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H i !  I ' m
K r i s t i n a !



W H A T  W E ' L L  C O V E R

What are funnels?
Why are they important?
How to leverage funnels as a business
owner - only what you need to know!
Funnel models + optimization



B U T  F I R S T . . . . .

o u r  t r a i n i n g
m i n d s e t !



M a r k e t i n g  i s  a
f o r m  o f

c o n t r i b u t i o n .



M A R K E T I N G  I S
H O W  Y O U  M A K E

P E O P L E  F E E L
A B O U T  W H A T  Y O U

A R E  O F F E R I N G



“ I ’ v e  l e a r n e d  t h a t
p e o p l e  w i l l  f o r g e t

w h a t  y o u  s a i d ,
p e o p l e  w i l l  f o r g e t
w h a t  y o u  d i d ,  b u t
p e o p l e  w i l l  n e v e r

f o r g e t  h o w  y o u
m a d e  t h e m  f e e l . ”  



–  M a y a  A n g e l o u ,

C i v i l  R i g h t s  A c t i v i s t
&  P o e t



C O M P O N E N T S  O F  M A R K E T I N G

Source: The Illustrated Handbook for 
Content Marketing: Content History, by Andy Crestodina 4



W h a t  a r e
m a r k e t i n g
f u n n e l s ?



W H A T  A R E  M A R K E T I N G  F U N N E L S ?

The journey your customer
takes from the first point of
contact all the way to
becoming a client. 

The funnel provides a helpful
framework for connecting and
engaging customers along
that journey.



W H Y  A R E  F U N N E L S  I M P O R T A N T ?

The online funnel mimics the
in-store experience!

How do you want your
potential customer to feel?



Y O U R  C U R A T E  T H E  E X P E R I E N C E



Y O U R  C U R A T E  T H E  E X P E R I E N C E



l e v e r a g i n g  f u n n e l s
-  o n l y  w h a t  y o u

n e e d  t o  k n o w



Clients!

CONVERSION

T H E  M A R K E T I N G  F U N N E L

Capture Leads + Deliver Content + Move Leads Into
Action



Ask people to sign-up for your email list and deliver value
consistently.
Host an event or webinar with registration.
Run challenges or contests on social media.
Attend networking events.
Sponsor events. 
Create lead magnets and share them in social media groups/online
communities
Run paid social or PPC ads for your lead magnet or offer

H O W  D O  Y O U  C A P T U R E  L E A D S ?



Before you can capture leads or even sell anything -
you have to have something to offer them!

Ask yourself - 

What does my ICA need to understand, be aware of,
or believe in order to desire/need my service?

Create a lead magnet to address this!!!

C R E A T I N G  L E A D  M A G N E T S  F O R  Y O U R
I C A



Pros Cons

Quick results Expensive, especially when scaling

Scalable Results stop when you turn ads off

Ability to test various creatives
(copy + images) quickly

Confusing for most biz owners

Ability to reach new markets They don't work if you don't have a
converting offer***

It's all math based! It's all math based!

 C A P T U R I N G  L E A D S
Paid Pros & Cons



Pros Cons

Content has a long life Takes more time to put together

Can be leveraged and repurposed Can be difficult to replicate past success

If you stopped creating, content
keeps working for you

Can take time to find what works

FREE! (minus your time) Slower results

You learn what works in your
messaging

SLOWER RESULTS

 C A P T U R I N G  L E A D S
Organic Pros & Cons



 C A P T U R I N G  L E A D S

Landing page
Email platform (ESP)

MailChimp
Convertkit
FloDesk
Mailerlite

Analytics (from website,
landing page, or ESP)

Tech needed to capture leads:



C A M P A I G N  L A N D I N G  P A G E  E X A M P L E S



C A M P A I G N  L A N D I N G  P A G E  E X A M P L E S



 D E L I V E R I N G  C O N T E N T  

Email 
Video training/sales letter on
the webpage
Live training session in the
future
Event

After you capture the leads, you
have to deliver the content!



M O V E  L E A D S  I N T O  A C T I O N

Automated email sequences are so important!
You must have a clear, strategic, compelling ask/offer:

Book A Call
Join a group
Check out my program
Stay tuned for more emails!



M O V E  L E A D S  I N T O  A C T I O N

CTA: Sales Page
https://www.chantal-

howard.com/wholeness-within-the-hustle-
group-program

https://www.chantal-howard.com/wholeness-within-the-hustle-group-program


C O N V E R S I O N

BEFORE YOU EVEN START YOUR FUNNEL...
Make sure you have the entire prospect-to-client
journey mapped out.
Make sure you have tracking mechanisms in place,
know your KPIs

You get to dictate how and when conversion happens!
During a call/meeting
On a web page
After qualifying calls with a team member



F u n n e l  M o d e l s  +
o p t i m i z a t i o n



F U N N E L  M O D E L S  

Organic: Lead Magnet



O R G A N I C  F U N N E L  E X A M P L E



O R G A N I C  F U N N E L  E X A M P L E



F U N N E L  M O D E L S  ( P A I D )

Paid Ads (COLD) Funnel to VSL



L4: Interest-based audience/personas

L3: Look-a-likes: L1 + L2

L2: Email subscribers +
website/social media

engagers

L1: Customers
(people who

have landed on
your TY page)

F U N N E L  M O D E L S  ( P A I D )

Cold Audience

Warm Audience

Messaging

Problem + Opportunity

Problem + Opportunity

Offer (they know you!)

Book A Call or other CTA



H O W  T O  K N O W  W H E N  Y O U  S H O U L D
M O V E  T O  P A I D

 Determine your goals.
 Have a system to track your efforts.

BEFORE you move to paid, you must:

1.
2.



H O W  T O  K N O W  W H E N  Y O U  S H O U L D
M O V E  T O  P A I D

Goal Marketing Tactic

Find new clients / build your list
Use a lead magnet (a valuable piece of content, challenge, free training, etc.)  to run

a TOF paid ad campaign

Drive webinar/event
registrations Run paid ads to landing page  

Increase brand awareness Speak at conferences / get on podcasts (can be an organic startegy)

Build your audience
Partner with an influencer / leverage their audience; have them direct their audience

to your offer.

Know your goals!



P A I D  L I T M U S  T E S T  
Are you ready to move to paid?

 Are you collecting email addresses?

 Have you seen success in one social media channel?

 Have you honed in on your messaging, your offer, and your audience?

Do you have the tech (landing page, website, or CRM) set up to support your

campaign?

 Do you have a clear CTA for people to act on?

 Are you prepared to spend 3x the cost of your product to test your ads?



M O V I N G  T O  P A I D
Ready, set, GO!

 Have a goal.

TRACK everything!

Find the WHO - you need someone

to create a strategy and execute for

you. 

Be comfortable with spending

money and not seeing a return

right away. 

1.

2.

3.

4.



F U N N E L  M A T H
How to figure out KPIs for your funnel

What does the journey look like? Identify the steps. 

1. Opt-in 2. Attend Webinar

3.Sales Call 4. Purchase



F U N N E L  M A T H
How to figure out KPIs for your funnel

Determine your ultimate goal and your benchmarks (industry
or past performance). 

1. Opt-in 2. Attend Webinar

3.Sales Call 4. Purchase 20 New Clients

30%

15% 15%



F U N N E L  M A T H
How to figure out KPIs for your funnel

Reverse engineer your funnel to figure out how many leads you
need and what your benchmarks should be. 

Start with the last step and divide it by its conversion rate. Do
this for each step.

20 New Clients / .15 = 133 Sales Calls
133 Sales Calls / .15 = 889 Webinar Attendees 
889 Webinar Attendees / .30 = 2,963 Opt-ins 



Opt-In Attend Webinar Sales Call Purchase

30% 15% 15%

2,963                           889                133             20 

F U N N E L  M A T H
How to figure out KPIs for your funnel



F I X I N G  T H E  F U N N E L

Number of leads/subscribers
Number of people who hit the page and then don't complete
your form
Number of new clients/customers
Number of meetings
Number of video views
Time spent on page
Hot Jar/Crazy Egg for page interactions
Copy - does it resonate?
Page speed/load time

Every day (if paid), every week (organic), look at your KPIs:

Know your KPIs (Key Performance Indicators)
If you are running

ads, message me - I
have a KPIs +

benchmarks  for
you!



E-mail kristina@reditus-marketing.com

Website www.reditus-marketing.com

Phone 502-649-2651

T H A N K  Y O U !


