"DON'T MARKET
YOUR BUSINESS"
"Until You Read This Manual"

"Just using one of these tips can save you hundreds of dollars"

by Marc Pacelli

Introduction
Thank you for purchasing this book and investing in yourself.
This book is a compilation of some of my own experiences and is not
meant to be any form of legal advice.
My name is Marc Pacelli and I have been involved in the digital
marketing world for over a decade. I have had many victories and some
failures along the way. I have even stepped away from it a couple of
times but the entrepeneural calling is too strong.
All of the information in this book is based on my personal experiences
and what I have learned along the way, and what's mentioned here is
only a fraction of what you may encounter in your business journey.
The items mentioned here are what I believe to be important enough to
have in place prior to starting a marketing campaign, or at the very least,
working on them while conducting a campaign.
The title is meant to spark interest and, YES it may seem a little abrupt
but, if you're reading this then it worked.
Enjoy the information here and if you have any questions please reach
out to me at;
marc@majalogroup.com or go to https://majalogroup.com and use
the contact form.
" In any moment of decision, the best thing you can do is the right thing,
the next best thing is the wrong thing, and the worst thing you can do is
nothing"
~~ Teddy Roosevelt ~~
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1. Get Your House In Order
These days, a handshake will no longer be your rst impact with most
people.
Instead, they’ll hear about you or locate you on search engines, then
check out your website and / or your social media pro le.
If your website is dated, old looking and full of advertisements, the
potential customer is going to close the window irregardless if your
content is "top notch" and current.
I often use this "Corny" saying, "Eye appeal is buy appeal". Although it's a
silly rhyme it still applies and your website is no exception.
There is a lot about being a successful business that has to do with the
impression you're making, and your website is no exception.
It’s an expectation that an established, professional business will have an
organized, sharp website.
You need a clean, current layout that’s sophisticated and easy to
navigate. Content needs to be clear and easy to nd. You should limit
the number of items on your menu to only about 4 - 6 items.
These should be the items that a customer would want information
about, such as; services and/or products, pricing, guarantees, waranties
etc.
The links to the legal mumbo jumbo that you have to have can be placed
in the footer of your website.
Something that I have seen is minimal contrast from the background on
the webpage to the text on the page. Which is easier to read?
The brown dog jumped over the fence.

OR

The brown dog jumped over the fence.
You might think that "It's not so bad", well this is just one short sentence,
can you imagine reading several webpages ?
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After several paragraphs your potential customer may realize that they
are struggling, a little more with each paragraph, to read the words.
Eventually they end up moving away from your website.

Page 4

Your website also needs to be mobile responsive because long gone are
the days where people sit at their computers and search for hours.
People do more digital interaction on their phones and tablets than on
stand alone computers.
Along with making an impact about your business, your website is also a
lead-generation device. Make sure it’s designed around your business
objective.
When a new customer visits your website you need to guide them and
tell them what to do.
What do you want them to do?
call?
sign up for a newsletter?
down load a whitepaper?
schedule a Zoom meeting?
ll out a form?
Directing someone to do something is referred to as a CTA or "Call To
Action".
Below are some of the most common call to action verbs broken down
by intention. Simply pair them with the o ering of your business.
Most Common Purpose - CTAs
Ecommerce - Buy, Shop, Order, Reserve, Save, Add to Cart, Pick, View
SaaS conversion - Try, Get Started, Subscribe, Sign Up
Non-pro t conversion - Donate, Commit, Volunteer, Adopt, Give, Support
Newsletter or community - Subscribe, Join, Sign Up, Refer
Freebie giveaway - Download, Get, Grab, Claim, Take advantage of
General - Learn More, See More, See How, Start, Find Out, Check it Out,
Click here, Continue, Swipe Up
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Don’t just expect people to act. Tell them what you want them to do.
Highlight that action with graphics and colors, and make it easy to
complete.
Colors can invoke certain emotional reactions, and you can use colors to
help your customer make a decision.
The chart below will give you some ideas as to what colors to use in
your CTA.

This is how you turn a website visitor into a lead.
Important tip: Have a strong call to action.
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2. Specialization - Don't try to be everything to everybody
Why should a client choose you instead of your competition? What do
you o er that they don’t?
You should note an area that you’re strong in and where you have an
advantage over the competition.
You may o er the same services (products) as your competition but your
customer service practices may be better so this is something that you
should make note of.
Outline your specialization on your websites homepage early on,
preferrably "before the fold". (Before the fold refers to the area of the
website that you see before you start scrolling). You should also be
focusing on your speci c strengths and your specialties in your
advertising as well.
As an Agency owner I o er many of the same services as my
competitors but I also o er Video Production as a monthly service. Video
Production is our Specialization, our unique niche. We have a fast turn
around and can do it for a fraction of the cost of most freelancers.
People love "Specialists" and they often come to the conclusion that you
are better, at ALL of the services that you o er, than your competition.
Once a prospective customer thinks that you are a little better than all of
the rest there's a pretty good chance that they will reach out to you,
which leads us to our next tip...
Do NOT BS a Specialization....Don't say that you have a specialization,
just to get a client, when you truly do not have strengths in that speci c
skill. It will back re on you 10X over. It could even ruin your business and
reputation.
If you don’t have an area of professional specialization, mention your
customer service or other policy.
Give people a reason to choose you.
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3. Avoid Technical Jargon - Keep it Simple
When it comes to speaking to clients and marketing content, you need to
speak in a language your clients understand.
Avoid content that is lled with technical words that may be associated
with your craft. It's very easy to start spewing out technical terms to
demonstrate your expertise. Just make sure you have an understanding
of their level of comprehension.
REMEMBER, you are there for them, to help them, to x a problem, BUT
at the same time you don't want to sound like your talking to a 2 year old
child.

This would do nothing more than insult your customer.
It's not a bad thing to simply ask your customer what they know.
Something along the lines of ..."What do you know about......?, How
familiar are you with....?, Have you ever experienced.....?
I think you get the idea.
If you really get stuck you can use an infographic.
Per Wikipedia the de nition of an infographic is:
Infographics (a clipped compound of "information" and "graphics") are
graphic visual representations of information, data, or knowledge
intended to present information quickly and clearly.
They can improve cognition by utilizing graphics to enhance the human
visual system's ability to see patterns and trends.
Here's an example:
[See next page]
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If you really want to get a message across with visual and audio content
then I would suggest a video.
Videos o er a visual and auditory message at the same time, and for
many of us, we tend to need both of these types of stimulation if we
want to retain information.
In the next chapter I'll discuss the bene ts of using video.
To sum this up I would just say, KEEP IT SIMPLE & INFORMATIVE.
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4. Develop Video Content
If you are not using some form of video content in your marketing then
you are leaving money on the table.
Here's a list of statistics about videos and video marketing.
* 54% of consumers want to see more video content from a brand or
business they support
* 85% of all internet users in the United States watched online video
content monthly on any of their devices
* 72% of people involved in video marketing say they use videos to raise
brand awareness.
* 87% of marketing professionals use video as a marketing tool
* Using video marketing could boost your leads by 66% annually
* 93% of marketers say they’ve landed a new customer because of a
video on social media
* 88% of marketers say they plan to do video marketing on Youtube
* Internet users spend close to 7 hours each week watching online
videos
* Youtube has 2+ billion users which is almost 1/3 of the internet
population
* 88% of video marketers are satis ed with the ROI of their video
marketing e orts on social media
* 83% of video marketers say videos have helped them generate leads
* Watching a product video convinced 74% of people to download an
app or software
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As you can see by the stats above, using video for brand awareness and
in your marketing e orts can signi cantly boost your exposure and
revenue. Using video can keep prospective clients "engaged".
Here is a video that helps to explain what also goes along with keeping a
potential customer engaged.
Check This Out Here
People like watching videos and they retain more than if they were
reading text.
You should have an intro video on your homepage that highlights you
and / or your companies strengths or specialties as well as welcoming
visitors and instructing them what to do next (CTA-Call To Action).
You can even embed short forms into a video and have that information
saved.
Business proposals are now being done through video. This method is
just as legal and binding as text.
This process is relatively new for a simple "work done for you" proposal
but if your proposal is complicated and intricate then I would probably
stick with the text proposal.

Now, you might be thinking, "I can make my own videos and save myself
some money!"
Yes, you sure can, but the learning curve can be massive depending on
the video editor that you choose to use, and there are many of them to
choose from. Creating a bad video can be more damaging than good.
Not all video editors are the same. Each has their di erent strengths and
weaknesses.
At Majalo, we have 6 - 8 di erent video editors that we use, depending
on the project that we're currently doing.
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Creating a video is not as expensive as it once used to be.
With todays smart phones you can capture a video with superb clarity
and professionalism.
Once upon a time a 1 minute video would cost upwards of $1800 and
now they can be done for $700 - $900 with much better viewing results,
better e ects, Hi Def, and overall better results.
It is best to have a professional prepare your video content for
marketing because it's not just about the content of the video that's
important, it's also about the " ow" of the video that keeps the viewer
watching.

With videos, you are only as limited as your imagination.
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5. Apps, CRM and Autoresponders
CRM Customer Relationship Management is a technology for managing all
your businesses relationships and interactions with customers and
potential customers.
A CRM system essentially provides a central place where businesses can
store customer and prospect data, track customer interactions and ROI,
and share this information with colleagues.
It allows businesses to manage relationships with customers from the
"just looking" stage to nally becoming a client.

* There are ve key stages in the CRM cycle:
1. Reaching a potential customer - Advertising, Email Campaign, Blog
paid ads, etc.
2. Customer acquisition - Customer lled out a form and you collected
their Name and Email plus any other pertinent information.
3. Conversion - Customer has decided to give your business a try.
4. Customer retention - Customer stays onboard and continues to use
your business.
5. Customer loyalty - Maintaining customer loyalty is often the hardest
stage in the CRM cycle.
(See Image Below)
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A CRM system helps companies stay connected to customers,
streamline processes, and improve pro tability.
I am not going to suggest a CRM here because there are so many and
your choice will depend on the level of customer data that you need to
keep track of.
The goal is simple, Improve business relationships.
Autoresponder A program or a script which allows you to send an automatic response
such as a Welcome Message, the minute someone signs up to the list.

Example - You sell digital blue widgets and you have advertised them and
someone wants to buy some.
The customer lls out an order form and within minutes receives a
"Thank You" email with payment information.
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That "Thank You" email
autoresponder. HOW?,

was

automatically

sent

from

your

When you hit the "Submit" button on the order form, the customers
information on the order form were added to a list that you created
within your autoresponder.
That event triggered the autoresponder to send the email message.
Also, after hitting "Submit", you should also be re-directed to a "Thank
You" page or some other landing page.
You can create and schedule several messages to go out in a cycle, one
after the other.

Example - 2 days after buying blue widgets you get an email asking if you
had received your product and con rming if everything was ok.
3 days after the last email you get another email introducing you to
another product that works really well with blue widgets.
You can schedule as many emails as you like to go out at any interval,
that you like.
Every so many days, weeks, etc. I think you get the idea.
Many of the autoresponders today can also automate text messages as
well as emails. To do this you will also need to collect valid cell phone
numbers as well as name and email addresses.
Some CRMs have an autoresponder service built into them. It all
depends on what your needs are.
Pricing on Autoresponders can range from Free to hundreds of dollars
and the popular ones will often have a monthly fee attached to them.
The monthly fee can vary depending on the number of emails and
subscribers that you have.
However, we use one at Majalo called Sendiio. It was a one time fee and
it is very powerful. It also handles text messaging.
Due to the fact that there are somany CRMs and Autoresponders on the
market, I highly suggest that you take the time and do some research
based on what your speci c needs are.
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6. Forms Do I really need to explain what a Form is?
You have probably lled out millions of them in your lifetime.
The important tip here is to make sure that your form is working
properly. Make sure that the proper information is being relayed to a
speci c list and also make sure that you are being re-directed to the right
landing page.
Here are some bene ts of using forms;
1. Online Forms Are Trackable - Online forms allow business owners
to keep track of the number of visitors to their site.
2. There Is Less Spam - Most online forms require users to give their
emails to receive replies. The email of the business owner is not
available until you complete the form and submit it. By lling out the
form, you are giving consent to the business owner to contact you, and
therefore No Spam.
3. Automatic Response - As previously discussed in the Autoresponder
section, the form will trigger the Autoresponder to send a reply. This
reply can be sent out immediately or it can be scheduled for a later date.
4. Better Communication - When users visit your site, what they want
is quick communication. Online forms o er an easy and almost instant
way to get a reply to a customer’s questions
5. It Encourages Visitors to Return - .Once a visitor has taken time to
ll out an online form, they’re likely to come back for results, or to keep
checking their email for a response. Filling a form shows commitment
and loyalty to the products or services your business o ers. This is how
you build your list.
6. Convenience - Forms are convenient to both the business owner and
the visitor. They allow you, the business owner, to collect information
that you need and to direct the customer to the proper place on your site
in an attempt to start solving the customers dilemma.
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REMEMBER - The customer has reached out to you because they are
experiencing a problem and they are looking to you to solve it
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7. Social Media Platforms
Whether you like it or not creating a social media pro le in the most
popular social media platforms is essential to your business.
It is imperative that you create a separate business pro le for each social
media platform that you wish to be on. Although, in the beginning, you
are your business, you still need to treat your business as a separate
entity.

Remember, this is about marketing your business or brand, NOT
about your personal likes and dislikes or opinions.
You must also clean up your personal social media pages because
potential customers will check out your personal social media accounts
to see what you are all about.
They are going to check to see just how "Professional" you are.
Are you serious about your business? or is it just a hobby?
How would you feel if a potential customer checked out your Facebook
page and found pictures of you being drunk at a party?
This potential customer is going to associate you with being
"irresponsible" and "immature" and somebody they DO NOT want to do
business with.
These types of images can have a negative lasting e ect on your
business.
Don't get me wrong, I'm not saying "don't have fun" and to stop hanging
with your friends but, you are who you hang out with, especially when
you broadcast such behavior on social media..
Beer pong is freaking fun but it has no place when marketing your
business.
Remember, Eye Appeal is Buy Appeal.
I think you get the message...
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Here are some good practices regarding your social media pro les.
1. Be aware of your Privacy Settings.
2. Showcase your unique specialization.

3. Use proper grammar, punctuation and spelling.
4. Join relevant social and networking groups.
5. Don't post inappropriate photos.
6. Don't speak negatively about co-workers or your employer.
7. Don't be overly o ensive or opinionated
8. Don't like or follow controversial groups or organizations
If you feel the absolute need to be negative or o ensive or be a
controversial follower then you could create an alias social media pro le.
Most likely, the admins, of whatever social media platform you're doing
this on, will nd out and your accounts will be shut down or banned....It's
not worth it in my opinion.
I am not a supporter of this particular practice, but I thought I would
mention it.
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8. Useful and Engaging Content
This is perhaps one of the most important tips in this manual.
Creating useful and engaging content for your site, blog or social media
page can be the turning point of a "one time" customer or keeping a
customer long term.
There are 4 stages to the Content Matrix;
1. Entertain - People starting a buyers journey are not looking for a sales
pitch. They are merely standing on the sidelines and seeing whats out
there. They just want to be entertained. At this point their connection is
purely an emotional one.
The following are examples of various formats used for this purpose.
* eBooks
* Quizzes
* Games
* Videos
* Articles
* Social Media posts
2. Educate - This is your opportunity to show your specialization and
expertise in your industry. Don't be too aggressive here but be relevant.
Remember, you are here to solve a problem that the customer has. The
key point to take away here is to share relevant, interesting pieces of
content. The connection now shifts from an emotional state to a more
rational one.
Some educational content formats include;
* Articles
* eBooks
* Infographics
* Trend Reports
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* Guides
* Whitepapers
* Reports
3. Inspire - By now you should have built a certain level of trust between
you and your customer. They like what your putting out there and they
have been building a level of loyalty.
Now is the time to interact on a more personally level, like private
Facebook groups or certain events where the attendees are invitation
only.
4. Convince - At this stage of the buyers journey the customer is pretty
much "sales ready". Now is the time that you start talking to them
speci cally about your brand and / or service and how you can solve
their speci c problem. This would be a good place for a Firm "Call To
Action" (CTA).
Some Content formats may include;
* Case Studies
* Webinars
* Checklists
* Value vs Price (Over deliver)
* Statistical Data
* Demos
* Product features and strengths
* Whitepapers
As you probably have seen, some of the content formats share multiple
stages of the buyers journey. An article can be very entertaining and at
the same time lend itself to also being educational.
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9 Testimonials, Reviews and Case Studies
Gathering positive reviews and creating case studies should be an
ongoing process right from the start.
Often times when people are searching for a product or service they will
scroll down to the reviews section and check out what other people are
saying.
How many times have you shopped for something on Amazon and after
checking out the product you immediately scroll to the reviews /
feedback section?
Customers want value for the money that they're spending.

PEOPLE WILL SPEND WHATEVER IT TAKES AS LONG AS THEY FEEL THE
VALUE EXCEEDS THE MONETARY AMOUNT.
If you are providing a service, it's a good idea to ask a potential client
permission to use their feedback / reviews and case studies for
advertising purposes.
You can do this very easily during the onboarding process. Simply
provide a "YES or NO" question for them to answer.

Example - Will you be willing to give us a testimonial and review that we
may use in our advertising campaigns?
Make sure your case studies have anonymity, you don't want a
customers sensitive data splashed all over the internet. Make your case
studies more of a "general results" type of information and as always
"NO BS Allowed."
Positive reviews and feedback can increase the Trust Factor in your
company exponentially.
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10 SEO - Search Engine Optimization
I wasn't going to include SEO but, in spite of it being technical, it is an
important component to getting more tra c to your business.
SEO stands for "Search Engine Optimization" and the de nition,
according to MOZ is;
"The practice of increasing the quantity and quality of tra c to your
website through organic search engine results".
The whole point of practicing good SEO is to attract more people to your
website and giving them a good user experience.
In the section "Get Your House In Order", I talked about have a modern,
clean website that is easy to navigate. By having these elements in place
you are helping a potential customer "have a good user experience", and
this is the type of thing that SEO is built around.
Many of the sections that were previously mentioned are also good
practices to assure good SEO.
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A couple of key practices regarding SEO
1. Make sure your webite (pages) load quickly. There's nothing worse
than waiting up to a minute ( or more ) for a page to load. This will play
against you in Google rankings.
2. Who is your target market? It's not so much about the quantity of
visitors, it's more about the quality of visitors that your site attracts.
3. More people use cell phones or tablets than desktops or laptops.
Optimizing websites for mobile browsers is critical if you want to rank
well in search engine results.
4. There's more than just Google for a search engine. Don't rank for just
Google, make sure that you can rank for other search engines as well.
But the chances are that if you rank well for Google than you will rank
well for the other Search Engines
5. As mentioned before, make navigation on your site Easy and have
Quality / pertinent content.
There is sooo much more to SEO than I can write about here. SEO can
become very "tekkie" and confusing.
In the case of SEO, it is best to have an agency or SEO professional check
your site and follow up with recommendations.
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11 Don't Wear Too Many Hats
This really isn't a tip of any kind, just good advice to keep in mind.
When starting out you almost always have to be "chief, cook and bottle
washer".
In other words you have the responsibility of running the company,
ordering o ce supplies, designing the website, advertising, writing
quality content for your website, developing an advertising campaign,
learning SEO, posting on social media.......etc., etc., etc., and that's just
the "In house" stu .
If you o er a service then you have to perform that service for your
client ( this is what you should be concentrating on). This is running your
business.
The marketing of your business is a full time job all by itself, and if you
are doing that then how can you e ectively perform the necessary
service for your client??
In the beginning you are responsible for EVERYTHING and it's very hard
to try to tackle everything by yourself but if you do not delegate and have
some of the day to day tasks done by other people, then eventually you
will crumble.
Hiring people to do the daily tasks really isn't that hard.
Here's a few ideas;
* Hire your kids for easy tasks ( there's good tax breaks here also )
* Hire a VA ( Virtual Assistant ). They are not expensive, usually $3 to $7
dollars per hour at the time of this writing. Most are from the Phillipines
or other countries. Make sure their English is clear and concise. You will
have the opportunity to interview them rst.
* Hire a Freelancer, there are numerous sites for this.
* Go to Fiverr.com and chec out their services.
* Use Apps and software to make your life easier. (Autoresponders)
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Also, don't be a victim of "paralysis by analysis".
Don't waste time over analyzing, I was once told "Good Enough is
Perfect".
I found that advice to be very valuable...
By delegating tasks you will be more productive and have better results
and ultimately your clients will be serviced better.
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Conclusion
Running a business is allot of work but it can be the most enjoyable
experience that you'll ever have.
This manual is just a small bit of what I think are important items to get
in order before you start your rst marketing campaign.
Be prepared.
Delegate when you can.
The suggestions in this manual are just that, suggestions. They are not
meant to be "The one all and done all" solution to anything. Do your
research, read allot, attend some webinars, talk to other business
owners and people in your industry. Be open to new ideas, you never
know when one of these ideas will boost your business to the next level.
Please remember that "Good Enough Is Perfect". Ihave often had
"Paralysis by Analysis" and I have wasted valuable time by going back
and re-doing something over again that was perfectly ne to begin with..
Don't be afraid to reach out for help, this is a good sign of management
skills and strength.
Embrace failure and learn from it. This is going to be one of the most
amazing journeys that you will ever travel.
Carpe Diem and good luck.
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