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From the Editor

Eric Wiedenmann

Welcome to the 38th issue of The Revenue Accelerator™. Market Development Group (MDG) aims to
provide practical revenue and profit generator tools for MDG clients, colleagues and friends. The Revenue
)Accelerator™ circulation has grown to over 3,500 business leaders worldwide since our first issue was
published in 2006. We welcome any suggestions of articles or topics you would like to have included in
future issues.

The guest writer in this issue is Kevin Dean, President - WSI Net Advantage.

Eric W. Wiedenmann

President

Market Development Group, Inc.
(925) 648-0680
ericw@marketdevelopment.net

Set Yourself Up for Success in 2017

Marketing Plans that Work

By: Eric Wiedenmann

Having an effective marketing plan is “your roadmap to success.” Having no plan or an ineffective plan is
planning for failure. During the past 39 years, | have written, edited, revised or read 100’s of marketing
plans. Whether an organization is a public or family owned business, mature or startup business, or a
provider of manufactured products or services there are 10 essential factors in common required to have an




effective marketing plan. These factors are briefly summarized below:

1. A great marketing plan must be built on realistic assumptions. When you act on things that you
wished were true then you are going to make some really bad calls.

2. The plan must be financially sound. It must drive profits and create value to all the stakeholders. A
company cannot survive very long without profits.

3. The plan must have a clear picture of the problems solved or value added to the target
customers. Customer pain points or motivations must be well documented as there is no business without
satisfied and sustainable customers.

4. An understanding of the strengths and weakness of your company relative to the competition is
critical. This is needed to drive successful competitive strategies such as being the low cost producer or
having a premium position by having the most features/benefits.

5. The plan should be well organized and it should contain a one page executive summary, table of
contents, range from about 10 to 25 pages depending on the complexity of the business, and have backup
data such as articles, assumptions, and other supporting data.

6. Primary and secondary research from customers and target customers, competition, economic trends
and any other area that impacts the success of the business must be conducted in a timely manner.

7. The plan must have the support or “buy in” of top management and/or the business owners. This
is needed to obtain the resources needed to implement an effective plan.

8. The plan should contain no more the 3 to 5 five strategies. Having move will dilute the efforts and
reduce your chance of success.

9. Specific milestone dates, budgets, and responsibilities must be clearly stated. What gets
measured gets done. Without this, you only have a “vision” without measurable accomplishments.

10. Quarterly reviews are needed to make adjustments to the plan since events beyond the control of
the company will always occur.

If you would like to understand how Market Development Group can provide your company with
an effective marketing plan, visit www.marketdevelopment.net or call me at 925-648-0680.

5 ldeas to Get Your 2017 Digital Marketing Off to a Good Start

By: Kevin Dean

The new year brings around resolutions — sleeping more, losing weight, joining a gym — but none are more
important than planning for your Digital Marketing improvements! Your website is your 24 hour a day sales



person. It never sleeps, is always ready to inform prospects, and provides an access point for leads and
new orders. However, it has likely gained weight and could use a good work out too! Not to mention your
social media methodology, site metrics, and more.

Here are 5 ideas to get your 2017 Digital Marketing Plan off to a good start:

1. Take some time and read your site — at least the top navigation pages of Home, Services, About
Us. Or take a look at your Google Analytics data to see what the most popular pages are and start
there! (Don’t have Google Analytics? That could be the 6th idea to put that on your site!).

Does the content really represent what you do? Or is it kind of wishy-washy marketing hubbub that is filled
with glorious platitudes about how great you are, but not about what you can do for your customers? Does
it speak to your customer? Would you read it to your customer out loud? Do you know what you do after
you read it?

If not, spend a little time and fix your message. Think about why prospects should contact you, what you
do, and you can do for them — speak clearly and in a language they understand.

(Hint: Read it out loud yourself!)

2. Do you advertise online? Google AdWords, display advertising, remarketing, social media ads...have
you looked at the campaigns in a while to see if the keywords are appropriate? Do the ads encourage the
right clicks? Are you measuring conversions, form submissions and phone calls?

Understanding your return on investment (ROI) in your advertising can be difficult but that should not stop
you from trying. Again, utilizing Google Analytics as a common spot for data is helpful. AdWords can be set
up to track calls, some call tracking tools will deposit data in Analytics for more refined information, proper
form setup to track submissions, and using Events for mobile clicks to call can let you know what is working.

3. What does your website look like on your cellphone? Actually...your prospective customer’s
cellphone? Mobile traffic to a website can range from 10% to > 50% based on industry and visitor
tendencies. Google Analytics can provide you information on how your site is visited.

If you are still making your prospects squint at the screen, pinch and expand your site pages, or you don’t
have a click to call option on a good looking mobile page....you are definitely losing opportunities. In most
cases, a mobile update can mean a more complete site redesign, but maybe it is time to review how the site
looks now that it is 2016. Even if you don’t redesign from scratch, a similar design can be structured for a
mobile-friendly “responsive” layout at reasonable costs.

As an added bonus, Google is beginning to create a mobile search strategy which benefits user-friendly
mobile sites! Don’t miss out!

4. How else do people find your site? Is your site “optimized” for search? If you are a local business, is
your Google + (now Google for Business) page up to date? How about review sites and directories? Search
traffic can come into your site in many ways. In highly competitive industries, sometimes it is smart to not
go head to head for the “gold ring” of keywords, like “realtor” or “insurance agent”. By adding content to
your site over time that talks about different aspects of your business, you will naturally add new ways for
people interested in finding you...to find you!

No one knows your business better than you! But your value (and best use of your time) may not come
from writing new content but from developing a “content plan”. A writer in your organization (or outside
source) can follow your Plan to craft new content and expand your website’s horizons. Think about
applications, features, customer needs, interesting sidelights and services you provide. Add them to your
site and watch your traffic grow. Be sure your pages look good (add some images), are interesting and not
copies of other pages, and include your phone number on every page!

5. What do your social media profiles look like? Depending on your business, some may be far more
relevant than others. You don’t need to be everywhere. It's nearly impossible to maintain more than a
couple of outlets, and results can be very difficult to measure. So if you are just starting in the social



media area, or re-starting a stalled earlier attempt, pick just one location. Which one? The one where your
customers hang out!

Do B2B CEO'’s bring on new service providers because of Facebook profiles? Probably not, but they WILL
look at your Linked In profile, image and business page. Are you looking to reach soccer mom’s? Then
Linked In may not be the place, try Facebook and Instagram. Do you keep publishing great information but
not getting enough reads? Twitter might just do the trick.

But, just because your picture is nice, the page looks good or you are pumping tweets, it doesn’t mean
anyone is seeing it! Build your network and grow over time. Reach and connect with leaders, follow
businesses or very active individuals, and mention others in your posts. Giving others credit on social media
is a great way to get their attention.

And don’t forget advertising. Most portals have an advertising path for reaching those you are seeking to
get in front of. Actively promote, but be sure your audience is growing too. Make your information valuable
for them.

Make it a Better New Year — Start Now

The event of the New Year is not just on the calendar, it is a time when many businesses slow down and
enable busy executives and business owners to reevaluate how they have done, and what they can do to
improve. Keep your list brief but concise, start with a lot of ideas and trim them later as resources and
priorities become clearer. A good start with fresh ideas can make for an exciting and more profitable new
year!

About Kevin:

Kevin A. Dean is a Certified Internet Marketing Consultant and is President of WSI Net Advantage in
Fremont CA. Since 2003, Kevin has been helping businesses generate more leads and grow with better use
of their Internet marketing systems.

You can reach Kevin at 510-687-9737 or email kdean@wsinetadvantage.com.
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Contact Eric Wiedenmann to learn how MDG can help increase your company's sales and profit goals
quickly and cost-effectively.

Phone: (925) 648-0680

Email: ericw@marketdevelopment.net




