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Hi, I'm Jared

Orchard Street On the road

working out of a suifcase
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O Se~e e __-O Back to NZ
Manhattan Brisbane Covid brought us home
2015, Wall St office another couple of years
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How did | end up here?

Not far into that business, we
picked up a




The story goes

A painter is painting a
fence

We get the account:
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(___

Goes to work for the
owner, an adviser

Works his way up to
manager

That firm needs help
with Google Ads

l

Gets hired into another
firm




OVER THE NEXT TWO AND A HALF YEARS

$10K  $230K+

a month, morfoages onl a month, acrose KiwiSaver, insurance and
gage y

morfgages

Eventually, that advice business was acquired




Kept general-ish, on purpose.

Lessons from clients overseas, other industries, systems, processes, numbers and

campaigns in this industry.

1-5 person team 20-30+ person team
— - - |
Think about it in
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Don’t rely on photos.
Grab the slides.

plus the practice recording, with every playbook in it




part one

How do you grow?

Before you pick the marketing...




Marketing and sales

Theres no point having the factest racecar if the driver icnt any

good.




Farmers and hunters

Farmer
— - @ >

The practitioners. Really good advisers, Hungry to sell. Fights to call every new
great with warm leads, referrals and people lead, twice a day, every day, until they're
who are ready to close. told to go away.

your buginese sife somewhere along this fine

x’j . . .
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So which one are you?

41 ) How fast do we call a new website enquiry?
2 ) How many times do we try before we give up?
3 ) Who on our team actually wants to make those calls?

¢ ) When an opportunity walks in, who takes the reins?
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Match the marketing to the team

Lean into channels that bring Push harder on paid, on volume,
people who've half closed onh speed.

themselves. But plug the holes in the bucket first:

That's exactly what your team is good at. clawbacks, bad reviews, clients switching to

another adviser.

x’; . . .
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Where | think the growth channels sit

[ Client referrals ] [ Blogging ] [ Social videos ] [ Networking [B/V.U]

[ Community & cponsorships ] [ geo/ /450] [ Eventte & expos ] [ Door knocking ]
[ Referral partnere ] [ Podcast (guest) ] [ Google Ade ] [ Buying leads ]
[ Email newslettere ] [ Social posts ] [ Meta Ads ]
< =

[ Database reactivation ] [ Webinare & ceminars ]

[ Friende & family ] [ Podcast (your own) ]

[ Google reviews ]




Now add effort

more effort
0 | Podeast (our owm) | | Guente & expos | Door knocking |
[ Commaunity & cponcorships | ( €0/ A€O) ( Wetworking (BNI) ]
( Blogging ( Webinare & seminars |
[ Referval partnere | [ vciat videos ] v
| Podeast (guest) ) (_Google As )
| Email newstettere | [ Social pocts

| Friende & famity || Database reastivation | (__Buying leads )
[ Client vefervale | Google reviews




You've bought a Ferrari and given
it to the wrong driver.
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A good tractor can cost the same as a
Ferrari.

a Ferrari a good fractor

$700,000 NZD $700,000 NZD
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Board wants ]

Sales training The EOS
aggressive growth

A marketing
framework

agency

..and a couple of long-cerving adviserc left, becavse it wasnt how they wanted to

workb.

Wanting to grow is easy.
has to fit the whole business.
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The slides are right
here. A




part twe

How to grow

A framework that works whatever channel you choose.




Most marketing fails because it's
focused on the

drive past the billboard  cee the Facebook ad meet af a networking event

...and we expect people to magically become a client because we
did a thing.

x’; . . .
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Google's 7-11-4 rule

11

hours of interaction touchpoints or separate locations
with your brand engagements

From Google's Zero Moment of Truth research: what people need before they choose who to buy from.

x’; . . .
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Four locations is the easy one

Your webgsite ] [ Google Business Profile ] [ Instagram and social ]

your blog ] [ guides and PDFs ] [ video quides and couvrces ]

a podcact, and ite on YouTube too

x’; . . .
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Attract.
Xchange. “
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Get people from somewhere to
your someplace.

: Google Ads ] [ Facebook Ads ] [ podcacts ] [ radio ade ]

competitions and giveaways ] [ referral partners ] [ offline events ]




onhe thingo



Attract.

Engage.
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Turn someone who saw your
marketing into a lead.

: your webgite ] [ a lead form ] [ a download

: a newsletter sign-up ] [ text to get a freebie | [ book a call ]




x’; . . .
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Where does the ad

Sponsored
yourbusiness.co.nz > first-home

Pre-Approved Fast

Free 15-minute chat with a local adviser.

No cost to you.

a Google ad

000

First Home Buyer? Get .




Value is measured in their eyes,

webinar r

one-page
cubscribe to

like or follow

SMALL ASK

x’; . . .
Orchard Financial Marketing



Attract.
Xchange.
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Orchard Financial Marketing

How you engage with a new
lead, or someone on your

database. g o>
the minvte a fead comethe next few weeks and into yeare

I




Call your leads.

Within minutes, ideally.

the longer you wail, the higher the chance you lose
them
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Can't call yet? Text.

He started texting every lead the moment it came
in. Sorry, I'm in meetings, I'll call you in an hour.

A big difference in connection rates,
straight away.

x’; . . .
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Hi [Name], it's [you] from
[business]. Thanks for
getting in touch! I'm in
meetings right now but I'll
give you a call within the
hour.

Hi [Name], just tried to call.
When suits you today for a
quick 5S-minute chat?




How many first home buyers are on
your email list right now?

They're a potential client until they buy, whether that's 3 months or 6 years away.

Stick around until the timing is right.
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Call when it's about them

ACVB NOT THIS
85% .Fe:FIHaHee Fe“ieu‘.”
BOYfF ———————m————————— - e

""Hey Michelle, it looks like your
\ house price has gone up enough

to get a good refinance deal.

Want to talk about a review?"”

time
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So that's AXE

~ N\
> >

ngage
do something to aftract get them to do something: ctay with them over fime: 7
people follow, cubscribe, download, hours, 11 touches, ¢ placec

book
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part three

The playbooks

Plays to grow.




Eight plays

Create content
from your calls

Grow ads without

spending more

Run Meta Ads that
convert

Caption your
videos

Know what works

Call your leads fast

Email your

database

What people need

to see

I get throvgh about three foday. The practice recording covers all eight.
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How to create
content.




How to create content: you already do

1 —> |

client call O

a conversation youve already O —
haod, and itc already

tranccribed Q—
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The prompt

PASTE YOUR CALL TRANSCRIPT, THEN

g

"Pull all social media post ideas from this call, based
on the questions this client asked and the situation
they're in. Use the endless customers approach to
finding these ideas and content. Then create 2-3
additional angles for each idea.”

: Marloo ] [ Otter ] [ ZLoom ]

J

Trail I

if it evergreen, always relevant, post it again in 70 days
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You have your ideas

O——=3

o | ==

o o —>

o — O<{§ post ideas
e , O<§

+3 angles each

Orchard Financial Marketing



One idea, three pieces of content

_ —7=

-
R
D> —
QOB Qo> Qo>
cingle image video carovsel
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How to create content: you already do

1 20 —x3 —

client call postideas single image, pieces of content
carousel, video

x’; . . .
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One KiwiSaver
conversation. .
Twe nty pOSt id ea s ¢ I've done it I'll let it sit there and do what it does.

No knowledge of Kiwisaver

Do it cost to work with adviser for Kiwisaver

Never got around to it. Fixing my Kiwisaver

;V’z . . .
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20 post ideas from one conversation

Does it actually cost anything to get KiwiSaver advice?

Is a "“free” KiwiSaver review actually free? Here's the catch
What “letting it sit” could cost you by 65

Where to find the fees you're paying on your KiwiSaver

Do you lose money when you switch KiwiSaver?

Why “set and forget” can quietly hurt your KiwiSaver

What happens to your KiwiSaver while you're on parental leave?
5 signs your KiwiSaver needs fixing

The biggest KiwiSaver mistake we see women in their 30s and 40s
make

Switching provider vs switching fund: what's the difference?

x’; . . .
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DIY vs using an adviser for your KiwiSaver

Conservative vs balanced vs growth: which fits you at 35?7 At 45?
Fixing your KiwiSaver now vs in 5 years

An honest review of the default fund you were probably put in

We reviewed a real KiwiSaver (with permission): here's what we
found

An honest look at Sorted’s Smart Investor tool (and what it can't tell
you)

The best first step if you know nothing about KiwiSaver

The 3 most important things to check on your KiwiSaver statement

The easiest 10-minute KiwiSaver fix most people never do

The most-asked KiwiSaver questions from women in their 30s and
40s



Grow with ads
Without spending more




play 2 - the 80/20 principle
Grow your ads without spending more

- [ ] O ved, yellow or blue? blue wings

- - O navy, blue or baby blue? baby blue
- ; - baby bius adtoe bacy biueipage

TEST1

TEST 2

THEN MATCH
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play 2 - came budget, more feads

Better Cost Per Leads (CPL)

TEST 1 TEST 2

%. red ad navy blue ad
$100 CPL $50 CPL
50 leads 100 leads

$5 OOO — yellow ad blue ad
! ""C] $125 CPL $65 CPL
ad budget 40 leads 77 leads

___). blue ad baby blue ad
$50 CPL $40 CPL
100 leads 125 leads

put the whole budget into the winner

+ LANDING PAGE

+ matching page
$25 CPL
200 leads

e =
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play 2 - track the return

Turn $5,000 into $60,000

TEST1

=
$5,000 150

od budget
)

red ad

$30k revenue

500% ROI

yellow ad
$10k revenue

100% ROI

blue ad
$15k revenue

200% ROI

dark red od
$25k revenue

400% ROI

bright red ad
$20k revenue

300% ROI

light red ad
$40k revenue

700% ROI

put the whole budget into the winner

—

+ LANDING PAGE

+ matching page
$60k revenue

1,100% ROI

%‘E Orchard Financial Marketing

R

e




Scale the winner, fund the next test

TODAY SCALE 5X REINVEST IN NEW TESTS
(O Google Ade
L____ testit

find the winner

$5 ' OOO 3 D winning ad + page 3 I 525,000 budset :’ - -: YouTvbe videos

$60k revenue __ 1 testit

11x ROI find the winner
e _: referral partuners
___ 1 testit

find the winner
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Run Meta Ads
that convert




Run conversion campaigns

tarqget audience

/\ clickers

watchers

Tell Meta to find the people who
convert.

Not Traffic
Not Video Views
Not Engagement

converters
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What we prefer

Video ad — Landing page —> | Form

e 3-4 ads that are genuinely e Says exactly what the ad says Hard to fill out, on purpose

different: scripts, angles, Conditional logic to boot out

benefits, pains DQ leads
Text verification

e Talk to a specific person about

things specific to them Only fire the conversion for
quality leads, so Meta goes

and finds more

=< Orchard Financial Marketing



The moment the form is submitted

1 2) 3

Send the lead a Send your team the
confirmation email lead
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Put captions
oh your videos




of social media videos are watched on mute.

add captione free in the Edits app, download it, then post anywhere

%’»“Z Orchard Financial Marketing



Know what
works




Know what works

Track what goes in

Marketing spend and fees

UTMs on every channel
Hidden form fields and —>
GTM

All into your CRM,
AdviceCRM or a
spreadsheet

Break it down

Campaign

Targeting and keywords

Region
Product

Channel: Meta, Google...
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—

" Review what comes

out

e Who closed, who didn't

e Close rate (effort rate)

e ROI

e Can you scale the spend,
or is it tapped out?




Call your
leads fast




Call your leads, because the ads are coming...

ry
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Email your
database




Email your database

One email to a pretty average first home buyer list. Never really nurtured, all from
Facebook Ads.

312 0 0

emails sent open rate unsubscribes spam reports
higher than expected
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What people
heed to see




What people need to see first

Reviews on a hon-biased channel, / Testimonials from people just like
like Google them

Awards (they do help) ./ Your knowledge

Your experience /  Your face, real pictures of you

aim for 2-3 testimonialc per type of client, then get more specific: cingle FHB, family FHB,
older, younger...
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part four

Homework

Takeaways to put to work in your business.




Map your own AXE

ttract

o Write down every way you
attract people now

e Score each one out of 10

e Which bring your best
clients? Which bring the
most needy?

Orchard Financial Marketing

change

e For each one, where do
people go?

 Where does the exchange
happen?

o Are there steps? Do the
steps make sense?

ngage

o What happens next? And
next?

e How do you get the Google
review? The referral?

e The refinance in 3 years?
The insurance or
KiwiSaver?




ol Growth isn’t just how much
\ water you pour into the
bucket.

o o

.
“‘
8
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You don't need to go from $10K to
$230K to grow.

Sitting down and working out what's happening now, and the potential you
already have in the business, is where you'll often find the quickest and

easiest growth.
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Thank you.

Questions?

% orchardfinancialmarketing.com
clides and the full recording



Questions to think about

. 1) How do I find and target the right type of clients?
2 ) What budget should | have?

3) How do I track what's working?

x’; . . .
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