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Conversion —
How to Build a
Highly
Converting
Website




What is Conversion Rate Optimization (CRO)?

Conversion Rate: Percentage of your visitors who hit a certain
goal after going through piece of content on your channel.

From this, we can define Conversion Rate Optimization as
follows:

Conversion Rate Optimization: The art and science of using a
variety of techniques and tools to improve the conversion rate of
a website, email, social media page, or other marketing channel.




Why CRO Works

* Converts more of visitors into customers.
IMPROVEM

* Increases conversion rate to improve
profits more than growing your topline
revenue

]
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* Improve traffic to your website A= <
o
* Few companies use CRO techniques— Sl ENGAGE =
hence you’ll enjoy a first-mover -t &2 =
advantage! 5 > .4 CONVERT -
B SEGMENTATION
¢ ANALYTICS A/B . CONVERSH o =
Visitors x Conversion Rate x Customer 7\ — ==z o
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Lifetime Value = Revenue K G




DiPS: A Three-Step CRO Technique

DiPS =

Diagnose = -

Problem = B Diagnose Problem

SOlution e Use online tools to e [dentify the problem * Apply the best
analyse web areas (blockages) practice to improve

problems e Narrow down into problem areas
types eg design, e Test and evaluate
content, and pages with previous results

e Conduct User Studies
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How to Analyse Your Website Problems

Web Analytics

Click Maps/ Heat Maps
Session Recording Tools
Form-analytics Software
Conduct Survey

Method Marketing

Do a User Test

Study Competitors

This Photo by Unknown Author is licensed under CC BY


http://misrelatosyotrascosas.blogspot.com/2016/02/personaje.html
https://creativecommons.org/licenses/by/3.0/

Acquisition Behavior Conversions

Pages / Goal Goal

Bounce Rate : Avg. Session q :
1 We b A n a I t i cs Users ¥ New Users Sessions Session Duration Conversion  Completions Goal Value
) y Rate

2,195 2,120 2,586 78.81% 1.66 00:01:20 0.00% 0 $0.00
% of Total: % of Total: % of Total: | Avg for View: Avg for Avg for View: Avg for % of Total: % of Total:
100.00% (2,195) | 100.05% (2,119) | 100.00% (2,586) 78.81% View: 00:01:20 View: 0.00% (0) 0.00% ($0.00)

(0.00%) 1.66 (0.00%) 0.00%

(0.00%) (0.00%)
1,738 (78.39%) 1,680 (79.25%) | 1,969 (76.14%) 82.28% 1.52 00:01:09 0.00% 0 (0.00%) $0.00 (0.00%)
293 (13.22%) 288 (13.58%) 345 (13.34%) 79.13% 1.52 00:01:18 0.00% 0 (0.00%) $0.00 (0.00%)
92 (4.15%) 79 (3.73%) 116 (4.49%) 37.93% 3.88 00:04:21 0.00% 0 (0.00%)  $0.00 (0.00%)
76 (3.43%) 60 (2.83%) 120 (4.64%) 7417% 1.64 00:00:31 0.00% 0 (0.00%)  $0.00 (0.00%)
17 (0.77%) 13 (0.61%) 35 (1.35%) 34.29% 3.66 00:05:02 0.00% 0 (0.00%) | $0.00 (0.00%)
1 (0.05%) 0 (0.00%) 1 (0.04%) 0.00% 4.00 00:10:34 0.00% 0 (0.00%) | $0.00 (0.00%)

Google Analytics is the key tool here, but you can also use others like Adobe Analytics,
Webtrends, Quantcast Measure, Kissmetrics and more.

* Sources of traffic

* Online behaviours — users, sessions, bounce rate, pages/ session, duration
* Completion of goals (eg fill up form, add to cart, purchase)


http://analytics.google.com/

2. Click Maps/ Heat Maps

* These can reveal where
visitors are clicking on
your website, how far
they scroll down each
page, and other useful
data using what'’s called
a heat map.

* Tools here include Crazy
Egg, Hotjar, Clicktale,
and others.

734 clicks (10.1%)

-




Example of Hotjar Heat Map Session




3. Session Recording Tools

CLIC pTALE” Web Analytics Revolution

These can track how users
move between pages. They
can also capture visitor’s
keystrokes and mouse
movements.

Tools here include Clicktale,

Play Recerding S1ait Time on Page  Engagement Time™

HOtjar, SeSSiOncam, g Jan 3107 PR 3 ewin &4 sec 2 min 33 sec
Mouseflow and Others' o 0:)::::&::' 1::1:)7: |:»:m::
waew, sallmyhousefast, com 20 wae

selast.com www.sellowy last.com stepl.php 1.)2 sec



4. Form-analytics Software

These track the success of your
different forms, like:

* No of visitors which land on each

Percentage who dropped out
with each field

Time spent on each field
Fields that are left blank

Error messages

* Conversion Rates

Tools here include Clicktale, Hotjar,
and Formisimo

rrrrrrrrrrrr

Completion Time

Field Times

United States.

Fails by Country

Deskiop

Overvie w
http://tes
-
| .
M
. .
s - .
.
. \ A /
o 130l 14 Jul 15 Jul 17 Jul 200 22w 22 23Ju 24l
Total Form Visits FormStartes | Form Conversions Conver:
80820 ) 32778 ) 6823 8%



5. Survey

Try the following questions on your website: e apprecite yow feedbiacd
" . Thank you for visiting our website. We are always looking for ways to

* "How ||ke|y are you to recommend us to a improve your experience. Please take a moment to tell us about your
friend?” experience.

o “If you could have us create Something jUSt How likely are you to recommend our website to a friend or colleague?
for you, what would it be?” o |l Rl S N R R O N
“« :

¢ What Other prOdUCtS and SErvices ShOUId What could we do to improve your experience?

we offer?”

* “What would persuade you to use us more
often?”

* “What nearly stopped you buying from us?”

Send Feedback

QuestionPro



6. Method Marketing (Mystery Shopping)

* Become your customer (or your
client’s customer) for a day!

* Or try to sell your client’s products
In person.

* Experience first-hand their
problems

* Draw up a spreadsheet or
objections and counter-objections
(your solution to the objections) to
be used in your web redesign




7. Do a User Test

e Record user test through a
screen recording tool (eg
Cam Studio, Camtasia,
Jing, UX Recorder)

OR

* Record how your user
reacts navigating your
website
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https://camstudio.org/

Example of User Testing on Website

5T Step
& usabitinyTestResults.com = | dUserTesting.com | Apply » | o UserTesting.com | Tester = m W 00:00
. 1 Use Yelp to find a new restaurant near
you that you haven't been to yet. Spend
no more than § minutes looking.
~ Prewaus [ e ] L Metp

[ o C |5 www.usertesting.com/my_dashboard/available_tests/460552934 /record?id=460552934

12003408 s )

Record Page

1. Make sure your microphone is plugged in before you start the
screen recorder or you will be forced to quit the test.

2. Start the screen recorder

NOTE: It you experience any troubie launching the screen recorder you may need to instal

| Install Screen Recorder for Windows | Install Screen Recorder for Mac

3. When you are finished with the test, return to your dashboard
|« Back to my dashboard i
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8. Study Your Competitors — Be a Prospect!

ONE PAGE TEMPLATE FOR )

ANY TYPE OF
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Visit their website and check
for their layout and mobile
friendliness

Sign up for their mailing lists
Click on their ads and see how
their landing pages are built

Use keywords spying tools to
see which ones they use

Like their Facebook pages and
follow them on LinkedIn and
Twitter

Spy on their Facebook Ads



10 Best Practices for Channel Conversions

Consider yourself an
online plumber—your
role is to diagnose the
‘blockages’ using the
tools and techniques
above, and then rectify
them here.




1. Improve Web Writing and Copywriting

* Readability tests—write like how they read

* Write like how you speak—keep your copy conversational by recording
yourself and transcribing it

e Short and succinct—keep your sentences short. Minimise distance
between start of subject and end of the verb. Omit needless words.

* Use tools to check language—popular ones include the Hemingway
app (http://www.hemingwayapp.com/) and Grammarly
(https://www.grammarly.com/)



http://www.hemingwayapp.com/
https://www.grammarly.com/

Use a Web Readability Tool

WebEX o, Gewtpely

SEO & REVENUE GENERATION CONTENT & ANALYTICS CREATIVE & UX WHO WE ARE

READABILITY TEST TOOL

Quick and easy way to test the
readability of your work.

TEST BY URL TEST BY DIRECT INPUT TEST BY REFERER TOOL FEEDBACK

Test by URL

Test the readability of a web page:

http://coolerinsights.com CALCULATE READABILITY

https://www.webfx.com/tools/read-able



https://www.webfx.com/tools/read-able/

2. Make Your Website User Friendly

Acsesatiity Careeny Mot Ceotee AL ¥eoue Mg Caotact il

There are numerous ways to E—
design pages that are easy to tim Bk e Ehe e otfes Fun gt
use, and this include running [ ~ Book Now
usability tests and tools for e preme — »
wireframing and prototyping. T ﬂ
oo =
[t Teoe g
FREE wireframing tools: | P | g | —" | p— s
- Pencil Project r— ——  Find Cinema
(https://pencil.evolus.vn/) Now showing OTICR | s G .
- https://wireframe.cc/ |  Film Tite (cert e o o psct
. St e
- https://pidoco.com/en e IR | [



https://pencil.evolus.vn/
https://wireframe.cc/
https://pidoco.com/en

" vj ONE HOUR LOAN
3. Clear Value Proposition &

About How It Works Things to Note Customer Questions Contact

* Craft a buyer-centric value
proposition in your product Get the Lowest Interest Rates for Your

description Personal Loan

* Be as definitive as

possib|e—do not waffle or  Get the lowest rates by comparing

(@5 ONEHOURLOAN loans from legal moneylenders

over-generalize e Get in-principle approval in 5
ol Il th | f $5,000 minutes
List all the elements o | In-Principle  Allincome levels eligible
Vda | ue t h at yO ur V| S |t0 g W| I I Approval We are currently waiving off all recommendation fees

Go down to licensed

(U.P $9.99)

moneylender's office

get 1o finalise loan

and collect cash.

What is your monthly income?

* Communicate clearly on
your website

Get Best Loan Offers




4. Amazing and Unbeatable Offers

Great websites have offers that visitors cannot resist from acting on. Depending on
your product or service, they can be through an initial free trial, a discount, a
sample, premiums, an ongoing monthly fee, or other combinations.

WiX.com

~ree Landing Page

Your stunning website is just a few clicks away. It's easy and free with Wix.

Start Now




5. Build Trust

* Include reviews and testimonials — -
especially from authorities and
experts

* Supply data and statistics to back
your claims

* Use demonstrations to show how

your product works AX'Power for
Strengthening Teeth

* Social proof through using the
names of your clients or the numbers

of them
* Associate your brand with ~ B sonet
a celebrity (this can be expensive | f B

P "D Al ~ADEC rCNITCD

though)



® DOLLAR SHAVE CLUB

6. Remove Risk

through Guarantees

* Incorporate risk reducing
mechanisms on your website. This
can be through guarantees and
warranties.

MC SHOP STARTER SETS >

* To make it work, ensure that your
guarantee gives customers the
benefit they desire, offsets their risks
(often financial), have a name, has a
long claim period, is easy to invoke,
and has no strings attached.

D

©

30-day
Money Back

-

Free Cancel

Shipping

Anytime

Guarantee




7. Simplify Complex Processes » Use as much or as little copy as

you need
Give SOmeO“.ea * Make it clear where one module
reason tosmile ends and the next begins

* Match user’s language and lingo

* Label your modules clearly and
describe with a simple language
that they can understand

* Use “progressive disclosure” to
move your visitors forward (and
prevent abandonment)

* Include a fallback option like a
search bar




7. Simplify Complex Processes

“Separation of
concerns” — break
up each detail so
that visitors do not
get lost. IRAS
website is a good
example here.

7

INLAND REVEMNUE
AUTHORITY
OF SINGAPORE

A Individual Businesses

Companies »

Filing Estimated Chargeable Income (ECI)
and Paying Estimated Taxes

Applying for Certificate of Residence or Tax
Reclaim Form

Does My New Company Need to File Form
C-S8/ C This Year?

Companies Applying for Strike-Off or To
Cease Registration

How Do | Complete and File Form C-S/C?

Checking Form C-S/ C Submission and
Assessment Status

More...

ST

Businesses

WHO WEARE CAREERS NEWS&EVENTS PUBLICATIONS USEFULLINKS Q

Property Other Taxes

Self-employed / Sole- >
proprietors / Partners

Tax Season 2019— All You Need To Know
Tax Season 2019 - About Your Tax Bill

Deductions for Self-Employed (Reliefs,
Expenses, Donations)

What is Taxable, What is Not
Am | an Employee or a Self-Employed
Calculating and Reporting Business Income

More...

Schemes

e-Services LOGIN v

Employers »

Reporting employee earnings (IR8A,
Appendix 8A, Appendix 8B, IR8S)

Tax Clearance for Foreign & SPR
Employees (IR21)

Information to share with employses
Tax Treatment of Employee Remuneration

Auto-Inclusion Scheme (AIS) for
Employment Income

More...

View all dates i

i > i

Ask Jamie @ IRAS

P e-Submission of

/irashome/default.aspx#

e-Submission of
Daonation Employment Income

e-Submission of
Certificate of

e-Submission of
Commission

Residence (COR) far

BV &= Type your question here.
Your T: Please do not key in your

personal information.
Locals




7. Simplify Complex Processes

Manage your
visitor’s
objections
with your
counter-
objections

QuickBooks Cloud Accounting

Overview QuickBooks Features Pricing

Testimonials

Try It Free

QuickBooks is a game-changer for any small

5l-O

Manage your business on the go
Access your account, manage your
business, and stay organized on your
computer, mobile phone, or tablet.

Know where your business stands
Instantly see how your business is
performing with customizable reports
and dashboards.

business.

\

Track your expenses
Record expenses for tax time. You can
even photograph and save receipts with
the QuickBooks Online mobile app.

o

Take control of your cash flow
Enter bills from vendors, and pay them
only when they are due. Schedule
recurring payments to save time.

N

Create and send business forms
Create custom, professional invoices,
sales receipts and estimates that you

can send
in minutes.

Free unlimited support
If you need help, support is available
with answers to your questions and
information on running your business.

EB Chat live now




7. Simplify Complex Processes

Quit
i

Translate this sentence

£ Courses French Profile

Take a test to jump ahead!

A girl

7 : o
Use “progressive ) s,
disclosure” to move

11 Not a beginner?
your visitors forward . T
(and prevent |
It takes about 5 minutes, apd
abandonment) S O g e N | | P Yeinie ot
B;as:gs 2 th?es RO
® - aGErED

https://uxplanet.org/design-patterns-progressive-disclosure-for-mobile-apps-f41001a293ba



https://uxplanet.org/design-patterns-progressive-disclosure-for-mobile-apps-f41001a293ba

8. Choose Right Niches

* Provide a subset of features that some customers love. This could be a
restricted range within a broader category (like printing of large-format
posters).

 Target a particular group of customers, for example, start-ups or small
businesses who need a specific service (eg restaurateurs and café
owners, with a specific package).

* Look for opportunities that you can seize without a struggle, and that
your competitors won’t be looking at.



9. Keep Their Attention & mailchimp =

* Memorable Name: Good
examples include SurveyMonkey

and perhaps Cooler Insights? Less effOI't, better
* Entertaining Message: Dollar reSUItS
Shave Club is a great example Start with Mailchimp. Our all-in-one
here. Marketing Platform has the tools you need
to grow—no coding or design skills
* Offer no-brainer deals: Get your required.

visitors to subscribe to your email
list, or follow you on social media

Pick A Plan Learn More




10. Make It Urgent

There are some ways to build
scarcity into your offers:

* Have a deadline

* Provide an early bird special
for early responders

* Limited places or stocks

* Time-limited offers (with
countdown clock)

arl Bird Specil

Event Name

29 00 08 31

days hours minutes seconds

March 11, 2020







EXERCISE 5

Ant Printe

Bringing fine art into homes!

Home  About v  Customised Chinese Painting Hanging Scrolls ~  CanvasPrinting ~  Prints v Printing & Framing ~  FAQ  Contact v ShopforArt  English

Giclée Prints - the BEST quality for Photo & Art! * Give this homepage a

Where do I start? mMma keover
* Incorporate at least 4

out of the 10 best

K | pra ct|ce-s in onll.ne
Customised Prints with Mounting conversions which

| R | T E )| B you’ve have learned

Epsop Brings,Fine Art to Life

o /N

SN2

e 7
30 mins. %

|
y
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https://bit.ly/Psychoquiz5



Build Brand
Trust Through
Valuable
Content



Identify SEO Keywords

NEILPATEL =

- Keyword research is a must

to understand your
audience’s needs Ubersuggest

Want more traffic? Ubersuggest shows you how to win the game of SEQ.

° DeCide On a blend Of head and Just type in a domain or a keyword to get started.
long-tail keywords

- Tools here include SEMRush,
AHRefs, Ubersuggest and
KeywordTool.io

D inO i
TOTALTRAPFIC PAIDAD COST
omain overview 200 o o g
R LAST 30 DAY /LR LAST 30 BRYS &5 R LAST S0 D4FS.

Imagine being able to reverse engineer your competitors’ SEQ, e o B organe niame .
content marketing, and social media marketing strategy. wo
o o © _c/q"“'o..
L
Ubersuggest allows you to get insight into the strategies that v
are working for others in your market so you can adopt them,
TN AU L=

improve them, and gain an edge.



Create a Content Pillar

Q_ poster printer | X L& Q
- Aim to be the most o
comprehensive resource for e e
your target client | poeerpnmeriersehost

. poster printer price
-\ poster printer cheap

. Use the SEO Keywords and . postr it machine

- poster printer uk

questions as topics/ sections for Q. posterprner sarvice
your content pillar

Report inappropriate predictions

People also ask

- Target at least 2,000 words or

. . . How much does it cost to print a poster? v
longer, with illustrations,
. . . How much does it cost to print posters in Singapore? v
infographics, and videos
How much does it cost to print a 24x36 poster? v
How do | print poster size at home? v

Feedback



They Ask, You Answer

- What topics do your
customers researching the
most?

- Big 5 in Content Marketing:
v Pricing and Costs
v" Problems
v" Versus and Comparisons
v' Reviews
v' Best in Class




How much does a fiberglass pool cost?

The average price of a fiberglass pool (including patio and accessories) is $45,000-$85,000. For
comparison, liner pools cost $35,000-$65,000, and concrete pools run $50,000-$100,000. But
over 10 years you spend only $3,760 in maintenance, rather than $11,500 for vinyl-liner or
$27,400 for concrete.

1. Pricing and Costs

* Did you know: A single article “How Much

Does a Fiberglass Pool Cost?” contributed 10 Year
over USS$3 million in sales for River Pools Pool Cost m.
and Spasl PrOjeCtion Liner
* Most businesses shy away from talking _ B |
about costs, but River Pools dived head-first 5,000
into the topic; they - || aoxssoo
_ — $10,000

v Explained the factors that keep the
costs down or up

— $4,500 —

$1,750 $4,000 $7,500
(10 x $175) || (10 x $400) || (20x$750) |

v" Educated readers on the factors
contributing to costs within the industry

$2,000
(10 x $200)

* By addressing costs headon, they won the (s3.760 ) (s27.400)

trust of their customers

$3,000 $4,000
(10 x $300) || (10 x $400)



Problem #1: Repairs on Colored Fiberglass Pools

Colored fiberglass pools have become the norm.

Virtually all manufacturers now offer a variety of colors beyond the standard white and bab
2. Problems v yorcoors ey v

blue marine gelcoat.

The problem simply stated is this: if you need to repair a pool, it can be difficult to match some
colored finishes with the factory finish.

The reality is that the vast majority of fiberglass pools do not need repairs within the first 20

° Belng honeSt and Open abOUt your Ilmltatlons Loo:v(l\):ee:':metimes issues arise that merit repair work. It could be something small, like a rock
. . . flying up and hitting the pool during shipping, or a structural crack. Granted, these instances are
helps build trust; the key is to offer solutions very very rare, butthey do happen.
* Consider the following:
v' What does the competition say is
negative about what we sell?
v' What do consumers and buyers see as the
negatives of our products and services? What's the solution?
(Is it that you’re the most expensive? Or st Bt o o the i af g oo e o ol ok for e
that your product only fits certain ool surtace tnsh and o wellrainedrepair techmican
applications?) Sttt | sl e e e

However, when someone attempts a field repair with these multi-layered finishes, matching the

\/ H OW Ca n We a d d reSS t h e m h O n estly O n factory look is difficult, becaAu§e itfs impf)ssible to duplica‘te the marhrufactur‘ing prf)cess.
In contrast, a solid surface finish is applied only once, which makes field repairs to fiberglass pool
our website and turn it into an

gelcoat a lot less daunting. Typically, these repairs are a closer match to the factory finish.
advantage?

Example: River Pools and Spas
https://www.riverpoolsandspas.com/blog/top-fiberglass-pool-problems-and-solutions



3. Versus and Comparisons

* Positions your brand as a teacher

* Key is to sound objective and unbiased:

v’ State first that your company sells a f / ' B % Fillel'mass
specific product/ service | _; “invl liner

v' Admit immediately that it isn’t

necessarily the best choice for everyone - ' | cﬂnﬂ'ete
D | @

v’ State how the other competing option -
might, at times, be the better option

-

v’ Explain how the article (or video) takes
an honest look at the pros and cons

v’ Allow the reader (or viewer) to make the
best choice for themselves

Example: River Pools and Spas


http://www.youtube.com/watch?v=eCn0uxG1cLc

4. Reviews/Best in Class

* Nobody buys without reading a review!

*  We want to know how brands stack up against each
other

* Consider the following: —
v' Brainstorm top competitors and companies in e s o e g || i e
your space

v" Write an article about the best companies in
your field

v' Consider other “best in class” types of content
you can produce for your industry. Eg “The Best
Outdoor Posters for 2021” i Zfﬂfl"f.;!?}l”vv)i“f iy e s s bin e s

v" Stick to facts and stay away from opinions

v" Exclude your company or product from the
reviews.

Example: Yale Appliance
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What’s a Content Marketing Funnel

CONTENT MARKETING FUNNEL @O0

A Strategic Framework by Cooler Insights

A systematic process

describing the different Unaware of Brand (@V@W@w,@r@f@

phases, content

strategies and tactics Community Members/ Fans
needed to flow your
target audiences Committed Fany/ Laads

towards becoming a

paid customer and Do e e W
brand advocate.
Loyal Customers/ Advocates M

CQOLER

Top Of FUnnel
— (TOFU)

Middle Of FUnnel
 (MOFU)

b Bottom Of FUnnel
(BOFU)




Funnel Components

Two main parts of the funnel:

* Customer types - different CONTENT MARKETING FUNNEL Q@
a ud iences req u i re d iffe rent A Strategic Framework by Cooler Insights IKSIGHTS

content strategies to bring it i 20 8 0 8 _ Yop Of FUnnel

them down the funnel — (TOFU)
o TOFU’ MOFU’ BOFU: Community Members/ Fans

v TOFU - reaches out to those Euraliiadi B als B
new to your brand
v MOFU - aim to deepen aasl Sl O

"~ (BOFU)

engagement and education _w
Loyal Customers/ Advocates
v" BOFU - targeted at conversion

and building loyalty




Map Out Buying Journey

IN

O

(

CUSTOMER'S BUYING JOURNEY ¢

OLE

> IGH T

X

Post
Purchase

Need Research
Recognition Options
What catches What/Who
my eye? can help me?
What do | Step-by-step
need? guides
Which brand Which brand
do I recall? to trust?
What is How do | do
trendy/ better?

trending?

How can |
learn more?

Can | ‘test-
drive’ first?
Detailed
comparisons

Who is more
helpful?

Cost-Benefit
Customer
Testimonials
Reviews
Warranties
Bonuses

Generosity of
Offers

How was my
experience?
User support
Sense of
community
After sales
support

Customer
benefits



Align Funnel To Buying Journey

CONTENT MARKETING FUNNEL @O0

A Strategic Framework by Cooler Insights ICOOLiER

(SEE) Brand Awareness

Clutter-breaking “viral® content, (‘@W @ (% @ (Q\ (‘@ ENTERTAIN
ads to amplify reach (R e i ¥ R T E e ' | M R 0

(LEARN) Brand Engagement
Engaging, episodic educational content
to build brand trust + likability

EDUCATE

(DO) Lead Generation

Offer freebie or lead magnet: free
tool, webinar, eBook, gifts, trials, etc.

ENCHANT

(BUY) Customer Acquisition

Provide attractive offer to drive
purchase and sign-ups.

ENROLL

(CARE) Customer Loyalty
Build loyalty and advocacy through ENLIST
quality experience and useful content,

Trigger brand
awareness

Engage and educate

Generate leads
through valuable
content (e.g. eBooks,
catalogue, checklists)

Acquire customers
through attractive
offers

Make them part of
your community



Plan Content Calendar

CO NS | d er t h ese: PROJECT PLAN AND GANTT CHART TEMPLATE

FROJECT NAME |  FROJECTMANAGER | STAKT DATE ‘ END DATE OVERALL PROGRESS FROJECT DEUVERABLE
Product Refease Alox B, 2:5ep 10-0ct 20%

SCOPE STATEMENT

72 W\ 912 Nz 922 Nz 1072 w7 1o/12

TASKS [ RESPONSIBLE | samr | eno | pars | STATUS

* At least two to three
content offers per quarter - B

Detased Reas [
Datased Reqs lacot 7 92 5 Complete
Hardware Rec =
Hardware Reqs. Jocon 5. 99 1 Overdue
Finol Resourco Plan js——1]
L4 L4 Final Resource Plan locop s M 915 4 In progras
. Staffing B
statting Alex B 916 wnz | in progre
1 Techrical Reqe.
Technical Reqe. Frank C. 7 9721 4 Not started =
08 Develcpmen =1
° ° Db Devslopmant Shan W. /22 9124 2 Not started
AP| Davelopment
O u r n e m a r ket I n fu n n e I FEE = ST — : S ——
Ul Clisnt
Ul Csent Alex B 925 9729 4 Not started ——c—
: i Testng ——
Testing rennedy K 924 1012 8 Not started
Dev, Compiete =
Dev. Compiata locan S, 1072 lo/s 3 Not started
Hardware Conll
S a g e Haraware Conhg Aex B 10/5 107 2 Not starled “ -
Systom Testing
System Testing rennedy K 1046 1oy 3 Not started -
LAUNCH ]
LAUNCH 1077 10710 I
* Include any other company- STAKEHOLDER LIST
NAME POSITION ROLE IN PROJECT EMAIL ADDRESS REQUIKEM! EXPECTATIONS

QA 10 toke l2ss than | wesk, marketing o

Downnime of no longer than 20 minutes
promote new feanres in newsietfer

wide content needs (eg

COST BASELINE

L]
m a t e r I a I O n rO d l I Ct ITEM / TASK % COMPLETE BASE COST % BUDGET SPENT
p Extra devices 101 QA festing 50% $2,800 $3.500 $3,600 15%

COMMUNICATION PLAN

I a u n C h e S’ t ra d e S h OWS, COMMUNICATION TYPE DELVERABLE DESCRIPTION DEUVERY METHOD FREQUENCY OWNER AUDIENCE

15-minuts PowePoint Presaniation 1o markatng
prasentation feam apout new features

‘ V‘ I I I ; ’ ‘ I ( : ) Meetngs Standup mestngs Cneck in apout stats n-person 2x 0 wiesk Jonns, Project team

» Project Plan and Gantt Project Plan and Gantt - BLANK Stakeholder List Cost Baseline Communication Plan - Disclaimer - S

Presentafion in-perion One fime Aex B Mareeting team




Publish and Promote Content

Publish your content:

* Day, week, and time for the
content to be published

 Sustainable frequency (weekly,
monthly?)

e Customer persona that your
content is targeted at

Promote your content:

e Use various channels — organic
(SEO), social media, ads, emails,
as well as offline platforms




Track Your Content KPIs

CONTENT MARKETING FUNNEL
(SEE) Brand Awareness

A Strategic Framework by Cooler Insights
Clutter-breaking “viral” content,

8 8%, 2

1 00,000 Impressions

(LEARN) Brand Engagement
Engaging, episodic educational content @ rQ\ @ r% @ 2,000 Clicks/ Visits
to build brand trust + likability N B DR e BT

(DO) Lead Generation

Offer freebie or lead magnet: free FQ\V @ %

tool, webinar, eBook, gifts, trials, etc S LR UL

200 Leads/ Downloads

30 Customers

(BUY) Customer Acquisition
Provide attractive offer to drive (% @
purchase and sign-ups. e

Advocates

(CARE) Customer Loyalty
Build loyalty and advocacy through 1 0
quality experience and useful content. el

Use tools like Google
Analytics, social
media analytics (eg
Facebook, LinkedIn,
Twitter, Pinterest),
and email analytics
Track your results
across the funnel
Work out your
marketing ROI (eg
cost per customer,
Return On Ad Spend)



60-MINUTE

CONSULTATION

for

DSCOOP EDGE FUSION 2021
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https://bit.ly/edgefusion60mins



Connect With Me

e walter@coolerinsights.com

coolerinsights.com

o Facebook.com/coolinsights

O Twitter/ |@l Instagram: @coolinsights

® Linkedin.com/in/coolinsights

COOLER
OO REiGRTs




