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To App or Not to App: Should
Your Business Have One?

You might think that having an app for
your business is a must, but that might
not be the case. How can you determine
whether designing and promoting an
app makes sense foryour business? There
are a few important things to consider
when you are making your decision and
in this article we'll break it down.

The 5 Biggest Reasons Your
Online Marketing Sucks (and
How to FixIt)

While online marketing is a must for any
small business, the fact is that most small
businesses aren’t doing a very good job
with their online marketing. The chances
arethatyouaren'tdoingagreatjob either
— We reveal the five biggest reasons your
online marketing isn't getting the job
done - and specific steps you can take to
remedy the mistakes you're making.

Best Online Strategies to Boost
In-Store Sales

Owners of brick-and-mortar stores
sometimes overlook the importance of
online marketing. They focus their efforts
on local and print advertising, and as a
result, they end up missing out on ways
to keep existing customers — and attract
new ones. Read on for great ways online
marketing can generate new in-store
customers.

How to Market Your Home
Services Franchise

One of the great things about living
in the modern era is that you can hire
somebody to do almost any task you can
imagine. Our lives are busier than ever,
and sometimes we need help around
the house. Home service franchises are
increasingly common, and we're going
to break down the best ways to promote
your franchise online.

Welcome To
Digital Marketing NOW

Thanks for checking out Digital Marketing
NOW, your online marketing resource
guide for small business. Each month we
will be covering topics that resonate with
local businesses just like yours.

Our goal is simple. We want to enable
you to do big things online, and it all starts
by breaking down the complexities of
marketing your business online.

It doesn’t matter if you're are just starting
out, or an established business owner in
your local community, you can always
benefit from increasing your brand’s
visibility online.

To your Success,

Digital Marketing NOW
www.digitalsapien.com

Digital Sapien Interactive is a leading small
business marketing service provider. We help
small businesses connect with more customers
online.

If you want to build your business, you need to
market, it's that simple. But you can lose
thousands of dollars if you don’t know what you
are doing. So we urge you to take action with
some of the strategies we recommend.

For a more “hands off” approach, we offer
affordable solutions and can deliver results. We
hope you enjoy this issue of Digital Marketing
NOW and feel free to reach out to us anytime.
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might not be the case.

Today, it seems like there’s a mobile app for just about
anything you could possibly want to do or buy. You might
think that having an app for your business is a must, but that

How can you determine whether designing
and promoting an app makes sense for your
business? There are a few important things to
consider when you are making your decision:

1. Who are your customers? If you know
that the majority of your customers use
smartphones based on your web analytics,
then having a mobile app might be a good
idea. If the majority of your customers are
finding your business on desktop computers,
on the other hand, you might want to save
your money and invest it elsewhere.

2. Can you afford the development costs?
If you've got a background in software
development you may be able to develop a
great app on your own. But if you don't, you're

going to have to hire someone to do the work,
and those costs can add up.

3. Is there a way for you to monetize your
app? Some apps are aimed at making things
easier for customers, and the financial benefits
of having one might be difficult to quantify.
However, if you can have in-app purchasing
then it might be very easy for you to recoup
your development expenses.

4. Does your business lend itself to
having an app? Apps are popular and a lot
of businesses have them, but that doesnt
mean you should automatically jump on the
bandwagon. Sometimes there's a clear use
for an app. For example, a lot of restaurants
that deliver food have apps to make it easy for
customers to order from them.

The last question is arguably the most
important one. Developing and promoting
an app is only worthwhile if your
customers are going to use it. That
means that your app needs to
cater to your customers’ needs.



Offering Value to Customers
Even if your initial response is to think that your business doesn't lend itself to having a mobile app,
it's worth taking a few minutes to think about apps in a big picture kind of way. What does a mobile
app need to accomplish to be useful to customers? Any one of the following things might do in
terms of offering value to your customers:

1. Increase customer engagement. Some
companies offer apps that make suggestions
about how to use products. For example,
a food manufacturer might offer an app
that features recipes, social sharing, and an
occasional coupon or promaotion.

2. Improve customers’ experience. If a lot of
your customers are mobile users, it might
make sense to offer them a convenient way to
make purchases or schedule services from their
phones. The Dominos app that allows customers
to order pizza using their phones is one good
example. You might have a mobile site already,
but an app can make purchasing even easier.

3. Make customers'’ lives easier. A lot of banks
and credit unions now offer customers a way

>

to deposit checks using their smartphones.
Not only are apps that allow deposits great for
customer service, they legitimately make their
customers’ lives less hectic. Once they would
have had to drive to the bank to make a deposit
— now they can do it from the comfort of their
own homes.

4. Give customers a reason to visit your store.
Some apps use GPS to send out coupons and
promotional codes when customers are close
to a store.

| hope you get tth If
an app that will m



If you have decided that your business coul

benefit from having a mobile app, the next step™ ™

iSs coming up with a concept for the app. In this
section, I'll give you some ideas for apps that
might work well in various industries:

1. Retail. Retails stores tend to do very well with
monetized apps. Here are a few suggestions
for how to use them:

a. Sendoutcouponsand promotionalcodes.
Everyone loves to get a deal, and when
you send a coupon you give customers a
reason to come to your store.

b. Give suggestions on how to use your
product. For example, an apparel retailer
might add images of items they sell to an
app and let customers play mix and match
with their merchandise.

c. Enable in-app purchases. Building on the
above idea, a great idea for a clothing
store would be to let customers mix and
match clothing, and then give them an
option at the end to buy the ensemble
they created.

2. Service industry. If you are a service provider
and not a retailer, you might think that you
don't need a mobile app. However, there are
plenty of ways to offer customers value by
selling a mobile app. For example:

a. Combine fun and scheduling. A hair salon
might offer an app that lets customers
“try on” different hair styles, and then
makes it possible for them to schedule an
appointment when they're done.

b. Giveservice reminders. There are plenty of
services that require repeat appointments,
such as dental cleanings and oil changes.
One feature to include with an app might
be a reminder to customers to schedule

Qext appomtment and an m app

take to create and market an app of your own.

offer an app that lets customers calculate
their insurance needs and then request a
quote.

3. Membership services. What if you own a
gym or other membership service? Your app
options might appear to be limited, but here
are a couple of suggestions:

a. Create an app that sends out daily tips and
suggestions on a topic that's relevant to
your members.

b. Offer a related service. For example, a
gym might offer an app that provided a
calorie counter or some healthy recipes.

Some businesses don't need to have a mobile
app to be successful. However, if you have
a good idea for an app that offers value and
convenience to your customers - and a
chance for you to make money - then it's
probably worth the up-front investment it will
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Online marketing is an ever-evolving
field. New websites, apps, and tools
spring up every day. While online
marketing is a must for any small
business, the fact is that most small
businesses aren't doing a very good
job with their online marketing. The
chances are that you aren't doing a
great job either — in fact, your online
marketing probably sucks.

Offended? Don't be. Instead, read on
to learn about the five biggest reasons
your online marketing isn't getting
the job done — and specific steps
you can take to remedy the
mistakes you're making.

-



REASON #1:

YOU'RE NOT OPTIMIZING YOUR WEBSITE PROPERLY

Search  Engine  Optimization (SEO) s
complicated business. You might think that
you have done everything you can to optimize
your website, but I'm willing to bet that you
haven't. Here are some things you can do to
change that:

1. Pick the right keywords. A lot of small
businesses try to optimize for head
keywords. These are short, general
keywords, and there tends to be a lot
of competition for them. You should
be aiming for medium-tail or long-tail
keywords.

2. Think about keywords in the right way. A

keyword isn't just a word - it's a question.
When a potential customer goes to Google
and types in a keyword, he's looking for
information. He's asking a question, even
if he isn't wording it like one.

. Dont just include keywords in your

content. Make sure to make use of H1 tags,
image tags, and any other opportunity you
have to use your keywords.

. Don't overdo it with keywords. You need

to use them, but the context in which
you use them matters as much as the
frequency.




REASON #2:

YOU'RE NOT ANALYZING YOUR RESULTS

A lot of small businesses put up a website and
use social media, but they never bother to look
at how their marketing efforts are performing.
There's no excuse not to be reviewing that data.
Google Analytics provides detailed information
showing how people are getting to your site,
whether it's by clicking an ad, finding you on
social media, or doing an organic search.
Facebook provides detailed analytics too.
Here's what you should be doing:

1. Look atyour Google Analytics datato figure
out which pages are attracting the most
traffic and where people are bouncing
(clicking away) from your website.

2. Review your Facebook page performance
and identify the types of content that get
the most views and shares.

3. Check the open rates and response rates
for marketing emails to determine how
well they are engaging customers.

4. Don't overdo it with keywords. You need to
use them, but the context in which you use
them matters as much as the frequency.

REASON #3:

YOU'RE NOT TESTING AND REFINING YOUR PAGE BASED ON THE DATA

Reviewing the data from Google Analytics and
other sources is important, but it won't help
you unless you do something with the data
you collect. When you have information about
how customers are finding your website,
when they're bouncing away from it, and
how engaged they are with your email and
social media posts, you can use it to improve
your marketing campaigns. Here are some
suggestions:

1. If apage on your website has a high bounce
rate, do some A/B testing to see if you can
fix the problems customers are having.

2. Make sure to test only one element at a

time. For example, if you think your call to
action is the problem, do a test to see how
the old one performs against a new version.

. Revamp your social media strategy

to increase customer engagement. If
you see that photographs you post are
getting a much higher engagement rate
than written posts, you can increase the
number of photographs you share. The
same goes for checking out engagement
based on days of the week or times of day.

. Rewrite and split test emails to improve

your open and reply rates.




REASON #4:

YOU'RE NOT CREATING ENOUGH CONTENT

In the early days of the internet, Bill Gates
famously declared that "Content is king.” His
statement was a remarkably prescient one.
Today, creating great content is the core of any
successful online marketing strategy — yet many
small companies drop the ball on this very
important task. You can get back on track by:

1. Starting a blog. Blogging is still very
popular, and it's a great way to engage
your customers on a regular basis. Each
blog post should offer something of
value to your customers, whether it's a
product explanation, some practical advice
regarding a topic relevant to your industry,
or a how-to video.

2. Setting up — and sticking to — a social media
schedule. Not all of the content you share
has to be original. The importantthing is that
it is (a) relevant to your industry, (b) useful
to your customers, and (c) entertaining.
To find content, you can follow industry
publications and related pages and share
their content. Facebook has an automatic
scheduling option for businesses, or you
can use an online tool to manage all of
your social activity at once.

3. Set aside money in your budget to create
videos. Videos are hugely popular and
highly shareable, which®makes them a
great choice for any business.

$d -ttt

EEEiiitaaeadas:




REASON #5:
YOU'RE NOT ENGAGING CUSTOMERS

Having a Facebook page is great — as far as it
goes. However, if your business is forgetting
the “social” in social media, then you're not
getting the most out of your pages. Here are
some tips that can help you increase customer
engagement and loyalty:

1. Make sure to monitor your page and
reply to comments on a regular basis.
Your comments don't need to be long -
sometimes a quick “Thank you" is fine.
Customers like to feel that the brands they
follow value their presence, and replying to
comments is a good way to demonstrate
that you do.

2. Don't overreact to negative comments and
complaints. Sometimes customers take to

social media to register a complaint about
a product or service. Instead of getting
defensive, be grateful for the opportunity
to turn a customer’s experience around.
Reply quickly and professionally. Other
people will see the way you respond, and
a courteous and useful response can help
win you some new customers.

. Give customers a reason to comment.

Asking customers to share stories about
your product, or asking their opinions
about something, is a great way to drive
engagement and get customers involved.
The more comments you get, the more
likely it is that additional people will see
your post.

Do these five mistakes sound familiar to you? I'm willing to bet that they do. The good news is that
now you know about them, and you're in the perfect position to revamp your online marketing so
that it gets the results you want.
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Owners of brick-and-mortar stores sometimes overlook the
importance of online marketing. They focus their efforts on local and
print advertising, and as a result, they end up missing out on ways
to keep existing customers — and attract new ones. This article will
explore the reasons you need to have an online presence even if
you don’t have an online store, and give you some great ideas to use
online marketing to boost your sales.




WHY ONLINE MARKETING MATTERS

Marketing experts know that a potential
customer must encounter a product
or brand several times before making
a purchase. It is difficult to know how
much exposure is necessary to drive a
sale, but repetition is clearly the key.
While there may be some benefit to
advertising in your local newspaper,
online marketing may be the best way
to familiarize customers with your
brand. Here are some reasons to use
online marketing:

1. Studies show that a huge majority
of consumers research companies
and products online before making
a purchase. A study revealed that
89% of consumers used Google or

an alternate search engine to do
online research before buying.

Others studies reveal similar re-
sults for smartphone users.

. Online marketing tends to yield a
higher return on investment than
other types of marketing, perhaps
because it is so easy to target your
efforts based on demographics and
psychographics.

71% of consumers expect to be
able to view information about a re-
tailer’'s products online even if they
can’t buy them there.

As you can see, it is probable that most
of the customers who walk into your
store have already checked you out
online. You can translate that behavior
into bigger sales if you make the most
of online marketing.




HOW TOUSEONLINEMARKETIG TODRE SALES

Now that you understand why online marketing is so crucial for your local business,
let’s talk about some specific ways you can use online tools to increase your sales.

1. Use social media. Social media usage is

growing daily. Regardless of your industry
or product, it's safe to assume that most
of your customers have at least one social
media account. Many small businesses fail
to use social media effectively. Here are
some suggestions:

a. Start with Facebook. It is still the largest
and most popular social media site, and
its versatility allows you to interact with
customers in a variety of ways. Two
great options are using Facebook Of-
fers, or Local Awareness ads to reach
more locals in your area.

b. Don't rule out other sites. Pinterest users
are more likely to make purchases based
on what they see people share than us-
ers on any other social media site. They
also tend to spend more money than

people on other sites — something to
keep in mind.

C. Integrate your marketing efforts with

customer service to maximize custom-
er engagement. Answering customer
guestions can go a long way toward
building brand loyalty.

d. Don't forget the “social” in social media.

People want social media content to be
fun and informative.

2. Use coupons and promotions. One of

the primary reasons people give for follow-
iNng companies on social media (or sub-
scribing to their email lists) is that they want
to get special deals. Traditional retail stores
can and should use coupons to encour-
age customers to visit. However, even busi-
nesses who don't normally use coupons
can find ways to offer them. For example:



a. Service-based industries can offer a free
consultation or evaluation.

b. Restaurants can offer a free appetizer or
beverage with the purchase of one (or
more) entrees.

c. Offer a time-specific promotion to drive
sales at slow times. For example, if you
own a garage and Monday is your slow
day for oil changes, you might offer 10%
off to people who come in on Monday.

d. Not all coupons need to be online. A
lot of stores give out a coupon with a
purchase to entice customers to come
back to the store.

3. Sponsor acontest or giveaway. Everybody

loves the idea of winning a free product
or service, and online marketing lends
itself to such things. Consider running a
contest that encourages people to share
your information with their social media
followers. For example, you might offer
one entry in a raffle to people who
share information about the contest on
Facebook, and a second entry if they
also Tweet about it. Contests are a very
effective way to get customers to share
information about your company — and
to get your products in front of new
customers without having to spend any
money.

. Start a "Refer a Friend” program. This
type of promotion won't work for every
business, but for service-based businesses,
it is a very effective marketing tool.
Instead of giving out coupons, tell existing
customers that you will give them a freebie
or discount if they refer a friend and the
friend makes a purchase. It's a way of
inCreasing customer loyalty and attracting
new customers at the same time — and it
doesn't cost you anything up front.

. Don't forget about mobile customers.
If your website isn't mobile-adaptive, it
might be time to think about revamping
it. More people access the internet on
smartphones today than ever before, and
the numbers are still rising. In addition
to updating your website, here are some
other things to consider:

a. Text messages have a 99% open rate
(much higher than email) and they're
a great way to reach local customers
when they are out running errands.

b. Consider offering mobile customers a
special mobile-only coupon.

c. Time text messages to coincide with
subscribers’ activities. For example, you
might send out a coupon for a free
appetizer during Happy Hour, and time
it to go out right when most people are
leaving work on a Thursday or Friday.

6. Start a blog. Blogging is easy and inexpen-
sive, and it is a great way to engage your
customers on an ongoing basis. With a
blog, you can highlight new products as
they arrive in your store, feature customer
reviews, and even offer video demonstra-
tions with ideas for how to use products.
You can also:

a. Share blog posts on social media.

b. Include links to Dblog posts in text
messages or emails.

C. Invite customer comments and feedback.

These are just a few of the most effective ways
to use online marketing to increase your in-store
sales. Thanks to the popularity and versatility
of social media and other online tools, the
possibilities are endless — so use your imagination,
and watch your sales go through the roof.




HOW TO MARKET YOUR
HOME SERVICES

FRANCHISE
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One of the great things about living in the modern era is that you can hire somebody
to do almost any task you can imagine. Our lives are busier than ever, and sometimes
we need help around the house. Home service franchises are increasingly common,
and they run the gamut from housecleaning services to pet care to health care.

One of the benefits of selling franchises — or buying one — is that you have brand
recognition from the start. Most customers need to be exposed to a product or
brand several times before they make a purchase. When a name is already familiar
to a potential customer, it increases the likelihood that they will utilize your services.
An example of a home service franchise with great name recognition is Comfort
Keepers, a company that provides non-medical home health services.




CHALLENGES OF MARKETING A HOME SERVICE FRANCHISE

In spite of the name recognition you bought along with your franchise, there are some
challenges associated with marketing a home service franchise.

1. No physical location. For
services like home repair,
home care, plumbing, electri-
cians, etc. you probably won't
have a brick and mortar loca-
tion. Because your franchise
IS service-based and mobile,
paying for office space prob-
ably isn't necessary. That can
be a good thing in terms of
your monthly budget, but it
does mean that you are going
to have to rely on online mar-
keting, especially having a well-
designed, high ranking website
to help you attract customers.

2. Updating local listings.
When you are marketing a
business that has multiple lo-
cations, keeping your online
listings consistent and up-
to-date is crucial. Google's
algorithms deliver search list-
iNgs that are specific to each
searcher’s location, so itis es-

sential to have your local list-
iNgs in line.

3. Duplicate content. You
might think, because you
want customers to know that
your services are consistent
from location to location,
that each franchise’'s website
should have the same con-
tent. However, that is not the
case. Google can and does
penalize websites that have
duplicate content. While you
might need to have similar
content on each location’s
website, you also need to
make sure that the content is
original to avoid taking a hitin
your search ranking.

4. Localizing your mobile
websites. It is absolutely es-
sential to have a website that
IS mobile-adaptive for your
company. More customers

than ever before are access-
iNng websites using their smart-
phones, and they are noto-
riously impatient. Your site
needs to load quickly and be
easy to read and use on a mo-
bile device to be successful.
You also need to make sure
that your mobile sites are cus-
tomized for the local area so
they are easy to use.

5. Managing your reputation.
One of the downsides of
being part of a company
that sells franchises is that
sometimes, a single franchise
location can get into trouble
and, by association, taint the
whole brand. When each
location is fully localized, it
becomes easy to reap the
benefits of brand recognition
while also distancing yourself
from any trouble or negative
press.



FOR MANY PEOPLE, THE BENEFITS OF BEING
ASSOCIATED WITH A FRANCHISE - ESPECIALLY ONE

WITH A GREAT REPUTATION - FAR OUTWEIGH THE
RISKS. BUT THE RIGHT MARKETING STRATEGY

IS CRITICAL”

MARKETING TIPS FOR HOME SERVICE FRANCHISES

Now that you understand what the challenges of marketing a home service franchise are, let's
talk about some of the ways you can overcome those challenges.

1. Standardize your local
listings. Your NAP (name, ad-
dress, and phone) listings are
essential for local SEO and
marketing. Even a small dis-
crepancy in the way your
name is listed (such as writ-
ing out ‘Avenue’ in one listing
and abbreviating it as ‘Ave’ in
another) can have a negative
effect on your search ranking.
Review your online listings and
make sure they are consistent.

2. Make the content similar,
but your own Take the
information on the company’s
main website as a suggestion
and rewrite the content to
be specific to your area and
customers. That way, you will
improveyourlocaloptimization
by including keywords specific
to your service area, and avoid
the inevitable penalties from
Google for having duplicate
content on your site.

VT
A\ \““
1l

1\

3. Check out local options
for your mobile site and
make sure to use them. You
want customers to be able
to access your site from any-
where, and that means not
skimping on having a mobile-
friendly or (even better) mo-
bile-adaptive website. Your site
needs to be quick to load, easy
to read, and simple to navigate.
It also needs to have the same
information and functionality
as your regular site.

4. Separate your franchise.
If one franchisee runs into a
reputation problem, do what
you can to distance yourself
from the problem without
padmouthing the company.
For example, you might make
a point of telling custom-
ers on your website or social
media that you are ‘indepen-
dently owned and operated”
or something like that. There
are ways to create a buffer
zone and preserve the repu-
tation of the company while
also reassuring customers.



5. Make use of two
important services, Amazon
Home Services, and Google
Home Services.

amazon home services
~—

a. Amazon Home Services is
currently available in 15 major
metropolitan areas. The way it
works is that when customers
buy a product on Amazon that's
related to your service, they see
a suggestion of local service
providers that can help them
with it. For example, a customer
who buys a new air conditioner
might see a selection of HVAC
companies in their area who
can help them install it. The
service is also usable as a stand-
alone option to search for
services. Providers pay a small
fee to Amazon to be included.

Google HomeServices

b. Google Home Services
works on a similar principle, but
itis specific to Google searches.
This service is currently being
tested in the San Francisco area
with plans to expand. When
you search for something,
part of what you will end up
seeing in your search results is
a list of local service providers.
There are two basic ways to
get your company included.
First, you can optimize your
site for keywords and hope that
it shows up in a list of organic
search results. Second, you can
pay for a Google ad to have
your company featured when
someone searches for the
service you offer.

AS LONG AS YOU PAY ATTENTION TO THE
FIVE AREAS DETAILED ABOVE, YOU CAN
BE SURE THAT YOU ARE GETTING THE
MOST OUT OF MARKETING YOUR

HOME SERVICE FRANCHISE.
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THANK YOU FOR READING OUR MAGAZINE

This information was brought to your by....

DIGITAL SAPIEN INTERACTIVE

INTERNET MARKETING EVOLVED

Learn More About Our Services at

www.digitalsapien.com

- SEO - DIGITAL MARKETING - WEB DEVELOPMENT - CONTENT CREATION -

Every business is different and has its own
needs and challenges when it comes to

marketing online. READY TO GROW
WE CAN HELP YOU! YOUR BUSINESS?

Our team of experts can help position your
business in front of more customers online. CALL TOLL FREE:
We offer solutions that are designed to meet ]
your needs, and exceed your expectations. (355) 372-9623

Digital Sapien Interactive specializes in

building high performance organic search ) EM_AIL U_S:
programs that achieve breakthrough results info@digitalsapien.com
for local businesses, enterprises, nonprofits,

and freelancers. I 2 - You -

/ g ¥y o f
Whatever your online marketing goals, Digital —
Sapien Interactive's full-stack SEO audience

development services give you the tools and
expertise to achieve it.






