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KATELYN BOURGOIN, CEO, CUSTOMER CAMP

« Katelyn Bourgoin is a 4X founder turned growth strategist & trainer.

» Operational experience spanning the marketing, tech, and
hospitality sectors.

« Katelyn has been named an influential entrepreneur by Forbes
magazine & featured in Inc., HuffPost, Bustle, CBC, CTV, Global TV.

« Katelyn was recognized as one of the “top 20 wonder women of
SaaS marketing and growth.”

« Katelyn’s past clients include high-growth tech startups, SMBs,
business support organizations, and Fortune 500 companies like
Target and Holiday Inn.



HOW TO FIND
I IIDEAL
CUSTOMERS
ONLINE

VIRTUAL CLASS



COFFEE CHAT

What’s going on in your world
that motivated you to attend
today’s workshop?



This Workshop is Right for You If..

You’ve been at it for awhile, but you're still not
getting the results you want

You feel totally overwhelmed by having to do
“all the things” online

You’re brand new to the online marketing world



g |

BUILT 3 COMPANIES
LOTS OF PRESS COVERAGE

SOLD ONE

AWESOME CLIENTS







You can do anything,
but you can’t do everything



You can’ttry to be
everywhere—you’ll just
burn out trying



WORKSHOP AGENDA

Identifying your ideal customers

Understanding your customer’s buying journey

Locating customer hangouts

Choosing which marketing channels to prioritize










These techniques helped us to..

01 02 03 04 05

Choose which Grow an dentify Identify media  Sell out within
marketing audience of promotional opportunities 48-hours

prioritize months



HOW TO IDENTIFY
) (oJV ) JIDEAL
CUSTOMERS




If you want to find your
customers online, you
must first know who your
dream customers are



Questions to answer:

@ what do they look like?

0 What problems are they trying to solve?

0 What triggered them to look for a solution?

° How do they go about looking for new solutions?
° What progress are they trying to make?

0 What objections might stop them from buying?

° What is their desired outcome?



HEALTH-CONSCIOUS YOGIS



FREELANCERS & SMALL AGENCIES



FOOD-CURIOUS SUBURBAN PARENTS IN N.S.






You could have the greatest tourist
experience on earth, but if you’re trying
to sell it to the wrong people—you’ll
never hit your sales goals.






You can't just pick an audience.
You need to understand why
they would pick you back.



ldentify your ideal customers

Awesome Resources

|dentify your Best Visitor (video)

Tip Sheet (free download)



https://www.youtube.com/watch?v=NcEImlcafU8&feature=youtu.be
https://www.tourismns.ca/sites/default/files/Tip-Sheet-4-Identify-your-best-customers.pdf




3 potential customer segments

LOYAL FARMER’S CONVENIENCE BUYERS HARDCORE BBQ
MARKET BUYERS WITH FOOD BOX LOVERS
SUBSCRIPTION







Research insights

People with food box subscriptions hated how much waste there was
They loved not having to think about what was for dinner
BBQ was more than just dinner—it was a fun experience

BBQ was their hobby

BBQ was a popular social activity among parents

Buying local was important, but a struggle to do consistently



Doing customer research helped us
to narrow our focus to food
conscious suburban parents






DOWNLOAD
FREE TOOL

bit.ly/audiencecalculator



UNDERSTANDING
YOUR CUSTOMER’S

BUYING JOURNEY



The Buying Journey

CATALYST CATALYST

BUY / USE
TRIGGER I I I NOW q

EVENT PASSIVE ACTIVE DECIDING USING
LOOKING LOOKING JOB DONE?

Credit: adapted from the Re-Wired Group




The goal of the interview is to
understand your customer’s
buying journey



Getting the right answers

People don’t like People rarely
surveys think deeply about
WHY they buy




95% of purchases are
driven by unconscious
urges, the biggest of which
IS emotion



Where are your customers?

Know they have a Don’t even realize they
problem have a problem




GOING TO THE GROCERY STORE LESS FREQUENTLY



COOKING MORE OFTEN TO RELIEVE STRESS



EATING MORE MEALS AS A FAMILY



Only 10 searches a month
in all of Canada



Quarantine had led people to
become a bit shack-wacky.
Everyone was looking for something
fun to do to pass the time.






Maybe people are actively
searching for a solution like
yours. If so, you prioritize
channels where you can be
discovered.



If your ideal customers AREN’T
actively looking for products like
yours then you must find them



FINDING YOUR
CUSTOMERS’
HANGOUTS




Simply put, a marketing channel is
a place where you can get your
product or service in front of your
target customer






You often only really need to nail
one or two channels to start
gaining momentum.



How to find you customer’s hang

Ask them



How to find you customer’s hangouts

Ask them

Do competitor research



How to find you customer’s hangouts

Ask them

Do competitor research

Do a quick Google search



“FOOD BLOGGERS IN NOVA SCOTIA”



How to find you customer’s hangouts

Ask them

Do competitor research
Do a quick Google search

Sparktoro









How to find you customer’s han
Ask them

Do competitor research
Do a quick Google search

Sparktoro

Facebook Audience Insights



If customers are actively looking for
solutions like yours, you should focus
on helping them find you.



How to find you customer’s han
Ask them

Do competitor research
Do a quick Google search

Sparktoro
Facebook Audience Insights

Keyword research



How to rank on Google

Buy your way in Earn your way in







SEO

(ie. optimize site to
rank organically)




SEO is 11! a quick fix






It may be worth testing search
engine ads to see how they perform
for your business







How to find you customer’s han
Ask them

Do competitor research
Do a quick Google search

Sparktoro
Facebook Audience Insights

Keyword research



CHOOSING WHICH
CHANNELS TO
PRIORITIZE




The Digital Marketing Mix

Reviews
Media Coverage
Guess Posts
Mentions
Social Shares
Influencers (free)

(Your)
Website
Blog
Profiles
Email
Social Pages

EARNED

PAID

Pay Per Click
Display Ads
Remarketing
Retargeting
Paid Social
Native Ads
Paid Influencers



TRADE-OFFS

Getting your message out
through paid channelsis
fast, but costly



TRADE-OFFS

Building an audience on channels

that you own is often lower cost

and drives long-term value, but
labour-intensive



TRADE-OFFS

Focusing on earned channels
can be highly persuasive,
but unreliable



Which trade-offs are you
willing to make?



YOU’RE SUPPOSED TO




Showing up online and
marketing your business
consistently can often feel like
hard work. But it’s much easier
when you enjoy the process


















We’re focused on...

COLLABS
& PRESS

EMAIL
PROMOS

VIDEO
COOKING
FACEBOOK TUTORIALS
& INSTAGRAM




If you know what your audience is
interested in and what type of
content you actually enjoy creating,
it’s much easier to show up and do
it consistently



WRAPPING UP



3 main takeaways

You must know You only need to It’s easier to get
who your ideal nail one or two results when you’re
customers are channels having fun




Group Chat

What did you think of
today’s class?



More Awesome Resources

Check out...

Identify your Best Visitor (video) >

Tip Sheet (free download) >

Building a Flexible Social Media Strategy
(video) >

COVID-19 Tourism Recovery Research and
Marketing Approach >



https://www.youtube.com/watch?v=NcEImlcafU8&feature=youtu.be
https://www.tourismns.ca/sites/default/files/Tip-Sheet-4-Identify-your-best-customers.pdf
https://www.youtube.com/watch?v=ElRZsjrsOdQ&feature=youtu.be
https://www.youtube.com/watch?v=ElRZsjrsOdQ&feature=youtu.be
https://www.tourismns.ca/covid-19-updates-and-resources/covid-19-tourism-recovery-research-and-marketing-approach
https://www.tourismns.ca/covid-19-updates-and-resources/covid-19-tourism-recovery-research-and-marketing-approach

Q&A

DON’T FORGET YOUR
RANKING CALCULATOR

bit.ly/audiencecalculator



UPCOMING WEBINARS

Online Marketing — Going Beyond Social Media
« Date: Thursday, March 25, 2021

e Time: 10:00 a.m. to 11:00 a.m. Atlantic Time

« Delivered by: Alison Knott, Alison K Consulting

* Free for anyone to join



STAY CONNECTED!

Contact Business Development
TNSBusiness@novascotia.ca

Newsletter
Sign-up for inTouch

Twitter
Follow @TourismNS

LinkedIn
Follow Tourism Nova Scotia

Website
Visit tourismns.ca

COVID-19 Resources
tourismns.ca/coronavirus


mailto:TNSBusiness@novascotia.ca
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