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How Micro Moments Can Help 03
You Attract New Customers

Right now, potential customers are
online looking for your business. And
you might be missing them. Scary
thought, isn't it? Let's face it, there's
a ton of content out there. It can
be hard to find what you're searching for — and if the content
you're producing isn't providing what the people in your target
audience need when they need it, then they're likely to end up
with one of your competitors. The answer? Micro Moments, I.E.
“the Customer Journey” What are they and how can you use
them to find new customers? Here's what you need to know.

5 Intelligent Ways to Use A.l to 0 8
Increase Your Sales

. . The robots are coming for your

& | business. Okay, slight exaggeration

m - but the truth is that in recent years,

artificial ir\tglligence has become

[ i more sophisticated than ever before.

And if programmed and used proper-
ly, can help you increase your sales, enhance your customers
experience, and manage your business more effectively. We're
covering 5 things you can do with artificial intelligence starting
right now.

How Much Are Your Customers ]3
Worth

’

You've got to spend money to make
money. That's what they say, right?
And yet, for some small business
owners, a generous marketing bud-
get just isn't in the cards. But you
might be missing one big piece of the
marketing puzzle - and that’s breaking down how much each
customer is worth to you over time, also known as the lifetime
customer value (LCV). Don’t know how to calculate the lifetime
value of your customers? Here's a simple, five-step process to get
to the number you need.

Why You Should Be Doing SMS ]7
Marketing Right Now

What does your marketing mix in-
clude? If you're like most local busi-
nesses, you're probably doing a mix
of online and offline marketing. But
guess what? There's one thing that
you're probably not doing that could help you connect with cus-
tomers when they're most likely to stop by your business. And
you might not even have considered it. I'm talking about SMS
messaging, more commonly known as text messaging. Text
messaging has the potential to be a marketing superstar for your
business. To get an idea of just how effective it can be for your
business, just keep reading.

Welcome To
Prosperous Partner

Thanks for checking out our 21st issue
of Prosperous Partner, 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 complex-

ities of marketing your business online.

It doesn't matter if you're 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,

Eddie Hill
Grand Master Prospertie

CLICKS IS BROUGHT TO YOU BY I

Prosperous Internet Marketing Inc., based
in Northwest Florida, is the leading small
business marketing service in the North
America for over five years. 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 and feel

free to reach out to us anytime.



Right now, potential customers are online
looking for your business. And you might
be missing them.

Scary thought, isn't it?

Let's face i, there's a ton of content out
there. It can be hard to find what youre
searching for — and if the content youre
producing isn't providing what the people
in your target audience need when they
need it, then they're likely to end up with
one of your competitors.

HOW
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The answer? Understand the moments
when customers pick up their phones to
look for your business and craft content
that gives it to them.

One way is to use what Google has coined
Micro MeRERtsrdits M e (6 WS e EITIE
ney.” What are they and how can you use
them to find new customers?

Here's what you need to know.




WHAT IS A MICRO MOMENT?

Google coined the term Micro Moment to re- A Micro Moment is a moment when a consum-
spond to what they saw as a growing trend. You er is intent on finding something. They want a
already know that most consumers inthe US are  quick answer or solution. Google identifies them
tethered to their smart phones 24 hours a day. as:

But theyre more intensely engaged at some

moments than at others.

Q

0

I-want-to-go
moments:

&

[-want-to-know [-want-to-buy

moments: moments;

When someone is
looking for a local
business or is
considering buying a
product at a nearby store.

When someone is
exploring or
researching, but is not
necessarily in
purchase mode.

When someone is ready
to make a purchase
and may need help

deciding what to buy
or how to buy it.

U

In other words, a Micro Moment 1s a moment when a consumer 1s ripe to learn, experience, and
buy things. It's the ideal time to capture a new customer because theyre already in the right mind-
set to engage with your content.

There are some interesting statistics to back up the importance of Micro Moments. For example:

91% of smart phone users look up information on their phones while they're
in the middle of a task

69% of online consumers say that the qual-
ity, relevance, and timing of the content they
find affects their opinion of a brand (and
their purchase habits)

are seeking the products or services you're selling. The trick, of course, 1
ure your audience’s attention at those key moments.




WHAT YOU NEED FOR MICRO MOMENT MARKETING

Gathering information about
its customers is important for
every business. You might have
a small business with only one
location, but you still need to
understand who your custom-
ers are and how to use the data
you collect to your advantage.

Some of the data to collect in-
cludes:

> How your customers find
your business and why they
decided to buy from you

> Where and how they prefer
to make purchases

> How they prefer to pay for
their purchases

> What things matter the most
to them when making online
purchases

For example, 53% of visitors
will abandon a mobile site if it
takes more than three seconds
to load. That's not much time
— and if your site is slow, then
you could be losing customers
without realizing it.

You also need to understand
how customers typically ap-
proach buying a product like

yours. What information do
they need? Where are they
likely to go to get it? And —
most importantly — how can
you capitalize on their habits to
draw them in?

MICRO MOMENT BEST
PRACTICES

There are some simple things
you can do to engage your
target audience in one of the
more than 100 Micro Moments
they experience each day.




~ Lets start with Google's definition of a
Micro Moment. During a Micro Moment,
customers want to know something, do
something, go somewhere, or buy some-
thing. That means that, in order to capture
their attention, your business must:

> Be there, meaning that you must have
content that's easily accessible and direct-
ly related to the information the people in
your target audience want during a Micro
Moment

> Be useful, meaning that your Micro
Moment content must provide a relevant
digital experience that provides a potential
customer with the information they want
- and the means to act on it

>  Be accountable, meaning that you
must provide a seamless customer expe-
rience that makes it easy for customers to
buy from you across all channels

4 Include in every piece of content a clear call to action that will

= direct your customer to your business or provide them with a
phone number or a link to your website. (The key is to provide
them with a way to take immediate action!)

5 Text your Micro Moment content and refine it until it's giving
= Yyou the return on investment that you need.



The most essential part of this process is know-
Ing when your customers are likely to experi-
ence a Micro Moment. It might be when theyre
making dinner plans or trying to get their kids

ready to go back to school. The more infor-
mation you have, the better able you will be to
capture their attention and convert those Micro
Moments into sales.

MICRO MOMENTS ARE FLEETING

The human attention span might be shrinking,
but that just means that you have new opportu-
nities to engage with your customers in the way
that's most useful to them - and most profit-

able to you. Taking the time to understand Micro
Moments can help you attract new customers
at the point when they are most ready to buy
from you.



5 INTELLIGENT

WAYS TO USEAL

The robots are coming for your business.

Okay, that might be a slight exaggeration, but
the truth is that in recent years, artificial intel-
ligence has become more sophisticated than
ever before.

And while you might think that investing in

Al is for huge companies with huge budgets,

the truth is that Al is more affordable — and
more versatile — than you might think.

il Artificial intelligence, if programmed

‘M and used properly, can help you in-
Crease your sales, enhance your cus-

, tomers’ experience, and manage your
business more effectively.

:
ir :

HERE ARE 5 THINGS
YOU CAN DO WITH
ARTIFICIAL INTELLIGENCE
STARTING NOW.



EXPAND YOUR CUSTOMER SERVICE

There's no denying that there's a link between
customer service and sales. Customers who
are happy with your service are more likely to
buy from you again. They're also likely to rec-
ommend you to thetr friends.

Adding a simple customer service chatbot to
your website can do a great deal to improve
service. It can:

> Provider customers with the immediate re-
sponse they want when they have a problem
> Redirect customers to self-service options
they might not be able to find on their own

> Let customers know that you care about
them and their needs

What if you don't know how to program a
chatbot? Not to worry. Even if you don't have
the budget to hire a programmer, there are
‘build-a-bot” programs online that you can
use to create the bot you need. You can find
a list of 14 tools here, including several that
will allow you to create a chatbot to use with
Facebook Messenger.

LEARN ABOUT CUSTOMER BEHAVIOR

One of the coolest things about artificial intel-
ligence is something called machine learning.
[t's what programmers used with the famous
chess program, Deep Blue, that defeated chess
champion Gary Kasparov.

Machine learning is something that can help
you gather data about your customers based
on their behavior and purchase habits. Basi-
cally, it's like retargeting with a kick. You can
already target customers based on past pur-
chases and behavior. Adding Al to the mix just
means that you can gather more information
and use it new ways.

80% of marketers know that personalized
content i1s more appealing to customers than
generic content. Using Al tools like Conver-
tize and Nudgify can help you tailor your web
content to an individual visitor, providing them
with the information and guidance they need.




PROVIDE PRODUCT SUGGESTIONS

One straightforward way to use chatbots to
Increase sales is to program your chatbots to
make product suggestions when customers
are shopping on your site.

This 1dea makes it possible for you to increase
sales by letting customers who are engaged
with your chatbots know about products they
might not otherwise find. Basically, you'll be
turning your chatbots into personal shoppers
for your customers.

A client who buys a set of cookware on your
site, for example, could get a recommenda-
tion for a coordinated set of cooking utensils
or even a cookbook or apron. The idea is sim-
llar to what Amazon does when they display
the "People who bought this item also bought”
links when you view a product on therr site.

Health Insurance Bot

BOT | Hello Human!
‘What can i help you.

I'm need health insurance plan.. s e ®

This type of programming is a bit more n-
volved than a simple customer service chat-
bot, but it can pay off in increased sales.

¥

IMPROVED PRODUCTIVITY

If all of your customer service is provided by
employees at present, then adding Al to the
mix can help you save their time - and give
them more time to spend more time with
customers who are at your place of business
and ready to buy from you.

Think about it — if one of your sales staff must
monitor social media messages or customer
service tickets, they're taking time away from
customers who might need personal guid-
ance to make a purchase.




Properly programmed, Al chatbots can deal
with simple customer service requests by help-
Ing people check the status of an order, reset a
password, or track a package. Your employees
will spend less time on repetitive requests and
more — at least in theory — with customers who
are ready to buy.

At the same time, you'll be improving your cus-
tomers' experience by giving them quicker ser-
vice than they would get from an employee.
And, if an employee does need to step in, your
Al solutions can provide the information they
need to provide top-notch service without ask-
Ing the customer to repeat themselves.

RESPOND TO CUSTOMER NEEDS

Do you know what your customers want and
why they want it? If you don't — or if youre
only collecting detailed information from your
customers sporadically — then you can use ar-
tificial intelligence to expand your knowledge
of your customers and do a better job of giv-
Ing them what they want.

Keatext 1s a tool that collects positive and neg-
ative customer feedback in real time.




Instead of waiting for someone to call with a
complaint (or the occasional compliment) you
can get the information you need immediately.

The benefit here 1s that you can adjust what you
are doing to provide customers with the experi-
ence they want. If people are confused by your

website's menu or unclear how to check out,
you'll know about it and can fix problems as you
identify them. There might not be an immediate
link between this kind of customer feedback and
sales, but in the long run, it can make a big dif-
ference in your conversion rates and your bot-
tom line.

Monitoring what your customers think about your site or social
media pages allows you to make the kind of incremental improve-
ments that will, in the long run, result in more sales.

THE BOTS ARE HERE..

The bottom line is that artificial intelligence is here to say. Big com-
panies have latched on to it as a way of improving customer service,
streamlining productivity, and increasing their sales. You don't need to
have a huge budget to take advantage of the benefits of Al — and by
adopting it now, you can get a leg up on your competitors.




HOW MUCH ARE YOUR
CUSTOMERS WORTH?

H’m’c l‘t > /h’\omM yolﬂ-[\l

You've got to spend money to make money.

That's they say, right? And yet, for some small
business owners, a generous marketing budget
just isn't in the cards.

You can skimp on marketing, but I'm willing to
bet you haven't considered one very important
factor.

And that's the lifetime value of each loyal cus-
tomer you attract with your marketing cam-
paigns.

You know that it costs more to attract a new
customer than it does to retain an existing one
— but how much can you really afford to spend
to attract a new customer?

Knowing the lifetime value of your customers is
the key to creating a workable budget for mar-
keting. That number should dictate how much
you spend. Spend too much and you're losing
money in the long run. Spend too little — and
youTre missing out on an opportunity to grow
your business.
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HOW TO CALCULATE YOUR LIFETIME CUSTOMER VALUE

Don't know how to calculate the lifetime value of your customers? Here's a simple, five-step pro-

cess to get to the number you need.

Start with your company's total rev-
enue in the past year and divide it by
the total number of purchases in the
same period. The resulting number
1S your average purchase value.

Next, take your total number of pur-
chases in the past year and divide it
by the number of unique customers
who made purchases. The resulting
number is your average purchase
frequency rate. (Note: if you make a
log of cash sales and don't request
an email, then this number may not
be accurate))

Take your average purchase
value and subtract the aver-
age purchase frequency rate
from it. That gives you the
customer value per year.

Calculate the average num-
ber of years a customer con-
tinues to buy from you. If
you've been tracking unique
purchases this shouldn't be
difficult. This number is the
average customer lifespan.

Now, multiply the customer value by the average customer
lifespan to get the lifetime value of your customer.

Let's look at an example. Here are your raw
numbers:

> $100,000 in annual revenue

> 250 purchases

> 150 unique customers

Your average purchase value would be $400 .
You would then take that number and divide it

by 150 to get your average purchase frequency
rate, which 1s 2.67.

Next, you would subtract your average purchase
frequency rate from your average purchase val-
ue to get $397.33, your customer value per year.
years, your customer lifetime value would be
$3,97330.



That's a very simple example but it illustrates the point. This business has a lifetime customer value

of nearly $4,000.

HOW TO USE CUSTOMER LIFETIME VALUE IN MARKETING

You know your customer lifetime value — now
what?

The short answer is that you've got a piece of
iInformation that can help you attract more cus-
tomers and make better use of your marketing
budget.

But... what does that mean in practical terms?
Here are some actionable ways to use your CLV
to your advantage in marketing.

Identify Your Most Profitable Customers

If you've been tracking unique customer data,
then it's worth your time to crunch the numbers
and learn about who your most valuable cus-
tomers are.

For example, you might look at your LCV by:

Age
Gender
Race
Location
Income

VVVVYV
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These basic demographics can help you do a
better job of targeting your marketing cam-
paigns to the people who are most likely to be
profitable to you in the long run.

Identify Your Most Profitable Marketing
Channel

You should also calculate your most profitable
marketing channel based on the number of new
customers you acquire.

Perhaps you have been running marketing cam-
paigns on:

> Facebook

> Instagram

> Google AdWords

> Pinterest

Crunching the numbers might reveal that your
spending on Google AdWords is earming you a
significantly lower retum than your Facebook
advertising. Knowing that can help you take the
next step.

N\




Increase Your New Customer Acquisition
Spending

[t costs more to attract new customers than to
retain existing ones, but once you know your
LCV, you may discover that your new customer
acquisition spending is on the low side.

You don't need to send your spending through
the roof. However, you can and should look at
what youre spending compared to the LCV
you've calculated. If you're spending only a tiny
fraction of the LCV to acquire a new customer, it
may be worthwhile to spend a bit more in that
area going forward.

Allocate Your Marketing Budget to Maxi-
mize Customer Value (insert invest)

Your lifetime customer value might not be as
high as you want it to be. The good news is that
there are things you can do to increase it.

For example, say that you have learmed that the

people who follow you on Facebook are your
most engaged and profitable customers. That's
great information to have.

Instead of sinking money into something that
might not be getting you a big return, you can
allocate more of your marketing budget to Face-
book. Some if may go toward attracting new
customers, but you should also spend some
trying to get existing customers to buy more
frequently and spend more money.

One way to do that is to offer return customers
discounts or to create a loyalty program. If you
can inspire your existing customers to buy more
often, then you'll be driving up your LCV every
time they do.

At the same time, incentivizing your existing
customers may also attract new customers to
your business. You can encourage your follow-
ers to invite their friends to your page or allow
them to share a discount code or coupon with
their friends.

INCREASE YOUR NEW CUSTOMER ACQUISITION SPENDING

Every customer you have contributes to your
company's success and profitability. Under-

to you can help you do a better job of attracting
new customers, increasing their lifetime value,

standing just how much each customer is worth  and maximizing your profits.
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RIGHT NOW

[f you're like most local businesses, you're prob-
ably doing a mix of online and offline marketing.
You might be engaging with customers on so-
cial media, hosting local events, blogging, and
advertising in the local paper. Perhaps you've
even targeted mobile customers by using Face-
book’'s “Call Now" button on your ads.

But guess what? There's one thing that youre
probably not doing that could help you con-
nect with customers when they're most likely

to stop by your business. And it's not even on
your radar.

I'm talking about SMS messaging, more com-
monly known as text messaging.

More than 2.5 billion people worldwide own a
smart phone that's capable of text messaging.
That's a staggering number — and it begs the
question:

Why aren’t more small businesses using
text messaging for marketing?

y
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Text messaging has the potential to be a marketing superstar for your business. To get an idea
of just how effective it can be, check out these statistics

89% of people
always have their
smart phone
accessible

Texting is the #1
communication
method used by
people under 50
years old

That last statistic is particularly important, es-
pecially when you consider that consumers
open only about 25% of the emails they re-
celve.

People send and receive text messages. They
give them priority over other communication,

You know people are likely to read your text
messages — but what are the other advantag-
es of incorporating text messages into your
marketing mix? Here are five that [ think are
key:

1. You can track SMS messages the same way
you would any other marketing campaign us-

97% of Ameri-
cans text at least

once a day

82% of text mes-
sages are read
within 5 minutes
of receipt

and they spend more time texting than they
do talking on their phones.

In other words, text messaging is arguably the
best way to ensure that the people in your
target audience read what you send them.

Ing web-based tools like SlickText.

2. You can collect data about your text list by
creating interactive content that allows them
to reply to your messages quickly and easily.
3. Text messaging provides nearly instanta-
neous results and stats for you to use to fine-
tune your campaigns.




4, Text messaging can be casual and person-
alized with direct language and even emoji to
build a relationship with the people you text.
5. Text messages are a great way to connect
with your audience when they're most likely
to be in your area or in the market for what
youre selling.

By law, you cannot send a text message to
anybody who has not signed up for your list.
That means that you must find ways to attract
new subscribers. Here are some helpful sug-
gestions to get started.

The first and potentially easiest way to find
new subscribers 1s to add a cell phone field
to your existing opt-in form on your website.
You can include a message letting people
know that if they choose to provide you with
a cell phone number, they're agreeing to re-
celve text messages from you.

Another option is to promote your SMS list in
store with large print posters, flyers and other

A good example of time-sensitive text mes-
saging might be a restaurant or bar texting out
a Happy Hour coupon at about the time most
people are getting out of work. They might be
planning to head out for a drink or a bite any-
way, and you can provide them with a nudge
to choose your establishment over others in
the area.

print media encouraging your customers to
sign up for exclusive discounts & offers. Make
sure to mention what some of those exclu-
sive offers might be.

You may also want to send out an email to
your current email list and give your subscrib-
ers a link to sign up to receive text messages
from you. Here again, it's a good idea to tempt
them by letting them know you'll be sending
out special coupons and deals via text mes-
sage.

Using these methods, it shouldn't take you
very long to build up a sizable SMS messaging
list.




Text message marketing has a lot in common with other forms of marketing. To be successful,
you must conceptualize a strong campaign based on your knowledge of your subscribers,
create compelling content, and track your results. Here are some tips that may help you.

Understand your audience.
You may want to create a
quick survey for your email list
or social media followers to
find out what kind of content
they would like to receive via
text message.

Use casual language that
speaks directly to the recipi-
ent. Most important, use “you”
and “your,” which underscore
that the exclusivity of your list
and make customers feel val-
ued.

Don't be afraid to bring some
humor into your texts. It's a
casual form of communica-

Keep your messages short
and sweet. People are more
likely to read your messages if
they're brief and compelling. A
good rule of thumb is to make
them about the same length
as a Tweet - no more than
280 characters.

Add a few emoji to your texts.
People use them in their per-
sonal texts and they can add
personality and fun to your

Offer mobile-exclusive deals
to your subscribers. These
might include exclusive cou-
pons, discounts, and sales es-
pecially for your mobile cus-
tomers.

Track your results and tweak
your campaigns as needed.

tion and people like to laugh
- but of course, keep it PG-rat-
ed and steer away from con-
troversial topics.

marketing campaign.



Some text messaging providers to try include SlickText, SumoText, and SimpleTexting. You
want a provider with affordable prices, an intuitive dashboard, and great analytics.

The bottom line is that if you're not using SMS messaging to reach your audience, you're miss-
Ing out on a chance to build brand loyalty and increase your sales. Text messages are inex-
pensive to send and easy to write — and they can help you grow your business.




DO YOU WANT MORE CUSTOMERS
TO FIND YOU ONLINE?
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We specialize in the most effective digital marketing strategies today like:
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