
3 Reaching Prospects with

Advertising Media

3.0 Summary
Media as the most expensive marketing section of the

business - especially for the ROI
The KPI is ROI

3.1 The ROI Game

When starting a business, there are no so much

chance to spend money on advertisement ==> need to

spend wisely.

We need to measure some metrics, and therefore

manage things better.

Advertising

ATL Mass marketing
Expensive

Doesn't provide a good expectation on ROI

BTL Handmade marketing Increases metrics investigation

TTL Digital marketing SEO, Google Ads Gives better access to measure the metrics

Campaign Marketing

Marketing is a collection of ideas and tactics, and is

simple.

Accounting

Cost of service / product

Response rate

Closure rate

Total cost ÷ closure rate = cost for each customer

If cost for each customer is less than the cost of service

/ product, we have positive ROI, otherwise, negative

ROI.

Sometimes, it's okay to start off with negative ROI for

future gains.

Spam Marketing
It's only successful if a lot of money is spent.

If the risks are low, we can test it once or twice.

3.2 The "Front End," "Back End" and Lifetime

Value of  a Customer

Campaign Marketing

Customer lifetime value (CLV or CLTV) is a metric that

indicates the total revenue a business can reasonably

expect from a single customer account throughout the

business relationship.

Business & Behavior

The Flywheel Effect: Flywheel effect describes the

small wins that accumulate over time to create

momentum that delivers compounding returns to a

business.

The Expectation Effect

Galatea Effect

Never compromise your value due to inexperience;

doing so may suggest that your work is of lesser

quality.

3.3 Is Social Media a Cure-All?

Campaign Marketing Vital elements

Market

Message

Media Media is not a strategy.

Media

Advantages Social Affirmations

Disadvantages

Time consuming

Ownership of media is not ours, also rules might

change.

3.7 The Most Dangerous Number
Do not brittle the business by going through only one

segment/method/media.

3.6 How to Have an Unlimited Marketing

Budget

By setting a marketing budget, it's implying that the

marketing isn't woking and hence it's a pure expense

(or a waste of time). 

If there is no idea on if the methodology is working due

to lack of measurement of the results.
Needs to set a budget.

3.5 Snail MailIt's also a working method.

3.4 Email Marketing

Starting is a bit expensive.

The common material in content marketing in today's

world is the email marketing.

Needs an information database of customers.

Endeavors

Email regularly.Need to be connected with the customer. 

Don't spam.

Write in human form.

Use a commercial email marketing system.

Give value to subscribers.

Automate.Schedule mails based on value and time.

Success rate87% success in B2B, and 79% success rate in B2C.

Challenges

Successful delivery of mails

Getting emails opened.

Getting emails read.

Breakout Room

A  base routine works individually, and does not need

to worry about the results.

5S (Japanese systematic methodology)

Seiri (Sort) | S1
Eliminate unnecessary items from the workplace. This

helps reduce clutter and frees up space.
The things we use daily need to be close to us.

Set in Order (Seiton) | S2
Organize and categorize the necessary used items for

easy access and optimal workflow.

The goal is to streamline operations and minimize

wasted time searching for items.

Shine (Seiso) | S3Clean the workplace and inspect it for any issues.

Standardize (Seiketsu) | S4Establish standards for maintaining the first three S's. 
Develop and implement visual controls and standard

operating procedures (SOPs).

Sustain (Shitsuke) | S5
Maintain and improve upon the established

standards.

Culture of continuous improvements by encouraging

discipline.

The Core value in Discipline
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