
TBI’S HOW-TO GUIDE

Basic marketing principles to keep in mind and improve sales



Marketing isn’t simply an important component to the success of your business—
it should be at the core of your business. Without marketing, your business could offer 
the best service or product in the industry, but your potential customers wouldn’t know 
about you. Marketing drives sales, and, as Mark Cuban, owner of the Dallas Mavericks 
puts it, “No sales. No company.”

Marketing is a broad term, and both business owners and consumers can easily get confused with other terms 
like advertising and public relations. An easy way to think of marketing is like a big umbrella in which the various 
parts of your overall marketing strategy fall under, such as advertising, social media and public relations. Some 
of the world’s most celebrated and well-known companies—think Apple or Coca-Cola—have been successful using 
two simple tactics: make great products and market them, well.

At TBI, we are committed to ensuring the growth of your business; providing you with a variety of tools to go to 
market with. But we also want you to have a referenceable guide on what we’ve determined are six important 
aspects of marketing you shouldn’t ignore:

BRANDING & 
WEBSITE

Go there now >>

DATA & ONLINE 
MARKETING

Go there now >>

SOCIAL MEDIA & 
SOCIAL MEDIA 

MARKETING
Go there now >>

EMAIL
MARKETING

Go there now >>

MARKETING 
CONTENT

Go there now >>

MARKETING 
DESIGN

Go there now >>



BRAND
Whether you’re a one man shop or a company of 100+ 
employees, how you present your brand has the potential 
to make or break your company. By brand, we don’t mean 
your company name or logo, but a more holistic term; 
it’s the brand promise, it’s what customers can expect 
to get when working with you, from your products 
and services, the kind of company you are and your 
competitive advantage. Your brand is derived from who 
you are and what you strive to be. Here are some of the 
most important things to consider when creating and 
communicating your brand.

DEFINE AND IDENTIFY
Define who you are and where you fit (competitive 
advantage). Start by reflecting on your past sales. 
How have you historically been successful; how have 
you gotten the business you have/had? Did you collect 
feedback on why they chose you over a competitor? If 
not, it would be beneficial to find out from customers 
what you had that was appealing to them. You can use 
this to define your competitive advantage, whether 
that be price, value, speed or service. Your competitive 
advantage will play a key role in forming your identity 
and marketplace perception. Your competitive advantage 
should be prominent in your communications as that is 
what makes you notable and memorable. 

Identify your audience. It is crucial to have a working 
knowledge of who your audience is. Historically, have 
your customers been C-Suite decision makers? Were 
they in the process of a technology refresh, or did they 
have an initiative that you were able to get in at ground 
level? What is the average size company you have the 
most luck with? Do they have IT departments; how have 
you interacted with them? Answers to past work help 
shape the language and channels you use to market. 
Understanding past successes can help with direction 
and messaging and will enable you to remain consistent 
in what you have to offer and what you do best. 



ANALYZE
Analyze your current customers. 
What do they have in common? Consider both demographics and psychographics. Typically, how big/small is the client? 
This will help identify where you’ve been selected in the past and where you have the best chance of winning in the 
future. What products/services are the most in demand? Continue to identify the problems and needs your business is 
the answer for. 

Analyze your competition. 
This can help in a few ways. You can learn who they are targeting and how successful they are at it. You can see what 
competitive advantage they are selling themselves as having and what audience it attracts. After analyzing that you 
can decide if you want to fight your competition for their audience or find a new one with different tactics.

Default to old school marketing best practices:
complete a SWOT to help meet business goals. 
SWOT stands for strengths, weaknesses, opportunities 
and threats. Understanding how your business addresses 
each quartile will help you further define your brand and 
reach strategic business milestones. Figure out what your 
business does the best (better than the competition). 
What specific business goals do you have set and where 
do the weaknesses in your plans to accomplish them 
lie? Is there any place in your business model where you 
might fall short? Looking at the marketplace, are there 
opportunities you can capitalize on, or an industry-wide 
change where you might be best positioned? Is there 
a new compliance requirement that you can help the 
customer to more easily attain? Is the competition paying 
close attention to one thing and neglecting another? 
Lastly, what threats exist in either the marketplace or 
amongst your competition? How can that impact the 
brand and what adjustments should you make to better 
market what you do?



Your website is your customers’ insight into who you are as a business. A clean, smooth and functional website can give 
a prospect faith in your credibility; whereas, a messy and tough to navigate website could have the opposite effect. Like 
brick and mortar, your website should function the same, organized and easily navigable format. It should be inviting and 
leave the user with a positive experience. The following are things to consider for making that good first impression:

A LOOK AT YOUR HOME PAGE: GETTING THE MOST OUT OF YOUR WEBSITE

PERFORMANCE
Ensure your website load time is as quick as possible. 
Too many images, videos and broken links could make 
the visitor abandon the site before it has even finished 
loading. 

Your website should also be optimized to perform on 
mobile devices. Most users will view your website on 
the go or on a tablet/phone. Make sure the web design is 
responsive and looks just as good, if not better, on mobile 
devices.

USER EXPERIENCE
Your website should grab your visitors’ attention 
immediately. In simple terms, explain what you do 
within the first 2 seconds of landing on your homepage; 
above the fold and in layman’s terms. Not only do you 
have to grab their attention, but then you need to 
convert to a customer, so start the journey with a bang.

Make your website visually appealing and clean. 
People do judge the book by its cover; it takes only 
.05 seconds for a user to form an opinion of your site 
and whether they like it and plans to stay. Much of 
this decision is driven by design. Use modern font and 
imagery. Try to avoid being too text heavy; pictures and 
video are more appealing. Reference the section of this 
guide about design for more insider tips and tricks. 

Quickly describe how customers will benefit from 
your products or services on your home page. 
The rest of your website’s pages have a clear, defined 
purpose. Concise content, with an adequate amount of 
white space, aids in that clean feeling. Quickly share 
what you do, how you do it and how to get a hold of you, 
so you don’t overwhelm the reader. This is especially true 
for the homepage but carries for every page. 

You should ensure the user experience on your 
website is always seamless, from quickly finding what 
they want, to getting there in the least number of clicks. 
You’ll have a higher likelihood of converting a visitor to a 
qualified lead if their experience is streamlined and simple.



Every page of your website must 
provide a clear call-to-action.

In marketing, a call 
to action (CTA) is an 
instruction to the 
audience designed to 
provoke an immediate 
response, 
usually using an imperative verb 
such as “call now”, “find out more” 
or “visit a store today”. 70% of small 
business websites lack one on their 
homepage. It’s important that each 
web page is helping to move that 
visitor through the sales funnel. 
From research to inquiries to bona 
fide prospects, arm your visitors 
with what you want them to do with 
the content you’ve provided. 

Present your contact information 
in a clear and easy-to-find format 
on every single page. 
The footer of your website is the 
go-to place for contact information. 
It’s kind of like the signature at the 
end of a letter or your name and 
company information at the bottom 
of an email; it’s just what you do. 
Unsurprisingly, this is a place people 
often look for contact information; 
this practice is also helpful because 
it can seamlessly be placed on 
every page in this position. That 
way, your contact information is 
always associated with the different 
aspects of your company that your 
website highlights.

A Contact Us page should 
always be given. 
This is the mainstay for getting in 
touch with your company. It provides 
different methods of contact for 
potential customers and is super 
easy to locate. A typical Contact Us 
page should include your company’s 
phone number (or multiple numbers 
if, for example, they should call a 
different number to reach customer 
support versus sales), your 
physical address, a map, and a ‘lead 
generating’ contact form. A Contact 
Us page should give your potential 
clients the option of calling, driving 
to your store (with directions at 
their fingertips) and a form for them 
to email your company instantly. 
It is vital that you customize your 
Contact Us page to reflect your 
company’s needs and organizational 
structure as well as providing easy 
options for people to get in touch 
with you. 



BENEFITS OF IMPLEMENTING A CRM:
A single point to store all customer information. 
Gone are the days of a rolodex on your desk or a pile of business cards in a 
drawer, on top of a notebook full of chicken scratch that stores all your notes 
about your customers. 

Get more granular on the data you can track; a CRM isn’t only a place to store 
contact info. From recording the number and dates of messages you’ve left for a 
customer, to making notes about conversations you’ve had, to tracking the start 
and end dates of their contracts, having all the pertinent data about a customer 
in a single place is invaluable. 

Speaking of data, the quality of data you house in your CRM would be one of the 
most critical factors when implementing and/or updating your solution. If you 
don’t keep the information in your CRM up-to-date, you may as well not use one 
at all. NOTE: The average database turns over 25% per year, which is why it is 
vital to update information such as email addresses and new points-of-contact 
as soon as you learn something has changed. 

Market Segmentation is another key benefit to a CRM. 
Market segmentation is how you divide your contacts into sub-groups of 
consumers based on some type of shared characteristics. The ability to segment 
your database is a huge benefit when it comes to marketing:
 > You can target certain types of audiences based on how you’ve segmented  
  your database. Whether it’s by location or solutions deployed or industry,  
  you can more accurately target your audience, so that you don’t over 
  whelm your entire database with irrelevant information.
 > Segmentation also allows for easier account-based marketing (ABM). ABM  
  is the strategy of taking all marketing activities you normally do to address  
  segments by industry and/or product/solution and apply them to high  
  value accounts, individually. 

YOUR DATA MAKES A DIFFERENCE

Customer Relationship 
Management (CRM) is 
the process of tracking 
and analyzing all the 
interactions you have 
with your customers 
and prospects. 

CRM software is a tool that 
centralizes, simplifies, secures 
and scales your customer 
engagement. While the 
overarching reason to having a 
CRM is organizing your data, it 
also enables you to make your 
customers the primary focus. 



WHAT IF I DON’T HAVE A CRM?
Simple answer. Get one. There are six main things you should be 
considering when you’re looking for a CRM: budget, cloud or on-prem, 
features, scalability, compatibility, and mobile capabilities. 

How much budget are you willing to spend on a CRM? Keep in 
mind, while there is often a cost involved in a CRM solution, inherent 
ROI lies with increased efficiency and productivity when your data 
becomes infinitely more manageable and accessible. 

Do you want an on-premise or cloud-based solution? While an 
on-prem solution is a one-time investment, you’ll need to install 
external hardware in addition to purchasing the software. On the 
other hand, a cloud-based solution can be utilized from anywhere 
and is typically a SaaS-based solution.

What kind of features do you need in a CRM? Typically, price varies 
inline with the number and type of features you include. If budget is a 
big consideration, make sure the features you decide to pay for are the 
ones that will offer you the biggest bang for your buck. 

Can the CRM solution scale with your growing business? More 
than likely you will have to pay for upgrades or additional users. If so, 
make sure to factor this additional cost into your budget projections 
going forward.

Do your existing tools integrate easily with the CRM? External 
software and third-party applications need to be able to integrate 
with any CRM you’re going to implement. You should consider not only 
compatibility but cost for any API’s. Further, this should always be a 
consideration when looking to add any tools in the future. 

Does the CRM offer mobile capabilities? Is this an important 
feature for your organization? If you or your sales people spend 
more time on the road than they do in the office, you should vet the 
mobile solution as much if not more than the desktop solution for 
ease of use. 

WHAT IF I ALREADY 
HAVE A CRM?
Grow your distribution list with contacts from 
social networks. For instance, export all your 
LinkedIn contacts. Make a habit of updating your 
CRM after every customer meeting, every event, 
or any time you get a new business card. 

Do you have clearly defined segmentation you’ve 
been using? Whether or not you do, consider 
the following as data points you may want to 
segment further going forward:

 > Status – customer or prospect

 > Business size 
  (measure by revenue or headcount)

 > Vertical

 > Geography

 > Previous purchases

 > Title of contact

https://cdn2.hubspot.net/hubfs/555611/2018-06-12_LinkedIn%20Training%20Guide.pdf


SEO

SEO

THE ALPHABET EXPLAINED (SEO, SEM, PPC) 

SEO – SEARCH ENGINE OPTIMIZATION 
SEO is the flick of your magic wand needed to make Google most likely 
to include your post as one of the top results when anyone searches for 
that keyword. To give you an idea of why SEO is so important, consider the fact 
that the first five results on Google get 67% of all clicks. 

One way to optimize your website for SEO is organic optimization. This is 
done by aligning all the components of a webpage or blog to specific keywords. 
Adopting an effective organic SEO strategy has minimal to no cost. Choose 
keywords that are relevant to your company, to web traffic and to competition; 
all content you add to the website should address those keywords. Ensure that 
you update your website frequently with new content as well. Google gives a 
higher ranking to websites that refresh content. Utilize your keywords across 
your entire site and pay attention to descriptions that pop up in searches. A few 
things that you should always keep up-to-date:  

 > URL

 > Page titles 

 > Headers/Paragraph text

 > Alt text  
  A word or phrase that can be inserted as an attribute to tell viewers the nature or  
  contents of an image. The alt text appears in a blank box that would normally  
  contain the image.

 >Meta description
  A snippet of up to about 155 characters – a tag in HTML – which summarizes a  
  page’s content. Search engines show the meta description in search results  
  mostly when the searched-for phrase is within the description, so optimizing the  
  meta description is crucial for on-page SEO.

 >Anchor text
  The visible, clickable text in a hyperlink; used when internally linking back to the page.

Digital marketing is the 
marketing of products 
or services using 
digital technologies, 
mainly on the Internet, 
but also including 
mobile phones, display 
advertising, and any 
other digital medium. 

Search Engine Marketing is made 
up of search engine advertising 
(SEA) and search engine 
optimization (SEO). Each of 
these disciplines has a uniquely 
different strategy but both 
influence how you appear online.

Understanding the basics of SEO are a good start to implementing best practices on your website. Of course, SEO 
itself can be a complex and multi-layered strategy that entire careers are dedicated to; however, by learning basic 
SEO tactics, you’re well on your way to driving leads. 



SEO

SEO

THE ALPHABET EXPLAINED (SEO, SEM, PPC) 

SEM – SEARCH ENGINE MARKETING
Search engine marketing is a form of Internet marketing that involves 
the promotion of websites by increasing their visibility in search engine 
results pages primarily through paid advertising. 

PPC (pay-per-click) is an internet advertising model used to direct traffic 
to websites, in which an advertiser pays a publisher when the ad is 
clicked. Pay-per-click is commonly associated with first-tier search engines; for 
example, Google PPC is done through Google Ads.

If you have ever noticed the advertisements that appear with the search results 
on Google and other search engines, you’re already familiar with pay-per-click. 
PPC marketing is one of the best ways to reach the best prospects, at a moment 
that’s pivotal in their purchasing cycle. 

For ads to appear in conjunction with the results on a search engine page, 
advertisers cannot simply pay for their ads to appear more prominently than 
their competitors’ ads. Rather, ads are subject to what is known as the Ad 
Auction, a completely automated process that Google and other major search 
engines use to determine the relevance and validity of advertisements that 
appear on their results pages. As its name implies, the Ad Auction is a bidding 
system. This means that advertisers must bid on the terms they want to 
“trigger,” or display, their ads; these terms are known as keywords. Currently, the 
user submits their search query and the search engine performs the complex 
algorithmic calculations that the Ad Auction is based upon, determining which 
ads are displayed, in what order, and by which advertiser.

SEO is simply a 
component of search 
engine marketing. 

SEM includes 
components of paid 
search, such as PPC 
and SMM (social media 
marketing).

CLICK



SEO

SEO

THE ALPHABET EXPLAINED (SEO, SEM, PPC) 

REMARKETING
Remarketing is a clever way to connect with 
visitors to your website who may not have made 
an immediate purchase or inquiry. It allows you to 
position targeted ads in front of a defined audience that 
has previously visited your website – as they browse 
elsewhere around the internet. These image-based ads 
connect with visitors of your website and then follow 
them around to other websites, serving your ad through 
the Google Display Network, a network of over a million 
websites which run Google ads.

Understanding where your audience hangs out online can 
help with relevance and personalization of remarketed 
ads. If there is a website you know they frequent for 
industry updates, for example, placing display ads on 
these websites can be a smart tool to drive not only 
business but also brand awareness. 

EASY WINS
The following platforms are usually free and are quick to 
update. Once you see how you currently appear online, 
you can adjust the information to ensure it is correct and 
drive more links and traffic back to your site.

Google My Business is a free local business listing 
according to Google—make sure this is correct and 
up-to-date; it will show up when customers search for 
your business or businesses like yours on Google Search 
and Maps. Google My Business lets you post updates 
to showcase what’s new, respond to reviews to build 
loyalty and add photos to highlight what makes your 
business special. 

Manta is one of the largest online resources dedicated 
to small businesses; make sure you keep this information 
up-to-date. The Manta directory boasts millions of unique 
visitors every month who search their comprehensive 
database for individual businesses, industry segments 
and geographic-specific listings. Business owners 
can claim and customize their page to improve online 
visibility and marketability.



    FACEBOOK
There are few ways better than utilizing Facebook to get the name of your 
business out there for brand awareness. It’s important to remember that 
Facebook is utilized by people with a more casual mindset, looking for nostalgia, 
diversion and distractions. It’s the platform where you really want to make your 
brand seem tangible, even fun to engage with. 

Recommendations for posting:
We recommend posting to Facebook no more than once or twice a day. If 
you post too infrequently, your audience will forget that you exist, and you will 
quickly fade away in lieu of cat videos and memes. On the other hand, if you are 
posting too often, you risk becoming a nuisance, and they will dread seeing your 
posts overwhelming their feed.

So, what should you be doing? This is where the 5:3:2 rule comes into play. With 
regards to social sharing, it’s all about getting the right balance, so think of it as 
for every ten posts:

Noticeably, each of these areas have something in common—they all focus on 
your audience, not on you.

Visual content resonates with Facebook audiences and therefore, your 
potential or current customers. Try creating Facebook share images around 
the services you offer. Or, share a graphic explaining how SD-WAN works, for 
example. These images are going to appeal to your audience and customers 
more. Not to mention, visuals are shared by Facebook users more often and can 
help you to use your audience to sell your brand for you. 

A TOOL FOR INCREASING SALES

Social media has 
become an incredibly 
powerful tool not just 
for business, but also 
for prospecting and 
selling.

While the business side of 
social media is mainly used to 
drive website traffic and brand 
awareness, social selling is the 
art of using social networks to 
find, connect, understand and 
nurture sales prospects. 

It’s the modern way to develop 
relationships with potential 
customers and keep you—and 
your company—front of mind, 
so you’re the natural first point 
of contact when they’re ready 
to buy.

pieces of content should 
be from other sources 

that are relevant to 
your audience

should be content 
you’ve created

should be personal, fun 
content that humanizes 

your brand to your 
audience



SOCIAL SELLING ON 
FACEBOOK
The above recommendations can help 
build your brand and are the frontline to 
enticing your current and new prospects 
to engage and potentially contact 
you. However, there is one more very 
specific way you can mine for prospects 
on Facebook to target in future efforts. 

Utilize Facebook “Search” to Find 
Prospects; Facebook allows you to 
perform searches to try and find people 
who liked your page and what their 
other interests are. See the example 
from Salesforce, searching people who 
liked their page from Toronto.

A TOOL FOR INCREASING SALES



    TWITTER
Twitter is a social media tool primarily used for 
quick news or tidbits (was 140 characters, now 
280) and is used heavily in event marketing and at 
events to engage attendees and connect them with 
things going on. 

Recommendations for posting:
 > Post 2x/day on Twitter
 > Retweet and like at least 2 other people’s  
  posts a day
 > Follow all companies you have done business  
  with or partnered with
 > At an event, post for each session you attend,  
  mentioning speakers and event hashtags
 > Follow relevant industry publications  
  on Twitter 
 > Utilize Twitter to find outside articles to post  
  on your other social media channels
 > Create lists of industry influencers, industry  
  publications and customers/partners 

Utilizing Twitter for Social Selling
The most powerful part of Twitter for social selling 
is its ability to help you identify prospects to 
target, including influencers and active users that 
possess interests or views related to your brand. 
These influencers and active users can then be 
saved in a “Twitter List” where you can target them 
specifically with messages

A TOOL FOR INCREASING SALES

    YOUTUBE / VIDEO
One third of all online activity is spent watching 
videos, and YouTube has more than a billion active 
users; not only that, but YouTube is the internet’s 
second largest search engine, which can help 
improve your SEO and overall brand presence. 

Posts on social media that include video, get 3x 
more engagement than a simple text post. Videos 
are a an easy, eye-catching and dynamic way to 
show your audience what you and your company 
does. 

Distributing Your Videos
The first step is to develop a company YouTube 
channel. All videos specific to your brand, customers 
or partners, should be posted on your YouTube 
channel and organized into playlist; they should be 
SEO optimized to be easily searchable. In addition to 
YouTube, you should also:
 > Embed videos in your blog and share your blog
 > Share both the YT video link and your blog on  
  social platforms, promoting the video

Social Selling with Videos
Try to include a click-to-contact or click-to-signup 
link within the description of your videos. You 
want to utilize these videos to drive traffic to your 
website to get prospects to fill out a form and 
capture leads. 



A TOOL FOR INCREASING SALES

Recommendations for posting:
Like Facebook, we recommend posting to LinkedIn once or twice a day, to stay 
top-of-mind without overwhelming your followers’ news feeds. The type of 
content you should be sharing on LinkedIn would be customer wins, news about 
your business (new hires, new solutions being offered, etc.) and industry news 
relevant to your audience.

You should also follow all companies you’re doing business with—from providers 
to master agents to local partnerships and industry new outlets. Engaging with 
their content by liking, commenting and sharing is another good way to make 
connections. 

Social Selling with LinkedIn
Joining and being engaged in LinkedIn Groups are great ways to make 
new, important connections and search for new customers. This requires you 
to connect with members and engage with the group by posing questions or 
sharing important updates to that group. DO NOT put your “sales hat” on in that 
setting under any circumstances. No one wants to engage with someone in a 
private group that they believe is pitching them something. Think of LinkedIn 
groups as an opportunity to pose as a subject matter expert, so that you 
essentially are driving the curiosity and leads to you versus looking for them.

Utilize “Saved Searches” to discover new prospects and important 
connections. When you create a “Saved Search,” these new connections will 
automatically be sent to you. For example, you may save the search – CTOs of 
Companies > 500 people. You’re allowed to save three searches at a time, and 
you can create an alert to have these sent to you automatically, as frequently as 
you want via email and/or LinkedIn notification.

LinkedIn allows you to export your connections; this is a great way to easily 
download your connections into email. To import your contacts into nearly any 
email account, while logged into your account, go to linkedin.com/connections. 
Select your connections at the very bottom of the page, click
on “Export Connections” and choose the email account to export to. Now, you 
can market to your LinkedIn network or reach out to them more personally via 
individual emails.

   LINKEDIN
LinkedIn is likely going to 
be your best social tool for 
prospecting and selling; it is 
the tool that professionals 
and business connections feel 
most comfortable using. In the 
technology space and in the 
Channel, you’re also more likely 
to find prospects here. 



SOCIAL MEDIA TOOLS
Keeping up with various social media platforms can be a time-consuming task, especially for a small business without a 
dedicated marketing department; however, there is really no way around having a social media presence these days. Never 
fear! There are several tools available at low to no cost that exist simply to make managing your social media presence 
easier; these tools can help your business save time and handle the entire process more efficiently. From simple planning 
to efficient implementation, social media management tools offer various advantages; below are a few we recommend.

A TOOL FOR INCREASING SALES

Sprout Social
Sprout is a simple-to-use social media tool 
that includes features like scheduling, monitoring 
of account engagement and activity, team 
management tools, reporting/analytics, competitor 
analysis tools, and much more – depending on how 
much you want to spend. For your business, and 
the number of users you likely will need, you can 
go with the smaller, less expensive plan. The costs 
range from $99-249/month depending on how 
many users you want to have and the features 
you’d like to be able to utilize. They also offer a 
free month trial to utilize almost all their features 
to make sure you like it.

HootSuite
HootSuite allows your to schedule posts, so 
you don’t feel the need to be posting every day. 
HootSuite provides a dashboard for you to see 
all activity going on in your channels in a side-
by-side view, so you can engage more efficiently 
when you’re mentioned, or someone shares your 
posts. HootSuite is free up to three social media 
channel streams.

SocialBee
SocialBee allows you to cycle content, set it 
up on autopilot and reschedule it for times when 
it is going to get the most engagement. So, if 
you have found several outside articles or things 
you want to share, you can upload them and let 
SocialBee decide based on engagement when the 
content should be posted or recycled and reposted. 
Their basic, bootstrap version is $29/month.

Buffer
Buffer is a great tool to find valuable 
influencers and content, while also offering a post 
scheduling aspect – all for free. However, the Pro 
plan isn’t very expensive at $15/month and is well 
worth it. It gives paying users access to additional 
features, such as the Feeds feature that adds 
an RSS feed to a user’s Buffer profile, displaying 
suggested links from external websites chosen 
by the user. Additional features include analytics 
for the number of posts sent out and the number 
of active users over a span of time. The plan also 
allows an increased limit of 100 posts at any single 
time, and the option to manage 8 social account 
profiles. 



BEST PRACTICES AND QUICK TIPS FOR SUCCESS

EMAIL AUTOMATION 
TOOLS
The best way to maximize your 
email marketing efforts is through 
an email automation tool. There are 
numerous tools out there and the 
majority offer free versions that are 
fairly robust. 

Check out a comparison matrix 
created by PCMag this year. >>

The first marketing 
emails were sent in 1978, 
promoting DEC machines to 
400 users, resulting in $13 
million worth of sales for 
DEC machines. 

While it’s not a new concept, email most assuredly is not dead and to this day 
remains one of the most highly used marketing channels. The number of email 
users worldwide is forecasted to rise to nearly 3 billion by 2019, and according 
to a study by Campaign Monitor, for every $1 spent on email marketing, $44 is 
made in return. 

If you’re looking for a way to reach your customers, email can be the perfect 
place to find them. 

KPIs
When reflecting on email performance, there are two important metrics to pay attention to: click-through rate and 
conversion rate. Clickthrough Rate (CTR) is the percentage of email recipients who clicked on one or more links in 
your email; it is commonly used to measure the success of a campaign.

Conversation Rate (CR) is the percentage of email recipients who clicked on a link and completed the call-to-
action (like submitting a contact form). Tracking CR allows you to measure the performance of an email. Understanding 
what percentage of your users are completing the goals that drive your business allows you to gauge the success of your 
message. 

https://www.pcmag.com/article2/0,2817,2453354,00.asp


BEST PRACTICES AND QUICK TIPS FOR SUCCESS

EMAIL MARKETING BEST PRACTICES
There are seven components of a successful marketing email: subject line, copy, images, call-to-action, timing, mobile 
optimization and personalization. 

A subject line should compel the reader to open the email; keep it short (preferably under 50 characters) 
and personalize it! For example, most tools give you the option to insert a first name field in your subject line.

Content is always king; maintain consistency with your voice and stick to one topic in the body of your 
email. Remember that less is more; bullet points and short paragraphs are the best way to keep your readers 
engaged through to the end of your message.

Adding visuals to your emails is one of the best ways to stand out in a crowded inbox. Images help grab 
your readers’ attention and connect with people in a way that text alone cannot. Choose images that are 
optimized for all devices, eye-catching, and relevant.

The call-to-action (CTA) is the part of a marketing message that attempts to persuade a person to 
perform a desired action, such as “call now.” Make sure your call-to-action stands out, is clickable whenever 
possible and is in more than one place in the email (i.e. the body of the email and a button at the end); the CTA 
should also lead to a relevant offer.

Several studies have shown that Tuesday at 10AM CT is the best day of the week to send email; 
however, open rates between all weekdays were less than 1.5% apart at most, so the day of the week overall 
made very little difference in the open rates. 

Design your emails to adapt to whatever device your readers are using. Mobile-optimized templates for 
building your emails should be utilized, and you need to optimize your content and layout for the best mobile 
user experience possible. Don’t risk missing a chance to convert a lead just because your reader can’t easily 
digest your content on his/her phone or mobile device. 

Personalization is important for making your emails relevant, but it goes beyond simply using a contact’s first 
name. Leverage the data in your CRM to find out more about your audience, such as their location or which 
pages they’ve viewed on your website, to ensure you’re sharing relevant content with them. Be personable 
and address your reader in a familiar tone, but don’t be so casual that the reader doesn’t take your message 
seriously.



BEST PRACTICES AND QUICK TIPS FOR SUCCESS

WHAT TO SAY: PARTNERS & PROSPECTS
Most prospects want educational content before being sold to. eBooks, comparison guides, matrices, etc. help you 
establish credibility with your prospects. (i.e. become their trusted source of information)

For existing customers, your goal here is to keep them happy and engaged. Share information with them that they need 
to know, like vertical-specific news. Make sure they know you can support their entire IT ecosystem, too. If you sold 
them MPLS, send an email letting them know you can also provide security solutions. 

SEGMENTATION
As we referenced earlier, segmentation is how you would divide your contacts 
into sub-groups of consumers based on some type of shared characteristics. 
The easiest and fastest way to convert or upsell is through segmentation. 
Segment your lists by contact data (i.e. title) and/or behavior (i.e. what they’re 
interested in or what they buy) to ensure the right people are receiving the 
most relevant emails. You could also segment based on:

QUICK EMAIL TIPS
 > Stick to a schedule. Determine how often you plan to market to your  
  lists and create a schedule. Not only will a schedule keep you and your  
  team organized, it will also keep you front-of-mind with your base.
 > Automation. Once you’ve segmented your lists, setup a campaign  
  and automate it. This can be done through a drip campaign with triggers  
  or workflows (a bit more sophisticated with yes/no branches) within most  
  email marketing tools.
 > A/B Test. Test a single variable at a time to better understand your email  
  list. A/B testing is a way to see what emails perform best with your  
  audience by analyzing results of email A against email B. 
   • Select a variable to test  
    (subject line, header image, or call-to-action, for example)
   • Create two versions of the email (one with and one without variable)
   • Analyze results and keep the winning version

GOOD NEWS:
You don’t have to come up with 
all the content yourself; we’ve 

already done it for you! 

Access end-user email campaigns 
and customizable PDFs via Partner 

Marketing Center

 > Vertical
 > Awareness, consideration,  
  decision stage
 > Job title

 > Last date sold to
 > Last solution sold (ex. if you last  
  sold an on-prem voice system,  
  market UCaaS)

https://tbi.partnermarketing.com/


WHAT YOU SAY & HOW YOU SAY IT

More than two decades ago, Bill Gates wrote an essay 
entitled “Content is King”, which was published on the 
Microsoft website. He began by remarking, “Content is 
where I expect much of the real money will be made on 
the Internet, just as it was in broadcasting.” 

Unsurprisingly, Gates was correct; content is king, and 
not only is it the primary driver of the Internet today, 
but it is the primary driver for marketing as well.

You see, the content you produce—be it on your website 
or social media or even your sales collateral—says a lot 
about your business. It’s a way to communicate the guiding 
principles of your business, the problems you can help your 
customers solve, and why they want to work with you – all in 
a relatively noninvasive way that has your prospects finding 
you, rather than having you chase after your customers. 
Sounds great, right? 

You may think that as an owner of a small business, marketing 
is the last thing in the world you have time for; or, you might 
be concerned that you don’t have any earthly idea what 
type of content you should be sharing. Fear not! TBI has you 
covered, and it will be quite a bit easier than you may think. 
The following are easy ways to get started with content 
marketing. 

“Content 
      is King.” 

– Bill Gates, January 1996



WHAT YOU SAY & HOW YOU SAY IT

BLOGGING
The easiest way to start yourself down a path of content marketing is by starting 
a blog and posting it on your website. Wait! I know you’re thinking that it’s a lot of 
work, but we’re here to impart a few super easy tips and tricks to make keeping 
your blog up-to-date as simple as dedicating 15-30 minutes a week. Before you 
scoff at this as being unrealistic, stick with us. Three simple things you can do to 
update your blog once a week:

Leverage your 
partnerships.

TBI produces tons of content. 
We send you Tuesday Tidbits, 
monthly newsletters and regular 
blog posts, just to name a few. 
Use any and every piece of TBI 
content you can to populate 
your blog with tons of relevant/
SEO-friendly content. We really 
want you to use our stuff – we 
create this content, so you can 
use it any way you need to.

Keep it short.

Blog posts don’t need to be long. 
In reality, short and sweet is as 
powerful, if not more so than 
a super long, rambling article. 
Did you read an interesting 
article this week about a data 
breach, or maybe about some 
sort of legislation about privacy 
laws (GDPR anyone)? Write 
a paragraph or two sharing 
your thoughts about why this 
is relevant to your customers 
(or potential customers). What 
can they do to help make 
themselves more secure? You 
don’t have to be Shakespeare 
to be able to say “Hey, see this 
horrible security breach? I can 
help make sure this doesn’t 
happen to you.” Or simply, “This 
is why you need to pay attention 
to this type of news. 

Share what’s new in 
your business.

Did you add a new office 
assistant? Did your new sales 
guy close his first big win? Did 
you hold the annual company 
picnic last weekend, which 
resulted in some hilarious 
pictures of a water balloon 
battle? Your company is made up 
of people and your clients want 
to see that. Share, share, share 
the goings-on in your world. 



WHAT YOU SAY & HOW YOU SAY IT

CASE STUDIES/TESTIMONIALS 
Another relatively simple way to keep on top of content is with customer case studies and testimonials. Have you noticed 
that TBI has an entire page dedicated to case studies? Case studies do not have to share in-depth analysis or long-winded 
stories. Short, concise statements of what problem(s) the customer was facing and what you did to help them find a 
solution are really the only two required components of a good case study. 

“
“

Have a short form that you (or your sales person) fills out 
once a contract is closed or the installation is complete. Just 
a few short questions can provide the template for a case 
study which can then easily be put on your website, shared 
on social media and used in sales collateral. 

With every sale, make sure to capture a customer 
testimonial. It can be as simple as a one sentence quote or a 
few paragraphs; customer’s choice. Give your customers an 
option, send a survey post sale, have them write about their 
experience or conduct a short call, write it up and send it 
back for their approval. 

At the end of the day, reflect on what you would want to 
see when you are seeking out a service provider/business 
consultant. Keep in mind, you’re more likely to work with 
a person/company that is well-informed about industry 
happenings, seems easy to work with and is authentic. 

Content marketing doesn’t need to be overwhelming, 
particularly when you have TBI resources at hand, not just to 
get you started, but to continuously provide you with new 
and relevant content. Take advantage of your partnerships, 
leverage your free time, what you read, what you do with 
coworkers or industry peers and share it. Your customers and 
prospects expect to learn and hear from you. 

“
“



9 TOOLS TO GET YOU NOTICED

Setting yourself apart from your competitors can be difficult without utilizing 
design resources. That’s why we put together 9 quick and easy tools for you to 
help your business stand out. Think of this list as your secret marketing weapon; 
it’s time to take charge and get large. 

First things first, finding free imagery without running into legal problems. 

Listed below are a few websites that cater toward your photo needs. 

Pexels offers a wide variety of 
aesthetically pleasing images that 
are perfect for web and print media. 
What is awesome about this site is all 
their images are free for commercial 
and noncommercial use. Which means 
less time searching and worrying 
about proper photo use. You also 
aren’t required to give credit to the 
photographers if you don’t feel like it. 

Unsplash is another great free 
image resource. Once you’ve created 
your free account, you can start 
downloading right away. What’s 
different about this website is that 
you can create collections of photos 
for future use. This feature comes 
in handy when planning social posts 
(Hint Hint). Like Pexels.com you aren’t 
required to credit the photographer. If 
you want to credit them, they provide 
an easy copy and paste option 
for posting online. These images 
are also free for commercial and 
noncommercial purposes.

Burst is a royalty free stock 
photo resource powered by 
Shopify. The collections on this 
site are conveniently created with 
entrepreneurs in mind and they 
encourage you to use them for 
commercial/noncommercial purposes. 
When downloading a photo, you 
can choose low resolution or 
high resolution. Always grab high 
resolution if you can. This will help 
ensure the image is sharp, not 
blurry, even if you print it. If you are 
uncomfortable with sharing your 
email for high res, you can opt out for 
low res, which should be enough for 
most web usage. 

Go there now >>

Go there now >>

Go there now >>

https://www.pexels.com/
https://unsplash.com/
https://burst.shopify.com/


9 TOOLS TO GET YOU NOTICED

You have your images, now what?

It’s time to get down to the nitty gritty and edit. 
Don’t worry, we chose the best, easy-to-use editing sites and listed them below.

Canva is one of the most well 
known free resources for designing. 
First, you’ll have to create an account 
but once you’re in, you can start 
designing right away. We highly 
recommend taking their tutorial here. 
They provide a run-down of design 
basics to help your content look 
consistent and professional. Canva 
offers a multitude of templates which 
is perfect if you’re running low on 
time or don’t know where to start. 
Canva is also available in the app 
store so you can design whenever, 
wherever. 

Fotor is like Canva but incorporates 
their tutorials within the editing 
screen which cuts down on learning 
time. After you sign up for your free 
account you can choose from three 
different categories: “Edit”, “Collage”, 
and “Design.” “Edit” takes you to the 
main area where you can manipulate 
your image to your heart’s desire. 
“Collage” and “Design” both allow 
you to select a template before 
continuing on. In order to download 
your work, you must sign up for a 
free account. Like Canva, Fotor is 
available in the app store for your 
convenience.

Piktochart is fantastic for 
creating infographics, prints, and 
presentations. The only catch is they 
make it clear paying for their service 
opens a lot more doors. Not to worry, 
all of their free content is well worth 
using. They offer many customizable 
templates, all of which are easily 
manipulated to fit your needs. Like 
the others listed before, you will 
need to sign up for a free account 
to use this website. Another note: 
when downloading your images or 
presentations with your free account, 
select “png” and “medium” for better 
results. 

Go there now >> Go there now >> Go there now >>

https://www.canva.com/
https://www.fotor.com/
https://piktochart.com/
https://www.canva.com/learn/tutorials/


9 TOOLS TO GET YOU NOTICED

Each social media platform has their own requirements with regards to sizes of the images you should use. An easily 
referenceable source that is kept up-to-date with the various requirements for social images can be found here. 

Okay! You’re ready to use these free or low-cost secret marketing weapons. Arm your content with 
a visual story so you can create lasting impressions with your audience. Just like with content: tone of voice and personality 
all come into play with design, too. Remember to stay consistent with colors, brand personality and imagery. It’s time to get 
noticed; design helps you stand out from the crowd. 

Squarespace is a web service 
that provides beautiful website 
templates and domains that are 
easily customized to fit your needs. 
Squarespace is not free, but you 
can choose to pay monthly or yearly 
at your convenience. What is great 
about Squarespace is how simple it is 
to use. If you aren’t into coding or lots 
of upkeep, they are the perfect match 
for you. They also provide mobile-
optimized web designs, blogging, and 
email marketing options!

Wordpress is another excellent 
choice when it comes to web 
services. Upon signing up, you have 
the option to select from their free 
service or payment plan options. 
Like Squarespace, you don’t have to 
have prior development experience 
in order to utilize this tool. They also 
offer many customization options 
that help you stay consistent with 
your brand’s identity. Wordpress is 
very popular online which works to 
your advantage regarding search 
engine rankings. If you’re worried 
about security, you’re in luck, 
Wordpress was developed with 
security in mind so you can trust 
them with your content. 

Versatility is key when it comes to 
Weebly, whether you’re looking for 
beginner tools or a place to exercise 
your coding knowhow, Weebly has it 
all. Like WordPress, they offer a free 
version and payment plan options. 
When creating your site, Weebly 
provides drag and drop customization 
and the ability to transition from 
one theme to another without 
losing content. This is perfect if 
your site needs a quick face lift. 
They also provide email templates 
and applications to enhance user 
interaction. Weebly can be found 
online and in the app store so 
you can track your website traffic 
whenever you like. 

Go there now >>

Go there now >> Go there now >>

Alright, it’s time to post your image to social, but your audience needs to be directed somewhere in your call to 
action. Need a website or have one but it needs a refresh? Yep, we thought of that too. 

https://www.squarespace.com/
https://wordpress.org/
https://www.weebly.com/
https://docs.google.com/spreadsheets/d/1IpTYTTMJLcSXcPDtW9zSbPBHQyRdrLfKERohGIIkE_Q/edit#gid=476246499


This tool can report on overall 
campaign usage, response rates 

and activity as a result of the 
campaign, empowering you with 

all the data you need to close 
leads and determine the success 

of the campaign, to influence 
future marketing and business 

decisions. 

In addition to the marketing resources mentioned above in the 
Email Marketing section, TBI Marketing will launch our Thru Channel 
Marketing Automation (TCMA) tool, Partner Marketing Center on 
October 1. The software, which is completely free to our partners, will 
house both agnostic solution campaigns along with specific vendor 
solution campaigns.

We want to make it even easier for our partners to have access to our 
entire team—from designers and copywriters to social media, lead gen 
and drip marketing experts — Partner Marketing Center will house all 
the items partners need to create entire marketing campaigns or simply 
a co-branded piece of collateral.  

WHAT’S INCLUDED
Literally everything you need to create and run your own personalized marketing efforts will be available at your fingertips 
in an easy-to-use and easy-to-customize format. The assets will include collateral, emails, landing pages, graphics and 
social media posts. 

HOW WE HELP

Collateral 
Printable and shareable 
one-sheeters, white 
papers, case studies, solution specs 
and more will be available.

Emails
Email templates galore! 
Select your content from our library, 
with the ability to customize with 
your own messaging and graphics. 
You can set up a drip email or send 
one-off messages, upload your 
customer information and segment 
your lists to ensure you’re only 
sending relevant content.  (Your 
customer data is your own and 
not accessible by anyone else.) Or 
download what you create and send 
through your own system.

Social Media 
Posts 
We provide pre-written 
and customizable social media posts 
for you to use on any and all social 
media accounts your company has 
– from LinkedIn to Twitter, we have 
you covered. 

Landing Pages 
Ready-to-deploy as well 
as customizable landing 
page templates that you can direct 
your social media and email leads to.
No need for you to mess with the 
coding or having to build a form to 
collect leads, we’ve already done all 
the hard work for you.

Graphics
Graphics for each 
campaign will be 
included, from
email headers to landing page 
images. You can also upload your 
own logo to further customize your 
content.

NEW:NEW:




