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About Me: Amanda Kiviaho

- Combined decade of marketing consulting experience

- Petsmart, Book-of-the-Month Club, Conde Nast, The Knot, RSM 
Accounting, Volvo Trucks, Maurices

- Etkie, EntreprenuerShares, Madison Logic, Made by Nature, Consulting 
f irms, etc. 

- Focus on creating strategy roadmaps to guide marketing prioritized by 
highest ROI and match to the companies' current resources 

- Currently own OutDo Work: shared off ice and meeting space 



Marketing Tactics to Boost ROI
Meet Your Customers Where they Are (Intent Marketing)

Provide Social Proof

WIIFM (What’s In It for Me) 

Avoid The ‘Design’ Trap

A Sadly Common Missed Opportunity: The Post Purchase

Set the Timer

Tell Us What We Need To Do (CTA’s) 

Know When to Get Help 

Highest ROI Marketing Channels to Get Started



Marketing Tactics Need A Basic Strategy 

1. Guide your marketing with strategy  

2. YOU are the expert of your company

3. Start with your Core Competencies 



What do you do better than most?

- Core Competency: A Business strategy exercise 

- Tip: What are your natural advantages? 

- Don’t l imit yourself at this point – really exhaust yourself

EX Statement: – We know how to [verb] [noun] [qualif ier]
– E.g.: “We know how to create jewelry with traditional techniques”

To Do: Make a list of what your company does really well –
much better than others



Now – Circle what people will pay for

- Get feedback from others for blind spots

- You now have your marketing guide

- Congrats, these are your business core competencies!



Example – Etkie

•Creating luxury beadwork jewelry 
•Hand-craft art with high-quality materials
•Establish ‘on-ground’, future-oriented relat ionships with talented art isans
•Create dignif ied jobs for female art isans in underemployed communit ies
•Use tradit ional production techniques to pass onto future generations
•Engage meaningfully with the local community through partnerships + events
•Pay homage to culture-based fashion without appropriat ion



‘Intent’ Marketing: 
Help Customers Find You 

That moment they decide that they need ‘you’ –

• What are they doing? 

• What (else) are they buying? 

• Who are they talking to?

TIP: Outline your customer journey: Start with the time they 
‘think’ of a need all the way through purchase, and post-purchase 
(and every touch-point in between) to uncover opportunities 



Starbucks Customer Journey





Customer Journey Mapping Benefits

1. Diagnose issues 

2. Remove unnecessary steps

3. Reduce problems / create better overall experiences

- Increase opportunities for conversion 



The BEST (and most overlooked) 
opportunity: Post event reach-out

Post purchase, visit and event communications is one of the 
most profitable (and underutil ized) times to reach back out to 
your customer with: 

- Additional offer for upsell 

- Related recommendations for upsell

- Customer experience survey 

- Request for a review 





Calendar Invite







Email Marketing 

- According to constant contact, $36 return for every $1 spent

- HubSpot says $42 

- Start collecting emails?

- POS: Ask for opt-in – bring your email sign-up sheet!

- PRO TIP: When you upload a list – record their source for 
further content tailoring 



https://templatearchive.com/email-sign-up-sheet/





Send a post 
(sign-up) 
email!



We Missed 
You



Provide Social Proof

- Another example of intent marketing 

- 93% of customers look at reviews before making a purchase

- Encourage your best customers to write a review

- Aim for 5 reviews minimum to get a star rating 

- ***They improve Google search rankings!



Lucky Dog 
– St Michael
POS Register 



Bonus: Use these reviews to create 
customer testimonials 



Use People (Or Animals) in Your 
Messaging 

- Lifestyle images (includes people and pets) are much better to 
use than strictly product pieces – people relate to people! 





Don’t Get Caught (TOO) Up With Design

- What we can learn from the larger brands with extensive budget for 
marketing testing:

- While including images is important to present a professional image 
(aim: ratio 50/50 text to image)

- Graphic design does not encourage conversions or purchases 

- It’s more about design / placement of key items: Ex: call-to-action 
button 



Canva – Easy Graphic Design Tool 



The right message, to the right person 
at the right time

If you're going 
to focus on 
something –
focus on this…

TIP: Refer to 
the customer 
journey!



When people buy now (Google) 



Watching YouTube Videos on location 
they want to visit 

https://www.thinkwithgoogle.com/intl/en-gb/consumer-insights/consumer-
trends/winning-the-moments-that-matter-right-person/



Keep it Simple Silly (KISS) 

LESS IS MORE!

The formula for success: 1, 2, 3 messaging: 

1. Catchy, short title

2. Bullet points

3. Call-to-Action

4. TIP: One goal per message!



Invest in A Professional Logo

- Formats needed throughout your marketing channels for a consistent presentation 

- pixelated logos are useless to print or advertise with – save yourself  

- Extra credit for helping you select brand colors – use for consistency and to build 

your brand recognition 



Create urgency 

o Provide a timeframe for action (no longer than 48 hours if  possible)

o Ramp up communications the closer you get to your deadline –
people respond more the less t ime they have (especial ly true with 
event marketing) 

o You don’t have to be annoying (ex:  DON’T WAIT!!!!)  – simply provide 
clear t ime frames and communicate more often the closer to deadline



Remember a Call-to-Action (CTA)

o Always tel l  the customer, in s imple terms, what you want them to do
o Leave at the beginning and the end of your message (email  example)
o Without this  – your campaign is  for the birds 



Know (and delight) your audience

- Ultimately: Don’t try to be everything to everyone

- Cater to your top buyers to create brand advocates

- 80/20 rule: 80% of business comes from top 20% customers

- TIP: Avoid focusing on who is not buying, this is a great way 
to waste resources – this can go for spending too much time 
attracting new customers (focus on your best customers now)



Improving 
our 
customer 
experience
- Using our customer 
journey approach – after 
sign-up and at the start 
of their membership – I 
noticed a need for 
supporting info



Social Media 

- Required 

- The trick: Know where your customers are and focus on that 

- Great way to raise awareness and stay top of mind 

- Option for advertising: Don’t be afraid to try

- TIP: Use canva to create your ad

- Start out with a simple local f i lter – don’t’ go down rabbit hole



For Higher Price Points and Digital 
Companies: Research SEO 

- It can be free with keyword research

- It places you higher on search results – 1st page of Google 
results gets 90% of traff ic 

- Use Google Analytics (another great tool I suggest setting up 
on your website from the start) to track results 



Invest in a Website!

Yes, you probably need something

But don’t feel l ike you need a state-of-the-art site –

Again, think of the customer journey – most get a real estate 
agent from referral or when searching for homes 

Ex: Real estate agent: Suggest a landing page with image, a few 
customer testimonials and contact info to do the job! 

The point? Think about what is essential to your customer 



You’re Ready to Campaign!

1. Create A Goal, Ex: 20 store visits

2. State your channels: FB ads + email 

3. Plan out your copy (include email resends to non-openers) 

4. Execute 

5. Reflect (what worked what didn’t) 

6. Do it again. People have to see your company an average of three 
different times before it resonates. 



Tools to present a professional image

EMAIL SIGNATURE 
www.wisestamp.com BOOK AN APPOINTMENT 

https://calendly.com/



Be Brave! 

The difference between successful 
marketing and unsuccessful 
marketing? The willingness to try 
and to try again (learning a little 
each time). 

Marketing is not a one and done. 



Know When to Get Help 

o Social  Media 
o Highly recommend videography (yourself or a professional)  – a great way to 

connect one-on-one with your customer and build trust
o Photographer: For a professional presentation
o **Logo designer** 
o Email:  For encouraging purchases + staying top of mind
o Print Mailers:  Standout on the occasion – check out your local print shop
o For al l  contractors:  Check out their past work – and remember, you get 

what you pay for



Additional Tools 

- Wisestamp (email signature) 

- Calendly (schedule a time to talk / zoom)

- Adobe stock images – great selection of quality photos



Thank You! My CTA

Amandakiviaho@gmail.com

Member@outdowork.com

Www.outdowork.com – Buffalo, MN

mailto:Amandakiviaho@gmail.com
mailto:Member@outdowork.com
http://www.outdowork.com/


Recap: There is no secret sauce

There is no secret sauce to great marketing – the secret is to be 
consistent, plan and factor in marketing time. 

Be creative and be memorable for the right reasons. And don’t 
get caught in a design rabbit hole. 

Last tip: Try to get feedback from your circle and a few outside 
it re: marketing before you move ahead to ensure you are not 
missing anything. It happens to the best of us. 
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