
A guide to making 2025 

your best marketing year yet

55 pages

In fact, we believe it's the richest, most jam-
packed free resource out there on this 
topic. But, we're all about leveling up. So, if 
you find something even more mind-
blowing, let us know at 
hello@ninjapromo.io. It might sting a bit, 
but your feedback helps us grow 

hello@ninjapromo.io

Hey, it's Paul and Slava 
here – Co-founders at 

Ninja Promo, and we've 
got something pretty 

awesome for you.

mailto:hello@ninjapromo.io


Take a look at some of the awards and 
recognition we've received over the years:

All this to say, we know our stuff when it comes to marketing.



Your marketing cheat sheet 

for every business stage

What's Next?



With all that in mind, let's get down to business!

How to get the most from this guide

01
Dedicate 30 minutes of undistracted time to explore the guide

02
Don't just read - apply what you learn

03
Keep the guide handy on your desktop

04
Share and discuss the guide with your colleagues and friends

05
Reach out to us if you have any questions

06
Let us know how you found the guide after putting it into action

We’re genuinely interested in your feedback and experiences. Your review not only helps 
you reflect on your progress but is also incredibly meaningful to our team 
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What does a marketing department do?

To make this guide even more accessible, we wanted to feature a real-life 
example. For privacy reasons, we won’t disclose the name of the company, or too 
much personal information. Let’s call our example company “XYZ Marketing" - 
they're a marketing agency that specializes in digital marketing for small 
businesses.

So, we're setting out to build a marketing department for a 
marketing agency 



Finance 01

Chief Executive Officer (CEO)

Vice 
President(s)

Chief Financial 
Officer (CFO)

Controller Treasurer Internal 
Auditor FP & A

Managerial

Accountant

Financial 
Accountant

Tax

Accountant

For instance, consider an annual revenue target of $1,000,000, equating to 
$80,000 per month. To achieve this, we decide to sell services at $8,000 each, 
aiming for 10 clients per month. For simplicity, assume these services are one-
time offerings.

Company Structure

HR 02



Marketing 
department

Marketing specialist Traffic manager Designer Copywriter

In our case, we need marketers, copywriters, designers, and project managers 
capable of handling 10 projects monthly.

Production 03

Our production team plans their strategy, develops promotional materials, and 
manages advertising campaigns.

Sales 04

Our production team strategizes, creates promotional materials, and coordinates 
advertising campaigns.



Our goal is to generate 50 leads per month. Based on our budget, we're prepared 
to spend $300 for each lead. This means we've set aside $15,000 to fund our 
advertising campaigns.

Marketing 05

The Marketing Department's Goal

CMO

Content Social Video Ad/Paid Project Mgmt.

Team Lead Team Lead Team Lead Team Lead Team Lead

Specialists Specialists Specialists Specialists Specialists

Enterprise Marketing

Team Structure

https://www.amazon.com/1-Page-Marketing-Plan-Customers-Money-ebook/dp/B01B35M3SM


But what about the marketing department?

Qualified leads meet these criteria: 

1. They respond to inquiries 
2. They show interest in the 
product

3. They have the budget to make a 
purchase 
4. They're ready to buy soon

So, from all this, we can define a clear goal for the marketing department:


is to send qualified leads to the sales department, 
following the financial plan.


We've outlined what makes a lead qualified. But what about the financial plan? This 
means delivering a set number of leads at a set cost—for example, 50 qualified leads 
each month, each costing no more than $300.

The marketing department's jo  The marketing department's job

Task: Figure out what your marketing department's goal is. Think about what 
makes a lead qualified. Then, plan out how many leads you need and how much 
you're willing to spend on them for the next month.



Step #1. Conducting Marketing Research

But what about in reality? That's the big question.

To avoid 
stumbling 

around in the 
dark, we need to 

do some 
marketing 
research



This means we won't waste time and money trying things that won't work. We'll quickly 
figure out what our clients really need, what products we should offer, how much we 
should charge, and how to sell effectively.


So, let's think about our agency again.


Right now, we don't know who our clients are or what services we should offer them. 
The solution is clear: we need to do some marketing research. But how do we do that? 
Where do we get the information? What tools should we use?

Marketing research is like a guiding light, saving us from pointless struggles and saving 
us lots of money. 

Marketing research is like a guiding light, saving us from pointless struggles and saving 
us lots of money. 

01
Market analysis

02
Client profile

03
Competitive landscape

So, our research will be all about the market, our clients, and our competitors.


Now, let's look at some specific research methods 



Market Research 01

Free Research Findings

Paid Research Findings

Customized Research

Customer Research

https://www.expertmarketresearch.com/
https://www.expertmarketresearch.com/
https://www.beroeinc.com/
https://www.nielsen.com/


What Insights Can We Derive and How? 02

Customer Development

Interviews

Our interviews showed that awards and ratings are important to marketing 
directors when choosing contractors. They also look for providers who can solve 
their current problems. Knowing this, we can highlight relevant information on our 
website.

https://influencermarketinghub.com/
https://influencermarketinghub.com/


Frameworks

Buyer Persona: This helps create a 
detailed profile of our main audience. 
For example, our target persona is  
a marketing director in a mid-sized 
company with a monthly ad budget  
of $50,000 to $100,000.


Buyer Persona: 
Buyer Persona

Personal info
 Ag
 Gende
 Hobbie
 Locatio
 Interest
 Income

Challenges
 What problems are they trying to 

solve
 What’s stopping them from 

achieving their goal
 What specific pain points do they 

have?

Professional Goals
 What are their career goals
 What does success look like for 

them
 What is their “endgame”?

How Can You Help?
 How does your product meet their 

needs
 What questions might they ask
 Does yor language match theirs?

Jobs To Be Done: This focuses on 
what customers really want. Our 
marketing director probably wants to 
excel as a top manager in their 
company.



Jobs To Be Done: 

Main Job

to be Done

Functional

Aspects

Emotional

Aspects

Personal

Dimension

Social

Dimension

Related Jobs 
to be Done

Functional

Aspects

Emotional

Aspects

Personal

Dimension

Social

Dimension

Customer Journey Map: This shows 
the customer's path from first interest 
to purchase. We need to cover each 
stage carefully in our future plans.


These frameworks give us a good 
understanding of our target audience.

Customer Journey Map:

https://trends.google.com/trends/
https://trends.google.com/trends/


Competitor Research 03

Website Analysis

For example, if we see a  competitor using Clutch reviews on their site, which 
helps build credibility and trust, we take note of this strategy.

https://www.omniagency.ca


Criteria Our project Competitor 1 Competitor 2 Competitor 3 Competitor 4

Website

Positioning

Pricing

Discounts

Deadlines

Warranties

Experience

Scale

Technologies

Testimonials

Openness

Achivements

Activity

Location

Service

Additionally, insights from social media platforms can complement our findings.


 We've curated a comparison table for your convenience.

It delineates core criteria typically employed in our projects:

 Positionin
 Pricin
 Promotion
 Timeline
 Guarantees

 Experienc
 Scal
 Technolog
 Review
 Transparency

 Accomplishment
 Engagemen
 Locatio
 Service

SWOT Analysis

https://docs.google.com/spreadsheets/d/1jt5LG4FkAkdjo8LZ68amwW_wuSOt9GARALU56jlvLRw/edit?usp=sharing


Strengths 

Opportunities 

Weaknesses

Threat

Who Conducts Market Research

Time and Cost Considerations

The time needed for research depends on its depth and the amount of initial data, 
usually lasting 2–4 weeks. Costs vary based on the depth of research. Basic analysis 
using free resources, along with market and competitor research, can range from 

within an agency.


However, research is often bundled with comprehensive strategies rather than sold 
separately. More details on this approach are coming up.

$10,000 to $30,000 $10,000 to $30,000

The Result

With the outcomes of your research, you'll be ready to plan an effective marketing 
strategy and navigate your path forward 

Task: If you haven't already, conduct market research for your business or 
enhance your existing efforts. By now, you should have clear answers to three 
crucial questions: your market niche, your customer base, and your competitors.



Step #2. Refining the Product

Revisiting Our Initial Hypothesis

Initially, we hypothesized that offering one-time marketing services, such as creating ad 
campaigns, would be the best approach. 


However, our research results indicate otherwise

requiring significant time and effort for client 
acquisition only to engage them once. Sustainable profitability lies in offering 
recurring services

The digital agency space is crowded with 
competitors, making it difficult for us to establish a foothold, especially in the early 
stages

among the many 
options available. Their decision-making process is complex and time-consuming.

 This model turns out to be inefficient,

 Market saturation is also a challenge

 Furthermore, clients aren't actively seeking additional agencie 

So, where should we pivot?

 This model turns out to be inefficient

 Market saturation is also a challenge.

 Furthermore, clients aren't actively seeking additional agencies

Understanding What Clients Really Need

Through our research, we discovered what our clients truly desire

Clients want to consolidate contractors, avoid 
multitasking, and streamline operations. 


Therefore, providing comprehensive marketing solutions is essential. However, despite 
the trend towards niche specializations, there is still fierce competition in this area

 Clients are frustrated by lengthy negotiations and contract 
signings, which delay project kick-offs by 5-7 days. 

 One-stop-shop convenience: 

 Rapid task initiation: Rapid task initiation: 

 One-stop-shop convenience: 



Therefore, it's crucial to have a swift task commencement mechanism  in 
place. This means enabling immediate project launches without the need for 
renegotiations, by creating preset work conditions.

 Budget efficiency optimization: Clients are dissatisfied with a lack of pricing 
transparency, feeling uncertain about how their money is going.

 Budget efficiency optimization: 

Transparent pricing, clearly explaining where each dollar goes, is crucial. Hourly 
rates can simplify things, avoiding lengthy negotiations.

Fine-tuning the Business Model

This shift is in direct response to our clients' needs

Clients can purchase hourly packages (40, 80, or 160 hours), 
allowing them to customize their allocations from tasks like website development to 
social media management

By removing the hassle of negotiations, projects can launch 
quickly. Hourly billing means there are no lengthy contract signings

Clients can easily understand how long a task will take and see 
where their money is going. This encourages trust and boosts the perceived value of 
our services.

 All-inclusive services: 

 24-hour task initiation:  

 Transparent pricing: 

 All-inclusive services:

 24-hour task initiation: 

 Transparent pricing: 

Re-analyzing Competitors



Test-driving the New Hypothesis with Real Customers

Task: Think about how your product might still deviate from genuine customer 
needs. Refine it based on insights from your research.

Step #3. Building Marketing Strategy

How to go about it?

Positioning



But how does this apply to smaller businesses like yours? 

To provide more options, let's reference a more contemporary concept — the "Blue 
Ocean Strategy." Although it's been around for two decades, it’s  morea modern 
adaptation of the positioning concept.


In our previous discussion, we vividly showcased its application.

Picture the market of marketing agencies. It's bustling with competition with countless 
companies vying for dominance daily.


But within this vast market, there is a new frontier — subscription-based marketing. It's a 
pristine blue ocean where competition is virtually nonexistent. While competitors may 
emerge in due course, presently, there's plenty of opportunity to seize a leadership 
position. 


Currently, this novel business model sets us apart effortlessly from competitors. 

It's the very answer to the question of why clients should choose us over another 
agency. 

So, how do you carve out your own?

https://www.amazon.com/Positioning-Battle-Your-Al-Ries/dp/0071373586


Communication Strategy

Communication 
Strategy

Key message

Audience

Channels

Plan

Dashboard

http://troutandpartners.com/index.html


Marketing Plan

Marketing Plan

Product

Place

Price

Online Marketing

Promotion

Customer

This includes

 Sales funnel structur
 Advertising budge
 Advertising channel
 Conversion calculation
 Projected advertising return on investment (ROI)


For our hypothetical project, this could look like the following 

Funnel: Google ads targeting hot queries — landing page — consultation — sale.

Target funnel metrics

Advertising budget

Website visits

Enquiries

Consultations

Sales

Average transaction value

Revenue

ROI

LTV

Revenue considering LTV

ROI considering LTV

$10 000

1000

50

20

6

$5 000

$30 000

200%

$60 000

$360 000

3500%



Who crafts the strategy and what's the cost?

Real Strategy Examples 

Go-To-Market (GTM)

View GTM Strategy

Action Plan

View Action Plan 

https://drive.google.com/file/d/13rYEmu8Q2QLvgAtiDS7KCIOnlVrb1wtQ/view?usp=sharing
https://sharing.clickup.com/24411627/l/h/q8zfb-22328/08b5d6ae2923aee


Task: Review these strategy examples, apply them to your context, and consider 
what your strategy might be lacking. Enhance it in line with our guidance, with 
particular emphasis on the critical aspect of positioning—it lays the groundwork.

Step #4. Assembling the Team 

When putting together a marketing strategy, you must understand the team needed to 
execute it. 


There are three approaches to organizing marketing within your company, starting from 
the simplest to the most complex 

Freelance

 Advantages:

 Cost-effective: 

 Access to experts: 

 Quick start: 

Freelancers usually charge between $30 to $60 per hour, which is 
cheaper than hiring a marketing agency or building an in-house team

You can easily find specialists in your field, review their past 
work, and judge their skills. Some top freelancers may charge more than $60 per 
hour

Working with freelancers can begin within a day, without the need for 
lengthy negotiations or contracts.

 Cost-effective: 

 Access to experts:

 Quick start: 



 Disadvantages:

 Risk of incomplete work:

 Variable quality: 

 Complex management:

 Lack of transparency: 

 There's a chance that freelancers may not finish tasks on 
time or disappear altogether. While platforms like Upwork provide some protection, 
urgent tasks require caution

While there are excellent freelancers, it can be hard to find them. 
Many prioritize quantity over quality

 Delegating all marketing tasks to freelancers can be 
challenging to supervise because there are many external contractors involved

It may be unclear who the freelancer is, how they're managing 
their workload, or how much time they're spending on tasks.

 Risk of incomplete work: 

 Variable quality:

 Complex management:

 Lack of transparency: 

Overall, freelancing offers flexibility but might not be ideal for establishing a full 
marketing department.

Agency

 Advantages:

 Comprehensive services: 

 Higher quality: 

 Assurance: 

Entrusting all marketing responsibilities to a specialized 
agency makes operations smoother. A designated account manager can assign all 
tasks seamlessly

Agencies generally deliver better quality work than freelancers. 
Choosing a top-rated firm backed by recognized industry awards is likely to produce 
good results

Agencies work under binding contracts with deadlines and key 
performance indicators (KPIs), guaranteeing task completion.

 Comprehensive services: 

 Higher quality:

 Assurance: 



 Disadvantages:

Cost: 

Lengthy process:

A well-staffed agency can handle all marketing tasks, but it's advisable to have a 
Chief Marketing Officer (CMO) on your team.

In-House

 Advantages:

 Deep involvement: 

 Total control: 

 Independence: 

In-house teams are fully dedicated to your project, working 40 
hours a week exclusively on your tasks, unlike agencies or freelancers

Oversight is precise, giving you insight into employee activities and 
time management, although remote monitoring can be tricky

You have autonomy as you set the terms and conditions of work 
without relying on external contractors.

 Deep involvement:

 Total control:

 Independence:

 Disadvantages:

 Cost: 

 Complex hiring:

 Downtime:

 May not cover all your needs:

In-house setups are the most expensive because of salaries along with taxes 
and social benefits

 Recruitment usually takes 30–60 days, involving job postings, 
interviews, and evaluations. Additionally, turnover requires frequent rehiring and 
retraining

 Employee absences, such as vacations, sick leaves, or resignations, can 
disrupt workflow

 Full staffing is difficult, with some tasks requiring 
agency or freelance help.

 Cost: 

 Complex hiring:

 Downtime: 

 May not cover all your needs: 



Deciding how to organize your marketing department depends on your project 
needs. However, it's a good idea to have a Chief Marketing Officer (CMO) on 
board, with other tasks possibly outsourced to an agency.

Cost of Establishing  
a Marketing Department

PPC

SEO

SMM

Content Marketing

Email Marketing

Influence Marketing

Freelance

$2200

$1600

$1400

$1500

$1300

$2100

$10 100

Agency

$4200

$3100

$2900

$3200

$3100

$3400

$19 900

In-house

$5000

$3700

$3600

$3900

$4200

$4500

$24 900

Structure of the Marketing Department



Your Marketing Department with Ninja Promo
Get access to a team of 100+ top global marketing experts

Head of Analytics

 Data Analyst, $4 500

 Market Researcher, $5 000

 UX-researcher, $6 000

 Frontend-developer, $4 800

 Backend-developer, $5 500

 Mobile Developer, $6 400

 Project Architect, $5 500

 Software Tester, $5 400

 UI-designer, $5 500

 Graphic Designer, $3 700

 Motion Designer, $4 200

 UX-designer, $5 000

 3D / AR-designer, $4 500

 Mobile Designer, $4 500

You get up-to-date data about 

customers and competitors.

You get daily support 

of website and mobile app.

You get all kinds of designs 

for any promo materials.

 Creative Copywriter, $4 700

 Email Marketing Specialist, $3 800

 Content Writer, $4 700

 Video Maker, $4 500

 Content Manager, $5 500

 Link Building Specialist, $4 800

 SEO Analyst, $4 500

 Technical SEO Manager, $5 500

 Content Strategist, $5 000

You get memorable copys, videos and 

creatives.

 Content Optimization Expert, $5 500

You get the first positions 

in the Google search results.

 Media Buyer, $5 200

 Leadgen Specialist, $5 300

 Media Planner, $4 500

 Paid Search Expert, $5 500

 PR Manager, $4 900

 Content Creator, $6 000

 Community Manager, $4 400

 SMM Strategist, $4 700

 Outreach Specialist, $4 600

You get a large flow of customers from 

different channels.

 Influence Marketing Manager, $6 000

You get hot clients from IG, FB, 

Twitter, Telegram, Snapchat.

Head of B2B Marketing

Head of Fintech Marketing

Head of Crypto Marketing

Head of Ecom Marketing

Head of SaaS Marketing

Head of B2C Marketing

Niche Expertise

We already have experience 

in promoting companies like yours.

Head of Development Head of Design Head of Content Head of SEO Head of Advertising Head of SMM

 Collecting and analyzing customer 

data (sales data, customer online 

behavior data, identifying customer 

needs, customer segmentation

 Collecting and analyzing marketing 

campaign data (website visit data, 

lead data, determine effectiveness of 

marketing campaigns, identify 

problems

 Developing recommendations 

to improve marketing campaigns 

(changing strategy, tactics, channels, 

creative materials

 Data visualization (dashboards)

 Development of websit

 Development of lending page

 Development of mobile app

 Development of softwar

 Planning of architectur

 Setting server

 QA-testin

 Website suppor

 Security assuranc

 System monitoring

 Website desig

 Landing page desig

 Creating visual conten

 Developing videos for different 

channel

 Development of static advertising 

material

 Development of animated 

promotional material

 Development of creative materials

 Content plan developmen

 Creative solutions for content 

creatio

 Creating text conten

 Publishing content to various 

channel

 Monitoring the results of content 

publishin

 Developing email campaign

 Sending email campaign

 Analyzing results of email 

campaigns

 Keyword researc

 Website optimization for search 

engine

 Monitoring of SEO promotion 

result

 Creating and launching search 

advertising campaign

 Managing search advertising 

campaign

 Analyzing results of search 

advertising campaigns

 Determination of goals and 

objectives of a marketing 

campaig

 Development of marketing 

campaign strategy and tactic

 Development of marketing 

campaign for each step of a funne

 Marketing campaign launc

 Selecting marketing channel

 Marketing channel management

 Creating and launching social media 

marketing campaign

 Managing social media marketing 

campaign

 Analyzing results of social media 

marketing campaign

 Media field analysi

 Creation and distribution of press 

release

 Media Relations Managemen

 Event organizatio

 Media content creatio

 Searching and recruiting blogger

 Negotiating with bloggers

Structure

Functions

*Average salaries provided by the Indeed platform based on senior 

professionals in Western Europe and North America.

your personal 
marketing strategist

your personal 
marketing project 

manager



You always track progress and 
communicate with a dedicated 

project manager

DATA & ANALYTICS 
DEPARTMENT


$15 500*

DEVELOPMENT 
DEPARTMENT


$27 600*

DESIGN 
DEPARTMENT


$31 900*

CONTENT 
DEPARTMENT


$18 200*

SEO 
DEPARTMENT


$25 800*

ADVERTISING 
DEPARTMENT


$25 400*

SMM 
DEPARTMENT


$25 700*

Task: Create your marketing department structure, considering roles and 
responsibilities. Choose the model—freelance, agency, or in-house—that best fits 
your organizational needs.

Step #5. Building Sales Funnel



advertisement website sale

advertisement website meeting sale

Ad impressions

Website visits

Requests submitted

Meetings attended

Purchases made

10 000

3 000

60 (2%)

2

5



Luckily, retargeting can help bring back these lost prospects 

Retargeting

advertisement website meeting sale

advertisement website meeting sale

website №2

https://www.socialmediatoday.com/news/100-remarketing-stats-to-guide-your-paid-advertising-strategy-in-2020-info/569899/


advertisement website meeting sale

website №4

website №3

website №2

Ad impressions

Website visits

Requests submitted

Meetings attended

Purchases made

Primary Ad Exposure

10 000

3 000

60 (2%)

20

5

Retargeting

2 940

1 180

48 (4%)

14

4



Content Marketing

Even if most visitors leave without doing anything, we can still get their email 
addresses. 



advertisement website meeting sale

leadmagnet

email №1

email №2

website №4

website №3

website №2



Ad impressions

Website visits

Requests submitted

Meetings attended

Purchases made

Primary Ad 
Exposure

10 000

3 000

60 (2%)

20

5

Retargeting

2 940

1 180

48 (4%)

14

4

Content  
Marketing

150 (5%)

30

8

By expanding our funnel with retargeting and content marketing, we can triple our sales.

Traffic Sources

Facebook

Google Ads

Linked In

SEO

PR

SMM

Influence 
Marketing

website meeting sale

leadmagnet

email №1

email №2

website №4

website №3

website №2

script №3

script №2

script №1

 we can triple our sales.



SQL Funnel

Facebook

Google Ads

Linked In

SEO

PR

SMM

Influence 
Marketing

website meeting sale

leadmagnet

email №1

email №2

website №4

website №3

website №2

script №3

script №2

script №1

Task: Create a sales funnel for your project. Develop retargeting and content marketing 
strategies. Think about making valuable content that fits your audience's needs.



Step #6. Developing Promotional Materials

Advertising Creatives

Website

optimized for search engines.

Landing Pages
These are dedicated pages for each 
product or service, ensuring that users 
find exactly what they're looking for. 

Here's an example of a landing page 
for our strategy development service

This makes advertising more 
This makes advertising more effective. 



Lead Magnet

Emails

Email MarketingSend

Create

Analysis

Build

Presentation Presentation structure & goals

Opening Body Closing

Scripts
Targeted messaging

Product Price Place Promotion

Social Media The world’s most used social platforms
Ranking of social media platforms by global active user figures (in millions)

Facebook 2.958

YouTube 2.514

Instagram 2.000

TikTok 1.051

Telegram 700

SnapChat 635

Twitter 556

Pinterest 445



Articles

Task: Check your current promotional materials against your sales funnel.  
Make sure you have eve.

Step #7. Setting up Cross-platform Analytics

Here's your sales funnel and all the necessary promotional materials. Before starting 
advertising, it's important to set up This allows us to track the 
customer's journey from clicking on the ad to making repeat purchases.


Many companies only use standard solutions like Google Analytics, which only provide 
limited data, such as conversions to clicks and leads. But without the full picture, this data 
may not be very useful.

cross-channel analytics. 

Cross-channel analytics gives us a more complete view.

cross-channel analytics. 



Advertising Budget

Clicks

Leads

Cost per Lead

Sales

Average Order Value

Revenue

Campaign №1

$10 000

1 000

30

$300

10

$3 000

$30 000

Campaign №1

$10 000

1 000

20

$500

15

$4 000

$60 000

Turn off the weaker campaigns 
Strengthen the stronger ones 
 Maximize revenue for every advertising dollar spent

 Cross-channel analytics:
 Adobe Analytics
 Matomo Analytics
 Mixpanel
 AppsFlyer
 Google Analytics

 BI Systems:  Cross-channel analytics:

Cost



Task: If you haven't integrated a cross-channel analytics system yet, research 
available solutions and choose one that fits your needs. Then, implement it within 
your company. Afterward, evaluate the effectiveness of your advertising 
campaigns based on the insights provided by the analytics system.

Step #8. Integrating CRM System

Before launching your advertising campaign, setting up a
is another critical step to undertake. 


Instead of generic solutions, we'll tailor the CRM system to our specific needs, aligning it 
with the functions required within the sales funnel we've constructed.

 CRM (Customer Relationship 
Management) system  

Here's what the CRM system 

will accomplish within our sales funnel:
     Immediately after a customer submits a request on 

our website, the CRM system generates a profile for them, continually updating it as 
our interaction progresses. This database is fundamental for managing and 
nurturing customer relationships

 The CRM system streamlines sales operations by 
scheduling meetings, sending client reminders, and orchestrating automated follow-
up sequences. This guides prospects through the sales funnel.

ustomer Database Building:

Sales Department Automation: Sales Department Automation:

Customer Database Building: 

CRM (Customer Relationship 
Management) system



  By capturing customer data such as issues, tasks, 
budgets, and deadlines, the CRM system provides valuable insights that inform 
marketing strategy and advertising campaigns optimization.

uSpport for Marketing Department: Support for Marketing Department:

Top CRM systems

Cost

Task: Evaluate if your current CRM system fulfills the functions outlined in this 
section. Explore alternative CRM options to identify additional functionalities that 
may enhance your CRM capabilities.



Step #9. Launching Customer Acquisition System

Paid Search Ads
Contextual advertising on platforms 
like Google targets

 For 
instance, we run campaigns targeting 
keywords related to "marketing 
agency."

 active clients 
searching for your product.

active clients 
searching for your product. 

Paid Social Ads

https://ninjapromo.io/our-cases/nda-saas
https://ninjapromo.io/our-cases/nda-saas


According to Ben Hunt's ladder, contextual advertising is focused on the last 
three stages, and targeted advertising is focused on the first three.

SEO (Search Engine 
Optimization)
Utilize SEO for free traffic, especially in 
less competitive industries. Assess its 
profitability in highly competitive 
niches where investing in paid 
advertising might be more beneficial.


For instance, our agency ranks at the 
top of search results for the keyword 
"web3 marketing agency.""web3 marketing agency."

Influencer Marketing
Benefits of influencer marketing

Creating  about brandsauthentic content

Diving  about a brandengagement

Drive  to websites/landing pagestraffic

https://ninjapromo.io/our-cases/nda-saas
https://ninjapromo.io/our-cases/nda-saas
https://ninjapromo.io/our-cases/nda-saas
https://ninjapromo.io/our-cases/nda-saas
https://ninjapromo.io/our-cases/nda-saas
https://ninjapromo.io/our-cases/nda-saas


PR & Outreach

However, this can also be a lead 
generation tool if you place articles in 
specialized media outlets that your 
clients read and do so regularly.

Task: Try out all the customer 
acquisition tools for yourself. 
Activate the channels that are

Step #10. Retaining Customers

https://www.forbes.com/sites/katevitasek/2024/02/12/why-your-business-should-partner-with-service-providers-and-not-contract-them/?sh=376b3fe736fc
http://bitcoin.com
http://bitcoin.com


Business Model

Retention Funnel

Facebook

Google Ads

Linked In

SEO

PR

SMM

Influence 
Marketing

website meeting sale №1 sale №2 sale №3

leadmagnet

email №1

email №2

website №4

website №3

website №2

script №3

script №2

script №1

script №1

script №2

script №3



Retention Tools

Thinking through customer retention tools is another task for the marketing department 
that is often overlooked.

Quality Control

Task: Evaluate your business model's potential to increase LTV. Develop and 
implement a customer retention system, and prioritize quality control measures 
to ensure customer satisfaction and long-term relationships.

Step #11. Analyzing Results



Advertising Accounts Key marketing metrics

Targets Prospects Leads Opportunities Closed Deals

Website User behavior

Analytics User engagement User data

Performance User attraction Target audience User research

Sales
Marketing

Strategy

Advertising

Sell

Sales funnel

Calls Awarnes

Interest

Consideration

Conversation

Emails Email Marketing Strategy

Campaign 
objectives Define KPIs Professionally 

designed emails

Professionally 
designed landing 

page

Contact list 
management

List segmentation 
& targeted emails

Website 
integration CRM integration Full metrics 

reporting



Social Media Social Media

Blogs Forums

PodcastsVideos

Cross-channel Analytics

Cross-channel analytics

Retargeting

E-commerce

Your website

Paid search

Social media profiles

Email

Surveys and Interviews

Questions to ask clients who made a purchase:

Questions to ask clients who did not make a purchase:

Task: Verify that your company is leveraging all available analytics tools 
effectively. Implement any missing tools or processes to ensure a systematic 
analytics framework. Collect as much data as possible to gain insights and 
optimize your marketing strategies accordingly.



Step #12. Optimizing Conversions

At the previous step, we gathered enough data to tweak the conversions at each stage 
of the sales funnel.


In our experience, few people engage in Typically, 
an advertising campaign is launched once and runs in its original form until it stops 
being profitable.


Let's see why it's important to conduct conversion optimization using an example.


Take a look at how revenue changes if we increase conversions at each stage of the 
sales funnel by 

systematic conversion optimization 

just 10%.

systematic conversion optimization. 

just 10%.

Ad Budget

Website Visits

Conversion to Inquiry

Inquiries

Conversion to Meeting

Meetings

Conversion to Sales

Sales

Average Order Value

Revenue

Before

$10 000

10 000

2%

200

50%

100

30%

30

$5 000

$150 000

After

$10 000

10 000

2,2%

220

55%

121

33%

40

$5 000

$200 000



How to Conduct Conversion Optimization

  You've interacted with the sales department and clients, collected 
questions and objections, and can now address them in promotional materials: in 
advertising creatives, on the website, in presentations. Working at this level yields 
the most significant results. These are the same 20% of efforts that yield 80% of the 
results

  After working on semantics, you can experiment with design elements 
and conduct A/B tests: images, button colors, background, graphical elements. This 
is pinpoint work that yields a small but important increase in conversion

   At this stage, we address all technical issues that prevent users 
from submitting inquiries and progressing through the funnel. This is especially 
relevant in e-commerce when users encounter various obstacles during the 
checkout process: unnecessary mandatory fields, no option for one-click purchase.

Semantic Level 

Design Level 

Technical Level

Task: Establish a structured framework for conversion optimization in your 
project. Allocate resources to address optimization opportunities at each stage 
of the sales funnel, leveraging insights from data analysis and testing to drive 
improvements in conversion rates and overall revenue.

Technical Level: 

Design Level:

Semantic Level:

What's Next



01
Save the Guide:

02
Reread the Material:

03
Complete the Tasks: 

04
Share with Colleagues:

05
Provide Feedback: 

06
Ask Questions:



And if you need help with marketing - 

come for a free consultation and get a development plan 


for your project from our team

Discuss your current tasks 
Show how subscription marketing works 
Develop a step-by-step development plan for you 
Analyze successful cases in your niche

Sign up for  
a consultation

Best Local SEO Company & Services 
— Apr 2024 Reviews

Best Pay-Per-Click Agency: PPC Company 
of 2024

Best Digital Marketing Company to Increase 
Sales in 2024

Best Digital Marketing Agency for Startups Best Fintech Marketing Agency


