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Small Business Marketing Challenges

What helps people, helps business.

- Marketing s far more complicated
today

= In the chauffeured car industry,
maost markets have a lot of
cempetition

» Marketing can be very expensive,
especially for a company starting
aut without a budget for these
expenses

- Lack of marketing personmel

- Defining and achieving ROI
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Marketing Spend

Half the monay I spend on advertising is wasted; the trauble Is T don't know which half,

= The average annual marketing spend is 8.7% of
total revenue, with larger companies spending
up to 15%.

» B2C companies spend between 5-10% of total
revenue on marketing, while B2B can get away
with 2-5%.

= If your small business is new or very small, you
can do a decent amount with $1,000 per month,

- We're gaing to show you how to make that
money go further or even cut it back with our
DIY Marketing tips from our years of experience
in the industry.

Reach Your Audience & Boost Your Brand

Education Sponsor

+ Email autormation vs Bavch and blast

+ Customize your email marketing campaigns

Email Marketing

‘You may think you own your Facebook, TikTok & Linkedin audi - You
dont. But you own your emails

+ List Managmant + Mobile,
« Segmentation - Spam Filters
= Ride type, BED, Travelers, Baokers, « Tools
Booking Channels + Buying Lists
+ Claaning « Partnar & Industry Lists
« Collecting

* Welcome Series

« and, 3rd & 4th Lag of Trig

« Abandoned Cart

- Re-Engagement Series (Lost customers)

< AMB Testing
- Sender, Subject Line, CTA, Images,
timing, Design & Layout
+ Dynamic Content blocks

Public Relations

PR is not about your company’s vision, it's about how the world perceives it.
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What We Will Cover

The Most Important Things You Can Do - Yourself

- Local Digital Marketing

- Reputation Management

- Email Marketing

- SEO

- Social Media Management
- Public Relations



Small Business Marketing Challenges

What helps people, helps business.

- Marketing is far more complicated
today

- In the chauffeured car industry,
most markets have a lot of
competition

- Marketing can be very expensive,
especially for a company starting
out without a budget for these
expenses

- Lack of marketing personnel

- Defining and achieving ROI




Marketing Spend

Half the money I spend on advertising is wasted; the trouble is I don't know which half.

- The average annual marketing spend is 8.7% of
total revenue, with larger companies spending e -
up to 15%. ' T Mg Doy

- B2C companies spend between 5-10% of total —
revenue on marketing, while B2B can get away 1 . e-,_ TR e ym—
with 2-5%. ' "

- If your small business is new or very small, you = _ H
can do a decent amount with $1,000 per month. e FTEY oy R

- We’re going to show you how to make that f o o m— == [T
money go further or even cut it back with our
DIY Marketing tips from our years of experience

in the industry.




Local Digital Marketing

Google My Business Optimization (Now Called Google Business Profile)
Google

Business Profile
What
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Setup Optimize

- Use Keywords in Description and categories

- Add all relavent locations

+ Respond to reviews

+ Upload lots of high-resolution photos & videos,

+ Use Local phone # (indicator to algo)

+ Get reviews from happy customers

+ Pay attention to questions & suggested updates

+ Make Posts: What's New, Event Posts, Offer Posts,
13 Product Posts (Posts stay live for 7 days)

+ Create separate GBP listings for each location



See outside

501 Boylston

Website Directions Save

45 251 Google reviews

Business center in Boston, Massachusetts

Address: 501 Boylston St, Boston, MA 02116, United States
Phone: +1617-912-7045

Suggest an edit - Own this business?

Add missing information

Add business hours

Questions & answers
See all questions (1)

Ask a question

Reviews from the web



Grocery Stores @ Rating ~  Hours ~

IGA

3.9 & & * & (1K) - Supermarket
489 Robson St - +1 604-684-5714
Closed - Opens 8AM

In-store shopping - In-store pickup

IGA

4.0 & & & % = (1.6K) - Supermarket

909 Burrard St - +1 604-605-0612

Closed - Opens 8AM

In-store shopping - In-store pickup - Delivery

88 Supermarket

4.1 % %% (966) - Supermarket
4801 Victoria Dr - +1 604-876-2128
Closed - Opens 8:30AM
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Simple Bath

4.2 %% % % (24) - Bathroom remodeler
Columbus, OH - (614) 888-2284

Open - Closes 5PM

Columbus Bath Design

4.6 X %%k %3 (47) - Bathroom remodeler
Lewis Center, OH - (614) 907-4558

Open - Closes 5PM

Columbus Bath & Basement Remodeling

4.6 % % % x ¥ (30) - Bathroom remodeler
Columbus, OH - (614) 310-4999
Open - Closes 8PM

‘= More businesses
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Grace's
4.8
Clothing store Open

+ Subscribe

REVIEW APHOTO ENTRIES ABOUTTHE PLACE

CALL ROUTE MESSAGE WEBSITE

Grace's is a luxury dress shop.

Myasnitskaya Ulitsa, 7,
Moscow, Russia, 101000

3.7 km + 10 min. (the car)
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Setup Optimize
www.google.com/business/
§ + Use Keywords in Description and categories

« Add all relavent locations
+ Respond to reviews
+ Upload lots of high-resolution photos & videos.
+ Use Local phone # (indicator to algo)
+ Get reviews from happy customers
+ Pay attention to questions & suggested updates
+ Make Posts: What’s New, Event Posts, Offer Posts,
K. Product Posts (Posts stay live for 7 days)
- Create separate GBP listings for each location
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Optimize

- Use Keywords in Description and categories

- Add all relavent locations

- Respond to reviews

- Upload lots of high-resolution photos & videos.

- Use Local phone # (indicator to algo)

- Get reviews from happy customers

- Pay attention to questions & suggested updates

-« Make Posts: What’s New, Event Posts, Offer Posts,
Product Posts (Posts stay live for 7 days)

- Create separate GBP listings for each location



Online Reputation Management (ORM)

Customer Reviews and Testimonials:
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Create a Review Process, Automate as much as possible &
Reduce Friction

« Ask @ The Right Time, Offer incentives

- QR Codes, Direct Links

« Respond to all your reviews (negative and positive)
Track

- Tools (Free & Paid), Google Alerts

+ Locations: Paid Media, Earned Media, Shared Media,

Owned Media

How To Handle Negative Reviews

+ Response templates
Sharing Positive Testimonals
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Create a Review Process, Automate as much as possible &
Reduce Friction

- Ask @ The Right Time, Offer incentives

- QR Codes, Direct Links

- Respond to all your reviews (negative and positive)
Track

- Tools (Free & Paid), Google Alerts

- Locations: Paid Media, Earned Media, Shared Media,

Owned Media

How To Handle Negative Reviews

- Response templates
Sharing Positive Testimonals



Email Marketing

You may think you own your Facebook, TikTok & Linkedin audience - You
dont. But you own your emails

- List Managment - Mobile,
- Segmentation - Spam Filters
- Tools
« Buying Lists
- Partner & Industry Lists

- Ride type, GEO, Travelers, Bookers,
Booking Channels
- Cleaning
- Collecting
- Email automation vs Batch and blast
- Welcome Series
- 2nd, 3rd & 4th Leg of Trip
- Abandoned Cart
- Re-Engagement Series (Lost customers)
« Customize your email marketing campaigns
- A/B Testing
- Sender, Subject Line, CTA, Images,
timing, Design & Layout
- Dynamic Content blocks




Search Engine Marketing

Maximizing Visibility and Engagement

SEO Organic Traffic PPC / Paid
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SEO

SRR RENINE
DrTIIEATION

SEO is the active practice of optimizing a
website by improving internal and external
aspects in order to increase the traffic the
site receives from search engines.



Organic Traffic

Organic search results are listings
on search engine results pages
that appear because of their
relevance to the search terms, as
opposed to their being
advertisements. In contrast, non-
organic search results may include
pay per click advertising.
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Location:
- Google/Bing
- Industry Sites
- Google Network

PPC / Paid

- Facebook, TikTok, Linkedin, Twitter

Campaign Types:
- CPC, CPA

- Retargeting Ads, Competitive Terms, Products,
People, Brand Names, Hand Picked, etc...

Testing:
- Ad Copy
- Keyword List
- Images

o
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keep what | PPC Management
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Process

Use
Reporting
Toolsto |
Measure |
Results
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Jan Impressions = Vendor | Clicks = Vendor| Total Spend Conv (1-per-click) CPA (1-per<lick)| ROI (5DL's = 1customer @ 1K) - (Spend) | Investment ratio
Google 740666 9197 $7.902.70 553 $14.29 $113,757 .30 14 to 1
Bing 410707 1567 $479.36 54 $8.88 $11,400.64 24 t0 1
1,151,373 10764 $8.382 06 607 $13.81 $125,157 94 15t0 1

Feb Impressions = Vendor | Clicks = Vendor| Total Spend Conv (1-per-click) CPA (1-per-click)| ROI (5DL’s = 1customer @ 1K) - (Spend) | Investment ratio
Google 512942 9168 $7.981 .48 500 $15.96 $102,018.52 13to 1
Bing 198091 803 $225.21 36 $6.26 $7,694.79 34to1
711,033 9971 $8.206 69 536 $15.31 $109.713.31 13to 1

Mar Impressions = Vendor | Clicks = Vendor| Total Spend Conv (1-per-click) CPA (1-perclick)| ROI (5DL's = 1customer @ 1K) - (Spend) | Investment ratio
Google 967499 9871 $9.471.05 577 $16.41 $117.468 95 12to 1
Bing 268,277 1,101 $539.13 59 $9.14 $12,440.87 23to 1
1,235,776 10972 $10,010.18 636 $15.74 $129,909.82 12to 1

April Impressions = Vendor | Clicks = Vendor| Total Spend Conv (1-per-click) CPA (1-per<lick)| ROI (5DL's = 1customer @ 1K) - (Spend) | Investment ratio

Google 2021435 12154 $12,973.79 539 $24 07 $105,606.21 8to1
Bing 189,070 959 $543 51 39 $13.94 $8.036 49 15t0 1
2,210,505 13113 $13.517.30 578 $23.39 $113.642.70 8to1

May Impressions = Vendor | Clicks = Vendor| Total Spend Conv (1-per-click) CPA (1-per-click)| ROI (5DL’s = 1customer @ 1K) - (Spend) | Investment ratio
Google 1541230 12217 $12,925.73 695 $18.60 $139,974 27 11to 1
Bing 213,359 1,284 $706.00 59 $11.97 $12,274.00 17to 1
1,754 589 13501 $13.631.73 754 $18.08 $152 248 27 11to 1

Totals Impressions = Vendor | Clicks = Vendor| Total Spend Conv (1-per-click) CPA (1-per-click)| ROI (5DL’s = 1customer @ 1K) - (Spend) | Investment ratio
2012 totals 7,063,276 58,321 $53,747 .96 3,111 $17.28 $630,672.04 12to 1
2011 totals 6,880,360 33,982 $20,259.72 849 $23.86 $15,138.21 07to1
2010 totals 35,973,417 35,124 $55,268 .45 177 $312.25 $3,392.11 0.1to 1




How Customers Use Search

statcounter
- GlobalStats

- Most Google searches « 57% of search traffic is

are three to four words mobile.
long + Location-related
« 50% of the U.S. searches account for
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« 57% of search traffic is
mobile.

- Location-related
searches account for
30% of all Google mobile
searches.



- Most Google searches
are three to four words
long

» 50% of the U.S.
population uses voice-
enabled search each
day



statcounter
GlobalStats Press Releases FAQ About Feedback

>

Google bing Yahoo! DuckDuckGo YANDEX

37.43%  /7.35% 2.34% 1.87% 0.17% 0.09%

Search Engine Market Share in United States Of America - January 2024
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On-page SEO is the practice of optimizing individual web pages and their source code

(HTML) to make the page rank as high as possible for relevant search terms in the major . .
search gngines arganic resu.!lts. Below are just some of the On-page SEO issues most of the . Tltle (u n |q u e p e r pag e)
companies | have worked with have had to deal with. . . .
Comewe - META Description Tag (unique per page)
itle & meta tags, header tags, a H H
e Page speed ¢ s - META Keyword Tag (unique per section)
¢+ Filesize
CSS, HTML, and JavaScript files « Header Tags (H 1, H2 & H 3)
e Image / Video Optimization
size, file name, file format,
. redirects * Al't Tags
301s, 302s, 404's and Canonicals, . NeW CO ntent
. Other
browser caching, server response time, Content distribution networks (CDNs) .
e Accessibilty & indexation o « Internal & External Links
robots.txt, sitemaps, response codes, internal link architecture, crawl stats & .
errors, URL strings / Parameters, URL strings, Root domains, Subdomains, S,
Subfolders, Pagination issues * F I I'e names o
« Content * ~
Usefulness, Related topics, relevant keywords, use of Bold/Strong tags, M 8 |te m apS weoge

content length, backlinks (#of, source & anchor text), Duplicate content

URL Management

When you launch a new campaign or product make sure you consider the

fouowmg: The "Perfectly’ Optimized Page
| d ECE
« Name N S —
» Social Address (EX: facebook.com/YourCarService)
- Common Misspelling Pl You Trst .
- 301 Redirects —
+ SubDomain vs. Subfolder — ] |

- Strategy for URL's Not in Use

» Registration Period

- Site & Page Age

+ Contact Info for URL Ownership




On-page SEO is the practice of optimizing individual web pages and their source code
(HTML) to make the page rank as high as possible for relevant search terms in the major
search engines organic results. Below are just some of the On-page SEO issues most of the
companies | have worked with have had to deal with.

e  Tagging
o  Title & meta tags, header tags, Alt tag
e Page Speed
e File size
o  CSS, HTML, and JavaScript files
e Image / Video Optimization
o  size, file name, file format,
e redirects
o 301s, 302s, 404's and Canonicals,
e  Other
o  browser caching, server response time, Content distribution networks (CDNSs)
e  Accessibility & indexation
o  robots.txt, sitemaps, response codes, internal link architecture, crawl stats &
errors, URL strings / Parameters, URL strings, Root domains, Subdomains,
Subfolders, Pagination issues
e Content
o Usefulness, Related topics, relevant keywords, use of Bold/Strong tags,
content length, backlinks (#of, source & anchor text), Duplicate content
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X 3 Ad d Search
GO 08 le how to write a title tag p,.eﬁr::cesem

Webh Show options.. Results 1 - 100 of about 144,000,000

All about the Title Tag for Search Engine Optimization
Feb 1, 2007 ... Simply choose the most relevant keyword phrases tha
on, and write a compelling title tag accordingly. ...

www highrankings.comfallabouttitles - Cached - Similar

opy was based

SEOQO Article - Make a title tag that search engines will like
Do not write title tags that are not relevant to the content on the page. Searc
compare text in the title tag against actual textual content on ...

wwwy geocities.comifrakilkiseo-title-tag.html - Cached - Similar

Title
ags

Title tag quidelines - search enging optimization
Title tag gmdelmes which can assist in optimizing your site for search engines and
to write a winning web development or marketing proposal. .. :
www tamingthebeast netfadiclesttitlietag.htm - Cached - :E:imilar

HTML Tip: Using ALT And TITLE Attributes
“One way to do this is to use ALT and TITLE attributes wherever you can. ... Note that in each/
example, we used either the ALT or TITLE attribute to provide ...

www hetmechanic.com/newsivol6/html_no1.htm - Cached - Similar

HTML Title Tags for Search Engine Optimization & Web Usahility ...

Mar 29, 2004 ... "Do | need to put a differenttitle tag on every page of my site?" ... In HTML
code, the title tag specifies the title of your Web page. ..

wwwy seologic.comifagititle-tags.php - Cached - Similar
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URL Management

When you launch a new campaign or product make sure you consider the
following:

The "Perfectly” Optimized Page
{for the example keyword phrase “chocolate donuts™)

« Name

- Social Address (EX: facebook.com/YourCarService) e S

- Common Misspelling " Who Would You Trus I

+ 301 Redirects R

- SubDomain vs. Subfolder

- Strategy for URL’s Not in Use
- Registration Period

- Site & Page Age e
- Contact Info for URL Ownership e







WHOIS search results for:

INFRAGISTICS.COM

The data contained in GoDaddy.com, LLC's WHOIS database,

while believed by the company to be reliable, is provided "as is”

with no guarantee or warranties regarding its accuracy. This

information is provided for the sole purpose of assisting you

in obtaining information about domain name registration records.

Any use of this data for any other purpose is expressly forbidden without the prior written
permission of GoDaddy.com, LLC. By submitting an inquiry,

you agree to these terms of usage and limitations of warranty. In particular,
you agree notto use this data to allow, enable, or otherwise make possible,
dissemination or collection of this data, in part or in its entirety, for any
purpose, such as the transmission of unsolicited advertising and
solicitations of any kind, including spam. You further agree

not to use this data to enable high volume, automated or robotic electronic
processes designed to collect or compile this data for any purpose,
including mining this data for your own personal or commercial purposes.

Please note: the registrant of the domain name is specified
in the “registrant” field. In most cases, GoDaddy.com, LLC
is notthe registrant of domain names listed in this database.

Registrant: This i S H
Infragistics Inc OWS
2 Commerce Drive @ar Ch E

Cranbury, New Jersey 08512

Nai
United States 9 n e

Registered through: GoDaddy.com, LLC (http://iwww.godaddy.com)
Domain Name: INFRAGISTICS.COM

Created on: 18-Oct-00
Expires on: 20-Jan-17

Last Updated on: 09-Aug-11

S Think




The " "
he "Perfectly” Optimized Page

(for the e
xample keyword phrase "chocolate do
nuts”)

age 1 t e. 1 . 1 JV\Li ddKE

Meta Description: Mary's Bak
y's chocolate donuts are possibly th
are possibly the most

delicio
elicious, perfectly for
y formed, flawlessly chocolately don
ately donuts ever mad
2 ade

H1 Headline:
e:
Chocolate Donuts from Mary's Bakery

| -
ch mage Fllename: Body Text:
ocolate-donuts. jpg

chocolate donuts

donuts

?hoto of Doﬁuts
(with Alt Attribute):
Chpcolate Donuts

WHOIS gearch results for:

chocolate donuts

The data contamed in GoDaddycam. Les WHONS datanase.
while pelieved by T company 1o B2 relianle, 18 vrwdeu'as s
with no guarantae of warranties regarding its SCCUTACY This
infpermation 1S provided for e S0k pummase of asalsting YU

in potaining infemation abaut damain name regighration records.
Aqy use O1MIS aha tor any Dther purpose s enpressly farcidden withaut W priar wimen dOnu ts
permission af GoDaddy. com, LLC. BY ubmiting an invadiry.

you agree o these lBIME of usage and limiations of warrants. pafcular,

1]
s smination of collection stihis data, In partorin entirety fat 1Y chocolate

a%
golicitations of any Kind. including Spam. Y Turinar agree
ot to use HIS gata o enatie high velume. automasted o fobotic glactronic
processes gesignad i collector compile this data for any purpes e,
inchuding mining IHie data for your own personal of commercial purpases

Please Noke. the registrant of the domain name I8 specified
nthe registrant field. In most Cases GoDaddy.com [NE= - Ch
s not e registrant of domain names fisted in Mis daabase ocolate donuts

Regisrant Thj_g fls HO

imfragistics Int

w§s
2CommeeOE earCh En i ch

ranbury, Naw Jerse 095

U:;D;;m:: arsey g;neS Th'lnk ocolate

Registered trough GoDaddycom. e Lm'mn-m'.undaum:mm}
Darmaln Hame: INFRAGISTICS cou

Creaked on 1g-0ck00
Expirgs on- an-Jan-1T
Last Updated on ag-Aug-ti

chocolate donuts,

Page URL: h [/
: t - fJ
tp://marysbakery.com/chocolate-d
-donuts



Off Page SEO

T “4-_‘2';“4 ’..l'l-"".. (NS S
/ ¥+ % | comment On Blogs: Farum Participation:

Anchor Text

_Submissions
Press Article
Releases -7 ertmg

R
Ao

A few things to keep in mind
a5 you begin link building:

L

PROSPECTMX
LINK B DING 101
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Anchor Text
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Heggehods

THE PAGE IS l

I GUESS
ABOUT HEDGEHOES 3
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Facebook has been in hot water lately. If you've been keeping up with the |atest

news, you know what I'm talking about.

And it doesn’t help that 62% of small business advertisers on Fac ok don't find

rgets.”

success. More specifically, they "miss t

Their audience targeting is flawed, and they can't e right users to sell their

products and services. _AnChOTK I@th



Hedgehoqs
I GUESS THE PAGE IS l
ABOUT HEDGEHOGS,




Social Media

You don’t need a marketing company to brand you now: you can do it yourself

Your Management Strategy Generating Content

+ Content Mix

+ Talk about yourself

+ Talk about others

+ Promote your business CONTENT CONTENT CDN:ENT
+ Templates . HoTio) : "
« Theme days
« Employee and user-generated content
» Repurposing content

+ Choose the right
platform for your
business

- Determine your voice

» Use consistent
branding

+ Stay on track with a
content calendar

Use Google to Generate Content Free and Affordable Resources
- e . Canva T '
o - S e « Unsplash

« Dupe Photos

- Creative Market =
- SocialPilot i\
- Answer the Public S




Your Management Strategy

- Choose the right
platform for your
business

- Determine your voice

- Use consistent
branding

- Stay on track with a
content calendar




Generating Content

- Content Mix

- Talk about yourself

- Talk about others

+ Promote your business  “CoWrenr  content  comrtent
- Theme days
- Employee and user-generated content
- Repurposing content



Use Google to Generate Content

(o ;_;ie safest airport rides . t e) How early should | get to Atlanta Airport?

How early should | arrive? If you are flying domestically, airport officials recommend you
arrive at least two and a half hours early. But, if you are flying internationally, you should

try to get to the airport three hours early.

. Cumming, GA 30040  Choose area " “';La:""‘? Eomd o i

[ Swershume _ | — Traveling for holidays? | What to know before heading to
Atlanta. GA ' ‘_" Atlanta's airport

;-4--;-..[":11:-. n : h:e e‘ | .t " Search for: How early should | get to Atlanta Airport?

People also ask Are there taxis at Atlanta Airport?

s there an airport shuttle in Atlanta?

How to get to Atlanta Airport without car?

How much is a taxi from Atlanta Airport to downtown?
Is the Atlanta Airport shuttle free?
How early should | get to Atlanta Airport?
How early to get to Atlanta airport for 7am flight?

Are there taxis at Atlanta Airport?

How to get to Atlanta Airport without car? What time should | get to the airport for an 8am flight?

s the Atianta Alr aluttie fraa? Z :
s the Atlanta Airport shuttie free How busy is Atlanta airport at 6am?



Google safest airport rides %

Q Al &) images 2, Perspectives (*) Videos B) News i More

About 352,000,000 results (0.33 seconds)
® Hesults for Cumming, GA 30040  Choose area

SuperShuttie
hitps Awww supershuttie com , locations , atlanta-atl  :

Atlanta, GA

Book a nde In Alanta, GA _ SuperShuttie Express/ExecuCar, the leader in airport
transportation serving over 70 airport locations woridwide Fooler

People also ask :

Is there an airport shuttle in Atlanta?

How much is a taxi from Atlanta Airport to downtown?
How early should | get to Atlanta Airport?

Are there taxis at Atlanta Airport?

How to get to Atlanta Airport without car?

Is the Atlanta Airport shuttie free?

Tools

. 4

Feedback

How early sho

How early sho
arrive at least
trytogettoftf

m 11alive.cc
hitps:/Mwww

Traveling f
Atlanta's a

Search for: Hc
Are there taxi:
How to get to
Is the Atlanta /
How early to ¢
What time shc

How busy is A



o -

Tools

Feedback

How early should | get to Atlanta Airport? A

How early should | arrive? If you are flying domestically, airport officials recommend you
arrive at least two and a half hours early. But, if you are flying internationally, you should
try to get to the airport three hours early. Dec 13, 2023

m 11alive.com
hitps//www. 113alive.com » article » travel ; hartsfield-jac...

Traveling for holidays? | What to know before heading to
Atlanta's airport

Search for: How early should | get to Atlanta Airport?

Are there taxis at Atlanta Airport? v
How to get to Atlanta Airport without car? v
Is the Atlanta Airport shuttle free? v
How early to get to Atlanta airport for 7am flight? v
What time should | get to the airport for an 8am flight? ~
How busy is Atlanta airport at 6am? ~

Feedback



Free and Affordable Resources

» Canva

- Unsplash

- Dupe Photos

» Creative Market

- SocialPilot e
- Answer the Public
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Public

667 Results: imousine
Avg. Searched

Lowest Searched

All CPC data are in USD

54/115

& answerthepublic.com



Public Relations

PR is not about your company’s vision, it’s about how the world perceives it.

Shield Shout

Identify Possible Crisis Situations Before They Happen Promote Yourself
+ Build your reputation - Issue press releases
* Reviews - = + Promote positive reviews 7/
+ Community involvement - Seek awards and recognition ~
- Charitable donations \ : i
; + Promote new vehicles, new
+ Networking . - . ~—
+ Put systems in place to prevent \ affi l'a}tes’ new service ’ ~
crises / offerings ‘
- Have a plan for inevitabilities, / + Write for free in community
such as service failures publications .

Setbhack Strategy

Handle Unhappy Clients Effectively

The Ohio State University researched what kinds of apologies work. We've
used this exact template on behalf of our PR clients for years.

- Express regret and sympathy
+ Explain what went wrong

- Take responsibility

+ Offer a second apology ¥
+ Make it right - . —
+ Request forgiveness



Shield

Identify Possible Crisis Situations Before They Happen

- Build your reputation

- Reviews P —
- Community involvement \
- Charitable donations a
- Networking
- Put systems in place to prevent \
crises ‘ p

- Have a plan for inevitabilities, R 4
such as service failures



Shout

Promote Yourself

- Issue press releases

- Promote positive reviews

- Seek awards and recognition

« Promote new vehicles, new
affiliates, new service
offerings

- Write for free in community
publications




Setback Strategy

Handle Unhappy Clients Effectively

The Ohio State University researched what kinds of apologies work. We’ve
used this exact template on behalf of our PR clients for years.

- Express regret and sympathy

- Explain what went wrong

- Take responsibility

- Offer a second apology . N TR
- Make it right - ” -
- Request forgiveness
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Thank you for joinin

Let us know how we did

Scan the QR code to complete a short survey
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