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= Dual Business Owner
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= 20+ years as Marketing Director with
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What is Marketing?

It is a series of activities designed to
identify customer needs and wants
and satisfy these while making a
profit on a quality product or
service.

Marketing is NOT Advertising




5 Components of
Effective Marketing

Audience - Who's that person¢

USP — Who cares?e

Branding — clear, concise, memorable
World Domination - How, why, where

Wash, (tweak) rinse, repeat.!




Component 1

Define your Audience

Who is your customer? Build the Avatar!

Demographic Profile Psychographic Profile
of a Prospect of a Prospect Values: what’s important? Family,
Age 25- Loves crocheting while success?
8€ 2535 listening to podcasts in
Female the evening Attitudes: environment
\,. Wants to become the CEO . .
Single of a sustainable business Interests: Readlng, Gardenlng
Full-time \- Runs sk every morning Personality: Introvert/Extrovert
employee Spends a lot of time on . .
‘e Instagram looking at Lifestyles: Health conscious?
. healthy recipes
Household income
$35000-$50000 e Enjoys traveling solo Budget minded, tech savvy

per year




Component 1

Why Define your Audience?

Having a deep understanding a clearly defined
Customer Avatar will help you:

»Determine what social and other platforms they
are spending their time

»Be more effective in your advertising

»Better connect with your Avatar through your
messaging

»Deliver and develop better products / services
because you can anticipate your markets needs,
behaviors, and concerns.




DEMOGRAPHICS

Gender
Marital status
Children
Income
Location
Occupation
Level of
education
Religion
Race

Customer Avatar

¢ What do they
value above all
else?
What are their
primary beliefs
in life?
What is their
primary goal,
and what do
they hope to
accomplish?

INFORMATION
SOURCING

¢ How do they
stay informed?
Which websites
do they
frequent?
What are their
preferred social
media
platforms?

DIFFICULTIES
AND
CHALLENGES

challenges do
they face?
What are their
primary  pain
points?

What questions
will they likely
ask?

PURCHASING

o What possible
objections might
they have to your
products or
services?

What is their
monthly budget?
Are they the
direct buyer, or
will they go
through
somebody else?

Component 1
The Avarar




Component 2

USP - Why do they want it?

A Unique Selling Proposition (USP) is a disfinctive aspect or feature of a
product, service, or brand that sets it apart from the competition

It's a specific benefit or advantage that a company offers to its customers,
which differentiates it from others and gives consumers a compelling
reason to choose YOUR product or service over alternatives.

Your message should be:
Clear
Concise
Memorable



Component 2
USP - Why do they want it?

Leading the electric vehicle
revolution with sustainable
luxury.



Component 2

USP - Why do they want it?

When you care enough to _H_ 00 e

send the very best!



Component 3

Branding

What is it?

= A promise of an experience
your company delivers

= A company's face to the
world.

= Ever evolving-they are not
stagnant.

It's not just a Logo!



Component 3

Branding

An effective brand embodies the essence of
« Who you are

« Why you are in business

« What is your service or product?

« What you stand for

* Your expertise

« The experience you want your customers to have.

« How you want your business to show up in the world



|dentify These
Brands & Customer
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T

Build a
Website

Advertising
in Local
Newspapers

Component 4
Awareness - Promotion

WHERE DO YOUR CUSTOMERS LIVE AND INTERACT?




H O W T 0 \WHO 1S YOUR IDERL e
met: CHOOSE

YOURGOALS?
RIGHT -
SOCIAL MEDIA PLATFORM

\WHAT ARE

TS YOURSTYLE?

el
g 0“’1/ g W WHICH PLATFORMF

MONTHLY
ACTIVE
USERS

2.23

BILLION

1.9

BILLION

BILLION

MILLION

MILLION

DEMO
GRAPHICS

ALL AGES
53%

FEMALE

ALL AGES
62%

MALE

MOST 18- 29
68%

FEMALE

MOST 25 - 54
56%

MALE

MOST 18 - 29
53%

MALE

MEDIAN
AGE IS 40,
80% FEMALE

FORMAT

TEXT,
IMAGE
AND VIDEO

FREQUENCY

GREAT
FOR

PROMOTING
LOCAL
EVENTS AND
BUILDING
COMMUNITY

SOLVING
PROBLEMS
WITH
HOW-TO
TUTORIALS

VISUAL
BRANDS
AND MAKING
PERSONAL
CONNECTIONS

B2B LEAD
GENERATION

AND
RECRUITING

NEWS, PR,
)
CONNECTING
WITH
INFLUENCERS

DRIVING

TRAFFIC

30 PINS FOR BLOGS
A DAY AND

E-COMMERCE

RETAILERS

Low
ORGANIC
REACH

TIME
AND

RESOURCE
INTENSIVE

CREATIVITY

REQUIRED

USERS
AREN'T
AS ACTIVE

SHORT
LIFESPAN
OF POSTS

CUSTOM
IMAGES
REQUIRED

CHALLENGE M":‘"“'"G

OALS

BUILD
COMMUNITY

ATTRACT NEW
CUSTOMERS

CONNECT
WITH
EXISTING
CUSTOMERS

BECOME
THOUGHT
LEADER

CONNECT
WITH
INFLUENCERS

DRIVE
TRAFFIC
AND LEADS

Social
Media

Promotion




Ways Promote Your Business

<

4

One on One

/

Networking
Trade shows
Live events

Publicity
= Volunteering on

Promote a
cause

Public Speaking

Writing arficles

Teach a
workshop

Volunteer to be
an SME

Traditional

= Radio
= TV
= Print

= Newspaper

= Trade
publications

= Magazines



Marketing Exercise

Patty’s Shoe Protectors

Product: Shoe Protector
Uses: protects heals when driving

What does her customer look like?
(Avatar)

Where is she ?
(Best place to promote)

Speed Heel shoe protector

Super fast to put on and remove

Easy and comfortable to wear
Durable and long-lasting

Inner layer — fur — protects and
provides longer life for your shoes

One size for flats, wedges or high
heels

Designed for all car drivers, both b e
Women and Men 1 8




Questions?

Thank Youl!

Glenna Cush
glenna@makertomogul.com
|G @makertomogul
www.makertomogul.com

Join the mailing list!


mailto:glenna@makertomogul.com

