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Introductions

Ann Stanley

« 20 years in digital marketing
» Founder & CEO of Anicca
* 15 years running Anicca
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About Anicca

) (=)&)

Supporting your digital ambitions.

No Ego and No Bull, we invest in relationships
with businesses and brands to drive growth and
succeed in what we do.

Our multi award winning agency in the heart of
Leicester speaks for itself.
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Agenda

* Background fo sales and marketing funnels .
* What is marketing automation software (MAS)?

« Tour of our SharpSpring MAS platform
« Use of MAS for marketing

» Use of MAS for sales

» Other functionality

« Choosing a Supplier
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Background to sales and
marketing funnels

P
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Marketing vs sales funnels
(differences in terminology)

Brand Awareness

2

Conversion

T
Retention & Customer ‘
Service
o ‘

Marketing funnel ® » .
4
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Marketing vs sales funnels
(differences in terminology)

Brand Awareness

TOFU - |
Top of Funnel ”

MOFU -

Middle of Funnel
Conversion
LY
g

Reienﬁg::ﬁ::shmr BOFU . ‘

Bottfom of Funnel
Advocac v ‘
Marketing funnel Sales funnel ® » .
Y

2
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Role of marketing & sales teams
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Role of marketing & sales teams

Awareness

Database

NMOFU

BOFU

Role of Visibility, awareness Establishing credibility Ongoing customer
marketing and traffic & nurturing education & advocacy
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Role of marketing & sales teams
in the sales funnel o

Awareness
Name

 Nurturing
Database

TOEFU MOEU BOFU

Role of Visibility, awareness Establishing credibility Ongoing customer
marketing and traffic & nurturing education & advocacy

Qualifying prospect | Convincing Upsell &
Role of sales Establishing needs | & converting | cross-sell
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Role of marketing & sales teams

in the sales funnel

Role of
marketing

Role of sales

Software &
techniques

[ ¥ ]
(7 ]
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r—]
a
b
=
=
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TOFU

 Nurturing
Database

NMOFU

0 _
soru | b

Visibility, awareness
and traffic

Establishing credibility

& nurturing

Ongoing customer
education & advocacy

Qualifying prospect
Establishing needs

Convincing
& converting

Upsell &
cross-sell

Advertising &

Content email & remarketing

Customer email

marketing channels

@annstanley

Customer relationship management (CRM)
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Understanding visitors’ motivatio
when thev arrive at your site

to buy or in the future .

Already knows y
and trusts you

Doesn’t know or

trust you
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Understanding visitors’ motivatio
when thev arrive at your site

Does not want Wants to buy now
to buy or in the future

Already knows .
CONVERT /

and trusts you Make the buying process 1
easy - il

Do not put them offl

Doesn’t know or

trust you
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Understanding visitors’ motivatio
when thev arrive at your site

Does not want Wants to buy now
to buy or in the future

&

Already knows
and trusts you

CONVERT
Make the b/ \ing process

Do not pdt them offl

Doesn’t know or

trust you
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Understanding visitors’ motivatio
when thev arrive at your site

to buy or in the future .

Already knows
and trusts you

IDJel=j W qplel"Meldl  NO ACTION REQUIRED

trust you Just looking for
information

Unlikely to buy in the
future but may
recommend others
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Understanding visitors’ motivatio
when thev arrive at your site

to buy or in the future .

Already knows
and trusts you

Doesn’t know or
trust you

N @annstanley

NO ACTION REQUIRED

Just looking fo
inform

Unlikely » the
future bot ma

recommend others
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Understanding visitors’ motivatio
when thev arrive at your site

to buy or in the future .

Already knows
and trusts you

Doesn’t know or NURTURE

trust you Not ready to buy yet
Provide useful information

or help them to become =
ready to buy ¢ *
Reassure with trust signals
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Understanding visitors’ motivatio
when thev arrive at your site

Does not want Wants to buy now
to buy or in the future
Already knows CONVERT

and trusts you Make the buying process
easy

&

Do not put them offl

Doesn’t know or NURTURE

trust you Not ready TO buy yet
Provide useful information
or help them to become =
ready to buy ¢ *
Reassure with trust signals
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Understanding visitors’ motivatio
when thev arrive at your site

Does not want Wants to buy now
to buy or in the future

Already knows CONVINCE

and trusts you May want to buy in the
future

Provide useful
information fo convince
them o buy

&
o

Doesn’t know or

trust you
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Understanding visitors’ motivatio
when thev arrive at your site

Does not want Wants to buy now
to buy or in the future

Already knows CONVINCE CONVERT
and trusts you May want to buy in the Make the buying process M’ aa

future

_eosy
Provide useful

information to convince Do not put them offl
them o buy

Doesn’t know or

trust you
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Understanding visitors’ motivatio

when thev arrive at your site

Already knows CONVINCE

and trusts you May want to buy in the
future

Provide useful
information fo convince

to buy or in the future .

CONVERT
Make the buying process
easy

Do not put them offl

them to buy
IDJol=Ia W qale)VAeld NO ACTION REQUIRED
trust you Just looking for

information

Unlikely to buy in the
future but may
recommend others

NURTURE

Not ready to buy yet
Provide useful information
or help them to become
ready to buy

Reassure with trust signals
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Naming conventions

Anonymous
users
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Naming conventions
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Naming conventions
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Naming conventions

Anonymous
users
Known
contacts
>‘ Leads \
1l il
New o
opportunity
Won

Opportunity
(Live

project)

Lost
Opportunity
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Naming conventions

Anonymous
users
Known
contacts
>‘ Leads \
] il
New !
opportunity
Opportunity
Pipeline
Won

Opportunity
(Live

project)

Lost
Opportunity
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Naming conventions

Anonymous
users
Known
contacts
>‘ Leads \
] il
New !
opportunity
Opportunity
Pipeline
Won

Opportunity
(Live

project)

Lost
Opportunity
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Naming conventions

Anonymous
users

>

Known

contacts
[ )

[ )
Leads
New
opportunity
[ )
Opportunity
Pipeline o

Won

Opportunity
(Live
project)

Lost

Opportunity

@annstanley

How does an anonymous Visitor
become a “known” contact or lead?

bit.ly/Anicca-survey

Completed a form on your website

Visited a page on your website after
receiving an email

Click a link from an email you have sent
out

Click a link from a social media post you
have created

Note: Not all MAS software uses the same °
method; however, they all involve
tracking cookies or tracked links

4+
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Ly What is marketing
automation software (MAS)?
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» A software platform used for

What is Marketing Automation?y
automation and infegration of
marketing (and sales) tasks

* Mainly used for lead generation and = 4

nurturing by B2B companies, particularly o

where there is a long buying cycle . .
»

» . ‘
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Key parts of marketing automation
software

CRM & LIST

MANAGEMENT

0’. .
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Key parts of marketing automation
software

CRM & LIST

MANAGEMENT

0’. .
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Key parts of marketing automation
software

Tracking &
Analytics

CRM & LIST
MANAGEMENT

0’. .
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Key parts of marketing automation
software

Tracking &
Analytics

CRM & LIST
MANAGEMENT

Email & Lead
Generation

0’. .
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Key parts of marketing automation
software

Tracking &
Analytics

CRM & LIST
MANAGEMENT

Email & Lead
Generation

Lead
Nurturing &
Sales

0" .

N @annstanley bit.ly/Anicca-survey Ml s resenved 2022




Key parts of marketing automation
software

CRM & LIST
MANAGEMENT

Email & Lead

Automation Generation

Lead
Nurturing &
Sales

0’. .
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Key parts of marketing automation
software

Integration

CRM & LIST
MANAGEMENT

Email & Lead

L Eidel Generation

Lead
Nurturing &
Sales

0" .
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Initial set-up of marketing
automation software (1)

Account setup
« Customise account settings €.g. for location
» Tag website with relevant tracking code
« Set-up staff users and profiles

» Use APl Connectors 10 link to other software e.qQ. J

CRM, Google Ads, Gmail/Outlook >
> .

0" .

N @annstanley bit.ly/Anicca-survey Ml s resenved 2022




Initial set-up of marketing
automation software (2)

Customise setfings

« Upload your logos and branding

« Create Opportunity stages (for the sales process)

« Set up campaigns (where did you hear about us?)
 Link Social Profiles e.g. Twitter, LinkedIn (if applicable)

2

Data collection
 Create custom fields

« Create website forms
« Import lists (via CSV), map field names, add unsubscribes o " .
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Ry Tour of our SharpSpring
MAS platform
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Sharpspring Dashboard

U n Icca Sales + Marketing + Contacts + Ads Team Calling < Anicca Digital M AS Q 4+ j 9
[2} § Contacts o~ «
@ B Contact Manager Check out the new Customizable Contact Manager | |
Q —
RECENTLY ACTIVE -~
@ Q. Sort By Advanced Search
& Jac Deacon S
e & AnnaBurt
Displaying 25 of 34,050 Total Contacts
& Ricki Gogna playing
2 MarkSale Name/Company/Email Campaign Lead Owner Lead Score
@ 2 Emma Keen
& Becky Gilbert-Wood w Unassigned 2 Unassigned - K ‘
0 Melanie Waggett
& SamBlanks
@ ® Thanuja Nawarathne 2 2 S
' Direct Traffic & Unassigned | 0 ‘
& Emma Farley Lead Score _
x Chris Wake
' Direct Traffic & Unassigned L gso | 0 ‘
ead Score _
o
w Direct Traffic & Unassigned 19 | - ‘
@ Lead Score —_—
w Direct Traffic 2 Unassigned 22 | - ‘
@ Lead Score B
@ nologies 21 R
w Direct Traffic & Unassigned | - ‘
@ Lead Score —_— .
¢ Privacy Policy  SharpSpring Ads Terms » General Terms of Service ® Partner Terms » Professional Services Terms » System Status and Uptime Report Copyright @ 2012 - 2022 SharpSpring ‘
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Menus - Sales

Sales ., Marketing .. Contacts .. Ads Team Calling

i@ SALES » REPORTS

Opportunities Pipeline Value Opp Health Conversion Analysis
Opportunity Manager Won/Lost Sales Performance Sales Optimizer Tasks

Accounts Sales Dialer Activity Call Recordings Saved & Scheduled Reports

Meetings Custom Reports

Visitor 1D



Menus - Marketing

Sales + Marketing + Contacts + Ads Team Calling

¥ AUTOMATION M CONTENT }* REPORTS

Visual Workflows Forms Emails Custom Reports Traffic Sources Web Insights

Chatbot Workflows Email Templates Pages Campaign Insights Google Ads Email Jobs

"ACTIVE Action Groups Page Templates Blogs Email Reports Email Tests Chatbot Report

Scheduled Events Media Social Listening

Personas Content Calendar Campaigns Conversion Goals Saved & Scheduled




Menus - Contacts

Contacts ¥

B Contact Manager

M Lead Scoring

& Import

»
2
A <

0" .

B Lists
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Use of MAS for marketing -
Forms and leads

P
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Creation of new forms and landing
pages on your website

Problem Common Solutions MAS solution

« Ability to create and add |+« Use CMS system within « Custom field creator
new forms onto your your website « Form creator (where
website « Use form creator plug-in standard and custom
« Create landing pages for on your website e.g. for fields can be added) J
specific promotions WordPress « Add form to website via
« Create landing pages for |+« Use 3@ party landing an i-frame or by dato-
A:B testing page creation and syncing
testing tools e.g. « Creation of landing
Unbounce, Visual pages or intfegration with
Optimizer, Optimizely 39 party software

0" .
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Example pop-ups (calls-to-action 9
using plug-in) and gated content

A
2
A <

0" .

DOWNLOAD OUR
FREE 48 PAGE Al0 a0 o
STRATEGY EBOOK Hemewet

implement and manage your digital marketing strategy.
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Example pop-ups (calls-to-action
using plug-in) and gated content

y

Download Our 48 Page AlO
Strategy Ebook For Free

Please complete all required fields below to get your exclusive AlO guide packed full of
strategy advice, platform tips and free planning tools.

anicca

DOWNLOAD OUR  u
FREE 48 PAGE Al0 w

Marketing

STRATEGY EBOOK Framework

Download our extensive guide to help you analyse, plan,
anicca

-

implement and manage your digital marketing strategy.
DOWNLOAD YOUR FREE COPY First Name* Last Name*
A10
Marketing
Framework

First Name Last name

Your Email Address* Your Contact Number*

Email Your Contact Number

Company Name* Job Title*

Company Name Job Tifle

“The A10 Marketing Framework  py, sianing up fo this A10 guide you are agreeing fo our ferms and privacy policy. We may
Is a practical 10-step process communicate with you regarding this download and other Anicca services. .
that marketers can use fo

analyse, plan, implement and
manage their marketing
communications strategy”

Submit
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Advantages & disadvantages of
gated content

Open content

« Has SEO benefits but you know little about the user (unless they
previously complete a form or have come to your site via emaili.e.
you already know them). However, you can still target these users
with remarketing ads

2

Gated content
« Only suitable for premium content - which the user values enough - P
so they will give their details Y

“Lead magnets”
« Premium and high value content designed to attract new users and

3

to get them to leave their contact details o® &
4
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Creating custom

Create a Custom Field

Field Label

fields

(J Visible in Contact Manager (J Available when creating forms J Email merge variable

Field Type

O @b Text input O = TextArea O Hidden
O ® Drop-down Select O ® Country O ® States

O ® Boolean

O & Phone number
O & URL

O & Attachment URL

Cancel

O © Checkbox Group
O & Date picker
O @Bit

O ® Radio Group @
O & DateTime picker
O B File Upload

@annstanley
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Creating a form

B Academy Request Free Access

Fields Styles Settings

Fields Create a Custom Field
Standard and custom fields such as email or company.

2 AddField -

Elements

HTML elements such as headers or rules.

& Add Element -

Referral Fields

Fields designed to accept information about other leads.

[ Add Field -

Special Fields

Non-standard fields such as integration or GDPR fields.

Add Special Fields -

First Name

First Name

Last Name

Last Name

Email

W Email

Phone Number

A Phone Number

Company Name

Company Name

Description

Description

’ ’ @annstanley

by selecting field

View Submissions Save Changes [

Drag and drop fields to reorder or create multiple columns.
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Sitmple form on the website

A: Anicca Slides B: Background & Free Resources C: CIM slides D: DMI Slides Test Yourself (Quizzes) Webinars Q

Request Free Access

Fill out the form below to request free access to our training materials

You will receive email confirmation and login details once you're request has been processed and approved

First Name *
]

Last Name *
Email *
Phone Number

Company Name *

Description

0’. .
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Who completed the form?

Form SUb ssssssss 31 FFFFF 26 SSSS issions 22 Leads

View Submission Details =

»

2

R .

0’. .
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Who completed the form?

Form SmeiSSionS 31 Forms 26 Submissions 22 Leads

View Submission Details = ~

3
b

Day Week Menth Jan 1,2022 - Feb 3,2022

10
o Academy Request Free Access

0
Submissions Q
Lead Name ¥ Form Name % Time of Submission ¥ Phone Email ¥ Lead Score % Actions
TwolJays Marketing - Emma © Aday ago Lead Score 22 :
z Keen
I RYA - Becky Gilbert-Wood © Aday ago +’ Phone not provided lk  Lead Score 20 H
9 ES - Melanie Waggett © Adayago 7 Phone not provided Lead Score H
[ ]
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, Use of MAS for marketing -
Anonymous vistitors,

tracking of individuals & |

creating contacts
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Anonymous visitors, tracking of
individuals and creating contacts

Problem

« Understanding user
behaviour on your
website

« Who has been to your
website and not
contacted youe

» History of each
individuals’ visits to your
site

Common Solutions

Google Analytics (tracks
trends and averages)
Reverse DNS Look-up to
identify company name of
visitors

Software from Lead
Forensics, Canddi,
Alwebstats, Ruler
Analytics, Who Is Visiting
efc.

MAS solution

MAS also uses DNS look-
up to track anonymous
visitors

Some canrefer to a
central database to
provide additional
company information
History of each user is
saved, and added to
customer card once they
become a “known visitor”
Complete history of
individual is retained

R @annstanley
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Anonymous and known visitor
tracking

_ . —
Mo.21 Financizl Street E Public [Ps & NAT
© 25 minutes ago
X
Google LLC -
© 25 minutes ago Mo Website Found

Mo.21,Financial Street

© ZEminutes zga
Unknown Company Size Total Pages

Ma Location Provided

whirlpool Corporation
© 1hour ago

MNetwork Administrator ...
© 1haur aga

Unknown Revenue

|
L Nefole

Public |Ps & NAT
© 1haur ago

1 Visit

Wallis Short
© Zhours ag0

J Barnes — Stive E

© 2 hours ago January 20, 2020 12:14 PM

o 11111918532

& Web Visit 1 hour 220

SOURCE wrw gzoogle.comy

Reiz Metwork Solutions
© Zhours ago

Reliance Jio Infocomm Li...

© 2 hours ago Pages visited on anicca.co.uk
Sify Limited, . . . . R
Brad Longman — RIPE M.
M ©3hoursago m .

R @annstanley bit.ly/Anicca-survey Al ighis rserved 202




Contact manager

@ nlcca Sales Marketing Contacts Ads Team Calling Anicca Digital MmAS Q + jg

[2} ] Contacts - T «
Q B Contact Manager Check out the new Customizable Contact Manager ‘ ‘
o
@ RECENTLY ACTIVE -
& JacDeacon Q Sort By Advanced Search
e 1 AnnaBurt
4 Ricki Gogna Displaying 25 of 34,050 Total Contacts
& MarkSale
£ Emmakeen Name/Company/Email Campaign Lead Owner Lead Score
@ & Becky Gilbert-Wood
o Melanie Waggett : 4 Unassigned & Unassigned - | o |
&3 5amBlanks
@ . Thanuja Nawarathne
4 EmmaFarley ® Direct Traffic 2 Unassigned § 352 K |
ea core e
1 Chris Wake
) 1 o s 20 CED
ea core e
@ 9 ® Direct Traffic & Unassigned 19 K |
Lead Score —
@ 1 « Direct Traffic & Unassigned 22 K |
Lead Score e
@ e ® Direct Traffic & Unassigned 21 K |
Lead Score — .
o Privacy Policy ® SharpSpring Ads Terms * General Terms of Service # Partner Terms ¢ Professional Services Terms # System Status and Uptime Report Copyright @ 2012 - 2022 SharpSpring - ‘
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Contact record

«

¥l Google Search v & Select Owner v Open Lead v
Ann Stanley
m Video Call Anicca Digital
Added 5 years ago
Overview Custom Fields Life of the Lead 300 Memberships 148
Marketing Profile
E B NewNote g LogCall g BookTime (' Call w &% Email  +f SmartMail..  [§ New Task..
Contact Information p
B
&, AnnStanley .
R Upcoming Tasks Showing 1of 1
& ann@anicca.co.uk .
a Test task Due February 3, 2020 9:00 AM
o/ 07930384443 v
[J NoMobile Provided

All Activity

Fax Not Provided . ’ .

R @annstanley bit.ly/Anicca-survey
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Life of a lead

&« e Ann Stanley Anicca Digital | Save | i

Overview Custom Fields Life of the Lead 300 Memberships 148
300 Events
I & § B ™ B 4, 3 4, 8 4. W | 8 | g
o——O—0——0——0——0—0 o o——0———o0—0—04+-0+0———
12/17/2021
< Past Events 01/28/2022

0" .
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Life of a lead

&« e Ann Stanley Anicca Digital Save i

Overview Custom Fields Life of the Lead 300 Memberships 148
300 Events
' ® @ @ ™M W B 4 & 4 B8 4 & @a|§|s=
~ N Fa P N )
o——0—0—o——o—0——o——o0——o0—O0——o0—0—0-O|0—o-
12/17/2021 Now
< Past Events 01/28/2022
[ FormCompleted 6daysago DATE January 28,2022 6:04 AM GMT
Academy Request Free Access @
-~
First Name:
Ann
Lat Narma * Last Name:
Simmmonds
Phose Number Email:

ann@anicca.co.uk

Phone Number:
07930384443

arrE— Company Name: >
Anicca Di . o
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Engagement history (emails)

« e Ann Stanley Anicca Digital

Overview Custom Fields Life of the Lead 300 Memberships 148

Memberships -4 Email History @

MARKETING CONTENT & TRACKING

6th Jan 2022 - New year email 4dweeks ago
v. 1 H Subject: New Year & New Opportunities - What's new from Anicca Digital?
e fuels Lozl 2021 - Dec 17th - Bootcamp to our main lists 7 weeks ago
Subject: East Midlands Training Grants Available for You or Your Business
ﬂ g Ann - Space conference 2021 - LinkedIn registered 4 months ago
Subject: Your invite to Anicca's upcoming events & webinars
6 Campaigns 7 Devices
A10 Guide File Link 5 months ago
Subject: Your Anicca A10 Guide Framework Link
LISTS, AUTOMATION & SALES
A10 Guide File Link 7/ months ago
E I_, Subject: Your Anicca A10 Guide Framework Link
19 Lists 13 Action Groups Leicester Digital Live 2021 Follow Up 12 months ago

Subject: Watch everything you missed from Leicester Digital Live 2021

I@I Leicester Digital Live 2021-1 13 months ago
Subject: Get Your FREE Tickets For Leicester Digital Live Now!
0Opps 26 Forms
Anicca Survey Jan 2021 13 months ago
Subject: The Anicca Digital Marketing Survey 202 1: How do you compare?
ENGAGEMENT & CONSENT STATUSES
Leicester Digital Live 2021 13 months ago
* Engagement Score 16 of 16 Subiect: Get Your FREE Tickets For Leicester Digital Live Now!
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Use of MAS for marketing -
CRM and
List Management
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CRM and List Management

Common Solutions MAS solution

Use of Excel for your
customer contacts

Multiple lists in each
department

No central or correct list
Contacts out of date
Creation of segmented lists

Use of Customer
Relationship Management
(CRM)

Zoho, Sugar CRM,
Salesforce, Microsoft
Dynamics

Internal CRM system with
contact manager in the
MAS

Integration with 3@ party
CRM systems

Upload existing lists into
MAS

Creation of dynamic lists
within MAS

Creation of lists based on
behaviour

R @annstanley
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CRM and List Management

Common Solutions MAS solution

« Use of Excel for your » Use of Customer * Internal CRM system with
customer contacts Relationship Management contact manager in the
« Mulfiple lists in each (CRM) MAS
department « [oho, Sugar CRM, « Integration with 3@ party
« No central or correct list Salesforce, Microsoft CRM systems J
« Contacts out of date Dynamics « Upload existing lists into
« Creation of segmented lists MAS
« Creation of dynamic lists
within MAS
« Creation of lists based on
behaviour

Note — not all MAS system have CRM functionality — some are designed to 2 D .
integrate with Salesforce and other programmes. Others do both q
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Importing a CSV list of contacts

Contacts ¥ & Import Contacts i

Looking to migrate your CRM instead? Click here to use our CRM Migration Tool

B Contact Manager

M Lead Scoring Import Instructions

Before you begin, export your contacts » Ensure the formatting of your .CSV UTF-8 file is correct. Learn More Your CSV file must meet the following criteria:
‘ —— toa.CSV UTF-8 file and include email » Prepare any necessary Custom Fields. Learn More « Has a column count less than 100.
o address and unsubscribe data. » Additional contact data can be mapped to any previously created Custom « Hasa cell count less than 1,000,000,
Fields. Learn More * Has afile size less than 35mb.

B Lists

Upload your CSV and follow the instructions on the next page.

Required Fields

Email Add : E: le:
In addition to the required fields, contact mat ress . R
Can be mapped to any acceptable email address.
data can be mapped to our system fields. Email Is Unsubscribed
Learn More Unsubscribe Data: Cat@example.com 1
Accepts values of 1 and 0. Contacts that are unsubscribed should be set to a
Dog@example.com 0
value of 1.
CSV Upload
Select the .CSV file's delimiter @ Select the .CSV file's date format @ Select the .CSV file's time format @
Multiple date formats are supported. A
delimiter, date format, and time format ‘ Comma () \{ DD-MM-YYYY v 24 Hour v

must be selected before choosing a CSV.

Learn more . 3
Please ensure your file is a.csv encoded in UTF-8

& File Chosen: "Registered list thoms webinar.csv"

>
0‘.
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Mapping field names

~ Mappings

Map the following column names to a field in SharpSpring. By default, unassociated fields will not be mapped.

To create a new custom field from the column, select "Make Custom Field".

CSV Columns

First Name

Last Mame

Email

EMID

Coupon

Sector/Industry:

Company Mame

Is unsubscribed

Sample Data

Kate

722faa5f153%9

Retail /hospitality

The Old Stables

@annstanley

Fields

Make Custom Field (] | First Name

Make Custom Field (] | Last Name

Make Custom Field (] | Email

2

Make Custom Field []

Make Custom Field [

Make Custom Field [ | Industry

Make Custom Field ] | Company Name

Make Custom Field (J | Is Unsubscribed ’ .
Q
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Use of MAS for marketing -
Email broadcasting
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Email broadcasting and reporting

Problem Common Solutions MAS solution

« Ability to email using own |+ MailChimp and web-  MAS has integrated email
templates based broadcasting are broadcasting system

« Ability fo upload your own cost effective « Ability fo upload own lists
list  Have to purchase own « Ability fo use MAS

« Blocking of an account if it software e.g. Adestra, templates or upload your
contains info@ or sales@ Pure360 to overcome own
addresses issues around uploading * Reports email

« No tracking of customers your own lists performance for each
history « Use of CRM or other email or each customer

system to track history

0" .
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Email templates

1€5T E-Lommercial LONTErence £...  JOIN30mMEe W 1 NE Brigntest... Ine E-Lommercial L.ountao... ANICCa LNGITal UTTErS FOr ZUL/s  GOOEIE ANAIYTICS WONVETSIOoN...
=

Templates P Lw anicca .
N : - oo anicca
.
H YMC - Neopost [N WS SE— | — | —L I I — I
Ann text email template 1 3 1 3 3 3 1
EYMC - JCB Copy E-Commercial Conference 2...  Spring Clean Your Google An... Facebook Advertising 1 Facebook Advertising 1 Semi... Facebook Advertising Seminar E-Commercial Conference 2...

 Text - follow-up from ecomme...

B Kush - Text Email Template

£ Bhav text email template J Lm . ]
= = L

£ Darren Email

E3 Bhavesh - Text Email Template J ﬂ@
E Ed - Text Email Template Copy o= Oy

= o o s s
& Sukh Email Template | —— | —— —— e I {—
i
& Left hand square image 2 8 L p 3 . &
E Email template - rounded boxes Pall-Ex Email February 2018 Template E-Commercial 18 ticket sales  Tech SEQ services template -... Sitewide Form Follow Up E-Commercial Conference 2...

& Urban Apothecary December ...

& Urban Apothecary December ...
Htest2
E3 Test Email Template

E3 Masterclassing Follow Up Em...

Unlock your ‘Not Provided' K...

Signed Order Confirmation T...

£ Email template - PPC bootca...

I PPC bootcamp and Structure... Anicca News Template (Oct ... 2021 - bootcamp promo 022 Newsletter Template
B Test
£ renmarrinl Canfaranon an

0’. .
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Editing an existing email template

o nlccq Sales v Marketing + Contacts «
o rketing

00000000 OHO0OGOO0OCGLO

»

2022 Newsletter Template

Ads Team Calling < Anicca Digital ® AS Q  +

anicca

SINCE

This month:

- WIN with our Digital Marketing Survey -
- Welcome to our 15 year ReBrand -
- Digital Trends for 2022 -
- Starting the year with new promotions -
[

TAKE OUR SURVEY AND WIN

The Anicca Digital Marketing & Digital Skills Survey 2022 is

anar T IV T

$+ 8 @
'You could WIN £100 worth of vouchers plus
MORE!

Ve'd be very grateful if you could take 10-15 minutes to
romplete the questionnaire. As well as receiving a copy
bf our findings, you can also enter our prize draw with

he chance of winning a day with our experts
{Consultancy, audit or 1-2-1 training) or £100 vouchers
or yourselves or a chosen charity.

@annstanley bit.ly/Anicca-survey

0" ‘




Editing email content

Paragra... ¥ Roboto.. v 18px W

Format v = v [Ev = v o

You could WIN £100 worth of vouchers plus
MORE]

We'd be very grateful if you could take 10-15 minutes to
complete the questionnaire. As well as receiving a copy J
of our findings, you can also enter our prize draw with

the chance of winning a day with our experts

(Consultancy, audit or 1-2-1 training) or £100 vouchers
for yourselves or a chosen charity.

Thank you for your time.

0.‘ ‘
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Broadcasting an email to your list

Send 6th Jan 2022 - New year emai

y! X
Schedul ing
(®) Assoon as possible
Email

Recipients

Exclusions

«»
Do not send to the following: .
Exclude recipients who have already received this email.
Exclude recipients with low engagement. @
Cancel

[ ] ." .
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Broadcasting an email to your list

Send 6th Jan 2022 - New year email X

& Current Email Job Details

Scheduling

anicca

@) As ibl . . .
&) Assoonaspossible Email Mame: Anicca Digital Mewsletter January 2020

Email Subject: Anicca Digital Mews January 2020
Lists & Tags: 1List

Recipients: 4 ———
Send Time:  As Soon As Possible

Digibal Marketing Mews

Email

%

Your overall email status is healthy.

Learn how to improve your sender status

Recipients

Client - current Oct 2021 X ~ Your sender status breakdown

Exclusions

Do not send to the following:

Exclude recipients who have already received this email.
Exclude recipients with low engagement. @

R @annstanley bit.ly/Anicca-survey




Email stats

¥ 6-7th Jan - New year newsletter Performance Report ERd

Overview Delivery

Email Report... » 6th Jan 2022 - New year email - Jan 1,2022 - Jan 31, 2022 + la Save Report ) ‘

4 5,592 A 5,427 (97%) Q 31.91% (1,732) .‘ 3.74% (203)

Messages Sent Delivered Open Rate Click Rate

6th Jan 2022 - New year email

anicca Y«
Eucmu EXCELLENCE o Delivered m

INCE 2007

Unique Opens | 1,732

Hey there, Happy New Year to you! Total Opens: | 5,071
This month: - Unique Clicks | 203
Digital Marketing Survey L
15 year rebrand . Total Clicks: | s02
Digital Trends
new promotions<" o Unsubscribes = 55
TAKE OUR SURVEY ANBWIN‘ + Spam Complaints 3
L]

Hard Bounces 38

The Anicca Digital Marketing & Digital Skills Survey 2022 is Soft Bounces 127

now LIVE!

5592

e You could WIN £100 worth of vouchers plus Messages Sent
MORE!
We'd be very grateful if you could take 10-15 minutes .
tn romnlate the nnestinnnaire As well ac recsivinn a

: @annstanley bit.ly/Anicca-survey




Use of MAS for marketing -
Social media and
content
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Social media publishing & listeningii

MAS solutfon

Problem Common Solutions
« Schedule posts and Hootsuite Some MAS solutions offer
broadcasting across Tweetdesk HootSuite-like functionality,
various platforms Oktopost SO YOU can broadcast your
 Manage all listening and social posts
broadcasting through one Link and monitor
platform competitors
* Monitor competitor
activity
) R @annstanley bit.ly/Anicca-survey




Social listening functionality

_eicester Digital Anicca Digital Tab 3

W Mentions @aniccadigital

SilvTechCluster @SilvTechCluster

Feb 03,2022 at 3:01 PM

&
A

Want to find out what's new in marketing automation
software?

There's still time to book onto #STCMember
@aniccadigital's free #webinar tomorrow (4th Feb) at
9am.

Info & booking details here... https:/t.co/3zI5sKzEA2

#digitalmarketing #marketingautomationsoftware

“F’, ) SilvTechCluster @SilvTechCluster

Feb 03,2022 at 11:00 AM

If you missed #STCMember @aniccadigital's latest
free #webinars on Social Media Tracking and
Keyphrase Research for #5E0O & #PPC, you can watch
them on demand. Info in the links below...
https:/t.co/7jf60BTyEU

https:/t.co/7QbGpQj8YU

#socialmedia #digitalmarketing #analytics

W Likes @aniccadigital :

CIM Midlands @CIMinfo_Mids
Feb 02,2022 at 4:52 PM

CiMm

Great presentation today from @AnnStanley -
Founder & Managing Director, Anicca Digital, and
renowned expert on search engine marketing, who
gave us a wealth of information on all that's new and
important in the digital field!

#CIMevents #digital #5EOQ #searchenginemarketing
https://t.co/deyVwmoZOa

c! Claire @Brizzlelass
Feb 02,2022 at 3:00 PM

Really enjoyed the talks from @DanielRowles and
@AnnStanley at today's @TheCIM_mark Digital
Conference session. Some great ideas I've been able

to implement into our new website plan I'm working

on. Thanks ¢ -

@annstanley

W Profile @aniccadigital :

B @aniccadigital retweeted

e\ Claire @BrizzleLass
Feb 02,2022 at 6:36 PM

Really enjoyed the talks from @Daniel Rowles and
@AnnStanley at today's @TheCIM_mark Digital
Conference session. Some great ideas |I've been able
to implement into our new website plan I'm working
on. Thanks ¢

#SEQ #ContentMarketing #DigitalMarketing
#CIMEvents https:/t.co/PUOXANeET2

@

B @aniccadigital retweeted

m Terry Nicklin @Terry N

Feb 02,2022 at 6:36 PM

Huge amounts of tips and insights from
@DanielRowles and @AnnStanley at the 2nd day of
Digital Marketing Conference. #cimevents Thank
you to all our speakers this year, reaching far more
users through being online.

B @aniccadigital retweeted

CiM

CIM Midlands @CIMinfo_Mids =

M Page AniccaDigital

@ Anicca Digital
Feb 03,2022 at 7:12 PM

@ Anicca Digital
Feb 03,2022 at 4:14 PM

@ Anicca Digital

° " .
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Content calendar

< January 2022 > Mon Tue Wed Thu Fri Sat
26 27 28 29 30 31
SU MO TU WE TH FR SA
1
2 4 5 6 7 8
9 10 11 12 13 14 15 02 03 04 ol = o
16 17 18 19 20 21 22
23 24 25 26 27 28 29
+14 more +2 more
30 31 3
09 10 11 1 - e
EMAIL SENDS
BLOG ARTICLES
16 17 18 19 20 21
SOCIAL POSTS
FACEBOOK
INSTAGRAM 23 24 25 26 27 28
TWITTER
LINKEDIN
30 31 01 02 03 04
°
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Social publishing functionality

Create a New Post

[0 B FACEBOOK o Ann Stanley

» Leicester Digital Live
l_elcf Conference vvihat would you like to share?
" Thanks for all the birthday wishes for #15thAnniversary - the @anicca digital team
ya - P
O Anic Anicca Digital are sharing the love by giving 15% discount for all contracts booked in February

[ © INSTAGRAM
= Q
O TWITTER .

Select an account v

B @ LINKEDIN

° Ann Stanley
D @ Anicca Digital

T ”,.

@annstanley bit.ly/Anicca-survey




Use of MAS for marketing -
workflows and
automation
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Automated or drip campaigns

Ability fo automate email

responses to campaigns

* Drip campaigns to assist in
content marketing

« Ability to follow-up

Common Solutions

Some email broadcasting
systems have automated
or tfriggered emails
Specialist software for
shopping cart

MAS solution

MAS software allows
complex workflows based
on filters and triggers
Workflow or task can
happen immediately or be

shopping cart abandonment scheduled with a delay
abandonment Can be used purely for
» Cross-sell consumables internal processes or as
and promote other part of external
products at fimed intervals communications
« Send annual or date
triggered emails
« Others as required
) R @annstanley bit.ly/Anicca-survey




Planning a drip or automated
email campaign

DDDDDD . 1. Requires$ a trigger or
- filter — to select segment
2. Followed by a task or
u — workflow
» B .
Q

R @annstanley bit.ly/Anicca-survey




Examples of automated
workflows or tasks - internal

« Visitor completes form or goes to a specific page — alert
staff by emaill

« Customer reads content on a specific subject — change
preferences or interest fields

« Lead score reaches specific number then alert staff and
change stafus to *hot lead”

0" .
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Examples of automated
Workf lows or tasks - external

Visitor completes form or sale and receives emaill
requesting a Review or social share

« Visitor goes to cart but does not complete sale —
customer sent voucher or offer to encourage sale

« Drip-feed blog conftent based on time and areas of
inferest

« Customer sent reminder to purchase maintenance or
support contract (or other cross-sales)

« Send birthday or other time-tfriggered emails

0.‘ ‘
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. Use of MAS for sales-
Lead scoring
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Lead scoring rules - basic

n ICCG Sales Marketing - Contacts Ads Team Calling

000000000000 000000

Lead Score Ranges

Specify the lead score ranges you would like to highlight. Prioritizing leads based on score helps to make
the best use of your time when you can only get to a limited set of leads per day.

Fit Rules

Fit: Contact Info

Assign points based on known lead information, such as address, phone number, and email.

Add 1 if a Company Name is provided.

Add 1 if a First and/or Last Name is provided.
Add 1 if a Title is provided.

Add 1 if a Street is provided.

Privacy Policy » SharpSpring Ads Terms = General Terms of Service » Partner Terms » Professional Services Terms

Anicca Digital ® AS

Lead Score: 19 Lead Score: 64

100% 0% 0%
& 15044 20 20

Engagement Rules

Engagement: General Activity

Assign points for forms, pages, campaigns, emails and media.

Add = 15 if a form is completed.

Add 1 for each page visit (excluding bounces).
Add 1 if atracked page for a campaign is visited.
Add 5 for each email click.

@annstanley bit.ly/Anicca-survey




Lead scoring rules - basic

n |CCG Sales Marketing - Contacts Ads Team Calling

000000000000 000000

Anicca Digital

Specify the lead score ranges you would like to highlight. Prioritizing leads based on score helps to make
the best use of your time when you can only get to a limited set of leads per day.

100%

0% 0%

Cold Lzads Hot Leads

& 15044

20 20

Fit Rules

Fit: Contact Info

Assign points based on known lead information, such as address, phone number, and email.

Add 1 if a Company Name is provided.

Add 1 if a First and/or Last Name is provided.
Add 1 if a Title is provided.

Add 1 if a Street is provided.

Privacy Policy » SharpSpring Ads Terms = General Terms of Service » Partner Terms » Professional Services Terms

Engagement Rules

Engagement: General Activity

Assign points for forms, pages, campaigns, emails and media.

Add = 15 if a form is completed.

Add 1 for each page visit (excluding bounces).
Add 1 if atracked page for a campaign is visited.
Add 5 for each email click.

-2022§]

harpSpring

@annstanley
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. Use of MAS for sales-
Opportunities
and sales pipeline

@annstanley bit.ly/Anicca-survey



Tracking leads & sales opportunit

Problem

Use of Excel to frack and
qualify leads in order to
focus on hot leads
Change stage of sales
opportunities

Use percentages to
calculate pipeline and
likely revenue

Common Solutions

CRM software allow
tracking of sales
opportunities but rarely
have lead tracking based
on user behaviour

MAS solution

MAS allow you to score
leads based on users’
activities and behaviour
Integration with CRM
system so that the sales
team only focus on hot
leads

Some MAS also have
opportunity tracking

R @annstanley
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Creating an opportunity

ETIMG:ZI Contacts ¥ Content ¥ Social ¥ Automation ¥ Chatbots = Visitor ID Analytics ¥ Team Calling Anicca Digital Q New ¥

Export to PDF
Tags v w Google Search v 2

@ BookTime

Ann Stan Iey = Send Smart Mail
. . .. = View Unseen Media
m Video Call Anicca Digital
< LlogCall
Added 4 years ago
X NewTask
Overview Custom Fields Life of the Lead 300 Memberships 117 =

= NewAccount

Marketing Profile

B NewNote g LogCall & BookTime () Call w % Email B Addtolist
EEEE—— P Addto Action Group

Contact Information

° © Unsubscribe from Emails

&% AnnStanley
® Hide My Communication

B md X Remove Double Opt-In Status
& ann@anicca.co.uk All Activity ® Remove Social Media Details
& Clone Lead
o/ 07930384443 v 2 Merge Contact
Julv 2020

@annstanley bit.ly/Anicca-survey




O t .t ] l ]
ENQUIRY MADE { 1} CALL OR MEETING TODIS... (1) COSTS REQUESTED [ 3} COST SENT (6}
£1,200 £1,200 £4 800 £14750

@annstanley
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Other functionality
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Other features not covered today

Allocation of tasks to staff and client
Integration with Google Ads ’
Landing page tests

Events and webinars — link with GoToMeeting or
WebEXx

Infegration with other CRM systems such as Salesforce = o

2

Y
Shopping cart infegration — using different tracking
code 1o link sales with contacts .
Perfect Audience remarketing ads o ®
4 .
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Choosing a MAS
Supplier
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Most popular systems in the UK

(data from builtwith.com)

Top In Marketing Automation Usage Distribution in the United Kingdom

Technology

Hubspot

*# Tidio

= Klaviyo

® PayPal Marketing Solutions

E Mailite Lite

B Active Campaign

"Y Omniture SiteCatalyst
SiteWit

Privy
Omnisend

® dotdigital Engagement Cloud

B Adobe Marketing Cloud

* Rapleaf

< LiveRamp

B rdobe Analytics

@ aweber

* Pardot

Websites
31,501
17951
16,391
8,399
8,017
7.647
7,058
5,867
5,861
5,667
5,276
5,219
4,459
3,469
3,180
3,054

2,738

17.33

9.87

9.02

462

441

4.21

388

323

3.22

312

29

2.87

2.45

191

175

1.68

151

@annstanley

Top In CRM Usage Distribution in the United Kingdom

Technology Websites %
& Salesforce 2,426 2266
B nfusionsoft 2,063 113
B Agile CRM 666 0.37
= Zoho CRM 577 5.39
“ Perfex 528 493
@ Freshworks CRM 305 3.69
Freshsales 390 3.64
* Graduway 338 3.16
A Airship CRM 309 2.89
@ Eploy ATS 303 2.83
% Groove.CM 270 252
@ suiteDash 258 2.41
£ GetGist 236 2.2
" Zoho Desk 173 1.62
9 AutoConvert 165 1.54
© \Tiger 135 1.26

bit.ly/Anicca-survey




Who are the main suppliers?

Contend Leaders

%]
| SharpSprin
E/ PaPrNg
' g

L
a4
A z Sources of data - ’
N 2 https://www.g2.com/cat
- egories/marketing- J
™ g8 e automation#grid -
?

‘E e

s 3

High Performers D ’ .
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https://www.g2.com/categories/marketing-automation#grid

Criterion for choosing a supplier

» Your business objectives e
* Third party reviews ’
« Feafture lists

« Deal-breaking criteria e.g. integration with existing CRM

* Price per user/month

S0
Scalability .
Demos ‘

0" .
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Our selection criteria

Deal breakers

Nice to have

Price for Anicca and clients had to be less than £500/month per company

Infegrated CRM and contact management

CRM connectors — e.g. integration with Salesforce

Google Ads integration

Clients have full access to system "
Unlimited users per client
>5000 contacts and >5000 emails per month per company

Blog hosted on our/clients’ site not through MAS

APl to connect with other software

s » B
UK offices Q .
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SharpSpring packages

S S S
550/mo 850/mo 1,250/mo £500/

Month

Unlimited Users

Unlimited Users Unlimited Users Unlimited Users
100,000 Contacts
Unlimited Support Unlimited Support Unlimited Support 25,000 Emails
Full Set of Features Full Set of Features Full Set of Features 250,000 Ecge
Impressions

0" .
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Onboarding, set-up, implementatio
(Includes 5-days of training & consultancy)
Consultancy and iraining your team:

1. Software set-up, fracking and customisation

2. Contact management and CRM (including data
quality)

3. Email broadcasting
4. Workflows, sales processes and practical use 4
5. Advanced features and integration 3rd party software .

Costs
Set-up and consultancy costs can be spread over 12 o ® ‘
months at £500 +VAT per month Q
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Ann Stanley
ann@anicca.co.uk
O116 254 7224
07930 384443

.
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Digital survey
bit.ly/Anicca-survey

Digital Marketing ' |
- Survey 2022

WIN £100 voucher

Q_ and a FREE day training + '

anicca 15 ) > .
mmrEs )G Q

N @annstanley bit.ly/Anicca-survey




