
Welcome to the 
2018 Spoton.net Conference



Agenda for the day

Time Session Session led by

8:30 Meet for morning coffee

9:00 Joanne Robbins Why it’seeze is successful

9:10 Oscar Akiki Building the perfect figure

9:25 Stephen Morley The past, present and future

9:50 Kevin Woods Giving design advice. A simple approach

10:00 Amy Cross-Webber If it ain’t broke - do we fix it?

10:10 Alex Brook How to make cold calling great again

10:20 Adam Thomlinson Going the extra mile

10.45 Break for coffee

11.00 Phil Revill Lessons learned

11.15
Nic and Sarah 

Johnson
The process

11:30 John Cooper Commerce package - selling reality

11.45 Chris Roberts Franchise Finance: Courses and Overview

12.15 Chris Cook Chantry overview

Time Session Session led by

12:30 Break for lunch

13.30 Tom and Rob of Ocere SEO Kick Start package

14:00 Steven Phillip Linked2success

15;00 Break for coffee

15:15 All Head Office Team Answers to questions

15:30 Alex Brook Awards

15:45 Joanne Robbins Final thanks

15.50 Close



+The product

+Target market

+Local consultants

+Head Office team

What makes it’seeze successful?



What makes a franchisee successful?

+People person

+Confident in the products

+Has goals/targets

+Driven and determined

+Self motivated /organised

+Adaptable to change



What part do the H.O. play in our success?

+Dedication

+Passion and innovation

+High standards

+Training and support



Mutual success

COMMUNICATION 

IS KEY!



+Dragons Den and Countryfile

+Selling online

+Diversity of website sales

Happy successful clients



Building on our success in the future

+Why did we choose Chantry?

+A fresh approach 

+Experienced in resales

+Financial planning



FINANCE – Building The Perfect Figure



Turnover & Income Streams

+Turnover exceeded £1.8M – 10% increase on previous year.

+Website subscriptions up by 14.5% on previous year.

+Website setup fee rose by 6.5% year-on-year.

Breakdown %

Website subscriptions 68%

Website setup fee 16%

Other it’seeze services 8%

+ Turnover expected to exceed the £2M mark by 31st Mar 2019.



Website Sales Performance

+Overall website sales were up by 10% on previous year.

Website type Performance

Lite +  16%

Max +    5%

Commerce +    4%



Website Sales Breakdown

Lite 46%

Max  45%

Commerce 9%

Website Sales

Lite

Max

Commerce



Existing Client Base

Lite  38%

Max  53%

Commerce 8%

Mobile  1%

Website Client Base - Breakdown

Lite

Max

Commerce

Mobile



Websites Net Growth

Overall, our net growth of websites has improved by more 
than 7% year-on-year

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

Sales

Cancellations

Net Sales Increase



Cost of Sales & Commission

+Total cost of sales has increased by more than 

1.2% on previous year.

+£780K was paid in sales commission to 

franchisees.          

+This is 88% of the total cost of sales and 43% of 

the total sales income.



Other Costs of Sales

+Other costs of sales saw a massive 53% increase from £51K to £78K

2018 2017

Servers £ 27K £ 22K

Domains £ 22K £ 12K

IMAP £ 22K £ 12K

CRM £ 7K £ 5K

+All cost increases have been absorbed by Head Office without 

increasing the cost to our clients.



Overheads & Expenses

+Expenses increased by 14.4% year-on-year.

+Wages and remuneration were the biggest factor with 20% increase on previous 

year.

2018 2017 Difference

Wages & Remuneration £ 604K £ 503K £ 101K



Conclusion

+With a strong performance year after year, Spoton.net has heavily re-invested in the 

business, constantly consolidating its network and operations.

+Better platforms and tools, enhanced staff training and development, CPD training for 

franchisees, provisions for further franchisee training.



+Ongoing and constant effort to 

streamline operations, improve our 

services and offerings, and raise 

brand awareness - thus passing on 

the benefits to our franchise network 

and customers.

Conclusion



Development

Past, present, and future
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Giving design advice 
A simple approach



Benefits of design knowledge:

Clients expect 
guidance regarding design.

+ Confidence. Helps when talking in more detail 

about home page design

+ Builds enthusiasm and trust

+ Helps when briefing and gives better direction

+ Help us create better websites



+ My 4 step approach to design basics

+ Examples of success

+ Advanced advice styles and trends

1 2

3 4

Covering



My 4 step design checklist: 
After I’ve found out about the business...

The 
Look

Key
Messages 

Nuts 
& Bolts

What 
Extras 
Can We 
Offer?

Design advice. Suggestions, facts 
and what's possible

Paid extras



1

Thinking 
about 
maximum 
impact

An idea 
of the 
possibilities

The 
Look



Advise on style
+ Use our portfolio A-Z

+ Use the styles and trends page

+ Ask the design team

+ When referencing non - it’seeze sites 
look out for

• Animation effects

• Countdown timers

• Filter / search options

• Shops

Basics

1

The Look
Key Messages
Nuts & Bolts



Basics

1

+ Copy and images with impact

+ Subtle transition animation 

+ Background images and videos

+ Illustrations with Getty Images -

great alternative to stock 

photography

Attention Grabbing

The Look
Key Messages
Nuts & Bolts



+ 3 ESSENTIAL ELEMENTS

+ Consistent colour palette  

www.paletton.com

+ Fonts that maximise messages

+ Logo design or text based logo.

Basics

1

Well Branded 
& Consistent

The Look
Key Messages
Nuts & Bolts



+ Supply original photography

+ Pexels, Pixabay and Unsplash as 

alternatives to Getty

+ Icons designed to represent 

services or products 

Basics

1

High Quality
Imagery

The Look
Key Messages
Nuts & Bolts



+ Lead with a headline

+ Benefits at the top. 

Everything else underneath.

Basics

2

The Look
Key Messages
Nuts & BoltsGet the 

Hierarchy Right



+ HOME PAGE ESSENTIALS

+ Think of layout in ‘sections’ to 

highlight benefits and services.

+ Promote the idea of using 

negative space. 

Basics

2

Think of 
Content in Sections

The Look
Key Messages
Nuts & Bolts



+ SIMPLY 3 TYPES

+ Simple horizontal 

navigation

+ Vertical navigation for 

large page numbers

+ Burger navigation  

Basics

3

Navigation

The Look
Key Messages
Nuts & Bolts



+ Advise on best SEO practice 

+ Be subtle with keyword 

content. Too much and the 

visitor will be lost.

+ It’s all about relevance to 

the reader

Basics

3

The Look
Key Messages
Nuts & BoltsSEO



Example
The Re-Design



+ Redesign of 6 year old website

+ Getting good traffic but not 

generating enquiries

+ Wanted his site ‘modernised’

+ 4 basic suggestions were made

+ Design team were briefed

+ Outcome...





Example
New Design



+ New website design

+ Online car park booking outside 

Heathrow Airport

+ Needs to look contemporary, and very 

professional alongside competition

+ Open to ideas 

+ 4 basic suggestions were made

+ Outcome...



+ Advised on 

the 3 basics: 

+ The Look

+ Messaging

+ Nuts and bolts

http://s1.itseeze.co.uk/sites/livermeadcliff2/
http://s1.itseeze.co.uk/sites/livermeadcliff2/
http://s1.itseeze.co.uk/sites/sonnyatp/
http://s1.itseeze.co.uk/sites/sonnyatp/


What additional paid extras could improve the site?

+ The Look

New logo

+ The Look

Fading images

+ Messaging 

Fly-out forms

+ Nuts and Bolts 

Icons in navigation

http://s1.itseeze.co.uk/sites/livermeadcliff2/
http://s1.itseeze.co.uk/sites/livermeadcliff2/


Styles & Trends
Advanced advice



Digging a 
little deeper

+ New page on portfolio highlighting 

various styles and trends

+ Helps with 

• Knowing latest it’seeze trends

• Advising on current layout styles

• Inspiration for customers 

• Briefing design team

Advanced



Takeaways

More detailed 
4 step checklist 
available 
as a pdf

Giving design 
advice 

A simple approach

Trends & Styles 
available on 

regional 
websites



Amy Cross-Webber – 2018 Spoton.net Conference



I’d normally tell you about . . . 

+Collective sources of sales 

+Update on what we’ve done



What we’ve got planned to support you to: 

+ Increase brand awareness and engagement

+Drive more conversions 





it’seeze websites

+ itseeze.com

+ Domain Authority of 73/100

+ 28% increase in organic search vs. last year

+ 110% increase in enquiries vs. last year

+Regional sites 

+ 12% collective sales last year  



1. Improve design and functionality   

+More visual, full-width designs 

+ Improved call to actions

+More functionality

+Styled blogs  



2. Local search on national site  

+Connect directly with you

+Promote local support more heavily on the national site as our main USP 



3. Using HotJar

+Where people are clicking 

+Where people are moving their mouse and tapping 

+How far people are scrolling



Facebook Advertising

+Had successes but not viable 

+Partner with Ocere to trial for 2 months  

+ =



Affiliate marketing 

Entire process managed through:



Summary of other plans

Brand awareness Engagement Conversions

Enter national awards

Upgrades and 
retention

Redesigns promotion

Lite to Max/Commerce
campaign 

Improving the client 
newsletter

Videos

Blogging
More automated emails – to subscriber list

Affiliate marketing program TradeTracker

Growing national portfolio

Frequent updates to regional website

Chat bot trial

Blog design and functionality overhaul

Remarketing – Google and FB
Social media advertising

Social selling 

Regional open day trials

Trialling feedback widgets

Social media webinars
Split testing landing pages

Work with startups.co.uk



Marketing Update & Idea Webinars 

+We can explain trials and results

+You can ask us questions 

+We can all share ideas



If it ain’t broke  . . . 

. . . still make it better so it works harder





Make cold great again



Lead sources for New business 



Cold Calling – Real Stats

Franchisee % of sales from telemarketing 

Mark Burton 42%

Suzy Perry 38%

Ian Burnett 27%

Rory Bruce 27%

Steve Taber 21%

Garry Stewart 15%

John Wright 15%

Richard Hubble 15%

TOTAL 29%



Cold calling 

• Find data

• Find decision maker 

• Many contact attempts

• Time to qualify 

• No previous engagement 

- emails have to be opt-in

- Inbox visibility

- Generic messaging



LinkedIn - Database

• Largest and most accurate database in the world

• Most trusted Social media platform by businesses

• 23 million users in the UK

• 310,000 active users in Bristol 
(72% of the entire population)

• Huge opportunity to engage your prospects



LinkedIn Guide – Setup

Part 1 - Setting up your profile with your customer in mind 

Part 2 - Identifying prospects using efficient search 

Part 3 - Engaging your audience/connections



Social Selling method – 5 Steps 

1)  Research & Target  

2)  Reach out & Connect 

3)  InMail - Present Value 

4)  Email & engage 

5)  Warm Call



New Lead source? 



Make cold calling great again 



Going the extra mile



Your slide heading here

How many of you spend time visiting your customers to 
support them in setting up their emails?



BlueMail

+Free mobile app

+Add multiple accounts from all 

providers

+Unified inbox

+Easy to configure email (just add email 

address and password)

+Let’s see how easy it is



BlueMail



GoToMeeting

+Free to use

+Host online meetings (40 mins with 3 attendees)

+Screen share (Inc. attendees’ mobile and tablet)

+Webcam

+Chat messaging 

+VoIP audio (using mic and speaker)

+Record meetings, keyboard/mouse control, dial-in phone audio *



Support Website Improvements



Support Bot

+Easier for customers to get answers to their questions

+Proactive and faster engagement

+Faster response

+Reduce volume of tickets and frees up human support 

time 



Help icons in the Editor

+Will soon link to the support website

+Quick access to help videos and 

related articles



Your slide heading here

And finally…

(your queue to stand up Alex)

https://support.itseeze.com/support/discussions


Chris Chantry Here

Break for coffee



Lessons Learned
Phil Revill

it’seeze Nottingham



Daily Habits

+Set a monthly & quarterly target

+5 Calls a Day

+No such thing as luck

+You are focused on customer service

+ so ring them

+Use PipeDrive Like Social Media



Selling

+Value and Service matter, not Price

+Don’t Discount

+Close the Deal

+Ask for referrals, ask for testimonials

+Cash in the Bank



Upselling

+Max for SEO

Google Likes Big Websites, with lots of 

content

+Talk up the number of pages

Named pages rather than “Services”

Thank You Pages

Blogging

+Video

Dwell Time

+The Google Landscape

Map Pack

SEO

AdWords

Upselling



Presentations & Speaking

+ Every time I’ve Presented…

+ They lead to other speaking opportunities

+ Timing – Current News



Process is Important

+ Chase them

+ Demonstrate Your Efficiency

+ Show them the Uploader



Build a Business

+ You are a Business Owner

Work ON the business, not IN it

+ Look at everything with a view to delegating

+ Does it Have to be you responsible for delivery?

+ Go Limited ASAP



Approved Index

+ Google Street View their location

+ Google their phone number

+ Add them to PipeDrive ASAP,

sync to your contacts

+ If you LOSE them, ask who they went with

then add an activity for 10 – 11 Months’ time…



Not my circus, not my monkeys

+ There's no such thing as a "quiet month"

+ 15mins early, or you're late

+ Nobody brought a bed without testing it first

+ Bold Calling, 5-a-Side, Super 6

+ Don't automate.  Engage

+ I’ve never seen a yell website at the top of google

+ “Have a look at our reviews on TrustPilot”

+ Support site for selling

+ Bespoke is good value

+ Always build your pipeline
its easier at the end of the month



Nic & Sarah Johnson
it’seeze Hull



OUR MOTIVATION



Our Motivation



GOAL SETTING



Goal Setting

“If you don’t know where you’re going, 

how are you going to get there”



Goal Setting

Set goals. Focus. Have a plan.

As well as our 1 year plan, we now have a 2 year, 5 year and 10 year plan



LEADS / SALES FUNNEL



Networking



Networking



Paid Lead Generation



Social Media & Regional Website



Social Media & Regional Website



Social Media & Regional Website



Email & Phone Prospecting



Client Referrals



CONVERSION
(turning leads into sales)



Conversion

1. Call & Chat

Keep it brief, friendly and let them know we’ll send through more info via email



Conversion

2. Email

Our experience, what we do, website examples



Conversion

3. Follow Up

1 to 2 days later. Keep following up if no answer.



Conversion

4. Face to Face Meeting

9 times out of 10 they will come to us



Conversion



Conversion



Conversion

70% sign up at the meeting

30% take a couple of days to consider



SYSTEMS
(how we manage the process)



Systems

Full Production Meeting

Twice a week – new clients & targets, existing clients,

moving web production on, other work, client amends,

client site reviews



Systems

Divide Your Days

Set aside specific meeting days and specific production days

Allocate time for social media and marketing



Systems

Be Proactive with Clients

Some clients freeze when presented with the uploader

Be proactive and pull as much of their content together

Get the process moving



Systems

IMPORTANT - Keep Reviewing

We’ve adjusted our systems a couple of times this year

based on issues we’ve had or through client problems.

It’s not perfect but it’s always adapting…



OUR ROLES



Our Roles

100% Shared / 100% Teamwork

Keep each other in check / hold each other accountable. 

For those on your own, get an accountability partner

(through a network group)



SUMMARY



Summary

Key Elements

Motivation / Goal Setting / Sales Funnel

Persistence / Follow Up / Robust Systems

Put the hours in!



THE BIG QUESTION

Is 100 sales in a year achievable?



Nic & Sarah Johnson
It’seeze Hull



The Commerce Package

Selling reality

John Cooper



I would like to sell stuff online…



Great! Or is it?

+ How many products?

+ What are the products (and are they legal)?

+ Do they already sell online…?



And all the obvious questions!

You all know the sales process – and you 

all have your own style, but selling 

Commerce has it’s own set of challenges…



How are you going to market your new website?

+ Social media?

+ Google Adwords?

+ Facebook advertising?

+ Direct mail?

+ SEO? 

Do you have a Marketing Plan?



Up until this point, you have been giving the message that by 

getting a Commerce website won’t be enough to make their 

business a success.

They need to realise it is their responsibility to make this 

work. But you can help.

The penny starts to drop…



If you imagine your new website as a car…

+ SEO is the fuel.

+ Paid advertising is the chauffeur.

+ Me? I’m the MOT testing station, R&D and your new 

best friend.

They may ask “What’s SEO and Adwords?”



+ Need content? I partner with a copywriter who can 

help YOU with this.

+ Need SEO? We provide that service (or you know 

someone that can)

+ No social media? We can help with that too.

Show them the challenges and the solutions



Website extras – selling the dream
Website extras – make the best better



If you do this, it helps prevent problems further down the line

+ What payment gateway might you use?

+ Are you VAT registered?

+ You will need a delivery and refund policy

+ You will need Terms and Conditions

+ Postage  rates

What should they be thinking about?



You can start this process early. 

You can get this moving as soon as the content has been submitted. Ask for the link to 

the webshop.

+ You don’t need the website built to begin this 

process

+ Spend time showing them how this works

+ Demonstrate the shop management area

Talk about populating the shop



+ Interrogate their plan

+ Point out the challenges

+ Stress that need for fuel!

+ Show them the solutions and how you can help

+ Demonstrate the shop management area and how 

easy it is to manage

To recap



The harder you make it for them at the start, the easier 

it will be further down the line.

Having to hand-hold a Commerce client can seriously 

damage your health wealth!

Reality



Thank you for listening

Any questions?



Chris Chantry Here

Break for Lunch



Chris Chantry Here

Break for coffee



Chris Chantry Here

Answers to questions



Chris Chantry Here

Awards



Chris Chantry Here

Final thanks


