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Moving the Needle

The process behind finding your momentum

Joanna Lord
@joannalord
Director of Customer Acquisition
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What the hell doesmoving the needle
mean in marketing?
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Increased retention.
Foster relationships.

~
\ St

Improved something. —

Test new channels/
Made money. / —
Y // \ \ Ramp a channel up.

l Saved money.

~

.
"(‘ .
we_ ) < Researching new moves

Set up processes.

<€——— | everage successes for mo

Became more efficient.

Launched something.
Pause campaigns.

Trained someone.
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Jan Feb March Total Q1 April May June Total Q2
Affiliate $ 2218 1524 5 1,346 $ 5089 $ 2,000 $ 4000 5 6000 12,000
Paid Search $ 4376 5 7,046 $ 11422 $ 10,000 § 12500 | § 14000 36,500
Facebook 5 677 1,155 5 865 $ 2,607 5 500 5 2000 5 4,000 6,500
EL Site Sponsorship § 5,000 5,000 $ 5,000 $ 15,000 5 - ) - ) - -
Linkedl B - s - $ $ 1,000 § $ 3,000 4,000
Retargeting $ 500 $ 10,000 $ 10,500 $ 2,000 5 8000 5 6000 16,000
Iwitter Advertising 5 - 5 - s $ 5000 5 5000 3 5000 15,000
NP Site Sponsorship § - ) - s $ 1,500 $ 1,500 S 1,500 4,500
$ 5677 11,031 ' § 22,911 $ 20,000 $ 29,000 $ 33,500
$ 7,89 12,555 '§ 24,257 TotalQl '$ 44,708 $ 22,000 $ 33,000 $ 39,500 Total Q2 94,500
$94,500.00
Affiliate $ 2219 1,524 § 1,346 $ 5,089 80.00 160.00 240.00 320 320
Paid Search 5 4376 5 7,046 $ 11,422 80.00 96.00 107.00
Facebook 5 677 1,155 § 865 $ 2,697 10.00 20,00 30.00
EL Site Sponsorship $ 5,000 5,000  $ 5,000 $ 15,000 0.00 0.00 0.00
linked| s - s . § 5.00 10.00 15.00
Retargeting $ 500§ 10,000 $ 10,500 12.00 24.00 36.00
Iwitter Advertising $ - 5 - s 0.00 0.00 0.00
NP Site Sponsorship § - s - s 0.00 0.00 0.00
187.00 310.00 428.00




% Mew Business 75%

Price Payouts First month  Recurring Profitability LTR

Monthily Meonthly Monthly Monthily

PRO 5 99 PRO 5 50 5 10 Average Duration 3 PRO <

PRO Elite H 499 PRO Elite H 200 S 50 PRO Elite k-

PRO Premier $ 2,000 PRO Premier s 500 % 200 PRO Premier &

Annual Annual Annual Annual

PRO $ 950 PRO s 200 Average Duration 1 PRO E

PRO Elite 5 4,750 PRO Elite 5 1,000 PRO Elite g

PRO Premier 5 19,200 PRO Premier 5 2,500 PRO Premier &
Maonth DOES MOT CALCULATE TIME SERIES

Signups 1 2 3 '] 5 6 7 8 g 10 11 12

Monthily

PRO 50 100 100 100 200 200 300 300 400 400 400 400

PRO Elite 1 2 2 2 4 4 [ [ B B B B

PRO Premier a ] ] 1] 1] 1] 1] 1] ] 1] 1] 1]

Per Day 2 3 3 3 7 7 10 10 14 14 14 14

Annwal

PRO 1 2 5 & & B 10 10 10 10 10 10

PRO Elite a ] ] 1] 1] 1] 1] 1] ] 1] 1] 1]

PRO Premier 1] 0 0 L] L] L] L] L] 0 L] L] L]

Gross LTR & 1048073

LTR Net Payout L EBDB273 TTH margin

Incremental LTR m 52% margin

Gross LTR

Monthily

PRO $ 14830 5 23700 S5 29700 5 29,700 | § 53400 5 53400 5 B3,100 5 B3,100 5 118,800 | § 118,800 % 118800 5 118,800

PRO Elite 5 1497 § 2,994 % 2,994 5 2,994 5 5988  § 5,988 5 8,982 5 8982 § 11,976 5 11,576 § 11,976 | § 11,976

PRO Premier H - H - H - H - H - |8 - |8 - |8 - H - 5 - 5 ] -

Annual

PRO 5 850 5 1900 5 4,750 5 5700 5 5700 5 7600 5 3,500 5 3,500 S 49,500 5 8500 5 3,500 5 5,500

PRO Elite H - H - H - H - H - |8 - |8 - |8 - H - s - ] = % -

PRO Premier H - H - H - 5 - 5 - |3 - % - % - 5 - H - 5 - |3 -

Graoss LTR F& 17297 Ts 34594 7S 37444 7S 3304 S 71088 "5 72988 TS 107582 "5 107582 TS 140,276 '8 140276 7S 140276 'S 140,276 E

LTR Net Payout

Monthily

PRO 5 11,350 5% 22,700 | % 22,700 | % 22,700 | % 43,400 | 5 43,400 5 68,100 5§ 68,100 & 90,800 | 5 90,800 | 5 90,800 | 5 90,800

PRO Elite 5 1,187 § 2,394 % 2,394 % 2,394 % 4,788 5 4,788 5 7,182 5 7,182 & 9576 5 9576  § 9576 5 8,576

PRO Premier H - H - H - H - H - |8 - |8 - |8 - B - s - s = % -

Annual

PRO s 750 0% L1500 $ 3750 § 4500 S5 4500 § G000 $ 2 RS00 5 7500 § 7500 % 7500 5 7500 S 7,500

PRO Elite H - H - H - H - H - |8 - |8 - |8 - H - ] - ] - % -

PRA Pramier 3 < < 3 3 3 3 3 3 < 3 3
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So you meai§0ing with my gutdoesr@
cut it as a process?!? WTF?!?
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Well it does. But It doesnad scale.
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So what does this process look like?
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T
tsons setin markecing

Revamp FRO Dashboard 10 match
expecia
PRG newsletter
Revamp wetinass page
Footes calious far PRO.

Blog callou

OSE callaut

Beat Zand on Twittes
Sine wpsells
Frd-party BIogEers Heginner's Guide callout
SERF Find Roger Viral so<ial Campan Twiner X000 Acguision traffic Wiral content without acquisition call auts
Like Rann scavanger nuat Learn SEQ callout
SocialfCommunity ger
Offesing maguls free membership Better SEO to acquisition content
Saturday posts Facencak 6,500 Email
Upsell campasgn ta free users
Community Events ‘on-site
Community votes where £ send 2and Campaigns. Using prame coges
Free trial
Brand szud, £ Built propesty.
SEO audn and cngoing eatimization Anstant audic
Thumbs Model horme
Slag camments. Analyre blog traffic CRO on landing pages
Conversion rate.
TEme spens Qualivy of content Test funnels desending an traffic source
cRo

Test highest cormersion an hemepage module

1 great post every two wesks? Berter slegs posts
illing page revsions

Ingdustry survey

o =3 o o e

Custamer research, segmentation and insight

Dy in the Bfe of person or department Inside SEGmaz Sanrday pasts
Rafer a aftiate

Oezasicnal afternpan weskday posts
Pedormance-based payours

Product and dev bing posts Additanal biog pass

Fram desion team — arn
Entrarces (Dannyl

Gec-targened landing sages

Checklist bing posts
Top 10 SEC email newsietiers Tvpe of SEO landing sages

s
Lewel of SEG landing pages

Mew Linkbuilding Guide By Eric Enge
Hew chamnets

Mew Learn SEQ coment/guides
Snare keywoods as a team

Keyword Research Guide by Eric Enge
Re-targeting

wendars Live ssream whiteboard fricay
Search for wwards we could apphy for Web wwands Email marketing to non-FR0
Sveards Disalay meda
Batter upfrant explanaton YOumaz spansarsnips
Community trarmc
Sest of 2010 YOUmoaz past on main Blog Sigawss Scxial meedia Brometons
Mew Abous Us pages J—
Partnershios.

wiat is SED wideo Dnline Marketing Cannect
51 e

3 mmenihs for X

Fremetians
Mzzmaimts aremetian
Former member pramaticn
Meetums rave
Events Conferences wegas
Mozathon
webinars Free meBinars an e PRO membershin

Turn off frae account tools
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Social Boo
Marking/
article
Submission Keyword
Research/
Analysis

Search Engine
Search Optimization

Engine/
Directory

Submission

Website
Design/
Structure

Integrated
Marketing

NG

®,
0, &
E o%&
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Wisemapping.com Mindmeister

Bubbl.us Mindomo
Xmind.net



http://on.mash.to/kPUF0p
http://www.wisemapping.com/c/home.htm
https://bubbl.us/
http://www.xmind.net/
http://www.mindmeister.com/
http://www.mindomo.com/
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Personas Customer Value Business Value Technical Value | Strategic Value | Technical Cost  Total

Improve Q&A 7 9 7 8 B 10 29
Launch SERP Analysis tool 10 9 10 6 10 10 35
Refer a Friend Program 3 2 10 2 10 5 22
Add whitelabeling 9 9 7 6 9 8 32
Improve webinar series 7 8 10 2 10 6 31
Buildout out video training 7 5 8 2 7 6 23
Open analytics 4 2 1 2 2 4 7
(Complex)
Attraction Value Retention Value Biz Value Approx Cost Total

|Improve Q&A 7 10 5 10 12

|Launch SERP Analysis tool 10 10 B 10 18

|Refer a Friend Program 4 3 10 B 1

|Add whitelabeling 10 6 8 8 16

- Improve webinar series 10 B 10 6 22

|Buildout out video training B B 10 5 19

: Open analytics 1 2 2 2 3

(QuickH dirty)
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Okay so now | have this beautifully
LINA2NAGAT SR NRBI RYI

now what?
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LEARN?
I WANT To

ey
© Q90§ By Povle SAVALL
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With that said, have Plan B ready. You should always know the substitute
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Track It, track It, track It
oThe super duper important paat
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1
| 3monthlV | § 297.00
| SmonthlTV | § 495.00
| 7monthLTV | § 693.00 CPA= 5 156.58
| = $ £,318.86
I 3month gross = § B,316.00 S 7,046.14 Net (3mths) § 1,269.86
| Smonth gross § 13,365.00 $  7,046.14 Net (Smths)| $ 6,318.86
I 7month gross = § 18,711.00 & 7,046.14 Net (7mths) § 11,664.86
|
|
| 3monthLlV | § 297.00 CPA = s 9502
| SmonthLTV | § 495.00 = $ 2,114.81
| Tmonthlv | $ 693.00
|
| 3month gross § 1,782.00 855.19 Affiliate
| Smonth gross § 2,570.00 855.19
7 month 4,158.00 855.19
I month gross | $ Paid Search
|
| 3monthlV | $ 297.00 Facebook
| SmonthLTV | § 495.00
| Tmonthlv | $ 693.00
| SEL Site Sponsorship
| 3month gross § 11,048.40 10,000
| Smonthgross | § 18,414.00 10,000
| 7monthgross | § 25,779.60 10,000
|
[ Retargeting
| 3monthLTV | § 297.00
| SmonthlV | § 495,00
| 7monthlTv | $ 693.00 Twitter Advertising
| 3monthgross | § 356400 $  5,000.00
| Smonthgross | § 594000 $  5000.00 MP Site Sponsorship
| 7month gross § 831600 $  5000.00
|
|
| 3monthLTV | § 297.00
| Smonthlv | $ 495,00
| TmonthlV | $ §93.00
| 3monthgross | § 8,613.00  $475.20 : ths §,137.80
| Smonthgross | § 1435500 $475.20 Net (Smths)| $ 13,879.80
I 7month gross = § 20,097.00 5475.20 Net (7mths) § 19,621.80
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Learn SEQ

Page Rankings
Search Marketing
SEQ Basics

5ED Responsibilities
SEO Software

SEQ Toaols

SEO Types

Totals per day

#Hof sign ups
Gross a day
Net a day

Ave CPC

5116 - 31.50
52.04 - 32.59
£3.90 - $4.55
51.00-3%1.29
50.49 - 50.62
53,77 - 34.80
51.21-31.53
51.04-31.31

1% conversion

16.29

B959.5
52,41&@

Best practice:
Cover your ass

Ave ¥ of clicks per day
10

12

1312

3

BE

138

26

&2

1629

Low Cost per day
570.06

554,69
53,451.21

S61.17

5157.46

5843.11

§134.29

522672

54,998.71

High cost per day

116.03
B&.13
5561.44
103.06
284.37
1362.87
121451

Median
93,05
%7041
R,506.33
Faz.12
Ra20.92
%1,102.99

314
315
317
3/18
319

321

3x:nmm1o§| .

Total
51

70
516
483
138
104
84

49

BR&EBI8BRBIR

FHILBVB 2583838388

2RBRBIIRSY

Inactive

NgaeEse w

>B8828Y%

Active

% retention
33%

Average Retention of
FT=
Average Monthly
Chum =
Current Free Trials
Current Paying PRO
Expected Net Adds

Expected PRO in 30
days

16200%

Trial converters

54%
5.10%
1,760
9,333
471

9,804

Adding non-trial
signups

ERE5oREBBIBY

18
2

56.00%

Last Updated:

Reducing by 12%
to control for churn
14.00%

53288828358 849888

4/18/2011

Paid sub count
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How do we track these effectively?
As marketers we must embrace mttibuch attribution.
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News/Media/PR

Research/White Papers

Blogs + Blogging

Infographics

Comment Marketing

Social Networks

(CHEETE] INBOUND MARKETING! —f

m,,» (AKA all the “free” traffic sources)
Document Sharing

Social Bookmarking \m
Direct/Referring Links Podcasting
Type-In Traffic
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Display buys

Paid search marketing l, Partnership buys

News/Media/PR
Blogs + Blogging Research/White Papers /
Infographics
Comment Marketing niograpnis

. _ s Revenue shares
Affiliate marketing m INBOUND MARKETING! m S —

W (AKA all the “free” traffic sources)
Document thrmg

Social Bookmarking ‘W

Direct/Referring Links Podcasting

/ Type-In Traffic Llnkedln ad bUyS
Retargeting

Facebook ad buys
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Conference . Donations
Sponsorships Display buys
Paid search marketing ‘1: l, Partnership buys

News/Media/PR
Blogs + Blogging Research/White Papers /
TV ads —_
Infographics

Comment Marketing
3 _ Revenue shares
Affiliate marketing ~ EESES -~ \NBOUND MARKETING! «——m  —

-

m__-—) (AKA all the “free” traffic sources)
Document thrmg

|E1L <— Print collateral
Radio ads
Direct/Referring Links Podcasting
7 / Llnkedln ad buys

Retargeting
Facebook ad buys

Site sponsorships
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The Halo Effect:
When the positive trait or performance of one
channel influences another, causing subsequent
or compacted successes.
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THE CLOSER FUNNEL MULTI-ATTRIBUTION FUNNEL

THE INTRODUCER

THE INTRODUCER

INFLUENCERS

’ INFLUENCERS

THE CLOSER

#mediocre #magical
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Okay fn sold. Attribution can be done!
What tools do | use?




. MIFMWRI_MIMIM
Google Analytics
q . SEOmoz
{0.\ Dashboards My Conversions ~ Custom Reports http:/www.seomoz.org (**SEOmo
wraveoce [
- ECOMMERCE
ﬂ DT - | g MULTI-CHANNEL FUNNELS
: -
Visitors Overview Apr 14,2011 -May 14, 2011
» Demographics
» Behavior € 100.00% oftotal visits
» Technology Multi-Channel Funnels - | |
CONVERSION SEGMENTS ~ | |
P Tficsowses — ow |
Content | Assistod Conversions Multi-Channel Funnels Overvi Apr 14,2011 -May 14, 2011 ~
Top Conversion Paths
& Conversions - Time Lag c jon: Tuna:
me
I Al Multi-Channel Mix
Help =
% of total
The Visitors Overview Help o | € 100.00% oftoig EIEIER conversions Ozoomin
Report The Multi-Channel Funnels # ) Paid Advertising 54.91% Paid Advertising & Direct & Organic Search: 7.35%(23751)
Comparing Metrics oveniewreport | I |
Overview Report
Using the Interactive Table | viewing a Subset of & Opirect 50.93%
I Ranart O L Conversions 20,000 #  Organic Search 23.72%
Help center 0O ©Referal 20.99%
Search help center ) ) (Cther) 2.04%
1:'3'\. / [ © Social Network 0.32% Paid Advertising & Direct & Organic Search: 7.35%(23751)
—
] ©)Email 0.32%
Ap
There were 3
MNASNY 39
NAYAYA AT
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S —— A ——
CramelGouping  ASSeied  AsssesComeson  Lestmerion  Lestiercion  “pcion
Conversions
1. Direct 1,646 $22,082.60 2443 $17,686.60 0.67
2. Organic Search 870 $11,182.00 1,274 $4,192.00 068
3. Referral 669 $15,430.00 B59 078
4. Emall 325 $4 ,885.00 558 $6,178.00 0.58
5. Social Network 308 $3,194.00 251 $249.00 g

Viewing: Source/Medium Source Medium Other = Default traffic groups ~
Y

Secondary menson: | Seect.. < Vow [Br] 17w €]

First Interaction Last Interaction Last Interaction First/! Last Interaction
Conversion Value Conversions Conversion Value Conversions

/

First Interaction
Conversions

Channel Grouping -

1. Direct 2,296 m} 24473 $47 BRAGD .84 O n I I l n g

2. Organic Search 1,202 $4,192.00 1,274 $4,192.00 0.94
3. Referral 1,017 $11,434.00 B59 $12,084.00 1.18
4. Email 589 $7,873.00 $6,178.00

Snrial hannrk SRR 52 308 0N

5.
Secondary dimension: | Select... =

Assisted /Last

ey oA, g Umiwm e e
1. Direct 1,646 $22,082.60 2443 $17 6B6.60 0.67
2. Organic Search 870 $1 .00 1,274 $4,192.00 0.68
3. Referral 669 $15,430.00 B59 $12,084.00 0.78
4. Email 325 $4,885.00 558 $6,178.00 0.58

Social Network $3,194.00 $249.00

(Other) $0.00 $0.00

Paid Advertising $0.00 $0.00
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‘ CONVERSION SEGMENTS ~ | EXPORT ~

Assisted Conversions Apr 14,2011 -May 14, 2011 ~

Convers

ion: o Type:
0 BT Aqvorss

Help = - 4.55% of total conversions
The Assisted Conversions

R e . ATt P Explorer

Report

2

Viewing a Subset of

Conversions Assisted Conversions (7| Assisted Conversion Value 7 | LastInteraction Conversion ? LastInteraction Conversion 7
Assist Interactions and First | @ 3,827 $3,827.00 13,346 Value
Interactions % of Total: 1.70% (213,288) % of Total: 5.08% ($75,269.00) % of Total 4.13% (323,118) $13,346.00

Channel Viewing Opti % of Total 8.27% ($161,335.00) % of Total 43.44% (0.86)

Assisted / Last Interaction |
Conversions
0.29

N\

Help center

[Search heip center | ((Go)

300 300

Today@Q freak out moment:
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