@ CoSchedule

How To Create A Marketing Strategy That Will

Skyrocket Your Results By 9,360%

Tasked with creating a marketing strategy?

It can be tough to even know where to begin.
Trust me. I've been there.
So I've read blog posts, articles, and books. I've taken courses.
I've watched videos. I've listened to podcasts. I've learned, test-

ed, iterated, and improved upon all of it.

And I'm sharing everything I've learned about marketing strategy
in this ultimate, comprehensive guide.
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Read through the chapters now to:

Forget the noise surrounding marketing strategy.

So much content tells you what to do, but most of it totally neglects teaching you how to do it.
Learn everything from ‘what’ to 'how’ with the complete, actionable, practical, and realistic advice
you'll find in this comprehensive guide.

Get real-life, market-tested advice that skyrockets results by as
much as 9,360%.

This isn't your average blog post on marketing strategy... this guide is full of personal anecdotes,
tactics, methods, hacks, processes, exercises, and frameworks that have proven to help the team
and me grow CoSchedule’s results by nearly 10,000%. Seriously.

Leave with a marketing strategy you'll actually—and realistically—execute.

Put what you learn into practice immediately with free downloadable + editable marketing strategy
templates in the form of PowerPoint decks and Excel spreadsheets.

When | started at CoSchedule in November 2014, we had a few thousand page views, about the same
amount of email subscribers, and a couple thousand customers.

Today, CoSchedule has 250,000+ email subscribers, more than 1.3 million monthly page views, and
9,000+ customers in 100+ countries around the world.

The marketing strategy you're about to learn has helped me generate 434% more page views, 1,222%
more email subscribers, and a whopping 9,360% more marketing-qualified leads.

A lot of that success has to do with marketing an exceptional product. And some of it has to do with
creating a marketing strategy that connects with the right target audience.

AAN I'm sharing everything | know about marketing strategy. And | wish | had found a guide like this
when | got started in marketing.

That's why I'm doing you the favor and giving it to you now.



Marketing Strategy Overview

Some of the advice you'll learn in this guide may go against everything you've learned.
Other parts of it may reiterate what you already know.

The point is: This stuff works. And you're not going to learn about the same BS things just because
everyone else talks about them.

Let's get started.

What Is Marketing Strategy?

Marketing strategy is the guide that helps marketers choose, prioritize,
plan, and execute projects to influence profitable customer action.

While some document their marketing strategy in the form of a marketing plan, this is not a require-
ment. Strategic direction doesn’t require documentation.

However, there is evidence to suggest that marketers who document their marketing strategy are
more likely to reach their goals. So this guide comes complete with a marketing strategy template kit
to help you put what you learn into practice immediately.

Why Do | Need A Marketing Strategy

Marketing is not about producing content. Marketing is about producing content that produces re-
sults.

Marketing strategy provides the roadmap for you and your team to execute well-planned projects
you'll measure against a clearly defined goal.

This process not only helps you target the right audience with the right content and the right level of
effort, but helps you literally understand the impact marketing projects have upon the growth of your
organization.

ANN And that growth is what your boss is looking for. Proving you've done it with marketing makes you
look like a rock star.



Can | create a Marketing Strategy Myself?

Absolutely. This comprehensive + actionable guide exists to help you create a marketing strategy
without the assistance of a third-party vendor.

Use the free marketing strategy template kit available within this guide to start immediately.

The kit includes these 10 marketing strategy templates:

1. Marketing strategy outline template 6. Brand voice template

2. Marketing goal tracking template 7. Marketing tactics list

3. SWOT analysis template 8. Project prioritization template
4. Marketing persona template 9. Marketing budget template

5. Brand positioning template 10. Project timeline template

All of these templates are available in an editable PowerPoint deck and an Excel spreadsheet so you
can tailor your marketing strategy specifically for your organization.

What Will | Learn From This Ultimate Guide?

You will learn the why, what, and how to plan your marketing strategy from scratch.

Let’s get started!



CHAPTER 1

How To Set SMART Marketing Goals

What Are Marketing Goals?

Your marketing goal is a specific, measurable, aspirational, realistic, and
time-bound metric that drives every marketing effort.

SMART stands for specific, measurable, aspirational, realistic, and time-bound:

e Specific: Your goal must focus on one clearly defined metric.
e Measurable: You must have a way to measure the content you publish against that metric.

e Aspirational: Your goal must push you beyond the results your content will naturally or organically
generate toward that metric.

e Realistic: In the same breath, keep your aspiration in check with what you can reasonably com-
plete with the resources that are (or will be) available to you.

e Time-bound: Your goal must have an end date upon which you will achieve that metric.

SMART MEASUREABLE ASPIRATIONAL REALISTIC TIMELY
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Marketers who write down their goals and objectives are more likely to make them a reality. So follow
this framework to write yours:

By {insert day, month, year}, the {insert your organization’s name} marketing
team will reach {insert number} {insert metric} every {insert time frame}.

Here's a marketing goal example written using that framework to give you more context:

By December 31, 2018, the CoSchedule marketing team will reach 6,000 market-
ing-qualified leads every month.

In that example, the goal is to influence marketing-qualified leads. Remember, the point of your
marketing strategy is to choose, prioritize, plan, and execute projects to influence profitable customer
action.

Therefore, marketing metrics closer to the ultimate purchase are often the best goals to set.

However, all goal setting influences the right kinds of behavior. And when you're just beginning, you
may opt to focus on other metrics.

Therefore, here are several other marketing goals examples listed from awareness to closest to the
purchase:

e Page views
e Email subscribers
e Trial signups

e Purchases

Choose your marketing goal metric.

How To Set Marketing Goals

The 10x growth framework suggests focusing on the aspirational part of the goal as much as possible.
Therefore, you may opt to calculate your goal with this formula:

Average Current Monthly Contribution To Metric x 10 = Marketing Goal



For example, that would like this this in practice:

600 marketing-qualified leads in an average month x 10 = 6,000 market-
ing-qualified leads per month goal

For some marketers, however, increasing your goal 10 times over may be unrealistic.

AN If you fall into this category, change the 10 to a number that makes your aspirational goal realistic.

The point here is to define an end nhumber that is aspirational but within your practical means of
achievement.

As you communicate this number to your team, you will influence the right behavior. And the right
behavior often produces the right results.

Amortize Your Marketing Goal Across Your Time-Bound Deadline

If you haven't already, check out the the marketing strategy template kit that was included with this
guide.

The first tab of the marketing strategy template spreadsheet is labeled Goal Tracking.
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Look at the Assumptions area in columns A-C, and fill in the goal numbers and time frame in which
you'd like to complete the goal.

Enter your Start Goal number in cell C6. This is the amount you influenced toward your goal either
the prior month, or you may opt to average several prior months of data.

For our marketing goal example, the Start Goal is 600, which is the average number of market-
ing-qualified leads generated in the months of October, November, and December.

Enter your Final Goal number in cell C7. This is the number you want to influence by the end of your
time-bound deadline.



Back to the marketing goal example, the Final Goal is 6,000. That's to say, you want 6,000 market-
ing-qualified leads by December 31, 2018, which is the end of the time-bound deadline you defined in
your SMART marketing goal statement.

If you'd like to define a Stretch Goal, enter itin cell C8. This is basically 10x-ing your 10x goal.

In the example, the Stretch Goal is 7,000. That means you want 7,000 marketing-qualified leads by the
end of 2018.

The Months To Complete Goal indicates how many months you'll need to complete the goal.

In the example, the spreadsheet is set up for 12 months, suggesting you'll start working toward com-
pleting the goal in January and reach the goal in December.

At this point, you'll notice the Final Goal and Stretch Goal numbers in the December column Q match
what you entered in the Final Goal and Stretch Goal cells in the Assumptions area. The months leading
to December amortize toward that goal, suggesting continuous growth every month leading toward
the end of the time-bound structure of your goal setting process.

The marketing goal amortization formula looks like this:

(Final Goal - Start Goal) x (month number / months to complete goal) * 2 as-
sumption + start goal = goal conversion goal for a specific month

Congrats! You just set marketing goals for every month for an entire year. Continue on to Chapter 2 to
learn how to track and measure your content’s impact upon that goal.



CHAPTER 2

How To Do A SWOT Analysis

What Is A SWOT Analysis?

A SWOT analysis helps you understand internal and external factors
that can make or break your success toward your marketing goal.
SWOT is an acronym that stands for strengths, weaknesses,
opportunities, and threats.

The SWOT analysis process is a brainstorming technique. It's designed to help you understand what
might differentiate you from your competition and what resources you have to execute upon that
opportunity. In the same breath, the SWOT framework helps you understand what might prevent you
from seizing that opportunity.

The four areas it encompasses are meant to help you explore internal and external factors:
Internal (your resources)

e Strengths

e Weaknesses

External (market, competition, etc.)

e Opportunities
e Threats

STRENGTHS WEAKMNESSES OPPORTUNITIES THREATS
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What Are Your Strengths?

Ask yourself:

 What advantages do we have to make the marketing goal a reality?

e What tools do we have available to help us reach the marketing goal?
e What unique differentiators will help us?

*  What resources (people + time) will help us?

e How may we leverage our existing audience to reach the goal?

Open your marketing strategy template spreadsheet and click on the SWOT Analysis tab. Enter in your
strengths in Column A rows 5-23.

What Are Your Weaknesses?

Ask yourself:

e What improvements could we make?

« What's not going so well right now?

¢ What factors may suck time away from the work we'd do to make the goal a reality?

¢ What tech limitations may prevent us from achieving the goal?

Enter your weaknesses in Column B rows 5-23 in the SWOT Analysis tab of your marketing strategy
spreadsheet.

What Are Your Opportunities?

Ask yourself:

e What content isn’'t our competition publishing?

e What kind of stories isn't our competition sharing?
e What new trends could we capitalize upon?

 What could we do to get 10x results with 10% of the work?

Fillin Column A rows 25-43 with your opportunities.
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What Are Your Threats?

e What market conditions (or audience sentiment) may prevent us from achieving the marketing
goal?

e What are we doing that our competition is also doing?

e Whatis our competition currently doing better than us?

Enter your threats in Column B rows 25-43.
Now that you've worked through your rough ideas for your SWOT analysis, you may also opt to enter
a cleaner version of these points in the editable PowerPoint deck also available in the marketing strat-

egy template kit.

This will help you present your marketing strategy to team members and stakeholders in a format
that's a little easier on the eyes.

A SWOT Analysis Example

Let's dive back into the CoSchedule example. If CoSchedule wants to hit the goal of 6,000 market-
ing-qualified leads by December 31, 2018, the SWOT Analysis may look something like this:

Strengths

e Audience of 200,000+ professional marketers.

¢ We use the tools designed to do the job (no hacks or cobbling things together that “just work”).

e CoSchedule’s standards of performance help us publish better content than any competitor.

Weaknesses

¢ We should publish more content faster. We can improve our efficiency while still publishing effec-
tive content.

« We need to explore new 10x ideas faster to scale beyond the blog and advertising.

Opportunities

e The competition isn't exploring new content delivery methodology (courses, ultimate guides, etc.).

« No one seems to focus on helping marketing managers actually plan, strategize, and execute
more efficiently + effectively with how-to methodology.

Threats

e All of our competition is blogging and doing paid advertising.
e Our competition outranks with domain authority + many search results we'd like to own.

12



This is what that SWOT analysis example looks like in the PowerPoint deck available in that marketing
strategy kit:

Strengths

* Audience of 200,000+ professional marketers.

* We use the tools designed to do the job (no hacks
or cobbling things together that “just work”).

* CoSchedule’s standards of performance help us

publish better content than any competitor

Now, there are likely many more thoughts to list under all of these areas. However, | recommend
drilling into only a few factors to capitalize on (strengths + opportunities) and mitigate (weaknesses +
threats).

This way, you don't stretch your resources so thin that it's nearly impossible to dramatically influence
what could really help you make the marketing goal a reality.

Doing fewer things well often produces better results.
Now you have a clear understanding what the factors that will make or break your success:

e Capitalize on your strengths + opportunities
¢ Mitigate your weaknesses + threats

Congrats! You've found your unique differentiators and understand how you'll compete with your
marketing.

Continue to Chapter 3 to find your ideal audience and create a marketing persona to capitalize on the
opportunity.

13



CHAPTER 3

How To Find Your Target Audience With A
Marketing Persona

What Is A Target Audience?

Your target audience is the ideal customer you want to attract to your
product or service through your marketing efforts.

The practice of understanding your target audience, the words they use, the benefits they enjoy, and
why they hire your product or service will help you create content that connects.

This knowledge becomes actionable for your marketing team when you document it in the form of a
marketing persona.

What Is A Marketing Persona?

Your marketing persona is a document that details your target audi-
ence’s who, what, when, where, and why, in addition to understanding
general demographics information such as gender, job title, job function,
business size, team size, needs, pain points, and challenges.

Define Your Target Audience

The goal here is to attract more customers who have similar goals, aspirations, pain points, and chal-
lenges as your best customers.

14



Begin by asking yourself:

e Who are our existing best customers?

e What qualities do these customers share?

e What caused these customers search for a solution like our product or service?
e Why did they hire our product or service?

 What do these customers gain by choosing us (instead of the competition)?

From here, craft your target audience statement:

{Insert your company} creates content to attract {insert target audience} so they
can {insert desired outcome} better.

For example, this is what the target audience statement may look like for CoSchedule:

CoSchedule creates content to attract professional marketing managers so they
can get organized better than ever.

This framework will help your marketing team craft effective content in the meantime. So use this
process to help you start.

But you can also dive further into audience research to document your target audience in the form of
a marketing persona much more robustly.

Launch A Customer Survey

The best way to reach an audience like your existing best customers is to understand why your current
customers hire your product.

Use a tool like SurveyMonkey or Polldaddy to ask your customers questions like:

e« Whatis the primary reason you use {insert your product or service}?

e Why did you choose {insert your product or service} over other solutions?

*  Whatis the most significant difference {insert your product or service} is making for you today?

o If you didn't use {insert your product or service}, what would you most likely use instead? / What
would you likely use as an alternative if {insert your product or service} were no longer available?

« How would you (briefly) describe {insert your product or service} to someone else?

* What is the single greatest benefit {insert your product or service} provides? / What is the primary
benefit you have received from {insert your product or service}?

15



e What prompted you to look for a solution like {insert your product or service}?

e How many people work at your business?
e How many people work on your team?
e What blogs or publications do you enjoy?

Dashboard Emall Groups Whitelist Help

State of Marketing Strategy Su...

8 Resulis 1 Paricipants T Analysis @ Locations.

Survey Results

COMPLETION RATE

81%

Question
01 What best describes you? (Mondotory)
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T Emterprise

Dissect the results for trends and commonalities in word choice, pain points, challenges, benefits, and

* ProAccount

# Edit Surney # Collect Responses all View Results
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emotions, and include them in your marketing persona template.
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The easiest way to distribute that survey link is via email. Here's an email template you can copy +
paste into your email service provider to easily send to your customer list:

Subject line: Quick favor?

Hi {insert customer name}

Thank you for joining us at {insert your company name}. Most of our customers tell
us that with {insert your product or service}, they {insert primary benefit}. | hope you
have the same success!

Right now, | want you to do one thing:

Take this quick survey to help me understand why you signed up for {insert your
product or service}. It's 2 minutes. No joke.

I'm asking because knowing what made you sign up is really helpful for us in making
sure that we're delivering on what our customers want.

Thanks!
{Insert your name}

P.S. You just found the best {insert your unique product or service category} around. |
hope you enjoy it and decide to stick around!

Write Your Marketing Persona

Open your marketing strategy template spreadsheet and click on the Marketing Persona tab.

Fillin the Target Audience Statement in cell B5. As a reminder, that statement looks something like this:

{Insert your company} creates content to attract {insert target audience} so they
can {insert desired outcome} better.

Use Google Analytics to understand your existing audience’s demographics such as age and gender.

17



Cruise to the Audience and Demographics area and select Gender to see who you primarily attract.
Fillin cell B11.
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Then click Age in the Demographics area. Fill in cell B12.
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From here, | like to do some simple math to find the Persona name.

For example, let's say CoSchedule’s primary visitor is a 29-year-old female. The current year minus
her age would suggest she's born in 1989. You can use a website like BabyNames.it to find the most
common girl name of that year, which happens to be Jessica for our example.
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Enter in your persona name in cell B8.

Fill in the Job title and Job responsibilities fields based on your understanding of the ideal customer

in cells B9 and B10, respectively.

Use the data you gathered from your customer survey to enter the Company size and Team size (ap-

plicable if you're a business-to-business marketer).

Use Google Analytics once again to find the location where the majority of your audience is from. In
Audience, select Geo and Location to drill into the geography.
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Then use the information from your customer survey to flesh out the rest of the marketing persona in

the Emotion area, cells B20-25:

e Reason they search for a solution

¢ Why they choose your product or service

o #1 benefit they gain from your product or service
e Closest competitors they'd consider

e A customer quote (written using common words)
* Favorite blogs + publications they enjoy
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Once you have a rough draft of your marketing persona prepared in the marketing strategy template
spreadsheet, you may opt to transfer these thoughts into the designed marketing persona PowerPoint
deck also available in the marketing strategy template kit you've already downloaded.

ANN This gives you a nice visual way to introduce your team to your marketing persona.

Congrats! You just defined your target audience and wrote a marketing persona to help you attract
more folks to your brand that are like your existing best customers!

Continue to Chapter 4 to define your brand positioning and brand voice.
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CHAPTER 4

How to Select Effective Marketing Channels

Marketers can reach consumers in more ways than ever. With so many different options, it's easy to
get overwhelmed. You want to make sure you spend your time and money on the most impactful
channels and tactics. But, without knowledge of what will work best, it's easy to let fear stop you from
starting.

Here's some good news, though: selecting marketing channels doesn’t have to be rocket science.

You might hear a lot of chatter about emerging technologies like Al and chatbots. But, unless you're
a very advanced marketer or at a large company, those types of tactics are likely out of your reach.
That's okay, though, because you don't need the flashiest new thing to succeed.

What's important isn't focusing on every new channel. It's focusing on the right channels to maxi-
mize the growth of your business. And in this section, you'll discover where you should be directing
your effort and attention to make the most impact.

What Constitutes A Marketing Channel?

A marketing channel can mean any method or platform used for marketing activities. This could
include:

o Digital marketing channels: Websites, social media, email, apps, etc.
¢ Print marketing channels: Ads, magazines, brochures, etc.

WHAT CONSTITUES A

Marketing Channel

DIGITAL PRINT

Websites, social media, Ads, magazines,
email, apps, etc. brochures, etc.

@ CoSchedule
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Examples Of Marketing Channels

First, take a look at this comprehensive list of potential platforms and means of consumer
communication:

Affiliate marketing.
Amazon storefront.
Apps.
Blogs.
Websites.
Email.
Social media networks.
Events.
TV Commercials.
. Online video.
. Microsites.
. Mobile ads.
. Social media ads.
. Press releases.
. QR codes.
. Chatbots.
Webinars.
. Print ads.
. In-store signage.
. Direct sales.
. Radio ads.
. Point of sale displays.
. Print catalogs.
Contests.
. SMS marketing.
. Near-Field Communications (NFC).
PR events.
. Conference booths.
SEQ.
. PPC.
. Mobile advertising.
. RFID tags.
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That's a long list, and it barely scratches the surface. Some of these could even be broken down more
granularly (for example, there are lots of different social media networks, and each could be consid-
ered its own channel).



Which Ones Should You Focus On?

If that's enough to make your head spin, you're not alone. But, it illustrates how many mediums, for-
mats, and channels exist, all competing for attention. Fortunately, you don’t need to pay attention to
every channel possible. In fact, trying to do so will almost certainly result in failure. It's better to master
a few, than to spread yourself too thin.

These recommendations should not be considered firm requirements for marketing success.
However, these channels are generally regarded as the most effective, for the most companies.

THE MOST EFFECTIVE

Marketing Channels

%

WEBSITE/BLOG SEARCH ENGINE EMAIL
OPTIMIZATION MARKETING

> N

ORGANIC SOCIAL VIDEO/YOUTUBE
MEDIA MARKETING

& CoSchedule

Website / Blog

A website is table stakes for any business. In a CoSchedule survey, 48% of marketers said blog posts
were their primary content format. This ties into the next item on this list.
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Search Engine Optimization

Where does most website traffic come from? According to SEO software provider Brightedge, a
whopping 51%. Plus, 82% of marketers view their SEO efforts as being effective. This squares with
CoSchedule research that found traffic is a top KPI for marketers (the second most common priority,
behind lead generation).

Email Marketing

The marketing landscape changes frequently, and email is no exception. What has held steady, how-
ever, is the reliability and effectiveness of email marketing. According to Campaign Monitor, email.
drives $38 in revenue for every dollar spent. Other sources report similar findings (typically between
3,800 and 4,400% ROI). That is impossible to ignore.

Organic Social Media Marketing

Staying on top of social media trends is tough. Plus, with organic reach declining on platforms like
Facebook, it can be challenging to succeed. However, social media still offers tons of brand value for
smart companies to capitalize on.

However, it's important to approach social media with a smart strategy, in addition to a disciplined

approach to channel selection. Choosing a small number of networks to master often produces better

results than maintaining a presence on every platform.

Video / YouTube

Did you know YouTube is considered the world's second largest search engine? When you think about
it, it's easy to see why. It's often easier to watch a video to learn how to perform a task, than to read an
extensive piece of content on the same topic.

Consider this: LEGO is YouTube's most popular brand. It makes sense, though, because people want
to know how to do fun things with those classic colored plastic blocks. In fact, according to Google,
how-to searches on the platform have been increasing by 70%.

So, if your company can benefit from creating clear how-to content, YouTube is a channel that should
be considered.
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PPC

Organic traffic is great for building an audience. However, paid advertising works well (perhaps better,
in some cases) for driving direct conversions. That's because consumers clicking ads are often ready
to make a purchase. According to CleverClicks, PPC converts 50% more traffic than organic search. A
complete search marketing strategy should include both organic and paid tactics.

Multichannel Vs. Omnichannel:
What Do Either Of These Terms Mean?

Spend time in the marketing blogosphere and you may encounter the words “multichannel” and “om-
nichannel.” You might also scratch your head and wonder what either one of these terms mean. Here
are quick definitions:

e Multi-channel Marketing: Using more than one channel to reach customers.
¢ Omnichannel Marketing: Refers to marketing that provides a consistent customer experience
across multiple channels.

WHAT DO THEY MEAN?

Multichannel vs Omnichannel

MULTICHANNEL OMNICHANNEL

Using more than one Refers to marketing that provides
channel to reach customers. a consistent customer experience
across multiple channels.

@ CoSchedule

Is it important to understand these terms? To be blunt, not necessarily. If your brand standards are en-
forced across all your chosen channels, and you're using the right mediums to reach your customers,
that is what matters most.
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Determining The Channels You'll Utilize

None of this needs to be set in stone. You can always add or subtract channels from your strategy in
the future. For now, determine the following:

e Which channels you're currently using.
e Which channels you'll add to your strategy.
e Which channels you'll consider putting on pause.

How To Evaluate The Effectiveness Of A Given Channel

In a word: measurement. This will be covered in a later chapter in this guide, but it's worth briefly
touching on this point. If a channel is not producing a measurable benefit, it's time to recalibrate and
reconsider whether it deserves a place in your strategy.

That's A Wrap

There's everything you need to know about marketing channels.
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CHAPTER 5

How to Select the Best Marketing Metrics and KPlIs to
Monitor Your Progress

Marketing strategies start with clear goals. Before you can set goals, though, you need to know what
to measure. That's where marketing metrics enter the picture.

Goal setting and metric selection go hand in hand. If goals are your destination, then metrics are like
guideposts. They help indicate whether you're on the right track, and are progressing toward your
goals. Conversely, they can also illustrate where things are going awry, so you can get back on track.

However, there are tons of different metrics you could potentially track. It's important to know which
ones to pay attention to most, and understand what they mean for your marketing.

What Are Marketing Metrics?

A marketing metric is a quantifiable variable that can be measured to
track performance.

Why Are Metrics Important For Marketers?

They aren't just important for you. They're immensely important for your entire business. Without
them, it's impossible to know exactly what impact marketing has on the organization.

The marketing teams at CoSchedule make their metrics available company-wide for anyone curious
to see their performance.

Examples Of Marketing Metrics

There are tons of different metrics a marketer could track. To make sorting through this list easier, it
has been broken down into categories. There's no need to feel like you need to report on, or neces-
sarily understand, all of these right now. Consider this a useful bookmarkable reference resource.
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GENERAL MARKETING METRICS

Brand Awareness:
Measures the level of familiarity your target
audience has around your brand or product.

Customer Lifetime Value:
How much revenue a business will generate per
customer over that customer’s lifetime.

Customer Acquisition Cost:
The expense of activities required to earn
one customer.

Return on Investment:
How much revenue is generated per dollar
spent on marketing.

Incremental Sales:
Tracks sales growth over time.

Conversion Rate:

The percentage of visits that result in a desired
action (like completing a form or making a
purchase).

WEBSITE AND BLOGGING METRICS

Referral Traffic:
Traffic referred to your site through another
source (search engine, email, social media, etc).

Organic Traffic:
Unpaid traffic driven through search engines.

Total Visits:
The aggregate number of hits over a given
time period.

Customer Attrition/Churn:
The rate of customer loss over time.

Leads Generated:
The raw number of sales leads brought in
by marketing.

Customer Share (By Category):

The percentage of customers in a given area or
industry that are your customers vs. your
competition.

Market Share:
The percentage of customers in a market that
buy from you vs. your competition.

Lead Score:
A metric for determining how likely a potential
customer will purchase.

Net Promoter Score
A tool used to measure customer loyalty and
sentiment toward a brand.

Time on Page:
The average amount of time visitors spend on a
webpage before leaving.

Bounce Rate:
Tracks visitors who only view one page on your
site before exiting.

Downloads:

The number of times downloadable assets
and freebies are downloaded (like ebooks,
templates, and other gated content).
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First Visit:
The moment a new potential customer lands on
your website for the first time.

Total Visits:
The aggregate number of hits over a given
time period.

Customer Attrition/Churn:
The rate of customer loss over time.

First Visit:
The moment a new potential customer lands on
your website for the first time.

Returning Visits:
All hits from visitors who have been to your
site before.

Traffic Sources:
Places that refer traffic to your website or blog.

Click-Through Rate:
The percent of search engine queries that result
in a click to your site.

SEO METRICS

Keyword Rankings:
How high a page ranks in search engines for a
given keyword.

Search Traffic:
The amount of referral traffic sent to a site
through a search engine.

SERP Visibility
Total Backlinks:

The number of links pointing at a web page
from other sites.

Pageviews Per Session:
The number of pages an average visitor views
on your site before leaving.

Unique Visitors:
The number of individual users that arrive
on your site.

Sessions By Device Type:

How many visits a site receives, broken down
by the type of device people used to access it
(ex: Mac, Windows PC, iPhone, etc.).

Pageviews:
The total number of pages that have been
viewed on a site.

Top Pages:
The pages that are driving the best performance,
either by traffic, or conversion rate.

Domain Authority:
Measures how authoritative search engines view
an entire website.

Page Authority:
Measures how authoritative search engines view
a single webpage.

Page Load Speed:
How fast a website loads (which may impact
search engine rankings).

Organic Click Through Rate:
How often searchers click a given page when it
appears in search engine results.
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SOCIAL MEDIA MARKETING METRICS

Likes:

The number of clicks on post Like buttons.
Comments: The number of comments on
your posts.

Shares:

The number of times a post has been shared.
Also called retweets on Twitter or Repins

on Pinterest.

Engagement Rate:
Measures the level of interaction happening
between a social media profile and its audience.

Follower Growth Rate:
How quickly a profile is gaining new followers.

New Followers:
The number of new fans or followers earned
over a given period of time.

EMAIL MARKETING METRICS

Newsletter Signups:
The number of people who have opted in to
your mailing list.

Email Traffic:
Website or blog traffic referred through
email marketing.

Email Subscribers:
The number of people who subscribe to your
mailing list.

Email Engagement:
Measures engagement factors such as clicks
and opens.

Social Media Traffic:
Website or blog traffic driven by social
media platforms.

Social Media Conversions:
Website or blog conversions from social media
referral traffic.

Page Demographics:

A breakdown of demographic data based on a
profile’s followers, based on age, sex, location,
occupation, etc.

Sentiment:
Measures how social media audiences feel
about your brand.

Email Opens:
The number of people who opened your email
in their inbox.

Email Clicks
The number of people who clicked a link in
an email.

Email Bounce Rate:
The number of emails that could not be
delivered.

Email Forwards:
How many times an email was forwarded to
another user.
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PPC METRICS

Cost Per Click (CPC):
The cost of getting one click on an ad.

Click-Through Rate (CTR):
Measures how many people click an ad, based
on how many times it appears.

Quality Score:

Used to determine an ad’s relevancy based on
keywords, search intent, and the quality of the
destination page.

Impression Share:

The number of impressions ads receive, mea-
sured against the total number of impressions
they were eligible to receive.

Total Conversion Value:

The total monetary value of all conversions over

a period of time.

Return on Ad Spend (ROAS):
The amount of revenue generated measured
against the amount spent.

Call Tracking:
The number of calls placed after click an ad.

Understanding Key Performance Indicators (KPIs)

It's important to prioritize metrics by what's most important. If each one is considered a priority, then

in truth, none of them are a priority at all.

What is a Marketing KPI?

Key performance indicators are metrics that directly indicate progress

toward a particular goal.

In other words, they are the most important values for understanding marketing's influence on
business success. While you may track multiple metrics, you should have a small number of highly

focused KPlIs.
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How to Choose Your KPIs

Your business is unique, so your KPIs should be, too. While it's easy to look at what other companies
consider important in your industry, it's best to measure what makes the most sense for your situation.

Plus, your KPIs may change over time. When you're starting out, you may have KPIs focused on build-
ing an audience first, before trying to monetize a product.

That's the CoSchedule story. The first KPl the company set when it started doing content marketing
was building an audience. It was then determined the most effective way to do this would be to start a
blog (based on observing the success of other similar companies).

So, the most important metric was getting pageviews. The more people who learned about CoSched-
ule, and found the company to be an authoritative vendor, the better.

Go back to your goals, and ask these questions:
« Whatis the most important metric we can monitor right now?

e What are the most important metrics we can monitor at each stage of the funnel?
¢ How might our KPIs change in the future as our business matures

How To Choose Your KPlIs

ASK THESE QUESTIONS:
What is the most important metric we can
monitor right now?

What are the most important metrics we can
monitor at each stage of the funnel?

How might our KPIs change in the future as
our business matures?

& CoSchedule
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Examples of KPIs for Beginning Marketers or New Companies

e Pageviews.

e Social media followers.

o Email list subscribers.

e Increased brand awareness.

Examples of KPIs for Advanced Marketers on Mature Teams

e Leads generated.
¢ Conversions.
¢ Revenue.

Of course, these are just suggestions. Ultimately, no one knows your business or specific situation
better than you and your company. So, choose the KPIs that matter most to you right now.

You're A Master Of Metrics

This chapter is packed with lots of information. Hopefully, you've been able to simplify which metrics
matter most (and certainly don’t spend much time worrying about the rest). Now, it's time to move
onto the next section.
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CHAPTER 6

How To Determine Your Marketing Tactics

What Are Marketing Tactics?

Marketing tactics are the strategic actions that direct the promotion of a
product or service to influence specific marketing goals.

Essentially, these are the high-level ideas. The content you create falls into your tactics.
Content types are not tactics. Nor are content types specific to a single marketing tactic.

For example, a marketing tactic is a case study. The content you create to execute that marketing tac-
tic may include blog posts, white papers, and videos.

Use the following list to plan the strategic actions you'll use to direct your content creation efforts.

35 Marketing Tactics List

The purpose of this list is to help you choose the options you'll execute to make your goal a reality.

Which of these are most likely to help you influence that goal? Which of these can you realistically
execute?

Read this chapter, and at the same time, use the Marketing Tactics List tab in your marketing strategy
template spreadsheet to document your chosen tactics.
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Buying brand or content placementin a
publication, website, search engine, social
network, etc.

PAY PER CLICK (PPC)

A paid marketing tactic that displays digital
advertising in media where you pay only when
someone clicks on your content.

Common content types:
Magazine ad

Billooard

Facebook ad

Common content types:
Google AdWords ad

Bing ad

Retargeting display ad

Expedia - Cheap Flight Tickets - Book Your Flight to Denver

www.expedia.com/Flights/Denver
4.2 %% % %+ rating for expedia.com

We Offer the Best Deals On Flights Worldwide. Book Flight + Hotel & Save More.

2016 People's Voice App — Webby Awards

ADVERTORIAL/ NATIVE ADVERTISING

Typically a type of paid marketing tactic in which
you buy placement of content that looks like the
typical kind of piece that appears in a publica-
tion or other medium.

SPONSORSHIP

Also typically a type of paid marketing tactic in
which you provide money in exchange for your
brand representation in an event, etc.

Common content types:
Magazine ad

Sponsored blog post
Sponsored conference speech

Common content types:
Event

Podcast

Webinar
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ENDORSEMENT + INFLUENCER

When someone of fame publically provides
positive review of your brand, product,
or service.

TESTIMONIAL

A form of endorsement in which a customer
provides positive review of your brand, product,
or service, but need not have fame.

CASE STUDY

A positive customer story which typically de-
tails the problem they were facing, how your
product or service solved the problem, and the
results your solution produced for the customer.

Common content types:
Ad

Email

Web page

@ selenagomez & Following

selenagomez It's been 5o much fun
working with @Coach and @StuartVevers
on designing my very own bag: the Selena
Grace. Come see it and meet me at Coach
House New York on Sept. 13!
#CoachxSelena #CoachiNY

Load more comments
saddam_maaz Ism
saddam_maaz Osm
marvinmarv21 Lb

@ Q

3,526,209 likes
AUGUST &

Add a comment...

Common content types:
Home page

Signup page

Social media message

Common content types:
White paper

Web page

Video
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Common content types:
ADVOCACY Social media message

Blog post

An earned marketing tactic in which a customer Meetup

or fan shares positive sentiment for your brand,

product, or service with others in your target

audience.
Common content types:
Blog post

A cross between earned and paid in which you Website badge

incentivize your customers or fans to share
positive sentiment for your brand, product, or
service with others in your target audience.

o3& Megan
Just now - BarkBox :

Want a free Barkbox?! Use my referaral link to get your first Barkbox
free.

i

e
1y
Y SN

¢ L-.'F' e

BarkBox

Want a FREE BarkBox? My dog gets an amazing box of treats, toys, and goodies
each month and yours should too! Use my link to get your first month FREE on
any multi-month plan.

BARKBOX.COM

05 Like () comment > Share

& Write a comment... ®) ©
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AFFILIATE

A cross between earned and paid similar to
endorsement in which you incentivize an
influencer to share positive sentiment for your
brand, product, or service with your target
audience.

CROWDSOURCE

A method of gathering ideas from your
customers + target audience to create new
content that attracts more prospects like
your best fans.

ENGAGEMENT

The strategic connection to customers + target
audience through content types that foster and
build relationships.

EVENT

A planned occasion in which you either
physically or digitally meet your customers or
target audience at a specific time.

LIVE STREAMING

An event marketing tactic in which you record
and share your meeting in real-time as
it unfolds.

Common content types:

Blog post
Webinar
Email

Common content types:

Blog post
Podcast
Webinar

Common content types:

Social media message
Blog post comment
Survey

Common content types:

Conference
Webinar
Meetup

Common content types:

Conference
Facebook Live
Podcast
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Common content types:
PERSONALIZATION Email subject line

Website
Including the actual name of the person you're Popup
communicating with in the content you're
sharing.
- a o [ ] - ® - Moro

Megan, try a new way to collect customer info  inbex

Facebook Business

10:09 AM (3 hours ago)
to megan =

facebook business

Try Facebook Lead Ads

Collect contact info and get more customers

Hi Megan,

If you're looking for new customers, Facebook lead ads can help.

Common content types:
MARKETING AUTOMATION Email

Popup
Strategically (and automatically) sending content Ad
to customers + target audience based on their
activity and interests.

u ]}

2]
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CO-BRANDING + PARTNERSHIP

When your brand collaborates with another
business to create content that attracts a
mutually beneficial target audience.

CONTENT CURATION

When you gather content from sources you
don’t own (and mainly content you haven't
created) to share with your customers +
target audience.

CONTENT SYNDICATION

When you publish content first on your owned
channel, then provide rights for other
publications to republish your content.

EARNED

When another brand, influencer, publication,
etc. mentions or covers your brand, product, or
service in content they create and publish.

GAMIFICATION

Applying game playing techniques into content
to engage your customers + target audience.

Common content types:

Webinar
Podcast
Ad

Common content types:

Content hub
Social media message
Blog post

Common content types:

Article
Video
E-book

Common content types:

Article
Social media message
Podcast

Common content types:

App
Quiz
Ad
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Common content types:
TOOL Analyzer/optimizer
Calculator

Interactive content that helps your customers or Tester
target audience solve a problem.

———
c;"’ CoSchedule  Howitworks ~  Featwres ~  Pricing sgnin (* Request Demo ) Sign Up Free Now
e

@

THE #1 HEADLINE ANALYZER

Write Headlines That Drive Traffic, Shares, And Search Results

Entar your taxt to bagin haadlin

Tyl el P e, Anatyze How

Cr consolidate your enting marketing strategy AND write killer headlines with CoSchedule »

Common content types:
Survey
Report

RESEARCH

Can be curated or original, presenting findings Blog post
or answers to specific questions your customers
or target audience often ask.

Common content types:
Webinar into video
When you take existing content and turn it into Social media messages into blog post

a new piece to maximize the work you've done
with minimal effort.
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REPUBLISH

When you publish the same piece of contentin
the same medium, often after optimizing it to
increase its results.

SEARCH ENGINE OPTIMIZATION (SEO)

Developing content and enhancing your web
properties to help those searching for specific
information to naturally find your content.

CONTEST

An engagement marketing tactic in which you
give your customers or target audience the
chance to win something in exchange for their
participation.

MEDIA OUTREACH

An earned marketing tactic in which you
strategically provide information to a media
outlet to encourage someone to create content
that positively covers of your brand, product,

or service.

GUESTING

When you provide content, information, or
appearances to other sources to reach your
target audience.

Common content types:

Social media message
Blog post
Course

Common content types:

Web page
Blog post
Guide

Common content types:

Poll
Social media message
Landing page

Common content types:

News release
Pitch packet/kit
Email

Common content types:

Blog post
Webinar
Podcast
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CONVERSION RATE OPTIMIZATION (CRO)

Strategic enhancements to increase the number
of people who take a desired action.

BLOGGING

A content hub that distributes primarily written
content but also often includes audio + visual
+ video.

SOCIAL MEDIA

Online communities where users share
information often via micro-messaging, images,
and links.

EMAIL

An electronic letter you send to your customers’
or target audience’s inboxes with the intent of
influencing a specific action.

MARKETING A.I.

Behavior-driven recommendation and
recognition technology that delivers specific
content to individuals.

GUERRILLA

Unconventional actions + content that aim to
attract the most attention possible.

Common content types:
Ad

Landing page

Home page

Common content types:
Blog post

Infographic

Video

Common content types:
Forum

Wiki

Q&A

Common content types:
Newsletter

Blog post email
Behavior-driven email

Common content types:
Product recommendation
Content recommendation
Display ad

Common content types:

Dirty sidewalks cleaned to show only your logo

Public bus wrap
Beer coaster postcard



Choose the marketing tactics that are most likely to influence your goal. Open the Marketing Tactics
tab in your marketing strategy template spreadsheet, and fill in column A.

You may also opt to add your tactics into the PowerPoint deck also available in the marketing strategy
template kit.

Congrats! You've chosen your marketing tactics.

Continue to Chapter 7 to create a marketing budget plan. Sounds super fun, | know. ;)
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CHAPTER 7

How To Create A Marketing Budget Plan

What Is Your Marketing Budget?

Your marketing budget is the planned amount of money you’ll spend to
make your marketing goal a reality.

4 Ways To Calculate Your Marketing Budget

1. Percent Of Revenue

This method of calculating your marketing budget is anecdotal at best. If you opt for this route, you
essentially pick a percentage of revenue to spend on marketing, then choose your marketing projects
and tools based on what fits within the budget.

Nevertheless, if you'd like to try this method, here are some recommendations:

* New businesses 1-5 years old should allocate 12-20% of revenue toward marketing.

e Businesses that are older than 5 years should allocate 6-12% of revenue.

e B2B businesses should allocate 7-8% of revenue.

o B2C businesses should allocate 9% of revenue.

Basically, the marketing budget formula for percent of revenue looks like this:
Budget = total revenue x % allocated toward marketing

The problem is that this method doesn't take into account your marketing strategy—goals, tactics,
projects, etc.—whatsoever.
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2. Top-Down

Your boss tells you how much money you have to spend. Also... not a very data-driven method based
on the goals you'd like to influence and the projects you're planning to take on to make those goals a
reality.

3. Competition-Matching

This method is keeping up with the Joneses, and does not foster a blue ocean marketing strategy.
With this method, your budget is determined based on the tactics your competition is executing.

For example, your competitor launches a blog. Therefore, you create a plan based on how much it will
cost you to launch a blog.

This method goes against much of the work you've already completed throughout this marketing
strategy guide.

4. Goal-Driven

This method requires you to set goals first, then plan your budget to make the goals a reality.
Hmmm.... probably sounds familiar. ;)

This is the best method for setting a realistic amount that will help you reach your goals.

The goals-driven formula looks something like this:

Monthly marketing budget = (marketing goal acquisition cost x marketing mar-
keting goal #) + marketing operational costs

How To Set Your Goal-Driven Marketing Budget

Determine Marketing Goal Acquisition Cost

How much money do you spend to get one goal conversion?

Here are a couple ways to calculate your goal acquisition cost (choose one method):



Average Piece Method:
For example, you may opt for understanding how much it costs you to create an average piece of
content and divide it by the results it produces.

Marketing goal acquisition cost = cost to create an average piece of content / # of
goal conversions

For example, let's assume the CoSchedule marketing team spends the following to create an average
piece of content:

e 4 hours writing content at $25 per hour

e 1 hour designing content at $25 per hour

e 1 hour promoting content on social media at $25 per hour

e 30 minutes promoting content via email at $25 per hour

e 30 minutes writing ads promoting the content at $25 per hour
o $100 on paid ads to promote the piece

We use the Google Analytics Custom Report you set up in Chapter 2 of this marketing strategy guide
to determine that average piece of content influenced 20 goal conversions.

Following the marketing goal acquisition cost formula, CoSchedule’s example goal acquisition cost is
$13.75:

(4 x $25) + (1 x $25) + (1 x $25) + (.5 x $25) + (.5 x $25) + $100) / 20 = $13.75

In other words, it costs CoSchedule $13.75 for one goal conversion in this example.

You can obviously average out the cost of several pieces divided by their goal conversions to calculate
an even more precise goal acquisition cost.

Over Time Method:
If the average piece method feels a bit daunting, this is the simpler goal conversion cost calculation
method:

Marketing goal acquisition cost = cost of marketing / # of goal conversions

Yeah, that looks like the exact same thing as the average piece method, so let's take a look at another
example of how this method actually differs.
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Last month, let's assume CoSchedule spent the following on marketing:

o $4,400 on salary
o $4.400 on salary
o $4.400 on salary
o $4,400 on salary
o 510,000 on paid ads

In the same month, CoSchedule gained 1,400 goal conversions.

In this example, CoSchedule’s goal acquisition cost is $11.60.

$4,400 + $4,400 + $4,400 + $4,400 + $10,000 / 2,000 = $11.60

You can expand your time frame beyond a month, too, to get an even more precise goal acquisition
cost calculation.

Find Your Monthly Marketing Operational Costs

This is the amount of money you spend to “keep the marketing lights on” each month. Add together
all of your costs for:

e Marketing tools

e Hosting services

e Domain names

e SSL security certificates

e Team education (course, books, etc.)

e Memberships for professional organizations
¢ Paid WordPress themes

e Ad expenses

e Salaries

e Etc.

For example, let's say CoSchedule has the following monthly marketing operational costs:

$6 for SSL certificate from Network Solutions
e 510 for Name.com domain name

o $15 for Bluehost website hosting

o $60 for CoSchedule marketing calendar

$99 for Mention social listening

o $399 for AHREFs keyword + SEO

S50 for employee learning allowance X 4
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o S35 for American Marketing Association membership X 4
o $4400o0nsalary x 3
« $10,000 on paid ads

In this example, CoSchedule’'s monthly marketing operational costs are $28,529.

$6 + $10 + $15 + S60 + $99 + $399 + (S50 x 4) + (S35 x 4) + ($4,400 x 4) +
$10,000 = $28,529

We can realistically expect to spend $28,529 every month just to keep CoSchedule’s marketing
operational.

Calculate Your Monthly Goal-Driven Marketing Budge

You set and amortized monthly marketing goals in Chapter 1 of this marketing strategy guide.

The Marketing Budget tab in your marketing strategy template automatically pulls the monthly goals
from your Goal Tracking tab you set in Chapter 1.

Simply enter your Marketing Goal Acquisition Cost in cell C6 and your Marketing Operations Costs
figure in C7 in the Marketing Budget tab.

A e € 2 - ; o e | o ] ) & ¥ 10—
] Marketing Budgst
x
|
4 nuary February  March Aepril May e by Augat deptermber  October Moverrter  December Anrraal Budgrt
% Rsmsmption Final Gioal W 750 i) 1300 1518 1550 1 200 foaL) apo s a0
G Waarketing Godl Acqutisien Coat SIRTE(  Marthly Budget ST LI RIS =T 1] B THE [Ee TR FHE [T T FrsEE |
' Waripting Operational Conty IO
LN “Stretch Goal 2] s 2000 1311 i s e s 40 5084 SR 000
] My Busipel. 7380 11 2314 [MIITRE0 (SIS TE |MQISATH [SBLTPROC |MMLTIIAA PPRAR0 T |SMATAD0 TRRTERO I |FHOTIIE [FINTIRSS ] I

From here, the spreadsheet will automatically calculate your goal-driven monthly budgets for the
entire year with this formula:

Monthly marketing budget = (marketing goal acquisition cost x marketing mar-
keting goal #) + marketing operational costs
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A Goal-Driven Marketing Budget Example

Let's finish CoSchedule’'s marketing budget example you've learned throughout this chapter so far.

Goal Acquisition Cost:
The amount of money CoSchedule spends to get one goal conversion.

((4 hours x $25 per hour) + (1 hour x $25 per hour) + (1 hour x $25 per hour) + (.5
hours x $25 per hour) + (.5 hours x $25 per hour) + $100 for paid ads) / 20 goal
conversions = $13.75 marketing goal acquisition cost

Marketing Operational Costs:
The amount of money CoSchedule spends each month to generate goal conversions.

$6 for SSL certificate + $10 for domain name + $15 for hosting + $60 for Co-
Schedule + $99 for Mention + $399 for AHREFs + ($50 learning allowance x 4
employees) + ($35 association membership x 4 employees) + (54,400 salary x 4
employees) + $10,000 for paid ads = $28,529 marketing operational costs

Marketing Goal:
The number of goal conversions CoSchedule wants every month.

(6,000 final goal - 600 start goal) x (1 month number / 12 months to complete
goal) » 2 assumption + 600 start goal = 638 goal conversion goal for January

Goal-Driven Marketing Budget:
The amount of money CoSchedule needs to spend per month to reach our marketing goals.

($13.75 marketing goal acquisition cost x 638 goal conversion goal for January) +
$28,529 marketing operational costs = $37,294.63 marketing budget for January

ANN This example calculated the marketing budget for January. Since the example carries out for an
entire year, we'd simply run the same formula for each month within our time-bound goal. In this
case, it would be 12 times (January, February, March, April, May, June, July, August, September, Octo-
ber, November, and December).
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The Marketing Budget tab in your free marketing strategy template spreadsheet automatically calcu-
lates this for you for each month and the year.

So now you can follow the same formula to calculate your marketing budget for every month. If you

have 12 months to reach your goal, you can simply add together all of those months to know your
annual marketing budget.

Congrats! You've set your marketing budget! Now that you know your monthly budgets, it's time to
break down your highest priority projects into realistic timelines your team will execute.
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CHAPTER 8

How To Create A Brand Positioning Strategy That
Will Appeal To The Right People

You've probably heard that a brand is more than a logo. More than a product. More than a service.

And each is true.

It's an umbrella that spans from social media branding to user personas to voice and tone to every-
thing in between.

And in some ways, it's even more.

Because it's all of these things packaged up and presented—then unpacked and cracked open so the
world can see the gooey insides.

In simplest terms, a brand has three components:
Feeling: gut-level reaction.

Promise: the vow a brand makes to its audience.
Relationship: the quality of ongoing interactions between a brand and its audience.

THE THREE

Components Of A Brand

FEELING PROMISE RELATIONSHIP

The gut-feeling The vow a brand The quality of
your audience has makes to its ongoing interactions
when your brand audience. between a brand and

comes up. its audience.

& CoSchedule
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In order to build a great brand, you need to bring them all together in a simple and energizing way to
craft a brand strategy that appeals to the right people.

A brand strategy is a master plan for connecting your unique value with the right audience every time
you cross paths.

This one’s called the story-source brand strategy.
It's the perfect place to start or pivot that will:

1. Connect your brand to the right people. By defining your audience persona and outlining their
challenges, you'll learn exactly how to craft messaging that resonates with them.

2. Unify your brand across every channel. By knowing how you can add unique value to your audi-
ence, you can continually make a giant, compelling, and *true* brand promise. This is the secret
sauce to nurturing an enviable (and profitable) relationship with your audience.

3. Infuse your marketing with purpose and excitement. Marketing is about driving profitable cus-
tomer action. But the best way to do this isn’t by soullessly pushing products and services at
anyone with a pulse. It's about tapping into the powerful reason why you truly love helping your
audience.

Now, it's time to cut the B.S. out of brand strategy.

The Story-Source Brand Strategy

Connect your brand to the right people.

Unify your brand across every channel.

Infuse your marketing with purpose
and excitement.

@ CoSchedule
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Your Brand As A Gut-Level Reaction

In his iluminating book The Brand Gap, Marty Neumeier says: “A brand is simply a gut feeling and a
promise.”

Your brand equals the gut-feeling your audience has when your company’s name comes up. It'll be
different for everyone. But here's a quick test.

Grab three sticky notes and lay them side-by-side.
Now, write these three brand names, one per note:
e Fruit of the Loom

e Calvin Klein

e Victoria's Secret

Even though each brand sells similar products, they evoke different gut-level reactions. This is the first
secret of what a brand is and how it works.

The Sticky Note Brand Test

Grab three more sticky notes. Write your brand’s name on one and your two main competitors’ on the
others; one name per note.

Take them to someone who knows something about each brand. (And ideally, is someone outside of
your company.)

Lay the sticky notes in front of them one at a time. Then ask for the first word or feeling that pops into
their mind upon seeing the brand name.

Start with your competition; then move to yours.

Compare the words they gave you. Then ask: “Can you explain why?”
If possible, do this test a few more times and compare results.

As you do, ask yourself three questions:

1. What patterns emerge?

2. Am | happy with the honest, gut-level reactions to my brand?
3. What can we do to make them better?
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The Brand Promise

Second, a brand is the promise an organization makes to its audience.

There's a popular marketing saying that goes: “A brand is a promise made. A great brand is a promise
kept.”

Brandew — .
@BrandewNG . o

"A brand is a promise made, a great brand is
a promise kept." - Bea Perez

"a brand is a promise made,
a great brand is a promise kept.”

Brandew

www.brandew.com.ng

(It appears that Bea Perez of Coca-Cola originally turned this phrase.)

Case-in-point: Google's famous mission “to organize the world’s information and make it universally
accessible and useful.”

Is Google making good on this mission? This promise?

When it comes to news, more people trust Google than traditional media outlets. When it comes to
organizations, Google Drive sports more than one million paid users.
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That's a lot of people trusting Google to be honest with the information they present and the data they
store.

Sure, some techy folks don't trust Google with their data. But the numbers are an avalanche of trust in
the brand.

Consumers and businesses believe Google's promise. And why? Because they're making good on it.

How To Define Your Brand Positioning

Brand positioning happens whether or not you intentionally incorporate it into your marketing strat-
egy. You can proactively influence this perception by planning your brand positioning before you
publish content (therefore, before you define your brand voice).

Consider these key factors as you define your brand positioning:
1. Relevancy
2. Uniqueness

3. Credibility

The following exercises will help you write your brand positioning statement like this example tem-
plate:

{Insert target audience} trust {insert your brand} as the {insert unique product or
service category} that {insert primary benefit} because {insert your brand} is the
best way to {insert credibility statement}.

Relevancy

How can you make your brand relevant to your prospects?

You've already done much of the leg work to understand the emotional reasons why your customers
choose your product or service. In your customer survey, explore the answers to the following
questions:

e Whatis the primary reason you use {insert your product or service}?

e Why did you choose {insert your product or service} over other solutions?
« What is the most significant difference {insert your product or service} is making for you today?
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What is the single greatest benefit {insert your product or service} provides? / What is the primary
benefit you have received from {insert your product or service}?
What prompted you to look for a solution like {insert your product or service}?

Copy the answers from those questions and paste them into a word cloud generator.

From here, analyze the most commonly-used words that describe your product or service and its
benefits (or the emotional reasons why your customers buy from you).

For example, this is what it looks like for CoSchedule:
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Use this visualization to determine your primary benefit:

What is the #1 reason your customers hire your product or service?

In this example, CoSchedule’s primary benefit is ease + organize.

Enter in your Relevancy statement in cell B3 in the Brand Positioning + Voice tab in your marketing
strategy template.
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Uniqueness

How will your brand stand out from your competition?

In your customer survey, you asked the question:

If you didn’t use {insert your product or service}, what would you most likely use
instead? / What would you likely use as an alternative if {insert your product or
service}were no longer available?

The answers provided are the names of your top competition. At this point, review their websites for
their brand positioning.

Review for qualities like:

e Taglines

e Headlines

« Keywords

e Common verbiage

Now brainstorm how your brand positioning will be uniquely different:

« How would you define your product or service to someone outside of your industry?

e« How would you define your product or service to someone in your niche who's never heard of it
but who is familiar with industry lingo?

« How do you envision your product or service is different than your competition?

You may also opt to look into your customer survey data for answers to this question:

How would you (briefly) describe {insert your product or service} to
someone else?

Then enter that information in a word cloud generator to understand the most commonly used words.

ANN This practice will also help keep your product or service category relevant in your brand position-
ing statement.
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For example, this is what it looks like for CoSchedule:
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Use this process to determine your unique product or service category:

What words describe your product or service?

For example, CoSchedule’s unique service category is marketing management platform.

Enter your Uniqueness statement in cell B4 in the Brand Positioning + Voice tab in your marketing

strategy template.
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Credibility

Why should your target audience trust your brand? Why should they believe your brand will deliver the
benefit better than any competitor?

Again, look to the answers from these questions in your customer survey:

e What s the primary reason you use {insert your product or service}?

e Why did you choose {insert your product or service} over other solutions?

« Whatis the most significant difference {insert your product or service} is making for you today?

e What s the single greatest benefit {insert your product or service} provides? / What is the primary
benefit you have received from {insert your product or service}?

«  What prompted you to look for a solution like {insert your product or service}?

e (AN Yep, those are the same questions you reviewed for your primary benefit.)

This time around, you're looking for words that describe why your customers trust you. The frame-
work to follow is this:

e {Insert your brand} is the only {insert credibility statement}.
e {Insert your brand} is the best {insert credibility statement}.
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Use this visualization to determine your credibility statement:

What makes you the most credible brand in your unique product or
service category?
For example, CoSchedule’s credibility statement is see + one + place.

Enter your Credibility statement into cell B5 in the Brand Positioning + Voice tab in your marketing
strategy template.

Making Good On Your Brand Promise

So what is your brand’s promise? What is your reason for existing?

Write Your Brand Positioning Statement

Let's bring all three exercises together to help you write your brand positioning statement. Here's your
template again:

{Insert target audience} trust {insert your brand} as the {insert unique product or
service category} that {insert primary benefit} because {insert your brand} is the
best way to {insert credibility statement}.

For example, here are the results of the three exercises for CoSchedule:

1. Relevancy: Ease + organize.
2. Uniqueness: Marketing management platform.
3. Credibility: See + one + place.

Therefore, the CoSchedule brand positioning statement example using that template looks something
like this:

Professional marketing managers trust CoSchedule as the marketing manage-
ment platform that gets them organized easily because CoSchedule is the best
way to see every marketing project in one place.

61



Enter your brand positioning statement in cell B7 in the Brand Positioning + Voice tab in your mar-
keting strategy template.

Can you finish that statement? Even more, do you really believe that you're fulfilling this promise?
(You'll also find the corresponding section in the story-source brand strategy worksheet.)

The degree to which you fail to fulfill your promise is called the “trust gap.”

Author Scott Stratten explains this well in his book Unmarketing.

He says the trust gap is "the amount of trust you have to earn before your potential customer will con-
sider buying from you.”

This goes further, though.

Because not only do you have to earn enough trust to secure a purchase—you have to keep it along
the way.

Said Bill Kobel: “The real fallout of breaking your brand promise is loss of trust. Once you lose trust,
you have to work twice as hard to earn it back—if you can.”

How does a brand win trust?

Enter the brand-audience relationship.

The Relationship Between A Brand And Its Audience

Here's the deal. Marketing is all about driving profitable customer action. And brand strategy shares
this goal—especially when it comes to your relational health.

At this point, you might think I'm going to provide you the number of a therapist or start asking you
questions about your childhood.

But I'll leave the sappy stuff for another day...
Instead, let's talk about concrete ways go do a health check on your brand-audience relationship.

This relationship can be measured by the quality of ongoing interactions. These touch points can be
anything from your content to ads to physical environment to customer support and more.

In short, when your audience interacts with any facet of your brand, the relationship is either helped or
harmed.
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How To Measure Your Brand Sentiment Score

Leah Schothorst, a Social Media Strategist at CoSchedule, how the company measures the health of
our brand-audience relationship.

She explained three metrics brands should pay close attention to. They are audience growth, engage-
ment rates, and sentiment.

While each are important, | think the clearest indicator of relational health is sentiment.

Sentiment measures the weight of positive, neutral, and negative mentions of your brand. PR folks use
tools like Mention and Cision to peer into the sentiment pensieve.

CoSchedule uses Mention. So, here is how to run a sentiment analysis with it.

To begin, login to your Mention account and select “Dashboard.”

o & Feed Ili Dashboards #2 Influencers @ Insights Center i3l Reports wew

CoSchedule Q Searchinalerthistory @ B B @ ©

718 mentions

All Sources w
MENTIONS

Next, select “Listening Analysis.”

e @ Feed Ili Dashboards 9% Influencers @ Insights Center i3 Reports new

All Dashboards | Listening Analysis | Competitive Analysis  Twitter

Now you've arrived at your “Listening Dashboard,” where you can track mentions by channel, the
times people talk about you the most, and of course...

How your audience really feels about you!
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For example, here's what our sentiment score looks like over a recent seven-day period:

Sentiment DB/DT/2017

Each bar represents the total mentions for a given day.

The green segments show positive mentions. The gray show neutral ones. And the red are the ones
you don't enjoy seeing—negative mentions.

| ran this report on the afternoon of August 7, 2017. Up to that point, CoSchedule had 97 trackable
mentions.

Of which, 21.6% were positive, 77.3% were neutral, and about 1% were negative.

Pro Tip:

Neutral mentions are often shares or similar engagements. However, they're worth combing through
with a human eye. This way you can find and mark positive mentions the tool may have misinterpret-
ed. Additionally, always look closely at your negative marks. For instance, if someone tweeted that,
“CoSchedule is sick!” That may be counted as a negative mention. When in reality, it's a good thing.

Overall, a healthy audience is one that's growing, engaged, and speaking positively about your brand.

From a brand strategy perspective, one of the best best ways to nurture this kind of relationship is by
simply fulfilling the brand promise you make.

Beyond having a great product, your customer service will go leagues in building a stellar brand.
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At CoSchedule, the Customer Success Team is absolutely killer in this department. From onboarding
to support, they're nearly flawless at executing our brand promise.

Shane Mercer »
@shanemercer

Emailed @CoSchedule for help at 11:03.
They personally answered my Q well b4
noon. Is it OK to have a crush on an online
calendar service?

Brand Strategy: Where Most Go Wrong

The old way of branding is "Me-Centric.”
It's about talking “at” people with the primary topic being... Yourself.
You know, straight up self-promotion masquerading as branding.

The question brands need to ask themselves is, “"How does our message reinforce and fulfill the value
we've promised to deliver?”
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To do this, brands must adopt a “You-Centric” model.

A lead has a Lead becomes
problem or need. a customer.

That lead finds Continued
your brand engagement makes
and content. them an advocate.

& CoSchedule

Jay Baer explained this perfectly in his book Youtility.

He wrote: "What if instead of trying to be amazing you just focused on being useful? What if you de-
cided to inform, rather than promote?”
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To hyper-focus on the right people, open up the audience persona template included in your free kit.

i Audience Persona Template v

Persona Name + Job Title

Workplace:
Job Description: Insert a photo of
your target
audience.

Demographic Information

22:'der: Hobbies + Interests Challenges + Goals
Income Level:
Level of Education: Hobby: Describe:
Location: Hobby:
Rural Interest:

As you answer the questions in the workshop, you will define exactly who your target audience is and
what they're interested in. You'll also work through your brand positioning statements.

Most importantly, you will outline their primary challenges and goals.
These serve as the fuel to your brand'’s fire.
Why? Because, just as Jay Baer said, it's about being useful and informative.

Your personal(s) is where you define exactly how you can do both. Because that's the crux of the
story-source brand strategy.

It rests on five tenets:

Know your audience.

Know your value.

Make a true promise.

Foster a healthy relationship.
Never stop.

o s

Every tenet leads to the end of relationship. Because put another way, your brand is the quality of the
relationship with your audience.
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Obviously, you're not taking your customers to prom (at least | hope not). So in this context relation-
ship means the stickiness of trust coupled with compelling reasons to return.

It's as dear Uncle Aristotle observed: “Man is a social animal...”

That's how we're psychologically wired. Don't ignore it as irrelevant or non-professional. Embrace it as
your new touchstone for approaching your audience in a way that works.

Sure, you'll talk about yourself—you have to. If you don't, there's no relationship. But always do so
from the perspective of how you're responding to their needs.

How are they the source of your story? The hero of your narrative?

The story-source strategy creates a compelling, coherent, and flexible message. It's simple at its
core—yet can be layered in complex ways without sacrificing clarity.

Brand Strategy From The Storytelling Masters

Coca-Cola is one of the world’'s most valuable and recognizable brands.

Coke ranks third on Interbrand’s top 100 global brands list—trailing tech luminaries Apple and Google.
That's pretty phenomenal company to keep.

Their brand strategy, simply called "One Brand,” unifies the beverage giant's global brand. In fact,
they've distilled their brand story into just three words: “Taste the feeling.”

This strategy marries closely with their content marketing approach, called "“Content 2020."

One of the keys to their carbonated kingdom is called dynamic storytelling.

Here's their pretty technical definition: Dynamic storytelling is the development of incremental ele-
ments of a brand idea that get dispersed systematically across multiple channels of conversation for
the purpose of creating a unified and coordinated brand experience.

Allow me to translate.

Dynamic storytelling means sharing your story-source everywhere, at all times, and via every appropri-
ate medium.

So your “story” isn't simply your company'’s history. It's not just about your culture. And it's more than
customer testimonials.
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It's the narrative of how you help your audience overcome their problems to get what they most
deeply desire.

The Strategy At Work In Advertising

Let's dissect a great example from the classic “Guinness Guide to Oysters” ad created by David Ogilvy
in 1951.

GUINNESS

CAPE €ODS ; An oyster of superh flavor,
Its chief enemy is the starfish, which wraps
its arms about the oyster and forces the
valves open with its feet, The battle lasts
for hours, until+the starfish is rewarded
with a good meal, but alas, no Guinness.

GREENPORT : These oysters have a salty
flavor all their own, They were a smash hit
with the whalers who shipped out of Green-
port in olden days. Oysters contain iron,
copper, iodine, calcium, magnesium, phos-
Vitamin A, thiamine, riboflavin
. The Emperor Tiberius prac-
tically lived on oysters.

BLUEPOINTS : These delicions little oysters
from Great South Bay somewhat resemble
the famous English ‘natives'of which Dis-
racli wrote: “I dined or rather supped at
the Carlton . . . off oysters, Guinness and
broiled bones, and got to bed at half past
twelve. Thus ended the most remarkable
day hitherto of my life.”

CHINCOTEAGUES : Many epicures regard
Chincoteagues as the supreme aristocrats
of the oyster tribe, but some West Coast
gourmets prefer the Olympia oyster, which
is no bigger than your thumbnail. Both
Chincoteagues and Olympias are at their
best with Guinness.

GUIDE
TO
OYSTERS

OYSTER BAY: Oyster Bays are mild and
heavy-shelled. It is said that oysters yawn
at night, Monkeys know this and arm them-
selves with small stones. They watch for an
oyster 1o yawn and then pop the stone in
between the shells, “Thus the oyster is ex-
posed to the greed of the monkeys.”

LYNNHAVEN ; These gigantic oysters were
Diamond Jim Brady’s favorites. More fish-
ermen are employed catching oysters than
any other sea food. The Damariscotta
mound in Maine contains three million
bushels of oyster shells, piled there by pre-
historic Bradys.

A_L OYSTERS taste their best when
washed down with drafts of
Guinness—what Professor Saintsbury
in “Notes On A Cellar-Book” called
“that noble liquor—the comeliest of
black malts.” Most of the malt used
in brewing Guinness comes from the
fertile farms of Southern Ireland, and
the yeast is descended from the yeast
used by Guinness in Dublin one hun-
dred and ninety years ago.

For o free reprint of this advertqement, suiable

Jor framing, write Arehur Gainness Son & Co., Fncuy
4724 270 Street, Long lsland City, New Yok,

Source: Ogilvy On Advertising page 59

NEW ORLEANS : This was Jean Lafitie’s
oyster, which is now used in Oysters Rocke-
feller. Valuable pearls are never found in
ostrea virginica, the family to which East
Coust oysters belong.

TYANGIER : This is one of the sweetest and
most succulent oysiers, It comes from the
Eastern Shore of Maryland. Pocahontas
fed Tangicrs to Captain John Smith, with
famous results, Oysters go down best with
Guinness, which has long been regarded as
the perfect complement for all sea-food.

DELAWARE BAY : This was William Penn’s
favorite oyster. Only 15% of oysters are
eaten on the halfshell. The rest find their
way into stews, or end their days in a blaze
of glory as “Angels on Horschack.” One
oyster was distinetly heard 10 whistle.

Guinness® Stout brewed by Arthur Guinness
Son & Co., Inc., Long Island City, N.Y. @1951
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This is one of my all-time favorite ads. Notice that it does all of the things a story-source brand strate-
gy should do.

It talks with their audience, educating them on how to enjoy a delightful meal. In fact, only four of the
ten sections of the copy even reference Guinness.

Instead, they create mistyque. And sections such as “Delaware Bay” make the implicit promise that, “If
you do this, you'll be like William Penn.”

Not only are they promises of an enjoyable meal. They're promises of being a culinary insider. An im-
pressive and classy connoisseur.

There's magic here that deepens the relationship between customer and brand.

They speak directly into the hearts (and bellies) of their target audience. This makes them the heroes
of the story.

Go Forth And Brand!

Gary the cow certainly wishes he would have had our brand strategy to work with. Thankfully, we
don't have to go through the pain and confusion branding can evoke.

Don't forget to download your free kit that includes the story-source brand strategy worksheet, audi-
ence persona template, and social media messages template.

This kit is a powerful branding trifecta. So work the process, ask the tough questions, and answer them
honestly.

As you do, remember the five tenets of this brand strategy:

Know your audience.

Know your value.

Make a true promise.

Foster a healthy relationship.

Never stop.

And you're well on your way to successful branding that appeals to the right people.

Happy marketing!
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CHAPTER 9

How to Define Your Unique Brand Voice

Branding builds businesses that endure. The most beloved and longest-lasting companies tend to be
those that understand this. They invest in building a consistent presence and personality that's imme-
diately recognizable across their entire marketing strategy.

When people think about brands, they often think about their visual identity. However, there's another
element that often gets overlooked: voice and tone.

What Is Brand Voice?

Brand voice refers to the personality and emotion infused into a company’'s communications. It
encompasses everything from the words and language you use, to the personality and image your
marketing assets aim to invoke. It plays an important role in making sure your message cuts through
the noise and makes a lasting impression on potential customers.

Why Is Having A Strong Brand Voice Important?

The most enduring companies have a strong personality and clear sense of purpose. Their message is
delivered consistently everywhere they have a presence with an established brand voice.

Developing brand recognition with consumers requires consistency and repetition. If your personality
or messaging appear to change frequently, it's harder for audiences to know exactly what you're all
about. As a result, your efforts are likely to fall flat, and lose out to a better-branded option (whether or
not they can match your product quality).

What Exactly Is The Difference Between Voice And Tone?

In addition to your voice, it's also important to understand tone.
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e Voice: This describes your company'’s personality. It's consistent and unchanging.
e Tone: The emotional inflection applied to your voice. It adjusts to what's suitable for a particular
piece or message.

While your voice remains consistent, tone may change according to the context of your messaging.
For example, a social media post about a fun sale would have a more light-hearted tone than one
breaking news about a company crisis.

THE DIFFERENCE BETWEEN

Voice vs Tone

VOICE TONE

This describes your The emotional inflection

company’s personality. applied to your voice. It
It's consistent and adjusts to what'’s suitable for
unchanging. a particular piece or message.

& Coschedule

Taking A Look At 3 Examples Of Exceptional Brand Voices

If this still sounds abstract and a little tough to understand, that's okay. Sometimes, it's easier to see
real-world examples to make a concept click. So, here are five brands who have nailed their voice.

MailChimp: Warm. Welcoming. Helpful.

Email marketing can be complicated, but MailChimp's voice reinforces their platform’s ease of use.
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Take this example from their homepage:

Build your brand.
Sell more stuff.

MailChimp is the world’s largest marketing automation platform. It's like

a second brain that helps millions of customers—from small e-commerce

shops to big online retailers—find their audience, engage their customers,
and build their brand.

The headline simplifies the solution MailChimp offers in a way everyone can understand.

Duluth Trading Company: Irreverent. Authoritative. Practical.

Duluth Trading Company specializes in durable yet appealing clothing for working people. This is
reflected in their branding, which uses clever copy that clearly explains the benefits of their products,
while standing out with understated humor.

This is clear when you visit their website. For example, take their No Tug Tank Top. It's a tank top that's
longer in the back, to avoid needing to be tugged down when leaning over (as one might do while
gardening).

DESIGNED & TESTED BY TRADESMEN

DEBLA!ﬁE WAR

TOUG

S12

NO-YANK® TANK

BUCK NAKED UNDERWEAR

DRY ON THE FLY SHORTS

BREEZESHOOTER GEAR

ARMACHILLO WORKWEAR

< WOMEN'S NO-YANK TANK =3

WRINKLEFIGHTER SHIRT

ALASKAN HARDGEAR

SEE ALL BESTSELLERS »

Try on a Ne-Yank Tank and get tug-free comfort!
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If you go into one of their stores, the signage reflects a similar personality:

Apple: Clean. Simple. Confident.

As the world’'s most valuable company, almost no one pairs powerful products with a confident voice
as well as Apple.

Whether you're on their website ...
iPad

Like a computer. Unlike any computer.

Learn more >  Buy »

~ -

1

NOW SUPPORTS APPLE PENCIL
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... or flipping past a print ad ...

Actual sizes.

Qi

Tha September 9

Source: https://
www.flickr.com/
photos/markgrego-
ry/15270516027

ning R 3 disp mazing ne

Alliran ultraslim

& Phone 6 l Sprint

... the look is always clean and the copy is always punchy. Like Apple products and software, every-
thing feels and sounds as though it's meant to get out of your way.
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Establishing Your Own Brand’s Voice In 7 Steps

Enforcing branding across all your marketing materials might feel intimidating. But, it doesn’t have to
be difficult. Follow this process to get the job done.

Step 1: Review Your Company’s Mission Statement
Your personality should reflect your values. And your values should be easily found in your mission
statement. If your company has one (or something similar), it should offer a good starting point for

figuring out how your marketing efforts can connect your values to your brand.

Since they do an excellent job at all things marketing, look at MailChimp’s mission statement:

About MailChimp

MailChimp is the world’s leading marketing platform for small business.
We democratize cutting-edge marketing technology for small businesses,
creating innovative products that empower our customers to grow.
Millions of people and businesses around the world trust MailChimp to
publish the right content, to the right person, at the right place, at the
right time. The company started in 2001 as a side project; today,
MailChimp is still 100% founder owned, highly profitable, and
headquartered in Atlanta with additional offices in Brooklyn and
Oakland.

Helping small businesses succeed is at the core of what they do. So, it makes sense that they often
strike a warm and helpful tone across their marketing efforts.
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Here is how they describe their voice on their public style guide:

Voice

MailChimp's voice is human. It's familiar, friendly, and straightforward. Our
priority is explaining our products and helping our users get their work done so
they can get on with their lives. We want to educate people without patronizing
or confusing them.

One way to think of our voice is to compare what it is to what it isn't.
MailChimp's voice is:

s Fun but not silly

¢ Confident but not cocky

e Smart but not stodgy

¢ Informal but not sloppy

¢ Helpful but not overbearing

e Expert but not bossy

¢ Weird but not inappropriate

All their brand adjectives connect back to being useful and welcoming.

Step 2: Audit Your Current Content and Messaging

If you already have content or copy you've produced, it's time to do a brief audit. Review your market-
ing assets, which may include the following (and more):

e Website

* Blog posts

e Social media posts
 Videos

¢ Print collateral

¢ In-store signage

e TVspots

¢ Radio ads

Then, note any common themes or consistencies in messaging and tone. Does your current voice fit
your values and brand purpose? If not, how can it be improved?

Pay particularly close attention to your best-performing pieces (whether these are blog posts, videos,
website pages, social media posts, or other content). These may tell you the most about what reso-
nates with your audience.



Step 3: Do an Audience Survey

If you have an audience already, create a simple poll asking how they see your brand. Include the fol-
lowing questions:

1. How would you describe our brand?
2. If our company were a person, what would it sound like?
3. Do you find our tone appropriate?

You can create a poll easily using Survey Monkey or Polldaddy. Then, use social media to share the
survey with your followers, or send it to your email list.

Step 4: Research Your Audience, Too

A simple exercise to even better understand your target audience is to grab a small sample of your
current best customers and research them:

1. Choose five of your existing best customers.
Search for each name in Google.
3. Review their social network activity to understand:
e Interests (e.g. do they watch comedies? If yes, they may appreciate humor
in your brand voice)
» How they write (e.g. are they formal? If yes, they may appreciate your
brand voice to be more academic)
e Publications they read (e.g. do they read sci-fi? If yes, include nerdy sci-fi
puns as part of your brand voice)
o Etc.

Write a list of the words that come to mind as you review each of these customers. Once you've done
this process for every person in this sample, review each list for commonalities.

For example, when we followed this exercise at CoSchedule, we discovered:

e QOur target audience is dominantly females who are obsessed with marketing, yoga, rock climbing,
outdoorsy stuff (kayaking, hiking, biking), classic sports — i.e. baseball... basically, anything trendy.

e They eat local or take-out (delivery), fancy donuts, coffee, kombucha, craft breweries.

e They read, watch, and listen to TED talks, CoSchedule, heavy users on Pinterest and Instagram,
read a lot of fiction (snarky/sassy fiction), “how to hack/organize my life" style books (self-help/
self-improvement).

This is helpful because your brand voice should feel familiar + similar + natural to your target audi-
ence. Your voice needs to come off as someone they'd get along with + build a relationship with.
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For example, CoSchedule’s brand voice might sound something like this:

30-somethin’ witty, smart female marketer who’s humble, helpful, and confident.
Think Emma Stone — sarcastic, witty, but sweet.

Step 5: Do a ‘We're This, Not That' Exercise

Sometimes, in order to figure out what you are, it helps to figure out what you're not, as well. Try filling
in the blanks in this sentence:

”

“We're , but we’re not

Then, repeat this process several times until you arrive at three or four sentences that best describe
your brand. Here's what this might look like when you're finished:

“We’re authoritative, but not too serious.”

“We’re funny, but not sarcastic.”

“We’'re friendly, but not sappy.”

Step 6: Create a Brand Voice Chart

Next, take the three to four words that best represent your brand, and complete a chart that looks like
the one below, explaining how each trait should and shouldn't be represented in your marketing:
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Voice
Characteristic

Passionate

Quirky

Irreverent

Authentic

Brand Voice Chart

Description

We're passionate about
changing the way the
world works.

We're not afraid to
challenge the status quo
and be ourselves.

-

.

We take our product
seriously; we don't take
ourselves seriously.

We're going to give you
the tools and insight you
need to make your job
easier. That may not
always be through our
product.

-

-

Source: Content Marketing Institute

Use strong verbs
Be champieons for (industry)
Be cheerleaders

* Use unexpected examples

Take the contrarian view
Express yourself

Be playful
Use colorful illustrations
or examples

* Be honest and direct

Stick to your word

Own any issues or mistakes,
and show how you will
address them

* Be lukewarm, wishy-washy
* Use passive voice

* Use too much slang
or obscure references
» Use overplayed examples
* Lose sight of the audience
and core message

* Be too casual
* Use too many obscure
pop-culture examples

* Use marketing jargon

* Qver promise

* Over sell the product's
capabilities

(% CoSchedule

This is simple to do using the template included in this chapter.

1. List your brand characteristics on the left.
2. Include a brief explanation of each trait in the next column.
3. Explain how to use (and not use) this trait in the next two columns.

Once you're done, the completed template should look something like this:

Trait Description Do Don't
Qur copy is unafraid to make .
Funny people laugh. Use humor (with care) Be too goofy.
Qur content should be "
Authoritative well-researched and sound Cite reputable sources anq gouncl Be cocky or condescending.
confident in its racy. sure of yourself when writing.
Our voice should sound like | Reassure the reader that it's okay
someone who genuinely wants to | if tasks are challenging, and take .
FEEL help solve a customer's the time to explain concepts in Sound overly friendly.
problems. detail.

Keep this on hand for writers to use as a reference.
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Create Step 7: Enforce Consistency With Clearly Documented Guidelines

When your team members and coworkers are producing content, it's helpful to provide clear guide-
lines they can refer to.

This helps ensure that your brand standards are maintained, and that every customer-facing asset your
company creates sounds like one brand (even if you have several different people creating content
and writing copy).

Brittany Berger wrote about this topic in-depth on the CoSchedule Blog. Here are the five most im-
portant benefits she highlights for having your guidelines written down and made accessible:

1. Lays out requirements for effective project management.
2. Ensures consistency amongst writers.

3. Can identify gaps and brand weaknesses.

4, Streamlines onboarding new team members.
5. Offers quick reference material for existing writers.

To make documenting your guidelines easy, use the template included in this lesson.

Applying The Appropriate Tone To Your Voice

Different tones may be necessary for different circumstances. This could depend on the message, the
platform, or the segment of your audience you're trying to reach.

For example, if you had to deliver bad news, you wouldn't want to sound cheerful. Or, if you're writing
a script for a how-to video, you may not want to sound overly stuffy or serious.

So, what's a marketer to do?

MailChimp addresses this with a brief explanation:
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MailChimp addresses this with a brief explanation:

Tone

MailChimp's tone is usually informal, but it's always more important to be clear
than entertaining. When you're writing, consider the reader’s state of mind. Are
they relieved to be finished with a campaign? Are they confused and seeking our
help on Twitter? Are they curious about a post on our blog? Once you have an
idea of their emotional state, you can adjust your tone accordingly.

MailChimp has a sense of humor, so feel free to be funny when it's appropriate
and when it comes naturally to you. But don't go out of your way to make a joke
—forced humor can be waorse than none at all. If you're unsure, keep a straight

face.

What Tone for Which Circumstances?

You, too, can draft a simple explanation for anyone writing content or copy within your organization.
Start by answering this question:

Is our tone generally formal or informal?

From there, determine how your tone might change based on the medium:

e Under normal circumstances, our voice should be [FORMAL/INFORMAL].

« When responding to a customer, adopt a tone that matches the conversation. Ex: respond to
praise gracefully, and complaints with concern.

«  When sharing bad news, treat the matter seriously.

Then, write a brief description of the tone writers should use, given various contexts they may face on
the job.

You're Done!

You now have a working knowledge of brand voice and tone, their importance, and how to develop
each one successfully.
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CHAPTER 10

How to Develop a Marketing Planning Process

What if you could get organized, use your time more efficiently, and focus on the right projects every
time?

Well, you'd be a marketing wizard of awesomeness. And to become that kind of awesome, you're
looking into improving your marketing planning process.

Luckily for you, you've found the super nerds at CoSchedule who eat, live, and breathe this stuff. Just
look at us:

So we wanted to share the marketing planning process we use at CoSchedule and how you can:

¢ Find the missing gaps in your current marketing process to plan content that will produce even
bigger results.

e Organize and prioritize the right projects that will turn your marketing team into a proven reve-
nue driver.
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e Work even more efficiently by removing projects from your to-do list that don't add measurable
growth.

The best part? You're going to learn how to do all of this in a single day.

Get ready to become a marketing planning magician.

What Is A Marketing Planning Process?

An intentional and repeatable process for determining the high-level
marketing projects, campaigns, and tactics an organization will execute.

Why Is Having A Planning Process Meeting Important?

Somewhere along the lines, you were told you needed a documented marketing plan or marketing
strategy.

What if | told you that your documentation could start as simple as a picture of sticky notes stuck on a
wall in chronological order?

Before documentation comes strategy, ideation, and planning. And that's what you're going to learn
about now.

So for the sake of this post, the definition is this:

The marketing planning process identifies opportunities for 10x growth,
prioritizes those opportunities, and removes obstacles before the projects begin.

Think of it this way:

There are a ton of things you could do. The marketing planning process helps you
prioritize what you should do.
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The first place to start is by creating a product backlog, according to agile project management
methods.

For marketers, that means creating a list of marketing projects prioritized from great for growth to
least. From there, you'll know what projects to take on from first to last.

The best way we've found to create that prioritized list is by involving the team early on.

In their book, Sprint, authors Jake Knapp, John Zeratsky, and Braden Kowitz suggest that by involving
more team members in initial planning, the more they'll champion your projects down the road:

By asking people for their input early in the process, you help them feel invested
in the outcome. Later, when you begin executing your successful solutions, the
experts you brought in will probably be among your biggest supporters.

“By asking people for their input early in the process,
you help them feel invested in the outcome. Later,
when you begin executing your successful solutions,

the experts you brought in will probably be among
your biggest supporters.”

There's a process we've developed called the roadmap summit to help you do exactly that. It's a full-
day team meeting with a series of exercises to come up with ideas and prioritize them in your project
backlog.

This marketing planning process can be done in a day (which is what we recommend to make big
decisions quickly and then get to work), or you can spread them out throughout a week or even
longer. There is a lot of advice about collaboration, but these exercises also work for solo marketers.

(Oh, and by the way, Jake and Co. from Google Ventures believe you can build the prototype behind a
huge project in five days. So I'm sure they'd be excited to see what you can do for planning in one.)
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Schedule A Marketing Roadmap Summit To Prioritize
The Best Projects

The purpose of a marketing roadmap summit is to develop a prioritized project list and vision for the
upcoming four weeks, six months, and year:

1. Four weeks: The nuts and bolts, dialed-in version of what you'll create immediately after your
roadmap summit.

2. Six months: The concrete plan toward your year vision.

3. 12 months: Your long-term vision that answers the question, "How will the world have changed
because of what we did?”

It might sound like a tall order.
But letting your team know right off the bat that this meeting is about planning projects that will

produce measurable results and literally change the world will help them feel super invested in your
plans. They'll give it their all when you start working through your projects.

Marketing
Roadmap Summit

From here, you need to prep a few things to make your marketing roadmap summit successful:

e Define the rules: Meetings are pointless if the attendees arent 100% invested in the outcome.
Help them come prepared by knowing the purpose, telling them to shut off all distractions, and
focusing on the big picture instead of small details.
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Prepare for collaboration: Make a checklist for yourself of the tools you'll need to lead a
successful brainstorming meeting (or use the meeting agenda that complements this guide). That
checklist should probably include white boards, poster-size Post-It notes, normal-sized Post-It
notes, stickers, dry erase markers, masking tape, stop watch, healthy snacks and drinks, and any
technology like projectors and extension cables you may need to run the summit.

Host it outside the office: There's something unique that happens when people step off-site for
a summit... it feels bigger than a normal meeting. Find somewhere else to work with a creative
atmosphere, and cater in food or treat everyone to lunch. Making it feel special will produce
special ideas.

Takeaways:

Find a day when your team can join you for a marketing roadmap summit.

Book a conference room in your local coworking space, library, coffee shop—anywhere that's
creative and outside of the office where you typically work.

Make reservations with a healthy restaurant within walking distance of your venue (or make plans
for catering in). Changing your surroundings, walking, and trying something new are all proven to
increase creativity.

Gather the items you need to rock a successful meeting (again, there’s a checklist in your meeting
agenda).

Invite your team to the summit with a note that hypes them up because they get to be involved in
the planning.

You could write a note like this to attach to the invite:

Hey team!

Get ready for a super exciting day to help us plan the next six months of projects,

along with the vision for marketing in the next year.

I've got the day under control complete with a cool location outside the office at

(awesome venue) and I'm treating all of you to lunch at (super good restaurant).

Some homework for you to think about before we meet... think through the

answers to this question:

What are our biggest opportunities to grow our company in the next year?
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That will be the basis for our conversation throughout the day, and it’s going to
be a big one. So some ground rules are to turn off all distractions and to focus on
the big wins instead of small details.

This is gonna be fun!

Start your meeting by defining the 4-6-12 goals in the morning, break for lunch, then brainstorm and
prioritize the projects that will accomplish those goals.

Here's how to do it:

Begin With An Ice Breaker (10 Minutes)

Now, | know how cheesy these can be. But when done right, you can get your entire team in a
collaborative and creative mood to kick off your marketing roadmap summit with the right attitude
focused on innovation.

Marketing
Roadmap Summit

@ CoSchedule

An exercise we've used in the past is to number everyone off into small groups of two or three. From
there, ask them:

What can you do with a concrete block?
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The obvious answers will come up, but then creative ones will follow:
Use them for building a house!
Prop up a car like a jack!

Put them in the bathroom as a stepping stool for my kids to reach the sink!

You'll see unconventional ideas start to form—and the small teams will start to collaborate—which is
exactly what you need. Plus, you'll use these small groups to easily run breakout exercises throughout
the day.

Takeaways:

1. Start by reminding your team of the rules: Turn off phones and laptops and get ‘em out of sight.
Let them know the purpose of the roadmap summit is to define your vision for the next year, and
plan your projects for the next six months.

3. Jump into an ice breaker to split into small groups and inspire creativity.

Note: Some folks don't believe that group brainstorming works. If that's the case for your team, just
work individually instead of breaking into small groups throughout the day. All of the exercises will
still work.

Build Your Map And Find Your Destination (50 Minutes)

You're already publishing some forms of content. It's helpful to come to the summit prepared and
understanding where that content falls in your marketing funnel to find the gaps that are leaking
traffic, followers, subscribers, and leads.

The first step is to map out your marketing funnel. What large steps do your prospects flow through to
eventually become customers?
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Inbound Demand Gen Trials Retention
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You can see, you're not looking for the Awareness, Interest, Desire, And Action funnel in the traditional

marketing sense. You're looking for a map of the process a typical customer may go through when
experiencing your brand.

Under each large step in your map, include sub-steps that need to happen to help turn your readers
into paying customers.

Inbound Demand Gen _ Trials _ Retention
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The point here is to seriously think about the content your audience needs to know, like, and trust
you. Once you have their confidence that you can solve their biggest challenges, you'll win the sale.

This exercise is helpful for identifying the areas that are missing content that your audience would find
helpful for solving a problem.

Now that you know the background, break into the small groups you formed in the ice breaker and
have each group create a marketing funnel. Afterward, give each team five minutes to present their
funnels.

Note the similarities from all of the funnels—and the biggest areas of opportunity—and create one
master funnel on your white board. Ask your team:

Where on this map is our biggest opportunity for 10x growth?

If you need to explain 10x growth, think of it this way:

e 10% growth is where you can make slight improvements to do what you're doing slightly better.

e 10x growth involves risky moves you may have never done before but have the opportunity to
double, triple, or even quadruple your results. These are big ideas that—if you did them well—
would make the rest of your industry look like they aren’t even trying.

On your white board, circle the area with the biggest opportunity for growth and move on to defining
your vision on how you'll master that gap in your marketing funnel.

Inbound Demand Gen Trials Retention
Attention | Philosophy /"P‘I“;C‘l:.l:f Spec Iﬂq_:l:'Salas COnboarding | Preduct
e i
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Takeaways:

1. Plan some time before your marketing roadmap summit to explore your marketing funnel for
yourself. Ask yourself: What steps do our customers go through from awareness to purchase to
retention?

2. Inyour summit, take 10 minutes to break into small groups to create the marketing funnels and
add in the second layer—messaging and stories. Then have each group present their findings to
the group, with you taking notes.

3. Sketch the ideal map on your white board with every group’s suggestions.

4. Ask your team, "Where on this map is our biggest opportunity for 10x growth?” Give everyone a
sticker and have them put it where they think the biggest opportunity is (this helps the quiet team
members participate just as much as the loud ones). Circle your focus area as the one with the
most stickers.

Note: There is no such thing as a true marketing funnel. It's super unlikely that a visitor will go
through every step in one sitting and convert into a customer.

However, this exercise is helpful to point out the different messaging needs from your diverse
audience.

It's about the messages—the stories—they need right now, and not the types of projects or content
you could create. Some of your audience won't need certain stories at different points in your

funnel, but the more you create at different points in your map, the more likely you'll be to serve a
diverse set of needs.

Define Your Big, Hairy, Audacious Goal: The BHAG
(40 Minutes)

The next exercise in your marketing roadmap summit is to work through the vision of what you'd like
to accomplish throughout the following year.

This vision will roll up into your overarching company's vision or mission.

Split into your small groups and fill in the blanks:

In the following year, we will because
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Here's an example to get you started:

In 2018, we will focus on in-depth, actionable, step-by-step content because we
want to help our audience solve their problems themselves while seeing our
product as a tool that can help them take control.

That's purely an example, but you get the idea. And when you share that with your team, they’ll know
what you're expecting of them.

After each group has a vision, collect them yourself and stick them on the wall. From there, you'll
create a new mega vision by stealing the best pieces from every group.

Now you have a starting point to come up with the project ideas that will fulfill the vision.

Takeaways:

1. Give each group a poster-sized Post-It note and 15 minutes to fill in the blanks: In (Year), we will
(focus) because (outcome).

2. Post each vision on a wall, then you read them out loud to the entire team. This prevents at least
some bias.

3. Give everyone four stickers (or fewer depending on how many groups you have) to put next to
their favorite parts in the visions.

4. Then spend the remaining time reviewing each group’s thoughts and crafting the one best vision
for your marketing planning.

What Are Your Top Problems? (20 Minutes)

Spend some time identifying the top problems your marketing team is facing. Don't focus on solutions
yet—just the problems.

Why? You need to know what might prevent you from reaching your vision.

Give everyone a stack of Post-It notes and use these questions to get them started with individual
brainstorming:

e What are our top problems as a marketing team?
What are our threats?
e What are our weaknesses?
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e What aren't we paying attention to that we should be?
 What changes are we seeing in our industry that we should be paying more attention to?

After 10 minutes, go around the group and ask them to read their problems out loud and stick them
on the wall.

These are the roadblocks you either need to resolve now or as your team executes the projects to
make your vision a reality. Some of these problems may also be resolved through the projects you'll
take on.

Takeaways:

1. Write several open-ended questions on the white board and ask them to your team.

2. Give everyone Post-It notes and ask them to write the answers to your questions on them.

3. After about 10 minutes, go around the room and have each person present their top problems one
by one, then post them on the wall.

4. Give everyone four stickers and ask them to place their stickers next to what they believe are the
biggest marketing problems.

5. Move the notes with the most stickers to a part of the white board where you made your map.
This white board now shows your biggest opportunities and challenges, which will be the areas
you'll want to focus on when you brainstorm the projects that will help you reach your vision.

You're two hours deep into an aggressive marketing planning process, and it's probably feeling a bit
intense right now. Break for lunch, get out of the room, and hang out together a bit.

Brainstorm The Projects That Will Make Your Vision A Reality
(40 Minutes)

The next exercise is to spend some time individually writing down project ideas that will fulfill the
vision. Have everyone write down their ideas one by one on Post-It notes.

For you, it helps to come to the marketing roadmap summit prepared with a list of projects you have
thought about in the past. Just remember, some of those old ideas may not help with the vision you
just defined with your team.

Here are some helpful guidelines to help you get the right kinds of ideas from your team:
e Content types are not project ideas. "Videos”, for example, are a medium to share a message.

You're looking for a bit more context behind an idea like that. A good example could be "Videos to
show our team using the product to solve XYZ problem.”
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e Allideas are good. Even if you have reservations about a thought, write it down. Good ideas often
build off seemingly one-off thoughts. And in the next step, you'll filter out the ideas that might not
fit your vision.

e Think big. Really big. If you've never done a project that you think might work, that's exactly what
you're looking for. 10x growth ideas don’t come from status quo. Encourage out-of-the-norm,
risky ideas that just might explode in your niche. Just because competitor X is doing something,
that doesn’'t mean you should copycat.

Takeaways:

1. Before the marketing roadmap summit, review your current project backlog list if you have one.
Just because ideas are old doesn’'t mean they're bad or won't fit your new vision.

2. Asyour team starts the exercise during your summit, kick it off by explaining that you're looking
for project ideas and not just content types, that you want to hear all of their ideas, and to think of
projects that have opportunity for 10x growth instead of 10% improvement.

3. Give them all a stack of Post-It notes and away they go.

Prioritize Your Project Ideas On Your Roadmap (60 Minutes)

Remember when you drew out your marketing funnel, circled your biggest opportunity, and taught
your team the difference between 10% improvement and 10x growth?

— Ty
Attention | Philosophy ~ Product Specific_/'Sales Onboarding | Product
& -
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Now it's time to add another small layer to your map to help your team post their project ideas under
each area of the funnel and prioritize them based on the biggest opportunity for growth.

On the white board, add two labels for 10% improvement and 10x growth.

Inbound Demand Gen Trials Retention
Attention | Philosophy ({rld};;ctSpeciﬁ_;DSales Cnboarding | Product
10%
10x

D (—)

_

As the facilitator, ask your team to hand you all of their ideas. Then read them aloud one by one,
get the team'’s feedback on placement, and map them on your funnel according to the best fit and
opportunity for growth.

Inbound Demand Gen ‘ ‘ Trials ‘ Retention
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Once all the ideas are mapped, reread your Big, Hairy, Audacious Goal to your team. Check out which
of the 10x ideas fit the vision—along with the circled destination of opportunity.

Give everyone on the team five stickers, and ask them to place them next to the projects they think
have the biggest opportunity for 10x growth.

Inbound | | Demand Gen Trials | Retention
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Chances are, the projects that are in the circled area of biggest opportunity should have the most
stickers because they fulfill your vision.

Pick the projects that have the most stickers, and stick them in an order starting with most to least.



10x Growth
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Now compare those projects to some of your top problems that the team created earlier. Will these
projects solve the biggest problems? Do they fit with your vision? And do they capture your biggest
opportunity?

Takeaways:

1. Under your marketing funnel map, add labels for 10x and 10%.

2. Gather all of the project idea Post-It notes from your team. Read them out loud, and ask for your
team’s input on where the project fits along the map (or in the top problems area) and whether
that idea is a 10x or 10% idea. It's OK to use that as a scale instead of thinking of the labels as
clearly defined rows. Stick each note where it fits best.

3. Read the vision statement out loud to your team. Then review the 10x ideas that seem to mesh
well with your vision, specifically the circled opportunity on your map or in the top problems.

4. Hand out five stickers to everyone, and ask them to vote for the projects they think are the best
opportunities for growth.

5. Grab the Post-It notes with the most stickers on them, and prioritize them in a line from most
stickers to least.

6. Review those projects against your opportunity, vision, and top problems. Refine.

The outcome of this marketing planning process is your product backlog, as Chris and Hillary call it in
The Elements Of Scrum.
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For your purposes, this is now your marketing project backlog. It's completely prioritized according to
what you and your team believe will help you accomplish your goals.

And the best part? Your team made this backlog, so they're now invested in making every project as
successful as possible. They know your vision and they know exactly how they'll help make it a reality.
Win-win-win.

Make Your Marketing Plan For The Next Four Weeks And
Six Months

When you get back to the office, chances are that you'll have several projects to wrap up before

you can start working through the new project backlog you just created in your marketing planning
process.

That's what the four weeks is about.

Plan how you can finish the one-off projects you're currently working through now so you can
strategically use your time for the projects that will execute your long-term vision in the following six

months.

After your four weeks are up, start the first project in your prioritized list. It's not a perfect science,
either—you may have ended up with projects that will take much longer than six months.

The point is that you found the largest area of opportunity, built a vision to capture that opportunity,
and are now working on projects that will turn that vision into a reality.

How Will You Use This Marketing Planning Process?

If you've been cruising around the internet for information on marketing planning and strategy, the
process you just learned about may sound completely different.

And that's a good thing. Because this works, and it's proven to be effective.

| encourage you to take a risk and try this out. After all, it just might make you the leading marketer in
your niche... and all you have to lose is one day.

*| totally grabbed this tactic from the book Sprint. If you enjoy exercises like these, moving fast, and
giving yourself deadlines to get more done in less time, | highly recommend reading the book.
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CHAPTER 11

How to Prioritize 10X Marketing Campaign and
Project Ideas

What Is Project Prioritization?

Project prioritization is the process that helps you take on the work that
will influence your marketing goals most effectively.

Brainstorm Your Marketing Project Ideas

Your marketing project backlog is a list of every idea you think will help you reach your marketing goal
most effectively.

The easiest way to begin your project backlog is to dedicate 30 minutes to ask one simple question:
What projects will help us reach our marketing goals most effectively?

For now, don't limit yourself. Don't even think about the marketing tactics you defined as part of your
marketing strategy in Chapter 6.

Write down every idea; the following exercises will help you prioritize these projects further.

Use A Marketing Project Prioritization Matrix To Take On
10x Campaigns

The most important project prioritization criterion is determining which ideas have the largest poten-
tial for providing 10x growth toward your marketing goal.
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The 10x versus 10% framework will help you understand which projects to take on, and which projects
to drop. Think of it like this:

¢ 10x ideas often provide the most value for the largest amount of your target audience. These
provide repeatable, long-term growth toward your marketing goal. These ideas have the potential
to boost your results 10 times over.

« 10% ideas often provide little value to a small amount of your target audience. These may include
small optimizations, “low-hanging fruit”, and projects that won't help you actually reach your
marketing goals ten times faster than if you simply didn't do them at all.

The easiest way to visualize which of your ideas are 10x and which are 10% is to add your sticky notes
on a project prioritization matrix you sketch out on a whiteboard.

Draw an X/Y chart, labeling the vertical Y axis Value and the horizontal X axis Target Audience. I've
found it helpful to draw arrows at the ends of both axis to visually indicate Most is at the outermost
ends of the matrix.

(& CoSchedule

Now review each idea and stick it on the project prioritization matrix where it fits best.

10x opportunities lie at the upper right part of the matrix (providing the most value to the largest
amount of your target audience), whereas 10% ideas are near the lower left (providing the least value
to the smallest amount of your target audience).
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& CoSchedule

Grab the sticky notes in the upper right part of the project prioritization matrix and type them in
column A (starting at cell A4) in the Project Backlog tab in your marketing strategy template.

While the ideas are fresh on your mind, use column B to document a Description of each idea. Simply
explain why the idea will help you reach your marketing goal and what you'd do.

Rank Your Campaigns With Marketing Project
Prioritization Criteria

By this point, you're only taking on projects that will have the biggest impact upon your marketing
goals. So it makes sense to knock out the easiest projects first to reap those long-term results as
quickly as possible.

Here are some additional marketing project prioritization criteria to weigh each idea against:
e 10x:Is this idea a 10x growth opportunity or a 10% improvement? While you already did this, it's

helpful to remind yourself to only take on 10x campaigns. Now's the time to get projects off the
backlog that aren’t 10x.
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e Marketing Tactics: Does this idea complement the marketing tactics you've chosen to use to
execute your strategy? If not, it might mean revising your marketing tactics or downplaying this
project idea.

e Effort: Will this idea take lots of your team'’s time, require outside help, or need other teams in-
volved? If the level of effort is extremely high, this might be a project you'll want to take on after
you knock out the quick wins.

¢ Maximize: Does this idea maximize content you already have? If so, it's probably an easy one to
knock out quickly.

e Maintenance / Ongoing: Can you publish this and reap lots of long-term benefits with little ongo-
ing effort? Less maintenance = more productivity into other 10x projects, which is a good thing.

e Credibility: Will this idea establish you as a major player in your industry? Yes = absolutely a good
thing.

e Audience: Does this idea target the right kind of prospects? You want to attract your marketing
persona, not just a large number of people.

e Cost: Is this idea cheap or expensive to create and maintain? Expensive doesn't necessarily mean
bad, but cheap to create may be an easy win.

e Partnership Opportunities: Does this idea give you opportunities to connect with influencers?
Collaborations can help you reach a larger audience who may not know anything about your
business, which is a good thing.

e Expectation: Does your target audience simply expect a business like yours to do an idea like this?
For example, it's common practice for businesses to have blogs, so if yours doesn't, that idea is
likely a high expectation from your prospects.

These are just some of the project prioritization criteria you can use to rank your ideas. There
obviously may be more (or fewer) criteria for which you'd like to weigh your ideas against. Use these
as a starting point.

In your marketing strategy template, the Project Backlog tab has all of these prioritization criteria
listed in columns C-L.

At this point, you can rank each idea against the criteria. The template is designed on a scale of 1-5 for
each of the criteria, with 5 being best and 1 be worst.

For example, if your idea will take very little Effort, rank that a 5. If your idea will take lots of
Maintenance, rank that a 1.

The template will automatically calculate the sum of each idea’s total score in column M. You'll want
to prioritize the ideas that have the highest score. So, highlight all of the ideas from row 4 to column

M and down, then go to Data > Sort by column M > Order Z to A.

The idea in row 4 is now the one you should knock out first, row 5 is second, and down the list you
go.

Congrats! You've just prioritized your marketing projects!
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CHAPTER 12

How to Plan Projects, Events, and Campaigns
With Marketing Timelines

You're hard at work documenting an actionable marketing strategy.
And now it's time to map out timelines for all your marketing projects.
Marketing timelines make it easy for your entire team to see:

e Which projects are coming up in the pipeline.

e What they need to be working on right now.

e When their deadlines are (so they don't get missed).

Above all, they eliminate the panic of trying to map out projects and campaigns at the last minute.

In this chapter, we'll walk you through how to create marketing timelines for all your projects and
campaigns.

What Is A Marketing Timeline?

A marketing timeline allows your entire marketing team to see all
projects, events, campaigns, and sales that will be happening throughout
the year. They can be used to map out deadlines on a quarterly, annual,
or per-project basis.

Why Should Your Team Have A Marketing Timeline

There are many reasons why a marketing team would adopt a marketing timeline into their overall
marketing strategy.
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1. Timelines allow your team to see a full overview of which marketing activities are coming up.
2. They allow you to (as we say at CoSchedule) plan your work, then work your plan. Planning
ahead can mean the difference between a well-executed project and one that is thrown together

haphazardly.

3. Finally, they help keep all of your marketing tasks on track. These brief overviews can show each
member of your marketing team at a glance what they need to get done for a specific project and
more importantly when it is due. That means less stress and fewer missed deadlines.

How Do Marketing Timelines
Keep Teams Organized?

1. Providing a full overview of upcoming marketing activities.

2. Facilitating future planning. q

—

3. Setting and tracking deadlines in one place.

Create An Annual Marketing Timeline

The first timeline your marketing team will need to create is an annual marketing timeline. These
should contain every project, sale, and campaign that you plan to run in a year.

Why is a timeline like this so important?

Because this timeline is the one that you will base every other marketing timeline after. This is your
home base so to speak.

So let's move on to how to fill out the annual template that you just downloaded. In the bottom of
your spreadsheet, there is a project notes section.

105



For each one of your projects, sales, and campaigns, fill out the:

o Title.

¢ The team that is responsible for this project.
e The budget your team has.

¢ Any resources you might need.

e The goals you have.

It should look something like this:

(Project |Gonls Noes
To promote
U nEw ling

Mew Years Day Salas $1,000 |NA of products

|Project 8

Project C

Next, you need to fill out the start and end date of your campaign or project. These dates should begin
the day you start your ideation (or planning process) for a specific campaign and end the day you
complete your last report on said project.

Project Notes

1118

The last thing you need to do in this section of your template is choose the color code for your proj-
ect. This will be used in the top part of your template and will help you identify which project is which.

Date |End Hotes
To promoie
our i ling
New Years Day C 11HB]  1/2518[Sales $1,000 |NA of products
Project B
Project C
5]

After that go up to the top part of your marketing template and fill in the color code on the dates that
your project will be running, so it looks like this.
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Projects Jan 1- 15th | Jan 16-31st|Feb 1-14th|Feb 15-28th| Mar 1-15th
New Years Day Campaign
Project B
Project C
Project D
Project E
Project F

You can also merge the two sections by selecting Merge Across from the menu in Excel:

pHe ) Helvetica |12 -][Aslar] [ [= | = |- o Wrap Text Text
+ Copy * - —
3 - - & = v = = =| &= = [+ [ -
% Format BNl I U g - & = = = | #= 9= [*+ Merge & Center = %
- fi + Merge & Center

: - = = - = 1 ?J Merge Across F
Plan Your Entire Marketing Timeline With Co L] Merge Cells

free trial I Unmerge Cells

Projects Jan 1- 15th | Jan 16-31st| Feb 1-14th |[Feb 15-28th|Mar 1-15th|Mar 16-31st | Apr 1-15th
New Years Day Campaign | |

Project B

Project C

Project D

Repeat this process for every project until your timeline is filled in.

You can also create a more collaborative timeline by uploading your spreadsheet to Google Drive or
another cloud-based program.

To convert your excel document to Google Sheets, go to your Drive and select Upload a File.

107



(% CoSchedule Drive Q.  Search Drive

m My Drive > Downloadable Cookies ~

- -

B2 Folder

File upload

3 Folder upload i
B Google Docs >

Google Sheets 3

]  Google Slides >
ocial Media Appro...

Your Entire Marketing Timeline With CoSchedule

[ree trisi

dan le-11s1 Fals 114tk 5 Mar 1516 Mar 16-1131 Apr 1151k

After that Google should convert your template and you'll be able to share it in Google Drive.

Annual Marketing Timeline Template.xisx ]
File Edit View Inset Format Data Tools Addons Help Lasi edil was seconds ago

& e o P ofo0% - § % 0 0042 Heetea. - 12 - B I & A 4 H E-Li-k-%
A B c =] E F (2] H ]
Plan Your Entire Marketing Timeline With CoSchedule
f ial
Projects Jan 1- 15th _|Jan 16-31st_|Feb 1-14th_|Feb 15-28th |Mar 1-15th_|Mar 16-31st_|Apr 1-15th
Project A
Project B
Project C
Project D
Project E
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Annual Marketing Timeline Template.xlsx ]
File Edit View Insent Format Data Tools Add-ong Help  Last edit was seconds age

B e o~ P 0% - 5 % 0 00 123 Helvetica.. - 12 - B I & L * H [ N L
A B c o E F =] H (]
|Plan Your Entire Marketing Timeline With CoSchedule
Start a free trial

Organize Your Marketing And Sales Campaign Timeline

The next template we're going to walk you through how to use is your marketing and sales campaign
timeline.

Your marketing and sales campaign timeline is going to help track every sale and accompanying pro-
motional campaign. This will help you avoid last minute planning or forgetting about a sale entirely.
(After all, as a marketer you have a lot to do.)

Before you begin to fill in your template you need to figure out the list of sales and campaigns that
you're going to run for the year. Some common categories include:

 Holidays
¢ Seasonal Sales
o Events

e Anniversaries

If some of your sales recur annually, you can automatically add them to your calendar for next year. If
you're looking to add new sales, use the list above to get started or use tools like National Day Calen-
dar for inspiration.

Once you have your list of events or holidays that your sales are going to be based on you can add
them to your timeline on the left-hand side.
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Sales and Campaigns Timeline

January

15

In your calendar highlight what times these sales and their campaigns will occur, so it looks something
like this.

paigns Timeline

March

o
Jenuary February

As you continue to scroll down your template, you'll notice there are sections labeled for different
marketing promotional tactics.

These are there so you can indicate to your team what tactics you'll be using to run the promotional
campaigns that are attached to each sale. Some common tactics are:

e Social Media

e Blog posts

e Landing pages

e Email newsletters
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You name it, you can probably use it to promote your next sale. Depending on what your company
decides to do for tactics you can add or remove sections from your template.

Press releases
Print ads
Billboards

National Marketing

Tactic One

Tactic Two

Tactic Three

Local Marketing

Local newspaper insert

Tactic Two

Tactic Three

Public Relations

Press Releases

Tactic Two

Tactic Three

Facebook Campaigns

Twitter Campaigns

Tactic Three

Lt

Tactic One

Tactic Two

Tactic Three
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After you've determined your tactics highlight each week of a sale that you're going to be using a par-
ticular tactic, so it looks something like this.

| e
Mondays Of Each
Maonth

Actual Sales

| Spring
Summer
Fall

Winter

Christmas

Local newspaper insert
Tactic Two

In the case of this example, you can see that during the first two weeks of your winter sale you'll be
running an insert in the local newspapers.

Fill out each of your sales and campaigns until your template is complete.

Map Out Projects With Your Project Timeline Template

The next template in your bundle is your project timeline template. This template will help you break
down each one of the projects and campaigns that you listed in your annual marketing timeline.

Why is a project timeline like this so critical? Each one of your projects is going to have multiple mov-
ing parts that can become hard to keep track of.
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Your projects will be broken down into four phases:

Four Phases of All Your Projects
— Ideation
— Planning
— Execution
— Measurement

Ideation

The ideation phase of your project planning is the first phase. This is where the initial idea of your proj-
ect comes to fruition.

Your template should include the following steps:
¢ Project plan: What does the overarching process of your project planning look like?
e [|nitial launch: Decide when your official launch date will be.

e Meeting set up: When are you meetings going to occur and who needs to be in which ones?

In your template, it should look something like this.

Project Timeline
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Planning

The next phase of your project is the planning phase. This is the phase where you need to determine
everything you need to do to hit publish on a project. It could include things like:

e Project scope: What needs to be completed to consider this project ready for launch?

e Goal setting: What are you hoping to achieve at the end of this project?

¢ Budgeting: What funds do you have to complete the project? Where are they going to go?
e Work breakdown: Who is doing what on this project? What are their deadlines?

e Contacts: Who are your key points of contact?

This is what it could look like in your template.

roject Timeline

It's important to note that some of your planning steps may overlap with one another and that's okay!
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Execution

Next is the execution phase of your project. At this point, you've hit the Go button, and now you need
to keep track of everything that is going on.

How you decide to keep track of your execution process will be up to you. Here are a few things you
could add to your timeline.

¢ Project launch: When are you publishing your project?

e Status and KPI tracking: What is the status of your project and what metrics do you need to track
to make sure that you're going to make your goal?

e Objective execution: Is each objective you planned being completed?

e Performance of project: What is the status of your project and can it run the full course of your
plan?

In your template, it would look something like this.

This is one phase of your project where multiple steps will most likely be overlapping as you will be
tracking a lot of metrics and data at one time.

Measurement

The last phase of your project is going to be measurement. In this phase, you're going to assess the
data you gathered and determined if the project was a success or not.

This phase usually falls into four steps:
e Project debrief: Gather your team and talk about the successes (or failures) of the entire project.
¢ Time and cost tracking: Was your project completed on time and on budget?

¢ Goals met: Did you meet your goals?
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e Reporting: Are there any reports that you need to put together for those who were not an active
part of your project?

In your template, this final phase should look something like this.

Time and Cost

Project Debrief
| Goals Met

Each project that you complete will need its own timeline so be sure to keep a blank copy of this tem-
plate handy at all times.

Plan Events Marketing Event Timeline Template

The last template in your bundle is your marketing event timeline template. This template will help
your team organize an event from start to finish.

Why is a timeline like this important?

Even if itis small, there are still lots of moving pieces that need to be taken care of in order to execute
an event smoothly. Your timeline can help keep you on track and allow you to plan ahead for what is
coming next.

Four Phases of Planning an Event:
— Planning
— Promotion
— Final Preparation
— Post Event
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Planning

The planning phase of your event usually happens six to eight months before your event takes place.
Here are some steps you could take:

e Ideation. What do you want your event to be?

e Setting goals. What do you want your event to accomplish?

¢ Defining roles and responsibilities. Who is in charge and who is taking care of what part of your
event?

e Determining when and where event meetings take place. Who needs to be at what meeting
when?

¢ Deciding how many attendees need to be at an event. Is your event being enacted on a large
scale with hundreds of people or are you planning a small get together?

e Setting an event budget. How much money does your event planning committee have to spend?

e Finding your vendors and venue. Where is your event taking place and who will be taking care of
details like food, music, etc.

¢ Creating an emergency plan. What happens if something goes wrong at the venue, weather, etc.?

Fill in each part of your planning process and the dates it needs to take place on in your template.

Event Marketing Timeline

al
January February

Month
o ] 4 | e | | 2 | m ] s | @ | w | s |
Month
| | |
Ideation

As with some of the other templates and plans, it's common to see tasks overlap.
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Promotion
The next phase of your event planning is going to focus solely on promoting said event.

As a committee, you need to determine what channels you're going to promote your event on, what
tactics you're going to use, and when each of your promotions is going to launch.

Some examples of promotions you could run are:

e Social campaigns promoting your event.

¢ Including event information in your email newsletters.
¢ In-store signage

e Printing promotional posters and more.

Once you've determined your tactics and promotions record their start and end dates in your timeline,
so they look like this.

L S e
ideabon

You can add or remove rows from this section of your template based on the number of promotions
your team needs to run.

Final Preparations

The next phase of your event planning is going to be final preparations. These are the last things
that your event planning team will need to take care of before the actual event takes place. It should
include things like:

e Confirming your vendors. Is everyone that you paid to help complete your event going to show
up?

¢ On-site run through (if needed). Do you have a significant change or part of your event that
needs to be practiced in the space beforehand?

e Creating your day of event timeline. Create a timed list of who needs to be doing what and when.
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Add each of these on to your template.

[
Commerical Airs |

i

Post Event
The last thing you need to take care of is your post-event debrief and cost comparison.

Your debrief should include the entire team and cover what did and didn't go well and things you can
learn from this recent event planning experience.

Your cost comparison should be a brief review of the budget you had vs. the money you spent. If you
went over budget use this time to figure out why.

Record the days those meetings will take place in your template, and you're done.
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How To Plan Everything With CoSchedule

Now you know how to plan your entire marketing strategy into a marketing timeline. However, there is
one big problem.

These spreadsheets are all pretty static. What happens if an event moves? You have to copy and paste
everything into your timeline.

Which could lead to mistakes.
And missed deadlines.
And generally, make a mess of things.

What if there was a way to make it easier? A simple drag and drop calendar that could act as your
marketing calendar and your marketing timeline?

That's where CoSchedule comes in. Our marketing calendar will allow you to plan everything you
need to complete your entire marketing timeline all in one place.

How?

With Marketing Campaigns in CoSchedule.

Marketing Campaigns was designed to keep projects and campaigns neatly organized.
So how does this all work?

Go to your calendar select Marketing Campaigns from the menu, and title your project.

Example Marketing Project

sescripion  + Tag

Select the start and end date of your project and click Create.
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11

Mar 06, 2018 -
Clear End Date
March 2018
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6 7 8
12 13 14 15
19 20 21 22
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From there a new window will appear giving you a one on one view of your project.
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You can add in the different parts your project by clicking the + arrow in the upper left-hand corner.

@@ Example Marketing Project

T+ < —

Project Calendar

Mar 5 6 T

eosm:wma - 30/03/2018
Example Marketing Project

® Example Marketing Project

So for example, let's say we need to add a social media campaign to our project. We'd simply click the
arrow and select Social Campaign from the content menu. Remember to title your promotional pieces
SO you can keep track of them all.

oo+

Promotional Campaign ¥ | Socisl Campsion . Markatig a Besciing Bergeb 5 | Mar 13, 3018 022 PR

Desoription = Tag
Cancel Create Social Campaign

You can also change the color of each of these additional items, so you have a more organized view.

Finally, you can assign tasks to the members of your project by adding them to the task section of
each of your content pieces.
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TASKS e 1% 1l

+ Schedule, Breonna Bergstrom

|| Edits Social Media Messages
| | Design Images

| | Create Video

|| Final Approval

| | Publish Campaign

| | New task...

You can assign deadlines, team members and set approval steps for every task.

< Edit Task v

D Triple check copy for typos

ASSIGNED TO

. Emma Tupa v
REQUIRES APPROVAL BY

(2] Unassigned v
Q kat

@ rathyn Nyhus

~ 1 Daysoerorepoonsm————— 1

View Logs

If you have a series of repetitive tasks that is continuously being assigned in your projects, make it
easier on yourself by creating a Task Template that you can apply to a piece of content whenever you
want.
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EZ TASK TEMPLATE

[PM] Email 8 Ignore Weekends

] Define list segments for emails

8 clays before publish, + Assign

[] Create proper segments for emails in
Customer.io

T days before publish, Nick Waverek
\j Stage emails

3 days before publish, + Assign
[T] Triple check copy for typos

1 days bafora publish, + Assign

] Proof email copy

5 days before publish, Kathryn Nyhus

Write emails for sequence outline
q

7 days befors publish, + Assign

] New task...

The more tasks you check off on each of your content pieces, the more the progress bar in your

Marketing Campaign will move.

== 17%

n . Marketing o Breonna Bergstrom Mar 13, 2018 02:31 PM

TASKS e 6% Tl

/ Write Social Media-Messages
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The more content pieces and people you add to your project the more the calendar will expand.

As you can see, CoSchedule makes it easy to transfer your timeline from a static sheet to a responsive
calendar. Sign up for a two-week trial or schedule a demo to see what else CoSchedule can do for
your team.

Go Create Your Entire Marketing Timeline With Ease

You have your templates. You have your timeline. Now plan your entire marketing strategy with ease
knowing that you'll be able to kick off your next project without missing a beat.
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CHAPTER 13

How to Create Effective Marketing Project
Checklists

Checklists are great tools for planning marketing projects.
In this chapter, you'll learn how to build project checklists and timelines in your sprint backlog.

If your marketing timeline includes your high-level deadlines, this chapter deals with individual proj-
ect-level planning on a more granular level.

What Is A Marketing Project Checklist?

A marketing project checklist maps the creation process for all of the
content within a single campaign over a specific period of time.

The purpose of a marketing project timeline is to understand when to start working on a specific cam-
paign to realistically set + achieve your deadlines.

This process also helps you understand all of the efforts going on throughout your marketing team to
help you realistically understand when your resources are able to execute specific phases of content
development.

Create Your Marketing Project Outline

You defined your highest priority marketing project idea in Chapter 7 of this marketing strategy guide.
The point of the Content + Promotion Checklist is to break down one project into all of the pieces of
content you'll create.
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For example, if CoSchedule’s highest priority project is an educational course, our team may need to
create the following content to make sure the project successfully influences our marketing goals:

e Launch brief + talking points: An internal document that explains the goal, target audience, what
the project is, and how you'll market the campaign.

e Brand brief: Since you're creating multiple pieces, your designers may need a way to make sure
the visual identity of the campaign is consistent.

e Signup landing page: This is the page where you'll direct all promotional traffic.

e Lesson pages: These are the actual course material, and there will likely be multiple of them to
create.

e Lesson videos: Some courses opt for visual content to include on every lesson page.

e Lesson quizzes: True courses teach, so you may want to quiz or test your students on every lesson
page.

e  Workshops: Most courses have some live action training that would include speaking points and a
deck, like a webinar.

e Certificates: You may consider creating certificates for the students who pass all quizzes.

e Facebook group: This provides a way for students to collaborate and build community around
your brand.

e Emails: You will promote the course to your email list. This will likely be more than one email to
plan, write, and schedule.

e Social media campaign: You will share the course with all of your social media followers.

e Facebook ads: This is a way to reach a larger audience than those who already follow you.

ANN N this example, you see how a large project breaks down into many pieces of content.
You will do the same thing for your highest priority project.

Open the Content + Promotion Checklist tab in your marketing strategy template spreadsheet.

127



D

L
b
-]

I C '
Marketing Project Name
Team Completed Progress MNotes

Project/Campaign Content Who is invalved? ¥Y/IN How close i-; f;.l's fo
Project Prep
Talking Points/Theme/Launch Brief
Promotion Checklist
Team Huddle

Branding/Design

Wi~ o bW (N =

10 | Pre-Promotion
11 |Landing Page
12 | Blog Post

13 |Emails

14 Social Campaign
15 |Video

16 Facebock Ads
17  AdWords

18 Newsletter

20 Launch

21 Landing Page

22 |Blog Post (Promoting Project)
23 |Blog Post (Teaching How To Do Project Yourself)
24 | Social Campaign

25 |Webinar/Workshop

26 |Demo

27 Facebook Group/Engagement
28 |Video

29 |Press Coverage

30 Resource Library

31 |Email

32 |Newsletter

34 Post Launch
Eﬁ-nmlsmmmauon
36 Landing Page
37 |Survey

38

B

Column A already has some content ideas listed to help you kick start your campaign planning
process. Tweak as you see fit and add your own content ideas.

You'll note column A is split into four distinct sections: Project Prep, Pre-Promotion, Launch, and Post
Launch. Oftentimes, this helps with project timeline management because you know which pieces
need to be completed before others. Again, if you find these categories aren't applicable to your
project, tweak the template as you see fit.

Add your content ideas to column A. In column B, write the Team members’ names who will help you
execute each specific piece of content.

Nearly any piece of content undergoes four phases during its development process:

Write
e Design
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o Code/prep for publish
e« Promote

Think through the names of the team members who will complete each phase of the content
development process to include in column B.

For example, this is who CoSchedule may need to involve to create the signup landing page of our
educational course (just one piece of content in a much larger campaign):

e Write landing page: Emma Tupa, conversion copywriter

¢ Design landing page: Megan Otto, web designer/developer

e Code/prep for publish: Megan Otto, web designer/developer

e Promote on social media: Leah Schothorst, social media strategist, and Ashton Hauff, graphic
designer

e Promote via email: Ben Sailer, blog manager

e Promote via Facebook ads: Rachel Wiinanen, inbound marketer, and Ashton Hauff, graphic
designer

e Promote via blog post: Jordan Loftis, content marketing strategist, Ashton Hauff, graphic designer,
and Ben Sailer, blog manager

This process will help you understand the level of effort into each piece + be able to map the project
timeline so no one person is overwhelmed with too much on their plate at any given time.

Map Your Content Development Process In Your Sprint
Backlog

Now you'll break down each piece of content into a phased development timeline.
Open the Sprint Backlog tab in your marketing strategy template spreadsheet.

In column A, write the name of your project. In column B, write the list of all the content you'll create
for that project. This is essentially the same list as your Content + Promotion Checklist.

Now for each piece, you can map when specific phases of content development will take place. Going
back to CoSchedule’s landing page example, the timeline to create that single piece of content within
the campaign may look like this:
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Follow the same process for each piece of content within your marketing project. As you add more
content, your sprint backlog becomes your comprehensive marketing project timeline.

Here's what the project timeline example looks like for a single piece as we add more content into
CoSchedule’s educational course:

I T 8 [4 S - S E— E | F <
a Marketing Sprint Backlog

= Bpriea Comtant EL ] LAl Ay BRI AN poll i 2ot
3 T Wk

4| Vit larhe) i el T ot K sl

o= RO e graics Wi socal meda moaasge. e )

[ Landfing Page: Teugn Facetooa ace

Ll e Terdeman
& | EETTT— T T

5 Eoucatisnd Coume Cartet Cxaiol 1 ks ﬁ. WO R L il Promots:
10 | ot Exrgia ¥ Teagn Codepens s pubiar |
__:I_‘__ Cortert Exanpla 3 W Dwign
12 Cartent Cameia 4 Wrta
13 ]

L] ] Toriart Laargia B

15

16

17

18

19

20

21

22

£

2 Erma Tupa

25 T depenOwe |
LN

27 Aution bad

28 B Bar
20 Tche Ve |

» I

Note that you can plan multiple sprints for multiple projects in the same Sprint Backlog tab in your
marketing strategy template spreadsheet.

In this example, CoSchedule would simply write our second highest priority project idea in cell Al5,
then list our content involved in that project starting in B15. From there, we'd map our project timeline
following the same process we used from the first campaign.

Congrats! You've planned your first project (or two!) and are ready to execute! Continue to learn how
to organize your marketing management for efficient project execution.
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CHAPTER 14

How to Organize Your Marketing Management
Process

What Is Marketing Management?

Marketing management is the process of efficiently executing the
tactics and projects as planned in your marketing strategy to effectively
influence your marketing goals.

Manage Every Project With Your Marketing Calendar
Your marketing calendar is the tool where you'll organize the publish dates for every piece of content
for every project. In this sense, it's the version of truth—the one place to see everything your market-

ing team is working on.

You learned how to map out a project timeline in Chapter 9. Now it's time to translate that timeline
into clearly defined publish dates for each piece of content.

In that example, we planned the landing page for CoSchedule’s educational course.
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This project timeline example suggests the landing page will be ready to publish by the end of the
week of January 15-19. So we can plan the landing page to publish Friday, January 19.

From here, we can review of the elements surrounding the promotion of the landing page, which
include social media messages, Facebook ads, emails, and a blog post.

The landing page's project timeline suggests:

e The social media messages will launch the week of January 22-26. Since everything is designed
and written by this point, we can set the social media campaign launch date as Monday, January
22.

e The Facebook ads will also launch the week of January 22-26. Since the graphics are already
designed and the ad copy is already written, we can opt to launch the Facebook ads Monday,
January 22, as well.

e Like the social media messages and Facebook ads, the emails will also be written and ready
to publish by the week of January 22-26. Since we wrote two, we can schedule them to send
Monday, January 22, and Wednesday, January 24.

So you see from that example how you'll set your deadlines (aka publish dates). This is what that
example looks like visually with CoSchedule’'s marketing calendar:

@ Educational Course
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Project Calendar ¢ JANZOIE - > TODAY

™ 1 m

The framework here is to use the high-level understanding of when a piece will be 100% complete
(gained from the sprint backlog exercise in Chapter 9) to determine hard publish dates to your
content.
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Define Your Marketing Workflows

Now you need a way to break the phases of content development for each piece into clear tasks you'll
delegate to the team members who'll execute the work.

Use the following framework to define a workflow for a single piece of content. You'll repeat the pro-
cess for each content type you've chosen to execute within your campaigns.

1. Write Down Every Task That Needs To Be Done

Map the flow chart of the complete content creation process. Don't omit a single task.

At this point, you're looking to understand everything you'd typically do to publish a specific piece of
content.

Former Intel CEO and chairman, Andrew S. Grove, writes in his book High Output Management that in
order to boost efficiencies in your workflow, you need to understand your existing process:

“..you first need to create a flow chart of the production process as it exists. Every
single step must be shown on it; no step should be omitted in order to pretty
things up on paper.”

So write everything down.

For example, let's say CoSchedule wants to create a workflow for the landing page planned as part of
the educational course. It might look something like this to begin with:
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Write down every step in your workflow in chronological order.
Confirm it's a 10x idea
Approve idea
Find keywords
Define angle
Write WIIFM and outline
Write 20-30 headlines
Peer review outline
Write landing page
Proof read landing page
Optimize for search engines
Approve landing page writing
Write social messages
Write Facebook ads
Write blog post
Design landing page wireframe
Design landing page header graphic
Design landing page body content graphics
Design social media graphics
Design Facebook ads
Design blog post header graphic
Design blog post body graphics
Approve landing page wireframe
Approve landing page header graphic
Approve landing page body content graphics
Approve social media graphics
Approve Facebook ads
Approve blog post header graphic
Approve blog post body graphics
Code landing page
Insert graphics into landing page
Insert graphics into social helpers
Schedule social template
Schedule landing page to publish
Email audience

Write down every task in your process as it exists today.
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2. Remove Unnecessary Tasks From Your List

Andrew S. Grove also writes in High Output Management:

“Second, count the number of steps in the flow chart so that you know how many
you started with. Third, set a rough target for reduction of the number of steps. In
the first round of simplification, our experience shows that you can reasonably
expect a 30 to 50 percent reduction.

To implement the actual simplification, you must question why each step is
performed. Typically, you will find that many steps exist in your work flow for
no good reason. Often they are there by tradition or because formal procedure
ordains it, and nothing practical requires their inclusion.”

To summarize, you're looking to reduce the number of tasks in your current process that:

1. Are actually part of other workflows. These are tasks that likely complement different content,
and therefore, don't need to be managed as part of the workflow you're creating at this moment.

2. Are no longer necessary. For example, sometimes tasks exist in new workflows to serve as re-
minders, but after time, your team learns the process so well that these reminders aren’t needed.

3. Exist because of unnecessary approval processes or office bureaucracy. Create the workflow,
approve the workflow, work the workflow. Eliminate lengthy back-and-forth approvals by plan-
ning your work, then working your plan.

For CoSchedule’s landing page example, we set a task reduction target of 20 tasks (and actually found
21 opportunities to remove):
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Remove unnecessary steps from your workflow.

Confirm it's a 10x idea

Approve idea

Find keywords

Define angle

Write WIIFM and outline

Write 20-30 headlines

Peer review outline

Write landing page

Proof read landing page

Optimize for search engines
Approve landing page writing

Write social messages

Write Facebook ads

Write blog post

Design landing page wireframe
Design landing page header graphic
Design landing page body content graphics
Design social media graphics
Design Facebook ads

Design blog post header graphic
Design blog post body graphics
Approve landing page wireframe
Approve landing page header graphic
Approve landing page body content graphics
Approve social media graphics
Approve Facebook ads

Approve blog post header graphic
Approve blog post body graphics
Code landing page

Insert graphics into landing page
Insert graphics into social helpers
Schedule social template

Schedule landing page to publish
Email audience
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In this example, we're able to alleviate 62% of the workload by strategically removing tasks that are
part of other workflows, don't need to be completed, or exist for unnecessary approval processes.

Target a specific number of tasks to remove from your process, then review your existing workflow
and identify those productivity improvement opportunities.

3. Combine Similar Tasks Together

There are probably opportunities to batch tasks that happen in conjunction with each other.

This exercise will increase your team members’ productivity by helping them knock out all of the simi-
lar tasks in one fell swoop.

To continue the landing page example, this is what the final consolidated workflow looks like:

Consolidate your tasks.
Find keywords
Define angle
Write WIIFM and outline
Write 20-30 headlines + body + proof read
Optimize for search engines
Design landing page wireframe + graphics
Code landing page + insert content
Schedule landing page to publish

We consolidated eight tasks into three, bringing the total down from 43 originally to a final total work-
flow task count of eight:

¢ 3into 1: Write headlines + body + proofread
e 3into 1: Design landing page wireframe + graphics

e 2into 1: Code landing page + insert content

Batch similar tasks within your workflow together to increase your team members’ productivity.
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4. Choose One Person To Complete Each Task

You already know at a general high level which team members need to be involved in specific phases
of content development.

At this point, you're looking for the names of those who will execute specific tasks.

In general, it's best practice to assign one task to a single team member. The moment you assign
a single task to more than one person, is the moment each of those people think someone else is
completing the work. Accountability works best when targeted at a specific team member.

This is who will complete the work for CoSchedule’s landing page example:

Choose who will complete each specific task within your workflow.

Find keywords (Ben Sailer, blog manager)

Define angle (Emma Tupa, conversion copywriter)

Write WIIFM and outline (Emma Tupa, conversion copywriter)

Write 20-30 headlines + body + proof read (Emma Tupa, conversion copywriter)
Optimize for search engines (Ben Sailer, blog manager)

Design landing page wireframe + graphics (Megan Otto, web development designer)
Code landing page + insert content (Megan Otto, web development designer)
Schedule landing page to publish (Megan Otto, web development designer)

Choose who will complete each task within your workflow.

5. Determine When Each Task Should Be Done

Generally speaking, it's easiest to think about task due dates in terms of: # days before publish

Begin by defining the due date for the last task in your workflow. This way, you know exactly when the
entire piece of content will be 100% complete.

From there, work backward up the list, assigning due dates to the second to last task, third to last, and
so forth.

When you're done, you'll know exactly when the first task in your needs to be complete. Armed with
this knowledge, you can start working through the piece with a realistic timeline to complete the work

by your anticipated publish date.

This is what the exercise looks like applied to CoSchedule’s landing page example:
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Determine how many days before publish each task must be completed.
Find keywords (Ben Sailer, blog manager)
+ 18 days before publish
Define angle (Emma Tupa, conversion copywriter)
+ 17 days before publish
Write WIIFM and outline (Emma Tupa, conversion copywriter)
+ 17 days before publish
Write 20-30 headlines + body + proof read (Emma Tupa, conversion copywriter)
+ 15 days before publish
Optimize for search engines (Ben Sailer, blog manager)
+ 14 days before publish
Design landing page wireframe + graphics (Megan Otto, web development designer)
+ 7 days before publish
Code landing page + insert content (Megan Otto, web development designer)
+ 2 days before publish
Schedule landing page to publish (Megan Otto, web development designer)
« 1 day before publish

You can use the high-level phases of content development you planned in your sprint backlog to help
you understand what tasks need to be completed in certain weeks, too, to help you understand when
each task should be complete.

For example, when we apply the landing page workflow to the specific educational course signup
page example, these are the due dates for the tasks:

® L

0% 1l
(] Find keywords

D Define angle
(] Write WIIFM and outline

D Write 20-30 headlines + body + proof
read

D Optimize for search engines

(] Design landing page wireframe +
graphics

D Code landing page + insert content

[:] Schedule landing page to publish
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Compare the task due dates to the phases of content development we planned in the sprint backlog:
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Note how the due dates for the tasks align perfectly with the phases of content development.

Assign due dates for your tasks in the form of # days before publish.

6. Delegate Tasks Efficiently

The final element of strategic marketing management involves communication. You've set up
expectations of what the team will create, who will complete certain tasks, and when those tasks will
be complete.

Now it's time to effectively communicate this to the team, which requires:

1. Notifying team members when you assign them a task. Let each person know what you expect
them to do.

2. Communicating the due date for the task. Let them know when you expect them to complete
the work.

3. Reminding them the day before the task is due. Proactively prevent delays by reminding those
who haven't completed their tasks before they become overdue.

Enable easy collaboration with marketing management software designed to remove the tedious,
manual busywork.

Hint: I'm talking about CoSchedule.

When you manage your content + campaigns with CoSchedule, you'll delegate these tasks
effectively because CoSchedule automatically notifies, communicates, and reminds assignees to
complete their work on time.

CoSchedule also helps you organize every marketing campaign + all of your content in one place.
You'll see everything your team is working on to execute your marketing strategy more efficiently
than ever.

Congrats! You've built your entire marketing strategy and know how you'll manage the work!
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CHAPTER 15

How to Effectively Measure Marketing ROI With
Google Analytics and a Simple Formula

Your team works incredibly hard producing content that should produce positive results for your
company, one of them being growth for your bottom line.

But what good is all that work when you can't prove that what you're doing is actually having an effect
on your ROI?

According to CMOSurvey.org, 37% of chief marketing officers feel confident they can prove their
short-term ROI. That number drops to 31% when asked if they could prove-long term ROI.

So, what's the solution?

A marketing ROI formula that helps your team track costs and revenue generated from your projects
and find a final ROI total.

When you read this blog, you'll learn how to:

¢ Find the amount of money it costs for your team to create a piece of content or campaign.

¢ Use Google Analytics to calculate the amount of profit that your content or campaign makes.

¢ Track and calculate your marketing costs versus profits with an Excel spreadsheet template to find

your marketing ROI (MROI).

It's time to get started.

What Is Marketing ROI?

Marketing ROI is the measurable revenue generated as a result of
marketing activity.
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A Few Quick Assumptions Before You Start

Marketing ROI can be difficult to discuss in generalities because each marketing strategy is different
and therefore requires an adjustment in recording strategy.

For the sake of this blog post, here are the assumptions you need to know:

e Every customer conversion produces the same amount of revenue.

e You're publishing digital content, and you'll measure your conversions through this content with
Google Analytics Goals and Custom Reports.

e If you are publishing printed content, it drives back to an online medium from which you can
measure your success.

This is the marketing ROl formula you'll learn throughout this blog post: MROI = Revenue Generated
From Content - Cost To Produce Content

If your team is operating outside these assumptions, you may need to adjust the formula in this post
to fit your strategy specifically.

Find How Much Revenue a Page or Project Has Generated

The next step in finding your marketing ROl involves finding the amount of revenue your content
generates.

This is a three-step process that helps your team track the content that is generating revenue. To find
this out, open your Google Analytics account.

To start tracking your generated revenue, you first need to set up a Goal in your Google Analytics
account as well as a custom report. Check out this video for ways to get started.

You'll notice in the video that the goal that was set up was a destination goal, meaning that when that
web page is visited, Google counts it as a conversion.

Since it is assigned a value of $50, every time that URL surfaces, Google will add another $50 to your
total revenue earned from the piece viewed immediately before the conversion.

In order to see that final total, you need to set up a Custom Report. This video shows you how to set
one up.

The total that appears in the report is the total number of conversions and money that your content
created. Depending on how long you want to track your conversions, you'll need to adjust the date at
the top of the report:
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It's important to note that you need to give each piece of content a fair chance to contribute to your
team'’s total MROI. That means that there needs to be a trial period where you team tracks the total
amount of revenue that a piece of content generates in one time frame.

This could be anything from a week to 30 days to 6 months, but once your team selects a trial period,

it needs to apply to every piece of content.

In your marketing ROl template, enter in the total made and how long you tracked the number of
conversions your content made:

Marketing ROI |
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Determine How Much Each Project Will Cost Your
Company To Create

The first step in your MROI process is finding how much your intended project is going to cost your
company.

Why is this important? Because in order to track your MROI accurately, you need to know the upfront
costs first. How can you determine those costs?

First, pick your project and decide what your team needs to do in order to complete it.
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For example, let's say your team is publishing an e-book. Begin by making a list of everything that
needs to be completed by the team in order to publish it. That list would look like:

E-Book Project Steps

E-Book

Write

Edit
Design

Landing Page

Write
S Edit

‘ Wireframe
Hello!

Code
A

Social Campaign

Write

Edit

Design ‘
\ 4 /
. ;

Schedule

Advertisment

Write

S s - Edit

1
Look Here! Design

Stage

Google Analytics

J
: )

& CoSchedule

Each of these steps involve a member of your
team whose time is worth a certain amount
of money. So first you need to determine
who on your team is filling each role. For this
example, you will need:

o Writer

e Editor

e Designer

¢ Design editor

e Developer

e Social Media Specialist
e Ad Specialist

Then divide their yearly salary by 52. Divide
that result by 40.

Price per hour = (Yearly salary / 52 weeks) /
40 hours per week.

So now you have the price per hour for
each of your team members. The next thing
you need to do is ask your team to estimate
how long it will take them to complete their
assigned tasks and record those hours.

For the example, let's say your team gave the
following answers:

e Writer: 4 hours

e Editor: 2 hours

e Designer: 4 hours

e Design editor: 2 hours

¢ Developer: 3 hours

e Social Specialist: 2 hours
e Ad Specialist: 2 hours



Each hourly salary can then be added on to get your final cost total:

o Writer takes 4 hours at $15 per hour

o Editor 2 hours at $16 per hour

o Designer 4 hours at $16 dollars per hour
o Design editor 2 hours at $17 per hour

o Development 3 hours at $16 per hour

e Social Specialist 2 hours at $15 per hour
e Ad Specialist 2 hours at $15 per hour

e Grand Total: $250

Calculating Project Cost

Estimated

Position Project Time

Writer 4 hours
Editor 2 hours
Designer 4 hours
Design Editor 2 hours
Development 3 hours
Social Specialist 2 hours

Ad Speicialist 2 hours

Hourly Pay

$15
$16
$16
$17
$16
$15

$15

TOTAL: $298

@ CoSchedule
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In the template you downloaded earlier, enter in each position that will contribute to your overall
project, how many hours they spent working, and how much it cost per hour.

Calculate Your Marketing ROI

The final step of calculating your MROI is to use the following formula:
“Total Revenue Generated From Content - Total Cost To Produce Content = MROI”
For the example, your formula would look like:

“$1,000 (Total Profit) - $250 (Total Cost) = MROI of $750”

Your final MROI total can be entered into the last column of your MROI template:

P5IE Fraigner Aber @310 Meepn b ber Ihe 610 | Searkope s 37 @515 b g 515 | a5 Thew g 510 = F1000 | Mgt L - 13t e

Seems simple enough right? Some things that your team will need to think about or subtract from
your final total:

e Marketing tool cost

e Overhead costs like:
- Cost for customer service representatives
- Costs to produce each product sold

Now it would make sense to think that if you avoid things like tools, you wouldn't have to take as
much away from your total ROI right?

However, if your tools end up saving your team more time and allow them to get their work done
faster, your initial team cost lowers dramatically.
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