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Monetizing your brand locally &
nationally through blogging:

driving referrals, advertising,
affiliate marketing, capturing
leads, downloadable products &
ecommerce!




Blogs are growing ...

US Bloggers, 2008-2014
millions and % of internet users

334

316  (13.3%)

301 (13.0%)

281  (12.7%)
26.2  (12.3%)
24.0 (11.9%)

22.9
(11.3%) (11L3%)

2008 2009 2010 2011 2012 2013 2014

Note: internet users who update blogs at least monthly
Source: eMarketer, Aug 2010

118542 wweceMarketer.com




Readership growing ...

US Blog Readers, 2008-2014
miillions and % of internet users

1504
141.6  (60.0%)

133.8
1226 (56.5%) R

112.7  (53.5%)
1026  (51.0%)
914  (48.5%)

(45.0%)

2008 2009 2010 2011 2012 2013 2014

Note: internet users who read biogs at least monthly
Source: eMarketer, Aug 2010
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Internet influences purchase

Media Used Frequently* by US Internet Users** to
Find Information to Help with Purchase Decisions,
March 2010 (% of respondents)

Internet search 92%
Blogs 53%

User-generated 46%
Message boards 34%
Social networks Fi3

Magazines Fuop

I
I INewspapers  10%

Note: n=1,085; *respondents who chose “frequently” or "all the time";
**BlogHer site users _on!,' : .
Source: BlogHer and Wiliage, "2010 Social Media Matters Study”

co-seonsored ﬂ Ketchum and The Niglsen cmnﬁng, 5@7 15, 2010

114284 W eMarketer com



Ad spend increasing ...

US Online Ad Spending, 2009-2015
bilhons and % change

2010 20M 2012 2013 2074

B Online ad spending M % change

Note: includes banner ads (static display), search ads (paid isUngs,
contextual text links & paid inclusion), rich media, wdeo (in-stream,
in-banner, In-text), classified ads, sponsorships, lead generation (referrals)
& email (embedded ads only); excludes mobile ad spending

Source: eMarketer, March 2017

125987 W eMmarketer com




Assumptions

¥ Already have a blog that provides reqular
dependable content

¥ Have trafbc and someloyal followers that trust you

¥ You have the experience of receiving businessor

referrals based on your expert status & trust youOve
bullt In your market

Build arn
Referrals




Perspective

Location &
Target Market City, State, Region Country, Global
Transaction Face-to-face eCommerce

Revenue Stream Time-for-money Passive



6 Methods of Monetization

¥ Capturing Leads to build Tribe

¥ Referrals for Products & Service
¥ AfPliate Marketing

¥ Advertising

¥ Downloadable Products

¥ Tangible Products



Capturing Leads

Description : Capturing

leads on your blog Is the process of allowing visitors

to share their email or contact information with you in order to communicate

with them in the future.

Benebts. Capturing leac
deeper relationships wit

Information provides the opportunity to develop
N your readers, facilitate knowledge transfer, offer

specials deals and builc

out your network.

Tools & Resources: Aweber, Constant Contact, iContact, MailChimp,

Facebook Like, Twitter

Implementation : Embed a lead capture form. DonOt ask for a lot of
Information. Consider offering something of immediate value in return.

Reality Check : Readers will only opt-in to your list if they trust you can offer
value specibc to their needs. Consider a 3% opt-in rate excellent.



Referrals

Description : Your blog, over time, can establish you as an expert in your
pPeld. This, in turn, makes you highly sought after for whatever product or
service you offer.

Benebts. The perception that you are an expert makes whatever you have to
offer more desirable and can also allow you to charge a premium rate.

Tools & Resources: blogging platform, social media, emalil marketing
newsletter

Implementation : Provide your readership with dependable, frequent and
valuable content over time. Sounds easy?

Reality Check : this does NOT happen over night and, in fact, can literally
take years. You must be a long-term and dependable presence in your arenz
- someone they know will be there and whom they can trust.



Affiliate Marketing

Description : AfpPliate marketing is a marketing practice in which a business
rewards you (their afbliate) for each purchase or action brought about by
the your marketing of their products.

Benebts. Earnings potential using targeted ads that require little or no
customization and drive revenue 24/7.

Tools & Resources: Amazon Associates, Google Afpliate Network, Google
Adsense, ClickBank, LinkShare, Commission Junction, ProBlogger.net,
Entrepreneurs-Journey.com

Implementation : Be true to your niche audience or tribe; provide value -
ads should be something you feel good about or use yourself; more is not
necessarily better; provide your own personal review for best results;
measure results and weed out low performers.

Reality Check : Earnings potential may be limited in local markets



Advertising

Description : Online advertising on your blog Is essentially providing
dedicated space for 3rd party companies to showcase their products and
services.

Benebts. Advertising income is not pay-per-click but based on trafibPc from
your target market. Fees are usually Pxed rate (monthly) and negotiated
individually.

Tools & Resources: WP Max Banner Ads plugin, dedicated advertising
page on your blog, PayPal

Implementation : Layout advertising requirements prior to approaching
potential advertisers; track clicks to illustrate value.

Reality Check : Earning potential may be limited in local markets. This is
not an automated process, but can be worth it if you have the right
advertisers, trafbc and ad management process in place.



Downloadable Products

Description : Digital and information products that may be purchased online,
such as software, e-books, photos, music, plugins, podcasts, and videos.

Benebts: Immediate delivery, higher probt margins, no inventory, completely
automated, ability to update or change products on demand.

Tools & Resources: Word or Pages, Audacity or Garageband, Camtasia or
Screenf3ow, e-junkie, 1shoppingcart, lulu, Amazon, Blurb, PayPal

Implementation : Use a shopping cart service to provide simple execution.
Test various price points. Offer free version with up-sell. Consider 1-time
purchase vs. subscription.

Reality Check : Creating downloadable products is one of the easiest methods
of product creation and usually costs nothing (except time). Challenge
yourself to create one this week!



Tangible Products

Description : Physical products of any kind for sale on your website or at your
physical location, potentially with the use of an eCommerce platform to
facilitate the transaction.

Benebts. Blogs are a great platform to showcase your products online and
drive trafbc to your physical location if you have one.

Tools & Resources: PayPal, Authorize.net, 1shoppingcart.
Disk.com, CafePress, Lulu.com, Amazon.com, Etsy.com

Implementation : Engage your market with contests, events and promotions
that get potential customers involved. Provide pictures, descriptions,
testimonials and video if you can. If you expect high volume online sales,
consider investing in a robust eCommerce cart.

Reality Check : Setting up a eCommerce cart within your blog can be
overwhelming - get help! Low volume, self ship should consider PayPal.
Buyers will want as much detail of the product so share as much as possible.



The Power of Generosity

¥ Share your best content

¥ Who is your customer? What Is their problem?
How will you solve Is for them?

¥ Create an opportunity for customers to
experience you before they buy

¥ DonOt get caught in the trap of believing that the
way to make money is to hold back you best stuff



What’s Nexte

Action Steps

1. Find out what your customers
want and will buy!

2. Pick 1 or 2 monetization
strategies that you can act on
today.

3. Test variables and measure
results to determine best
approach for your market and
return on investment.

Resources

¥ problogger.net

¥ entrepreneurs-journey.com
¥ challenge.co

¥ buildabetterblog.com

¥ howtomakemyblog.com

¥ smartpassiveincome.com
¥ Dblogtechguy.com



Download this presentation at ...

CvilleMarketing.com
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