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My Background,
Shifting Mindset,

Creating Differentiators,
Building + Impressions! 
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• 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

Today’s Program Goals
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Elevating Your Game 
with Self-Promo
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Journalize Your Ideas
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The Process
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Uncover the 
Challenge

Results
Do again?

Define the
Audience

Discovery

Track
Progress

Launch Build
Campaign

Evaluate
Outcome

Tweak Decide

Measure 
Metrics

Unleash
Creativity



Uncovering Opportunities

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

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?



Starting Point for Successful Self-Promotion
List Some Marketing/Business Challenges
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A B C D E F H I P TOUCH POINTS

Top level accounts, high sales, high profits 

with other positive characteristics

Great Client, easy to work with has 

potential to grow, profitable and great 

sales volume

Average client buy regularly and mildly 

profitable, pays well, open a bit

Buys but not consistant, pays on time but 

rarely open to new ideas product driven 

only

Buys once or twice a year, no growth 

potential, but pays on time - friendly

No attention, marketing dollars of effort. 

Will not take orders from this client

New clients, segmented yes, yet not 

classified for 120 days

Inactive clients for more than 180 days, 

unless their buying habits are as such

Prospects, these should only be A&B 

level client types

Consider these optional touch points, 

you are not limited to only these

Touch Touch Touch Touch Touch No touches,no marketing Touch Touch Touch
3 D Campaigns please review Affiliate 

WebZone©

Frequency Frequency Frequency Frequency Frequency N/A Frequency Frequency Frequency
Eblasts: product based, content 

based, blogging & white-papers

Touch Touch Touch Touch Touch N/A Touch Touch Touch Lunches

Frequency Frequency Frequency Frequency Frequency N/A Frequency Frequency Frequency Holiday touches

Touch Touch Touch Touch Touch N/A Touch Touch Touch Tradeshows

 

Frequency Frequency Frequency Frequency Frequency N/A Frequency Frequency Frequency Networking Events

Touch Touch Touch Touch Touch N/A Touch Touch Touch Postcard

Frequency Frequency Frequency Frequency Frequency N/A Frequency Frequency Frequency Catalog Mailer

Touch Touch Touch Touch Touch N/A Touch Touch Touch Spec Samples &         Over-run samples

Frequency Frequency Frequency Frequency Frequency N/A Frequency Frequency Frequency Other

                    Marketing Budget Allocation Calculation Area                               General Comments/Questions

     Gross Annual Sales $ _____________________________________________

     (       ) % of Gross Sales for Marketing Budget $ ______________________

     80% Allocation for A/B Clients $  ___________________________________

     20% Allocation from A/B$ for Prospecting  $ _________________________

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

     (       ) % of C, D, E Allocation for Inactive Clients  $ _________________

X

X

Budget Allocation
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Where do you spend your 
dollars?
Who are the recipients?
How are funds allocated?
What are the KPI’s?



Defining the Target
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• Existing clients
• Prospective clients
• Inactive clients
• Referrals

• Where do you spend your dollars?
• Who are the recipients?
• How are funds allocated?
• What are the KPIs?

• A – class act

• B – above average

• C – middle tier

• D – low tier

• E -  questionable

• F – FAIL / Dump

•   Manufacturing
•   Hospitality
•   Banking and Finance
•   Healthcare
•   Construction
•   Fitness & Wellness
•   Aviation
•   + 23 others & subsets



Discovery
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Discovery
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Creative Elements for Dynamic Marketing
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Mind-Mapping Technique
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Functional Tool
& Template
Explanation
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Add On’s that Drive 
Engagement

NFC Chip

Light Activated Sound

QR Code

Light Activated Light

Scents
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Packaging –Types and Styles

Tubes
– styles, custom wrap, specifications, vacuum 

Poly-bagging
– 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
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What is R&D?



Let’s review some

Award-Winning Creative
Campaigns

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



SelPmotion

Capturing Opportunities
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Self-Promotion



Self-Promotion
Grabbing Prospect’s 

Attention

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



Self-Promotion
Home Run with KMK
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Self-Promotion
Apples to Oranges - Scented

Self-Promotion
New View on Creative 

Marketing
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How could a client use this?



“Reactivating Old Top-Level Clients”

Creative Self-Promo

• Simple
• Targeted
• Affordable
• Interactive
• Measurable

Using Our Tools to Promote Unique 
Ideas
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I would appreciate your candid feedback

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

Please Scan QR Code and Leave Comments



Questions & 
Final Wrap 

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

301.717.0615
www.quicksellspeaks.com
cliff@quicksellspeaks.com

Author of: 

30 Seconds to Greatness Blog. 
30 Minutes to Greatness PODCAST.

and….The NEW Marketing Academy!

Ask Me 
Questions

Sales, Marketing
Motivation, 

Innovation, & 
Creativity
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