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Who is Heather?

THOMAS JEFFERSON HIGH SCHOOL
FOR SCIENCE AND TECHNOLOGY
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Poll

Put Your hand up if one is true for you...

03. 04.
( A\

Want to get more Aren't passionate
local leads about marketing

01. 02.
A\

Not sure where to Dred figuring out
invest what to do




BlueHuki Story

Unmet Market Need

01. Lack of Trusted Partners

02. Need for Content and Business Experts

03. Need for Comprehensive Marketing |

Heather Pressler, PhD

10+ years of Sales, Training, Digital Marketing,
Data Analysis & Web Design experience
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What Encompasses Local Marketing?

Maps @ @ Social Media

®, o

Local Search @ EIEQ @ Directories
Print @ @ Networking

4\\ Practical Exercise: Write down 1 marketing channel to investigate

@'®
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Top Places Consumers Look for Recommendations

Recommendations/Word-of-Mouth
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Google/Bing/Yahoo search

Social media
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HomeAdvisor

Specific company websites 15%
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Online ad
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Television ad
BBB
Yelp

Newspaper ad
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Neighborhood blogs
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Direct mail
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Articles/Videos/Content on websites

ANGI (formerly Angie’s List)

12%
Yellow Pages/YellowPages.com
Radio ad

11%
. HOME IMPROVEMENT COMPANIES
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10%

Other review websites 3% Il HOME REPAIR COMPANIES



Where is the best return on investment in 2024?

Public
Speaking

SEO

Email

PFCISEM

ABM

Webinars

LinkedIn
Organic

LinkedIn
Advertising

Trade Shows

Public
Relafions

Direct Mail
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Put Your hand up if one is true for you...

01. 02. 03. 04.
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Not sure where to Dred figuring out
invest what to do

Want to get more Aren't passionate
local leads about marketing
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Break Creative Blocks

GOa I: Evaluate Opportunities

> Join a mastermind
> Ask Al for ideas
»  Visit networking groups

> Make friends with non-competing
business owners

> Join online groups
Read books
Hire a coach or consultant
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Example Goal & Tasks

Goa I ® Dominate Local Search

Research how local SEO works

Make a list of your geographies and top
searches

Breakout your services into individual
web pages

Write blogs to target other key terms
and geographies

Add real images and be descriptive with
the alt field

Search ads campaign




Example Goal & Tasks

GoaI: Get Higher Ranked on Maps

> Research how map rankings work
> Get more reviews

> Post updates to your Google listing
> Open new “locations”

> Local search ads campaign

> Local services ads (LSA) campaign
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Example Goal & Tasks

GOa I: Print Marketing Success

> Get creative with leave behinds

> Use wraps

> Track every paper piece

> Find print with value

> Find opportunities to save money
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Example Goal & Tasks

GOaI: Be Known in the Community

v

Join local networking groups

v

Sponsor HOA events

v

Join online neighborhood groups
Be social online

v

v

Be a great neighbor




Top Secrets for Local Growth

Be Yourself

Try Something,
Anything New

Hire Expert Help

/A\ Tip: follow the rules AND be active
BLUEHUKI®
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Invest in Tracking Listen to Others



Quantifying Success Online

02.

Engagement

Practical Exercise: Write down one goal for your local marketing

03. 04.

Leads / Conversion
Network
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Key Takeaways

Understand your brand Measure results

5 -
Set goals for yourself ( 4 ) Monitor & report

|dentify Als & humans to help Execute!

Choose a strategy #1 Try something, anything NEW




What s a 90% | 300%

Reduction Increase in

Wi n n i ng in lead cost web traffic

WO rt h ? Rankings
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Poll

Put Your hand up if one is true for you...

03. 04.

01. 02.
A\

Not sure what to do Dred figuring out
online topics to post
about

Want to get more Aren't passionate
leads from online about marketing
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We are!

Questions?

Heather Pressler
Heather@BlueHuki.com

QY 617-519-1320

SCAN ME

www.BlueHuki.com
@BlueHuki



http://www.bluehuki.com/
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