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Introduction
The vast majority of people looking for a solution to their problem make the internet their
first  port of call. Buyers are choosing their final candidates based on what they find online.

Businesses who have been quick to understand these factors have been able to exploit
technology to move their business forward rapidly, and to cut out the tradit ional middleman
e.g. editors, magazines, 3  party websites and target their customer base directly.rd

In the current situation this has become even more critical as changes to buyer
behaviour has accelerated the drive towards digital solutions.

To be successful, every business needs to understand the fundamentals of how to use and
integrate the following 6 main building blocks of digital marketing:

1. Your website
2. Search marketing
3. Content marketing
4. Social media marketing
5. Email marketing
6. Marketing analyt ics

This document will explain each in turn, discuss how they are linked and , how they
need to work together to improve the efficiency and effectiveness of your overall marketing
activit ies.

crucially

Enjoy the read.

Walker Riley

Even if you don’t  sell your products and services online you st ill need to have a strong online
presence or opportunit ies will be missed without your knowledge.
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For your customers and prospects, your website is the window into your business and
it works f or you 24/7 without a break or without asking f or a pay rise or a bonus.

For people who don’t  know you, it  drives their perception of who you are, what you and your
business stand for and contributes towards their decision on whether they want to do
business with you (or not).

The look and feel and user experience of a website are important as are the quality and
relevance of the page content. It ’s not just about gett ing found, it ’s even more important to
ensure visitors enjoy their experience, return t ime and again and choose you rather than
your competit ion.

These are the areas to consider.

1. The role of your website
Photo by   on Alizée Baudez Unsplash
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When visitors come to your site most of them will arrive on your Home page. With attention
spans dropping you need to quickly highlight what you do and how you can help before they
click the back button.

Campaign Monitor do this really well.

Your product and service pages need to do likewise but the message will probably be more
specifically based on your products or services like the product page from Designrr.

Web pages

https://app.designrr.io/Ha2dknztha/www.walker-riley.co.uk
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Your web content needs to answer the questions your visitors will have at EACH stage of the
(non linear) buying process (so you really need to understand the challenges your
customers face). This will encourage them to move forward on their journey and influence
their decision to choose you (or contact you for a meeting/discussion) as they move from
the Awareness stage through to Consideration before finally making a Decision.

To get your web visitors to revisit  your site t ime and t ime again and persuade them to do
business with you, you need to

Provide valuable, compelling, relevant,
educational content that

 Creates empathy by explaining how you understand the pain points of your audience
 Explains how you provide solutions to their problems
 Offers this information across a number of different content types e.g. text, video,
infographics etc
 Provides useful downloadable content that visitors can take away to read later
 Is written in a way that interests your audience and keeps them hooked
 Looks attractive and is easy to navigate with clear paths to your products and services

Getting this right will help differentiate your offering from the competit ion, deliver higher
rankings in search, drive more visitors to your site, create more opportunit ies and increase
sales.

Keeping customers interested post-sales will eliminate the post-purchase blues and create
further opportunit ies to up-sell, cross-sell and win back previous customers.

Keeping your web visitors engaged
It ’s important to write content for your web visitors and not the search engines, although
you do need to keep Google in mind. So, it ’s t ime to get rid of the bland, me-too, inward
focussed content and develop a content marketing plan that will help deliver fantastic
results.

By using a mix of web analyt ics, user feedback and testing you will be able to get a better
handle of what your web visitors are after and then work hard to deliver it .

https://app.designrr.io/Ha2dknztha/www.walker-riley.co.uk
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By adding Google Analyt ics tracking code and linking your site to the Google Search Console
(both free) you can track visitors to specific webpages on your site, identify where those
visitors have come from, how they moved through your site, any actions they took and what
pages are popular (or not).

The analysis of this information is very useful for tweaking your web content or identifying
content for future development.

Probably all sites built  in the last few years will have a responsive web design. This provides
the searcher with an optimal viewing experience tailored to the device they are searching
on. The on-screen information adapts to the screen size of the viewing device e.g. mobile
phone, tablet or desktop making reading and navigation easy.

If you have an old site that is non-responsive then you should remedy this quickly as Google
takes a ‘Mobile First” approach to indexing web pages.

Conclusion
Too many websites are clones of corporate brochures, full of irrelevant information
focussed mainly on the company NOT the customer. As a marketing manager you now have
the ability to change this by ensuring that the content on your website tells your unique
story, differentiates your offer from the competit ion and posit ions your business in a
posit ive light . Think about:

Responsive websites

 Clicking through to your website as if  you were looking for a solution to a problem your
prospects might face, would they have a happy experience?
 Remembering the different stages buyers move through before they make a purchase and
ensure your web content answers the questions at each stage and for each person involved
in the decision-making process.
 Rewriting the content where necessary, identify the content gaps and create new content
to f ill those gaps. Don’t forget it’s not just text; you need to consider images and video too.
 Making sure the pages of your website don’t take longer to load than 3 to 4 seconds
otherwise there’s a good chance the searcher will bail out and move on to your competition

Remember, you’re writing for your audience not for yourself.

https://app.designrr.io/Ha2dknztha/www.walker-riley.co.uk
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2. Search Engine Marketing

There’s no point in having a great website if no one can find it . Great content will pull people
through to your site but in a competit ive marketplace, you need to give your site a leg up to
get more visitors. This means you need to send out a few signs to Google so that the
search engine knows you’re out there.

The Google UK network reaches more than 90% of UK internet users, Bing/Yahoo accounts
for around 5% of UK search with the other 5% made up of other small search providers. The
good news is that if you get it  right for Google then you don’t  have to make any further
considerations for the other search engines.

There are two parts to the Google network:

https://app.designrr.io/Ha2dknztha/www.walker-riley.co.uk
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The search network
These are the text-based results we are used to seeing when we type a key phrase into the
search engine. Also called the organic search results page (SERPs).

It  is common to see text-based advert ising above and below the search results. This is
called Pay-Per-Click advert ising. You may also see image ads as part of the Google
Shopping offer.

The display network
Consists of Google propert ies such as YouTube, Google partners such as AOL and other
commercial sites that have signed up through the Google AdSense programme to include
advert ising on their site. The Display network also hosts advert ising, this normally consists of
image based (animated Gif) ads but occasionally text based ads are also shown.

Today if you want to focus on gett ing your business found through organic search there are
three areas to consider:

 Web page structure
 Content
 Off page factors (inbound links)

Tradit ionally the term to describe how to get these three areas working together is Search
Engine Optimisation or SEO.

This is the process that drives organic traffic to your site based on how relevant the
keywords and key phrases that people type into the search engines is to the content of
your website. On average this accounts for around 85% of all traffic driven to websites.

SEO is a long-term process and is also related to structural issues within your web pages
and the number of quality inbound links to your web content (links to your site from other
related sites). Therefore, if you are adding content on a regular basis that the search
engines believe to be valuable and relevant to your audience then you will be rewarded by
ranking higher in the results pages against your competit ion.

The Google algorithm is a closely guarded secret and is continually updated but we know
the following points are important factors to consider:

https://app.designrr.io/Ha2dknztha/www.walker-riley.co.uk
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Web page structure
There are several ways to help the search engines find your content. If you have access to
your web content management system (CMS) you can incorporate these changes yourself,
if not you will need help from your web developer.

Page URLs (page names)
Make sure you have search engine friendly URLs that contain relevant keywords appropriate
to that page e.g. if you are a hotel or B&B and provide dog friendly services your page URL
should be (your main site)/dog-friendly-services. In our case the page URL for our services
overview page is https://www.walker-riley.co.uk/services

This helps both the search engines and your visitors to have a better idea of what your page
is about. If any of your page URLs consist  of lots of numbers or characters, then they need to
be changed.

Page title
Every page on your website should have a unique page t it le, this is an important signal to
the search engines. The primary key phrase related to the web page should be used in the
page t it le, preferably near the beginning. The page t it le needs to summarise the page
content for both searchers and search engines.

It  used to be recommended to use no more than 60 characters but recent changes
indicate that this should now be around 55 to 58 characters. However it  is best to check to
ensure the page t it le is not truncated.

Page META description
Every page on your website should have a unique page META description, this does not
affect search results but it  is important as an invitation to engage. This is generated either
from the META description itself (in the CMS) or on occasions Google will sometimes pull a
snippet from the page copy. It  describes the purpose of your web page in the search engine
results page.

https://app.designrr.io/Ha2dknztha/www.walker-riley.co.uk
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The page t it le and meta description are what you see in the Search Results as you can see
in the image below. You’ll also notice some addit ional blocks. These are added by Google
and can’t  be influenced.

Also, you’ll see an entry for Walker Riley’s LinkedIn page which gets indexed and is something
we’ll discuss later.

In a busy online world, we’re sending signals to the search engines to help our website stand
out from the crowd.

Each page description should be compelling and unique and kept to around 160 characters,
anything longer will not be displayed. This will help make it  easier for visitors to decide
whether to engage with you and could include a call to action e.g. phone number.

https://app.designrr.io/Ha2dknztha/www.walker-riley.co.uk


The Fundamentals Of Digital Marketing

Walker Riley

Key phrases (or keywords)
These are the search terms that people key into the search engines e.g. Google, Bing and
increasingly YouTube and Facebook in order to find what they’re looking for. Including these
phrases in your content increases the chance of gett ing found.

The key phrase should be specifically related to the topic for each page. Use one key phrase
(plus variations) per page (home page excepted), this allows you to provide an in-depth
description of your offering.

: Do not use the key phrase META tag in the CMS, Google stopped using this years
ago.
Note

Used to break your page content into short readable chunks as people don’t  read web
pages the way they read books. Use header tags to define headings and subheadings per
page.

Header tags

Images
Images play an important part in drawing attention to your page and your content. Google
image search is becoming increasingly important so ensure the image used is relevant and
related to your content and the image file is named appropriately, preferably incorporating
a keyword. Also use image alt  text to describe the image in case it  doesn’t  render properly
and ensure the image size is appropriate for online use (and you have permission to use it).

Anchor text
Used to link internally from pages where a topic is briefly mentioned to pages that provide
more in-depth information on the subject .  Avoid using terms such as “click here” or “read
more”. Use searchable terms and ensure there is a strong relevance to the page you’re
linking to.

Breadcrumb path
Make it  easier for your visitors to navigate around your site by offering a breadcrumb path.
This is a row of internal links, normally at the top of a page that shows users where they
currently are within the web hierarchy and where they’ve come from.

https://app.designrr.io/Ha2dknztha/www.walker-riley.co.uk
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A Sitemap
An XML sitemap explains your web structure and can be submitted to Google by you or your
web developer through Google Search Console. This makes it  easier for Google to discover
the pages on your site.

Pay-Per-Click or PPC advert ising is a method of driving traffic to your site through clickable
online ads that appear on the search results pages of Google and Bing.

PPC is an advert ising medium and is a separate activity from SEO. It  is normally viewed as a
short-term campaign-based activity to drive visitors to specific landing pages in order to
get them to make a conversion, However, many e-commerce-based businesses use PPC
exclusively to market their products.

Pay-Per-Click (PPC) advertising

If you’re finding it  difficult  to get your business found through organic search results, pay per
click advert ising is the fastest and easiest method of gett ing immediate visibility on the
search engines. You can target your ads to specific languages, geographies or
demographics.

The ads only show when searchers type in key phrases that you’re targeting, therefore you
attract highly qualified, highly targeted users through to your website result ing in an
increased conversion rate.

Display advertising
Uses the Google Display Network (GDN) and has tradit ionally been viewed as a brand
awareness activity but as targeting methods have improved it  is increasingly being used for
lead generation. This uses a Pay-Per-Mille method where you pay for every thousand
impressions (views) of your ad.
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YouTube
The world’s second largest search engine and owned by Google, so it  makes sense to be
found here. Video is more likely to show up on search so video should be an integral part of
your content plan.

Google My Business, formerly Google Places is a free list ing and is linked to Google Maps. It
allows you to add a lot more info about your company including photos and video, this also
helps you take up more on screen space in the SERPs results.  Every local business should set
up a Google My Business account and register their business.

Google My Business

Social signals
Changes to the Google search algorithm mean that the number of Likes, Re-tweets, shares
etc. your content has acquired can impact on search rankings. Having a content and social
media distribution plan can posit ively affect your search rankings.

Video
People are more likely to watch a video than to read a large body of text . The rise of video
based social media platforms such as Facebook, Instagram, YouTube and TikTok are all
indicators of the need to ensure you get the balance of images, video and text right in your
content mix.

The more you expose your brand to a potential customer the more likely they are to engage
with your brand. Sett ing up a Remarketing campaign via the Google Ads platform allows you
to target your ads at people who’ve previously visited your website as they browse the Web.
When people visit  your site a cookie is dropped on their browser, as they travel across the
internet your ads follow them on their journey and are displayed on the Google Display
network and sites that have signed up to the Google AdSense network.

Remarketing

https://app.designrr.io/Ha2dknztha/www.walker-riley.co.uk
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HTTPS
Make sure you transfer your domain to Hyper Text Transfer Protocol Secure (HTTPS). This
provides users and websites with a more secure online experience as the data between
your browser and your website is encrypted. It ’s been the norm for e-commerce sites for a
while but Google are really pushing users in this direction and have stated that this now
influences search ranking.

Conclusion
As a marketer, you may not always agree with what Google is doing but one thing is for sure,
they offer plenty of free tools that you can use to your advantage, all accessible through
one login.

Below is a list  of the tools we use on a regular basis.

 Google Analyt ics
 Google Analyt ics Academy
 Google Search Console
 Google My Business
 Google Ads Keyword Planning Tool
   (not Google but useful)Ubersuggest
 Google Lighthouse
 Page Speed Insights
 Mobile Friendly Test Tool
 Google Optimise
 Google Trends
 Google Analyt ics URL Builder
 Google Alerts

The basis of generating inbound links is to create content that visitors to your site deem
valuable and they link back to it  from their own sites sending signals to the search engine
ranking algorithm that you are producing quality and relevant content , giving your site a
boost in the SERPs. We discuss Content Marketing in the next section.

https://app.designrr.io/Ha2dknztha/www.walker-riley.co.uk
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Changes to the internet and the growth of new online tools mean that many businesses
can now engage directly with their target audience where previously they had to go through
third-party websites or trade magazines.

Using content to engage an audience isn't  new, it 's been going on for over 100 years when
the first  catalogues were introduced.

The difference today is that previously where you had to mail the catalogue to your "list ",
today you can upload content directly to the internet as an inbound marketing primer to
attract an audience through to your website.

Photo by   on Austin Distel Unsplash

3. Understanding content marketing

Savvy marketers have noticed that more people are turning away from the broadcast
approach of tradit ional marketing and are carrying out more of their own research online
before engaging with a supplier.
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This is where content becomes so important as content can be used to:

 Differentiate your offer from the competit ion
 Raise your credibility in the marketplace
 Increase brand awareness
 Improve online visibility (SEO)
 Generate leads
 Drive conversions

Two further advantages of taking a content marketing approach are,  and .
Online content has a longer shelf life than tradit ional marketing campaigns and is cheaper
to produce because online content can be repurposed and continually reused, improving
ROI.

longevity cost

The concept of inbound marketing
Inbound marketing techniques harness the power of the internet , social media and paid
advert ising (PPC) to act as a pull mechanism to draw visitors towards your offering. It  puts
the creation, publishing and promotion of interesting, relevant and educational content at
its core, hence the term content marketing

A major advantage of inbound marketing is that it  creates a level playing field allowing
smaller companies who are more flexible and quicker to respond, to compete with much
larger rivals without breaking the bank.

Here is how it works:

1. Searchers have a problem to solve and like most of us they turn to the search engines
and tap in their key phrases

2. You have published and distributed content on your website and elsewhere online and
this content has been indexed by Google and other search engines

3. This content includes the key phrases searchers are using and the searcher gets
matched up with the solution provider

4. The content acts like a magnet pulling searchers through to your site.

https://app.designrr.io/Ha2dknztha/www.walker-riley.co.uk
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By ensuring you offer content to support each stage of the buying cycle you help move your
visitors along the sales funnel towards a conversion.

Gating your content (to require a registration) allows marketers to exchange an ebook or
video or recorded webinar in exchange for contact details, helping to build an opt-in
marketing database (i.a.w. the GDPR).

However you should bear in mind that there is a direct correlation between the number of
fields used in registration forms and how many people are actually registering to download
content. In other words, the more fields you ask people to fill in, the fewer registrations you
are likely to get .

Content types
Generally there are four content areas to consider:

 Text
 Images
 Photos
 Video

Each has its place depending on your target audience and target market . Most audiences
prefer a combination of content types e.g. some will read a blog and also watch a video
piece.

The power of a blog
One of the best and easiest ways to begin to implement a content marketing plan is by
introducing a Blog. A year or so ago a report from Hubspot, a US based software
provider stated that on average, SME’s that Blog have 55% more website visitors than those
who don’t , 97% more inbound links and 434% more indexed pages, which further enhance
SEO results.

We’re all publishers now
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The search engines love fresh content but the vast majority of us never update our web
pages. However blogging enables fresh content to be added to your website on a regular
basis, this can have a posit ive effect on the number of web pages indexed and can increase
the number of inbound links to your site, both of which will help drive you further up the
search rankings.

A Blog can also help differentiate your offer from your competitors by providing a means to
establish your authority within your target markets.

A Blog can be automatically output to Twitter, Facebook, Google+ and Linkedin via an RSS
feed to increase lead generation opportunit ies and improve search results. Blog posts can
also be re-purposed into email content or grouped together to form an eBook.

Customer profiling
Any successful sales and marketing campaign needs to be aligned to the needs and wants
of the target audience. By asking the right questions upfront you build a picture of your ideal
customer, understand the issues they face and how you can help solve their problems. This
enables you to develop buyer personas and create content aligned to the challenges
people have at each stage of the buying cycle.

To do this put yourself in their shoes and list  all of the issues you think they may have. Give
them a “persona” and build a profile, a representation of a target customer. For more
complex sales you may need to create several personas based on the key functions within
the Decision Making Unit  (DMU).

The buying cycle
Most people who visit  your site won’t  make an immediate purchase. They will be browsing,
researching, comparing and will be at very different stages within the buying cycle.

, a leading marketing, sales and service software company break the buyer’s journey
into 3 phases.
Hubspot

https://app.designrr.io/Ha2dknztha/www.walker-riley.co.uk
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Generally, marketers focus on generating content aimed at those in the awareness stage
but smart marketers realise that the more contacts you turn into leads and then prospects
by moving them through the various stages of the buyer’s journey, the more successful your
sales efforts will be.

By creating content targeted at the different stages of the sales cycle and promoting to
segmented email lists, you are supplying proof points along the journey to illustrate to your
prospects why your solution is better or will uniquely meet their needs.

The content you create needs to answer your prospect’s questions at each stage and
educate your audience, validate your offer and reinforce your value proposit ion to help build
trust and loyalty.

Google’s advice is to forget about the search engines when creating content for your
audience and instead to focus on providing information that will engage, entertain, inform
and educate your visitors. That’s sound advice but always remember to consider what the
search engines look for.

This is what you expect your prospect to do when they arrive at the landing page. Make it
clear and concise and don’t  offer too many options (one is best) e.g. register for our online
newsletter or sign up for a demo.

Why you need an Editorial Calendar
Experience shows, if it ’s not in the diary there’s a good chance it  doesn’t  get done. In order
for you to plan and manage the content marketing creation process and to help everyone
else involved keep track of t imelines and dates, it ’s a great idea to create an editorial
calendar.

Write for your audience, not the search engines

Getting the Call to Action (CTA) right

https://app.designrr.io/Ha2dknztha/www.walker-riley.co.uk
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An editorial calendar can be an .xls spreadsheet that includes publishing dates, content
headings, responsibilit ies, t imescales and dates of key events e.g. the launch of a new
product or a key tradeshow.

This helps to plan content activit ies within the necessary t imescales, helps visualize how and
where you can re-purpose each art icle.

Repurpose your content to reduce costs and
increase ROI
Creating interesting valuable content on a consistent basis is hard this means you need to
squeeze every bit  of marketing goodness out of every piece of content you create

This can be done by re-purposing it  in different ways to ensure you get the best ROI for
each piece of content you create.

If planned properly, in advance your in-depth art icle can be the basis for a series of blogs or
video clips and a great source of social media snippets. A series of blog posts can be
combined to become a pdf ebook, perhaps downloaded in exchange for an email address.

Conclusions
Many tradit ional marketing techniques st ill have their place and can support and enhance a
content marketing strategy, for example, targeted email campaigns to an audience
captured through a content marketing programme (who have opted in to receive company
information) can be used as a lead nurturing tool.

Print or online advert ising can work within a content marketing programme to help raise
awareness and increase brand equity; this can have a posit ive impact on clickthrough rates
to your website.

Content marketing isn’t  a magic bullet that will solve all of your business or marketing issues.
It ’s another (major) addit ion to the marketing toolkit  that will contribute posit ively when
used correctly as part of your marketing strategy.

Great content isn’t  going to sell poor products or services but content marketing will help to
create a more level playing field between SME’s and their larger competitors.
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The organic reach of social media platforms is in decline as platforms continue to focus on
pushing their paid advert ising channels. However, you can st ill freely distribute your content
across social media platforms, where your audience is active but you may need to consider
a mix of organic and paid activity to really make an impact.

Use Social Media Marketing To Amplify Your Voice

 Do I have the necessary skills to get involved in this venture?
 Am I able to devote the t ime needed to succeed?
 Should I outsource this activity?
 Do I have the budget needed?

4. Social media marketing

Before you get started you need to ask yourself the following questions:

There are plenty of resources available on the internet that will explain how to get started
on each platform but if you don’t  have the t ime, then bring someone in from outside who
can help.
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Social media may be “free” but it ’s becoming increasingly necessary to get involved in some
sort of paid advert ising to achieve results. However, the one thing it  does eat into is your
t ime so it ’s important that you priorit ise the t ime and effort  spent and focus on the
platforms that will provide the maximum impact and there are a variety of ways to do this.

 is free software that lets you monitor mult iple social network pages from one
platform. You can target keyphrases relevant to your business, including competitors, key
clients and key prospects to get an overview of what’s happening in your target markets.

Hootsuite

A tool with a similar purpose is , this provides real-t ime social media search
results for keywords or phrases important to you.

Social Mention

Time spent upfront monitoring these results will guide your activity, help decision making and
may save you t ime and effort  in the long term.

When a visitor lands on your web page or blog you’d like to encourage them to share your
interesting content with their social networks helping to distribute your content to a wider
audience. Social share icons added to these pages help make it  easy for this to happen.

Create a social media listening post
There are countless social media platforms to choose from and each of them may be
relevant for your business but before jumping in and gett ing involved in each one it ’s best to
carry out some research to discover where your audience is active.

Focus on the key platforms 
There is no shortage of social media sites to choose from and you can spend a great deal
of t ime and energy chasing shadows. Reaching out to your audience on the platforms they
are using will help to create a stronger brand presence in the market and allow you to listen
to your customers (and competitors). There’s no point in spending all of your t ime on
Facebook, for example, if none of your customers or prospects are there.

Social share icons

: Focus on the platforms that count, it  may be appropriate to concentrate your
efforts on one platform at a t ime or just choose one platform and do a great job.
Note
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Addit ionally, these icons can be shown on a thank you page after the call to action has
occurred. If the visitor likes what they see/receive they have an opportunity to share this
with their social network or to register to automatically receive your updates.

Profiles and pages
Social media activity is personal and normally between individuals. Each individual has a
profile page where they can add personal information and post updates etc.

Pages were introduced to allow companies to set up a social presence and promote their
goods and services. So profiles are for people and pages are for businesses.

: A company page can only be set up via a profile page. E.g. an individual has to be
responsible for managing the page.
Note

There are several models that a business can use when they become active in social media.
The hub and spoke model promotes the idea that your website is the hub of your marketing
activit ies, it ’s where most content is init ially published. Each social network becomes a spoke,
connected to the hub increasing the reach and influence of your content.

Make sure to optimize each of your social media profiles in a consistent manner, add a
compelling bio, upload your logo, include keywords and a web URL linking back to your
website. You own the content on your site and it ’s where most conversions are made.

If you’re start ing a new business venture or just gett ing into social media, make sure that
you register your social media “handles” for all platforms that you may want to be active on
and even for those you don’t  plan to get involved with at this stage. Plans can change over
t ime and it  would be better and simpler if you had the same social media handle for all
platforms.

The hub and spoke model
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The idea being that your Call to Action (CTA) brings visitors back to your site to convert .

It ’s important to understand that the content posted on your website is owned by you, if
you read the T&C’s of each social platform it  may indicate that content ownership transfers
when you publish on that network.

The power of social media is that it  provides the possibility of a message being transmitted
far further than would be possible otherwise. In addit ion there is every opportunity that
anyone reading that message may then decide to share it  with their own network of
connections, increasing the total audience reach and promoting the influence of the
message.

Reach and influence
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Be aware that there is so much C**P shared on social media and your main competit ion for
the t ime and eyeballs of your audience may be fluffy cat videos, rather than what your
competitors are doing.

By uploading posts and art icles to Facebook, LinkedIn etc. you will increase your chances of it
gaining traction. Don’t  forget to add a call to action linking back to the original content
(hosted on your website). Other ways to promote your content can be via Pay-Per-Click ads
or through your regular enewsletter.

How to encourage the sharing of content
The important point here is that your content must be worth sharing. The internet is awash
with bland mediocre content so make sure whatever you create is targeted at your
audience (and not your ego).

As mentioned above, you’re not only fighting for t ime and space against your competitors
but also with all of those fluffy cat photos and videos. So your content needs to matter to
your audience.

By adding social share icons to each piece of online content you make it  easy for readers to
share with their own network of contacts. This can be done through social media sharing
and bookmarking widgets such as “sharethis” or “Addthis”

A more direct approach is just to ask your social media followers to share your content.

The stages of a social media marketing plan are no different to any other marketing plan.
There are 5 key steps:

 Understand your company’s current situation
 Understand your target audience
 Set your objectives
 Develop a communications strategy (including platforms and budget)
 Implement the plan and measure the outcome

Create a social media marketing plan
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Social media is about interaction and you need to invest t ime and effort  into that
endeavour but at the end of the day the question you should always be asking yourself is
“ ” (a nod to the Tom Cruise character Jerry Maguire from the film of
the same name).
show me the money

You need to define the rules of the conversation. Who it  is you want to engage with e.g. is it :

 Current customers?
 Potential customers?
 Industry sources?

If you’re not sure, then use your listening post to monitor activity for a while and build up a
picture of the social media environment.

Of course, you can continue to ignore social media and just ify that decision by stating that
“my customers don’t  use social media” or “I don’t  have the t ime for that stuff”.

Chances are that your target audience does use social media but you just don’t  know it . But
before you get involved you need to have a clear understanding of what you want to
achieve, the resource requirements and the t ime commitment needed.

Social media activity should be factored in as a part of your integrated marketing approach
towards achieving your overall business objectives and must be considered as part of your
content strategy.

Conclusion
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The death of email marketing has been heralded many t imes over these past few years but
many social media gurus I follow and speak to st ill make email capture one of their top
priorit ies. Because, with the rise of mobile technology, people continually check their phones
throughout the day and this includes looking at emails.

So you can get your message directly to the end-user and if properly planned and
implemented you can get a very good Return On Investment (ROI) from email marketing. So
dismiss it  at your peril.

But before you dive in and start  blasting out emails to all and sundry there are a few factors
to consider.

Make sure your database is clean and up-to-date

5.  Email Marketing
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Your database can decay by almost 25% per year. For many businesses, the database is at
the heart of their lead generation activit ies and is the most important asset they own but
the maintenance of this asset is neglected. Contacts are continually added but none are
ever removed.

Sure, a growing database looks impressive but what’s the point in sending direct mailers or
emails to people who have moved on or to companies who no longer exist?

Put together a database management process and don’t  be afraid to purge your list .
Separate it  into active, dormant and dead and put a programme together to fill in any gaps
you have on those contacts on the active list , wake up those on the dormant list  and
decide whether it ’s worth the effort  to target the dead list .

Don’t send out general messages to your complete
database
Sending out vanilla flavoured messages to your complete database is a definite no-no. Your
audience will switch off or unsubscribe. You end up minimising the impact of your messaging
and your targets may miss out on a fantastic offer because they now ignore whatever you
send.

Chop up your data into several buckets and run separate marketing campaigns for each
segment. That way you can customise your messaging and focus your offers at those who
will be interested, rather than to everyone.

: Always send out mass emails via an Email Service Provider. Sign up to Mailchimp or
Campaign Monitor or . Sending out mass emails via gmail will get you blacklisted.
Note

Jarrang

 
Your business needs to ensure a steady flow of leads, and you need to make the most of
every sales lead you generate. But there has to be an upfront understanding between sales
and marketing functions as to what actually constitutes a lead or an opportunity.

Introduce a lead management process

It ’s no good if marketing just collects contact details and throws them over the wall to the
sales team to follow up.
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With only a small proport ion of first-t ime web visitors ready to make a conversion, it ’s
important to capture or entice as many visitors as possible to provide their contact details
so that you can continue to market to them

Many of the contacts you generate won’t  be ready to buy immediately. If you call these
people up or try to push them into making a purchase before they are ready, you risk losing
them entirely. In addit ion, you’ll lose credibility with the sales team.

Introducing a method of scoring leads enables you to rank each lead for quality and
priorit ise them accordingly. The sales-ready leads get handed over to the sales team, and
the others are added into a lead-nurturing programme until they’re ready to buy.

Sales conversion rates go up, sales staff are happy, and less money and resources are
spent on chasing up leads that won’t  ever convert .

This process is much more effective than mass mailshots.

 
The leads that are determined as not yet “sale ready” get added to the lead nurturing
process.

Nurture and convert those leads

Lead nurturing is the art  of keeping in contact with leads, often through a series of emails,
until they are ready to commit . Providing a regular supply of interesting and relevant content
can significantly increase the proport ion of leads that will eventually buy from you.

Nurturing is also a great way to learn more about your leads. By presenting different
questions or types of content and identifying who responds to what, you can qualify your
lead and “warm” them up for the sales conversation.

Lead nurturing emails enable you to:

 Establish a relationship with your prospective buyers through regular contact
 Retain their interest with targeted emails based on an action they have taken on your
website
 Guide prospects towards a purchase by providing increasingly detailed content
 Promote offers and deals relating to what you already know about the contact’s
interests
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Driving visitors to your site is only a part of the equation, if you’re gett ing lots of visits but no
conversions then it ’s t ime for a rethink. Make sure your visitors are being driven to the
appropriate web pages:

 Do your web pages explain how you can help solve your visitors’ problems?
 Are you directing your visitors to do what you want them to do?
 Do you have a clear Call to Action (CTA) on every page?
 Is your content appropriate for each stage of the buying cycle?

 
The vast majority of visitors to your site will just be browsing, they’re interested in what
you’re doing or offering but it ’s just not the right t ime for them to buy or choose your
services.

Build your audience

Sometime in the future, they’ll have a requirement and they may come back to your site or
they may not unless you encourage them.

You need to tell those visitors what you want them to do next before they leave your site.
This may be your one and only chance so you need to provide a strong reason for them to
provide you with their email address, there’s has to be something of value in it  for them.

Three crucial elements that contribute to lead generation success are:

1. : A dedicated web page with a registration form that
captures a few contact details in exchange for a valuable piece of content.
Dedicated landing pages

2. : Must be perceived to be valuable enough for a person to provide contact
details in exchange for it. Typical examples are ebooks, webinars, demos or free
consultations.

The offer

3. : To bring people to your landing page, you need a visible and
compelling call to action, such as a text box, image or button that links directly to the
landing page.

The call to action

Most email service providers support autoresponders. An autoresponder allows you to write
a series of emails in advance and send them out one by one on a date of your choosing e.g.
if someone registers for your blog then you can automatically send them a number of follow
up emails every few days highlighting other blog posts or art icles they may be interested in.
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A good landing page (or Lead Magnet) will make the difference between a conversion and a
bounce. It  should consist  of a visual related to the campaign, a strong headline, a brief
reason why the conversion should be made including the benefits and value offered with
bullet points to make the offer clear and concise, a Call to Action (CTA) e.g. download our
ebook or register for our free webinar and a contact form to capture visitor information in
exchange for the offer. 

The final stage of the sales cycle is the purchase, whereby the prospect becomes a client
or customer. Many businesses spend most of their t ime and effort  trying to generate
business from new prospects and neglect the opportunit ies to cross-sell and upsell to their
current customer base. 

 
It  would be easy to just provide the downloaded content or accept the sign-up and move
on to the next task but while you have an engagement with your prospective client it  makes
sense to try to encourage addit ional interaction. This can be done through the thank you
page.

Take every opportunity to engage

The thank-you page fulfills a number of criteria, it :

 Delivers the offer
 Helps guide users to the next stage by offering up addit ional options to e.g. register for
your blog or regular email newsletter
 Offers an addit ional opportunity to engage and share through the inclusion of social
share icons

And of course, allows you to thank the person for downloading your content with a personal
message that could offer an invitation to get in touch if help is required

Not every visitor will sign up but those who do can be persuaded to return to your site on a
regular basis increasing the chances that they’ll buy from you.

Make sure your plan includes campaigns targeted at your exist ing client base.

Having a thank you page is also a useful way of sett ing up Google Analyt ics to measure this
as a goal or an event, thus counting the number of downloads achieved.
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The more you expose your brand to potential customers the more likely they are to engage
with your brand. By sett ing up a campaign via the Google Ads platform you
can keep your brand message in front of your previous web visitors. This allows you to target
your ads at people who’ve previously visited your website as they browse the internet .
Facebook also offers this feature.

Remarket to your previous web visitors
Remarketing 

Building your own audience and introducing an email marketing process enables a proactive
approach to marketing to an audience that has shown an interest in what you have to
offer. 

Conclusion

By linking your emails to the buying cycle you can make your audience aware of your
expert ise at each stage and help guide them through the buyer’s journey, namely:
Awareness Consideration and Decision. There's no point in sending out awareness type
content to someone who is gett ing ready to purchase.

These are fict ional, generalised representations of your ideal customers and you may find
you have several within the targeted decision-making group. Having an in-depth
understanding of their issues, motivations and goals helps you to tailor your messages and
your services towards solving their problems, attracting more leads and conversions.

Match your content to the buying cycle

One way to make sure you get this right is to create customer “Personas”. 

Surely that makes more sense than just hoping people click through to your site from the
search results or buying irrelevant data lists of people who don’t  even know you?
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The advantage of operating in a digital world is that almost everything can be tracked and
measured. Once your website or campaign has gone live you can measure and analyse
each element of the campaign.

At the start  of any plan or campaign, you need to decide what it  is you want to achieve
(your objectives). These can be measured by sett ing up Key Performance Indicators (KPI’s)
e.g. I want to double online sales over the next 12 months.

To ensure that you have the capability to track this information, make sure to install a
package such as Google Analyt ics on your website; It ’s free and can be added quite easily.

This can be measured through Metrics that track progress throughout the year. To make
this example easier to explain we’ll assume sales are linear throughout the year e.g. after 6
months your analyt ics (metrics) show that sales figures are up 60% (and ahead of target). 

If they were below expectations then a proactive sales campaign could be implemented.

6. Measuring Success
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You need to sign up for a Google account and Google provides you with a piece of code
that your webmaster can add to the pages on your site. It  is recommended that this is
installed via Google Tag Manager.

Google Analyt ics will enable you to track visitors to your campaign landing page or any
specific webpages on your site, identify where those visitors have come from, how they
moved through your site, any actions they took (e.g. downloaded an ebook), bought a
product, how long they stayed on your site, what pages are popular (or not) and the list
goes on.

The analysis of this information is very useful for tweaking your online marketing activit ies,
working out what worked and what was less successful or identifying content for future
development. Incorporate your findings into improving your content and processes in order
to increase future ROI.

Google also allows you to set up alerts that can be emailed to you, this enables you to track
the activity on keywords or phrases, competitor activit ies, your own brand, URL or company
name etc, highlighting conversations your content may have kicked off.

If you’ve been promoting your campaign through Google Ads make sure you’ve linked your
Google Ads and Analyt ics accounts to ensure your Ads results can be tracked in the
Analyt ics report . Google Analyt ics can now also be linked to your YouTube account.

: Email marketing service providers and social media platforms also offer an analyt ics
insight .
Note

Conclusion
The key point to understand is that you don’t  just want to measure for measurement 's sake.
Determine the purpose of your campaign upfront and use the appropriate
platforms/packages to measure the interactions relevant to your goals and objectives.

Remember that your visitors will be at differing stages within the buying cycle and you will
need to consider different metrics for each of those stages.
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When it  comes to promoting your business you now know there are plenty of channels to
market to choose from. The key to success is to bring together those marketing channels
that will work best to deliver your messages in the right format to your target audience.

Gett ing this mix right will allow you to punch above your weight and steal a march on bigger
competitors who may have more budget than you - but are less agile.

An analogy we like to use is to visualise yourself as the conductor of an orchestra.

The conductor is an acknowledged musician in their own right . With lots of experience, they
might specialise in a part icular area of music but understands all aspects of music and
knows how to get the various sections of the orchestra working together to produce the
best sound.

A conductor works from a musical score (the plan) which determines when each section of
the orchestra starts to play; how loudly they play; when the other sections join in; and signals
to the soloists when it ’s their turn to play.

Delivering the Plan/Campaign
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The role is to get all of the different sections of the orchestra, woodwinds, brass, percussion,
and strings to work in harmony to create the sound that the composer of the music
envisioned and to provide enjoyment to the listeners.

If it  goes wrong those mistakes can affect the whole orchestra, producing the wrong sound
and making the listeners unhappy.

You need to take the role of the Marketing Maestro.
All marketing activit ies need to be aligned and implemented in line with your stated aims
and objectives. This is the basis of planning for success.

Instead of musicians, you will be working with groups of people in business and marketing,
bringing together different disciplines when they’re needed and be making use of the
channels, tools and the key building blocks at your disposal to ensure they all work really well
together to achieve your objectives.

To get started:
Define what you want to achieve and create a written plan to determine the activit ies you
will implement to meet the needs of your customers more effectively than your
competitors.

To have the best chance of success take the parts of tradit ional marketing practices that
st ill work for you and supplement your marketing strategy with digital marketing techniques
such as inbound marketing and content marketing supported by social media, email and
online advert ising to make the most of the available marketing mix.

Let ’s remind ourselves of the key questions to ask prior to any new marketing init iat ives.
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 Where is my company, product or service posit ioned in the market?
 Who are my key customers? What are their needs, hopes and fears?
 How would I describe a typical client? What keeps them awake at night?
 Am I providing what they want?
 Do I understand my customers’ buying cycles? How do I allow for that in the content I
offer?
 How will new customers find me?
 How do I keep engaged with prospects that aren’t  ready to buy yet but might be
soon?
 Do I need to educate my audience? Improve awareness? Gain new sales leads?
 How do I get more revenue from my exist ing customers?
 Should I be using Social Media? Content marketing? SEO? Paid Advert ising? Video?
Email?
 What methods should I use to promote and sell?
 How will I determine and measure which parts of my marketing are giving me value?

Creating The Activity Plan
As you will now understand to fully answer all of those questions and implement the plan,
you need to have an in-depth understanding of the 6 key building blocks we’ve been
discussing.

Once you have answered these questions to your satisfaction, create an activity plan,
based on what you want to achieve, that integrates the creation, distribution and
promotion of your content.

The activity plan, or editorial calendar, establishes t imelines, responsibilit ies, messaging,
channels, content types, etc., and details the:

 Creation of appropriate content
 The channels to promote your content: e.g. social media, PPC advert ising and email to
drive traffic to your website
 The lead capture and acquisit ion programme
 How those leads are priorit ised and nurtured to increase conversions
 What success looks like: e.g. KPIs and metrics
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With technology driving attention spans down below that of a goldfish, there’s no t ime to
waste. Putt ing good ideas on the back burner means they’ll probably never be completed.

Get your plan together and go for it . As General George S. Patton said

“A good plan violently executed now is better than a perf ect plan executed next
week”

We wish you the very best of success.

About Walker Riley
We are a Marketing team with over 45 years of marketing experience between us delivering
long-term, sustainable results for businesses of all sizes across mult iple business sectors.  

If you'd like to have a chat to understand how he can help improve the return you get from
your marketing activit ies, get in touch

Contact
Tel: 01803 413481

Email: hello@walker-riley.co.uk

Web: www.walker-riley.co.uk

A last piece of advice - Don’t Procrastinate
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How We Can Help

We are marketing specialists.
We work closely with our clients to:

Develop ideas and turn them into constructive activities 
Understand challenges and how to resolve them 
Analyse market situations to help plan for growth 
Deliver the mix of marketing activities to achieve success

We could help your business too, so get in touch.

Call 01803 413481 
Email: hello@walker-riley.co.uk
Visit: www.walker-riley.co.uk
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