Building Trust by
providing
information, advice,
expertise

Janette Toral
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INbOUNAMARKETING

Lead Generation Strategy

7 Critical Steps We Guide Our Clients Through for Inbound Marketing Success.

—

PLAN

Success begins with an Inbound Planning Day.
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L
ASSe5S your
current needs

Set objectives and
measurable goals

Develop an effective
content strategy

@ saa Q

Develop Define Brainstorm premium
personas responsibilities content ideas

.\

Blogging

http://blog.thecenterforsalesstrategy.com/blog/bid/149917/Inbound-Marketing-101-The-Seven-Steps-to-Lead-Generation-Infographic

Develop content that will attract visitors, convert visitors to leads,

CREATE

and position you as a thought leader.

-

Webinars

E Books



DISTRIBUTE

Share content specifically designed to appeal your ideal customer.

Q mon @

3 Use a Content Calendar Help you get Promote your Utilize email C
to schedule strategic found through posts on social marketing to bring
content distribution keywords for SEQ media and beyond visitors back

CAPTURE

Convert visitors to leads to generate a list of qualified prospects.

o) =

ANALYZE

Premium Compelling calls Landing pages | Review the data to determine
content offers to action contact form what’s working, what’s not, and how to adjust.

Use Hubspot tools to identify:

* Top lead sources

* Which topks/posts are read most

* Which offers are converting readers to leads

http://blog.thecenterforsalesstrategy.com/blog/bid/149917/Inbound-Marketing-101-The-Seven-Steps-to-Lead-Generation-Infographic
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Tone of voice

Crgle looking Settling down
m:’mm Occasional night with the girls
Still goes 1o the Migh Street most Saturdays mm:.wm-::‘::vmhmlm

Fashion acdvice gamed from peers / magaines
Low paid office / retall work

High unsecured debt

1 long Mecterranean holday a year

Range of social media / music / mobile

Low paid office / retall work / housewife
Secured debt / mortgage
Short med holiday or UK weekend away
Facebook / TV / magarines

Income less than £25,000
Income less than £20,000
c of Saver when ends meet
Up to 25 25.34
Farmuly Wfe New found freedom
Housewife Houtewife
Teenagers going through school (socal events around this) Children moved out

Participates in a weekly organised social activity
Secured debt / mortgage ~ less by later in the bracket

Participates in 3 weekly organised social activity
Secured debt / mortgage nearly finished

Books / eating out Books / eating out / gardening

Holiday in the UK TV / Magazines

TV / magazines Foreign holiday — wants to see the world

Income less than £35,000 Income less than £25,000

Looking for a bargain 35_50 Looking for a bargain SO+




A distracted customer
is easy to lose. If they
lose interest, you lose
the sale.

- Sally Hogshead



Types of Media
e

® Print ads e Your web or mobile e User tweets about

e TV ads site. you.

e Display ads e Your blog on own e Retweets from

e Paid search site or public followers.

e Promoted post on platforms. e Likes, Replies, Shares
Facebook or ¢ Social media got from users
LinkedIn presence. through social media

e Sponsored Tweets * Your apps. channels.

e Printed collaterals. * Bloggers writing
about you.

® Online reviews.
e Word of mouth



Pillars of Influence

Figure 1. Framework: Fiuiars or intiuence

Resonance

Relevance

O —"
Foundation for Influence

Source "The Roe of Digaal infuanca * Allmeter Group (March 21, 20132) e %
DAL TIMCETED




CONTENT
VISITORS




70 /20 / 10 Content Model

* 70% core content
* Positioning
* Proposition
* Reason to believe
* 20% innovate on what works
* Product launches
* Campaigns
* 10% - completely new
* Experiment and test
* Hot topic news story or event




Post Great Content

* Practical Tips
* Quotes

* Re-share product
updates

* Your activities
Work-related.

* Tag people and pages (sensibly) in your
post to help gain views, likes, comments,
and shares.




BLOGGING MATURES

* Have a voice

* Build influence

* Expand network

* Earn online

* Fairness wins

* Gain recognition

* Mainstream

* Social media mastery




in PREMIUM

BLOGGING WILL BE
MORE COMPETITIVE.

10 Years of Blogging and Moving Forward

March 24, 2014 @ 23 ¢ 6 W1

wweet 3| [FIERY<{110] 10 [fi) share| 15

in PREMIUM in| Search articles.

Home Profile Network Interests

Janette Toral
Promoting the Growth of E-Commerce in the Philippines. 2P

Promoting Mobile Games through Influencers (Epic Who's Viewed Your Updates L LR

Paint Adventure experience)

March 20, 2014 @ 308 &7 Wo . 58 2 3

wiweet 7] [z B8 ¢ [ sherel 20 ® views ® likes ® comments

#iblog10 day 1 of
2. Come and attend -
this... 3d ago - . =

When you have limited budget, promoting a new product or service will be constrained. This
was the challenge of Filipino game developer Erick Garayblas of Kuyi Mobile had as he
prepared for the global release of Epic Paint Adventure (available in IOS and Android) mobile
game.

vill har
bloac

To work-around this limitation, he used various social media (such as a Facebook event
page) to spread the word and asked for help. | think what got people moving to help involves
the following factors:

Kuyi Mobile - Epic Paint Adventure Gameplay




Content trumps visuals

® Original written content

® Original visual assets (infographics, memes, etc.)
@ Original videos

@ Curation of other people's content

@ Original audio content

http://blog.bufferapp.com/social-media-stats-you-need-to-know




Presentations

* Disseminate presentations, guides, and how-
to on real estate investing.

Janette Toral Janette Toral | Embed_

Edit profile Presentations 155

166 SlideShares
1989 Followers

(©) Quezon Gity,NCR, Philippines

o Promoting the growth of E-Commerce in the Benefits of becoming an
Philippines since 1997. E-Commerce Specialist, E-Commerce Entrepreneur,

at DigitalFilipino.com E-Commerce Professional

Advertising / Marketing / PR

http://www.digitalfilipino.com

0 Promoting the growth of e-commerce in the
Philippines since 1997. Janette Toral is the e o i
site owner of DigitalFilipino.com She currently
serves her community in the DigitalFilipino
Club and the public at large through training
and consulting in the area of e-commerce,

Documents 9
Infographics 2

Videos 0

digital marketing, blog campaign, and the Benefits of Becoming an E-Commerce Specialist, Entrepreneur, Professional 3100 views




Videos

* Be seen in

person build
affinity and trust
on content

generated.

* |deal for creating
video series on
real estate and
upload on your
Facebook page.

—

& Liked « vFollowing | wMessage .

Photos Videos More «

Featured Video o /

DigitalFilipino E-Commerce
Boot Camp

The DigitalFilipine E-Commerce
Boot Camp
(http://ecommercabootcamp.digit
alfilpino.com) is an advocacy of
Janette Toral that aims to help
Filipinos aspiring to become e-
commerce entrepreneurs. This
is the 2nd round of our free e-
commerce workshop series. The
first one...

10 m0 w0

| ika . CAammant . Chara

Playlists /

Projects
Videos prepared for special projects.

My Big Year Advoi

Am | a Soclal Media Benefits of Becoming a
World Merit Video

DigitalFilipino E-
Influencer? Blog and Soclal Media

Commerce Boot Camp




E-books

* Establishing yourself
as a subject matter
expert.

* Assert expertise and
mastery.

* E.g. create an e-book
on real estate
investing. (Can be
your Facebook
informative post
compilation.)




IMAGES

* Connect visually to
readers.

Create images in
Canva.com

Look at
insurance boards
at Pinterest for
ideas.

http://www.pinterest.com/pin/395683517233731254/

VHY GET
ENTER’S
SURANCE?
R LANDLORD’S
CY PROBABLY

ZSN'T COVER
OUR STUFF.

¥ insurance..

1tual Company



Customer acquisition

* Lead generation magnets
Books, reports, CDs, online videos
Website
Sales letters
Follow up for unconverted leads
In-bound call script
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Criteria for Modern Content Investme

D One-of-a-Kind — appears nowhere else on the web
[:I Relevant — contains content engines can interpret as on-topic

[:I Helpful —resolves the searcher’s query in a useful, efficient manner

D Uniquely Valuable — provides information that's unavailable elsewhere

[:I Great UX-is easy & pleasurable to consume on any device

D Likely to Spread- convincingly answers the question:
“Who will ampilify this content and why?”




Choose the right channel
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Total Engagement

Don’t oversell

Engagement and Post Totals for Top 10 Interbrand Facebook Pages

20,000,000 1
18,000,000 -
16,000,000 -
14,000,000 -
12,000,000 -
10,000,000 -
8,000,000 -
6,000,000 -
4,000,000 -

2,000,000 -

0

ww==Total Engagement

e===Total Brand Posts

pr—

v

Facebook institutes an algorithm
change that impacts the position of
Page content in the Newsfeed.

T~

Another algorithm change decreases the
average Page reach for brands by 44%. Top

brands respond by increasing posting cadence.
(source: Ignite Social Media)

" ., Simply Measured

- 1,200

- 1,000

- 800

- 600

- 400

- 200

Total Brand Posts




Content Marketing Metrics

Page Impressions

The obvious starting point.
Average impressions per
post (or views per video) is a
useful benchmark, but don't
obsess over this one, unless
you're desperate for ad
revenue / reach,

Visits Per Post

What kind of traffic should
each piece of content
deliver? Remember the
importance of tactical, low-
volume content, It's not all
about popularity.

Unique Visitors

How many people actually
consume your content?
More interesting than views,
which can be affected by
spikes, poor usability
choices, and low-rent
moves such as pagination.

Views Per Visitor

Multiple pages viewed
means you're hitting the
spot. Depth of engagement
can be revealing. Look for
trends in visitor flows, and
try to replicate them.

New vs Returning

What kind of content pulls
in newbies, and why?
Content that attracts a lot of
first-time visitors is great for
extending brand awareness.
Retuming visitors are loyal -
your core audience.

Sources

Where is your traffic
coming from? Which
sources deliver the best
quality of visitor? How is this
changing over time?

Quantity of Content

How much content do you
need to publish per
month? How much does
each content creator need
to produce? Remember that
quality truly matters more
than quantity.

Devices

What percentage of your
traffic uses a tablet or
smartphone? You may
need to adapt your content
(and user experience) as the
proportion of handheld
traffic increases.

https://econsultancy.com/blog/65443-a-smorgasbord-of-content-marketing-metrics/




Content Marketing Metrics

Shares Share Ratio Engagement Rate Premium Shares
Total shares is a strong Should a piece of content  How shareable is your Not all retweets are equal.
metric to track. You can attract 10 or 100 shares content? On Twitter your Shares that include
segment by content type, by per 1,000 views? Discover  engagement rate is comments are way more
distribution channel, and your average sharing ratio to  calculated as total followers  interesting, more revealing,
also take an overall view spot the outperforming divided by social actions and can be incredibly
(total shares of all content content. Produce more of (replies, retweets, mentions,  valuable in driving

per week / month). the good stuff, favourites). engagement.
Comments Bounce Rate Time On Site Completion Rate
They came, they saw, they  Say hello, wave goodbye. Do visitors read all of your What percentage of
commented. Onsite Another easy one to figure post, or watch all of your visitors filled out that
comments are a vital out. If lots of people are video? Are they browsing form? Or completed that
indicator of quality. If you're  leaving quickly then multiple pages? How does survey, or voted, or played
producing lots of content something isn't right. It content length affect time on that game, or watched that
that attracts no comments could be labelling or a UX site? video to the end?

then you're doing it wrong. problem. Or worse.

Clickthrough Rate Amplification Metrics Influencer Metrics Feedback

Are those links actually Social amplification will Reach out and touch. Are Does your content

clicked on? The labelling extend the reach and the influencers and generate feedback from
and positioning of links can  longevity of your content.  journalists from top-tier your audience? This can
make all of the difference. Understand how this works  publications sharing or help you to refine and
Whether headlines or per content format / interacting with your finesse your products and
internal links, it's wise to channel. Experiment and content? Iif not, why not? services (as well as your
monitor CTR. measure the results. content strategy).

https://econsultancy.com/blog/65443-a-smorgasbord-of-content-marketing-metrics/



Content Marketing Metrics

Search Metrics

Improving SEO is one of
the best reasons to invest

Keyword Value

Gap analysis FTW. Produce
lots of high value, high
ranking content and you will
save a fortune in paid search
costs, while creating
valuable pages.

https://econsultancy.com/blog/65443-a-smorgasbord-of-content-marketing-metrics/ .

Brand Metrics

The content marketing
team partly manages the
brand nowadays. Content,
search and social affect the
traditional brand metrics,
such as recall, favourability
and purchase intent.

PR Metrics

Most press releases are
ignored. Use smart content
marketing tactics to attract
journalists and influencers.
Track articles / mentions and
the number of inbound
enquiries from journalists.

Reputation Metrics

Are people saying nice
things about your brand,
your products, your
people? Sentiment scoring
tools can help tell you
whether you're doing the
right things.

Reach

Awareness extends
beyond the brand. Launch
content campaigns at
product level, with specific
goals based around reach /
awareness. Set goals and
monitor progress.

Follower Growth

What content works best
in driving growth in fans
and followers? Track
growth over time and look
for spikes, which can be
correlated to content.

Competitor Metrics

Don't spend all of your life
looking over your
shoulder. But do undertake
competitor benchmarking
audits from time to time.
Contrast and compare. Are
you a leader, or a lagger?




Content Marketing Metrics

Sales Leads Profit Members

Show me the money! Is there something we can  The ultimate KPI. How Try before you buy. Some
Embrace attribution and help you with? Laser- does your content affect sites require visitors to
prove the value of content in  guided content will steer Average Customer Lifetime create accounts, to test
the purchase journey. visitors towards paid-for Value? What types of products and services, or to
Change your culture so that  products and services. Your content deliver the best log in and comment.

sales and content teams sales people should track ROI? Measure this over the Freemium modeils, for
work well together. where leads come from long term. example. Sign ups FTW.
Downloads Recommendations Key Pages Retention Metrics
Get them on the hook. Invest in advocacy. Your Always remember to direct Keeping your existing
Many firms create most supportive customers,  visitors to your key pages. customers happy. The top
whitepapers, research, and prospects, fans and Quality content often 1% of your customer base is
apps, which need to be followers will recommend includes lots of internal links  worth way more than the
downloaded. Targeted your brand and products. to hub pages, category customer. What
content will help drive Create content to encourage  pages, product pages and kind of content works best
downloads (aka 'leads’). advocacy. It's very powerful. registration forms. for these people?

CRO Audience Metrics Longevity Email Subscribers
Content helps to convert. What makes your What percentage of your Hook them in. Email

In some cases, a tiny audience tick? Consider output is 'evergreen'? remains a key driver of sales
change to the content on a aggregating some of these Evergreen content is the gift  for many businesses, so
page will have a dramatic metrics to figure out whether that keeps on giving, and content that generates lots
effect on your conversion your audience is responding  delivers returns over the of newsletter subscribers is
rate. Test, tweak, and to your efforts. If not, make long run. Is this traffic to be cherished.

repeat. some changes. increasing, proportionately?

https://econsultancy.com/blog/65443-a-smorgasbord-of-content-marketing-metrics/




