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Introduction
Keith will be your guide for this
session.

Aims

Business Basics is a course for budding
entrepreneurs, and early stage startups
heading to the next level. We help and
support you to fully to validate and
explore your business idea or grow your
business successfully.

Keith

WHAT WILL WE COVER TODAY?

The Following:

Advice for setting up a new business
Sales and Marketing strategies that work
Finance - cashflow forecasting and why it’s so important
Setting up a simple ‘system’ to get you started. We give you the 4 most
critical areas to concentrate on
Building a tribe and why it’s so important
Using technology in your business
Creating a business plan with the Business Model Canvas (BMC)
Business development advice
Happy
Customers...
it's what we
all want.

Are you ready?

Let's Begin!

Build a sales
process
Creating an effective sales process is about
taking potential customers generated by your
marketing efforts and turning them into paying
customers.
With sales and marketing inextricably linked, it
is important that your sales process will highly
convert the leads that your marketing delivers,
otherwise marketing is a waste of resources.

We will cover the assets you will need, the
pipeline you will need to set up and how to
create a great customer service team, even if
there is only you in the business

Building sales
assets
Sales assets are the documentation and
document-based promotional material used in
the selling process, for example, this could
mean leaflets, brochures, PDFs, pitch decks and
much more.
These materials are critical to a salesperson as
customers will often ask for a presentation or
written document during the sales process.

These assets demonstrate key features and
advantages of any product or service. It is
imperative to have these assets ready,
looking professional and well-structured for
your sales team to use

Building a sales
pipeline
A sales pipeline is at the core of any sales
process, it is a system that continuously tracks
the stage of the customer.
This pipeline allows sales teams and managers
to see where prospective customers are
regarding the sale and to look for efficiency
gains and problems that need correcting in the
sales process.

A typical sales pipeline is just a set of stages
going from A to Z, A being the first contact, Z
being when the sale closed (there can be
further steps if you include cross-selling or
up-selling as part of the same process)

Sales funnel
Let’s look at a brick-and-mortar sales funnel.
The people at the top of the sales funnel walk
by your shop. A certain percentage of them
decide to walk in, that’s the next next of the
funnel.
A customer sees a rack of T-shirts on
clearance. He or she thumbs through the rack,
now they’re at the next step of the funnel. Then
the customer selects four t-shirts and walks to
the checkout. They’re at the last step. If all
goes well, they finish the purchase and reach
the bottom of the funnel.

Sales funnel
example
Awareness: You created a Facebook ad to
direct people to your website or page.
Interest: You offer something of value in
exchange for lead capture.
Decision: Your content informs your audience
and prepares them for a purchase.
Action: You offer a deal your leads can’t resist,
then begin marketing to them again to boost
retention.

Analyse Your
Audience’s Behaviour
Step 1: Analyse Your Audience’s Behaviour
The more you know about your audience, the more effective your sales funnel becomes.
You’re not marketing to everybody. You’re marketing to people who are a good fit for
what you sell.
Use behaviour reports help you monitor site activity and figure out how people engage
with your site. Where do they click? When do they scroll? How much time do they spend
on a particular page?
All of these data points will help you refine your buyer personas.

Capture Your
Audience’s Attention
Step 2: Capture Your Audience’s Attention
The only way your sales funnel works is if you can lure people into it. This means putting
your content in front of your target audience.
Take the organic route and post tons of content across all of your platforms. Diversify
with infographics, videos, and other types of content.
If you’re willing to spend more cash, run a few ads. The ideal place to run those ads
depends on where your target audience hangs out. If you’re selling B2C, Facebook or
Google ads might be the perfect solution.

Build a Landing
Page
Step 3: Build a Landing Page
Your ad or other content needs to take your prospects somewhere. Ideally, you want to
direct them to a landing page with a tempting offer.
Since these people are still low in the sales funnel, focus on capturing leads instead of
pushing the sale.
A landing page should steer the visitor toward the next step.
You need a bold call to action that tells them exactly what to do, whether it’s a how to
eBook or watching an instructional video.

Create an Email
Drip Campaign
Step 4: Create an Email Drip Campaign
Market to your leads through email by providing amazing content. Do so regularly, but not
too frequently. One or two emails per month should suffice.
Build up to the sale by educating your market first. What do they want to learn? What
obstacles and objections do you need to overcome to convince them to buy?
At the end of your drip campaign, make an incredible offer. That’s the piece of content
that will inspire your leads to act.

Keep in Touch
Step 5: Keep in Touch
Don’t forget about your existing customers. Continue to keep in touch with them.
Thank them for their purchases, offer additional deals or discounts, and involve them in
your social media sphere.

Thats It!

Have a great
day and
keep
learning.

I hope this has given you valuable insight into why
you should always think about your sales funnel and
how you can track and measure your audience.

Contact Jo Blackburn at jo@teguk.co.uk

