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Jacob Kettner has been in the digital marketing space for thirteen years and currently runs First 
Rank, the top SEO agency in Winnipeg. He's a strong believer that there isn't one digital 
marketing strategy that is right for all businesses, and it should be looked at from a holistic 
perspective. 
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The biggest and most common mistake I see local business owners make is not tracking their results.  
They can’t tell me how much they’re paying for a new lead or even which advertising channel their 
leads are coming from.

Often, I’ll talk to business owners that spend five figures per month on multiple channels of 
advertising and they run a very profitable business so they keep doing everything they’re doing. 
What if only 25 percent of that budget is very profitable, and so offsets the other 75 percent that’s 
losing money? Imagine if this business could invest three times as much in the profitable channels 
and cut out the unprofitable channels.

I acknowledge that some advertising is for branding and is not intended to generate sales, but for 
most small and medium businesses, the direct marketing channels with a trackable cost per sale are 
the most valuable.

1. Track your results

I’m all for testing. Try something new, spend enough money to get statistically significant data, and if 
it’s not profitable or not as profitable as something else, either kill the campaign or make a 
significant change. Even if you think it’s the most genius marketing strategy ever, if data tells you
something else works better then stop wasting money on your brainchild.

2. Don't throw good money after bad

This is a really important one. Imagine that we run an online store that sells 100 different products 
that are all targeted toward a similar demographic. If we run 100 campaigns targeting every product 
we’ll spend a lot of money before getting any sort of statistically significant data on any specific 
product.

Instead, start with one campaign for one product. Refine the targeting, the message, the landing 
pages. Optimize the heck out of it until it’s converting how it should be. Then extrapolate that data 
and set up similar funnels for another five products, but this time you've already eliminated the 
elements of the campaign that were wasting money and you're only spending money on the 
profitable segments. Optimize again for each product, and then expand to more products.

3. Start narrow to get statistically significant data
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We need to make people an offer that they can’t refuse. For most local businesses, the sales 
process really starts once the phone rings or someone comes in. The website doesn’t need to sell 
the final product or service; it needs to sell people on getting in contact with the business. “Free 
Estimate” offers are overplayed, and they really only capture people that would be ready to buy the 
service anyway. Come up with a creative offer that people can’t refuse. This is almost never a 
discount. It could be a limited time offer of added value or a free piece of information or a 
ridiculously good guarantee.

An example that I was discussing with a realtor client of mine was, “Let me buy you lunch. After 
lunch if you feel like I wasted your time I’ll give you $50.” Now don’t go making offers like that if 
you can’t provide value to people or you’ll end up paying out like an ATM, but I like this offer 
because it shows confidence and gets the realtor in front of a potential client.

4. Make an offer customers can't refuse

5. Understand where buyers are in the sales cycle and make an appropriate offer

We have to understand where buyers are in the sales process. If you provide an emergency service 
like towing then people are aware they need the service and they’re already looking for a company 
that can offer it. No matter how creative our offer is we’re not going to convince someone surfing 
Facebook that they need to have their car towed. An appropriate offer for an emergency service is 
“24/7 service in 20 minutes or less.”

On the other hand, if we’re trying to sell blue light-blocking glasses we have a much wider 
spectrum of potential buyers. We have people that are already aware of the product and looking 
for a quality product from a reputable vendor, but we also have people that don’t even know the 
product exists and aren’t even aware that they have a problem.

Blue light is emitted from TV and computer screens and can cause headaches and sleeping 
problems. If we’re targeting people that have headaches and sleeping problems but don’t know 
what’s causing them, an offer for a discount on blue light-blocking glasses isn’t going to be very 
effective; but an offer for free information on ways to reduce headaches when you spend all day at 
the computer could be an effective first step in the sales cycle.

Most businesses have potential customers at different stages in the buying process. It’s important
to recognize where people are, show them the right messaging and get them into a funnel that 
guides them through from where they start to making a purchase.

Putting a call to action on a web page like “call us now” or “click here for your free information 
package” can increase conversion rates significantly. There was a case study of an online store 
that increased sales significantly by simply changing the “buy now” button to say “click here to 
buy now.”

6. Make it clear what you want people to do on your website



Want to learn more ways your business can have a 
competitive edge?

• Receive a complete one-on-one analysis of your business account

• Appointments can be booked online at times of convenience for you

• Get answers to questions specific to your business

• Learn how the latest technologies can help modernize the way you work

Book an appointment at a Rogers Small Business Centre today:
www.rogers.com/businesscentres

Schedule a free in-store appointment to speak with one of our 
Small Business Specialists. 

People make purchase decisions primarily based on minimizing pain. If we can increase the pain of 
not buying now and decrease the pain of buying a lot more people will pull the trigger. An easy 
way to increase the pain of not buying would be to have a limited time offer. Buy now and get 
these extra items for free, but if you wait then this offer won’t be available anymore. Scarcity also 
works similarly: “I only have ten items available, first come first serve.”

To decrease the pain of purchasing we can make offers like extended payment terms or “don’t pay 
for ninety days.” There are a lot of other options, but these are a few that we see commonly and 
you’re probably already familiar with.

7. Make it more painful not to buy and less painful to buy

Get online reviews. Findings from BrightLocal’s consumer review survey in 2017 show that 85 
percent of consumers trust online reviews as much as personal recommendations. This is an area 
that not nearly enough local businesses put any focus on. It not only makes a difference in 
conversion rate, but positive reviews on Google also increase your click through rate. One study 
showed that the third result in Google will get more clicks than the second or first if it has 
significantly more and better reviews.

8. Get online reviews

I see a lot of businesses write great ads and have a great offer and then send all their traffic to their 
homepage. The page that visitors land on should directly reflect the ad that they clicked on or the 
search term they used to find the page. If there is a disconnect between what people click on and 
where they land it leads to a high bounce rate and a bad user experience. Imagine if you were 
looking for a new laptop, clicked on an ad for laptops on Amazon and then ended up on the 
Amazon home page.

9. Make sure landing pages match ad offer or search intent

People are being bombarded with advertising and it’s easy to feel like everyone just wants your 
money. Find a way to give value up front before asking for money. Let people build a relationship 
with your brand and build trust before asking for money. This obviously works better for certain 
services than others, but it is possible to implement in most verticals.

10. Deliver value first
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