For the First Question: Prioritizing a Marketing Goal to Generate Maximum
Revenue in the Shortest Time

Given the business consulting firm's current state—0-10 employees, limited market share, and
targeting owner-managed SMEs and MSMEs—the most specific marketing goal that should
be prioritized is:

Goal: Create a Consistent, Scalable Lead Generation System to Attract
High-Ticket Clients (3-9 Month Program)

This should be the primary focus because high-ticket offers generate the most revenue per
client and, when marketed effectively, can quickly build the business's revenue. A systematic,
consistent lead-generation system will address the firm's current problem of not having a steady
stream of clients.

Why This Goal?

1. High Lifetime Value (LTV): With each high-ticket client bringing in 3-4 lakhs per
person, just a few conversions can dramatically increase revenue.

2. Capacity: The company is currently training 3-4 companies per cycle for extended
periods (3-9 months), so filling each of those slots is critical to maximizing revenue
potential.

3. Frustration-Relief Positioning: The audience is extremely busy, overwhelmed by task
overload, and frustrated by poor productivity. The program solves a direct, time-sensitive
pain point.

3-5 Actionable Steps to Achieve This Goal:

1. Build a High-Value Webinar Funnel Targeted to Owner-Managers and Executives:

o Why: Webinars offer a great opportunity to showcase the immediate value of the
high-ticket program, allowing you to build trust with decision-makers while
addressing their biggest pain points.

o Action: Develop a high-value, short webinar (20-30 minutes) on a topic like
"How to Skyrocket Your Business’s Productivity and Free Up 10+ Hours a Week."

o Funnel: Linkedln ad — Webinar registration page — Thank You page —
Webinar — Follow-up email sequence — Sales consultation.

2. LinkedIn Ads for Precise Targeting of Decision-Makers:

o Why: LinkedIn is ideal for targeting CEOs, VPs, and Owner-Managers of SMEs,
where you can precisely target by company size, job title, and industry.

o Action: Create LinkedIn video ads that address the frustration these leaders face
(overload, missed deadlines) and offer the webinar as the solution to their
productivity problems. Use video ads or carousel ads that highlight case studies
and clear outcomes from your program.

3. Implement Automated Email Follow-Up and Retargeting:



o Why: Most decision-makers won’t convert immediately after seeing an ad or
attending a webinar. A robust email follow-up and retargeting strategy will
nurture leads.

o Action: Use email sequences for those who registered but didn’t attend the
webinar. Retarget website visitors and ad viewers with testimonials, client
success stories, and reminders about upcoming webinar slots.

4. Increase Outreach Consistency with Automation Tools:

o Why: One of the pain points mentioned was the lack of consistent outreach. By
using automation tools for LinkedIn and cold email, you can ensure there’s
constant lead generation, even when outreach activities slow down.

o Action: Automate LinkedIn messaging and follow-up sequences using tools like
Expandi or Dripify, ensuring the outreach happens consistently each week,
without the drop-off.

5. Optimize the Landing and Consultation Booking Page:

o Why: A poorly optimized landing or consultation booking page can cause
potential leads to bounce off before taking action.

o Action: Ensure the landing page and booking page are streamlined, focusing
on strong headlines, clear CTAs, and minimal distractions. A/B test different
headlines and offer variations to improve conversion rates.

For the Second Question: Choosing the Best Marketing Asset to Match the
Customer Journey

Given the need to generate clients for a high-ticket productivity workshop, the most effective
marketing asset will depend on where your audience is in their customer journey. Here’s the
breakdown:

Marketing Asset: Webinar Funnel with LinkedIn Ads for B2B Audience

e Why a Webinar Funnel: A webinar allows you to engage your audience in real-time,
demonstrate your expertise, and offer immediate, actionable solutions to their problems.
In the case of high-ticket clients, building trust and credibility is crucial before they
commit to a 3-4 lakh investment.

e Why LinkedIn Ads: Given your audience (CEOs, VPs, GMs of SMEs), LinkedIn offers
the best B2B targeting. You can directly target the decision-makers you need to reach,
and they are more likely to engage with professional content that’s relevant to their
business challenges.

Which Stage of the Funnel Should Be Targeted?

e Focus on the Middle of the Funnel (MOFU): Your target audience already knows they
have a problem (overload, task management), but they may not yet know that your
workshop is the solution. At this stage, your goal should be to educate and nurture



them toward conversion. The webinar provides the perfect opportunity to explain how
your solution is different from the productivity software or hiring approaches they’ve

already tried.

Constraints:

e Budget: With 15,000 rupees (~$200), you should focus on LinkedIn video ads
targeting a highly specific audience to ensure the best use of your ad spend. LinkedIn
CPC is higher than other platforms, so use a small audience and precise targeting to get
the best return.

e Timeline: With a 1-month timeline, a webinar funnel will give you quicker results
compared to longer lead-nurturing strategies like lead magnets or cold outreach.
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