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OUR TEAM

About Mountain Mojo

BIG ENOUGH TO BRING RESULTS,
SMALL ENOUGH TO CARE

Our Philosophy and Mission

“We strive to work with partners,
businesses and organizations that we
believe in; that we want to fight everyone
on the internet for, that share our passions,

and that share our mission in making the

world a happier place.”

Serving northern Arizona since 2016
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WHO WE ARE

Rand Jenkins
Founder, Digital Strategy, Social Media,
Content Creation, Serial Entrepreneur

Silvia Dieter
Lead Strategist, Project Manager,
Branding Expert, Data Analyst



WHY WE’RE HERE

“Give me 6 hours to chop down a tree, and | will spend
the first 4 sharpening the axe.”

-Abraham Lincoln
How does this apply to
marketing?

*



OUTLINE FOR TODAY ]
The Workshop Agenda

What we're going to cover in this workshop:

1.  Marketing Pain Points
2. Marketing Trends
3. 7 Steps to Campaign Building
1. Committing to Your Campaign Goal
Choosing Your Team & Identifying Your Assets
Buttoning up
Identifying Your Audience
Defining Your Branding & Messaging
Choosing Your Channels

N o AW

Executing, Reviewing, Adjusting & Measuring



TOP 3 MARKETING PAIN POINTS

This is like shooting blind with your marketing budget.
By not tracking the return on your investment, you’re
likely spending $$ in places that aren’t working and
missing other important opportunities.



TOP 3 MARKETING PAIN POINTS

Whether you’re using too many platforms or just have
too many marketing agencies/partners, marketing
overload can be a headache-inducing reality if your
systems are overly complex.



TOP 3 MARKETING PAIN POINTS

“I've been doing it this way for years.” Marketing
continues to evolve at a rapid rate, and it’s important

to keep up-to-date with everything that’s available for
your brand.

So, what’s happening in
marketing?

—



MARKETING TRENDS IN 2(

In 2021, aim to create high-quality, shareable content that

speaks to your target audience. This may include:

Blog articles

Video content that tells your story
Infographics

Personalized emails

Engaging or relevant content
Magazine articles

Traditional advertising talks
at people, content marketing
talks with them.
@DougKessler

A



SO, NOW WHAT?

GET READY TO SHARPEN YOUR MARKETING AXE:

“Give me 6 hours to chop down a tree, and | will spend
the first 4 sharpening the axe.”
-Abraham Lincoln



POLL QUESTION:
Who has run a marketing
campaign before?

N



SO, NOW WHAT?

THE MOJO 7 STEP CAMPAIGN MARKETING PLAN

STEP 1- IDENTIFYING YOUR GOAL

STEP 2 - CHOOSING YOUR TEAM & IDENTIFYING YOUR ASSETS
STEP 3 - BUTTONING UP

STEP 4 - IDENTIFYING YOUR AUDIENCE

STEP 5 - DEFINING YOUR BRANDING & MESSAGING

STEP 6 - CHOOSING YOUR CHANNELS

STEP 7 - EXECUTING, REVIEWING, ADJUSTING & MEASURING



CHAT QUESTION:
What is the goal of
your marketing?

A



/ STEP CAMPAIGN PLAN

Why are you marketing? What does your dream client look like?
e SMAR.T Goals - Specific | Measurable | Attainable | Realistic | Time Bound

e You can have multiple goals for your marketing plan
o  However, your message must be clear and concise

e You must be able to track all efforts against goals

e How can you track your marketing performance?
o  Google analytics

Social media analytics

Call tracking

Form conversions DID YOU KNOW: 2
Landing page views ‘ he average American sees between 4k-10k

O O O O O

Coupon redemption
How does your brand stand out?



/ STEP CAMPAIGN PLAN

e Sample Goals from Local Flagstaff Businesses
o Service Industry
m  Obtain 20 monthly Flagstaff real estate
buyer and seller phone call leads for the
Elite Team at RE/MAX Peak Properties.
o Retail Industry
m Increase revenue of units sold by 10% YOY in
main departments at Homco Lumber and
Hardware. :
m Increase number of daily tickets by 10% YOY ¥ quﬁ

7 2019 | SPM sPM

Key Performance Indicators




POLL QUESTION:
Does everyone have a goal?

N



/ STEP CAMPAIGN PLAN

What resources do you have currently available?

O

O

o O O

~

Ta

o O O O O O O O

Employees

Agencies

Family / friends

Existing network of customers
Finances / budget

# @ @ Boards

e inventory of marketing assets

Social profiles

Business directory listings
Traditional marketing
Digital advertising

Brand kit

Email list

Websites

Domain names

© Watching | @ Butler (8 Tips)
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/ STEP CAMPAIGN PLAN

° Sample Teams and Budgets from Local Flagstaff Businesses The Top 10 Marketing Teols dised by Small Businesses
[ Retail Industry
° Team and Budget*
Professional agency - $2000
In house: social media mgr - $500
Advertisements - $500
Total Monthly Expense - $3,000
Total projected monthly revenue increase - $25,000
o Total projected ROI pre unit cost - 733%
[ Services Industry
° Team and Budget*
o Social media mgr, graphic designer, photographer, content
writer and website developer - $1500
Advertisements - $500

Total Monthly Expense - $2,000 DID YOU KNOW:

Total projected monthly revenue increase - $20,000 64% of B2B organizations have a formal
Total projected ROI pre unit cost - 900% marketing plan
When did you review yours last?

o O O O O

O O O O

*Budgets changed for privacy and ease of calculation




MARKETING ASSETS ——

How Much Should | Spend Overall?  ——

[ale[VES (¥ Average Percentage of Revenue Spent on Marketing
Consumer packaged goods e 24%
Consumer services . 1%
What is your marketing budget?

Tech software or biotech " 1%
Communications or media " 3%

Projected revenue:
Mining, engineering, or construction [ NN 13%
Service consulting I 12% ]
Education B 1% X
Healthcare or pharmaceuticals D 10%

Industry average %:
Retail wholesale P 10%
Banking, finance, or insurance D 5% ]
Transportation _ .
Manufacturing B %

Your marketing budget:
Energy P 4%




POLL QUESTION:
Does everyone have a team, assets,

and a budget?

N



/ STEP CAMPAIGN PLAN

e Time to clean up the existing inventory.
o  Anything that you are doing that isn’t considered “best practice”
and you can’t answer “why” for.
o  Anything that you have identified as missing from your
marketing efforts
o  Completing or filling out any digital profiles that are incomplete:
m Social media accounts
m Business directories
o ldentify potential opportunities for new investments of resources
e Benchmark status of everything after the cleanup
SEOptimer.com
GTmetrix.com
Google Pagespeed Insights
Industry Averages
Customer / Employee Surveys

o O O O O




/ STEP CAMPAIGN PLAN

° Sample Buttoning Up from Local Businesses
o Retail Industry

[ Website
[ J

] SEO
[ ]

[ Social Media
[ J

] Survey Info
(]
[ J

o Service Industry

= Website
(]

m SEO
[ J

= Social Media
[ ]

[ ] Survey
[ J

% §
& :
&
e innia



https://website.grader.com/results/myhomco.com
https://www.seoptimer.com/myhomco.com
https://www.facebook.com/MyHomCo/
https://docs.google.com/forms/d/1G6idAYI-E3ajYckVTqs9m_aN4FvgIUwlawGbMpaIYhQ/edit
https://docs.google.com/forms/d/1cHwWC-40D299mcXyrloL2mInhAsTR4H96b5mjX37-E0/edit
https://website.grader.com/results/bestflagstaffhomes.com
https://www.seoptimer.com/bestflagstaffhomes.com#
https://www.facebook.com/EliteTeamReMaxPeakProperties/
https://docs.google.com/forms/d/1YcTzcZXCoW3EDyH5ARmqZ2b35H_NarlEfR8NcFp9qnw/edit
https://docs.google.com/forms/d/1YcTzcZXCoW3EDyH5ARmqZ2b35H_NarlEfR8NcFp9qnw/edit

/ STEP CAMPAIGN PLAN

What does their daily life look like?

What kind of house, car, and family do they have?

What is important to them?

What do they do in their free time?

Where do they consume their media?

What products or services are my personas buying? Why?

o  What problem does it solve or emotion does it spark?
What products or services are my personas not buying? Why?
e Are there any barriers preventing them from using my products or

services?
e What type of messages do they respond to?
e Now describe them in detail!

DID YOU KNOW: <

‘ 64% consumers want personalized offers

from retail brands.

Are you personalizing your messages?



/ STEP CAMPAIGN PLAN

Sample Personas
o Retail Industry
|
o Service Industry (B2B)
|

Entrepreneurs & DIY’ers

ABBY & ALEX THE ADVENTURERS

Abby and Alex are in their mid 30’s just bought their first home, a
fixer-upper and own a restaurant in their small mountain town of 80,000
people. They don't have much time or money to spend shopping so they do
their research first and always look for the best price and love a project!



https://docs.google.com/presentation/d/1DaQHRpA6fcDFLJtLI5C_DyVkCL7OXOnSulI1ETi1gmQ/edit#slide=id.g7c09cf1d76_3_0
https://docs.google.com/presentation/d/1mDQhZ7uOrbpKLFyQoDWp0wpoRVVpmp7zBKg8bXJv3VU/edit#slide=id.g60f76b5895_0_135

POLL QUESTION:
Does everyone have a target

persona?

N



/ STEP CAMPAIGN PLAN

Define who you are as a business. Why do you do what you do?
How do you want your customers to remember you?

O

Mission, Vision & Core Values are a good place to start.

Do you have a brand kit and/or brand standards

(@)
(@)
(@)

Colors

Fonts

Logos (Full color, one color, gray scale, horizontal and
vertical)

Photography/Videography standards

Social media templates

Business cards, letterhead, email signature, merchandise,
vehicles, stickers

In-store signage

Messaging- tone, cadence etc.

PLASTIC SURGEONS
of Northern Arizona

LADIES NIGHT OUT




/ STEP CAMPAIGN PLAN

e Sample Mission, Vision and Guiding Principles
o  Retail Industry
|
o  Service Industry
|
o Municipality
m Town of Camp Verde
e Sample Brand Identity Guides
o  Retail Industry
|
o  Service Industry
|
o  Municipality
|
e Sample Tone
o Retail Industry
|


https://docs.google.com/presentation/d/1DaQHRpA6fcDFLJtLI5C_DyVkCL7OXOnSulI1ETi1gmQ/edit#slide=id.g63901ac4f4_0_15
https://docs.google.com/presentation/d/1mDQhZ7uOrbpKLFyQoDWp0wpoRVVpmp7zBKg8bXJv3VU/edit#slide=id.g4edfecded9_0_15
https://drive.google.com/open?id=1C6Tn1E7cAK4BeezD_et7yo46YdVebgjg
https://drive.google.com/open?id=1upsqjh5PYD3cP96hbhot7EcLevxFPp_8
https://docs.google.com/presentation/d/12WYrYo4V3UrCpnn6YP0wzZQeIpMgO828s2BA2EKDe3U/edit#slide=id.p
https://www.facebook.com/FlagstaffMall/

/ STEP CAMPAIGN PLAN

e Where and when are you spending your marketing dollars?
o  You have defined:
m  Your goal
u YOUr to r—get OUdience = S Search Ads vs. Shopping Ads
m Your brand
e Each channel has its unique feature and benefits and being
able to use a mix of all will lead to the best return on your
investment
o  53% of buyers say Facebook informs their purchase
decisions. (VWO)
e Make a plan and stick to it.
o Don’t forget to think holistically and be proactive
m  Community events/fundraisers ; JustFab.com
m Events to bring people in store o
m Local celebrities
m Don’t forget the locals
m Traditional advertising




/ STEP CAMPAIGN PLAN

e  Which channel is best for your brand? Network Recommendations by Industry

o  Social Media

m  Facebook, Instagram, Pinterest, LinkedIn, § ® v O o 8§
Youtube el s e =
m Influencer
o Email Meda © @ e ¢ o o
m  Mailchimp, Constant Contact, Infusionsoft S| e LA b
o  Search cre e o o e o
m  Google, Bing, Yahoo Fnancal o ol el ol e
o Radio —
. Automotive @ ® ® ® ® ® ®
m Local, national
o Television sl e e e .
m  Regional, national et ® oo sy
o Outdoor . B s e e
m Billboard, bus stops +8 o
o  Word of Mouth
m Referral Best Ploce 10
o  Event Activations “hdence

m Special Events 3



/ STEP CAMPAIGN PLAN

e Sample Channels
o Retail Industry

|

o Service Industry
|

O M U n |C| pO I |t U Charlnels where consumers saw the product before purchasing .
|

Any online Any offline
channel: 59% i § channel: 52%

[l Onine shop =] Socxal media post or blog Y lshow nd with it

[ Onine newspaper
advertisem nagazi g to family e

M Onine



https://docs.google.com/presentation/d/1DaQHRpA6fcDFLJtLI5C_DyVkCL7OXOnSulI1ETi1gmQ/edit#slide=id.g7a8efe2c5b_0_27
https://docs.google.com/presentation/d/1STkv9NOh8lNq_4yQpGVsMuK4JcL-IOxmQ-CSuwxkCO0/edit#slide=id.g7cb5522282_0_636
https://docs.google.com/presentation/d/18LpGRGqd0_i7SLgAf7oBu_jLY8Cop0arvkxqWV5sP4k/edit#slide=id.g4ce540a6d4_0_0

POLL QUESTION:
Does everyone have at least one

primary channel identified?

N



/ STEP CAMPAIGN PLAN

e Make a plan and stick to it.
o  Give everything a chance to run
o  Daily and weekly checks on status of any paid digital
advertising
o  Monthly detailed reports reviewing work done and plan moving
forward
o  Quarterly benchmarking and goal review
e Diginto the analytics constantly:
o  Spend the time to analyze what is happening and adjust
accordingly
o  Types of data
Digital analytics
In person sales data and feedback from employees
Heat mapping
Call tracking
Split testing

No goals or plans always go exactly as you draw them up. Strive to always
make the best decisions using the data and personal experience. Adjust as
necessary.

Pick A Client

OAH =2

Facebook Google
Google Ads 4 FB Account | Account Nam Spend This NNTE # Account Nam Spend This NNTE #
3602227723 10100926895/ Owenhouse A $2678  $300.00 Owenhouse A $311.77  $1,100.00
3602227723 10100926895805609 AvgDaily  Pace Daily AvgDaily  Pace Daily
$223 $9.68 $25.98 $35.48

Days Left FB Leftover ENew FB Ads Pace Google Ads L New Google Ads Pace
19 $273.22 $14.38 $788.23 $41.49

2020 2020 2020 2020 2020 2019 2019 2019
5 4 3 2 1 1 10 9
$14571  $154153  $151963  $243.70 $0.00 $2,84932  $2709.72  $151374  $2,520.08

Facebook Budget Pace Google Ads Budget Pace

= Projected BudgetPace == Perfect Budget Pace ~ New Budget Pace == Projected Budget Pace == Perfoct Budget Pace

$400.00

$300.00

$1,250.00
$1,000.00
$750.00
$500.00
$250.00
SM02020  sn72020 5242020 s000 £r

True Dates

2019
8
$1,607.1




/ STEP CAMPAIGN PLAN

e Sample Reports
o Retail Industry
|
o Service Industry
|



https://drive.google.com/drive/folders/1-dJg6KnPE-oLXQop51A6T17I1mbftmRe
https://drive.google.com/drive/folders/1-dJg6KnPE-oLXQop51A6T17I1mbftmRe

POLL QUESTION:
Who's feeling confident?

N



SO, NOW WHAT?

THE MOJO 7 STEP CAMPAIGN MARKETING PLAN

STEP 1- IDENTIFY YOUR GOAL

STEP 2 - IDENTIFY YOUR BUDGET & PICK YOUR TEAM
STEP 3 - BUTTONING UP

STEP 4 - IDENTIFY YOUR AUDIENCE

STEP 5 - DEFINE YOUR BRAND & MESSAGING

STEP 6 - CHOOSE YOUR CHANNELS

STEP 7 - EXECUTE, REVIEW, ADJUST & REPEAT



N

QUESTIONS

A






Resource links for mission, vision, and value statements:
https://www.mindtools.com/pages/article/newLDR_90.htm
https://www.businessnewsdaily.com/3882-vision-statement.html
https://thethrivingsmallbusiness.com/how-to-write-a-vision-mission-values-statement/
https://business.tutsplus.com/tutorials/how-to-write-vision-and-mission-statements--cms-43
https://www.extension.iastate.edu/agdm/wholefarm/html/c5-09.html

Resource links for brand positioning
https://www.thebrandingjournal.com/2016/11/brand-positioning-definition/
https://blog.hubspot.com/sales/brand-positioning-strategy
https://cultbranding.com/ceo/create-strong-brand-positioning-strategy/

Brand promise:

https://www.powerreviews.com/blog/brand-promise-examples/
https://www.workfront.com/blog/the-5-building-blocks-of-an-effective-brand-promise
https://hingemarketing.com/blog/story/elements-of-a-successful-brand-4-brand-promise 1
Brand value prop and USP:

Zoho
https://www.dummies.com/business/start-a-business/business-models/compare-a-unique-selling-proposition-to-a-unigue-value-proposition/
https://focuscopy.com/building-a-uniqgue-selling-proposition/



https://www.mindtools.com/pages/article/newLDR_90.htm
https://www.businessnewsdaily.com/3882-vision-statement.html
https://thethrivingsmallbusiness.com/how-to-write-a-vision-mission-values-statement/
https://business.tutsplus.com/tutorials/how-to-write-vision-and-mission-statements--cms-43
https://www.extension.iastate.edu/agdm/wholefarm/html/c5-09.html
https://www.thebrandingjournal.com/2016/11/brand-positioning-definition/
https://blog.hubspot.com/sales/brand-positioning-strategy
https://cultbranding.com/ceo/create-strong-brand-positioning-strategy/
https://www.powerreviews.com/blog/brand-promise-examples/
https://www.workfront.com/blog/the-5-building-blocks-of-an-effective-brand-promise
https://hingemarketing.com/blog/story/elements-of-a-successful-brand-4-brand-promise1
https://www.zoho.com/academy/marketing/brand-positioning/coming-up-with-your-companys-usp-and-value-proposition.html#:~:text=The%20unique%20selling%20proposition%20is,on%20a%20given%20company's%20homepage.&text=While%20the%20USP%20situates%20a,by%20working%20with%20the%20business.
https://www.dummies.com/business/start-a-business/business-models/compare-a-unique-selling-proposition-to-a-unique-value-proposition/
https://focuscopy.com/building-a-unique-selling-proposition/

REFERENCES:

° https://v12data.com/blog/50-statistics-about-retail-marketing-and-consumer-shopping-trends/
° https://www.wordstream.com/blog/ws/2018/04/02/retail-marketing

) https://www.impactbnd.com/blog/how-to-set-marketing-goals-based-on-business-goals



https://v12data.com/blog/50-statistics-about-retail-marketing-and-consumer-shopping-trends/
https://www.wordstream.com/blog/ws/2018/04/02/retail-marketing
https://www.impactbnd.com/blog/how-to-set-marketing-goals-based-on-business-goals

