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Being the best means nothing if no one knows who you
are. Use these five tips for maximum exposure and sales.

By J.P. Hunt, Contributing Writer

$62,428.77

26 days

DOES YOUR WEBSITE PASS the “seven-
second rule?” If you can't catch someone’s eye
in seven seconds, you are losing sales.
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arketing is an investment.

It can be hard to lock be-

yond the time and money
you have to put into it, especially if you
have a small business. But if you want your
company to grow, you must shift the para-
digm and focus on results.

Marketing vields sales and spending on
itisn't a luxury — it's a vital part of devel-
oping your business and increasing its reve-
nues. But with today’s constantly expanding
range of options, where do you start?

Begin with your business. What can you
do to help someone discover your compa-
ny? How you can put your business in front
of the people who need your services? An-
swering these questions requires dedicated
time and making the process a priority.

Marketing is about planning and del-
egating, and it's an ongoing effort. Block

out time on your schedule for a regular
daily meeting to work on marketing ini-
tiatives and assign people on your team
to implement them. Set aside 10 minutes
each day for “scrum” meetings to align the
team, update everyone on where projects
stand and what’s on the day's schedule.
Meetings like this not only generate ideas,
but they also enhance communication and
foster an understanding of a project’s im-
pact from various perspectives. Most of
all, they reinforce the company's commit-
ment to marketing itself.

It's also important to invest time in
benchmarking, or evaluating what other
businesses are doing to market themselves.
What are they doing correctly? There are
lessons to be learned.

In developing a marketing strategy, five
areas stand out as “musts.”
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Your website. The big things
here are the image your compa-
ny projects (quality) and how it
encourages and engages visitors
(function). Focus on three key elements:
professionalism, brand and image align-
ment, and clear messaging. Your website is
the nexus of your social media marketing,
so it is critical that it makes the right state-
ment about your business. It needs to
reflect your brand in a professional way
that appeals to your target audience. Your
logo should speak to consumers and your
website needs to work with it.

Also, aesthetics count. The trend is to-
ward a contemporary, corporate look that
is flat, minimal and clean. This is another
area where benchmarking is useful. Look
at what the major players are doing and
compare it to your website. Is what you're
doing current or dated? Are you send-
ing a clear visual message? Since apparel
decorating is a visual industry, photos and
graphics posted on your site are particu-
larly important.

Size matters, too. It's important to
have your most relevant content on the
homepage of your website, and that the
page be large enough to grab the viewer’s
attention and clearly present your content.
The “seven-second rule” applies: Someone
should be able to discern what your com-
pany does in seven seconds; otherwise,
don’t count on them sticking around to
figure it out. Is your message “above the
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YOU CAN KEEP WEBSITE COSTS LOW
by using templates that provide a range of
chaices in colors, fonts, banners, etc.
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s using the Design Studio

Need pricing?

Click the ‘Get a quate’ button below to view pricing. Our
Guoting tool Is quick and eagy!

fold” (toward the top of the page) where
viewers can get the full impact without
having to scroll down?

Your content can be an at-a-glance
description of your services or a call to
action. You need to determine what, as a
business owner, you are trying to achieve.
‘What action do you want the consumer to
take and how are you going to drive him
to do it? Do you want to generate a lead?
Get visitors to see your specials? Make
sure your message is clear and obvious.
Provide contact information to make con-
necting with you easier.

Getting credible outside input also can
be helpful. Ask people you respect to go
to your site and share their impressions
from a seven-second visit. What did they
learn? What was their overall takeaway?
Test different looks and layouts, and com-
pare the feedback.

Consulting with a professional web de-
signer might be worthwhile, even if you
do the actual labor in-house. Purchasing
website design software is another option.
Firms offering licensed website solutions
typically have staff who are experts in
user-interface engineering. They can draw
on tons of data that you can leverage to
optimize your site — everything from the
best color for buttons to the right font size.

Templates can minimize development
costs while helping to achieve a custom
look. Many of these are theme-driven; they
provide a range of choices in colors, fonts,
banners, etc. Although the structure will
be consistent, the myriad possible combi-
nations allow for distinctive displays.

Another key consideration is website
functionality. Just as the nature of their
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HAVING A CALL TO ACTION an your
homepage is a great way to grab attention and
draw viewers further in to your website.

business calls for printers to pay particular
attention to visual elements, it also re-
quires them to focus on self-help in their
site design. Their websites must be func-
tional and transactional. Can a customer
get information on products and art con-
tent, as well as a price quote? The ability to
take orders and handle transactions is part
of self-help. Customers are accustomed to
instant gratification, and facilitating trans-
actions is critical to creating a successful
website in our industry.

Social media. This type of

online presence is a must for

marketing today. Consumers use

it to learn about your company
and its identity. Social media presence is a
validator. The expectation is that if you are
a legitimate business, you will have it —
similar to a phone number or business card.
Customers use it to get sense of your com-
pany’s identity and influence.

Like your website, your social media
representation should mirror your brand-
ing. But whereas your website is static, social
media is a conversation. It's not a news chan-
nel for presenting information about your
company; it’s an opportunity to engage with
others. What kind of conversation are you
having with your customers? Does it reflect
your company's personality? The goal is to
be involved in the community, and the best
way to do this is by asking engaging ques-
tions that make your social media exchange
dynamic and interactive.

There are a number of social media
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options, including Facebook, Google Plus,
Twitter, Instagram and Pinterest. Being on
any or all of these networks offers a prime
opportunity to share content. Facebook, for
one, has done a great job of understanding
individual users, drilling down to demo-
graphics and age. It allows a business to
follow or engage with people who could
be tomorrow’s customers. It can position
a company where its prospects may re-
side. Furthermore, once the business has a
presence, Facebook advertising can gain ex-
posure for a shop’s brand and position it to
a precisely targeted market, filtering your
ads to certain age ranges, interests, etc.
Social media requires a time invest-
ment. Apparel decorators should post con-
tent regularly, preferably daily. Scheduling
it in advance simplifies the process and
minimizes the time you spend. Most im-
portantly, your message should indicated
what your business is doing to help. What
problems are you solving? These are ways
to get people thinking about you with re-
spect to their own needs. Incorporating
photos with your posts will boost interest.
If you're using several outlets, social
media apps like HootSuite and Buffer
allow you to link your social media accounts
and broadcast to all using one tool. This
multiplies the return on your time invest-
ment. It also enables you to automate and
schedule content, and build a queue. These
apps also use algorithms to determine the
optimal day and time to send content.
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SOCIAL MEDIA NOW HAS become a
critical tool to promate your business. The
expectation is that if you are a legitimate
business, you will have it.

Pay per click. For a fee, Bing,
Facebook and Google offer busi-
ness owners the ability to display
targeted online ads based on
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AT A MINIMUM, you should email
your customer list once a month, whether
you send a newsletter, coupon or new
product release.

keywords. You can pay based on thousands
of impressions (e.g., every thousand people
who see the ad); you also can pay per click,
or when a consumer sees your ad and then
clicks on it to reach a destination.

The latter is more effective because
it drives people to your website rather
than having them simply see your ad. You
bid on keywords or phrases for ad place-
ment. The relevance of your website also
can factor into your positioning and what
it costs you, as the search engine is con-
cerned with customer satisfaction.

The most important thing here is track-
ing your results. Commit to three months,
but check the responses you get daily. Also,
be sure to ask people how they heard about
your company and provide a way to track
any coupons you offer. Facebook and Google
offer tracking assistance. There should never
be an instance where you don’t know if a
marketing approach is working.

Email marketing. This is
another way to communicate
with new prospects and existing
customers. Existing customers
are the easiest people to whom you can
sell. Don’t make the mistake of doing a job
for a company and assuming you will get
its repeat business. Once you have a cus-
tomer, it’s about staying in front of him
and reminding him about your services.
Newsletters featuring new products
and services are a great way of doing this.
Email marketing is inexpensive, and many
services provide templates and tools you
can use. If you include something like a
special offer that the reader clicks on,
which sends you data, you also may con-
sider sending him a secondary message.
Email your customers monthly to recon-
nect them with your brand and identity.
Email lists are permission-based. You
can include a form on your website or
send customers an initial email inviting
them to opt in to receive your newsletter.
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OFFERING TO TAKE OVER the fund-
raising sales and order-taking/processing
function for a customer gives you a big edge
over your competition.

You also must include options to unsub-
scribe or report your emails as spam.

Fundraising. This is a great
approach to online marketing.
In today’s economy, there are
many organizations trying to
raise funds and companies trying to fulfill
orders. Offering to take over the sales and
order-taking/processing function for a cus-
tomer’s fundraiser can give you a big edge
over your competition, boost your margin,
and raise your profile and customer base.

Instead of fulfilling orders collected by
someone in an organization and selling to
them at wholesale to be marked up, you
can set up an online store, sell the fund-
raising items for near-retail prices and
give the group a percentage-based com-
mission or donation. This streamlines the
process and reduces headaches for you
and your customer.

You can expand the product offerings
and sales, as well as the reach of your com-
pany and the organization, by having its
member share the online store link. It's
an extension of your company and the
higher price brings in more money for the
organization. Presenting this option that
consumers are supporting to non-profit
groups can attract new customers. It's a
goodwill gesture and good marketing.

It's an investment of time and some
money, but there’s no better way to build
your company than engaging in regular
marketing activities. Hopefully these ideas
will give you the motivation and incentive
to get started. 4

JP. Hunt is one of the founders of Ink-
Soft, a company that offers a comprehensive
business suite including an online designer,
e-commerce platform and other business tools.
He also is the vice president of sales and mar-
keting. For more information or to comment
on this article, email J.P. at jphuni@inksoft.
com or visit www.inksoft.com.
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