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Introduction
What to Expect

At the end of reading through this eBook, you'll 
be able to do the following:

Understand what marketing you're capable of doing 
yourself.

Know what tools and skills you'll need to run an 
effective marketing campaign.

Plan a marketing campaign.

Execute that campaign.

Track your campaign's performance.

Profit!

Repeat the cycle!
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Getting started
Marketing is easy!

We strongly believe that marketing is easy. Anyone can 
do it! You don't have to be Don Draper (the enigmatic 
ad executive in the TV series Mad Men) to drive huge 
value for your business.

Too many people in the industry make too much 
money trying to tell you that marketing is a tricky and 
secret sauce that only an elite few can hope to ever 
understand.

This is rubbish!

As a training provider, you already have a leg up on 
most people because you're already used to educating 
about detailed and complex subjects. Even better, 
most training providers are comfortable with public 
speaking and presentations.

Marketing is simply communicating why your 
service or product is valuable.

Use this eBook as a roadmap to help you set up a 
simple yet powerful marketing plan that you actually 
execute.

MARKETING IS SOMETHING 
ANYONE CAN DO!
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A word of warning - while we believe that marketing is 
easy, we also believe that diligence is hard!

Like anything, you can spend a lot of money on marketing, 
and many have found out the hard way that there literally 
is no limit to how much you can spend. But effective 
campaigns don't have to be expensive. We'll show you 
how to run inexpensive campaigns that drive huge 
value to your business.

Marketing Doesn't have to be Expensive

Don't become a statistic!

Make sure you set aside enough time each week to 
accomplish your marketing plan and objectives.
Later on, we'll show you how to estimate how much 
time you need to set aside for marketing activities.

Diligence
is Difficult

Most marketing campaigns fail not from
a lack of ingenuity or inspiration, but from
a lack of diligent execution and follow-
through.
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Our first task is taking the knowledge you have about 
your offering and putting it on paper. We need to 
define your offering in plain terms that anyone can 
understand.

Many training providers offer courses under the 
umbrella of various certifications that are governed by 
accrediting bodies and organisations. If this is the 
case, your value proposition can be instantly simplified 
as most of these types of courses are well defined by 
the accrediting body. These organisations will have 
good explanations on their websites and marketing 
materials, and often provide a marketing guide to help 
you articulate the benefits and features their certifica-
tion offers.

For those course offerings that aren't attached to a 
recognised brand or accrediting body, or for those 
offerings that you may have developed yourself, you'll 
have a bit more work to do.

Regardless, make sure you pass the basic journalistic 
test of: Who, What, When, Where, Why?

(And Your Business)

Your Offering

Define Yourself
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Who is your course for? Is there a prerequisite?
Open to all?

Who

What exactly are you selling? A specific certification?
Will students who book your course have a new skill 
upon completion?

What

Date and time! Important for physical classes, but it's 
also important to convey that an e-learning course 
delivered online via LMS may be open at all times.

When

Clear directions to where your course is held.Where

Articulate how your course will improve the lives of 
your students, or keep them out of jail, or make them 
additional money. What exactly will the knowledge that 
you're transferring to your students do for them?

It's important to note that if you're having trouble 
answering any of these questions, you will certainly 
have trouble marketing your offerings. Spend some 
time thinking these through and writing down answers 
(there may be more than one) to these questions.

Why
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WHY YOU
Many feel that marketing should just be another chore 
outsourced to a professional. We couldn't disagree 
more!

It's important to understand that most companies in the 
training industry are marketing driven organisations. 
Being a marketing driven organisation means that most 
of your students or clients are attracted to you via 
marketing, and not discovered or nurtured by a sales-
man. There are some exceptions to this, but the 
general rule is that companies selling less expensive 
products are marketing driven and companies selling 
more expensive products are sales driven.

Training Providers Should Normally be
"Marketing Driven" Organisations
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• Soft drinks
• Household items
• Food
• Movies (cinema tickets and rentals)
• Software as a Service solutions (like Administrate)

• Large-scale software installations (for factories, hospitals,   
 or bigger companies)
• Cars
• Real estate
• Business Brokerages
• Yachts

See a pattern? Higher ticket items require more explanation 
and involve a longer decision-making process. A sales 
person is needed to help guide a customer through the 
buying decision, and there's enough profit to be made to 
pay the sales person!

You may have a sales person involved in your organisation, 
particularly if the training you're providing is unusually 
expensive or boutique, but most training companies rely on 
getting the word out about their courses from a marketing 
channel.

In other words, your entire revenue stream, and the entire 
health of your business is dependent on marketing - would 
you leave this most important aspect of your business in 
the care of someone external to your organisation? Neither 
would we!

Examples of Marketing Driven Products

Examples of Sales Driven Products
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Just like any other project, you're going to need some 
tools in order to effectively market your training business. 
We believe you need at a minimum the items listed 
below. Not everything should be done yourself (graphic 
design for example), but many of these things can be 
handled by yourself easily with the proper framework.

Design resources can require a lot of time and money and 
are where most people believe all the magic happens in a 
marketing campaign. Yes, some of the most memorable 
campaigns are from companies like Apple or Nike or 
Coca-Cola with extremely slick design and polish, but as 
long as your designs are clean, easy to read and under-
stand, you'll be fine. Logos are important but aren't as 
crucial as you might think. A cheap and easy way to get 
your logo designed or updated is via 
www.crowdspring.com

Make sure you spend a bit of time thinking about the kinds 
of logos and branding that you enjoy. Do you like very slick, 
minimalist style and branding like Apple? Or do you prefer 
a very traditional, almost whimsical style like Hendrick's 
Gin? Maybe you want your customers to feel like they're 
traveling via a first class ticket on a luxury, hyper modern 
airline. Or, you want your customers to get a sense of 
grand adventure as if they're about to embark on an 
African safari. Communicate these thoughts when design-
ing a logo along with some examples, and you won't go 
wrong.

• Logo, Brand Design, and Colour Scheme
• Email Service Provider (ESP)
• Website
• Lead Capture
• Lead Management
• Business Management Software

Logo, Brand Design and Color Scheme

Your Toolbox
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To send marketing emails (including your customer 
newsletter) you need to use an Email Service Provider. 
An Email Service Provider (ESP) is a crucial tool in your 
marketing arsenal for several reasons:

Better deliverability. Email Service Providers have 
agreements with major email providers to help you avoid 
spam filters, blacklists, and other potential obstacles that 
come when using your own email to send communications.

Built for Bulk. Your normal email address and email 
provider won’t let you mass email a large list of recipients, 
and even if they do, it can be a pain! Email Service 
Providers like MailChimp are built for bulk email operations.

Quality Metrics and Reporting. Email Service Provid-
ers provide detailed stats on who received, opened, 
and clicked on your email campaign. This is invaluable 
for understanding how to improve. Many also provide 
“A/B Testing” services which let you try out different 
subject lines for your emails and choose the one that 
performs best!

Easier to Use. Crafting an email that looks good in all 
email clients (such as Gmail, Hotmail, Outlook, etc.) is 
difficult, even for professionals. Email Service Providers 
help you by providing themes that will look good and 
make it easy to send a uniform message to your 
contacts! If you don't like your ESP's available templates, 
your best bet to find an inexpensive one is searching at 
www.themeforest.net

Mailchimp (www.mailchimp.com)
Constant Contact (www.constantcontact.com)
Exact Target (www.exacttarget.com)

Email Service Provider
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This is the most important tool you have.

Note that most people focus on these priorities in the 
exact opposite order! They begin with a designer and 
then at the end of the project think about how to 
update or change content.

We believe there are several keys to a successful 
website. In order of importance:
1. The ability to easily update the copy, create new   
 pages, and perform general updates to the website  
 yourself.
2. Simple, clearly written copy.
3. Extremely clear navigation.
4. A clean, attractive design.

Remember: The most difficult thing about market-
ing is diligence and maintaining momentum. If 
your website is hard to update, requiring money 
or time dealing with a third party, you're going to 
lose momentum!

Website
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The best way to make sure you can satisfy the first 
requirement to a successful website is to use WordPress.

Advantages of WordPress:

There are lots of great website frameworks (sometimes 
referred to as website content management systems) out 
there, but our recommendation is to use WordPress. First 
released in 2003, WordPress (www.wordpress.org) now 
powers an astonishing 22% of all new websites and has 
been downloaded over 65 million times. While it origi-
nated as a classic blogging platform, WordPress now 
powers some of the largest and most complicated websites 
in the world and handles everything from eCommerce 
operations to the humble personal blog.

• Massive user base means responsive support
• Simple to use
• Easy to customise the look of your own website
• Familiar to most web designers
• Finding a website host is very easy
• Effortless to extend with thousands of plugins
• Millions of “how to” and other blog articles in case  
 you need help

Make it Easy
Use Wordpress to run your website
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Core Website Components

We think every training provider should have the following 
components on their website:

Administrate's WordPress plugin is the perfect way 
to quickly get the course listing and course booking 
components described above quickly deployed onto 
your website. It installs with one click and is upgraded 
periodically to introduce new features. When you add 
a new course listing or change something within 
Administrate, your external website will instantly 
update without you having to fuss with anything else!

• Homepage: a primary landing page (what users first  
 see when they visit your website)

• About Us: a section that introduces your team,   
 provides a map to your location if applicable, and   
 your general business contact details.

• Course Offerings: the courses and training programs  
 you provide, with detail about what each course   
 covers and the prerequisites, if any. It's critical that  
 an interested customer can quickly book a course in  
 this section without having to search for such a   
 function.

• Course Calendar / Listing: some customers prefer to  
 use a calendar view when determining when they'll  
 attend a session you offer. Providing an up-to-date  
 master calendar view that they can use to book onto  
 courses is very important.

• Blog/News/Resources section: the name isn't   
 important, but what is important is the ability to   
 quickly and easily add new content to your site. By  
 using the powerful blogging capabilities WordPress  
 provides, you'll keep your site fresh (nobody likes   
 seeing a site that hasn't been updated in months)  
 and you'll improve your site's search engine rankings,  
 which means more potential customers visiting your  
 site!
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Lead Capture

Having an easy to use lead capture mechanism is 
critical for your marketing operation. Lead capture is 
the handoff from the marketing function of your business 
to the sales function. While you may not have separate 
people doing these jobs (in some cases marketing, 
sales, and back office administration will all be the 
same person), it's important to have these roles clearly 
defined for reporting and forecasting.

We recommend that you find a lead capture system 
that meets the following criteria:

Administrate provides a complete lead capture system 
designed from the ground up for training providers.

 Online, so you can access it anywhere.

 Flexible, to fit your business.

 Extendable, so when you grow your business, you   
 don't have to switch to a new system.

 Integrated with the rest of your software systems,
 so you don't have to retype or duplicate everything.

Online Marketing Guide for Training Providers | 13

1

2

3

4



Business Management Software

Lead Management

Once you have your leads captured, you need to make 
sure you can easily view them and manage their 
progress through your sales process. We recommend 
spending a minute or two thinking about how you 
normally get bookings onto your courses and
ask yourself some questions:

Once you've thought through these questions, you can 
begin to setup a plan to manage your leads through to 
closing. While this eBook is focused on marketing, 
having a strong sales process that doesn't "leak" when 
new leads are captured is absolutely critical to your 
long term success.

Just like lead management, take a minute and think of 
how your back office runs. Do you have lots of different 
programs linked together, preventing you from gaining 
an overall view of your business? Are you struggling to 
maintain the electronic systems you have? Or are you 
trying to use spreadsheets and online calendars to 
manage your business?

Administrate provides a total business management 
solution for training providers, and training departments. 
We only sell to training companies and our products 
are designed to support common workflow patterns 
found within training companies. You can find out more 
online and sign up for a free trial at 
www.GetAdministrate.com.

 Is what I'm doing well understood by my clients?

 What things are absolutely required of every booking?

 How long does my sales process normally take?

 How many times do I have to talk, email, or
 correspond with clients before they book?
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Now that we have our toolbox assembled, we're ready 
to build a marketing calendar. This is the hard part! 
Remember - diligence is the main component in a 
successful online marketing campaign. At the end of 
this chapter you'll have a calendar defined that
will be easy to follow.

You should now have the following components in 
your toolbox:

 Email Service Provider

 Email Templates

 Mailing List (which can be filtered or segmented on  
 different criteria).

 Wordpress website with online course booking and  
 blog functions

 Lead capture mechanism linked to your back office  
 systems

Toolbox Review

BUilding a
calendar
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Channels

Activities

To get your activities defined, we'll need to first quickly 
look at dividing them into channels. This is important 
as you'll want to make sure you're providing a well 
balanced approach. You'll find out what works this 
way, where you can improve, and how best to spend 
your money rather than banking on one specific 
approach.

We'll separate channels into two groups: Inbound and 
Outbound (sometimes called Content Marketing).

Outbound marketing is when you push content to 
your potential customers. This is how most marketing 
was traditionally done until the advent of the internet 
and quality search engines like Google. Examples of 
outbound marketing are television, radio, snail mail, or 
email. Notice a trend here? Most of these channels are 
extremely expensive and are also very hard to measure 
(an exception would be email marketing via an Email 
Service Provider). Most of these channels also suffer 
from a very low rate of return - a conversion rate of 
less than 1% of the recipients or viewers is common.

Inbound marketing channels rely on customers finding 
you, usually via search engines or content you've 
created. This eBook is an example of Inbound Market-
ing. We've created something of value that will hopefully 
draw your interest towards Administrate and our 
software. If you found this eBook via a google search, 
then you've come through a 100% inbound channel. 
Once you've created inbound friendly content, it can live 
online and continue to deliver results long after the initial 
publication. Another advantage to Inbound Marketing is 
that it's usually extremely inexpensive to deliever - 
setting up a website and creating content isn't very 
costly. Lastly, you can measure it using tools to track 
how visitors access and interact with your content and 
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How to Balance Your Channels

We think balance is critical when marketing, but we 
don't think all things should be balanced all the time. 
We use the following rule of thumb when deciding 
where to focus attention by channel:

Outbound

Emails-
Building a Mailing List

This means you'll be spending money where you have 
to (Outbound) and time where you need to (Inbound). 
Ultimately, this will help you get the best return for your 
investment.

Email blasts to a mailing list are a great way to let poten-
tial customers know about your offerings. Be careful 
about how you use this medium - SPAMing is not only 
discourteous, it can carry heavy fines depending on 
your country's laws.

You may be wondering how to obtain a list of potential 
customers' email addresses. It is possible to buy lists 
from list brokers, but many times these lists aren't legiti-
mate, and are almost universally banned from being 
used with Email Service Providers.

• Time: Spend most of your time on Inbound Channels,  
 up to 90%.
• Money: Spend most of your budget on Outbound  
 Channels, up to 90%.
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Other ways to grow your email list is to make sure every 
delegate that signs up for a course offering is added to 
your list, past customers included. You can also run 
referral schemes where coupons are provided in 
exchange for customers getting their contacts to sign 
up for your mailings.

The important thing to remember is that this is a long-
term project and won't be an overnight job.

Outbound

A better way to approach this problem is to create 
content that will be percieved as valuable to your target 
clients, then ask them to sign up to your mailing list to 
obtain it. An example of this tactic is this eBook - in order 
to get this content we asked you to signup to a mailing 
list. You can always unsubscribe, but this way we've 
demonstrated that we're committed to providing you with 
value, not just treating you as another avenue for a sale.

Sending an Email Campaign

The advantage of email over other forms of offline 
outbound messages is that you can measure it better 
as long as you're using an Email Service Provider to 
handle the sending for you. Reporting for deliverability, 
how many recipients have opened the email, and how 
many recipients clicked content within the email will all 
be built in. Even better, if you're using Administrate to 
send your campaign, this data will be synced back and 
reported within the marketing system, so you can see 
at a glance how effective your campaign was and who 
was most impacted.
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There's also an environmental concern with snail mail 
that you should familiarise yourself with:

• Every year, junk mail kills 2.6 million trees.
• Every household in the USA gets 6 pieces of junk mail  
 per day.
• Junk mail produces 1 billion pounds of landfill every  
 year in the USA alone.

That said, if you choose to use a mail campaign, make 
sure you get the cleanest database and most accurate 
address information possible. It may be a good idea to 
look into a tree planting or carbon-offset program that will 
help you repair the damage caused to the environment.

Source:

http://blog.hubspot.com/blog/tabid/6307/bid/3741/5ShockingStatistics-

How-Junk-Mail-Marketing-Damages-the-Environment.aspx

Snail Mail

Old fashioned "snail mail" is another outbound option. 
This can be a good way to get the word out to a large 
number of companies. Purchased lists are an option 
again, just like with email, but our advice remains the 
same - we wouldn't recommend it.

Print

We don't recommend print advertising at all for training 
companies. While some returns from print marketing 
can be enjoyed by larger businesses who are looking 
to build a brand, in general, small companies almost 
never benefit. Print advertising is also notoriously 
difficult to measure.
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Other

Trade shows, local trade association groups, and 
marketing opportunities from course content providers 
are always an option and tend to be mainly outbound 
focused. We recommend evaluating these on a case 
by case basis, and whenever possible, try to get some 
kind of minimum performance guarantee before com-
mitting time and resources.

Inbound

Inbound marketing, sometimes called content market-
ing, is our recommended approach for a small to 
medium sized business, but even large multinational 
businesses can often reap much higher return for 
much lower cost when focusing their efforts on
inbound methods.

Resources for Inbound
Marketing

• Inbound Marketing on Wikipedia: 
http://en.wikipedia.org/wiki/Inbound_marketing

• The Content Marketer's Manifesto:
http://www.seomoz.org/blog/manifesto-of-content-
marketing

• Permission Marketing by Seth Godin:
http://www.sethgodin.com/permission/

• Inbound vs. Outbound Marketing Slide Presentation:
http://blog.hubspot.com/blog/tabid/6307/bid/2989/In
boundMarketing- vs-Outbound-Marketing.aspx
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Blogs

Your blog is your number one resource for inbound 
marketing, which focuses on a valuable content 
approach to attracting customers. Consider two 
scenarios: you're a prospective customer researching 
who to choose for your CFA certification. One
training provider has a nice website, but the latest news 
is an announcement about moving office a year prior. 
The other training company has the same information 
on their website, but in addition has a blog which is 
regularly updated with news about the CFA certification, 
includes a weekly Question and Answer from students 
about CFA topics, and provides a series of blog posts 
dedicated to answering the question of what to look for 
when choosing a CFA instructor.

Which one would you choose? The difference is that all 
of the topics we just mentioned in our example are 
useful to the customer, which then builds trust and 
communicates the expertise and passion of the train-
ing provider in a very real and tangible way.

This is what our goal is with a blog.

We recommend planning a list of headlines that cover 
the following categories:

1. Useful content that your ideal customer would find  
 helpful.
2. Content focused on your target industry or industries.
3. Customer testimonials or success stories.
4. General company news
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Blogs

We recommend that you focus 80% of your content 
on the first two categories, with customer testimonials 
comprising about 10% of your posts, and company 
news not exceeding 5% of posts. Remember that while 
news about your company is important to you, other 
visitors probably won't find it quite so scintillating.

Paid Per Click Advertising

Paid Per Click (PPC) advertising are internet ads for 
which you pay only when a visitor clicks on the ad to 
visit your site. The most famous example of this is the 
text based ads served by Google Adwords, but there 
are many different types of display advertising or other 
rich media ads from other networks.

PPC advertising can be a great way to get highly 
targeted traffic to your website for minimal cost. Paid 
Per Click advertising requires a list of keywords and 
keyphrases that will trigger your ads to display when 
searching, and a bid for each of these words and 
phrases. The highest bidder gets shown in the best 
location on the search engine page, with the next high-
est bid taking the second best place and so on.

PPC advertising works well, but it's critical that you 
monitor it carefully and constantly to make sure you're 
getting the best return for your investment. Also, some 
training segments are quite competitive in bidding over 
certain keyphrases, so the efficacy and efficiency of this 
method will depend on your offerings and location.

We recommend starting small, with a few keyphrases 
that are very targeted. For example, if you're providing 
specific IFRS courses, we'd recommend targeting 
keyphrases around your specific course titles, not the 
general term "IFRS" which could lead to a lot of wasted 
money on clicks that were looking for other course 
offerings that you don't have.
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Other PPC and Google Adwords 
Resources

Other Quality Content

Quality content can take many forms, and we'd encourage 
you to take the material that you first post on your blog and 
think about ways you can enhance and repurpose that 
content to provide more avenues for interested prospects to 
find your business. People react differently to different medi-
ums, so sometimes taking a blog post that's text heavy and 
reformatting it into a PowerPoint presentation will instantly 
make something resonate where it didn't before.

Whenever possible, use third party hosting sites to store your 
content, and link to the material from your blog, making sure 
that the third party sites are also linking back to your website. 
This provides another way for potential customers to find your 
site via your content.

Here are some other content types that can serve as ideas:

1. Presentations (PowerPoint or Prezi,  
 hosted on Slide share    
 www.slideshare.net
2. Videos (hosted on Youtube)
3. Word clouds
4. Infographics

5. Illustrations
6. eBooks
7. Fliers or Handouts
8. Whitepapers
9. Case Studies

• 3 Strategies to running an effective Google Adwords  
 Campaign:
http://blog.hubspot.com/blog/tabid/6307/bid/6279/3-
Strategies-to-Run-an-Effective-Google-AdWords-
Campaign.aspx

• Guide to Building Successful Adwords Campaigns:
http://static.googleusercontent.com/external_content/
untrusted_dlcp/www.google.com/en//adwords/pdf/ste
p_by_step.pdf

• TheTrainingBusiness.com has an ongoing series on 
how to create and manage a PPC campaign
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Planning and Organising Campaigns

You should plan your marketing roadmap at least 4-8 
weeks in advance, even in highly fluid situations like new 
product launches or pricing changes. Failure to plan in 
advance will mean you'll be under pressure, won't be 
able to coordinate your sales efforts with your marketing 
goals, and you'll start failing to deliver.

We recommend organising your marketing activities (the 
things you do) into campaigns that are themed and 
framed by a common message. An example of this 
would be a campaign we might run for the Administrate 
software. This campaign is focused on the core value 
and message that "Administrate Saves Training Providers 
Time" and every activity will support that message.

Administrate Saves Time (Campaign)

• Blog Post: Kentec Doubles Revenue and Offerings  
 without Increasing Staff! (Inbound Activity)

• Blog Post: 5 Great Ways to Save Even More Time  
 with Administrate (Inbound Activity)

• Email Blast: Training Providers: Save Time with   
 Administrate! (Outbound Activity)

• Webinar: Top Time Saving Techniques for Training  
 Providers (Inbound Activity)

• Email Blast: Free Webinar: Learn the Top Techniques  
 Training Providers use to Save Time! (Outbound   
 Activity)
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Planning and Organising Campaigns

Note that for this simple campaign, we have a simple 
message that is reinforced with several different activities, 
mixed between outbound and inbound sources. With 
our blog already setup, it just takes an hour or so to 
write each post, and with our email templates ready to 
go within MailChimp, the outbound messages are sent 
within an hour each. This could be a week's worth of 
marketing, or an entire month's, but regardless of 
when this content is released, after the campaign is 
finished the inbound content will remain public and will 
generate leads into the future. It will also be an asset 
that your sales team (our yourself in sales mode) can 
leverage when speaking to prospects in the future.

Budgeting

Budgeting is a fact of life for every business, and it's 
extremely important to measure how your marketing 
efforts are impacting your bottom line.

You can run multiuple campaigns, and you'd want to 
attach dates to each deliverable, but this simple structure 
can be used to run campaigns all the way from very 
large to very small organisations, and doesn't take a 
huge amount of time to brainstorm and define.
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Important Metrics

Metrics you should have at your fingertips are:

• Website analytics

• Your marketing and sales funnel
 (showing submissions all the way to sales)

• Your marketing and sales funnel broken down by   
 campaign and with associated costs and revenue

If you can't get these metrics quickly, easily, and daily, 
you're not set up to get the most out of your marketing 
spend. You'll also find yourself spending money in the 
wrong places, except you won't know that this is 
occurring because you're flying blind!

Companies using a comprehensive training management
system like Administrate can access all of these 
important metrics (plus website analytics provided by 
Google Analytics) in just a few clicks. We've had some 
customers tell us that they've doubled their revenue 
after implementing Administrate, just from being able 
to more effectively market their courses!
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Expected Return

For each of the activities within your campaign, you'll 
need to define what you're going to spend, and what 
your expected return will be. Your Marketing and Sales 
funnel will lay this out for you in more or less the following 
manner:

Touched by Activity

For outbound activities you'll use the number of recipients, 
if you know this (such as number of emails on the list you 
sent to), or the metrics provided by your advertising 
source (if a magazine has 60,000 subscribers, this is your 
"touched" metric).

Responded to Activity

This is for email activities or mediums where you can 
measure how many people actually "read" or "looked" 
at your activity. For example, this could be webinar 
attendees or free seminar delegates or any kind of 
intermediate stage between seeing your ad and actually 
expressing interest in your product. This is not applicable 
to every medium.

• Touched by Activity: 1,000

• Responded to Activity: 500

• Expressed Interest (Lead Generated): 100

• Converted to Sale: 10
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Expressed Interest (Leads Generated)

Of those who have been touched by your activity (and 
potentially responded), a percentage will actually 
express interest, often in a detailed manner. This is the 
start of your sales pipeline, and if you have a sales team 
this is where they typically take over. This is an important 
metric to determine the efficiency of lead generation, 
and one you should track carefully.

Converted to Sale

Leads turn into sales, and this is where you actually turn 
the money you spent at the top of the funnel into a 
return that (hopefully) exceeds your investment. This is 
also a gut check on both your marketing and sales 
operations - if you see tons of leads coming in but no 
conversions, there are two possibilities:

1. Your leads aren't very high quality.
2. Your sales process could use improvement.

Be careful about drawing conclusions too early from this 
data. Many organisations will have sales cycles that can 
be at least 30 days long. Corporate in-house training, 
certificated programs that require extensive study and 
preparation, and higher cost training of all kinds tend to 
have longer sales cycles than courses offered for low 
cost which don't require a long time to complete.

The important thing is that you're capturing this data, 
and reviewing it at least once a week. If this information 
is difficult to capture, you should consider looking into 
some tools that will help you make this chore easy and 
painless.
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Campaign Execution

We said from the beginning that execution is everything 
when it comes to running a successful marketing cam-
paign, and now that you're more familiar with some of 
the channels and tools available, have designed a cam-
paign supported by activities, and can measure your 
results, it's time to discuss how you can make this 
happen!

1. First Priority. Make marketing your first priority each  
 day. As soon as you start your day, focus an hour or  
 two on progressing your marketing activities. This  
 could mean writing a blog post or checking in with a  
 graphic designer for a tweak to your website, or any  
 of  the other things we've discussed. The important  
 thing is to make sure you spend your first hour or two  
 each day on generating revenue.

2. Publish in Advance. Publish your calendar at least 2  
 months in advance, then track your progress against  
 that plan every week. If you start to get off-track have  
 a co-worker tasked to hold you accountable. If you're  
 a one man band, have a friend or significant other  
 check up on you!

3. Find Quality Partners. For those activities that you  
 simply cannot do yourself, make sure you outsource  
 the work to a trusted partner that delivers on time.  
 There is nothing worse than inconsistent delivery from  
 someone who you're paying to deliver on time. Even  
 if the alternatives are more expensive, it will be worth  
 it in the long run to know you can consistently deliver  
 against your calendar on time and on budget.

4. Monitor Daily, Decide Monthly. Check your sales  
 and marketing funnel every day, but don't make snap  
 decisions without at least a few weeks (or months,  
 depending on your sales cycle) of data.
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• Administrate's Blog: Our blog follows our software  
 and its development, and will be a good source of  
 ideas on how to supercharge your training company  
 or department. You'll find this eBook and many more  
 resources online at our website!
 www.getadministrate.com/blog

• The Training Business: Tips and tricks for training 
 providers. List your training company for free!
 www.thetrainingbusiness.com

• SEOMoz Blog: the best online resource for search  
 engine optimisation. www.seomoz.org/blog

• The Training Journal: great resources for training  
 companies. www.trainingjournal.com

• The Training Industry: www.trainingindustry.com

• The Training Zone: www.trainingzone.com

• Mailchimp's email marketing resources
 www.mailchimp.com/resources

Websites and Blogs

Additional
Resources
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Online Tools to Help Your Marketing 
Efforts

• SEOMoz: Fantastic Search Engine Optimization (SEO)  
 tool suite that teaches you what to look for on your  
 website and prevents you from wasting tons of money   
 and time on consulting. Follow their recommendations,  
 which are always White Hat (best practice), and your  
 rankings will improve. www.seomoz.org

• WPEngine: simply the world's best and fastest Word 
 Press hosting. Fantastic support, uptimes, and
 unbelievable speed means your website will perform  
 better than any competitor. www.wpengine.com

• Google Analytics: free website analytics from Google  
 makes tracking your website performance easy.
 www.google.com/analytics

• MailChimp: Email Service Provider that doesn't break  
 the bank and includes dozens of great looking tem 
 plates. www.mailchimp.com

• Administrate's WordPress Plugin: turn your
 WordPress website into a course marketing and   
 course booking machine without talking to a techie!
 www.getadministrate.com

• Administrate: Business Management Software Built  
 Just for Training Providers. www.getadministrate.com
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