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My Background,
Shifting Mindset,
Creating Differentiators,
Building + Impressions!
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Today's Program Goals

Presenting yourself on a different level, developing a mindshift
Uncovering challenges,

Know the elements of a unique, meaningful, and relevant self-promotion.
Drilling Down: learn what to ask and how to ask it effectively

Learn how to unleash your creativity and innovation.

What “extra® components can you add to drive measurement.

Begin the initial stages of an effective self-promotion.

Change your mindset to think more creatively.

Have fun

“Self-Promo Campaign Workshop: Get Creative with Your Brand”© QuicksellSpeaks 2024




Elevating Your Game
with Self-Promo
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Journalize Your ldeas
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The Process

Define the : Unleash
D)
pa- e -
Measnfre pu— Track - Launch - Builc.l
Metrics Progress Campaign
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Outcome
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Uncovering Opportunities

The challenges we face (and our clients face)
In our respective businesses are where
the opportunities lie!

Look beyond the product, what problems do you solve?
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Starting Point for Successful Self-Promotion
List Some Marketing/Business Challenges
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Budget Allocation

A B C D E F H P TOUCH POINTS

Where do you spend your dollars? k. Toreeer | — S— ——

Who are the recipients? |

How are funds allocated? e
What are the KPI's? - —

Marketing Budget Allocation Calculation Area General Comments/Questions

) % of Gross Sales for Marketing Budget $
location for A/B Clients $
‘on from A/B$ for Prospecting $

" 20% Allocation for C/D/E Clients $

() %ofc, D, EAllocation for inactive Clients $
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* Manufacturing

Where do you spend your dollars? * Hospitality
ere do you spend y * Banking and Finance ~ *

Who are the recipients? . Healtheare .
How are funds allocated? « Construction .

What are the KP|'s? * Fitness & Wellness
* Aviation

+ 23 others & subsets
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B - above average
C - middle tier

D - lowtier

F - FaIL / Dump
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Key Message:

What one or two key points important to the success of the program?

Key Benefits:
What specifically is in it for the sudience?

Project Summary:
Clear, concise description of the project — keep it brief

Target Audience:
Specifically, who are you trying to attract?

-
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Discovery

Competitive Positioning:

Discuss the compedition, marke! realities, obsfacies, hurdes.

Communication Strategy:
Addifional media, or specific logos, mascols, key contacts

Desired Message Tone:

Perception of the message. . creative, innovative, fun, rsqué’, consenvanive, reserved SEnous.

Project Timelines:
Indicate and determine major milestones.

Anticipated Budget:
Consulting, art & graphics, deliverables, packaging, kitting, freight

Area(s) of Concern:
things, ideas, fopics, colors, messaging that need to sieer clear of.

Other:
Any addifional information that will awd in the success of the program.
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Creative Elements for Dynamic Marketing

Periodic Table

Elements for Creative Marketing
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Ciiff Quicksall Associates Pariodic Table Hements for Creotive

2023 - www QL i

Elements for Creative Marketing Campaigns

@( | Measurement

Senses

Distribution

Packaging
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Text about
the idea
goes here

Mind-Mapping Technique

@

FOURTH
IDEA

SECOND
IDEA

Text about
the idea
goes here
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Functional Tool

& Template
Explanation

\

Cut Area

Cut Area
Safe Area, P Safefrea
Area Not T2 Scores Psplod KEEPSAKE pap|o4
S Seen Once SnE 23U U3ag I: procts v :| ’)) 30uQ usas
Folded Folded JON 21y JON Baty
Area Not Area Not
Seen Once Seen Once
e Folded Folded
Area Not Area Not /
Seen Once Seen Once
Folded Folded
Area Not Area Not
Seen Once Seen Once Paplod P2plod
Folded Folded JJUQ UBS 2JuQ uaas
JON ea4y 10N e3Jy
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Add On'’s that Drive Engagement

SCAN For Access

QR Code

Light Activated Light
Light Activated Sound

Scents
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Packaging —Types and Styles

Tubes
— styles, custom wrap, specifications, vacuum
Poly-bagging
4@ PRENTY — clear, colored, blank and custom printed

Boxes, stock & custom

— styles, specifications, printed vs. non-printed

Paint cans, lunch boxes, jars... what else?
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QUESTION

What is RsD?
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Let’s review some
Award Winning Creative
Campaigns
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ExAMPLE

Self-Promotion
Capturing Opportunities

Event &

" Promotions
Calendar

| F's PLAN FOR SUGCFSS
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ExAMPLE

Self-Promotion
Grabbing Prospect’s Attention
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Self-Promotion
Home Run with KMK

E
%
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Yoyt s¥re

STATS

OFF THE FIELD
EM Lovesto Travel
Dedicated __—— pokerKing  ——
Problem Solving Head Chef
‘Hard Working Exercise Enthusiast

Creative
‘Analytical
Big Picture Thinker

poghad ———
MGEADOUTIA’Y'.‘

Bunypouuhhhuﬂundu.ﬂr
Il\'oKM‘!I’hhﬂ po
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Self-Promotion |
Apples to Oranges - Scented QR - .

A New Vision for
Creative Marketing

GL.BAL =

When others are
Companng. 0

B NIPLE

Self-Promotion
New View on Creative Marketing
How could a client use this?
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Creative Self-Promo

* Simple

* Targeted
 Affordable
* |nteractive
* Measurable

Using Our Tools to Promote Unique Ideas

“Reactivating Old Top-Level Clients"
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| would appreciate your candid feedback

Please Scan QR Code and Leave Comments
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Advertising )
Specialty with Cliff Quicksell, csp

Institute® EVERY STEP OF THE WAY™
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Cliff Quicksell Associates
wiwwRQuickselfSpeaks.com,

Cliff QUICKSELL, MASI, MAS+,
President & CEQ ~ Cliff Quicksell Associates
Consultant . Coaching . Speaker . Author

301.717.0615

www.quicksellspeaks.com
cliff@quicksellspeaks.com

y Advertising
a Specialty
Institute®

Ask Me Questions

» a
" TO GREATNESS.
G

with Cliff Quicksell, csp
SCAN For Access Author of:

30 Seconds to Greatness Blog.

Sales, Marketing 30 Minutes to Greatness PODCAST.
Motivation, and...The NEW Marketing Academy!
Innovation, &
Creativity
EVERY STEP OF THE WAY"
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