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About Climb Marketing

B2B-focused digital marketing & lead generation agency,
founded in 2014.

Based in Ann Arbor, MI, with team members in Nashville, TN,
and Berlin, Germany.

Our core competencies include:

Digital Advertising (Search, Social, Display, Video, etc.)
SEO

Content Marketing & Strategy

Web Analytics & Measurement

Coaching & Training
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SPARK.ed Workshop Agenda

e The Case for Digital Advertising
e Building Blocks of Advertising Success

e Choosing The Right Advertising Channel
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General Housekeeping

This will be a “one-size fits all” presentation to those
managing marketing for an early-stage company.

What may work for one business may not work for yours.

Any recommendation we give is not necessarily a direct
endorsement for your specific use-case.

This is not intended to be solely a presentation; we hope all
attendees will be actively engaged with the material.
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The Case for Digital Advertising

Earned

Press

Social shares

Customer
reviews

Owned

Website (Pillar
pages, Blog)

Email

Paid

Ads (search,
social, display)

Sponsorships
(influencers)
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The Case for Digital Advertising

The downsides of Owned and Earned media:
e As traffic drivers, it can take longer to build traction.

e They also are more susceptible to algorithmic changes, which can
result in drops in traffic.

e It can take more resources to develop successful content.
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The Case for Digital Advertising

When compared to Owned and Earned media traffic, Paid media avails:

Quicker uptime and results

Less effort to launch

Precise targeting

Greater control

Cost-effective (when done right)
Lots of data to gather and leverage

CLIMB



The Case for Digital Advertising

e What objectives can we support through digital advertising?
e The options are practically limitless:

o Brand awareness

o Audience expansion

o Audience intelligence

o Lead generation

o Nurturing the customer journey or experience
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A Traditional Digital Ad Anecdote

Former Climb client, producer of SaaS The Results

software built for purpose-driven businesses, e 60% increase in software

launched a new website and wanted to build demo requests within six

awareness of their solutions while driving months

demo requests. e 17xincrease in brand
visibility

e 175% increase in brand
searches
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A Clever Digital Ad Anecdote

Tim Ferriss and The 4-Hour Work Week

e With a small budget, Tim tested book
titles using Google search ads.

e Believe it or not, the book’s current title
wasn't his favorite.

e Hindsight aside, it was a smart choice.

Photo by Olivier Ezratty C}_] MB
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https://upload.wikimedia.org/wikipedia/commons/b/bb/Timothy_Ferriss.jpg
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Building Blocks of Advertising Success
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The Building Blocks of
Digital Advertising Success

For a digital ad to be successful, you need to carefully consider the
following:

e Your desired outcome or objective

e The specific audience you want to target

e The type of ad medium you'll use (search/social/display)

e Where you'll send people (offers and landing pages)

e The specific platform you'll use (Google/Facebook/LinkedIn, etc.)
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What is Your Desired OQutcome?

cngagement SRR Nrcuris

How will you measure the success of your campaigns?

Establish KPIs - Key Performance Indicators

CLIMB
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What Audience Will You Target? How?

e Keyword Targeting
e Website Remarketing
e Email List
e Audience Behavior
e Social Profile Attributes
o Ex: Interests, demographics job titles, groups, etc.
e “Lookalike” Audiences
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Which Ad Medium Will You Use?

Search:

Ad - www.annarborusa.org/ v

Ann Arbor Spark - Economic Development - annarborusa.org

We serve the greater Ann Arbor region as a catalyst for economic development. We incubate
startups, work with site selectors and connect job seekers with employers. Business network
access. Community partnerships. Funding resources. Business development.

Display (Banner):

of B2B marketers
0/0 use LinkedIn to m

distribute content.

=1

(WA AW

Get an enhanced browsing experience.
HURRY! SALE ENDS IN 56 HOURS

Only $2 for 2 months

Social:

»#~ Google

Sponsored - @

ifs Like Page

Focus on doing what you do best—building better applications.
Get started with $300 in credit.

Get $S300 to

try Google
Cloud Platform.

&) Google Cloud Platform

Build what's next

Sign up and get $300 to spend on Google Cloud Platform over the next 60 days.
Start building what's next today.

Learn More

\LIIVID
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Which Ad Medium? (Search)

Advertisers bid on keywords related to their business:

“Economic Development Ann Arbor”

User conducts a Google search that matches with your keyword:

economic development ann arbor X § Q
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Which Ad Medium? (Search

About 41,900,000 results (0.80 seconds)

Searcher gets results showing [ aa- wwwannarorusa.org/ =
both paid and organic listings | Ann Arbor Spark - Economic Development - annarborusa.org PalklAs

We serve the greater Ann Arbor region as a catalyst for economic development. We incubate
startups, work with site selectors and connect job seekers with employers. Business network
access. Community partnerships. Funding resources. Business development.

Entrepreneurship 101 Access Funding Resources
Learn what it takes to manage a Connect with the investors you need
successful startup business Pre-seed to ongoing series support

annarborusa.org v traffic (us): 1300/mo - keywords: 79

o . Ann Arbor SPARK | Economic Development Services ...
If the pald I IStl ng IS CI|Cked, Ann Arbor SPARK promotes economic development within southeast Michigan through Organic
the adve rtl ser | S Ch a rg ed startup acceleration, business development, and talent acquisition. Listings

Business Development - About - Jobs * Events

www.a2gov.org » economic-development-corp > Pages v traffic (us): 0/mo - keywords: 1

Economic Development Corporation - The City of Ann Arbor
The Economic Development Corporation of the City of Ann Arbor ("‘EDC/A2") was formed

under Michigan's Economic Development Corporation Act in 1978.

www.a2gov.org » departments » planning » Pages » Ec... ¥ traffic (us): 6/mo - keywords: 2
Economic Health - The City of Ann Arbor { = ] M
In May 2013, City Council created the Economic Development Collaborative Task Force and

invited the Ann Arbor Downtown Development Authority and Ann ... MARKETING




ich Ad Medium? (Display)

Complete competitive research with
SEMrush. Try for free

-0 SeImrusH RVAL

= Q ENGLISH ESPAROL Account

&he New Nork Eimes

World us. Politics ~ N.Y. Business  Opinion  Tech Science  Health  Sports  Arts Books  Style Food  Travel Magazine  TMagazine  RealEstate  Video

" S&P 500 -1.08% +
P X The Book Review Podcast In the ‘DealBook’ Newsletter 88°F
Listen to ‘The Daily’ : 7 o e
Thei P inat Jules Feiffer and Steve Inskeep LRI Reading the rundown of rescue loan Dow -1.51% + 89° 70
Their goal is the end of America.’ Il g 3
discuss their new books. recipients. Elizabethtown, KY
Nasdaq -0.86% +

CP!MB
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Which Ad Medium? (Social)

Keith Gooberman Promoted
CEO & Co-founder at Programmatic Mechanics and Pontiac Intelligence

Google
) 11717528 followers

| R

Small businesses across America are facing unique challenges. Google has free
resources to help, from online workshops to 1:1 coaching sessions.

New programmatic platform - no minimum - real performance
Top-Ranked Jack Free Webinar:
Welch MBA YouTube Ads
Accepting Scholarship = Don't Miss The YouTube
Keith Gooberman Candidates for Jack Ads Webinar with Aleric
‘ 3 Pontiac Intelligence is a programmatic platform. We have W°]°:‘ "':%A'(‘zf:ses Heck & AdOutreach
built a powerful tool and we're looking for growth managers Lot S
to test us against facebook. Learn more Learn more
We know very specific publishers and placements which
perform very well.

y : About Accessibility Help Center
We have a powerful tool for buying banner ads, native ads,

CTV and video.

Drive leads and performance. Our platform is used by large
agencies, but we've removed the spend requirement and are Get the Linkedin app More
looking for hungry marketers.

Privacy & Terms ~ Ad Choices

Advertising Business Services v

Linked[T]] LinkedIn Corporation ® 2020

See a demo! 2

Find free tools and resources for your small business

smallbusiness.withgoogle.com
Manage your ad preferences or unsubscribe ~

CuM
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Where Will You Send People?

Blog Post

Want a Website that Performs?
Turn on the Lights!

Jeremy Lopatin | March 23, 2020 | Digital Marketing

¢ | v | | =

Want a Website that Performs?
Turn on the Lights!

CLIMB

Most organizations approach digital marketing like a prospector exploring a
cave with nothing but a candle:

They can see a little bit of what’s around them. They spot a promising
keyword-like a glimmer of gold off in the dark—and head that way. Once that
pans out-or doesn’t-they take another look around, spot a new shiny
opportunity, and head for that.

Are they headed out of the cave? Deeper into the bowels of the earth? Are
they on the verge of striking the mother lode—or about to stumble straight over
the edge of a pit?

Let's be honest: They really have no clue.
It's an incremental, piecemeal approach. It seems responsible and “safe”; after

all, you are “moving cautiously,” just a little at a time. After all: “Slow and steady

wadnn tha ann®

Gated Content

On-Demand Webinar — COVID-19
and Digital Advertising: How to
Think and Act Now

David Oltean | May 12, 2020 | Digital Advertising, Webinars

EEEE 4

On-Demand Webinar
COVID-19 and Digital Advertising
How to Think and Act Now

CuMs

Climb Marketing’s digital advertising team held a webinar on Thursday, May 7th
titled “COVID-19 and Digital Advertising: How to Think and Act Now." We've
added an on-demand video of the webinar and a text transcription below. This
presentation can help you to:

.

Consider major challenges and changes for B2B digital advertisers as a result of
COVID-19

Understand recent B2B website traffic and conversion trends

Understand recent trends in CPC and advertising spend

Revise your advertising messaging and strategy to reflect the current climate
Explore | ms

Hear sor

Your Email Address

.

Landing Page

734-382.3565 O

CLIMB
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Getin Touch with Climb Marketing

SUBMIT MESSAGE

Trying to Reach Us?
Look No Further!

Thanks for your interestin Climb Marketing. Pleas use the
form on this page to react ail or drop us aine or a
letter atthis number and

+1(734) 352:3565

1342N. Main st

Sutte

Ann Arbor, M1 48104,
Usa

or contact an expert by phone at

734-352-3565

“Climb Marketing s our trusted partner for all of our paid search and remarketing campaigns. In our first year
working with them, we've seen extraordinary results. Jeremy and his team are thoughtful and strategic in
their advice about How to grow our business using search engine advertising. We love working with them!”

AMANDA ROSS - Manages, Digha Matketng and Laad Generaton, M BORESEARCH

Diagnose Your Digital Marketing Strategy

needs are? Take
nelp.

FIM©ER Climb Marketing Digital Marketing Services
52.3565
_ Visibilty & Lesd Gen  Srategy & Support
.Ml St 2050 ey
ite 4
A Avbor M1 48104, Us

Why Climb with Ust
Privacy Policy




Which Platform(s) Will You Use?

N 6 Y ©

Advertising

Li"kedﬂn@ facebook @
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Choosing The Right Advertising Channel
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Channel Strategy

Before deciding on a channel, you must first
consider:
Whether your target audience uses the O @

site (or network of sites). Al Microsoft
Whether the target audience is Advertising

agreeable to your desired outcome. L.
inked [T}

The potential acquisition costs and

whether they're within your budget.
If your content is right for the site. faCEbOOk
twitterd

CLIMB




Best Uses by Channel: Search

e Text Ads (Dynamic, Responsive, Call-Only)

O

@)

©)

O

All funnel levels
Great for services and informational products
Branded keyword searches

Ad extensions provide greater opportunity for
engagement.

e Shopping Ads

O

©)

Mid-funnel on down
Ideal for high-converting product pages

Google Ads

&

Microsoft’
Advertising

CLIMB



Best Uses by Channel: Social

Mixed media can add value at all funnel levels.

Certain networks are more cost-effective, depending on the
goal.

Targeting is and will be more trustworthy than most media
networks.

Linked [T} facebook
twitterd
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Best Uses by Channel: Display

e Generally great for awareness, nurturing, and retention
e Retargeting

@)

©)

O

e Targeting by:

O

©)

O

|deal for mid-funnel on down
Great introduction into display in a controlled fashion
Improves overall conversion rate across a system of
campaigns

Have you ever clicked
Website your mouse right HERE? —
Interests
Topics

{f;:fﬁ’-"'-;“ B A T
Context
‘%’(“E&:‘l’& = w ] o



Best Uses by Channel: Video

Good for all funnel levels, but especially for awareness and
consideration campaigns.

From a content strategy standpoint, video can be used on just
about every platform.

Leverage the power of captioning for added benefits.

LIMB



The Case for Starting with Google

e Can run most ad types, ranging from text to video.
e Hard to deny the 86% market share.

e Can be very profitable if your product or service has high
Customer Lifetime Value.

e Extensive, free, and easy-to-connect tools to Measure & .
Optimize.

Google Ads

CLIMB



Digital Advertising Strategy Live!ll

Display

Search

Social

Awareness

Consideration

Decision
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Recap

You can find value on any channel, but

unless you have unending budget, it is \

smart to pick where you believe your ' @
audience will most likely be. Google Ads Microsoft

Use the content resources you have or Advertising

find easiest to produce. Linked m

There is nothing wrong with advertising

on Google, if that's all you have the chebook
resources for. You can run just about any .
type of ad on its network. twltter ’

CLIMB
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The Best Time to Startis Now

Consider what we've covered today in the context of your own business and
its current marketing needs.

e What objective would you like to achieve through digital advertising?
e Who (specifically) do you need to get in front of?
e What sort of relevant content or other assets do you have to work with?

e Given the objective, the audience, the assets at hand, and your budget,
what channel or platform makes the most sense?

e What type of ad is the right fit?

BONUS: Pitch us an ad campaign idea, and we'll give you feedback
: , |
to help you make it a success! }_ I MB



Workshop Follow-Up Resources

e For other educational/informational
resources, about digital marketing,
please visit ClimbMarketing.com

e Need to speak with someone further
about your digital marketing challenges?
Email Climb Marketing’s president,
Jeremy Lopatin at
jeremy@climbmarketing.com



mailto:jeremy@climbmarketing.com

Question & Answer
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