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Shane Zilinskas – ClearSummit

LinkedIn Marketing Campaign – Next Steps and Review Items for Kickoff Meeting 
July 31st, 2015 
Deliverables for setup phase and ongoing work.

Set-up Phase
Tasks:
· Campaign Planning
· LinkedIn Presence/Profile
· Prospect Profile
· Group Focus and Content Plan
· Join Relevant Groups
· Initial Prospect Database Build 
· (Connection Requests Sent to Targeted Prospects)
· Messaging Campaign Scripts
· Proprietary campaign tracking database
· Group Creation and Launch

Ongoing
Tasks:
· Group, Growth, Engagement, and Moderation
· Messaging Campaign
· Manage Proprietary Tracking Tool
· Manage LinkedIn Inbox
· Prospect & Develop New Connections





Campaign Plan
Our goal for this campaign is to systematically build relationships with your prospects through utilizing an ongoing messaging campaign and a LinkedIn Group. The messaging campaign will expose the prospects to a number of touch points and culminate with a request for a phone call.

The LinkedIn group will be a community for your prospects to be exposed to even more touch points while at the same time receiving quality resources from being in the group. The group will further elevate your status as an industry expert and someone who should be viewed as a leader in your space, while at the same time keeping the ClearSummit brand constantly in front of your prospects.

Review Existing LinkedIn Presence/Profile

Profile Update and Optimization*
Once we gain access to the profile we will use for the campaign we will make recommendations as to what needs to be optimized for the database build. Most specifically we will need to determine the appropriate headline for the profile we will be using.

Profile Credentials
LinkedIn: 
[bookmark: _GoBack]	Email – ***********
	Password – **********
Has the profile been upgraded to a premium profile? No – Tori to send over link to upgrade





Discovery Questions

What are your ideal customer/prospect's pain points?
· Started company about a year ago, after a month or two started getting clients from word-of-mouth
· Creative: culture, music, art – start-ups (challenge: low budget and lack a sense of direction but enjoyable engagements)
· Village 
· Larger companies – ex: US Autoparts (WebMD for your car – gives quotes on fly for mechanics) – roughly $70k project, working on Android app currently 
· Marketing process: word-of-mouth, referral 
· Working with enterprise companies – they understand the bigger picture, get more excited about the creative side of their business << best type of clients
· Possibly work with franchises in order to unlock revenue – untapped 
· Agencies throughout the US – able to showcase their high level technical talents; beneficial relationships with these companies (they take over when coding becomes necessary)
· Enterprise Agency marketing process: IOS leads, random emails – not much tracking was done 
$28k - $32k = start-ups price point
$50k - $70k = enterprise price point
What separates you from your competitors?
· Pride themselves in formal engineering, high quality coding/developing
· Attention to detail
· Clients are getting what they pay for 
What has your marketing plan entailed recently? What has worked and what hasn't?
· Email marketing – low return, at capacity with developers 
· ClearSummit to FWD email sets used for previous email marketing tactics **
· Face to face, word-of-mouth, networking events every so often
· IOS leads 
What is your current sales cycle like?
· 2 weeks for startup clients
· 1 – 1.5  months for enterprise clients
Prospect Profile Development

Below is a section to provide us a clear picture on what your ideal client looks like. The more we can get, the clearer the picture will be and will improve the quality of the network we target.
· Specific industries to target. 
· Enterprise companies
· Photo capturing, Friending – social network start-ups 
· Cultural/artistic/music 
· Geography to target. (Zip codes, metropolitan areas, counties etc.)
· US 
· Canada
· Size of target companies?  Low end?  High end?
· ☐1-10
· ☒11-50
· ☒51-200
· ☒201-500
· ☒501-1000
· ☒1001-5000
· ☒5001-10000
· ☒100000+
· Titles/positions (ex. Owner, CFO, Director of Operations, etc.)
· ☐Manager
· ☒Owner – smaller/mid-size
· ☒Partner – smaller/mid-size
· ☒CXO – smaller/mid-size
· ☒VP – enterprise companies 
· ☒Director of Operations Strategies – enterprise companies
· ☐Senior
· Also include any other specific titles that you would like to target.
· Founder, President – smaller/mid-size companies
· Specific companies to target?
· Autozone, midas – personally sell to individual franchisees 
Build platforms, systems and websites 
Other Prospect Profile Notes: i.e. more specific industry information/ exclusions

Group mission:

Our primary objectives for the campaign include: 
· Establish a community that attracts your prospects and target markets
· Positioning your brand’s thought leadership in the space
· Over time, reach out to targeted prospects to generate leads

Group Name Ideas
· Awesome group for US business leaders/executives dealing with digital strategy/operations
The most important aspect of the group name is to create the most appealing name so that when prospects see it they want to be a part of it.

Group content plan: (to be discussed during kick off meeting)
	
Topics to be covered in this group should include:
Digital marketing – strategies/initiatives, app development – benefits/best practices, technology to improve processes, innovative technology and software
Topics to be avoided:
Avoid competitor content


Types of Content to be Included:
· Engaging discussion questions. (questions posed to the group, and then directly promoted via one-on-one invitations to “jump in on the conversation”)
· Relevant articles
· Case studies
· Resources
· Event info
· ClearSummit Webinars/Newsletter
· Announcements: (One per month)
· Summary of best conversations, articles, etc.
· Promotional announcements re:
· Content 
· Events  
· Webinar


Group Joining: We will join targeted, relevant groups that your prospects will be members of. This process is dependent upon the prospect profile that you create. The more details we have on your ideal prospect the more effective the groups we join will be.



Groups you wish to remain in: There may be some groups you wish to remain in for your personal benefit. Please let us know of any groups you are a member of that do not focus on your prospects and that you want to remain a part of. 

1. ___ 
2. ___
3. ___
4. ___
5. ___
6. ___




Connection Growth

We will build a database of highly targeted connections during the setup phase. This will be done by sending messages to prospects that fit your prospect profile.

Also, it is very common at some point during the campaign to deal with various LinkedIn restrictions that affect our ability to send connection requests to people we don’t know, unless we possess their email address. A common restriction may look like this:

Please note: You are now required to enter an email address to send invitations from this page because several recipients of your invitations indicated they don’t know you. This safeguard is in place to prevent users from receiving unwanted invitations from people they don’t know. You can remove the restriction at any time by indicating that you understand this policy

This is extremely common and we deal with this all the time. It is truly not a problem and we always have a way to work around it. This comes from the amount of activity generated by sending connection requests to people you don’t know.  Although it is unavoidable we are prepared to deal with this with other various prospecting and messaging tactics to continuously increase your connections.  

Scripts: Below is an example of the type of script we will send to your prospects. We can use this script or develop another one. Let us know your preference.

Michael,
I came across your profile and thought we could benefit by being connected. 
Hope business is going well.

Thanks,
Shane


General Plan for Messaging Campaign
Message 1 – Thanks for Connecting (9/7)
Message 2 – Link to industry related article (could be ClearSummit branded) (9/28)
Message 3 – Link to group Discussion (10/19)
Message 4 – Request for phone call (11/9)
Message 5 – Follow up to Message 4 (11/30)

Tentative Timeline / Calendar of next steps: 

· Profile optimization to be completed (roughly 7 days after kickoff meeting)
· Join targeted groups (takes about 1.5 to 2 weeks, and will begin once prospect profile determined. (roughly 14 days after kickoff meeting)
· Who: LinkedSelling
· First bi-weekly "group post schedule" due (roughly 14 days after kickoff)
· Who: LinkedSelling
· Note: This schedule of content will be submitted every 2 weeks for review and approval.
· Begin group building. (roughly 16 days after kickoff)
· Who: LinkedSelling
· Approval for first group post schedule due. (roughly 16 days after kick off)
· Who: Shane Zilinskas
· Begin database build (roughly 18 days after kickoff)
· Who: LinkedSelling 
· Draft scripts for messaging campaign due(22 days after kickoff)
· Who: LinkedSelling
· Identify high value prospects from existing connection database(roughly 25 days after kickoff)
· Who: Shane Zilinskas, LinkedSelling
· Soft launch of group to closest connections (roughly 26 days after kickoff)
· launch group / invite connections & email contacts
· Who: Shane Zilinskas, LinkedSelling
· Launch group, invite all connections, email contacts (roughly 27 days after kickoff)
· Who: LinkedSelling
· Begin high value connection messaging campaign (roughly 31 days after kickoff)
· Who: LinkedSelling
· First monthly status report due (Adjust accordingly)
· Who: LinkedSelling
· Group postings and moderation = Ongoing by LinkedSelling.
· First group announcement (one month after group launch)
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