: blogs

Leads { Leads » Case studies/white papers

Database

» Vlogs/videos

@ Giickbooks.
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Content Strategy
Google | Search Query

€ + C & tendsgooglecomtiend. % @ W &

Explore what the world
is searching

Enter a search term or a topic

Or start with an example

©® Taylor Swift @ Kim Kardashian

Interest by subregion, Past 7 days,

Showing 1 of 6 examples >

I Latest Stories and Insights I

g.col/trends

= GoogleTrends Q  Explore topics

See how people are searching ahead of Thanksgiving.

!
!
i
i

ypesd Wecrendey "‘l'_
. - - A |
Use Trends to find ey, ——
Y e
popular search e e
Ty ——
terms on Google =R 2R = e
——g s - "
gy IR
N e
ZRAA - 2 m——
—2= 2 =voam

Mapping Thanksgiving

Using Google Maps data, we let you know the places people visit around
the holidays, when to visit them, and the best times to go.

CLICK TO EXPLORE [

hanksgiving
Side Dishes

rary ®
Othwr @

(oncmlaTonnda

Thanksgiving Side Dishes

Uniquely searched side dishes by state

CLICK TO EXPLORE [£



Activity

What are customers searching?

@ 1. Using Google Search type in words
and phrases that you think will make

your top competition pop up.
Google

1. Using Google Search type in words
Q y and phrases that your ideal customers
might use when looking for your service
or product.

@ Gliickbooks.
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Content Strategy
Email Marketing

Build, Build, Build
Clear CTA

Clear Subject Line
Mobile Responsive
Timely

A/B Testing

@ Gliickbooks.
CONNECT

ALLLOFLLNESS BLEN[]S
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Content Strategy

Social Media

L L C — L ’ .

’ Network  § Content Type
¢
’ 1ALEBOOX TOOAM  Aew Bog Post Shent Video A® yOu ORI your e For vewing without wound? You $haukd be e e GO0 T Ty
. WD AN  Curmed Comene v fewt 0 it Srupd, I00pe, and & mug e Woah 2L e N T DO
. Dot rgk pousr video SBeng "amowed OF yOour SC00ent Mlaa. Here's The A0 ez of e
0N Ve Mt Bitarcy  resiuri el M Mose WAL OGS & s
- Lfyvatva L o o mgatt New fame o ofernggs 20 Mt yine adnae andt
100 M Prprratumn L R rrasevare RO M0 v NS RGN B TIRE REL TAN s D
& Aot bappeced of win et rksles Rappered ey reasd™ Let o8 Wrvie yons red Ve
00 W Live Video Nran gt e hese 0wy St 1A Sy

You 400 seed 20 be 4 prog avrres 1o gk bey dcadirs of BOE Me aeboiie by o™ leath

400 AV New Bhog Powt UTV Pararsters  and comvaryons, RO A
20 AM  Ceorwted Condere
e AR L Ve

L R Promotion
AL L dcmor

S0, you think you know every™ing sbout mtagram’ e et you dont Inow e 44
LA A \ow Biog Pose magram Macka  hacioc hespoion fytakaf J0calO R e N kel

TS AM Cuormed Contere
WA Ve

- 100 ™ Pramotion
- e M fverpreen Bicg Foa
»
) 70 AW Orgral yrage Logo Cocae Ol v want 10 A0 & #a thaoe Coolms. Mow many Dwiyt 00 you Wl s e et mnage e dnky
o Ay Lwvrgons Corterd -
@ Guiickbooks.
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Activity

Social Media Content

1. Write down the top 5 social media posts
you've seen in past 2 weeks

2. Write down top 5 industry themes your
customers care about

3. What is the best way to convey your theme?
Video, Image, Copy? Is it seasonal? Time
Sensitive? Does it drive clicks?

@ Gliickbooks.
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Content Strategy
YouTube Marketing

3 YouTube
1.8 Billion

Monthly logged in users.

Globally, video will be

82%

of all consumer Internet
traffic by 2021.

@ Gliickbooks.

CONNECT
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Content Strategy
YouTube Marketing

% Bite
:06 sec

@

Formats for all l

UD Snack
attention spans

115 - :20 sec

&

Meal

—— :30+sec

@ gliickbooks.

CONNECT
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Online Presence
Paid Ads



Paid Ads | Google Ads

Google Ads
Overview Googltids Ownies ket : , R |
« Only pay when customers click or
call
Grow your Google
« You set the monthly budget business with . .’
Google Ads
« You control where your ads are g“ PR Ascends [
show sty
« Create copy or image ads
« Track and measure success
o Ca A

@ Gliickbooks.
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Paid Ads | Google Ads

Google Ads
Display Network
play Go gle blenders L a
« The display network includes . ca
- . ) ) A A1 O shopping @w 2l images [ \
millions of websites, including —_—
Google websites like Gmail and
YouTube See Blenders
- —
« Connect to millions of websites [ i ol m M
« Allows you to remarket e - ‘ | é
Vitamix Blendtec Vitamix Nutri Ninja Vitamix d
Certified Connolsseur. Commercial Countertop Professional
$329.95 $839.95 $1,039.69 $129.99 $598.95
Refurbished Amazoncom KaTom Restaur Amazon.com AMazon.com
Vitamix Free shipping whkk s (78) Free shipping Free shipping
@ Gliickbooks.
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Paid Ads | Google Ads

Google Search Network

- Search-related websites and apps

« Your ad appears when people search
for products or services you promote

« Network includes Google.com,
Google Maps, Google Play, plus
search-related sites that partner with
Google to publish ads

@ Gliickbooks.

CONNECT

Google Ads

Blenders at Amazon® | Amazon Official Site

(Ad) www.amazon.com/ v

%% %% ¥ Rating for amazon.com: 4.6

Buy Blenders at Amazon. Free Shipping on Qualified Orders. Explore Amazon Devices, Fast
Shipping. Save with Our Low Prices. Shop Best Sellers & Deals. Try Prime for Free. Shop Our
Huge Selection. Shop Prime Wardrobe. Read Ratings & Reviews

48



Paid Ads | Google Ads: Ideal Ad

\. Two Head\ines

(%0 chavactevs eackh) \/

Specialized Pizza - Call Us, We Can Make It
www.designpizza.com

Family-owned pizza parlor creating fine
confections since 1974. Call or visit today!

>

1. OQQCV"\Q*"\OV\ Line

(F0 chavactevs wax)

qwckbooks

CONNECT

Diselay URL

(Choo%e the wmost velevant

goae
on"jour website)

49



Paid Ads | Google Ads

Select where to show your ad

Tavaet \0\, | &

\OCO ‘O“ W Target Dy Sstance Trom boaness
Where do you want your od 1o sppesr”

Mourtaln View, CA Usited States

ok poe e

Tavget oy . o
vadils ,—.\I * S




Paid Ads | Google Ads

Set your budget

Set the amount that you want 10 spend on advertising each day

$493  pedw
$ 15000  Permenh

e

typeal competior budget range

How your budget works

What you pay for How much it costs

Pay only when people click your ad or call Costs vary for each chck, but you won
your business spend more than your monthly budget.

Estimated ad reach
=, 172 - 288

M you change your mind

Try running your ad. but no need 1o commn
Change your budget o cancel your ad af
anylere

@ Giickbooks.

CONNECT
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Paid Ads | Google Ads

How Google
Bidding Works

52



Paid Ads | Youtube Ads

3 YouTube
1.8 Billion

Monthly signed in users

@ Gliickbooks.

CONNECT

ﬂVouHe Advertising

Be seen where
everyone is watching

With YouTube ads, reach potential customers
and have them take action when they watch
or search for videos on YouTube - and only
pay when they show interest

Already have a video?

START NOW

No video? No problem

LEARN NORE ©

& Get S100 free credit when you spend $25 on «

START NOW

53



Paid Ads | Facebook Ads

@ facebook
Ads
Facebook Ads
 Impressions vs clicks
« CTA clarity
« Geolocation

Lookalike audience

Boost post

Long tail content vs short form vs video

@ Gliickbooks.
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Paid Ads | Facebook Ads @ facebook

Ads

Hoover Institution
Lon g Form Co nte nt o Written by NextAfter ' - December 15, 2017 + ¥

Get economic insights about how American exceptionalism has led to the

most dramatic improvement in widely shared human well-being in history
* Te ” a StOI'y from John H. Cochrane-a leading Senior Fellow of the Hoover Institution
at Stanford University.

Clear visuals
Have clear CTAS

Direct customer to conversion page

Get your free
Create a lookalike audience eBook now.

Get “Make America Exceptional Again” now

Democracy without rule of law produces neither prosperity nor freedom, and is
easily subverted.

HOOVER.ORG Learn More

S 17,304 people reached
peem———————=

5 Like (J comment £ Share -
@ Guiickbooks. O0O® s Top Commants

CONNECT - e



Paid Ads | Facebook Ads

& facebook
Ads

Video Ads

 Tell a story
« Keep it short
- Have clear CTAs

« Direct customer to conversion
page

@ Gliickbooks.

CONNECT
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Key Metrics
KPIls and Unit Economics



Key Metrics: SMART Goals

Example:
Improve sales by 25% to
$500,000 by December 31

@ Giickbooks.

CONNECT

T: Tangibl
. angi .e &\
The goal will result in
specificbenefitsto -
your company.

R:Relevant &  ..--

The goal supports your ---""
vision of success.

@
A: Achievable
The goal makes sense

based on your current
circumstances.

.:é:. S: Specific
*  Yourgoalhasa
.+ specific number and
‘ adate attached toit.

M: Measurable

... Youcan measure

" your progress in
moving towards the
goal over time.
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Paid Ads - CAC + LTV

Customer Acquisition Cost

The CAC can be calculated by simply dividing all the
costs spent on acquiring more customers (marketing

expenses) by the number of customers acquired in the
period the money was spent.

Y0 URAFIRS T REDE

Example: WITH PROMO CODE:
If a company spent $100 on marketing in a year and - -

acquired 100 customers in the same year, their CAC ]Ol INAa I 1

is $1.00.

CONNECT 59



Paid Ads - CAC + LTV

Lifetime Value of Customer
A prediction of the net profit attributed

to the entire future relationship with a Your Froduct
customer. Ac(rvatron/ @ HUSOMIRT Nt @ Chum
E | Renew  Renew \
xample:
. . $50 + $50 + $50
An ideal LTV:CAC ratio should be 8 i ks e &
3:1.The value of a customer should be A User

three times more than the cost of
acquiring them. If the ratio is too close
i.e.1:1, you are spending too much.

@ Gliickbooks.
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Thank You!
Questions?



Rate this Session on the QuickBooks Connect Mobile App

Provide feedback to help us design content for future events.

1. Select Sessions

Wbl ATAT LUTE 6:48 PM

ff CONNECT

QuickBooks Connect San Jose

@ ¥ 78% .

MY EVENT

Kim Tchang
J My Sessions
Y My Favorites

B Notifications

EVENT GUIDE
_A! Discover
2 Braindate
@ Agenda at a glance
Sessions
F Sponsors
)  Activity Stream
r Speakers
g Social
@ Giickbooks.

CONNECT

Nov 06, 7:30 AN

Braindates

Nov 06, 7:30 AN
Registration, E
Nov 06, 8:00 AN

Meetup: Busit
Facebook Grc

Nov 06, 9:00 AN

Accountant K
Nov 06, 10:00 A
Exploration &
Nov 06, 10:30 A
All About Job
Nov 06, 10:30 A
Apps and Aut
Nov 06, 10:30 A

Ecommerce A
to Know to Pu

Nov 06, 10:30 A
Everything Yo

4‘+":

2. Select Session Title

ol AT&T LUTE 6:49 PM @ 7 76% -

Sessions Q

Small Group Discussion: Social Media Strategy

Nov 07, 9:00 AM - 10:00 AM PDT

10 Things The Most Successful Bookkeepers Will
Be Doing In 2020

Nov 07, 9:00 AM - 10:00 AM PDT

Becoming an Apps Master: Connecting Apps the
Right Way to the QuickBooks Online Database

Nov 07, 9:00 AM - 10:00 AM PDT

Building the People Firm in the Digital World

Nov 07, 9:00 AM - 10:00 AM PDT
Combating Your Chronic Cash Flow Crisis

Nov 07, 9:00 AM - 10:00 AM PDT

Creating Businesses that Really MATTER
(and, Grow!)

Nov 07, 9:00 AM - 10:00 AM PDT

Day in the Life of a QuickBooks Live Bookkeeper
Nov 07, 9:00 AM - 10:00 AM PDT

Full-Time or Contract: Hiring for Success

Nov 07, 9:00 AM - 10:00 AM PDT

Profit, Pricing & Purpose: The Million

3. Select Survey
nl(l_AT&‘f LTE 6:50 PM ‘I’
Info Polls -

sabotage aspects and tangible strategies you can use to fix
the cash flow crunch once and for all.

Ideal Audience: Anyone managing small business finances.

BEST FOR

Business Owners/Self

LEVEL

Beginning
CATEGORIES
Financial Health >

SURVEYS

“. Survey
L

Share your thoughts.

NOTES

@ 7 76% -,

4. Add Ratings

il ATET LTE 6:50 PM @ 4 75% .
&«
Session Surveys
How would you rate this speaker?
Poor Excellent
How would you rate this Session?
Poor Excellent

Additional comments:

Great session!

SUBMIT
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Material Download

1. Find the session on the agenda
2. Select + for more information

3. Download PDF of slides and/or
supplemental material

https://quickbooksconnect.com/agenda/

@ Gliickbooks.

CONNECT

O gchbooka
COY\NECT Why Altend Agenda Speaven Prcng Seoraon Tezeel FAG

( Search for sessions

Registration, Breakfast & Explecation

Braindates

Yoga

Breakowt Sessions

Small Business Meetup: Relationship Marketing and the Power of Human

Connection

Small Group Discussion: Social Media Strategy

Small Group Discussion: Showing up - Why What You Wear Matters

Small Group Discussion: Build Yowr Dream Bookkeeping fum
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https://quickbooksconnect.com/agenda/
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