
Using online tools, like Google, 
to increase customers
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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

CPD Process
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Roberto Martinez
CEO and Founder of Braven
Google Digital Coach
Google My Business Trainer
Robert@bravenagency.com

@robthemarketer
@robertombraven
linkedin.com/in/robthemarketer

Let’s Get Acquainted 

mailto:Robert@bravenagency.com
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1. What is Your Value Proposition?  

2. Your Future Client

3. Online Presence | Business Profiles

4. Online Presence I Website

5. Online Presence | Content Strategy 

6. Online Presence I Paid Ads  

7. Key Metrics for Budget I KPIs and Unit Econ

Agenda | Our Journey Today
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What Is Your 
Value Proposition?
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How might we…

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

A Propelling Question
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Value Proposition 
• Clearly understand exactly what your product or 

services provides customers

• What makes your company unique or distinct 
compared

• “God Gene”

Value Proposition
Solutions to Market Problems
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Why Customers Choose You
●Build a Better Mousetrap: 

3x Improvement

●Customer Value (Brand)

Customer Service/Experience

Price

Location 

Variety

Value Proposition
Solutions to Market Problems
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Activity
Define Your Value Prop

1. Write out your value prop in 
3-5 sentences

2. Share your value prop with 
your neighbor
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Your Future Client
Ideal Customers
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Overview
Customer Journey

?

1 2 3 4
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A semi-fictional representation of 
your ideal customer based on 
market research and real data 
about your existing customers. 

Customer Persona
Overview
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● Attracts high quality leads

● Wins hearts and minds

● Improves reputation

● Develops great strategies

● Provides content guardrails

● Saves time

Customer Persona
Overview
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Activity
Define Your Ideal Customer

1. Create your persona

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

2. Share your persona with your 
neighbor
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Sample Sally

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

from HR Associate
• Married with 2 children (10 and 8)

• Skews female
• Age 30-45
• Dual HH Income: $140,000
• Suburban

• Calm demeanor
• Probably has an assistant screening calls
• Asks to receive collateral mailed/printed

1

2

3

4
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Online Presence
Create Your Business 
Profiles
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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.
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Online Business Presence
Google My Business

Register at:
www.google.com/business

https://www.google.com/business/
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Key Takeaways

• Completely fill out profile

• Manage hours of operations

• Include hours of ops

• Humanize brand: Images and 
videos

• Data tools: Insights tool and 
keywords

Online Business Presence
Google My Business



Google My Business
Online Business Presence

Posts Messages Reviews



Google My Business | Insights
Online Business Presence
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Online Business Presence
Social Media Business Page

Facebook.com/business
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• Define Your Audience

• Jab, jab, jab, right hook

• Create Goals

• Engage with customers

• Use Video 

• Long form content is back

• Clear CTA and conversion

Online Business Presence
Facebook Page Optimization
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Online Business Presence
Social Media Business Page

LinkedIn.com
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• Completely fill out your page

• Share content that matters

• Leverage & highlight 

employees

• Use Video 

• Analyze & refine audience

• Customize your call-to-action

Online Business Presence
LinkedIn Page Optimization
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Online Presence
Website
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Why Do We Want a Website
Online Business Presence

Build brand

Generate leads

Makes sales 

Re-engage 
customers

Attract employees 

Provide support
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Website
Online Business Presence

Why do I need a 
website?

Who is 
your target 
audience?

What is success 
for my website?

How do I track 
success?
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• Clear CTA: Clicks are currency

• Information hierarchy

• Relevant & original content

• Optimize images

• Increase website loading

• Reviews and blogs

• Keywords and phrases

Online Business Presence
Website Optimization



Google: Other Tools
Online Business Presence

g.co/testmysite g.co/searchconsole

● Improve Mobile Website
● Stop losing Traffic
● Optimize for Mobile

● Keywords Overview
● Website Ranking
● Backlink Sources
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In God we trust, all others bring data.

-Edward Deming
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Online Business Presence
Google Analytics | Measuring Success

https://analytics.google.com



Online Business Presence
Google Analytics | Measuring Success

(1.63%)

18-24

25-34

35-44

45-54

55-64

65+

Age

Acquisition

Users New Users

Behavior

Bounce Rate

Conversions

Transactions Revenue
Ecommerce

Conversion Rate

21,619
% of Total:

58.27%(37,102)

14,781
% of Total:

56.11% (26,342)

42.53%
Avg for View:

44.54% (-4.65%)

2,269
% of Total:

70.06% (3,239)

$64,865.04
% of Total: 71.50%

($90,720.34)

9.32%
Avg for View: 

8.73% (18.22%)

5,234

1,678

649

352

(24.21%)

(7.76%)

(3.00%)

3,700

1,159

472

252

(25.03%)

(7.84%)

(3.19%)

(1.71%)

45.53%

42.67%

45.32%

46.36%

273

191

57

18

(12.04%)

(8.42%)

(2.51%)

(0.76%)

21.63%

$5,669.20 (8.74%)

$5,448.66 (8.4%)

$2,568.67 (3.96%)

$272.43 (0.42%)

6.78%

6.40%

8.32%

4.44%

1.

2.

3.

4.

5.

6.

9,013 (41.69%) 6,059 (40.99%) 27.45% 1150 (50.72%) $42,713.63 (65.85%)

4,693 (21.71%) 3,139 (21.24%) 47.86% 580 (25.55%) $8,192.45 (12.63%) 8.39%



Online Business Presence
Google Analytics | Measuring Success

1. Organic Search

Default Channeling 
Group

Acquisition

Users New 
Users

Behavior Conversions

37,102
% of Total:

100.00%
(37,102)

20,024 (53.97%)

8,923 (24.05%)

5,042 (13.59%)

1,410
(3.80%)

983 
(2.65%)

720 
(1.94%)

26,342
% of Total:

100.00%
(26,342)

14,348 (54.47%)

6,514 (24.73%)

3,417 (12.97%)

938 
(3.56%)

635 
(2.41%)

490 
(1.86%)

Sessions

47,566
% of Total:

100.00%
(47,566)

23,735 (49.90%)

10,779 (22.66%)

8,980 (18.88%)

1,879 
(3.95%)

1,313 
(2.76%)

880 
(1.85%)

Bounce Rate Pages / 
Session

44.54%
% of Total:

100.00%
(37,102)

51.81%

45.64%

23.75%

36.19%

51.70%

57.54%

4.41
Avg for View:
4.41(0.00%)

3.62

4.21

6.88

5.10

3.10

2.93

Avg. Session 
Duration

00:02:50
Avg for View:

00:02:50
(0.00%)

00:02:10

00:02:55

00:04:33

00:03:06

00:02:00

00:02:51

2. Direct

3. Referral

4. Paid Search

5. Social

6. Affiliates

Ecommerce 
Conversion 

Rate
Transactions

8.73%
Avg for View:

8.73%
(0.00%)

3,239
% of Total:

100.00%
(3,239)

Transactions

$90,720.34
% of Total:

100.00%
($90,720)

2.86%

4.58%

18.23%

4.59%

3.37%

247 
(7.63%)

233 
(7.19%)

1,595 (49.23%)

1127 
(34.78%)

36 
(1.12%)

1 
(0.05%)

$4,672.10
(5.15%)

$6,876.60 (7.58%)

$41,631.56 
(45.89%)

$35,825.47 
(39.49%)

$1,478.74 (1.63%)

$235.87 (0.26%)

18.75%
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Online Presence
Content Strategy
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Customer Focus

• Content Marketing: Focus on what prospects & customers 
care about

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

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

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

Content Creation
Overview
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Digital Marketing Channel

• Paid ads (PPC)

• Email marketing

• Webinars

• Social media

• Thoughts pieces: blogs

• Case studies/white papers

• Vlogs/videos

Marketing funnel
Driving Online Traffic to Your Point of Conversion



Google | Search Query
Content Strategy

g.co/trends

Use Trends to find 
popular search 
terms on Google
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What are customers searching?
Activity

1. Using Google Search type in words 
and phrases that you think will make 
your top competition pop up. 

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

● Build, Build, Build

● Clear CTA

● Clear Subject Line

● Mobile Responsive

● Timely

● A/B Testing

Email Marketing
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Social Media
Content Strategy
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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?
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YouTube Marketing
Content Strategy

1.8 Billion
Monthly logged in users.

Globally, video will be

82%
of all consumer Internet 
traffic by 2021.



44#QBConnect @bravenagency

YouTube Marketing
Content Strategy

Formats for all 
attention spans

Meal
:30+ sec

Snack 
:15 - :20 sec

Bite
:06 sec
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Online Presence
Paid Ads
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Overview
• Only pay when customers click or 

call

• You set the monthly budget

• You control where your ads are 
show

• Create copy or image ads

• Track and measure success

Paid Ads | Google Ads
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Display Network

• The display network includes 
millions of websites, including 
Google websites like Gmail and 
YouTube

• Connect to millions of websites

• Allows you to remarket

Paid Ads | Google Ads
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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

Paid Ads | Google Ads
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Paid Ads | Google Ads: Ideal Ad

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. Two Headlines

(30 characters each)

2. Description Line

(80 characters max)

Display URL
(Choose the most relevant

page 

on your website)



Paid Ads | Google Ads

Target by 

location

Target by 

radius

OR
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Paid Ads | Google Ads
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Paid Ads | Google Ads

How Google 
Bidding Works
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Paid Ads | Youtube Ads

1.8 Billion
Monthly signed in users
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Paid Ads | Facebook Ads

Facebook Ads
• Impressions vs clicks
• CTA clarity
• Geolocation
• Lookalike audience
• Boost post
• Long tail content vs short form vs video
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Paid Ads | Facebook Ads

Long Form Content 
• Tell a story
• Clear visuals
• Have clear CTAS
• Direct customer to conversion page
• Create a lookalike audience
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Paid Ads | Facebook Ads

Video Ads
• Tell a story

• Keep it short

• Have clear CTAs

• Direct customer to conversion 
page
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Key Metrics 
KPIs and Unit Economics
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Key Metrics: SMART Goals

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

Example: 
If a company spent $100 on marketing in a year and 
acquired 100 customers in the same year, their CAC 
is $1.00.
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Paid Ads – CAC + LTV

Lifetime Value of Customer
A prediction of the net profit attributed 

to the entire future relationship with a 

customer.

Example: 
An ideal LTV:CAC ratio should be 

3:1.The value of a customer should be 

three times more than the cost of 

acquiring them. If the ratio is too close 

i.e.1:1, you are spending too much.
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Thank You!
Questions?



62#QBConnect @bravenagency

Rate this Session on the QuickBooks Connect Mobile App

1.  Select Sessions 2.  Select Session Title 3.  Select Survey

Provide feedback to help us design content for future events.

4.  Add Ratings
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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/

Material Download

https://quickbooksconnect.com/agenda/



