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MARKETING THAT PROPELS

Profit-Forward Marketing
Strategies to Grow in Any
Economy !

Heather Pressler, PhD
CEO of BlueHuki Group
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Who is Heather?
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THOMAS JEFFERSON HIGH SCHOOL
FOR SCIENCE AND TECHNOLOGY
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BlueHuki

Less Drift, More Waves in Your Marketing

01. [Inquisitive
02. Reliably Excellent

03. Creative Mavericks

04. Data-Informed & Strategic

Heather Pressler, PhD

10+ years of Sales, Training, Digital Marketing,
Data Analysis & Web Design experience




Poll

Which Business Do You Want to Buy?

Microsoft Corporation (MSFT)

B Revenue - Annual . -
I Gross Profit Margin - Annual (%) - . .

Dec/12 Dec/13 Dec/14 Dec/15 Dec/16 Dec/17 Dec/18 Dec/19 Dec/28 Dec/21 Dec/22

Alphabet Inc. (GOOGL)

B Revenue - Annual

B Gross Profit Margin - Annual (%) ) I

Dec/12 Dec/13 Dec/14 Dec/15 Dec/16 Dec/17 Dec/18 Dec/19 Dec/28 Dec/21 Dec/22

Amazon.com, Inc. (AMZN)

Revenue - Annual
A Il Gross Profit Margin - Annual (%) ’/v \
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Optimizing Profit Strategies
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Cost Saving Tactics

Low-Cost Activities Al Timesavers

01. 02.
A\

Focus on Returns Spend Efficiently
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How Much Spend?

Figure 1: Marketing Budgets By Industry

Marketing accounts for what percentage of your overall budget?

Consumer Packaged Goods [ 4%
Consumer Services [ 15%
Tech Software/Biotech [ 15%
Communications/Media [ 13%
Mining/Construction [ 13%
Service Consulting [ 12%
Education [ 1%
Healthcare/Pharmaceuticals [ 10%
Retail Wholesale [ 10%
Banking/Finance/Insurance [ISEE 89
Transportation [ 8%
Manufacturing [ 8%
Q Energy [ 4%

*
BLUEHUKI® Source: The CMO Survey and Deloitte Digital
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Where is the best return on investment in 2025?

Public
Speaking

SEO

Email

PFCISEM

ABM

Webinars

LinkedIn
Organic

LinkedIn
Advertising

Trade Shows

Public
Relafions

Direct Mail
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Average ROI




Cost Saving Tactics
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Focus on Returns Spend Efficiently Low-Cost Activities Al Timesavers
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Safe Bet
20% of budget

Initiatives that have a
high probability of
SUCCess

How to Spend

Experimental
10% of budget

Brand new initiatives to
test

Tried & True

@ 70% of budget

Initiatives that have
proven to be successful



Bottom of the Funnel




Constant Improvement

1 PRE-TEST
Compare against
current & historic

in-market ads.

5 LEARN & APPLY
Campaign results including
ABX Index scores inform
the next pre-test.

AN
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4 REVISE CAMPAIGN
Use data to improve
creative & increase ROI.

3 EVALUATE
LAUNCHED ADS

Compare against live
in-market ads.




Cost Saving Tactics
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Low-Cost Marketing Activities

Email @ @ Networking

®, .
Grassroots Social @ EIEQ @ Reviews
Organic SEO @ @ Ease-of-Booking

4\\ Practical Exercise: Write down 1 task you'd like to research

@'®
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Cost Saving Tactics
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Tip 1: Use Al Smartly

Time saved per day by using Al

> ldea generation
»  Utilizing data
> Analyzing data
The average > Optimizing delivery
time saved per > Reaching the right audience
day by usmg AI . > Creating alternatives
5‘ > Spotting weaknesses
> Improving creative
> Training the Al
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Key Takeaways

Understand your Measure results
competitors & spend
=2 -
Set goals for yourself ( [, ) Monitor & refocus spend

|
Identify 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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Cost Saving Tactics
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Focus on Returns Spend Efficiently Low-Cost Activities Save on Payroll &
Hire an Expert
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We are!
Drop your best tip in the chat

Heather Pressler

Heather@BlueHuki.com

- QY 617-519-1320

SCAN ME

/\ www.BlueHuki.com
Q @BlueHuki
sl



http://www.bluehuki.com/
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