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Grow your revenues by narrowing your focus



Agenda
1. Branding 
2. Marketing 
3. Tactics 
4. Media 
5. Digital Marketing 
6. Calculating Your ROI 
7. One-to-One Marketing 
8. New Technologies



please ask questions



Let’s get to know one another



Four goals for out time together
1. To re-visit what you know about marketing 
2. To open your mind up to new approaches and fresh ideas 
3. To change the way you think about marketing 
4. To have some fun



Our journey together

Essentials and 
Fundamentals

Advanced and 
Forward-Looking



SOLVE:
Move one glass so that the order becomes 

full, empty, full, empty, full, empty.

B R O O K S P I E R C E . C O M230 N. Elm St., Greensboro  |  150 Fayetteville St., Raleigh  |  115 N. 3rd St., Wilmington

If you figured it out, congratulations. Pick up the 2nd glass, pour its 
contents into the 5th glass, and return it to its original place.

Solving the problem requires unconventional thinking—realizing that 
“move” can mean more than one thing. It illustrates the way we approach 
legal issues—by rejecting the constraints of unimaginative assumptions to 
find uncommon solutions for our clients.

improving your mental flexibility



improving your mental flexibility
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How much do you know about 
advertising and marketing?



What is the #2 search 
engine in the world?
A. Google 

B. Bing 

C. YouTube 

Answer:  

YouTube



What year was Facebook 
Founded?
A. 2000 

B. 2007 

C. 2004 

Answer:  

2004



Quiz: Who employs more people? Ad agencies? Or 
internet media companies?



How much money does a youtuber 
with 1.4 million subscribers 
make from YouTube every year?

A. $17,000 

B. $475,000 

C. $1.1 Million 

Answer:  

$17,000



What is the average salary 
of a Chief Marketing officer?
A. $125,000 

B. $190,000 

C. $350,000 

Answer:  

$190,000



How Many YouTube Channels 
have more than 1 million 
subscribers?
A. 3,500 

B. 5,700 

C. 8,000 

Answer:  

8,000



Before we look forward, let’s 
take a look backward



1920



1950



1960



2020



Branding



What are you buying when you 
buy a Rolex?



What are you buying when you 
buy a Porsche?



What are you 
buying when you 

buy Starbucks 
coffee?



Brands have meaning



A brand is not a logo, although a logo is a component



which one of these works Best and why?



let’s discuss specific, identifiable branding elements



WhAT ARE THE DISTINCTIVE BRANDING 
ELEMENTS YOU USE AT YOUR ORGANIZATION?



Want the slides? Email Jamie@JamieTurner.Live

Your prospects 
don’t buy based on a 
marketing campaign. 
They buy based on 
experiences with 
your brand.



Terminology
• Brand: The spoken and unspoken 

messages about a product or 
service 

• Position: The unique position the 
brand holds in the consumer’s mind 

• Messaging: The articulation of the 
product positioning and the brand 
promise 



Let’s discuss the Essential Rules of Great Branding



Truths about branding



People typically buy for emotional 
reasons and then rationalize their 

purchase with logic



People have subconscious reasons for 
preferring one brand over another.



Scientists share research about the Differences 
between the male and female brains

Sources: Psychology Today; Rob Pascale and Lou Primavera Ph.D.

https://www.psychologytoday.com/us/blog/so-happy-together/201904/male-and-female-brains


All brands can learn something from P&G

Other examples include Pearl Vision and Lens crafters; Facebook and Instagram; Coca-Cola and Sprite.  



Brand or perceptual positioning map



Let’s do a Positioning map ourselves



Messaging is different from branding

Coca-Cola is happiness 
in a can.

At Dove, we see beauty 
all around us.

Nike is more than just a 
shoe. It’s a reflection of 

who I am.



Goals, Objectives, Strategies, Tactics, and Execution
Goal: To win World War II 

Objective: To invade France to 
create a two-front war for Germany 
Strategy: Surprise the Germans by 
attacking south of the expected 
invasion point 
Tactics: Bomb by air and drop 
paratroops prior to the arrival of 
amphibious landing forces 
Execution: Land at 6:00 am on 
June 6th, 1944



Goals, Objectives, etc.

Goal: To increase profits by 15% next year 

Objective: To increase market share with 
under-served consumer segments 

Strategy: To appeal to consumers under 35 
who are interested in environmentally-friendly, 
organic wines 

Tactics: To focus less on traditional marketing 
and more on digital marketing 

Execution: To launch the campaign by March



Traditional 
Fall Colors
Heritage

Rural Farmland
Older/Seasoned

Cotton
Ford F-150
High Value

Functional/Durable

Contemporary
Gunmetal Steel
Open-Minded

Swiss Mountains
Younger/Energetic

Gore-Tex
Toyota 4 Runner

High Quality
Modern/Detailed

Brand spectrum analysis
Today Tomorrow



What is the story of Allbirds? And how can you apply 
what you learned to your brand?

https://youtu.be/NPBsWxGxtSo


There are 2 essential questions 
you should ask before you launch 

your next marketing campaign



1.What is the customer really buying (e.g., what 
are the hidden reasons for purchase)? 

2.When a prospect decides to buy from a 
competitor instead of us, what’s the reason?

2 Essential Questions



Color theory



Colors have meaning



Power 
and 

Passion

Royalty 
and 

Authority

Stability 
and 

Reliability

Balance 
and  

Growth

Optimism 
and 

Freedom

Impulsivity  
and  

Warmth





Quiz: WHAT IS MEN’S FIRST AND SECOND FAVORITE COLOR? WOMEN’S?



Quiz: WHAT IS MEN’S LEAST FAVORITE COLOR? WOMEN’S?



Going deep into branding



the prospect
• What does our prospect believe in? 
• How so they feel about the world 

around them? 
• What drives them? 
• What does a successful life look like to 

them? 
• What are they afraid of? 
• What is their greatest disappointment? 
• What are they most proud of? 
• What does their aspiration line look 

like?



The product
• Why does this product matter? 

• Why does this brand matter? 

• What does this brand bring to the 
consumer that goes beyond its 
function? 

• What is the emotion behind the 
brand? 

• Why should this brand exist when 
there are others that exist already?



the people
• What makes our people different? 

• What motivates them to go to 
work? 

• What do they care about? 

• What do they do to nurture 
themselves? 

• Why should our prospect believe in 
our people? 

• What can we say about our people 
that other brands can’t?



the promise
• What are people actually buying 

when they buy our product? 

• What are their feelings when they 
buy the product? 

• How is that communicated? 

• How can we do that better? 

• What else is competing for their 
time and money? 

• What are we delivering above and 
beyond the product?



abstract values
• How would you describe your 

brand to a friend? 

• How would you describe its style? 

• What other brands would be its 
friends? 

• What actor would be perfect to 
play your brand? 



Let’s discuss the Essential Rules of Great Branding



Video Case Study



Let’s Discuss the Video Case Study

https://youtu.be/hGwDMZqFc8o


Marketing



ImplementationInquiry Insights Ideation

The Five-I System

Insertion



ImplementationInquiry Insights Ideation Insertion

The Five-I System



ImplementationInquiry Insights Ideation Insertion

The Five-I System



ImplementationInquiry Insights Ideation Insertion

The Five-I System



ImplementationInquiry Insights Ideation Insertion

The Five-I System



Information vs. Insight
During World War II, fighter planes would 
come back from battle with bullet holes.  

The Allies highligthed the areas that were 
most commonly hit by enemy fire.  

Using the data you see here, what 
modifications would you do to the airplane 
in order to improve the odds that the plane 
would return?  

In other words, what adjustments would 
you make to the plane in order to reduce 
the number of planes that were shot down? 



Question: What is an insight you have had about 
your customers, your industry, your marketing or 

anything else that has helped your brand?



Glossary of Marketing Terms
• Click-Through Rate (CTR): The percentage of people who click an online display 

ad, an email marketing link, a paid search ad or some other digital marketing 
technology. 

• Cost Per Thousand (CPM): What it costs you to have 1,000 people see your 
digital ad. 

• Cost Per Click (CPC): What it costs you to have one person click your digital ad. 

• Cost Per Acquisition (CPA): What it costs you to convert one prospect into a 
customer.  

• Customer Lifetime Value (LTV): The amount of profit you generate on a per 
customer basis over the course of the average customer’s engagement with your 
business.

Jamie@JamieTurner.Live



Target Market Personas

My name is: Monica Weatherby 
I live in: New York City and The 
Hamptons 
I’m driven by: Beauty and 
Elegance 
I’m an Enjoy Flowers customer 
because: I have a successful 
career and I entertain a lot, so I  
need my surroundings to reflect 
my standing in life.

Here are the initial target market personas we developed in the first presentation.

My name is: Nancy Steveson 
I live in: Atlanta 
I’m driven by: Aesthetics and 
Fine Design 
I’m an Enjoy Flowers customer 
because: I love simple 
elegance, so I use flowers as a 
design element for my home.

My name is: Davis Tucker 
I live in: San Francisco 
I’m driven by: My contemporary 
mindset and my progressive 
lifestyle 
I’m an Enjoy Flowers customer 
because: I use flowers as a way 
to reflect who I am and what I 
stand for.

My name is: Elizabeth Smith 
I live in: Dallas 
I’m driven by: My sense of 
sophistication and class 
I’m an Enjoy Flowers customer 
because: At this stage of my life, 
I like to surround myself with 
beautiful things.



Top

Middle

Bottom

The Sales Funnel

Cognition 

Emotions 

Actions

Awareness 

Knowledge 

Liking 

Preference 

Conviction 

Purchase



Sales Funnel in Action: $7,000 weekly Spend

15,000

1,400,000Number of Views 
(CPM $5)

$1 for 200 Views

Number of Clicks 
($0.50 Per Click)

1.07% Click on Ad

Webinar Sign Ups 
($1.75 Per Sign Up) 4,000 30% of Clicks Sign Up

Webinar Show Ups 
(62.5% Show Up Rate) 2,500 Better Than Average

Clicks on Offer 
(12% Click to Landing Page) 300 12% Click Offer

Purchases 
(Costs $65 per $520 Sale) 110 4% of Show Ups Purchase



Digital campaign customer acquisition cost



Audience Profiles
Item Answer

Persona Working professional, sporting enthusiast

Tangible Attributes Steel

Colors Grey, black

Cultural mindset Independent, open minded, adventurous

Physical surroundings Big Sky country (Alps)

Demographics Younger, energetic

Activities Hiking, Hut-to-Hut Trekking

Price/Product A well-crafted extension of themselves (Quality Tool)

Clothing Hiking boots, sunglasses

Physical persona Younger, healthy, fit

Textures Gore-Tex

Views product as… A hand-crafted, functional work of art (A durable, technical tool)

Landscape Wilderness

Spends their time… In nature

Drives a… SUV

Looking for… Best product at a higher price-point (Value: Best features for price)

Products are… Modern, streamlined, sexy, detailed 

Would drink Craft beer, bourbon (Wine)



Exercise
Item Answer

Persona

Tangible Attributes

Colors

Cultural mindset

Physical surroundings

Demographics

Activities

Price/Product

Clothing

Physical persona

Textures

Views product as…

Landscape

Goes on a trail …

Drives a…

Looking for…

Products are…

Would drink



It’s Quiz Time!
• People buy for ___________ 

reasons and rationalize their 
purchase with _____________. 

• Men’s least favorite color is 
________. Women’s least favorite 
color is __________. 

• Complete this statement: 
Awareness, Knowledge, Liking, 
Preference, ____________, 
_____________.



Components of a plan



Executive Summary: A brief overview of the entire plan 

Market Assessment: A review of the market potential. Is it a mature market? An 
early market? Are we inventing a new category? Or redefining an old one? 

Situation Analysis: The current situation for the brand. Do we have large market 
share? Small market share? Are we growing? Are we stagnant? Is there 
opportunity for growth? 

Components of a Marketing Plan



Components of a Marketing Plan
Major Objectives: What are we trying to accomplish? Increased awareness?  
Greater customer retention? Market share growth? 

Consumer Thought Process: What are the features and benefits of our 
product? How does our consumer buy our product? What do they feel after 
they’ve bought our product? What consumer insight has been developed that 
can be leveraged to achieve our marketing objectives? 

Key Strategies: What approach are we going to take in order to have a 
successful plan? 



Components of a Marketing Plan
Brand Essence: What is the essence of our brand? What is the fundamental thing 
that makes our brand different? What need are we fulfilling for our customers? 

Positioning: How is our product currently positioned in the marketplace? How 
would we like it to be positioned? 

Essential Message: What is the core message we would like our customers to 
know about our brand? Is it safer? Sexier? Cheaper? Does it fulfill some unspoken 
need? 

S.W.O.T. Analysis: What are our strengths, weaknesses, opportunities and threats 
for our brand? 



Components of a Marketing Plan
Competitive Review: Who is our primary competition? How are they positioning 
themselves? What strategies are they utilizing? What have they overlooked? 

Media Considerations: Where does our customer spend their time? What is on 
their mind when they’re on those platforms? Which platform have we had the most 
success with? The least success with? 

Tactical Plan Overview: Which tactics are we going to focus on? All brand 
building? All direct response? A combination of the two? 

Executional Specifics: Is there seasonality in our industry? Is there a long sales 
cycle? How are we leveraging both of those to our benefit? 



Tactics



What tactical elements do you use?



Case Study: Dove Soap



Group Discussion

Watch this commercial and then in your group discussion, come up with one change to the spot that would 
improve it. You can come up with ideas that are about the copy, the directing, the cinematography, the punch line, 
the … well, anything.

https://youtu.be/NemtQx0m0Ss


Working with An Outside Agency



People who already buy our products

People who don’t buy these kinds of products

People who buy our competitor’s products

Time for a quiz



Media



What is the point of media planning and buying?



Earned, Owned, Shared, and Paid media



Focusing on your most valuable customers



Question: How much do you spend as a percentage? Have you ever stopped?



Media Plan



Media Plan

Kick-Off



Facebook

Monica

Nancy

Davis

Elizabeth

Instagram Pinterest YouTube Paid Search Display Influencer Other

The Customer Media Map



Additional Concepts you should be familiar with
Programmatic Ad Buying: The use of a computer platform to buy and sell digital 
ads in a nearly instantaneous auction. A simplified version can be seen below. 

Big Ass Computer (Ad Exchange)

Buys Ads 
(DSP: 

Demand Side 
Platform)

Sells Ads 
(SSP: 

Supply Side 
Platform)



Programmatic in action
Flipcart is an Indian e-commerce company similar to 
Amazon. (Walmart is a majority stakeholder in Flipcart.) 

ASUS is a mobile phone manufacturer. It had a 0.3% 
market share in the Indian Smartphone market, but it 
wanted to grow its market share.  

ASUS used programmatic advertising to capture mobile 
phone buyers at the moment of purchase.  

Interestingly, ASUS didn’t increase their budget. 
Instead, they increased their targeting efficiency. 

The result was that they went from 0.3% market share to 
3% market share — without spending more money! 

This is an example of using programmatic ad platforms 
to create a 1:1 marketing campaign. 

https://youtu.be/Gyxvs-JO0Yc


Other important concepts
Customer Data Platforms (CDPs) and Data Management 
Platforms (DMPs): A CDP is a platform that takes data from a 
variety of sources, cleans it up, and makes it use-able on other 
marketing platforms. 

DMPs (which are slowly losing relevance) were designed to 
serve ads and enable retargeting using cookies.  

In a DMP, much of the info is anonymous and typically expires 
after 90 days (the cookie lifetime). 

The CDP creates a persistent customer profile. That means it 
stores the data and keeps the history. Then by combining it 
with all the data about your customers comes out with a single 
record. 

DMPs were designed to target (and especially retarget) 
anonymous users for advertising, whereas CDPs create a 
database of your identified customers to use for more than only 
advertising.

Source: https://econsultancy.com/what-is-a-customer-data-platform-how-is-it-different-from-a-dmp-or-crm/



Key concept recap
Programmatic Ad Buying: Buying and selling ads on auction via a big ass computer. 

DSP (Demand-side platform): Used by advertisers to buy ad inventories. 

SSP (Supply-side platform): Used by publishers and media owners to sell their available 
ad inventories. 

Ad exchange: A platform that helps the buying and selling of ad inventory from multiple 
ad networks. 

Customer Data Platform (CDP): A platform that takes data from a variety of sources, 
cleans it up, and makes it use-able on other marketing platforms. 

Data Management Platform (DMP): Designed to serve ads and enable retargeting using 
cookies.



which ad Is Best?



https://youtu.be/GyY15Jkkg2A


https://youtu.be/7NxPI3iTQQQ


Five Minute Exercise
• Gather into a group of 3 to 5 people 

• Look at the following cards.  

• Pick a card that relates to your experience with your marketing campaigns. It can 
be good, bad, or somewhere in between. 

• Go around the group once and have each person share their experience.  

• Then, go back around the group and have someone volunteer input, feedback, 
or a solution for the challenges or opportunities you’re facing.



1. Pick a card that 
relates to your 
experience. 

2. Have each person 
share their 
experience.  

3. Go around again 
and have a group 
member volunteer 
input, feedback, 
or a solution.



Split Testing



Which execution won?
Groove wanted to improve the conversion rate on their landing pages so, after 
interviewing customers, they tested the original (left) vs. a new version (right).

Version A Version B
Source: https://blog.hubspot.com/marketing/a-b-testing-experiments-examples

2.3% CTR 4.3% CTR



Humana wanted to test 
whether a “savings” 

headline would 
outperform a more 

generic version.  

Which one won?

Version A

Version B

Which execution won?

Source: https://blog.hubspot.com/marketing/a-b-testing-experiments-examples

433% 
Better CTR



Humana didn’t stop testing. They decided to test another version, too.

Version C

Version B

Which execution won?

Source: https://blog.hubspot.com/marketing/a-b-testing-experiments-examples

192% 
Better



Noob tested submitting an email vs. tweeting the landing 
page to download the e-book.

Version A Version B

Which execution won?

Source: https://blog.hubspot.com/marketing/a-b-testing-experiments-examples

24% Better 
Conversion



HelloFresh set out to redesign its menu pages for a seamless user experience while 
also drawing attention to upselling opportunities. They ran an experiment that 

compared the impact of the original control menu display (left) to a new version (right).

Version A Version B

Which execution won?

Source: https://blog.hubspot.com/marketing/a-b-testing-experiments-examples

7% Increase 
in Upsell 
Revenue



Small Changes Add Up







Key Take-Aways about split testing
• Hypothesis: Every A/B test should 

start with a hypothesis focused on one 
specific problem that you can test.  

• Variables: You can test various things, 
like landing pages, CTAs, emails, or 
mobile app designs.  

• Testable Premise: There are a variety 
of goals to focus on for A/B testing 
(increased site traffic, lower bounce 
rates, etc.), but they should be 
testable and able to be supported or 
disproven. 



Thinking outside the box



The family





Improving Your Mental Flexibility



Using only four straight lines, pass through each dot 
without lifting your finger off the screen.



Using three straight lines, pass through each dot 
without lifting your finger off the screen.



Good or Bad?



Good? Or Bad?



Good? Or Bad?



Good? Or Bad?



Good? Or Bad?



Good? Or Bad?



Good? Or Bad?



Good? Or Bad?

https://www.youtube.com/watch?v=zCXMx7RcZ5I


Big Pad ‘o Paper Exercise



Big pad ‘o paper exercise



Digital Marketing



Jamie@JamieTurner.Live

Let’s play fact or fiction
• Social media is an important tool for driving leads to your business 
• The majority of B2B businesses have generated leads via LinkedIn 
• Google paid search ads are a cost-effective way to drive leads to 

your business  
• In order to stay competitive, your business needs a Facebook page 
• Your summer intern will do a better job with your social media than 

you will



Jamie@JamieTurner.Live

Fiction: Social Media is an important tool for driving 
leads to your business

Fact: Social Media is often best used 
as a customer retention tool rather 
than a customer acquisition tool.



Fiction: The majority of businesses have generated leads 
via LinkedIn

Source: Quick Sprout and Hubspot

Fact: Only 45% of marketers 
have gained a customer 
through LinkedIn, despite the 
fact that LinkedIn is 277% 
more effective in generating 
leads than Facebook!



Fiction: Google paid search ads are a cost-
effective way to drive leads to your business
Fact: Google paid search ads are sold on an auction 
basis, which drives costs up to the point where it’s often 
difficult to have a positive return-on-investment



Jamie@JamieTurner.Live

Fiction: Your business needs a Facebook page

Fact: A Facebook page that is dormant or not often 
updated doesn’t do anything for your business, your 
customers, or your prospects.



Fiction: Your summer intern will do a 
better job with social media than you will

Fact: They may know more about 
Instagram or Snapchat, but do 
you really want your summer 
intern to be posting updates about 
module-type formation pressure 
maintenance equipment?



Your 
Website or 

Business

Facebook

Twitter

Instagram

Pinterest

Snapchat LinkedIn

YouTubeTikTok

Jamie@JamieTurner.Live



Your 
Website or 

Business

Facebook

Twitter

Instagram

Pinterest

Snapchat LinkedIn

YouTubeTikTok
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Let’s discuss the Essential Rules of Great Branding





Paid 
Search

Online 
Display

SEO
Content 

Marketing
Paid 

Social
Organic 
Social

Influencer 
Marketing

Marketing 
Automation

other 
concepts

The Digital Marketing Landscape



Top

Middle

Bottom

Digital Marketing and the Sales Funnel
• Paid Search 
• Online Display 
• Search Engine Optimization 
• Paid Social 

• Content Marketing 
• Organic Social 
• Influencer Marketing 

• Marketing Automation

}
}
}

Jamie@JamieTurner.Live



Paid 
Search

The Digital Marketing Landscape



Paid Search Best Practices
• Paid search drives leads to your 

business who are actively searching 
for your products and/or services. 

• You can use it to drive website visits, 
generate in-bound phone calls, or 
increase store visits. 

• Paid search ads work on a cost per 
click (CPC) basis. Therefore, your goal 
(counter-intuitively) is to discourage 
clicks from “tire kickers” and 
encourage clicks from real prospects.

Jamie@JamieTurner.Live



Paid Search Best Practices
• 89% of the traffic generated by 

search ads is not replaced by 
organic clicks when the ads are 
paused.

• The top three ad spots take about 
40% of the clicks on a the page. 

• It sometimes doesn’t pay to be in 
the top spot on Google. See if the 
3rd or 4th spot generates a better 
ROI.



Paid Search Best Practices
• According to Google, businesses 

make $2 in revenue for every $1 they 
spend on AdWords. 

• The average CTR for an ad in the first 
position is 7.94%. 

• Finance and insurance related 
keywords are among the most 
expensive with some CPC’s being 
over $50.



Paid 
Search

Online 
Display SEO Content 

Marketing
Paid 

Social
Organic 
Social

Influencer 
Marketing

Marketing 
Automation

Other 
concepts

The Digital Marketing Landscape



Paid 
Search

Online 
Display

The Digital Marketing Landscape



Online Display Ads



Source: Noumantariq.com

Re-Targeting



Facebook, Google, and other platforms have display ad networks

Jamie@JamieTurner.Live



Online Display Best Practices
• The average consumer only looks at a 

banner ad for one or two seconds, so keep 
copy on banner ads to 5 or 10 words. 

• Include a clear call to action (CTA) such as 
Sign Up Now, Learn More, or Try It for Free. 

• Be consistent with the look, feel, and 
messaging across channels. 

• To improve conversions, use a GIF to 
attract attention.



Paid 
Search

Online 
Display

SEO

The Digital Marketing Landscape



SEO is the practice of increasing the quantity 
and quality of traffic to your website 

through organic search engine results.



SEO Best Practices
• Pick a good keyword to focus on. The 

easiest way to do this is to use the 
Google Keyword Planner tool. 

• Research the competition. Use 
BuzzSumo to do research on blog post 
and web pages that generate a lot of 
social shares. 

• Write in-depth content. Studies show that 
blog posts with more than 1,500 words 
far outperform those with fewer than 750. 

• Put the keyword in your headline. And 
write the headline so that people want to 
click on it.

Jamie@JamieTurner.Live



SEO Best Practices

Jamie@JamieTurner.Live



Paid 
Search

Online 
Display

SEO
Content 

Marketing

The Digital Marketing Landscape



Content Marketing Includes Blogs, 
eBooks, Podcasts, Video, and Infographics



Content Marketing Best Practices
• Prospects who read, watch or listen to your 

content should say “This content was 
created specifically for me.” 

• Be sure to have a personality behind your 
content. As more and more organizations 
use content marketing, having a distinct 
point-of-view will be important. 

• Remember the importance of amplification. 
Generating content is one thing, but letting 
people know about the content is very 
important, too.



Blogging Best Practices
• Use pop-ups to encourage 

people to sign up for your e-
newsletter. 

• Offer a free resource for 
people who sign up for your e-
newsletter. 

• Write consistently. The only 
way to build a following is for 
there to be new content on a 
regular basis.



E-Book Best Practices
• Research, reports, large lists, or insider 

secrets work well for e-books. 

• Most e-books have a shelf life of about one 
year before you have to update them. 

• Sometimes, as in the case of Digital 
Marketing Growth Hacks, you can work 
with other thought leaders to create a 
larger, more substantial item.



Let’s talk video



Video Marketing Techniques

Source: Hubspot



Tools for Do It Yourselfers



Tools for Do It Yourselfers



Tools for Do It Yourselfers

Jamie@JamieTurner.Live



Add 
Music



Put your most popular 
videos at the top of 
your home page.





It’s Time for a Quiz



It’s time for a quiz!
1. Which performs better for SEO, long blog posts or short blog posts? 

2. Which URL string will generate the best SEO results? DogToys.com/best-dog-
toys OR DogToys.com/9124-124. 

3. On day 1, a consumer visits your website. On day 2, they’re on another website 
where you serve them an ad based on their previous visit to your site. This 
technique is called what? 

4. True or False: You should only get into video if you have an expensive, high end 
video camera.  

5. When someone reads, watches, or listens to your content, they should think 
“This content was written specifically for ….?”
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Paid Social Media Options



Adobe Digital Insights Report reveals that 50% of Gen Z and 
42% of Millennials think social media is the most relevant 
channel for ads.



Facebook

• Mobile News Feed 
• Desktop News Feed 
• Instagram Feed



Facebook Messenger Bots for Business
• A chatbot is a piece of automated 

messaging software that uses AI to 
converse with people.  

• Bots are programmed to 
understand questions, provide 
answers, and execute tasks. 

• A Facebook Messenger bot is a 
chatbot that lives in Facebook 
Messenger. 

• 1.3 billion people use Facebook 
Messenger each month.



Facebook Messenger Bots for Business

• Marriott Hotels has been at the 
forefront of the chatbot boom.  

• They launched their first Facebook 
Messenger chatbot in 2016. 

• The bot was so popular that Marriott 
transitioned it into a booking bot.



when to use facebook messenger bots
• Lead nurturing: Move leads from 

one part of your buyer’s journey to 
the next. 

• Knowledge base: Educate 
customers who have questions 
about your products or services. 

• Customer service: Automate 
commonly asked questions. 
Monitor for questions that are not 
automated.



Facebook Advertising insights



YouTube Targeting Options



YouTube Ad Formats



Twitter

Jamie@JamieTurner.Live



Twitter



Instagram

1. Stories ads 
2. Photo ads 
3. Carousel ads 
4. Collection ads 
5. Video ads



Text

LinkedIn 
Sponsored 
Posts



Text
Message 
ads



Text
LinkedIn 
Text Ads



Dynamic ads



Snapchat

1. Snap ads 
2. Collection ads 
3. Story ads 
4. AR Lenses 
5. Filters 
6. Commercials
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The Good News



Social media helps you stand out 
in the crowd.



Social media helps you  
generate new ideas for your business.



Social media helps you stay 
young, fresh, and relevant.



The Bad News



Social Media isn’t a Silver Bullet



Let’s talk about how you use organic social media

Jamie@JamieTurner.Live
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What is marketing automation? Email marketing on steroids

Jamie@JamieTurner.Live



5 kinds of marketing automation campaigns

Introductory

Welcome

Engagement

Keep Brand  
Top-of-Mind

Re-Engagement

Engage Lapsed 
Prospects

Promotional

Bottom of the 
Sales Funnel

Retention

Onboarding, 
Upsell, Renewal

Jamie@JamieTurner.Live
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Let’s run an exercise



• Define your prospect, their need, their mindset, 
and their path to purchase. 

• Then, provide a new, innovative way that you 
can improve their customer journey.  

• Think outside the box. Don’t worry about being 
too realistic. The goal is to stretch your mind.



Calculating Your ROI



Exercise: Let’s Discuss Your Most 
successful and your least 

successful campaigns



How to Measure Success



How to Calculate Customer Acquisition Costs

Step 1: Put your annual budget for each platform under the Budget column. In the example here, it’s $2,500. 
Step 2: Use the Cost Per Thousand (CPM) to find out how many impressions you’ll get for your budget. 
Step 3: Measure your Click Through Rate, or use Google to look up the CTR for these kinds of ads. In the example 
above, it’s 1%. 
Step 4: Take the the number of impressions and multiply it by the CTR in order to get the raw clicks. (In the example here, 
take 200,000 x 0.01 to get 2,000.) 
Step 5: To get the Cost Per Click/View, take the Budget and divide it by the Number of Raw Clicks. 
Step 6: Measure your conversion rate, or look up the typical conversion rate for the platform you’re using. In the example 
here, it’s 2.5%. (Side Note: For small, inexpensive products like a cosmetic, the conversion rate might be as high as 2.5%. 
But for larger, more expensive products like a car, the conversion rate is going to be something like 0.01%.) 
Step 7: To get your Converted Clicks, multiply your number of raw clicks x your conversion rate. (In the example here, 
that means you’ll multiply 2,000 x 0.025 to get 50). 
Step 8: To get your Customer Acquisition Cost, take your budget and divide it by your converted clicks. (In the example 
here, take $2,500 and divide it by 50 to get $50.)



• In the next few slides, we’ll learn 
about Lifetime Value (LTV) which 
is the amount of net profit you 
make during the lifetime a typical 
customer is with your business.  

• We’ll also discuss Cost Per 
Acquisition (CPA) which is 
sometimes called Customer 
Acquisition Cost (CAC) 

• By understanding LTV and CPA/
CAC, you can calculate whether 
or not you have a viable 
campaign.

ROI Calculation



Taking a look back
• A typical 20th century marketing 

campaign involved TV, radio, and print. 

• If you ran a TV, radio, or print 
campaign for Coca-Cola, it was very 
difficult to see if the campaign actually 
resulted in a lift in sales. 

• There were simply too many other 
variables happening at the same time 
(sales promotions, weather, discounts, 
competitive intrusions, etc.)



Everything changed
• Digital marketing changed 

everything. It enabled marketers to 
target, track, and measure like 
they never had been able to 
before. 

• Even so, only about 25% of all 
businesses track their marketing 
expenditure at the ROI level. 

• Why? Because they don’t know 
the math.



Calculating your ROI
• The starting point for calculating the 

ROI of a marketing campaign is to 
understand your Lifetime Value (LTV).  

• In its simplest form, LTV is the amount 
of profit you generate on a per 
customer basis over the course of the 
average customer’s engagement with 
your business.  

• We’ll come back to LTV in a moment. 
In the meantime, let’s review a few 
important definitions.



Understanding the language of finance: The P&L

Item Amount Description

Total Revenue $100,000 Total revenue, also called total sales, is the money generated by selling products or 
services.

Cost of Goods Sold ($20,000) COGS is the cost of the materials and labor used to create the product or service.

Gross Profit $80,000 Gross profit is total revenue minus cost of goods sold (COGS). Gross profit is also known 
as gross margin.

Expenses ($50,000) Expenses (sometimes called operating expenses) includes salaries, rent, utilities, supplies, 
etc.

Income Before Taxes $30,000 Income before taxes (sometimes called earnings before taxes, or EBT) is a company's 
operating and non-operating profits before taxes are considered.

Taxes ($10,000) Gotta pay for our schools and roads, right?

Net Profit $20,000 This is also called net income or the bottom line.

The P&L Statement is sometimes called an Earnings Statement or an Income Statement

https://investinganswers.com/dictionary/r/revenue
https://investinganswers.com/dictionary/c/cost-goods-sold-cogs
https://investinganswers.com/dictionary/g/gross-margin
https://investinganswers.com/dictionary/t/taxes


Lifetime Value (LTV)
Item B2C (Comcast)

Average Monthly Revenue 
Per Client $100

Average Net Profit Per 
Client Per Month $20

X 12 Months in a Year $240

x Avg. Lifetime of a Client 3 years

LTV $720

Allowable Cost Per 
Acquisition (50% of LTV) $360



Lifetime Value (LTV)
Item B2C (Comcast) B2B (HVAC)

Average Monthly Revenue 
Per Client $100 $30,000

Average Net Profit Per 
Client Per Month $20 $3,000

X 12 Months in a Year $240 $36,000

x Avg. Lifetime of a Client 3 years 3 years

LTV $720 $108,000

Allowable Cost Per 
Acquisition (50% of LTV) $360 $54,000



Calculating Your ROI
• A typical CPA/CAC can be up to 95% of your LTV, 

however, most brands try to keep it under 50%.  

• So, in the B2B example mentioned previously, the 
CPA would be about $5,400. 

• Which leads us to the next question — how to 
calculate the ROI of your campaign. 

Jamie@JamieTurner.Live



Calculating Your ROI
• If your allowable Cost per Acquisition (CPA) is $5,400, 

that means you have to attract leads, then convert 
them into prospects, and then convert the prospects 
into customers — all for $5,400. 

• It’s not as simple as it looks.  

• Let’s say you’re running a B2B marketing campaign 
with organic social, paid social, online display (banner) 
ads, paid search, SEO, and email marketing. (For our 
purposes, sales brochures, trade show expenses, 
client entertainment, etc. comes out of the sales 
budget.) 

• Based on your campaign, 10,000 visitors a month 
land on your website. 

Top

Middle

Bottom

Jamie@JamieTurner.Live



• Of those 10,000 visits, only 100 of 
those might become leads for your 
sales force.  

• Of those 100 leads, 10 of them turn into 
viable prospects. 

• Of those 10 prospects, only 1 of them 
might become a paying client. 

• $5,400 to drive 10,000 visits, resulting 
in 100 leads, resulting in 10 prospects, 
resulting in 1 client is a viable campaign. 

• Of course, you might do better or 
worse than the example outlined above.   

Calculating Your ROI



Before Talking to Your cfo
• A CFO might do a slightly more complex 

calculation that will include your annual 
churn rate, the discount rate, and the 
net present value of money.  

• Also, remember that some campaigns 
have a latent impact on sales. For 
example, a campaign that had a low 
click-through rate today might generate 
an in-store sale tomorrow.  

• For our intents and purposes, we 
wanted to simplify to give us a generally 
acceptable overview of how the finance 
works. 



• LTV is the amount of net profit you 
make during the lifetime a typical 
customer is with your business.  

• CPA/CAC can be about 50% of 
your LTV (but lower is preferred). 

• By understanding LTV and CPA, 
you can calculate whether or not 
you have a viable campaign.

A quick recap



Let’s run an exercise



• Pick a partner 
• Imagine that you’re a group of people in another 

country who are trying to generate $5 million to 
build a nature preserve 

• You have several minutes to come up with ideas

Let’s run an exercise



What was the actual solution?



Case Studies



Opening your mind to innovative thinking



Dove kicked off its #RealBeauty marketing 
campaign 16 years ago in 2004. 

Since then, it’s created a storm of interest and 
has taken on many different forms, eventually 
evolving into a corporate mission. 

Dove’s latest social media campaign is 
called Project #ShowUS.  

After discovering that 70 percent of women don’t 
feel represented in media and advertising, Dove 
partnered with Girlgaze, Getty Images, and 
women everywhere to create a photo library to 
shatter beauty stereotypes.

Social Media Case Studies

https://www.dove.com/us/en/stories/campaigns.html
https://en.wikipedia.org/wiki/Dove_Campaign_for_Real_Beauty
https://www.dove.com/us/en/stories/campaigns/showus.html
https://www.instagram.com/girlgaze/?hl=en
https://www.gettyimages.com/


Social Media Case Studies



Social Media Case Studies



Social Media Case Studies



Social Media Case Studies



Other Case Studies



https://vimeo.com/223766732


https://vimeo.com/266947365




Traditional Marketing Nonlinear Marketing



https://youtu.be/RLs5ah9gFTs




Other Case Studies



Other Case Studies

https://youtu.be/5WECsbqAQSk


SOLVE:
Divide the cake into 8 pieces
making no more than 3 cuts.

B R O O K S P I E R C E . C O M230 N. Elm St., Greensboro  |  150 Fayetteville St., Raleigh  |  115 N. 3rd St., Wilmington

If you figured it out, congratulations. First, cut it into quarters. Then, 
slice it in half horizontally.

Sometimes solving a problem requires coming at it from a different 
angle. That’s how we approach our legal work for businesses—including 
many of the top private companies honored in this issue—in mergers and 
acquisitions, venture capital, litigation, tax law and other areas.

improving your mental flexibility



Exercise: Let’s Generate 
Ideas of Our own



Start with the basics
• Start by leveraging another brand’s idea 

for your own. 
• Then, try to combine two different ideas 

from two other brands into a single idea 
for your brand. 

• Generate insights about where your 
consumer lives, shops, plays … and 
develop ideas around that. 

• Explore new technologies — Oculus, 
VR, AR, Mixed Reality, etc. 

• When developing ideas for video or TV, 
keep things simple and focus on a 
singular idea.



One-to-one



Brands around the globe have a problem



Marketing Is Broken



Why is marketing broken? 
Because consumers hate advertising



Consumers around the globe 
say ads are intrusive, 

irrelevant, and inauthentic



34% say that the ads are 
inappropriate or irrelevant

Source: https://blog.hubspot.com/marketing/why-people-block-ads-and-what-it-means-for-marketers-and-advertisers



64% say they hate 
ads because they 
are annoying or 

intrusive

Source: https://blog.hubspot.com/marketing/why-people-block-ads-and-what-it-means-for-marketers-and-advertisers



And consumers in Europe, 
Latin America and the U.S. 

rank advertising the least 
trustworthy source of 
news and information.

Source: https://www.kantar.com/campaigns/dimension

https://www.kantar.com/campaigns/dimension


So … we have a problem.  
But wait, it gets even worse!



84% of those surveyed say 
intrusive ads create a 

poor opinion of the brands 
being advertised

Source: https://blog.hubspot.com/marketing/why-people-block-ads-and-what-it-means-for-marketers-and-advertisers



56% say ads 
they see 

insult their 
intelligence

Source: https://blog.hubspot.com/marketing/why-people-block-ads-and-what-it-means-for-marketers-and-advertisers



Source: https://smarterhq.com/blog/personalization-statistics-roundup

And favorability towards 
ads has gone from 50% in 

the early 90s to 25% in 2018



Our own personal experiences 
support the research



When women see an ad 
for men in their news 

feed, it’s viewed as  
intrusive, irrelevant, and 

inauthentic



And when men see an ad 
for women in their news 
feed, it’s also viewed as 

Intrusive, Irrelevant, 
and inauthentic



Here’s a famous example of a brand that 
was Irrelevant, Intrusive, and inauthentic



Kendall JennerPepsi and 







So, Marketing is broken 
And Consumers say it’s intrusive, 

irrelevant, and inauthentic 
But there is a solution



It’s called one-to-one marketing 
and brands are using it to 

become Less intrusive, more 
relevant, and more authentic



One-to-one marketing gives you 
the opportunity to grow your 

revenues by narrowing your focus



One-to-one in 5 steps: 
1. Think backwards 
2. Be radically authentic 
3. Personalize your ads 
4. Hyper-target Your 

campaigns 
5. Leverage data



What is thinking backwards?









Let’s Use an illusion to make a point 
about thinking backwards



Radical authenticity



We saw what happened with Pepsi. 
But when Nike took a risk — an 

authentic risk — their stock price 
reached an all-time high.





Overall, respondents approved of the campaign 49% to 37% 

18-34 year olds supported the campaign 67% to 21%.  

Respondents 65 and older disapproved 46% to 39%

(Source:https://www.washingtonpost.com/news/early-lead/wp/2018/09/13/colin-kaepernicks-nike-ad-campaign-gets-more-yeahs-than-nays-from-young-people/)

https://www.washingtonpost.com/news/early-lead/wp/2018/09/13/colin-kaepernicks-nike-ad-campaign-gets-more-yeahs-than-nays-from-young-people/


Authenticity Action Step: What is at the heart of 
your brand? What is your authentic purpose?



Crayola Purpose:  
to unleash the originality 

in every child



Dove Purpose: to help women everywhere develop 
a positive relationship with the way they look



Personalization



80% say they’re more likely to purchase from 
brands that personalize their experiences

Source: https://www.epsilon.com/us



91% say they’re more likely to buy from 
brands that recognize them and provide 

relevant offers
Source: https://www.accenture.com/us-en/about/accenture-interactive-index



63% say they’ll stop 
purchasing products 
from companies that 
do not personalize 

their marketing 
content well

Source:https://SmarterHQ.com

https://SmarterHQ.com


How can we personalize marketing? 
Astronomy provides an answer



What we know from a single dot of light.
• What its chemical composition is 
• How old it is 
• When it will die 
• Whether there are black holes nearby 
• How old it is compared to the universe 
• How big it is 
• Whether or not it has planets around it 
• Whether those planets might support life 
• What galaxy it is part of 
• Where the star is located 
• How far away it is

• What temperature the star is 
• What kind of star it is 
• What stars are nearby 
• Whether those stars are gravitationally attached 
• Where it falls on the H-K spectrum 
• How soon it will become a supernova 
• How similar it is to our own star 
• How many other stars are in its neighborhood 
• When the star will run out of fuel 
• What the temperature of the star is 
• What the mass of the star is



What we can know about a single individual.



What we can know about a single individual.
• Where they shop for groceries 
• What they watch on TV 
• Whether they like Coca-Cola or Pepsi 
• Where they went on vacation 
• What their credit score is 
• Where they bank 
• What kind of car they drive 
• Where they live 
• What their birthdate is 
• Whether they like white wine or red wine

• How many children they have 
• When they’re going to buy their next car 
• Whether they will default on their next loan 
• Whether they’ve ever been arrested 
• How many accidents they’ve had 
• Where they’re planning on going for vacation 
• What TV shows they watch 
• Whether they like opera or tennis or football 
• When they probably broke up a relationship 
• When they probably got back together again

Want the slides? Email Jamie@JamieTurner.Live



What we can know about a single individual.



Personalization: segment using opt-in forms

Compared to its previous 
results, Paper Style’s open 
rate increased by 244% and 
their click-through rate 
increased by 161%.

Source: https://www.buyapowa.com/blog/45-examples-personalized-marketing-really-work/



Personalization: Use data to provide B2B leads

Bills.com’s landing page slider 
allows the site to capture 
segmentation information and 
pass it along as part of the 
company’s lead capture process.

Source: https://blog.hubspot.com/marketing/landing-page-examples-list



Personalization: Create individualized videos
The University of Waterloo tapped into the 
power of customized videos 
Elements of personalization include:  
• The student’s name (Shakeel, in this 

video) 
• A friendly fellow student offering 

some help 
• A placard in their room 
• Personalized t-shirt being sold at a 

stall, and 
• Even their name on a Starbucks cup

Source: https://rocketium.com/academy/personalized-video-examples-for-marketing/



Personalization: Facebook Messenger Bots for Business



Personalization Action Steps: 
1. Segment and Personalize your emails 
2. Create promotions specific to each 

segment 
3. Use website chatbots to engage 

visitors 
4. Use Facebook messenger bots to 

personalize your facebook page 
5. Use video personalization tools for 

B2B campaigns





A Few of the Top ABM Platforms for 2021



Chatbots for your website



A Few of the Top Chat Platforms for 2022



Hyper-targeting



And you want to 
target and track 
prospects as they 
move through the 
sales funnel

Imagine you’re the 
Chief Marketing Officer 

for Mercedes-Benz



123 Smith 
Street

124 Smith 
Street

125 Smith 
Street



Has a high likelihood Has a low likelihood Has extremely low 
likelihood

123 Smith 
Street

124 Smith 
Street

125 Smith 
Street



Short-term, action-
oriented campaign

123 Smith 
Street

124 Smith 
Street

125 Smith 
Street

Has a high likelihood Has a low likelihood Has extremely low 
likelihood



Short-term, action-
oriented campaign

Long-term, awareness-
building campaign

123 Smith 
Street

124 Smith 
Street

125 Smith 
Street

Has a high likelihood Has a low likelihood Has extremely low 
likelihood



No campaign

123 Smith 
Street

124 Smith 
Street

125 Smith 
Street

Short-term, action-
oriented campaign

Long-term, awareness-
building campaign

Has a high likelihood Has a low likelihood Has extremely low 
likelihood



How can we do this?



Using data to create customer profiles



Identity Resolution Partners have their own Identity Graphs with every known device ID for 
hundreds of millions of consumers and can map them to your first-party data. When it’s time 
to run a campaign, you simply provide the anonymous IDs you want to reach to any ad 
platform, protecting your customers privacy and your valuable first-party data. 

Identity Graphs



one-to-one marketing



Demographic  
Targeting  

(e.g. TV, Print,  
Radio, etc.)

Database  
Targeting  

(e.g., Direct Mail, Direct  
Response TV, etc.)

Behavioral  
Targeting  

(e.g., Paid Search,  
Paid Social Media, Email 

Marketing, Chatbots, etc.)

One-to-One 
Targeting  

(e.g., Addressable TV, 
Facial Recognition, 

Mobile Device 
Targeting, Dynamic 

Creative Optimization, 
Smart Speakers, etc.)

1950s Today

Broadcast Narrowcast



In-Depth: One-to-One Marketing
• Traditional mass marketing prioritizes 

reach and recall, whereas 1:1 
marketers aren’t interested in reaching 
large audiences. Instead, they’re 
interested in reaching the right 
audiences. 

• Traditional mass marketing 
technologies (e.g., TV, radio, print, 
etc.) don’t know who is actually 
reached by a campaign. They can 
provide guestimates, but not specifics.



In-Depth: One-to-One Marketing
• With 1:1 marketing, campaigns can be 

hyper-targeted using data that is 
closely linked to a consumer’s likelihood 
of purchasing a specific product. 

• When personalized data is used, 
messages can be customized. Various 
elements, such as the headline or 
visual, can be changed based on the 
recipient. 

• Messages can also be timed to match 
a consumer’s propensity to buy. For 
example, a marketer could deliver an 
ad for warm soup to a 1:1 audience 
just before lunchtime when the weather 
outside is cold and rainy.



Getting Started in One-to-one
• Step 1: Audit Your Data. This can include 

your CRM data, warranty data, purchase data, 
e-commerce data, marketing automation data, 
and just about anything else.  

• Step 2: Normalize and Clean Up. Use a 
company like Acxiom, LiveRamp, Experian, 
Neustar, or other identity resolution companies 
to normalize your data.  

• Step 3: Map Your Data. When you want to 
reach your customers across all devices, you 
need to know the anonymous digital identifier 
tied to that device. Identity resolution 
companies have created their own identity 
graphs to every known device for hundreds of 
millions of consumers. 



CRAWL, WALK, THEN 
RUN WITH ONE-TO-ONE



One-to-One: The Crawl Stage
• In the crawl stage, you should already be doing 

some fundamental things such as segmenting 
your marketing automation lists, personalizing the 
messages, and scoring leads.  

• Next, go to a Demand Side Platform like The 
Trade Desk, Facebook, Google, and others. 
They’ll provide you insights into who might buy 
and when they’re most likely to make a purchase.  

• To take things up a level, you can provide your 
customer data to the DSP and use it as a 
suppression list. Or, you can have them target 
only your customers (e.g., “You bought golf clubs 
from us, would you also like to buy golf shirts?”) 

• The advantage to the Crawl Stage is that you’re 
relying on other companies to do the heavy lifting. 



One-to-One: The Walk Stage
• In the Walk Stage, you’ll take your existing 

customer data and have it appended by an 
Identity Resolution partner like Acxiom, 
LiveRamp, Experian, or Neustar. 

• For example, you might take warranty card 
data that’s pretty straightforward and append it 
with HHI data. Based on that new information, 
you might develop promotions targeting 
different segments with different kinds of offers. 

• For example, you might offer a discount to 
people in the lower half of HHI, and offer an 
upsell opportunity to people in the upper half of 
HHI.



One-to-One: The Run Stage
• In the Run Stage, you’re taking everything you’ve 

done in the previous two stages and adding 
transactional data to the program.  

• At this stage, you’ll have worked with your Identity 
Resolution partner to create an identity graph that 
provides near real-time data on your prospects 
and customers. 

• Let’s say Apple developed a new product called 
an iTracker. It’s expensive (e.g., $4,500) so it has a 
lot of profit margin built in.  

• You can use your identity graph and first-party 
cookies to track the ads you ran on TV, online 
display, paid search, and even direct mail. You can 
then connect the dots to see if they  resulted in a 
sale either online or at the retail store!

One-to-One: The Run Stage



Brand

the one-to-one marketing landscape
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One-to-One in action



One-to-One in action
• Midas worked with Nielsen to look at credit card 

transactions from 125 million non-personally 
identifiable prospects 

• They hyper-targeted ads specifically to people who 
had visited a Midas competitor in the past year 

• As a result of the campaign, Midas increased its 
market share 8% in the households that saw the 
campaign 

• And every $1 spent on the ad campaign generated 
$10 in revenue for Midas



One-to-One in action
• A stock brokerage wanted to get their existing 

customers to invest more with the company 
• They partnered with IXI/Equifax to build target 

groups based on home address and wealth profile 
• That segment saw hyper-targeted ads on mobile 

apps. The segment also saw TV ads via 
addressable TV boxes 

• Customers who saw ads on the mobile apps and 
the television increased assets under management 
by 462% 

• For every $1 spent on the campaign, the brokerage 
generated $8 in increased assets



one-to-one in action

https://youtu.be/GGtYgVFO1-s


What about Privacy?



“The secret to a successful marketing campaign 
isn’t about personalization. It’s about knowing 
where the line is between your customer 
welcoming you into their lives and your customer 
pushing you out of their lives.” – Chuck Moxley, 
Senior Vice President, Marketing, Mobivity



Where can you learn 
more about one-to-one?





looking ahead to 
the future



Gartner Hype Cycle



An Introduction to AI



“I’m increasingly inclined to think 
that there should be some 
regulatory oversight, maybe at the 
national and international level, 
just to make sure that we don’t do 
something very foolish. I mean 
with artificial intelligence we’re 
summoning the demon.”  

—Elon Musk

Want the slides? Email Jamie@JamieTurner.Live



Let’s Start with a Definition: 
Artificial Intelligence is the ability for a computer 
or computer-controlled robot to perform tasks 
commonly associated with intelligent beings.



AI can include speech 
recognition, image 

recognition, organic 
search, robots, and 

many things where a 
computer learns and 
improves over time.



Having Fun with AI



What’s an example of AI that you use 
all the time?



Google Images uses AI for image recognition



an introduction to 
Augmented reality (AR), 
virtual reality (VR) and 

Mixed reality (MR).



Introduction to AR





Introduction to VR





Introduction to Mixed Reality





Definitions
• Web3: Web2 is controlled by walled gardens like 

Google and Facebook. Web3 emphasizes user 
ownership—of data, content and assets—through 
the interoperability of metaverse platforms and the 
decentralized nature of blockchain technology. 

• Metaverse: Part gaming ecosystem, part virtual 
lifestyle platform, the metaverse is a collection of 
digital worlds that are interoperable, in which users 
can create content and interact with others as 
avatars, or digital versions of themselves.



The Metaverse and You
• The roots of the metaverse concept come 

from the influential 1992 science fiction 
book Snow Crash. 

• In 2014, former Facebook data scientist 
Dean Eckles said the new Facebook 
product managers were required to read 
the book. 

• Neal Stephenson envision a fully 
immersive virtual world where people 
work, play, socialize, spend, and scheme.



The Metaverse and You
• Facebook itself is already a metaphorical 

public square, but the metaverse seems 
to be a step towards an even larger one. 

• Zuckerberg is investing $10 billion in the 
first year and more in subsequent years 
to build the technology.  

• Other tech firms besides Meta have built 
or are creating metaverse technologies. 
Microsoft has jumped into the metaverse 
as has Epic games with Fortnite and 
House Party.



Definitions
• Blockchain: A digitized database for keeping record 

of transactions, which are stored as units of data in 
groups called “blocks.” The database is 
decentralized, publicly viewable and anonymous. 
Blockchains are also practically immutable, which 
makes them secure from attacks. 

• Bored Ape Yacht Club (BAYC): An NFT project 
dropped in 2021 that is one of the most popular, 
identifiable and expensive in the space. The project’s 
main collection consists of 10,000 unique art pieces 
depicting cartoon apes.



Definitions
• Non-fungible token (NFT): An NFT can either be 

one-of-a-kind, like a real-life painting, or one copy of 
many, like trading cards, but the blockchain keeps 
track of who has ownership of the file.  

• Non-Virtual land: Parcels of real estate that are 
formatted as NFTs and exist in virtual platforms, 
such as The Sandbox and Decentraland. Just like 
actual real estate, the parcels are acquired as fixed 
plots and cost real money (average for smallest 
plots is roughly $11,000), though transactions are 
made using platform-native cryptocurrencies.

https://adage.com/article/digital-marketing-ad-tech-news/buying-virtual-land-metaverse-what-brands-need-know/2402851


NFTs in Marketing



NFTs in Action
In honor of the automaker’s new 2023 
Integra, Acura is turning the car into 
an NFT. Those who reserve a real-life 
Integra online will be eligible to receive 
one of 500 NFTs of the car. 

Acura has also opened a digital 
showroom, called Acura of 
Decentraland, where visitors walk 
around the showroom, play games, 
and browse merchandise.



Papa Johns dropped its first collection of NFTs—a 
series of handbag designs inspired by the pizza 
delivery bag.  

The drop promotes the newest element of the ongoing 
Papa Johns X Cheddar line at the pizza restaurant 
chain.  

The NFTs were created by designer Tom Hoff, based in 
Spain, and artist Ash Sketch from London’s Central 
Saint Martins.  

The NFT collection includes 19,840 items, a reference 
to Papa Johns’ founding in 1984.

NFTs in Action



Let’s discuss voice Speakers



Question for YOu: What are the 
two or three most important 

things you learned?



Recap of key concepts
1. Branding 
2. Marketing 
3. Tactics 
4. Media 
5. Digital Marketing 
6. Calculating Your ROI 
7. One-to-One Marketing 
8. New Technologies



Final Thoughts



Contact Information 
jamie@JamieTurner.Live 

+1-678-313-3472


