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You’ll learn more in a conversation 
than you will in a speech



Question: What’s the biggest 
problem you’re having with your 

marketing right now? 



What’s the Purpose 
of Marketing?



BrandingLet’s test your abilities



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



Key Point: Your gut instincts will 
never be as accurate as actual data.



In order to understand marketing, we 
need to understand how business works.



1920

The Production Era



1950

The Sales Era



1960

The Marketing Era



2000

The Google Era



2026

The AI Era



BrandingLet’s Look at why people buy



What are you buying when you 
buy a Porsche?
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What are you buying when you 
buy a Rolex?



What are you buying when you 
buy Starbucks coffee?



PurchaseMemory —>Emotion —>Experience —>



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

Experience —> Emotion —> Memory —> Purchase

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


Branding
Remember: People often buy products 

for emotional reasons and then 
rationalize their purchase with logic. 



Good Marketing is not about 
information. It’s about insights.
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A1 Steak Sauce
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Branding
Remember: Information will help 
your marketing. But Insights will 

transform your marketing.



It’s Quiz Time!
• Your gut instincts will never be as 

accurate as actual  _____________. 

• People often buy products for 
emotional reasons and then 
rationalize their purchase with 
__________. 

• Good marketing isn’t only about 
information. It’s also about 
_____________.

Jamie@JamieTurner.Live



BrandingFundamentals of Branding



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 

• Mission: A description of your company’s 
essence, target market, and role in the 
marketplace. 

• Vision: A description of your company’s 
desired legacy far into the future. 



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.
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A brand is not a logo, although a logo is a component
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which one of these works Best and why?
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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
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Branding
Setting Goals, Objectives, 

Strategies, Tactics, and 
Execution plans.



Goals, Objectives, etc.
Goal: A broad, overarching aspiration that 
defines the ultimate destination you or your 
organization want to reach. 
Objective: A specific, measurable, and time-
bound milestone that serves as a concrete 
step toward achieving a larger goal. 
Strategy: The high-level "big picture" plan 
that outlines the unique approach or logic 
you will use to achieve your objectives. 
Tactics: The specific actions, tools, and daily 
maneuvers used to implement and support 
the overarching strategy. 
Execution: The consistent discipline of 
carrying out the tactics to ensure the strategy 
actually produces the intended results.



Goals, Objectives, etc.
If you are planning a trip, the Goal is to see 
the Grand Canyon; the Objective is to reach 
the South Rim by 4:00 PM on Tuesday; the 
Strategy is to take the scenic backroads to 
avoid traffic and keep morale high; the 
Tactics are the specific turns you make and 
the gas stops you choose; and Execution is 
the act of actually getting behind the wheel 
and driving the car.



Branding
Understanding your brand and 
your customer prospect on an 

even deeper level.



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?
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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?
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Your 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?
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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?
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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? 
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Thinking outside the box 







Traditional Marketing Experiential Marketing
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Jackson Kayak
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Your 
Website or 

Business

Facebook

Twitter

Instagram

Pinterest

Snapchat LinkedIn

YouTubeTikTok
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Your 
Website or 

Business

Facebook

Twitter

Instagram

Pinterest

Snapchat LinkedIn

YouTubeTikTok
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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
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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? 
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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?
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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? 
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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.

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.



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)



Glossary of Digital  
Marketing Terms



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.
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which ad Is Best?



https://youtu.be/XINImbZzU7I?si=qm7bzFBG-NsAT6oe


https://youtu.be/7NxPI3iTQQQ


Good or Bad?



Good? Or Bad?
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Good? Or Bad?

Jamie@JamieTurner.Live



Good? Or Bad?
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Good? Or Bad?
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Good? Or Bad?



Five Minute Exercise



Five Minute Exercise
• Gather into a group of 3 people 

• Each of you should spend 60 seconds 
describing a marketing or sales 
technique that has worked for you … or 
not worked for you.  

• At the end of the exercise, the other 
people should come away with 
knowledge of something that they 
should adopt or avoid for their own 
organization. 



Scan This QR Code:



The Digital Marketing 
Landscape



Paid 
Search

Online 
Display

SEO
Content 

Marketing
Paid 

Social
Organic 
Social

Influencer 
Marketing

Marketing 
Automation

other 
concepts

The Digital Marketing Landscape



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.
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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
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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.



Online Display Best Practices
• Use a border around the ad to set it off 

from the rest of the website. 

• Most websites have a white 
background, so using colorful images 
can help your display ad pop. 

• People often ignore banners on the 
right hand side, so when possible, 
place your banner ad on the left side or 
top side of the website.



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.



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.



Paid 
Search

Online 
Display

SEO
Content 

Marketing
Paid 

Social
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Paid Social Media Options



Facebook



Facebook Lead Ads

• Lead ads make it easy for people to give you 
their contact information without a lot of typing. 

• They’re perfect for collecting newsletter 
subscriptions, signing someone up for a trial, 
or allowing people to ask for more information. 

• Tokio Marine, an insurance company, used 
lead ads to generate 11,000 leads in just 17 
days.  

• Messenger bots were used to further qualify 
potential new clients.

Source: https://blog.hootsuite.com/how-to-advertise-on-facebook/



Facebook Lead Ads
When someone clicks on a lead ad, they presented with a form that’s pre-populated with 
information from their Facebook profile. The rest can be completed in a few easy taps.

Source: https://blog.hootsuite.com/how-to-advertise-on-facebook/



YouTube Targeting Options



YouTube Ad Formats



X
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Instagram



Text

LinkedIn 
Sponsored 
Posts



Text
Message 
ads



Text
LinkedIn 
Text Ads



Dynamic ads
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Let’s talk about how you use organic social media
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Top Influencer Marketing Platforms

• Famebit (owned by YouTube) is one of the largest 
influencer marketing platforms for creators across 
Instagram, YouTube, Facebook, Twitter and Tumblr.  

• Grapevine boasts a network of over 115,000 
creators with a hefty focus on YouTubers, though the 
platform has recently embraced Instagram as well. 

• Shoutcart is a marketplace for buying shoutouts. 
Though some of the prices can be very cheap, it's 
also a fairly open platform, so be sure to carefully 
assess any influencers you want to work with.

Source: Shopify

https://famebit.com/
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What is marketing automation? Email marketing on steroids

Jamie@JamieTurner.Live



Paid 
Search

Online 
Display

SEO
Content 

Marketing
Paid 

Social
Organic 
Social

Influencer 
Marketing

Marketing 
Automation

other 
concepts

The Digital Marketing Landscape



Artificial 
intelligence 



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

Mixed reality (MR).



Introduction to AR





Introduction to VR





Introduction to Mixed Reality





Let’s discuss Voice Assistants



Putting What YOu’ve Learned 
into Action



Small Changes Add Up







Jamie Turner 
speaker | Workshop Leader | Mentor 
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