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INTRO &
CONTENTS

Want to get more
clicks/calls/leads/SALES?
This is the setup YOU NEED for
digital marketing success.

Kicking off a plan to drive engagement for your brand online can be
intimidating - especially putting money behind ads and activity, hoping that
you'll get some traction.

But it doesn't have to be! By making sure you've got the right things in
place, connected together, learning and iterating, and driving new and
inspiring creative you can achieve digital marketing success!
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THE BIG

PICTURE
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FACEBOOK & INSTAGRAM TIKTOK
Social Interaction, Social Interaction &
Influencer, Lead Gen Influencer Marketing
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LINKEDIN YOUTUBE
Social Interaction & Lead Promotional Channel &
Gen Influencer Marketing
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TWITTER
Social Interaction

Your 'Digital Plumbing'" ensuring

GOOGLE ANALYTICS
Website performance and
customer behaviour tracking

GOOGLE MY BUSINESS
For search presence on
results page

YOUR ONLINE PLATFORM

GOOGLE TAG MANAGER
Use Tag Manager for secure tracking your traffic and sales
from all sources

SEO
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GOOGLE SEARCH CONSOLE
For optimising site’s visibility KLAVIYO

In search results

Email Marketing

Review Platform

*Trustpilot

TRUSTPILOT

Advertising
%

L
GOOGLE ADS MANAGER

FACEBOOK BUSINESS MANAGER

E3

LINKEDIN CAMPAIGN MANAGER

¢

TWITTER ADS MANAGER

S

TIKTOK FOR BUSINESS

e

SNAPCHAT ADVERTISING

potential customers don't 'leak out'!

There's a lot to set up to capture
customers and limit the leaks - but

don't panic!

Establish your relevant online
profiles - then connect and manage
them so you don't end up with a

leaky funnel.

But first - more about the funnel...
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Optimise your messaging and creative at
each level of the marketing funnel.

Creative For-The-Win. The

best way to start TOF (Top of Funnel)

marketing your business First interaction with your brand
online is with ads.

MOF (Middle of Funnel)

Scroll-stopping awareness ads will , )
First Remarket Opportunity

resonate with customers and start
their journey towards engaging with

youl.
Funnel)

Consistent
Remarketing.
Layering the
'why' and
alleviating the
'why nots'

This is where your
Digital Plumbing kicks in!

Select the online channels you think
your potential customers are active,
and set up those platforms.

. ecting your 71
creating 2nd ConN 9 _/

i\ trove your
online p\ah‘ orms wil

. *\
custormers towards this !

*lots of these, actually
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CREATIVE

IS KING

Create engaging top funnel ads that
inspire potential customers to action.

Drive confidence in your
brand - reassure customers
and establish authority.

Social Awareness Ads

(Facebook, Instagram etc)

For middle and
bottom funnel,
try these:

Landing Page / Video /
Retargeting Ads

Search Ads /

d 1 Retargeting ads, reminding customers mail Flow

and further explaining your benefits

| 1 Signup form, to capture customer
details - incentivise with an offer

| 1 Email activity, to speak directly to your
customer and build trust

| 1 Search ads, to capture customers who are
directly looking for a solution like yours

| 1 Drive customers to a dedicated landing
page with a specific offer, or a blog feature

that educates and establishes authority

g inf orred:
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TEST AND

ITERATE

With the right tools But even more
and activity in place,  importantly, you'll
you'll be able to see: be able to see:

€ IS

Where potential What At what point At what point
customers come they're do they do they
from viewing engage disengage

Practice consistent testing, evaluation
and refinement of creative and message.

Use this information to address where people engage and where they do
not - when you make a change, see how it affects engagement! Lean into

what works and don't be afraid to ditch what doesn't.

o ©
. e {05 L4
{ N
: ’ < 4 et the changes i -
e O o ® pon +y cookies s1oP
. o - 9% and third-party
< :
‘ = Cookies are going away ® o
. ative and message s right,
o .. but if your Créativ :
®e? you WILL drive engagement:
@
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ORGANIC

IS DEAD

\

The search engines and social channels are
now so large that organic growth is almost

non-existant.

Increasing followers and web traffic by search, shares and likes only is no

longer an option!

In addition to your paid ads and funnel activity, use your on-site content and
social channels as an effective space for communicating your brand, engaging

with customers and creating confidence.

Try these:

: ‘l Brand range overviews - with
features and benefits

g& Social proof / case studies
i}, Best-practice guides
ﬂ Sharing relevant news and resources

| ﬂ 'How it works' product/service features
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DID WE MENTION P

CREATIVE IS KING?

Allocate regular time for content creation.

Base your activity on engagement data - so that topics online and on social are
relevant based on what you know your audience is responding to.

Finding customer audiences and attention
is constantly changing, but what doesn't
change is the importance of the creative!

Content [N Anstyics = Actwity

. Define your target audience e o i e e

et cmgan and aponicned

I\
FoA

. Consistently create a suite of creatives
for all stages of the marketing funnel "

. N S
. Include video and image-based creatives

A highly creative ad that was timed to

. coincide with an industry event
Set up Campaligns to allow the ad provided a massive spike in reach and

platforms to distribute creatives engagement for this brand, resulting in
based on performance a higher lead-form completion.

® 4706"

into the learning to adapt and
improve the creatives

& 2383

M saz277

ate by g o Frats @

. Learn what performs best, then lean

Regular engagement reviews and Al
advanced targeting can nurture some -' H”H

of the longer-term, slower-burn T
customers.

By understanding what customers are
responding to, marketing emails were
improved and tailored for better open
rates and click rates - ultimately driving
more sales for this brand!

-
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We hope this gets you started on your journey to
digital marketing success!

Preparation is key. Get the things in place to create
and deliver effectively. Stay close to it. Once you're
up and running, watch and learn.

Improve, test, iterate and you'll be on your way to
increasing customer engagement and driving
SucCCess.

Your Digital Marketing Checklist

Understand where your customers are online and
ensure your brand is present on those platforms

Sort your 'digital plumbing' - create and connect all
the tools needed to capture potential customers

It's 'pay-to-play' online these days for brands. Start with paid ads.

Understand what additional activity will drive customers
through your funnel (retargeting ads, emails, etc)

Continually test and iterate, producing
content that informs and inspires.

Remember - Creative is king! Nothing will drive
action more than great creative and message.

Conclusion | 09
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YOUR DIGITAL PLUMBING SCHEMATIC

Advertising

h-— -—' YOUR ONLINE PLATFORM \
o ’
GOOGLE ADS MANAGER
monmm— GOOGLE TAG MANAGER
Use Tag Manager for secure tracking your traffic and sales

from all sources

FACEBOOK BUSINESS MANAGER

E3

FACEBOOK & INSTAGRAM TIKTOK
Social Interaction, Social Interaction & m mo m o—
Influencer, Lead Gen Influencer Marketing Bm— LINKEDIN CAMPAIGN MANAGER

¢

LINKEDIN YOUTUBE GOOGLE ANALYTICS GOOGLE SEARCH CONSOLE

TWITTER ADS MANAGER

Social Interaction & Lead Promotional Channel & Website performance and For optimising site’s visibility KLAVIYO
Gen Influencer Marketing customer behaviour tracking In search results Email Marketing

TIKTOK FOR BUSINESS

Review Platform

GOOGLE MY BUSINESS Q
TWITTER For search presence on
Social Interaction results page *.—-.CW#U:O._” SNAPCHAT ADVERTISING
TRUSTPILOT
DIGITAL ON-DEMAND DIGITAL MARKETING COURSES
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INTRODUCING!

A DIGITAL MARKETING PRO COURSE

Digital Marketing Pro will be a
platform for learning all areas of
digital marketing, and right now
the killer tactic is ads.

Learn how to create successful and scalable
ad campaigns for Facebook, Instagram,
TikTok, Google and more!

10 modules, with over 35 video
classes packed with the strategies

and tactics to sell your product or
service to customers AT SCALE...

You'll also get:
e« Hands-on guides taking you through exactly
what buttons to push in the ad systems
e A whole load of bonus content and guides
e Access to the private Digital Marketing Pro

community

ACCESS THE ON-DEMAND COURSE AT:

www.beadigitalmarketingpro.com/swda

D/Im

MARKETING



http://www.beadigitalmarketingpro.com/swda

