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INTRODUCTION

We all know how important digital communications are to a firm’s overall marketing strategy. For professional services
firms, an online precense is essential to reach buyers, partners, and employees in the internet age. A company’s

website is its virtual storefront, and the foundation to showcase your expertise and industry leadership online.

Having a website alone isn't the key to great results. Instead, it's the ability turn amplify your content through digital
channels - email newsletters, social media, blogging. And to provide a variety of content to provide INFORMATION,
ANALYSIS, ASSISTANCE OR ENTERTAINMENT. As the foundation of your digital strategy, and the main source of
content publishing, your website has a hefty goal and it needs to wear many hats. A website needs to not just exist, it
needs to perform. It needs to attract visitors, educate them and convince them to buy. But | know what you're thinking -

easier said than done.

Creating high-quality, sharable, educational or entertaining content is the catalyst for getting your website found,
building an audience, and growing leads. This content can be used throughout your digital and traditional platforms to

showcase your firm'’s 4 Ps - People, Portfolio, Process, and Postion.
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Today, the web is social and interactive. It's not static like most websites tend to be. As such, a website can no longer
sustain as its own island. We now need to consider integrating search, social media, content, blogging, and more with our
websites. Gone are the days where all it took was a URL, fancy Flash graphics, and an expensive advertising campaign

to temporarily boost traffic.

The reason for this shift is largely due to changing buyer behavior. Today’s buyer wishes to consume information when
they want and how they want and often-times without the involvement of a sales person. And more importantly, they want
to be educated and not sold to. As you can see from the following chart, websites and new forms of inbound marketing

content (such as podcasts, blogging and social media) have become a considerable factor in the buying cycle.

10 Years Ago Today
Seller in Control Buyer in Control

Shift to
Self-Service 4
Brochures, Data Sheets, White Papers, New Types Plus — Website Content, Podcasts,
Price Sheets, Testimonials ofContent . screencasts, Blogs, Discussion Groups
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You'll also find in HubSpot’s State of Inbound Marketing Report that inbound marketing is more effective in reaching

today’s buyer. Results show that inbound marketing has a 62% less cost per lead compared to outbound, or traditional,

marketing.
Below Average Cost per Lead,
What might not be apparently visible here % Respondents by Lead Channel
60% -
is the role your website plays. It's actually Majority reported blog leads are cheaper M outbound
2 B inbound
a big one. In most cases, traffic from blogs, 5 40% -
2
social media, organic and paid search end -
s 20% 1
up converting into leads or sales on your ® l
main website. Without a website acting as 0% -
Blogs Social Media Telemakeﬂng Direct Mail PPC Trade
an online basecamp, it would be difficult to LOrgamc (Paid Shows
search) search) Hubsse

attract new business to one source.

This is why having an effective website is so crucial and that it contains key elements to driving more traffic,

leads, and sales.

So without further ado, | present to you 13 STRATEGIES FOR CONTENT to build awareness, generate interest, and
increase sales opportunities. To learn more about a particular must-have, you'll find additional resources at the bottom of

each topic. Definitely take advantage of these if you're looking to become a content authority.
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ontent

Content is one of the most important aspects of any website. With the rise of inbound
marketing, content has become front and center in the minds of marketers. It is what search
engines and people are looking for. It's what drives visitors to your site and turns prospects
into leads. Take a look at these next must-haves for creating killer content.
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Audience

Know your audience.

Before you enter into any marketing program, you must understand who you are trying to reach. This is even more
important in digital, since different customers are online at different times, in different places, and using different platforms.
Some may be only using search (so you need to pay attention to SEO), some may be on social networks (so you need

to know which ones and what content they like to share), and some may be limited to mostly email (hello newsletters!).

Similar to when you started your company, or when you do your annual business plan. You probably already ahve the
answer. Knowing your audience lays the fountaion for all of your content. Once you are clear on your ideal audience, you'll
be able to produce content that truly adds value by providing information, analysis, assistance, or entertainment (or a

cobmination of all).
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Messaging

Keywords are going to help you get your content to your target audience. Keywords will populate the headlines and

content within your website, on your blog, and in your social media posts.

Use free online tools such as Google Trends, Google Keyword tool, or just start typing into Google’s search bar for their

predictive search to find the most searched for terms.

First, you'll develop a list of keywords (short-tail = single word or short phrase) and keyword phrases (long-tail = longer,
more complex, and more specific phrase) that you think are relevant to your brand and your service; and that you think

your customers are using when they are searching for information related to your service.

Second, use the online tools to analyze the search terms.

Third, use the search terms that work best for your service to reach your target audience. Build in keywords to all online

content you create (but be sure to not overload keywords, search engines do not like that!)

*Don't forget, conducting keyword searches to find the most searched for information is also a great way to spark ideas
for creating your own content relevant to those phrases!
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Messaging

There are four basic questions you need to ask yourself regarding the content of your website.

1. Will people know what | do within seconds?
2. Will they understand what page they’re on and what it's about?
3. Will they know what to do next?

4. Why should they subscribe/download/contact you instead of someone else?

Ideally, you want your visitors to know the answers to these questions. It should be readily apparent what your site is

about, what they can do there and why they should take action. You likely got your visitors to your site from a link on social

media, a guest blog post, or a metion in the media. When they get to your site, you want to keep them interested.

On your homepage and most important pages, consider these helpful tips in delivering the right message:

« Create a few headlines and sub-headline ideas for your most important pages. To combat question #4 (why should
| buy from you?) use a powerful value proposition and steer clear from generic cliches, gobbledygook terms and

corporate speak.
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Who is RMF?

What they
want visitors
to know

N NN\
SUPERIOR
COMMISSIONING

AN ELITE TEAM OF FULL SERVICE ENGINEERS EPA MACT COMPLIANCE

RMF is an elite team of full service engineers adept in applying superior planning, design
engineering, and commissioning services to solve challenges for clients nationwide. Our
prompt responsiveness, industry-leading tech sawy,

Ready to schedule your EPA MACT
boiler assessment? RMF is a qualified

and specialized project teams make up energy assessor that can help you get in

SELECT AN AREA BELOW TO EXPERIENCE OUR DIFFERENCE FIRST HAND.

2015
RMEF Engineering Names Brian Wodka

RMF's Energy Cogeneration Plant for.

Tim Grifin Named Vice Chair ofint.
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Clear next steps

+ Make sure to include clear call-to-actions and next steps. Include links in your body copy, next step links at the

end of the copy and calls-to-action wherever appropriate. Most professional services firms have websites that are

showcases, not lead-generating so your calls-to-action are not “buy now” or “plans and pricing” but “contact us” or

“download our white paper” or “news and updates” - equally effective in the quest to understand who is visiting your

site and how you can better serve them. Include a little direction and you'll be glad you did.

« Test your copy. For the most accurate indication of a winning headline, use A/B testing to determine which variation

drives the most conversions. You can use tools like HubSpot's A/B Testing Tools, Google’s Website Optimizer or

services like 5 Second Test. This helps you match your copy with keywords which have greater weight with search

engines when in the headline and sub-headlines and body content. You can search Google, Facebook, Twitter and

more for keywords based on your company and your audience to see which are most popluar for your industry.
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Educate and Offer Value

Even though the purpose of a corporate website is to provide information about your products and services, not everyone

is ready to buy when they first hit your site. Second, remember it’s not all about you. What'’s in it for them?

Offer more than just content about your projects, services, and people. Provide
eBooks, whitepapers, videos, and other forms of content that is educational.

This will nurture prospects and demonstrate your firm’s leadership within

your target industry. Your future and current clients and teaming partners
will recognize your firm’'s expetise through the value you offer within your
content. Knowing your target audience and offering content that addresses
their needs will start the develop the relationship - you might not even realize
your future clients are reading your material regularly until they call you!

In company-specific content - your case studies, news items, and firm
information sections - write as if you are speaking directly to

your audience. Use words like “you,” and “we.” Be transparent. Make

yourself sound human. Speak their language.

Let your audience see your culture, your process, your style through your writing - use your brand voice!
Write your product content as if you are helping them solve their problems.

Avoid “we are the best” speak and instead use “this is how we help you...”

ANDANA CONSULTING, LLC



Importance of Quality

Everyone knows having a lot of content is a good thing, but in the
days where search engines are getting smarter and buyers are

becoming more selective, quality content is truly king.

Quality content is a definite must-have for any website, blog, or

social media. This includes:

- Offer unique content. People love this and so do search
engines.

«  Write for humans, not search engines. People don't read
like robots. People are reading your website, blog, and social
media accounts to get to know you, build trust, and find
answers - write for them.

«  Provide value and educational content that helps others.

« Do your research when paying for content that is written
by third-party services. Some work well, others do not.

« Keep content fresh. Having news that’s two years old still
sitting on your homepage will probably give your visitors a

bad feeling.

13 STRATEGIES TO MARKET YOUR DIGITAL CONTENT
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Know your audience. Providing content that is specific to your buyers makes it more relevant for them, and in turn,
higher quality.
Include evidence when needed. If stating facts, numbers, awards, testimonials and etc., try to back it up with a

source and give credit when credit is due.

Know your subject well. You probably don’t want an auto mechanic writing about brain surgery. Accurate content

equals quality.

ANDANA CONSULTING, LLC
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Avoid Gobbledygook

A professional image is necessary but you still want to avoid the dreaded corporate gobbledygook. What is gobbledygook

you ask? Great question.
These are jargon terms and phrases that have been over-used and abused rendering them meaningless (you'll find them
mostly in the high-tech and B2B industry). These words are meant to add more emphasis of a particular subject but

instead they make your eyes roll.

Avoid these words on your website and in other materials whenever possible:

+ Next Generation « Cutting edge

+ Flexible «  Ground breaking

+  Robust + Best of breed

« Scalable + Mission critical

- Easytouse « And so on... | think I've put you

through enough torture

ANDANA CONSULTING, LLC
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Be Clear and Not Clever

For years, advertising has tricked us into thinking that catchy and creative headlines and phrases work well at capturing
our attention. They might have for a while but not so much anymore. As consumers we are tired of advertising trickery,

marketing cliques, and surreptitious methods of persuasion. We don't want to be lied to, gimmicked, or fooled. We just

want the truth!
Wouldn't it be easier to get the point in our content instead of trying to persuade others?
If you focus your content on being clear, not clever, you will find that more people will place their trust in you. Be careful

not to make things more complicated than they need to be. Use simple words that are easy to understand. Your goal is

to be understood. Just be clear with what you want people to do on your site. You will gain more fans and followers in the

long-run.

ANDANA CONSULTING, LLC
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Blogging

Blogging is without a doubt one of the most important assets to any inbound marketing strategy and it's a perfect

complement to your website.

Here are some reasons why you really need a blog:

« It creates fresh content and more pages of content, which is great for SEO.

+ It helps establish you as an industry authority and thought leader.

+ It helps drive more traffic and leads back to your website.

« It's a great channel to converse and engage with your audience and customers.

« It's a great way to get valuable inbound links!

Blogging isn't as difficult as you think. There are plenty of blogging tools you can use to get started. If the ability to create

content regularly is your main concern, there are inexpensive blog writing services (called Content Marketplaces) like

Zerys and WriterAccess that will help you get started. HubSpot has a fun tool that is easy to use- the Blog Topic Generator.

If you still need proof blogging works, HubSpot has lots of research on the subject, specifically:

ANDANA CONSULTING, LLC



Companies that blog have

55% more

website visitors.
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How do you like them apples? Yes, blogging gets results!

B2C companies that blog generate

88% more leads

per month than those
who do not.

ik
I 188%
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| recommend checking out 100 Marketing, Charts and Graphs for more awesome blogging stats.
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Make Content Shareable and Social

Social media websites have seen and exponential growth in the past decade and continue to grow larger every day.
Oftentimes people will “Like” a post, product, or blog entry, causing all of their friends to see what they like and even

provide them with a link to find it themselves.
Consider this type of network effect for your own website. Make it just as easy for people to share and socialize about your
content and resources. It's almost blindingly obvious why you should take advantage of this opportunity. Providing people

with excellent content that can be shared with their peers will surely increase your flow of traffic.

« Add a sharing widget or plugin to every page on your site. This will enable visitors to share your pages via all the major

social networks. Tools like AddThis or ShareThis are easy to install and provide you with analytic tracking as well.

- If you're on a blogging platform like HubSpot or Wordpress, there are plug-ins available that enable people to share

your articles plus auto-publish content to your social networks like Twitter, LinkedIn and Facebook.

ANDANA CONSULTING, LLC



13 STRATEGIES TO MARKET YOUR DIGITAL CONTENT

Use Multiple Forms of Content

Content is more than just the written word. Media and utilities are excellent forms of content that can turn a text-heavy site

into something that pleases the viewing preferences of multiple audiences.

Content takes place in the form of:

« Imagery (including infographics)

« Video

« Audio

+  Online utility tools (e.g. Website Grader)
« Games

«  Younameit!

Try using many different forms of content. It will

help create a content-rich experience.

About  Shop  Give

FindaChepier  Conference  MySMPS  Create Account  Log In

Membership  Recognition  Career  Certification

T

Education Resources Foundation

Home - Membership

Leamn More
Member Benefits Brochure

Below you will find a sampling of the publications, programs, tools, and resaurces SMPS offers its
members. We invite you to try them outand to join SMPS!

Still not convinced? Here are seven reasons why you need to join SMPS today and three more
reasons why membership in SMPS benefits your company.

Edsnare | FIEI@

Join as New Member

Dues: $390 + $50 origination fee

Ifyou have never been a member of SMIPS and wish to join
online, please follow Steps 1 and 2 below. SMPS membership
is an individual membership and is anniversary based

Oniine Application (credit card only)
Step 1: Create a Web Account
Step 2: Complats Online Membership Apolication

Print Application (email, mail, or fax)
Paper Application

Renew a Current Membership
Dues: $390

Cnline Renewal Form

Paper Renewal Form

Reinstate a Previous Membership

Dues: $390

Reinstatement Application

If your membership has lapsed 70 days or more from your
membership's expiration ate, please complete this form. To
request that SMPS checkts recard for a past membership for
you, call the SMPS Wembership Department at 1.800.262.7677
%246 or 229

Transfer a Current Membership

NoFee

Cniine Transfer Form

To take overthe remainder of an active membership and
change the name on the membership into your name

Special Membership Categories

18

 Offline - Leave a message. [
Emeritus Member
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Customer Proof

No matter what youre selling, potential buyers like to see confirmation that you've made other customers happy.
Testimonials, customer reviews and case studies are powerful sources of content for moving prospects even closer to the

final buying stages.

« Provide authentic customer stories and don’t hide these behind a form!
« Place real, short and powerful testimonials on your site. Tips to maximize testimonials:
- Try to include real names and titles and use pictures of the person along with their testimonial if possible (if they
already have a picture on LinkedIn, ask to use that!). This adds authenticity. Not including a name makes a

testimonial seem phony even if it’s real.

- Instead of randomly placing testimonials on any page, consider placing testimonials on certain topics on the
pages relevant to them. For example, if you have a quote about your awesome customer service, place that on
a service or support page. If you have one for your convenient return policy, place that somewhere in a shopping

cart or pricing page.
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The more proof you have the better. Make it
part of your strategy to collect case studies and

testimonials when possible.

Leverage other online sites that provide
reviews, such as Yelp (for local businesses), or
industry specific directories like Capterra (for

software providers).

Customer Case Study

Staffing Agenc

00:00
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Part 2: Kela\W=&lelp

Now that you know what it takes to drive traffic and engage visitors with great content, the
next step is to get your visitors to convert from a prospect into a lead. You don't want them
leaving without providing some information or else you will lose the opportunity to nurture
them until they are ready to buy. Here are some must-haves for increasing your website

conversions.
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Effective Calls-to-Action

The effect of a successful Call to Action (CTA) is to drive a visitor to take a desired action. CTAs are typically kept above
the fold or in clear sight on a page so visitors know where to take the next step. CTAs are the key to lead generation but

they need to be done right to convert traffic into leads.

Make them bigger and bolder than most other elements on the page, but don’t overdo it.

Consider colors of the CTA, whether it is a link, button or image. Make them look so good people will want to click
on them.

Offer CTAs that provide value, like guides, whitepapers, estimates, etc. “Contact Us” is the worst form of a CTA. Don't
rely on that as your only option for conversion.

Make the CTA look clickable. You can do this by making a button or adding a hover effect to an element.

Less is more. Keep it simple and clear what is being offered.

Test when possible. Try testing different colors (e.g. red verses green buttons), language, and placement to see

which CTAs get more clicks and drive more leads (refer to the “Messaging” section above for A/B testing tools).

ANDANA CONSULTING, LLC
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Here are some good examples of calls-to-action:

The other thing about value engineering is that choices are being made. These choices may affect the long term
performance and functioning of the project or its durability. This is something that needs to be well documented to
be sure that all parties are on the same page as to what is being agreed to.

You might also want to keep track of what assumptions you are making with regard to things like inclement
weather. We all expect the weather to be bad. | don't know how you spent your winter, but | was in Philadelphia
and it was pretty miserable. There is not much construction going on during miserable days like we've experienced
over the last few winters. So, obviously, weather can have an effect on the performance of the work. We definitely
want to make sure that our assumptions are clearly identified as it relates to weather.

There may also be a need to keep track of information about decisions that have been made either by estimators,
design consultants, or the owner in terms of how to proceed with the work or how to deal with problems that they
anticipate encountering. The information that we accumulate during the pre-construction phase ends up being the
documentation that supports the basis for our plans and our pricing going forward. Ultimately, that is the most
important aspect of the pre-construction documentation.

Scott Lowe is a Principal of TRAUNER and is an expert in the areas of in the areas of critical path method scheduling,
construction claim preparation and evaluation, and specification writing. He can be reached at
scott

@traunerconsulti

If you liked this article, be sure to sign up on the left side of our website to receive our ideas & insights in your email.
Be sure to check your email after signing up!

DID YOU ENJOY THIS ARTICLE? de'ﬂﬁ’i:a;“agﬁ

Daon't leave empty handed. Grab this free ebook! NUTSHELL

>

Copyright © 2015 Trauner Consulting Services, Inc. — All rights reserved.

Example 1: Trauner Consulting Services

ANDANA CONSULTING, LLC



13 STRATEGIES TO MARKET YOUR DIGITAL CONTENT - 24

solutions that fit

Don't feel like doing even more homework, trying to find the right company to design with? Don't fret,
you've already found it! Interior Concepts has specialized in providing customized office furniture for
over 20 years. They firmly believe that cookie-cutter configurations can't serve the majority of modern
or agile work environments, and subsequently enlist design specialists to work with each client in order
to provide solutions that fit every unique set of business needs. The office furniture is customizable
down to the inch- meaning that you get a system built just for you! And as if that isn't impressive
enough, all Interior Concepts furniture is MAS® Green Certified and built in the United States, so you can
rest assured that your work environment is safe and eco-friendly, not to mention backed by a lifetime
warranty. See for yourself all the ways teaming up with Interior Concepts can empower your team. Visit
www.InteriorConcepts.com to browse products, try out online design tools, or request a design
consultation... or get inspired by downloading this new office design guide for some great sample
workspace layouts! Cultivating a productive and harmonious work environment doesn’t have to be
work; let the team at Interior Concepts help you tackle the task today!

Office Layout Ideas Book
Download Now mfp

Admin  (0) Comments.

> i .
’|ntEI’I0r COHCEDTS solutions that fit. Products Design Ideas Resources Company Blog Contact

18525 Trimble Court :: Spring Lake, MI 49456
800.678.5550

© 2015 Interior Concepts Inc. privacy policy sitemap rss feed

Connect: (@) & f¥in

Example 2: Interior Concepts - CTA at the end of a relevant blog post
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CTA Positioning

So you have Call-to-Actions, but how will people find them?

You want to think about where you will be placing your CTAs. You don’t want to dump CTAs everywhere. That will give

people too many options or not the right options at the right time.

Consider this:
Segment your top-of-the-funnel and middle-of-the-funnel offers. Place top-of-funnel type offers (whitepapers,

downloads) on top-level pages. Add middle-of-funnel offers (request a quote, trial, pricing) as the prospect is digging

deeper and learning more about your offering.
Place CTAs both above and below the fold. Placing CTAs above the fold is important because that area of a page
gets the most views. However, there are still other areas of a page to promote your CTAs. Add some at the bottom of

pages and within body content as well.

Some studies suggest placing CTAs to the right of the page work better but testing this will ultimately determine

what'’s best for your website.

ANDANA CONSULTING, LLC
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The placement of your CTAs can impact conversion. The only way to know which options work best is to test!

« Use thank-you pages for additional CTAs. A thank-you page or message is what is seen right after someone
completes a web form. Many times there is plenty of real estate to offer more downloads and CTAs. Once a prospect
completes a form, don't stop there. Offer them additional downloads, however if possible, do so without requiring them

to complete another form.

« Test, test, test! As indicated in the example above, it's unclear which version will drive the most conversions. Test

different placements to know which one works best for your website.
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Landing Pages

Now that you have some awesome CTAs you need to drive those links to landing pages.

Landing pages, sometimes called a “Lead Capture Page,” are used to convert visitors into leads by completing a transaction

or by collecting contact information from them. Landing pages consist of:

A headline and (optional) sub-headline

« A brief description of the offer/CTA

+ Atleast one supporting image

+ (Optional) supporting elements such as testimonials or security badges

«  And most importantly, a form to capture information
Landing pages are necessary to implement. Landing pages direct your visitors to one particular offer without the distractions

of everything else on your website. Visitors are on a landing page for one and only purpose: to complete the lead capture

form!

ANDANA CONSULTING, LLC
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What makes an effective landing page?

+ Include the elements on the previous page and only what is needed. Keep your pages simple and minimize
distractions.

« Never ever use your homepage as a landing page.

- Remove main site navigation from the landing page so visitors can focus on completing the form and not continuing
to search your site.

« Make it very clear what the offer is and make it irresistible.

« Absolutely make sure that the content on your landing page matches your call-to-action. If there is a disconnect
in your messaging visitors will hit the Back button.

« Reduce friction — don’t make visitors think too much or do too much work (i.e. reading).

« Use the right form and only collect the information you absolutely need (see must-have Forms for more details).

Effective landing pages are what will turn your website into a lead generating machine.
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Example of a bad landing page:

Announcing
midnight @ trader

Extended Hours

FR Cebialy Tl

ard Fequired)

Sign Up Today!

5=t streaming, real-time AFTER-HOUA, and PRE-MARKET Lavel I1
quatss, trading analysis and news fram the pramier providar of
R awtansd-nouns market inseligenoe,

MidnightTrader analyzes and pudiishas aver 125
atandsd-hours market snd stock spacifis reparts dally. This
rasi-tima and histarical analysls of Corparste AnnauncEmants and
subsaguant markat reaction imtrmatian provides Inskght imta
winat Iz Miaty o hewe 8 substantisl afact on the current snd futune
trading prics of 8 Comoamys Stock.

Features

n Reaktime Extendad-Houwrs Laval IL ECN
quates — Fallow the market with rsal-time,
shreaming quotes from the INET and ARCA ECHs
before and after regular market haurs|
Liva Trading Analysis — S what's trading
afber the chase and befare the apen with lives
ne=ws and trading updates.

Most Actives — Find out what stocks are
mowing and ans the maost scthvely tradsd batons
the reguilar SeEkon.

B Mews — Get MianigntTracers e
etendad-hours news and unkgque markst
cammantary bafore the rest of Wall Strest,
Volume Splke E Order Dnterest Analysls —
MidnightTrader analysts provide neah-time
oowerags of amy unusual volume splies and
pre-s=cution buy o sail arder interest bullding
in The pre-maarioet or after-hours.

O Forecast Reports — ragnty analysis of
aftar-hours trading acthvity cowvering lssuss that
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pre-markst and regular sesskon bassd an thelr
histaricsl resctian ta similar naws in the past.

.....

View screen shots of features:

ECHN Laval IT

Existing MidnightTrader Sushsoribars:
I wou have alrsady signed up far Hidnkght Trader's
avtEndad-haurs markst sarvices, lgin hane.

FREE 14-day trial offer, Aftar 14 days of Frez service, you will b2
nlllad &t the listed manthly rate [§29. 95 manth ar §289,wear)
wau hawve not cancallsd.

*® Quick Takes Pro - FREE trisl of this dally tachnios] anabysis

rapart kssuad shasd of the apan by Banron’s Michss Kahn ik alsa
avallatiz, Click hare for mars informatian.
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Not sure what this page is offering.

Not clear what I'd be signing up for? “Free 2 Week

Trial”is hidden.

Way too much text. No one will ever read all that!

Screen shots of the product are very confusing.

No forms directly on this page to capture prospect

information.

Length of the page might be too long.

Selling too much on features and not value.

No customer proof: testimonials or case studies.
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Example of a good landing page:

Looking for CCG Residential? Click here!

CHESAPEAKE 3 00T US

COMPANY ~ MEMBERSHIPS & AWARDS ~ RECENTUPDATES  BIDS & PENDING JOBS ~ COMMUNITY  CAREERS

BEST PRACTICES IN CONSTRUCTION PROJECT MANAGEMENT

DOWNLOAD THE WHITE PAPER
We often hear the same chief
complaints from frustrated real estate
developers - their project is over-
budget and behind schedule. We
believe there are four best practices, or
strategies, in construction project
management that lead to a successful

project and mitigate the inevitable
challenges:

- Open Communication

- Reliable Budgets

- Detailed Schedules

- Creative Problem Solving

DOWNLOAD NOW

Download our free white paper to learmn
more!

(2]
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CCG logo remains in the top left corner.

Clear headline describing the offer.

Clear image of the offer.

Brief description of the offer including bullet points
for scanning.

Lead form directly on the page with sub-headline
re-emphasizing the offer.

Content focuses on value.

Not too long.
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Forms

Forms are the key to a landing page. Without them, there is nothing for the visitor to do on that page. Forms come in handy

when it’s time for people to sign-up, subscribe to your site or download an offer.

You might be wondering how much or how little
information you should require with a form. There

is no magic answer when it comes to how many
fields your form should contain but the best balance

would be to collect only the information you really need.

The fewer fields you have in a form, the more likely

you will receive more conversions. This is because

with each new field you add to a form, it creates friction
(more work for the visitor) and fewer conversions. A longer form looks like more work and sometimes it will be avoided
all together. But on the other hand, the more fields you require, the better quality those leads might be. The best way to

determine what works best is to test it.
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Recommendations for landing page forms:

Only ask for the information you need for you or your business development team. Also avoid asking for sensitive

information that companies or consumers may not want to disclose.

« Consider the value of the offer. The more valuable an offer may be perceived, the more information you may be able
to ask for in return. If it’s a newsletter subscription, only ask for email address (and maybe first name, at most).

« Reduce anxiety - People are more resistant to give up their information these days, especially because of the increase
in spam. Add a privacy message (or link to your privacy policy) that indicates their email will not be shared or sold.

« Don't use the word “SUBMIT” on your form buttons! No one wants to submit anything. Instead, try “download
whitepaper,”“Get your free eBook,” or “Join our newsletter.”

- If advertising a downloadable offer as your CTA, fulfill the request instantly. For example, if your form is for a

whitepaper download, include a link to download that whitepaper on the very next page (typically called a “thank you”

page). Another option is to send an auto-responder email containing a link to the offer. We like to do both - so people

can get the content right away, and it is also in their email for future reference.
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Newsletters

Speaking of newsletters, you should definitely p—
M | ] oo g
offer a newsletter subscription on your website.

Not all CTAs need to be big offers. Newsletters Social Design Newsletter

or mailing lists are the perfect way to collect
Sign up for the Social Design Newsletter, chock=full of

email addresses so you can nurture prospects social design issues like reputation, influence,
design.

easy for people to find your subscription form.
Email:
Name:

ANDANA CONSULTING, LLC



13 STRATEGIES TO MARKET YOUR DIGITAL CONTENT " 34

Conclusion

The internet has changed everything. Internet usage is growing rapidly and you need to be there when potential buyers
come looking. A business website may be the most important factor in your digital marketing strategy, but it's more than
just having a website - it's the full picture of content development and amplification through blogs and social media. Its

the integration of SEQ, social media, blogging, content, CTAs and landing pages that will drive traffic, leads, and sales.

After all, it is these components that generate sales and revenue for your business. Inbound marketing is the key to filling

your sales funnel with qualified leads and your website is where education, engagement, and conversion take place.

Follow these guidelines and you will soon have a great website that generates traffic, leads and sales. But don't stop there.

A website never truly stops growing. Keep learning and stay tuned for more updates.

Thanks for reading.
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ABOUT US

Get Your Assessment With an
Marketing Specialist

Ready to update your content or find better ways to get to your
audience? Want to know who is visiting your site and how to build the
relationship (online and offline)? Why not sign up for a free Marketing
Assessment?

http://www.andanaconsulting.com/marketing-assessment/

Andana Consulting was founded in 2014 to help small and mid size B2B

professional services firms to help them stand out from the crowd. We work with

architects; engineers, construction firms and professional service firms to build

brands and create realistic marketing plans that get results. We provide market

research; industry intelligence, overall strategy, and marketing tactics - including

content creation, social media, public relations, and proposal support. A Publication of:




