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Landing More Sales

Special
Report

The key to landing more sales is to know your strengths
and weaknesses. Then choose the right tools to identify
your prospects, turn them into leads and convert them to
customers. New Business Minnesota presents these experts
to help show you the way: Mark Weber, ECM-Sun Media
Group (Community Newspapers); Jill Gibson Blyth, Softech
Solutions (Customer Relations Management) Larry Davis,
Fox Tracks Print and Marketing Solutions (Direct Mail); and
Dave Meyer, BizzyWeb (Web and Social Media).
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Landing
More Sales
Strategies To Help You
Grow Your Business.
From the Publisher:
Business owners all want to increase sales. Even startups that launch like a rocket and taste immediate
success have to keep the sales effort going lest it start fizzling from neglect in the next quarter.
To survive in this changing economy, you need to be aware of the latest strategies, tools and techniques
for filling the sales pipeline, managing the process and bringing in more business.
The goal of “Landing More Sales” is to introduce new and small business owners to leading local experts
who can show them what is available in the Twin Cities. New Business Minnesota approached the
experts on these pages to share their expertise and offer insights into the knowledge every new and small
business needs to land more sales.
These authors will share more information during a free interactive workshop and networking event
being planned in September.
For more details and to register, go to www.newstartupmeetup.com
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Land More Sales
by Marketing Smarter
Online
Use These Simple Tips to
Get the Customers You Want.

W

By Dave Meyer
BizzyWeb

ork smarter, not harder” is a
common mantra in small and
new businesses. Now more
than ever, online marketing can help you
do more with less time, money and energy – you just need to know what tools
to use and how to use them. Landing sales
online is a four-step process: Engage, Inform, Capture and Convert.
Engage: Find the right customers by
profiling your best, most profitable prospects. Who are your favorites to work
with? Profile them and speak directly to
their needs. This is where social media
comes in – reach out to your customers
where they spend their time. LinkedIn is
great for B2B and corporate clients, Facebook is perfect for mass audience appeal,
Twitter is best for small snippets of information to urban and mobile prospects,
and Google Plus is best for techies and for
boosting your search engine rankings.
Inform: This is where your website
comes in. Put information on your site
that tells HOW you can help your customers better and WHY they should
work with you. Nobody cares if you’re
#1, the best there is or how many years’
experience you have. Illustrate their pain
points and their unmet needs, and show
them how you can help.
Capture: Once your prospects are
engaged and informed, you can capture
their information. This is what changes
a suspect into a prospect – someone who
shows enough interest in your company
that they’re willing to share their information with you. Once you’ve captured

their information you can send
emails, special offers, or reach
out and continue to connect
with your visitors until you’ve
gotten to the final step:
Convert: Finally, you convert
your prospect into a customer.
But that’s not the end of the process – you can continue to engage
and inform to get more business
and referrals. Give them more options and choices and they’ll help
you grow your business.
Here’s the tools you should use online:
• Your Website: It needs to be easy
to update, optimized (more below),
and integrate with your social media.
Choose a short, easy to remember domain name, and go with a “.com” address
if possible. If your preferred domain is
already taken, check to see if it’s available
at auction and consider bidding if it’s for
sale. You can get cheap hosting on your
own and suffer down-time and frustration, or hire a company like BizzyWeb to
host your site for just $25 per month.
• Search Engine Optimization: Your
website needs to tell search engines what
you specialize in, including key search
terms, if you want customers to find you.
What would your customers type in the
“search” box if they were trying to find
you online? Make sure you include those
phrases in your metadata, page content
and links.
• Social Media: Facebook,
LinkedIn, Google Plus, Twitter,
Pinterest and more all relate directly to specific audiences. Remember to keep your conversations
“business casual” and speak to your pros-

BizzyWeb

Continued from Previous Page

pects’ needs.
• Google Places/Yelp/Yahoo Local/etc.
– online directories and review sites are
a great way to level the playing field with
your competitors. When someone searches for what you do and they’re physically
located close to you, you’ll show up higher
on the list than others who aren’t nearby.
• Email marketing – It’s possible to send
messages right to the inboxes of your best
prospects. Trickle-campaigns can contact
customers and prospects without any additional effort on their part, and you can
send messages to your ideal clients with
targeted lists.
• Paid advertising – Ads on Google or
Facebook let you target specific customers
and get your messages to them right when
they’re searching for your product or service.
Follow the process to land the sale – no
matter how many hits your beautiful new
site gets, Facebook Likes you have, or followers you have on Twitter, it won’t help if
you don’t show your customer how to buy
from you or find out more. Move them to
the next step by asking them to sign up for
an email newsletter for special offers, tips
and advice. Let them join your online club
on Facebook, and be sure to reward them
for doing so.
Hire a guide – finally, sometimes it
seems like there are just too many choices
and options, and it can be tough to figure
out how to make the Web work for you.
Hire a guide to set you on the right path,
show you what works and fast track your
success. It’s the quickest way to success.
NBM

Call To Action
To learn more about how to Land More Sales and “Generate
Buzz Without Getting Stung,” check out BizzyWeb’s FREE Buzz
Builders webinar Wednesdays at noon. Go to BizzyWeb.com/bb
for tips on how to use Facebook, LinkedIn, Twitter, Google+, Pinterest and the Web to build your business.

— Dave Meyer, president and owner of BizzyWeb, creates searchengine optimized websites that cross-publish to social media with a
single click, saving businesses time and money. Dave frequently speaks
on social media topics, and has developed websites for Prince, the
Medina Entertainment Center, local breweries and more. Reach BizzyWeb at (612) 424-9990, sales@bizzyweb.com, facebook.com/bizzyweb, or twitter.com/bizzyweb.
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Harness Your Data to
Land More Sales
Targeted E-Marketing to Clients and Prospects
Will Deepen Relationships, Land More Business.

W

By Jill Gibson
Softech Solutions

hat do you really know about your customers and
prospects? Do you know where you found them? How
many “contacts” did it take took before they became
a customer? How often do they read your emails? What special
offers caught their attention in the past year?
Starting your business with a well-thought-out database plan
will ensure that you’ll be able to answer those vital questions and
incorporate them into a strategic marketing plan that will help
you land more sales.
That data is often buried in your software or in your unsorted drawer of collected business cards. To harness it, you need
to start collecting and managing data the right way when you
launch.
What I do with all my clients is provide them with an environment, software and training so they can build a powerful marketing tool beginning with day-to-day information from new
customers and prospects. Over time the database they build will
track where marketing dollars are spent, who has been contacted
and who has responded. You’ll be in control of driving sales and
retaining your present customers and clients.
My company, Softech, uses business process analysis and customized software tools to make your data powerful and leverage
it to make you and your company more money.
Data Chaos Model
Without a streamlined process that is easy to use you’ll end up
with data chaos. I have one client who had the right data, but it
wasn’t coordinated. He used QuickBooks for managing his accounts, Outlook for emailing and Excel for project tracking.
The poor guy was suffering from data chaos – multiple databases with multiple entries for each client. It was muddied up
with duplication and overlapping entries. And it took a lot of
administrative time to keep it all going.
On a small scale, his inefficient system still allowed him to frequently meet with many of his clients. But as new clients came on
board, he lost the ability for face-to-face interaction. Too many
faces; too little time. His business was changing and the opportunities to touch customers were diminishing.
The relationship his customers had with him was also declining. If he was out of the office when a customer called, no one

could answer the
simplest of questions even though
the information
was close at hand.
Data chaos can
make you look really unprofessional.
Another form of
data chaos is where one
hand doesn’t know what
the other is doing. A large
company I consulted with
had salespeople who were
dutifully noting when a
client had died. The marketing department, however, was still mailing to
them. No one connected
the dots: A better offer or
additional mailings won’t entice dead people. It was costing
them thousands of dollars every
time they mailed.
In that case, the data base had
to be cleaned up and procedures
put in place so the marketing
people were more involved and
sales people were properly entering customer information
Data Power Model
The first step toward the Data
Power Model is to simplify everything. I help clients by integrating
QuickBooks and ACT! Customer
Relations Management (CRM)
software so that ACT! serves as a
data hub. Prospects are first entered
in ACT! Once they become a customer, the information is automatically
entered into QuickBooks with a click of
the button.

Softech Solutions Continued from Previous Page
Then we take it to the next level by setting up categories for
each client based on needs for targeting email campaigns and
other communications – with filters that are created by using
QuickBooks data. The sales management process is handled
through ACT!
The stage was now set for successful email marketing campaigns. By using categories, you aren’t aimlessly sending out
offers, you’re targeting just those who will be interested. Your
emails will be more welcomed if they are actually meaningful to
the recipient, especially the live ones.
This is how you make money with your data, by turning it into
the golden goose that keeps giving back to you.
Email Campaigning to Drive Sales
• If you have a promotions company, you could target clients
who always buy mugs and tell them about a special promotion
on mugs. Or you could target them with a sale on coasters that
are a good companion to the mugs.
• If you have a hair salon, wouldn’t it be wonderful to send an
email reminder six weeks after their haircut? Talk about being
a value-add to your customer! Otherwise they forget and call in
after eight or 10 weeks and need to get in fast. You can create
your own templates and incorporate text and graphics. Swiftpage
is what we use because it integrates the email results with ACT!
for easy data tracking.
• Sales people can use a good CRM system to remind them
when it’s time to send letters, cards, schedule follow-up meetings
and keep track of the minutiae that is critical to maintain strong
customer relationships. They know you care.
• Send renewal emails out 60, 30 and 15 days before the deadline. I get a great response when I do it. They appreciate that I’m
helping them remember. I’m following up on their needs without
being asked. That’s going deeper with your customers.
• Send out an E-Marketing survey. When the results come
back, the data is automatically added to ACT! Now you can have
groups that are set up based on how they responded.
• Have a campaign where you send out three emails and then
schedule a phone call for your sales people. After that, you may
want to mail a marketing piece with your offer so you have different means of communicating with your clients.

• Track everything. Calls made to a prospect. Talking to them
versus leaving a message. When direct mail or emails were sent. If
you see that you’re not making contact and getting no response,
do you want to keep trying? If they are wasting your time, don’t
waste your money on them. Or at least reach out with email only,
which costs you very little.
Track the open and click rates of your emails. If they opened
the email (You can easily monitor this through SwiftPage, an
email marketing package that integrates with ACT!) did they
click on the link? If you send out 1,200 emails, you should be
able to know that 458 people opened them – that’s pretty good.
And if you see that 319 actually clicked through to your web site,
that’s a very good response. If you only have 2 percent opening,
that’s clearly a fail. You should know what is happening.
Access Data Wherever You Are
I think it’s important that you have access to your data. If
you’re in a coffee shop with a tablet, you should be able to update
a client record or enter the contact information of someone you
just met. If a client needs you to resend an invoice, you should
be able to get to your information on your smartphone as easily
as you do at your desk. You can even launch an email campaign
remotely.
A cloud-base solution will help you do that. Most web-based
software programs, however, aren’t as robust and feature rich as
their desktop versions. What Softech does is offer hosted applications at a remote location. You can access your own software on
a powerful computer through an interface, whether from your
desktop, table or smartphone.
When you update information, it syncs with all your devices.
It doesn’t matter if you use a Mac or PC to access it. The experience is the same.
Conclusion
The key to growing your sales is to learn how to leverage your
valuable data, incorporate it into a consistent marketing effort
that builds deeper relationships with your prospects and clients.
To do that, you need an efficient process to gather and manage
all your customers from first contact to ongoing invoicing and
access that data where ever you are.

Call To Action

— Jill Blyth, President/CEO of Softech Solutions, offers business process analysis, customized contact management software
and marketing solutions. She has more than 25 years experience
in data analysis and design, a Platinum Certified Platinum ACT!
consultant and appointed to the Business Partner Advisor Council
for ACT! software. She can be reached at (612) 309-5709 or jill@
SoftechSolutionsllc.com. www.SofttechSolutionsllc.com.

One free hour to sit down and discuss current business process
at your company and make recommendations on how to make it
more profitable (increasing sales).
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Community
Newspapers Deliver
Reach Your Ideal Prospects with Focused,
Targeted Marketing Products.

T

By Mark Weber
ECM-Sun Media Group

he connection between marketing and landing more sales should
be obvious. Unfortunately, many
startup businesses are so busy launching, hiring staff, putting product on shelf
or getting their web site up and running,
they put plans for marketing and advertising on the back burner.
It’s something we see all the time at
ECM Publishers, which publishes 51
community newspapers and 29 community websites, including all the Sun newspapers and web sites. We go to more than
650,000 households in and around the
Twin Cities and have millions of website
visitors making us one of the largest media companies in Minnesota.
It’s only after the business is struggling
for revenue that desperation sets in and
they call us to finally start creating a marketing and advertising program to hopefully save their business. The most successful startups we deal with are the ones
who consult with us at the beginning.
What we’ve learned over the years about
guiding businesses in their marketing decisions is that they need to understand
their options and how to use the best media mix that suits their needs and budgets.
You don’t want to get so caught up in one
media to the exclusion of all others – the
proverbial eggs in one basket. That’s where
I see marketers get in trouble. They fall in
love with a certain media and that’s where
they spend their time and money.
The bottom line is your marketing message has to be in front of the people you
want to engage. A good media mix just
makes sense.

With all the attention garnered by the internet and
social media – well deserved attention – keep in
mind that print and newspapers still play a vital role
in their communities and
deserve consideration as a
part of your media mix.
Contrary to what you
may have heard, community
newspapers are thriving by providing intensely local content readers can’t get anywhere else. Think of
families that are concerned about
what is going on with the schools
and the school board, local government and safety issues. Think of
grandparents looking out for school
plays and concerts. And think of all
the photos of kids that end up on the
refrigerator.
We deliver local content that is
valued by readers of all ages. That
content is only available through
community newspapers and their
web sites. We’re the only one following it in a way that serves local readers. That’s why they keep coming
back. That’s why newspapers like ours
are successful and growing.
Create a Marketing Plan
Before you spend a dime on marketing, take the time to understand
who your typical customer is. Where
do they live? What schools do their
kids attend? What are their ages?
What are they interested in? Build a
profile using that information as the
first step in building a marketing plan.
Then establish your marketing
goals. Do you want to drive prospects

ECM-Sun Media Group Continued from Previous Page
to your store? Visit your web site? Do you want to promote an
upcoming holiday sale or seasonal event (think tax preparation)?
Do you want to build your brand and connect with the community?
These steps are so important that we have our marketing consultants go through it with new clients as part of our consultative
sales process. Clients generally have a good idea what they want,
but they have never discussed it with a marketing professional
who will challenge assumptions and goals, make suggestions and
help create a concrete plan of action.
Take Advantage of Our ECM Marketing Consultant’s
Knowledge
Today’s community newspapers have many options: zoned
editions, online editions, inserts, special sections and themed
publications. We have developed communities that we serve in
a way that attracts a fine tuned, targeted audience that we can
break down by age, lifestyle, income and geography.
The role of every ECM marketing consultant play in print, or
in just about any other medium, is that of a guide and advisor to
help you sort through it all.
Our marketing consultants, for example, have the advantage
of local knowledge on each community and can help clients develop with a plan to interact with that targeted audience. And
they can become part of the community by supporting special
events like Anoka’s Halloween celebrations or the Hopkins Raspberry Festival or special sections that support seniors or youth
sports and more.
Geographically, they may want to target a city or group of cities that serve high income communities by specific publication
title or by particular ZIP codes. Some communities skew older
and some younger. There are also separate lifestyle sections from
senior living to home remodeling or new home construction that
capture the flavor of a community.
ECM marketing consultants are your guide to interacting with
the community in print and online and can customize a program
to fit your budget.
Marketing consultants will also help you get the right advertising design and creative content to make your efforts more effective by working with our artists. Our graphic artists are also
a huge asset to our advertisers. They know what works and can
recommend compelling promotions based on literally 100 of
years of creating ads that work based on best practices. They
know what headlines work and how to formulate the unique sellCall To Action
To request a FREE assessment of your current marketing and advertising program, simply email advertise@ecm-inc.com or call
(952) 392-6800. An ECM Marketing Consultant will review your
program and propose improvements using exclusive ECM tools.

ing proposition that gets results.
Find What Works for You
• One local retailer we worked with started out doing a few
inserts in a select area. When they decided to expand to more
than 10 geographic locations in the metro, they stuck with the
marketing strategy that had been working. Now they are doing a
half-million inserts six times a year because the ZIP codes they
selected were driving results. They liked the high penetration
they were getting. Using inserts helped them stand out in the
publication and get the attention they wanted.
• We were able to help a local restaurant grow with an exclusive advertising program targeting their specific area with ads for
the big brunch holidays like Mother’s Day, Thanksgiving, Easter
and Father’s Day. From the day they started advertising with us,
their reservations began taking off. The whole advertising theme
focused on the idea of a special day for your mother and your
family. The strong emotional appeal worked. It not only introduced new people to the restaurant, but kept them coming back
between holidays.
• When a new spa opened, they chose to run banner ads on
two of our community newspaper web sites aimed at a high-end
demographic in their community and the community next door.
They limited the campaign to digital because it fit their budget
while still getting the audience they sought. They quickly received more than 500 click-backs to their web site and saw an
increase in new business. A year later, they are continuing the
campaign.
Community newspapers and web sites provide great flexibility
for a marketer. There is a place for print and online in your marketing budget. Each has its unique strengths. A growing trend
we see is business owners leveraging both mediums to reach the
audience they need. If the audience prefers mobile, be there. If
they prefer online, be there. If they are partial to print, be there.
We can customize a program for any budget, whether the largest
retailer or the smallest business, all in the same family of products. And because we are invited into the homes of the readers,
we aren’t intrusive. We’re the friendly neighbor that people want
to chit chat with. That’s a good marketing environment.
Community newspapers and web sites are thriving because we
deliver our content in ways that meets the needs of readers. We
go where our readers are and our advertisers come along for the
ride.

— Mark Weber is general manager of the ECM Publishers, Sun
Media Division. ECM Publishers is a collection of newspapers and
websites serving 51 communities in and around the Twin Cities reaching more than 650,000 households. With more than 480 employees,
ECM Publishers specializes in publications, printing, digital media and distribution. For more information call (952) 392-6800 or
advertise@ecm-inc.com
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Use Direct Mail to Reach
Your Ideal Customer
Targeted Lists, Data Mining, Design, Messaging
Combine for a Strong Marketing Punch.

By Larry Davis
Fox Tracks Print and Marketing Solutions

E

very client we serve, whether a business, nonprofit or association, is (or
needs to be) focused on business
development. They all want to fill their
sales pipelines with qualified leads. They
want their marketing efforts to be effective. They want to land more sales.
One of the most effective marketing
tools for driving more sales is direct mail.
It is a proven and rewarding strategy, especially when its’ done in an intelligent,
effective and measureable way.
Even among younger, internet-oriented
people, direct mail has great success. According to a recent Direct Marketing Association study, people under 24 years of
age were more likely to respond to direct mail than their parents. Often overwhelmed with intrusive offers online, they
are thrilled to receive something personalized in the mail.
Even Google, which nearly rules the
internet, uses direct mail as an effective
channel to generate new business.
The heart of all direct mail is sophisticated data analysis and data mining that
targets your audience with great precision. It can put the right eye-catching
piece with the right message in front of
the right person in the right place at the
right time.
On client’s direct-marketing-projects,
Fox Tracks Print and Marketing Solutions
is involved in every step. Successful direct
mail requires coordination between design, mailing lists, printing and cost management. I’ve seen what happens without
coordination: the designed piece doesn’t
meet postal regulations and has to be re-

done; the mailing list doesn’t fit
the audience profile; the message
is unfocused and confusing.
To get the best response at the
lowest price, a direct mail campaign has to be thought through
from beginning to end. At Fox
Tracks our marketing team works
together closely to achieve the best results. The design piece has to resonate
with the target audience. The copy has
to move them to action. The mailing
list has to be prepared with bar coding,
address verification and sorting for automation to get the best rates from the
post office. It is a coordinated process.
Successful Direct Mail Campaigns
The first step in any successful campaign is creating a profile of the target
audience – start taking notes and review
current and past relationships. What demographics do they share in common?
Where are they geographically located?
Do you know their lifestyles or hobbies?
To land more sales, you have to know who
you’re going after.
Once we help our clients create a meaningful profile, we begin data mining to extract addresses for the target mailing list,
drawn from thousands of database which
we have access to. The profile will also
guide us in creating a design that will engage the target audience.
The right data doesn’t just help you get
to the right person, it also helps you reach
them at a deeper level. The melding
of data and digital printing has made
it possible to personalize individual
mailed pieces with what is called personalized variable data.
For example, we did a campaign for
auto dealer where each piece was per-
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sonalized to say, “Hi, [First Name]. We are willing to give you top
dollar trade on your [Year and make of car] and are ready to give
you $[Car value] on the trade in.” Data is king.
Taking that a step further, you can add a simple personalized
QR code in a piece that directs them to a web page that greets
them by name and a custom offer. The printed piece serves as both
an introduction and as a pathway to your website where they can
see a video, get a discount or just get more information.
Here are some examples of some of our successful
direct mail campaigns:
• A women’s clothing boutique that only stocked specialty and
unique items wanted to reach a larger audience. They knew their
customers and wanted to find more like them. We zeroed in on
the average age and income for the profile: affluent and professional, ages of 35 to 55. We then mined the demographic with two
filters for income and home property values to reach the target
audience.
• A local scuba shop came to us when they were planning their
grand opening. We pegged their demographic as predominantly
male, 35-plus years of age, with disposable income for special
scuba trips. A few diving magazines had subscriber lists for sale,
but were very expensive and we only wanted to mail locally. We
started our data mining with a focus on male homeowners in Dakota and Hennepin counties with higher incomes, who have an
interest or have traveled to ocean destinations. We filled up the
open house.
• A local construction company developed a successful system
of repairing and renovating homes with premature mold problems. Once they had identified neighborhoods built in the same
timeline with the same improper construction, we were able to
pull data from the 200 closest homes from existing repair sites. A
personalized postcard and later a personalized letter was developed and mailed to the families nearest to on-going renovations.
The offer included a free inspection and a QR code offering a free
white paper on identifying mold in your home, as well as other
important information. Not only was the message highly relevant,
the target audience was nearly identical to their current customers.
Direct Marketing Advice
Get Help. Any company that has tried to manage their own
campaign knows that after the first effort, it’s difficult to keep up
the momentum. It’s hard to make it part of a routine. Working
with a full-service company like Fox Tracks makes sense because
we are focused on executing your plan. That is our business.
Plan for Results. For me, a good campaign involves a strategy of multiple touches executed over a selected period of time
with built-in metrics for measureable results. If we mail out 5,000
Call To Action
If you are interested in the best marketing solutions for your
company, Fox Tracks is here to help. Contact Larry at: (952)
890-7798 or email me at solutions@foxtrx.com

pieces, the day it hits mail boxes you should see an increase in web
traffic. You have to be ready to capture that response, reinforce
the message and begin a relationship. You need to have Google
Analytics set up so you can track the responses.
Have a Goal. Do you want to increase revenue? How about
creating a 20 percent increase in web traffic? Some businesses
want to increase their Facebook “Likes” as a way of jump starting
their social media efforts. Some want to build brand awareness or
generate more leads. Whatever the goal, you need a plan in place
for tracking results so you can determine what works and what
doesn’t.
Have a Strategy for Four Key Groups. A) Regular customers B) Occasional customers C) Warm prospects (those you have
done estimates for or whom you’ve met) D) Cold prospects (those
you’ve had no contact with) You may not have a budget to do all
four.
You have to care for the A group. For the B group it’s great if
you can turn occasional customers into regulars, but the key to
growing sales is to get the C group, the people who know you but
haven’t become customers. The most expensive and the longest
marketing cycle is connecting and converting the D group. Focusing on A, B. and C groups is the fastest way to land more sales.
Pre-plan and Personalize. According to industry averages,
campaigns with no pre-planning or personalized message get a
response rate of approximate one half of one percent. However, if
you work with a professional direct marketing firm, such as Fox
Tracks, it’s not uncommon to get a 3.5 percent return or more.
Direct mail definitely has an important role to play in landing
more sales for businesses of all sizes, especially when used in conjunction with other advertising, social media or as a complement
to your internet strategy.

fox tracks
print & marketing solutions

— Larry Davis is an owner and marketing specialist of Fox Tracks
Print and Marketing Solutions, who provides print, direct marketing
and cross-media services for businesses of all sizes. He has more than
28 years experience in business development and direct marketing. He
can be reached at (952) 890 7798 or solutions@foxtrx.com. or www.
foxtrx.com

