
It’s amazing what a partnership can produce. With digital 
expertise and creative thinking, we can make it happen.

JANUARY SPRING TRANSFORMS

1001 BANNOCK STREET #424, DENVER, CO 80204 | 303-872-7932 | CONTACT@JANUARYSPRING.COM



Meet Your Host

Charity Huff is CEO of January Spring, a digital marketing 
& advertising agency that works exclusively with 

publishers. 

Full-service digital agency 
We work exclusively with publisher 
to help you take digital to market:

• Programmatic display
• Paid Social

• Targeted eBlasts
• Paid Search
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Show Me The 
Money $$$
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Case Studies Influence 
Marketing Investments

Media Kit

Referrals

Case Studies & 
Success Stories

Testimonial

The Four Most Influential Sales Tools
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Telling a Story through a Case Study is 
More Compelling

than Just Facts & Figures

Provide 
Background

Describe the 
Objective 

Detail the 
Solution 

Make it 
Readable

Help potential 
advertisers who 
read the study 
relate to the results.

Specify the 
problem or 
challenge your 
customer brought 
to you and how you 
measured the 
outcome. 

Describe the 
advertising solution 
you provided. Provide 
details about the 
results the client 
received. If possible, 
use the client’s words. 

No one wants to 
read a long 
chunk of copy, so 
use formatting 
that makes the 
case study easy 
to read. 

The Making of a 
Great Case Study
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Good case studies are about the 
customer’s journey, NOT your company.

Good case studies are 
about the customer’s 
journey, NOT your 
company.
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Describe the advertising solution you provided. 
Provide details about the results the client 
received. If possible, use the client’s words. 

Solution

Specify the problem or challenge your customer 
brought to you and how you measured the 
outcome.

Opportunity

Use facts, data and testimonials to demonstrate 
the outcome you were able to deliver

Results

All Good Case Studies Have 
3 Parts
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Hot Categories
• Landscaping
• HVAC
• Roofing
• Painters
• Carpets & Flooring
• Custom closets
• Solar
• Destination mgmt. 

companies
• CBD
• Private schools
• Custom home builders

Ask for 6, 9, 12 Month Contracts

• Elective healthcare: 
• Cosmetic
• Dentists
• Optometry

• Wealth mgmt.
• Mortgages and finance
• Health & Human Services
• Economic 

Development/Chamber
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Conversion Zone

Event Targeting

Case Study: Flooring & Window Coverings

Customer is paying 
$3.85 Per Click and 

$9.35 Per Action
as a result of this Campaign!

Ad Type Impressions Clicks CTR
Geo-Fencing 453,715 1,021 0.22%

Keyword 286,035 821 0.29%
Site 10,320 58 0.56%

Event Target 17,409 95 0.55%

CAMPAIGN RESULTS:

Campaign includes: Geo-Fencing with Conversion Sites, Keyword Re-targeting, Site Re-targeting and Event Targeting 

Geo-Fences

485 Onsite Visits 
from consumers 

who have seen the 
advertisement!

2.6x HIGHER 
than the national 

average!
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512,152 534 .11% 374

Case Study: Natural Wellness

Customer is paying around
$15.68 Per Onsite Conversion 

& $9.68 Per Click 
as a result of this Campaign.

Ad Type Impressions Clicks CTR
Geo-Fencing 586,583 702 0.12%

Site 10,496 12 0.08%
Keyword 152,925 61 0.03%

CAMPAIGN RESULTS:

Campaign includes: Keyword Re-targeting, Geo-Fencing with Conversion Zones, and Site Re-targeting. 

Keywords:

Conversion Zone

Geo-Fences

Over 
300 Onsite Visits 
from consumers 

who have seen the 
advertisement!

750,004 775 0.07%
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Case Study: Custom Closets

Customer is paying just under
$8.50 Per Click 

as a result of this Campaign

Ad Type Impressions Clicks CTR
Geo-Fencing 81,100 90 0.11%
Keywords 52,815 65 0.12%

Site 2,802 6 0.21%

CAMPAIGN RESULTS:

Campaign includes Geo-Fencing, Keyword Re-Targeting and Site Re-Targeting

Keywords:Geo-Fencing

Higher then the 
national average

.08% -.10%
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Case Study: Wealth Management

Customer is paying less than 
$8.41 Per Click 

as a result of this Campaign.

Ad Type Impressions Clicks CTR
Geo-Fencing 211,837 293 0.14%

Site 17,329 33 0.19%
Keyword 148,865 114 0.08%

Event Target 13,951 26 0.19%

CAMPAIGN RESULTS:

Campaign includes: Keyword Re-targeting, Geo-Fencing, Site Re-targeting and Event Targeting

Keywords
:

1.2x higher than the 
national average CTR of 

.1%!

Geo-Fences

Event Targeting
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Long–Form Case Studies 
Work Great Too.
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Use the Case Study to 
Set Expectations:

1. Campaign Size
2. Potential
3. Upsell
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BEST PRACTICES
CAMPAIGN RECOMMENDATION

# OF ADDRESSES (1000 ADDRESSES)

X 2-3 DEVICES PER HOUSEHOLD (= 3000)

X 4-6 IMPRESSIONS PER DAY (= 15,000)

X 30 (DAYS IN A MONTH) (= 450,000)

X RETAIL CPM ($10)

= MONTHLY BUDGET (= $4500)
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FREQUENCY

1ST: THEY DON’T SEE IT

2ND: THEY DON’T NOTICE IT

3RD: THEY ARE AWARE THAT IT IS THERE

4TH: THEY HAVE A FLEETING SENSE THEY’VE SEEN IT BEFORE

5TH: THEY ACTUALLY READ IT
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FREQUENCY
6TH: THEY THUMB THEIR NOSE AT IT

7TH: THEY GET A LITTLE IRRITATED WITH IT

8TH: THEY THINK “HERE’S THAT CONFOUNDED AD AGAIN.”

9TH: THEY WONDER IF THEY’RE MISSING OUT ON SOMETHING

10TH: THEY ASK THEIR FRIENDS OR NEIGHBORS ABOUT IT
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FREQUENCY

11TH: THEY ACCEPT THAT THEY WILL BUY IT

12TH: THEY MAKE A COMMITMENT TO BUY IT

13TH: THEY CURSE THEIR POVERTY 
BECAUSE THEY CAN’T AFFORD IT

14TH: THEY COUNT THEIR MONEY 

15TH: THEY BUY WHAT THE AD IS OFFERING
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100K IMPRESSIONS
÷ 30 DAYS

3,300 /DAY
÷ 4 IMP/DAYS AVG

= 833 PEOPLE/DAY
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RUN THE NUMBERS

Ask your client if I brought you 10 new opportunity’s, how many opportunities would they close? 
Learn their closing percentage and help them find their Return on Investment. If they say they would 
close 3 out of the 10 (industry will vary). 

KNOW THE NUMBERS
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KNOW THE NUMBERS
Learn their closing percentage and help them find their Return 
on Investment. Know how much every client is worth to them!

100K IMPRESSIONS IN A MONTH

AVERAGE CTR IS .08 - .10%

WHICH MEANS 80 - 100 PEOPLE/CLICKS
ARE EXPECTED TO ENGAGE.

PROGRAMMATIC CAN THAN TRACK 
THE FOOT TRAFFIC

LET’S SAY YOUR CLIENT RECIEVES 15 
WALKS IN FROM THE CLICKS

15 WALK-INS X 30% = $1,500 
POTENTIAL RETURN

EXAMPLE: 30% CLOSE RATE AND 
$300 CLIENT WORTH



Referrals are 
another way to 
stay in touch
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The 
professional 
email 
approach 

The casual 
conversatio
n email 

The post-
sale email 

The 
incentive 
email 

The referral 
email

How to Solicit a Testimonial
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Hi Jim,
Thank you for your kind words during our 
meeting  to review your campaign.  It is always 
a pleasure to work with you on your 
advertising.

Would you mind if I shared your comments in a 
testimonial?  It is always helpful for other 
business owners to hear from respected 
businesses.  Thank in advance for your 
consideration.

[insert a written version of the verbal 
complement.]

The casual conversation email 
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Hi Jennifer,
Thank you for your business. It is always a 
pleasure to work with you on your advertising.

We are showcasing businesses who have had 
success with our marketing program.  I’m 
writing in hopes you would interested in 
featuring your business in a case study.  The 
next time I’m at your offices, I can review the 
material we’d like to use in the case study.

In the meantime, here’s an example of one of 
our case studies. [attached case study]

The post-project email
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Hi Evan,
Thank you for your time today.  We are proud 
of how well your advertising campaign has 
performed for your business. I’d appreciate 
your feedback on our work together, would you 
mind providing a brief testimonial?

[insert a link to a one-page feedback form]

The post-campaign email
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Hi John,
Thank you for your continued business 
with us. When someone takes the time to 
recount a positive experience, it speaks 
volumes. And so I would like to request a 
small favor – a testimonial that will give 
others a sense of the experience and service 
we’ve provided.

As a thank you for your time, I’d like to 
offer you [insert offer]

Please follow this link, and fill our our five-
minute testimonial form. [insert link] 

The incentive email
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Hi Brittney,
Thank you for your kind words during our 
meeting  to review your campaign.  It is always 
a pleasure to work with you on your 
advertising.

If you have a business colleague or vendor that 
you feel would also benefit from my efforts, I’d 
appreciate you recommending me.

The referral email
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Now What?
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Promote On All 
Your Marketing 

Material

Build your 
Case Studies

Keep Filling Your 
Case Study 

Funnel

Share Your Case Studies and 
Testimonials
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Promote in Social Media
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Add to Your Media Kit
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Share with Every New Contact
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“Are you familiar with XXXX? [a business they likely 
have not heard of because they don’t advertise with 
you.] You don’t know them because they don’t 
advertise, they don’t invest in marketing.

Yeah, They Don’t Advertise With Us

“Are you familiar with XXXX, another local business? 
Would you be surprised to know they’ve been 
running with us for XXX years.  Then follow on with 
details from your case study.

Do You Know Them?

“Are you familiar with XXXX, another local business? 
Every time they run with us, they tell us its one of 
their most effective marketing efforts. Show them the 
results from one of your case studies.

Every Time They Run and Ad With Us, 
They Say…http://360adsales.com/ad-sales-training-

podcast

Incorporate Your Case Studies and 
Testimonials into Your Sales 
Process 
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As sales organizations, 
we need to adjusts to 
the changing buyers
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Who’s Your Buyer?



• Want relationships with those they 
work with—an ongoing dialogue 
rather than sporadic 
communications

• Purchasers need face time with 
sales representatives and prefer
in-person meetings

• Drawn to vendors’ reputation and 
history, and the perceived
quality of your product

Boomers
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• Are realists, and they can spot a 
phony a mile away; extremely 
motivated to do their own 
research

• Rely on peer-to-peer referrals 
more than other generations

• When you start the sales 
process, be sure to offer (or 
allude to) multiple product; they 
like options and a “plan B”

GenX
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• Leverage digital sources and 
peer input significantly more 
than advice from a sales 
professional when making a 
purchasing decision. 

• Do 80% of their research before 
they even talk to you.

• Do not make decisions quickly; 
they need time and information

Millennials
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Crazy, thought – treat your clients well, do great work, and everyone wins. We’ve found many of our clients start working with and initial  project, which 
then turns into another project, and then another. We are in this for the long-haul. And, we view our relationships as long-term  partnerships. We’ve built 
our business on referrals. So, let’s get started.

We’re Into Long-Term
Relationships
RAVE REVIEWS THAT MAKE US BLUSH

In order to grow your magazine’s readership, you have to invest in your digital platform. For us, at NOCO Style, partnering with experts in digital  greatly 
accelerated our time to market. And, the partnership gave our team the foundation for years ofgrowth.

—Tonja Randolph, Owner and Publisher of Mountain Media Group

NBM has built a proven, scalable marketing approach to turn event sign-ups to show ups. We deploy multiple marketing tactics: email, social, text messaging—
and  new this season, we’ve also layered programmatic display targeting. In partnership with January Spring, we’ve built a comprehensive KPI dashboard that
tracks the full attendee journey and provides us with attribution tracking tied back to each marketing tactic. Our most recent show saw a 54% lift in attendees 
during the  week of the event, thanks to our marketing efforts. That is just shy of a third of the total registration count for that event.
—John Bennett, Vice President, Integrated Media, National Business Media

When my Media clients are looking to leverage digital my first choice as a partner is January Spring. In fact, they manage my Social Media. January 
Spring can handle all digital for you, seamlessly. They are a great partner to help grow your digital revenue and assisting media companies in their 

Digital Transformation..
—Ryan Dohrn, President/Founder, Brain Swell Media
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We started working with January Spring in late 2019 and we’ve booked significant in revenue in programmatic advertising. The January Spring team helps you 
enthusiastically launch with your customer base, supports and coaches you to close clients and readily works with my Digital Strategist to answer questions. 
Having this product in our toolbox has opened a lot of doors that have been previously closed AND we haven’t seen our print buys decrease.”
—Rory Gillis, COO  Durham, Chapel Hill & Chatham Magazines and Heart of NC Weddings, Taste the Event, Sip + Savor & WellFest



Stay In Touch
Nitosha Ramirez
Director of Sales & Local Marketing
Nitosha@januaryspring.com
303.478.2146

Jamie Butow
Director of Sales & Social Media
Jamie@januaryspring.com
661.412.2116

Charity Huff
CEO
January Spring
Charity@JanuarySpring.com
303.886.6816
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