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The Beginner’s Guide to Digital Marketing

CHAPTER

00

New to digital marketing or need to hone your existing skills?

The Beginner’s Guide to Digital Marketing is full of insights and strategy
for business owners, marketing professionals, students, and anyone else
looking to hone their current skills and get up to speed on the latest in digital
marketing.

What is Digital Marketing?

Digital marketing is the act of promoting and selling products and services
by leveraging online marketing tactics such as social media marketing, search
marketing, and email marketing.

If you're new to digital marketing, it may feel overwhelming.
We get that...

But in many ways, digital marketing is no different than traditional marketing.
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with prospects, leads, and customers.

Now, think about the last important purchase you made. Perhaps you
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Regardless of what it was, you probably began by searching the Internet to
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based on the reviews you read, the friends and family you consulted with, and

the solutions, features, and pricing you researched.

Today, most purchasing decisions begin online.

That being the case, an online presence is absolutely necessary—regardless of
what you sell.
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And having a strong digital presence will help you in multiple ways:

It will make it easier to create awareness and engagement both before and
after the sale.
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Be aware, though, the digital marketing scene is ever changing. Gurus,
podcasts, and bloggers declare a tool or tactic hot one week and dead the
next.

The truth is, today, digital marketing is less about “digital” and more
about “marketing,” largely because digital marketing has come of age. Its
fundamentals have already been established.
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that work and how to use them to grow your business. We stand against those
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email marketing, digital advertising, or search engine optimization.
Here, we're all about the fundamentals.

As you’ll see in this guide, these core disciplines of digital marketing will be
critical to your business growth today, tomorrow, and for years to come. Each
of these disciplines will be covered in a chapter of this Beginner’s Guide to
Digital Marketing as shown below.

What You'll Learn
Chapter 1: Your Digital Marketing Strategy Template

The Customer Value Journey is the strategic foundation of everything we do
here at DigitalMarketer. It's the master template upon which every other digital
marketing discipline and tactic is built. Learn all 8 stages and how you’ll use
them to create a winning strategy for your business.
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Chapter 2: Developing a Content Marketing Strategy

Done right, your content marketing will not only attract prospects, but also
move them through a marketing funnel to drive more sales and grow your
business. Learn how to plan your content marketing strategy and how to
create “perfect” content.

Chapter 3: Crafting a Digital Advertising Plan
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you'll learn the secrets to crafting a digital advertising plan that actually works.

Chapter 4. Understanding Social Media Marketing

“Going social” isn’t simply about being active on Facebook and Twitter. Learn
the Social Success Cycle and how you can use it to attract your fans and
followers, engage them, and even sell to them.

Chapter 5: Following Email Marketing Best Practices

Forget any rumors to the contrary. Email is alive and well—and if you know
how to use it, it will help you exponentially grow your business. Learn the
role of email in a growing business and how you can use it to quickly move
prospects and customers through the Customer Value Journey.

Chapter 6: Designing Your Search Marketing Strategy

Search marketing has radically changed in the last few years. But we see that
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supporting your other digital marketing disciplines as well. Learn the right way

to do search engine optimization here.

Chapter 7: Applying Website Analytics to Your Digital Marketing

If numbers aren’t your thing, we’ve got you covered. Website analytics are a
«@UiAvDe Tieee vieA . ie«""} Ped w}OAi bl U..>1%A Uce
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understand approach anyone can use.
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Chapter 8. Leveraging Conversion Rate Optimization to Drive
Growth

Conversion rate optimization may sound hard, but it doesn’t have to be.
And it's critical to your success as a digital marketer. We’ll show you how to
implement a simple framework that will guide everything you do as a digital
marketer.

In each chapter, we’ll cover 4 key aspects to the strategy being discussed:

The Methods: the strategies and processes you'll use to create your plan
and execute it in your own business. This is the bulk of each chapter—
because in digital marketing, how you execute a strategy is key. And in this
Guide, we share the exact methods we use here at DigitalMarketer.

The Metrics: the numbers you’ll watch to measure your success and
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The Lingo: the terminology used by experts, so you can communicate
““liee”}i"Teb -i0i” "v PO "%l Ve A iA peOAAisv > «

The Roles: the people in your organization who will likely have
responsibility for planning and running each tactic.
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around, learning the tactics in whatever order you feel you need them, we
recommend that you read through the chapters in order.

Take your time. Read and study one chapter at a time. Apply what you learn.
And when you feel you've got the methods up and running, move on to the
next chapter.
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on them one at a time. Then, when everything is up and running, you can
focus on optimizing and improving your processes for maximum growth.

Ready to start?
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Chapter 01: Your Digital Marketing Strategy
Template (AKA The Customer Value Journey)

CHAPTER

01

This is where digital marketing begins and ends...

With a Customer Value Journey that strategically builds relationship with new
prospects and converts them into loyal, repeat customers.

This Journey isthe process every prospect goes through to become a new
customer.

It's how strangers become buyers and, eventually, raving fans of your business.
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stages you must account for on the path to purchase and promotion.

But, | have great news. If you understand this digital marketing strategy
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business in such a way that it moves people predictably through the stages in

this template.

In other words, you Il no Ionger wonder if ‘you 'll be able to generate Ieads
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understand the Customer Value Journey, even reviews and referrals WI||

become automatic.

The Customer Value Journey is the strategic foundation of everything we do
here at DigitalMarketer. It's the master template upon which every other digital
marketing discipline and tactic is built.
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The job of marketing is to move prospects and customers seamlessly and
subtly through each phase of the Customer Value Journey.
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Template (AKA The Customer Value Journey)
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Then we’ll dive into each of the 8 steps, talk about the tactics you'll need to
move people along the Journey, and review case studies so you can see it in
action.

An Overview of the Customer Value Journey

So, now that you understand why it's important... here’s what the Customer
Value Journey looks like:
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Click the image above (or click here) to download your writeable copy of The
Customer Value Journey


https://s3.amazonaws.com/digital-marketer-files/Workshops/Predictable+Selling+System/ValueJourneyWorksheet-Editable.pdf
https://s3.amazonaws.com/digital-marketer-files/Workshops/Predictable+Selling+System/ValueJourneyWorksheet-Editable.pdf

Chapter 01: Your Digital Marketing Strategy

Template (AKA The Customer Value Journey)
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strategy:

Step 1. Awareness

Before someone can buy from you, they have to realize you exist—right?

Well, that’s Step 1 in the Customer Value Journey.
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you. After all, nobody is born knowing who Apple or Amazon are. At some

point they have to become aware of these companies if they are to become a
customer.

The same thing is true of your company.
Examples of Marketing that Generates Awareness

There are any number of ways a prospect could become aware of your
company, products, and services. Here are three possible scenarios:

» A father of two sees an advertisement for a new children’s summer camp
on Facebook.

e " oevwVi “>">}iA Ai>AV..iA ocee}ei lee w™ > "iU Voevvii

* A college student watches an Instagram video of her friend raving about a
new brand of noise canceling headphones.

Facebook ads are the perfect vehicle for driving awareness. In this example,
browsers are introduced to a home security company:
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Template (AKA The Customer Value Journey)

"l e e

AD0UL 8 Yaar ago

Intruders don't stand a chance when you know what's happening at home.

canary

$50 off two-packs
For a limited time only

Stop burglars in the act with Canary.

Receive instant, real-time HD video and audio notifications to your smartphone when Canary detects ...

Learn More

ATV £ A A 3 B TR T AT T
WWW.CANARY ISTHOW-IT-WORKS

ir 216 P20 A 72

If you weren’t aware of Canary, this Facebook ad makes you aware.
Digital Marketing Disciplines That Create Awareness

To improve awareness of your company, the digital marketing tactics you need
to master or hire include:

» Digital Advertising
« Search Marketing
« Content Marketing

« Social Media Marketing

10
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Template (AKA The Customer Value Journey)

» Community Management
» Copywriting

Step 2: Engagement

9 O0A «AmeA«iVI "A "eeU >U>Ai cev pbeOpl..ib Z"cU U.. e
the early stages of a relationship with them. They don’t yet know you, like you,

or trust you.

So the next step is to start developing relationship with your prospect.
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engage them through some form of content that provides entertainment,

information, or both.

Engagement is something that must continue throughout the Customer
Journey. It's not something you do once and move on.

Examples of Marketing That Generates Engagement

Engagement typically comes in the form of content or community. Here are a
viU iY>“«eiA Toe }il T...i 77i>A yeeU™"} veeA PeOA Ve“«>"b\
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detailing several ways to save for a child’s college tuition while reducing
taxes.

» The owner of a boutique wine store becomes active in a Facebook
community for wineries and other wine retailers.
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her how to give her baby a bath.

11
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Template (AKA The Customer Value Journey)

V(11 Tube how to give a baby a bath

Support head & neck when
\glocing baby in tub feet first

Step by step for an easy bath time with your baby -
JOHNSON’'S® Baby

JOHNSON'S® Baby UK
ﬂ STLET Wl 13K i
1,273,947 views
== Addto @ Share  es More 1§ 2833 P 522

Engagement often occurs through valuable, relevant content.

Let’s look at another example of engagement from Modcloth, an etailer selling
women’s clothing. This is an entertaining and educational piece of content
for one of Modcloth’s most lucrative customer segments—people attending

weddings:

12
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Template (AKA The Customer Value Journey)

Quiz: What’s Your Wedding Guest Style?

By Cindy on 02/25/2016 in Quiz, Quizzes

Heading to a wedding? Once your RSVP has been signed, sealed, and delivered, the next thing to do is figure
out what to wear! Wedding guest attire doesn’t always have to be held to the standard pastel dresses and
floral frocks — it should be more of a reflection of your own personal style. In this guick 'n' easy quiz, find out

what kind of wedding-worthy looks are meant for you.

At the reception, you're always the first one...

On the dance floor

At the mini bar In the photo booth

You can boost engagement with content that's as entertaining as it is useful.

Digital Marketing Disciplines That Create Engagement

To improve engagement in your company, the digital marketing tactics you
need to master or hire include:

» Content Marketing
» Social Media Marketing

* Email Marketing

13
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Template (AKA The Customer Value Journey)

« Community Management

Step 3: Subscribe

At this point, your prospect knows who you are and has engaged with you in
some way or another.

However, if you failed to get that person’s contact information, odds are high
you'll never hear from them again.

Why?

Because people today are inundated with marketing and content, creating
a scarcity of attention. Just because someone reads one of your blog posts
today does NOT mean they’ll remember to revisit your site in the future.

Instead, you need to get that person to progress to Step 3 in the Value
Journey, which is to subscribe.

Here, the person gives you their contact information and, in doing so, grants
you permission to contact them again in the future.

Most often, this transaction is an exchange, sometimes referred to as an
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you ask for the prospect’s contact information. And when they give it to you,

not only do you give them access to the content, product, or service you

promised, you also add them to your subscriber list.

Examples of Marketing That Generates Subscribers
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valuable. Here are some examples from a variety of industries:

* A young professional signs up for a webinar presented by a local realtor
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face cream.
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Template (AKA The Customer Value Journey)
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for a demo of a new application he can use to manage the hiring of new
employees.

i>V.. V>Ai] 1...i «cAceA«iV] weeA 20Ol > veeA*] «AeU"iA
and is sent information about how to access the offer.

» The young professional is sent the time and URL of the webinar.
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mail.

* The manager is contacted to schedule his demo.

But it always starts with a form. For example, here’'s how Salesforce generates
leads with a whitepaper offer.

The Entrepreneur’s Guide to
Finding the Right CRM

Questions? Call us at 1-800-667

salesforce

‘,Eog
41
2,

i

Employees

@

United States

A1

Time is precious when you're an entrepreneur. That'’s why it's crucial to
invest in a customer relationship management system that actuaily saves

Download now »

you time and money, rather than costing you resources you don't have.

In this e-book, we explain how CRM can halp you grow your business by
finding new customaers faster, winning tham over, and keeping them
engaged. But not all CRM systems are created equal, so we've also put
together some handy checklists to help you decide which CRM system is

best for your business.

Get the e-book now to find out more.

Salesforce’s offer is perfect for the Subscription stage of their
Customer Journey.

15
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Template (AKA The Customer Value Journey)

Digital Marketing Disciplines That Generate Subscribers

To get more subscriptions for your company, the digital marketing tactics you
need to master or hire include:

» Content Marketing

» Email Marketing

» Digital Advertising

e Community Management

» Conversion Rate Optimization
» Copywriting

Step 4: Convert
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of them will be ready to increase their level of commitment. They like the
information you share and have begun to trust you, so they’re ready to invest
in one of two ways: either with time or money.

This is a critical stage in the Customer Journey and one that frustrates many

busmess owners. The key to success in this stage is to employ what we call
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tremendous value without forcing them to put too much “skin in the game.”
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relationship.
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this stage of the Customer Journey, you might lose money on the prospects
you acquire as buyers.

This is, perhaps, the most important lesson you must learn so it bears
repeating:

16
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Template (AKA The Customer Value Journey)

The Convert stage of the Customer Value Journey is about acquiring
buyers or ramping up the commitment level of the leads you already
JCXG +V KU 016 CDQWV RTQ,VCDKNKV]

The most valuable businesses in the world all understand that the costliest
marketing activity your business undertakes is customer acquisition. It's the
reason Sprint is willing to buy you out of your Verizon cell phone contract and
give you a free phone. It's the reason GoDaddy offers domains for $2.95, and
it's the reason VistaPrint will sell you 500 business cards for $9.
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Examples of Marketing That Generates Conversions
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of time, and those that require a commitment of money. Here are some
examples:
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management consultant’s book for $8 on the consultant’s website.
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retirement home.
* A man takes advantage of a $20 teeth whitening service at his local dentist.
Notice the price point of each of these offers: from $8 to $20.
92 O0A }oe>e ..iAi "A "cel loe “>Zi > ...0}i «Acewl® [1%A T }i
relationship between you and your subscribers. Because, as you'll see, once
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ticket, more complex products and services and do it more frequently.
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your business will undertake is the acquisition of customers. The good news is
that once you’ve acquired them, you don’t need to pay to acquire them again.
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SPECIAL OFFER
.COM:s just $2.95’!

By offering a fantastic up-front deal, GoDaddy easily acquires the customer.

Getting that initial conversion was the hard part. Now they can build the
VOATe“iA Aie>1"e"A..."« Toe VAi>li «AcewlA “eU~ 1...i Ae>

Digital Marketing Disciplines That Generate Conversions

To improve conversions in your company, the digital marketing tactics you
need to master or hire include:

* Digital Advertising
» Content Marketing
» Copywriting

» Email Marketing
» Search Marketing

Step 5: Excite

At this point, your new customer has had a transaction with you. A small
transaction, sure, but a transaction nonetheless.

18
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Template (AKA The Customer Value Journey)
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excitement of the purchase develops into good will and trust.

The reason for this is simple: if the person doesn't get value from this
transaction, they won’t move on to the next stage and purchase more
expensive things from you.

So, how do you make sure your customers have a good experience?

First, we assume that whatever the prospect purchased or gave up valuable
time for is outstanding. Great marketing will only increase the speed at which
your business fails if you don’t have outstanding products and services.

Second, the prospect must get value from their last transaction with you. The
Excite stage of the Customer Value Journey is something you must return to
again and again. And every time, it should create excitement.

That belng the case, whenever a customer or prospect does what you ask

l...i“ Tee “ee ->11i"" 1..."A UiL"">A] LOP 1.."A «Ae"0OVI] .
should engineer your marketlng to maximize the chances they’ll get tangible
value from the experience.

Examples of Marketing That Creates Excitement
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your customer gets value from their transaction. Here are some examples:
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servings and Quick Start Guide to have an amazing cup of coffee within
minutes of opening the box.

* A new user of the Spotify music streaming app goes through an
instructional walkthrough teaching her how to build a playlist of her favorite
songs.

e , Pe0O"} “>" Ai> A T1..AeO}... TiPite«i”™" "} Lece} «AlA /
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session.
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Template (AKA The Customer Value Journey)

This stage is all about ensuring that your marketing is giving your customer
e««eAIO™"Ib loe }il U>¢0i vAr" """} LOA""IAA U"1... Pa
value right away.

It could be as simple as an email onboarding campaign, like this one from the
productivity app, Evernote:

Evernote Team Evernote Tip 5 of 5: How to Find Anything

Evernote Team Evernote Tip 4 of 5: How to Email into Evernote

Evernote Team Evernote Tip 3 of 5: Accomplish More with Evernote Checklists
Evemnote Team Evernote Tip 2 of 5: All Your Stuff, Everywhere

Evermnote Team Evernote Tip 1 of 5: Create Your First Note

An onboarding campaign is a simple way to add value immediately
after a purchase.

UiA~celi "A > VeeO tL>Ai" "elitli>Z""} >«« 1...>]1 bl V>~
between your computer, phone, and tablet. It has a lot of useful features, but
Evernote knows that, in order to really hook new users and turn them into
e@"}te>AlI""} VOAI®“iAA] 1...ib ..>U0i lee “>Zi AOAiI ~iU OAi
the app.
That's why Evernote sends you these educational emails when you sign up for

a new account. The emails contain tips that help you to get more value out of
the application, making you more excited about it and more likely to use it.

Digital Marketing Disciplines That Create Excitement

To improve consumption in your company, the digital marketing tactics you
need to master or hire include:

» Email Marketing

» Content Marketing

20
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Template (AKA The Customer Value Journey)

» Copywriting

Step 6: Ascend

At this stage of the Value Journey, you've sunk time, money, and resources
into acquiring leads and customers and making sure they get value from doing
business with you.

1%A i"1"Aisb «eAA"Lei 1...>1] O717« 1..."A Al>}i] PO ..>Ui
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the front end of this process to acquire customers.

That's perfectly acceptable, and here’s why:
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Always remember that it costs more to acquire a new customer than to sell
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relationship.
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monetize those customers on the back end.

The Ascend stage of the Value Journey is where your customer will be ready to

buy more and more often. If your business has a core offer, this is the place to

make that offer. Then once your customer purchases that core offer, it's time to

present them with other relevant offers.

9 O%ee "lI"Vi l..>1 1...i 6>¢0i OA~ib UeAZA .. iil AicAi}
a ladder. That's no accident. This is really a ladder that will hopefully lead to

multiple purchases over time.

Examples of Marketing That Creates Ascension

Examples of ascension might include:

» A dating couple rent a convertible in San Diego and pay extra for satellite
radio and GPS.

21
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Template (AKA The Customer Value Journey)

* A new dad buys a digital camera for $2,495 and adds a lens kit, camera
bag, and tripod to his purchase for a bundle price of $699.

* A woman with a brand new Mercedes buys an unlimited car wash package
for $40 per month instead of paying for each car wash individually.

Here’s how Southwest Airlines creates ascension by making an offer that will
improve your experience and increase the value of your transaction:

Southwests

EarlyBird Check-In®

Add EarlyBird
s Check-l
- : n
Automatic check in $ 0 0
before our traditional St
24-hour checkin. *Confirmation Number
ongTway Lookup Confirmation #

“Passenger First Name

“Passenger Last Name
What do | get? |
AUTOMATIC CHECK-IN Continue to retrieve flight reservation

and select EarlyBird Check-In options

Whether you choose to print your boarding pass the day
before or just hours before the flight, your confirmed boarding
position will be ready and waiting for you. Now you can print Continue

your boarding pass as your schedule allows.

Southwest’s ascension offer is an affordable add-on that improves their
customer’s experience.

When you execute this stage properly, your customers will thank you for these
offers. Southwest airlines customers who want to board the plane early are
happy to pay an extra $15 to avoid hectic boarding.

Digital Marketing Disciplines That Create Ascension

To improve ascension in your company, the digital marketing tactics you need
to master or hire include:

» Email Marketing

» Copywriting
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» Digital Advertising
» Content Marketing

Step 7: Advocate

90 "eU ..>U0i > ..>««b VOAI®“iA U...ce ...>A “>"i AiUiA>
from you. The next stage in the Value Journey is to create marketing that
encourages your most loyal customers to advocate for your business.

An advocate is someone who speaks positively about your brand.

An advocate is what you might call a “passive promoter.” They won’t
necessarily promote your business in an active way, but when asked about you,
they will respond favorably.

Examples of Marketing That Generates Advocates

[...iAi w™>e¢ [Uc AlI>}iA -,"UcV>li > *Ae“celi® >Ai cevli”~ I
eOIA™ i ev I...i Vee"lAcee cev “>AZil""}] LOIT 1...>1 A"“«eb "}
marketing that intentionally generates more advocates and promoters.

Here are a few examples:

* A woman enters a contest to win a new lip gloss from a beauty company
by shooting a video review detailing how much she loves one of their
lipsticks.

* Upon request, the Warehouse Manager at a produce supplier company
writes a glowing review of the local courier service she uses to transport
fruits and vegetables locally.

Designer Shoe Warehouse knows the value of the Advocate stage in the
Customer Journey. This email is designed to activate advocates by asking for a
review:
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V\TltP a

I‘€V1€W

DSW actively encourages customers to become advocates.

Digital Marketing Disciplines That Generate Advocates

Getting advocates is important because it helps generate awareness, trust,
and credibility with a wider audience—which helps you to get more customers
and grow your business.

To get more advocates in your company, the marketing efforts you need to
work on include:

« Social Media Marketing
« Email marketing
« Search Marketing

Step 8: Promote

Promoters differ from advocates in that they are actively seeking to spread the
word about your brands, products, and services.
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In some cases, the promoter simply had a great experience with your company
and wants to share their story with friends and family. In other cases, they
promote because you've created an incentive for them to do so.

This puts your message in front of a new audience, the fans, followers, and
friends of the promoter. And because this new audience is hearing about you

from a trusted source who they already know, they’re much more likely to
become customers themselves.

Examples of Marketing That Generates Promoters

Intentionally creating more promoters is important because it creates an army
of paid or unpaid salespeople spreading the word about what you sell.

Here are a few examples:

e . “>" U..e AD"A > « V>A
iI"“i ,&”i ce -

I i

* A woman attends a conference for free because she arranged for 5 of her
colleagues to go as well.

* A marketing agency partners with a marketing automation software
company to resell their software for a commission.

As you can see, promoters help you get more customers at a lower cost. So
iUi" U...i" PO AiU>A" «Ae“ccliAA] "1%A > U""fU""°

, e iY>“«ei cev I..."A "A Ace«LoeeY® 7...i" "1 U>A «OAIl Al
company in a new industry, they realized discoverability would be key to

their success. So they initiated a referral program that gave its users a strong
incentive to promote the service to others.
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Get up to 16 GB of free space by inviting your friends to Dropbox!

For every friend who |oins and Instalis Dropbox on their computer, we'll give you both 500 MB of bonus space (up to a limit of 16 GB)I

If you need even more space, upgrade y

e ¥ . Add names or emails
I Invite your Gmail contacts... OR Send

More ways to invite your friends

Copy link | https:/db.tt/heaMTLIV [Ei share on Facebook W Tweet on Twitter

By generously rewarding users who promoted Dropbox, word spread quickly
about the new cloud-storage service.

Simply by inviting your contacts to try out Dropbox, you could increase your

own online storage space from 2 GB up to 16 GB. This was such an attractive

offer, thousands of new users recruited their friends and family, helping turn
Acc«LeeY ""loe > AcevIiU>Ai }7>71 -0U>0i"> >1 f£4 L ee" ™ ~~

Digital Marketing Disciplines That Generate Promoters

To get more promoters in your company, the marketing efforts you need to
work on include:

» Email Marketing

» Copywriting
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How To Move Prospects Through The Customer Value
Journey

Now that you know what the Customer Value Journey is, the next thing you
need to understand is:

How do you seamlessly and subtly move customers and prospects through
each phase of the Customer Value Journey?

[...i A...ceAl >"AUiIAY 90 LO" " “>AZil""} , *, - 1..>1 |
move people from one stage to the next.

And those two words— campaigns and intentionally —are important here. So
let's unpack them one at a time.

What Is A Marketing Campaign?
First, let’s talk about what a campaign really is.

A marketing campaign has two critical components:
* A call to action
e . 1A>vwV A OAVi

The call to action is what you want people to do. If the marketing campaign
you're creating is aimed at the Subscribe stage of the Customer Journey, your
call to action might be for people to download a whitepaper, checklist, or
video resource. If it's a campaign in the Convert or Ascend stage, your call to
action might be to buy a product or service. If the campaign you are creating
Is for the Awareness stage, the call to action might be as simple as listening to
a podcast episode or reading a blog post.

The VTCH,E U&auM/BeE@ital clicks from ads, email, social media sites, or

Ai>AV .. i"} 7iA «°Zi ceoel}ei® "vy "i “>AZil""} Vel ""VeO"
radio advertising, print ads, or anything else that gets the call to action in front

of your prospects.
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Now that you know what a campaign IS, let’s talk about what a campaign is
supposed to DO.

The purpose of a marketing campaign is to intentionally move people from
one stage of the Value Journey to the next.

For example:

A campaign might have the goal of getting people to sign up for your email
Al -}e""} VAe* "}>}i  lee -OLAVA'LI®®

Another campaign might have the goal of getting new customers excited

>LeOl 1...i"A «OAV..>Ai -}e""} vVAe* e UiAl le YV Ii®®°
Once again, notice that a campaign is intentionally moving people through the

Value Journey. And that word “intentionally” is important.

Intentionally Moving Customers Through The Value Journey

Anyone who has ever become a customer of a company has moved through
the Value Journey, whether that company made it happen intentionally or not.

Sometimes, people move through the Value Journey on accident.

For example, imagine that you had never heard of Dropbox before. Then, one
“>p] > VATi™ TieeA PO 1..>1 ...i OAIA Ac«lLoeY Il AlccAi
recommends that you check it out.

At this point, both you and your friend have progressed along the Value
e OA~iP° 900 ..>U0i “cUi loe -lic« £] ,U>Ai] > peOA VA~
8, Promote.

However, this progression didn’t happen because of anything Dropbox did
intentionally. It resulted from a random comment or a casual conversation
between you and your friend.

Contrast that with Dropbox’s marketing campaign offering extra space to
customers who refer friends and family:
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Get up to 16 GB of free space by inviting your friends to Dropbox!

For every friend who |oins and Instalis Dropbox on their computer, we'll give you both 500 MB of bonus space (up to a limit of 16 GB)I

If you need even more space, upgrade y

e ¥ . Add names or emails
I Invite your Gmail contacts... OR Send

More ways to invite your friends

Copy link | https:/db.tt/heaMTLIV [Ei share on Facebook W Tweet on Twitter

Offer rewards for people taking the action you want them to take.

“T..CA Y>> «ei] Ace«LoeY "A “eU""} «ie«ei >e@”™} 1...i U>e
/[ ", 9 Lb VAi>I""} > «Ae}A>* 1..>1 "A "iA"}7i" veA I..

purpose.

This is an important distinction to make.

~

""Vi pbeO w}OAi Ol 1...>1 PpeO V>~ “cUi «ice«ei ""1i"17 ">
Journey using marketing campaigns, you realize that you have the ability to

grow your business by improving the areas where your customers are getting

“stuck.”

At this point I'd like to point out that there’s one common mistake that many
companies make when trying to move customers and prospects through the
Customer Value Journey.
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The #1 Mistake Marketers Make When Creating Campaigns

Once a business understands the Customer Journey, they can get so excited
about the possibilities that they try to move people all the way from stranger
to promoter in one step, in one campaign.

This is impossible.

90 V>""@l «eAA"Lep VAiIi>li @”i V>“«>"}" 1..>1 “>ZiA «io
engages them, gets them to subscribe and convert, excites them, ascends

them, and then turns them into advocates and promoters.

Instead, you need to create multiple A«iV'wV V>“«>"}"A 1..>1 >Ai "iA")}
“eUi «ie«ei VAe® @i Al>}i Tee T...i 7iYI® -"A "~ Aee*i V>Ai/
probably move people through 2 or maybe 3 steps at once.)

The best way to explain this is with a few case studies.

Value Journey Campaign Case Studies

Case Study: DigitalMarketer

» Campaign Goal: Aware to Engage

e Content Needed: Branding Video

« 6TCH,E 5QWVEGe®Z ,"A -6""ice 6"iUA V>“«>"}"®

» Callto Action: End the war between sales and marketing... watch this
video!

When we create a new campaign here at DigitalMarketer, we always start
by Iooklng at the Value Journey map and |dent|fy|ng any steps where we
i Lie«® T 1A V>Ai] Ui Ai>etait 1...>1 U...7«i Ui UiAi "
of generating awareness through Facebook ads, we didn’ t have a good
engagement campaign in place.

-ce Ui "iv™it Tee VAiI>li Ae“i Ve li"l -> LA>"""} UVie® U,
get people engaged with DigitalMarketer:
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End the War Between Sales and Marketing - Long Version

We call this video the “Valentine’s Day War on Sales & Marketing.”
Ol >A PO Z U] «+OAl VAI>I""} > U ice "A"%] i"el}...° 7
how we were going to get people to watch the video. So we chose to run a
>ViLoeeZ > V>“«>"}" -U"1... U ice UTIUA A T...i }ee>+® Ic
U icee /..."A “>71 O« 1...i °/A>vwV» «eAl"e”™ cev ®0OA V>“«

Here's what one of those ads looked like:
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Q DigitalMarketer

Sponscred (demo) -

Are you brave enough to end the war?

That's right... there's a war. And it's happening in your company...
...it's a bloody battie betwean sales and marketing.

Every day, they work against each other.

it's not that either are “bad” or “stupid”...

...thay're just not on the same page.

You need step-by-step marketing and sales training that aligns your “north”
and "south”,

It's time to end your war.

DigitalMarketer HQ can heip: hg.digitalmarketer.com

THE
remedy

TO THE WAR BETWEEN

SALES

=— AND —

OU D 453 22 Commants 81 Shares 5203k Views n -

Advertising is the best way to get eyeballs on your content—for all stages of
the Customer Journey.

Because the goal of this campaign is to get people engaged with us, our call
to action was very simple: “Watch this video!”
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It's important to note that we didn’t try to convince people to sign up or

LOP >"p1..7"} ->1 «i>Al "l A"}...1 >U>p®] LiV>0Ai l..>1 U
campaign. The goal was to generate engagement, and it succeeded very well
LiV>OAi "1 U>A veeVOAI® £44” ™ A"“«eb i"}>}""} «ice«ei®
Case Study: ModCloth

Campaign Goal: Engage to Subscribe

Content Needed: Blog Post

6TCH,E 5SQWVEGeeZ eA}>""V IA>vwV

Call to action: Sign up for ModCloth’s good news and great offers!

Here’s an example of a campaign with a different goal. In this case, the
clothing company ModCloth wanted people who were already engaged with
their content to subscribe to their email list.

The content needed for this campaign was pretty straightforward: it's a blog
post. When you go to the ModCloth blog, you'll see many helpful blog articles
like this one:

MODCLOTH BLOG
Search Q FASHION  BEAUTY  LIFESTYLE  WEDDING  BEHIND THE SCENES sHor (3

Mix, Match, and Make a Splash: A ModStylist Gives Her
Swimwear Tips Featured Posts

AR A
(kAN

Picture this: the gloomy grey skies have parted and the last of the wintry sludge is sliding off the city. Finally,

weather warm enough for a dip! You skip over to your swimwear storage container, and boom — you're |
confronted with the horror of mismatched pieces galore. What closet goblins got ahold of your beloved ! ,]‘f o

bathing suits?! A fate worse than losing a sock or two to the dryer, your bikinis appear to be in total disarray.

But wait! Could this just be an opportunity to try something new? Bridesmald, Style: Max. Match. Love:

ModStylist Domonique believes in the power of a good mix 'n’ match, and she graciously shared her ﬂ p n é
i d

outfitting brilliance with us. The tides are changing in the swimwear world (heh, heh), and below is a proud

" ‘ . . V.
presentation of her thoughtful advice for refreshing your swimwear game: J'A" y Ll ‘
I Al d
AN it
e > j]'f‘i-" w it
f‘; s & o J

J :K’ S Styles So Nice You'll Wearmemr.,..,i.:e
h 5/ W i R ﬂ ﬁ ﬂ
ModCloth leveraged this blog post to drive subscriptions.
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Because ModCloth has a lot of engaged Facebook followers, they were able
lee OAi VAii ®eA}>""V >ViLoeeZ IA>vwV >A 1...i"A TA>vwV .
‘"%l >eU>pPA ...>0i le «>b veeA TA>vwV°®

e Ui ...>0i Ve~ li"l >™ > TA>vwV AeOAVi°® U] U..>1%A
Well, you'll notice that while you’re browsing the blog you’ll be greeted with
this popup:
Q0000
Sign Up for ModCloth's ey
Good News & Great Offers!
Mod Sty

Submit

MO THANKS, 'M ALREADY SIGNED UR

Popups have been proven to be an effective tool for a Subscribe call to action.

el pPed “"}..1 "l 1...772 ;ev I..."A >A > V>“«>"}"] LOI "1
V > e et e fSighl Opefdh ModCloth’'s Good News & Great Offers!  And
>"pi"“i Ace“ice”™i weeA Ol I..."A veeA“] 1...ib “ccUi &~ loe I..

Customer Value Journey.

Often the best marketing campaigns are the simplest.
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Case Study: Honest Company

Campaign Goal: Engaged to Subscribe to Convert

Content: Email Copy and Creative

6TCH,E 5 @abglE &dwords

Calltoaction: YVeOA"Ui "vviAt Ox ocevv beOA WAAI A iA

Here’s an example of a campaign that moves people through two steps in the
Value Journey: from Engage to Subscribe and then to Convert,

i1%A Yoe 1...AO}... 1...7A V>“«>"}" vAce“ I..i Li} """~ A
Google Adwords targeting the keyword “buy organic diapers.”

Here you can see the AdWords ad:

% buy organic diapers  Q

Al Shopping Images Videos News Mare Settings Tools

\ About 1,050,000 results (0.71 seconds)

The Honest Company® Diapers - Non-Toxic & Safe Diapers - honest.com
[Ad] www.honest.com/diapers/diapers ¥

4.0 % % % % * rating for honest.com

Save Over 20% On Honest® Diaper Bundles. Safe & Natural Diapers For Your Baby.

Organic Feeding Bundles - Bundle & Save Today - Mix & Match 100+ Products

Deal: 35% off First Bundle - Code EXTRA3S

Organic Feeding Bundle - Diapers & Wipes Bundle - Honest Essentials Bundle

The Nn 1 Rin-Dearadahle Nianer - LIS Oraanirc Rahv Fesentiale
Attention

When you click on that ad, you arrive on a landing page that asks you to
subscribe.
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Subscribe

""Vi PeO e«l "7] 1...ib%¥ee Ai"" PO 1...i voeeerrU""} Ve O«
hours later, assuming you didn’t already make a purchase):
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7 Exclusive Offer — 25% Off Your First Order!

Jadae..  YOUR FIRST
| BUNDLE

4 SAVE NOW

ENTER CODE TOTL%UHXNH8 AT CHECKOUT®

| m l | . ‘.. . 1

Convert

| want you to pay close attention to that call to action: Exclusive Offer! 25%
Off Your First Order . Notice that this discount only applies to your w Adkder.
That's because the goal of this campargn isn’t to generate repeat purchases

“1%A Tee }il Ae“ice”™i e “>Zi 1.
effective tactic for turning someone into a new customer.
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Summing Up

The Customer Value Journey is the foundation for all the tactics you'll learn
in this Guide. Whether you're learning about content marketing, digital
advertising, or analytics, or any other topic, keep this concept in mind.

Don’t worry, though. We'll review it several times so it stays fresh on your
mind. And by the end of this Guide, it will likely be cemented into your
thinking.

Now that you understand the Customer Journey, it's time to talk about the #1
tactic you'll use to engage people at every stage: Content Marketing.
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Chapter 02: Developing a Content
Marketing Strategy

CHAPTER

02

It's a big promise: perfect content marketing.

Ol "1 "A «eAA"L+i "v peO O iAAI>"" ..U Ve li"l wiA "~
marketing strategy.

And done right, your content marketing will not only attract prospects, but
also move them through a marketing funnel to drive more sales and grow your
business.

In this chapter, we cover the basics of a successful content marketing program,
including methods and metrics, the business roles that should own your
content marketing, and the lingo you’ll use to talk about it.

Methods of Well-Executed Content Marketing

Let’s start with a thorough understanding of what we mean when we say
content.

9O Aii] “ccAl LOA""IAAIA “"AA Ol ™ > el ev ec«eAl
vision for content marketing is too small.

As a result, they’re churning out content but not getting great results. And
LLPAITRA UL P\ Ve il °7 >7 v TTAiev "AT%] U...>1 TATUIA

9 OA Ve li™l "ii"A Tee Li °«iAviVIi°»
Now, what do we mean by that?
*TAviVI Ve li"l "A" %] >Le 0l ped] PeOA LA>""] cA Paeb/

delivering the right information to your prospects at exactly the right point in
l...i VOAle“iA +OA"iP®
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For instance, for the software company Freshbooks, this web page represents
perfect content marketing for a prospect who needs pricing information to
make an informed buying decision.

Qussthons? Cormas ow awart winfing Suppo team S 1-888-206-8081

on [y |

cloud accounding

Start Using FreshBooks for FREE Today

Satup only tolkes o minuta, Na credd card reguired,

Swrt My Risk-Free Trial

. Most o pular

s S il 295 *19%. ‘0%
B2 Rl o I payes arfeum Py B17 Bt mondfy I ndeng annusiy Hammnth F ooving nvvasly

265l o i panyrg sy

Unlimited invices, Undimitod imaices, Unlimited irvoices, Unlimited iroices,

wipenses & fimo trocking oxponsas & time trocking axponsns & Gime trocking mxpanoes & time racking

Bill unlimited olients il unllimited clienta Bill up 15 25 chants Bl up 1o 5 clierits
Lmhﬂmﬂ“—iﬂwﬂjﬁ.,_ - EEE 1 ‘%W T, s

Content is any information that helps you keep the funnel full.
9i«] > «A~V""is content.
The big misconception is that content marketing is blogging.

7. i Lece}A >Ai > “>e@A Ve« i"l cev Ve li"l “>AZil""}]
a part of the bigger picture. In fact, in most cases, a blog is not the most
lucrative form of content marketing.
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But we’ll come back to that.

First, let's get clear on the six characteristics of perfect content marketing and
why it's essential that you get started.

NOTE: At the end of this chapter, you’'ll get access to a tool we use to make
perfect content planning a breeze.)

1. Perfect Content Marketing is Full Funnel

| know this is Marketing 101 stuff, LO1 AI"VZ U"1... “i veeA «OAl > AiVa
get into the more advanced content marketing concepts we’ll be covering.

A > "VitVoee «AeA«iVI le LiVe“i > VOAIe“iA]l 1...ip U
through three stages:

Awareness

The 3 stages all prospects go through on their way to becoming a customer
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1. #YCTGPGUU sPAeA«iVi “OA1 wawhie thal ieté is a problem
> 1..>1 9"1 A PeOA ®A}>""a>1"e” ..>U0i > A0l " e"
blog excels.)

2. 'X CNW C TKoQeRwvo| move through the Awareness Stage must
now evaluate the various choices available to them, including your
competitor’s solutions and, of course, taking no action at all to solve the
problem.

3. % QP XGT UlkogRha move through the Evaluation Stage are now at

the moment of truth—purchase. At DigitalMarketer, our goal at this stage is

to convert «i> A "“loe VAipOi~l >~ ..."}...t1"VvZii LOPiAA"
., Veee «AeA«iVI V>""cel iU>¢0>1i beOA Aawa@bftheé O~ 1"« |
problem and your solution. And conversion is impossible until the prospect
>A WAAT iU>¢0>1i" 1...i «eeAA"Lei VeeOAAIA v >VIi~e™°
To move a prospect through a marketing funnel, you need to give them
Ve li"l A«iViwV>eep “iA"}"i" Toe A>I"Avb T...i"A Tii"A >1 i>\
In other words...

* They need content at the top of the funnel (TOFU) that
HCEKNKVCVGU|CYCTGPGUU

» They need content in the middle of the funnel (MOFU) that facilitates
evaluation .

 They need content at the bottom of the funnel (BOFU) that facilitates
conversion .

Make sense?

$NQIU CTG HCPVCUVKE HCEKN&NVLCVIPTWwQH «2EA G G U
of facilitating evaluation and conversion. And, at the risk of pointing out
the obvious, evaluation and conversion are super critical to your business.

lee “ceUi «AeA«iVIA T...AeO}... T...i “" 7ei - " 1® >7 Leelloe®
- " 1® PeO¥%se "ii® cel..iA Ve li"l IP«iA®
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It looks like this...

THE CONTENT LIFECYCLE

TOF

* Blog + Audio Podcast

« Social Media Updates «Video/Video Podcast

« Infographics + Microsite

» Photographs « Print Magazine/Newsletter
+ Digital Magazine/Book « Primary Research

MOFU

+ Educational Resources + Discount/Coupon Club
+ Useful Resource + Quiz/Survey
« Software Download « Webinar/Events

BOFU

* Demo/Free Trial

« Customer Story

» Comparison/Spec Sheet
+ Webinar/Event

* Mini-Class

We call this The Content Lifecycle.

Let’'s look at each stage of the funnel and the content needed at those
stages...

Top Of The Funnel (TOFU) Content Marketing

The prospects entering the top of your funnel are completely unaware of your
solution and, often, completely unaware of their problem.
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As a result, you need content with a low barrier to entry—because at this
Al>}i] T..ib ...>Ui o7 llei lee "e “cel"U>1"e”™ e «OI AZ"" 77 |
your contact information or money).

9O ~ii® VAiieb >U>"e>Lei Ve li"l > T...i Tee« v I...i vO~7i

Entertains

Educates

or Inspires

... and you need to make it readily available using content types like:
* Blog posts

» Social Media Updates

* Infographics

» Photographs

» Digital Magazines/Books

« Audio/Video Podcasts

* Microsites

e *A™"] >}>a""iAE iUA«illiAA -9 O%ee ~ii> > L }}iA LO }il

Primary Research
Do you need all of these content types at the top of the funnel?

Heck no.

45



Chapter 02: Developing a Content

Marketing Strategy

Most businesses will post content to a blog and to social media channels like

Facebook, Twitter, LinkedIn, Pinterest, etc. Once you've mastered these two

Ve li"l TP«iA] PeO¥%ee U>"1 1e > “Ai leectoevivO™je V
podcast or a print newsletter.

Remember, the big goal at the top of the funnel is to make prospects
“problem aware” and “solution aware.”

Notice how Whole Foods, using their Whole Story blog, raises awareness for

> Ai> AV>eee«A cevVviA U..."¢i «cAccU0""""} U>eO>Lei Ve~ li~i
instructions):

WHOLE
FOODS,

i
2 LY

LELUTUCR (e Week Sale: Atlantic Sea Scallops
ABOUT OUR PRODUCTS Lo e

RECIPES By Alson Burch, e 23, 2015 | W

ONLIKE ORDERING
HISSION & VALUES
OUR BLOG

STORE DEPARTMENTS

H

utestant seallogs. Thess mahtinyour-mouth sk mallusks are unlike amything b

For one weei, from Wednesdn
o tale for $14.99 per pound in cu

b Tieesdiay, July 7, Azlantic Sea Scallops are

orsels are 10/20 count and are perfiect for skewers and g
thery ke seureed Fram sbundast Marine 0 —

E
E
+ + + +

------

TOFU content raises awareness of your offers while providing valuable information.

46



Chapter 02: Developing a Content

Marketing Strategy

At DigitalMarketer we do that by providing educational content our prospects
are interested in—and using that content to raise awareness of our training
products and services.

(Shhhhh... don’t tell anyone, but this VERY chapter is educating you about the
strategy and tactics taughtinour % QOPVGPV /CTMGVKPI /JCUYGT|[ %G

And the good news is it works in any industry for any type of product.

Notice how this kitchen remodeling company uses photographs of remodeled
kitchens to make prospects “problem aware” and “solution aware”:

RITCHENZ
DESIGNS? Blog

HOME DESIGN » LEARN = CABINETRY = ORGANIIING = PRODULTS = FUN = CREATE THE LOOK SHOP

A} aswchdigast

> i H-HPM

RECENT FROM KITCHEN TOURS RECENT FROM CREATE THE LOOK

g Shades of Grey Hitchen Design wawm. ﬂé et Kitcher: Deesign Hements

With TOFU content, you want to create awareness around problems
as well as solutions.

Unfortunately, the top of the funnel is where most organizations begin and
end their content marketing efforts.
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Smart content marketers know that, with a bit more effort, they can move
prospects from awareness to evaluation in the middle of the funnel.

Here’s how it gets done...

Middle of the Funnel (MOFU) Content Marketing

The big goal in the middle of the funnel is to convert “problem aware” and
“solution aware” prospects into leads.

Here, we use free content to incentivize prospects to submit their contact
information and opt in to receive future marketing.

We call this type of content a

Lead Magnets can be...
e "OV>1"e™>e iAOAVIA - >Ai -10°P] 7..71i *>«iA] ilV°®
e 1AivOe [iAOAVIA --U «i “ei] ...iVZ<"AlI] ilV°®

Software Downloads

Discount/Coupon Clubs

Quizzes/Surveys

Webinars/Events

This is a Lead Magnet that DigitalMarketer uses to generate leads for our
products surrounding Facebook advertising:
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LHiciTaL

ULTIMATE FAGEBOOK AD
TEMPLATE LIBRARY
COPY & PASTE THESE 7 PROVEN FACEBOOK AD

CAMPAIGNS TO CREATE LOW-COST, HIGH-
CONVERTING ADS ON-DEMAND... FACEBOO K AD

N-'“.. THE 11 WORD AD THAT NETTED $208, 485 IN SALES USING TEM PLATE LI BRA RY

OME SAIMPLE PRINCIPLE OF BUYER PERSUASION, (THIS

FORBMLILA WORES N ANY MARKET )

A THE “YOU FORGOT” REMINDER TRICK THAT BRINGS IN TONS
OF NEW CUSTOMERS AND LEADS, EVEN AFTER THEYWE
ALREADY SAID MO TO YOUR DFFER! {WE USE THIS OME OVER
AND OVER.,, AND YOU SHOULD TCOD,)

£ THE *USE P QUESTION FORMULA THAT DRIVES DDWRN
CLICK COSTS AND SHARPLY INCREASES CONVERSIONS, [JUIST
FILL 1M THE BLAMKE AMD WATCH YOUR CLICKS SOAR AND ey
COSTS PLUMMET )

v,-' PLUS.. WE'LL REVEAL OUR TOP 3 FACEBOOK ADS THAT

GENERATED A COMBINED 110,422 LEADS FOR JUST $1.76 A
PIECE. (AND HOW WE MADE OUR MONEY BACK DUICKLY.)

Lead magnets are free content that incentivize prospects to opt in to
your list, becoming leads.

When visitors click on the “Download Now” button, they’re prompted to enter
their email address to receive the piece of content.

AN

/..."A «"iVi cev Ve~ li"l -> U.."li «>«iA® vAe* e
aware” leads...
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CluudMargin" m

«&4 (0] 20 3397 S46T0 F «| 212 373 TIIH
2éi-hiour client suppoit «44 (O] 20 3397 5679 7 <] B5S 642 N5
miffo{@clowdmasgincom

Who Are CloudManing What Is CloudMasgin? S0 How Does i Work?

Enter your details to download the CCP white paper

Long e COPs = a white paper on the v centrally-cheared landscaps for OTC
derivatives and lessons For how to adapé and thiive

Thoughts For Cleared
Devivaipee wsers are facing unprecedenied levels of change with mandaory cenirs Ewap F“Ell'tll:lpal'll;E
clearind Caleifsf EMeCt. (I ihid wihile pbpei e discuss he MBHor deivalivés snd-uders
should consiier n the new OTC denvaiives landscape

How CCP prices reign

How ta think lilke a COP

How to stay ahead of your CCP

How clearing mpacts Costs

How bo use collateral effectively

How the right lechnology ghves wou an advantage

Wilh thes sfGirmalian fms ané biiler Sbbe o cofe with ihe changes and wse them bo
[IWEir advanlage

Biara &
MAME

Company °

B "

Position "

Email *

Telephone

Sl

A white paper or report creates “solution aware” leads.

But you can’t deposit leads in the bank.

1A Ve litl Th«i "A AipOAi> >1 1...i Leelloe” cev 1...i vO°
leads into customers...
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Bottom of the Funnel (BOFU) Content Marketing
OK, it's point of sale time.

What types of content will your new lead need to make an informed purchase
decision?

Here are a few...

« Demos/Free Trials

Customer Stories

Comparison/Spec Sheets

Webinars/Events
e 771 «>AAIA
9 OA «i>" “>p Li Ai>"""} PeOA Lee} > "eU"em@>"""} «i>"
will help convert her), but you'll need content that helps her decide between

you and your competitor to move her through to purchase.

Notice how Salesforce supplies leads in the bottom of the funnel with
plenty of customer stories to prove that their product can handle that lead’s
circumstances...
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1-800-NO-SOFTWARE | 1-800-06 6355 | Contact Saanch

m THI TEOMER 5 PLATFOSM TS COmmunity Irwhatries Servhoes Cusinmas Evenis Kot s

Customer Success Stories P

=

‘.\ 4
"I neverimaginéd I could rurRsay %
business from my phones: Ld LEVIEV

- Paul Raps, CEQ, LEVIEV Extracrcinasy Difnonds '

y
View story » '

Eatist i induilry E or Ealis=l g prisdust B n Ealac] @ Bk riris b be a

Featured

Stanley Black & Decker ADP Coca-Cola Germany ‘Wells Fargo Bank
Bullding smarter toci: iaking every moment & The perfect customer service Bullding deeper customar
Sallifgg o Tesrrriida Pkt i

et o
L C. =
' T
1 1 =;"
- L

Philips Carlo's Bakery Herman Miller Wirgin America
Starping Nght years sbsad of A rtighborhond bhakify goel Goiftg Mo praduil-Cenme Kisping laafmmatig
e competrtion ginkal tomlutioncentrs @ gconnec tad with Chatter

Customer success stories are smart BOFU content.

->ejAveeAVi°Ve" ..>A "eai"A cev I...iAi VOAIe“iA AleeA iA
industry, product offering, and size of business.

Customer stories are content that converts, and they are the responsibility of
the content marketing team.
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Consider this piece of content designed to assist prospective Quickbooks
customers in choosing the right solution:

The QuickBooks Online Difference
QuickBooks QuickBooks
Onlinet Desktop!
Create professional invoices v v
Track sales and axpensas o o
MaNage acoounts Py abe o o
Qow-click sales and tax ropons o W
Automatically schedule and sand invoices L4
Woork from PC, Mac, smariphones, or tabdats at o
any time
Ingtar ilg Acchss for Accoumniants o
Connect 10 300+ cloud-based apps o
Automatically download your bank transactons’ o 510 = $15 per month avg
Phone suppor o $299 per year
Automatic back-up with bank-lavel secunly o $0.05 per month
Access o latest product and Teaturd updates o S249 annual upgrads
Choud actess hosting) o 540 - 3200 monthly por user
Access for up to 5 users o Requires 5-user kconse

At the bottom of the funnel, prospects are comparison shopping, so
comparison sheets make smart BOFU content.

But Quickbooks could earn some points by comparing their tools to their

competitors’ tools as well. For instance, a Google search suggests that a

Ve“«>A Ace™ A...iil LilUii” +O°VZLeoeZA > 1...i"A Ve “«il’
Is another piece of content that should be on the radar of the Intuit content

marketing team.
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Google

XEero \
xero accounting / Remaove

xero vs quickbooks

xero accounting reviews
xero accounting pricing
xero pricing

Xero api

xero payroll

xero shoes

xero accounting login
Xero promo code

Google Search I'm Fealing Lucky

Google’s suggestions are a good source for content ideas.

UL el Ui Al >1 7] eceeZ >1 >ee T.i Leellee“toevivO™ i
content marketing team has built:
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Why small businesses choose Xero over QuickBooks

Here are the top five reasons:

Get free automatic updates — no
forced migrations.

Enjoy intuitive online software that’s
built for small businesses.

Add unlimited users for free

on any plan.

Connect to over 350 other online
business apps.

US-based support — our nationwide
experts are here for you.

Brand comparisons are good BOFU content.

And...

Customer stories "

Lero makes it easy for small businesses to stay on top of their finances

and focus on doing what they love. Find out how our customers use Xero to grow their business.

» Watch Heidi's story (1:37)

Circle Me Silly Spitfiregirl
Trisha Cobb Heidi Yarger
FOUNDER & OWNER CREATIVE DIRECTOR/OWNER

Customer stories are great BOFU content.
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And...

@ Beautiful accounting software SMALL BUSINESSES  ACCOUNTANTS  BOOKMEEFERS MORE  LOGIN FREE TRIAL

The online accounting software
alternative to QuickBooks

See why others switch from QuickBooks to Xero

.f'—“"\
FEATURES BEMEFITS ADD-OMNS CUSTOMERS | = watch Demc /,l Plans & Pricing
. v

The best BOFU content answers last-minute questions and gives
prospects a reason to buy.

A VAi>1""} lee« cev vO™ je -/" 1® Ve li"l e > Lee} "“«oeAl
Absolutely.

Ol v>"¢""} Tl LO"e > vOeetvO ™ ie Vali"l «e>" U ee oi>U]|
your content marketing results.

2GTHGEV %QPVGPV /CTMGVKPI +U|+PVGIH

Some businesses and marketers get hung up on the wrong metrics,
particularly when it comes to their blog.

Take a look at this video to see what | mean:
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Perfect Content Marketing: How Content GeneratesLeads .. @ &

MARKETER

The key to perfect content marketing is understanding existing intent and
anticipating future intent, and then, creating the content “assets” needed to
address that intent 24 hours a day, 7 days a week.

In our Freshbooks example, a customer who's deep in the funnel might have
the intent to compare Freshbooks to Quickbooks.

This content asset addresses that intent:
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[ o S -1.,"__\ '«.--"'M_ RN R it e S S —._H_//"H‘ﬂ--“\_,-\,_.-‘"‘n\._,_,-"‘—-"‘-”&m." _'\-"-‘-\/"\-M..’"-\_.J"-\“ﬂ“"ﬁ_'_'- e T i, e S |
Accounting Purpose-Built for Small
Business Owners

Frustrated by siow, bloated accounting sofiware? FreshBooks &5 easy to usa, backed by eward-winning support and loved by

millions.
4
Fﬂm QuickBonks
Involcas, expanses, and raporis v
Web and mobde AooEss v
Froe onling and phane suppon "-‘/
Designed for service-based small BUSINESE OWNHErs v
Bulit4n time Tracking features v
Prejgct tracking v
Multkcumency billing v
LBtE payment remindars v
Avsandwinning Customar Suppor 'l.fl"I
Industry leading customer happiness scom v
Free trial pariod 30 Days 30 Days
Paid pians stan al $9.95/month £12.95/month
e I e e e e e ey Sy

To come up with valuable content assets, anticipate current and future needs.

" beOv%ee . >Ui 1lee AD” «>" TA>vwV 1e PeOA Ve lii~

you risk leaving money on the table as Molly explains:
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Perfect Content Marketing: How Content Generates Leads ... @ 4

[...i TABI... "A 1..i “cAl +OVA>I"Ui Ve li"l >AAIIA Pl
existing business) are assets that meet intent at the bottom and middle of the

funnel. Optimize for this existing bottom and middle of funnel intent before

gomg to work on generatlng awareness at the top of the funnel with an

iY«i"A"0i > 17*itVe"AO“ "} Lee} Amees ®eOl°

That's not to diminish the power of a business blog. Over the last 24 months,

UiveUi Lii~ > """} Ve li"l >AAIlA ->A1"VeiA >7° «e'V>AIA®
vO™"ie > Ui Ui ""VAiI>Ai> UiLA"Ti TA>vwV -1...77Z >U>Ai"i/

That said, the quick wins in the content marketing game are in the middle and
bottom of the funnel.

2GTHGEV %YQPVGPV /CTMGVKPI +U|#UEGI

Failure to provide an ascension path from every piece of content you create
"AT%21 «OAl L>" “>AZil""}p 1%A > L>" OAIA iY«iATi"Vi°®

Smart content marketers anticipate the next logical intent and remove as
much friction as possible to create a clear path to conversion

For instance, let’s say I'm shopping for supplies to repaint my kitchen...
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_ Perfect Content Marketing: How Content Generates Leads .. @ &

In our Freshbooks prlcmg page example notice that Freshbooks has created a |
Vei>A >SAVi"A ™ «>1... lee > °,"AZt Aii /A°>e» cev Il...i Acev

“Lece} Ve li"l] «AeA«iVIA V>~ Li }70i~ 1...i ;e««eAld~"Ip
email address to get more information about a topic.

Check out this ascension offer embedded in a blog post. Clicking on this
banner ad will take the prospect to a landing page to enter their email address
and ascend to a lead:
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[Test Results] What You Need to
Know About Facebook Lead Ads

FACEBOOK JUST DEBUTED A NEW AD TYPE...

C.

[t s]w Ol wlm 5] P 1

It's no secret - Facebook is cur favorite advertising platform (by far 3))

i T e P e

LS V. O

Sus; Verrei the [ead genedut 808 roflea JU<we Tigucwudl ' Be the perfec
split test.

(NOTE: Want the Uhimate Facebook Ad Template Library? Copy & paste

these 7 proven Facebook ad campeigns to create low-cost, high-converting

ads on demand. Get them ) ‘{

THE ULTIMATE

FACEBOOK AD

TEMPLATE LIBRARY

Website Conversion Objective vs. Lead Ad
Qhiarctivg o . i

Ascension offers can be embedded in your blog posts.

[...iP }il “ccAi ""veeA“>1"e” >Lell > lee«”V I...ib >Ai ""1iAi/
lead.

4. Perfect Content Marketing is Segmented

90 V>~ A0~ AOAUIPA >7" «cee+sA 071" PeO%AI

LeOi "7 1..
what people are truly interested in until they give you their money or time.
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7...17 > «AeA«ivVI UCATA > «"iVi cev Ve li"l -A«i” A 17i® 1
hand and indicated interest. And, because of the magic of ad retargeting you

can follow up with these prospects with a relevant ascension offer without

even acquiring their contact information.

[Test Results] What You Need to :
Know About Facebook Lead Ads B i o oL P

Gooy & Pasie these 7 proven Facsbook Ad Campaigrs Ta Creste Low-Got,
High-Comymiirg Campagrs

K AD
FACEBOOKAD

Fill-In-The-Blank Facebook Ad Template
Want o gerersie lweds s saies e o aaniness ueing Pecebock sou?
'8 i et = Facwtroah & o levonm advers sng pladorn ity e 3 Dowiioes s FB in The Bars Faoeboos Ag Tempiaie and gt sansd

We ooe Facenss ss beomase of ey sise of use v wigenag notiens

o S T (g B, g gt T T vty el g o ot Bk,
Retargeting blog visitors can help you create segmented leads.

5. Perfect Content Marketing Is Cross-Channel

Perfect content marketers publish content that meets intent in any channel
where groups of prospects are searching for and sharing content including:

Website/blog

Facebook

Twitter

LinkedIn

Pinterest

9O /O LI
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Chances are a single content asset could be published across numerous
channels to maximize exposure.

Perfect Content Marketing: How Content Generates Leads ... o P

For instance, could that video demo of your product be republished on your
9 O/OLi V..>""is " Zi O A"">Al ..>A “@”i ...iAif

Cuisinart Coffee Grinder (DCG 20N) Demo Video

"W!
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- v be 0% AT Uwhoirthe}Hell would watch that boring video?”  the

answer is anyone who is interested in buying a coffee grinder and, particularly,

anyone interested in buying THAT coffee grinder. Anecdotally... | bought that

Veevvii JA" A >vIiA U>IV...""} 1..>1 "i“e «OAl > viU UiiZA
“eiA > }Ai>] eceL }JA™TT T } Veevvii >7 1..>1 Ui “eiA > }A
channel content marketing at the bottom of the funnel.)

Can that article on your blog be repurposed as a webinar? Can that podcast
become a written article for LinkedIn Pulse?

2GTHGEV %QPVGPV /CTMGVKPI +U|#XCV(

Last, but certainly not least, perfect content marketing assets are produced
to satisfy the intent of your customer avatars. A content asset can satisfy the
intent of multiple avatars or it can be published to target a single avatar.

At DigitalMarketer, for example, we produced an article to raise awareness

loe« ev 1...i vO™ie® veeA @ OA “>AZil""} VIAI"WV>1"e”™ «A
A«iV wV>eeb [>A}ili" Toe eOA © “«ecebii» >U>I>A U...ce ..>
AZ eeA 1..>1 Utee o>"" | i* > LilliA sceL®
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.

Q
6 Trending Digital Marketing Skills
to Put on a Resume

Nalson Edit

@ EYy
30

ARE YOUR SKILLS INDISPENSABLE? @@@

Categories: ; t

R A N T

Mo one is safe...

... except maybe digital marketers.

For 4 rl n innosati i tfor
"OA }ee>e voeA 1..."A >A1"°Vei U>A Tee A>"Ai >U>Ai"iAA vee!/
programs, so it was targeted to our “Employee” avatar.
Content Marketing Planning: The Content Campaign

To execute perfect content marketing, you need a plan.

At DigitalMarketer, we make this plan at the offer level using a spreadsheet
called a Content Campaign Plan.

[..i «e>""""} "eVO“i"l ""VeO iA wis A voe A\

* Marketing Funnel - Is this asset addressing intent at the top, middle, or
bottom of the funnel?

e« Avatar g 7...°V.. >U>I>A-A® U ee [..."A >AAil I>A}ilY
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« 8G JKEWIGthis be a text, image, video, or audio asset?

e Channel — Where will this asset be published?

~

« AscensionPath q 7..>1 V>eetliet>Vi“e”™ U ee Li OAi~ "~ 1...7A

The Content Campaign Plan is used to align content marketing with business
eLeiVITUIA ¢~ Zi }iTiA>1""} i> A >7° A>«jA°

[ ececeZA " Zi1..."A - Z"U I..>1%A accesAthd cemAlazely LOT b

N’

ASSETH.C B ABBETC E AZBETE E
EVALUATION ASSCT DL F ASSCT O, F ASBETOLF ASEETOLF
CORVER SO ASEET A D ABSET A, D ASBET A O ASSET A, O
ASSET DESCRIPTICN AVATARS) VEHICLE(S) CHANNELIS) CWNER ASCENSION
Poduc Comganens [had - 8 nata Pl oullires e gty B
A
ASSE Sl mel e if el - = g Watsis Fluss Gt B e
¥ Ueumwiry iy o] el suly Mal oen ol W 8 ¥ e i . .
ASSETH . ’ Ermgioyss =t Linacin Poseiiog =] =g
1‘"
ASBETC & Prgaaey of Spoad Clawiida, o | Solindmr, e e - _."_-"":a:; " Vit g Tistmn B bomature L i W Sarasl Bhats Bt
i o F Ay, Fmiryda — " Al s+ Srursl Wt
ABBET O Lmrans Bl deoa Seipe Fie Fusarenr L] Viabsle e CaviSominn
ASSET E Socsal Meoda Topc Wap ""'_."_':_LI'::'"" Taas e PLH v T b Sceare By Fama Socad Wadss il
- Agercy, Emgivrm % " 0 Ly = Socal Medes
ASSET F Sainlaid Wb it S il Lo Wil [ Erpticition
egprp, Empirpba
ASELT © il Msdm Mistery Produd Deicrgion Froslnce . (eymess Tt s Puge o Tl il ot et Fzerr
Chwnar

DigitalMarketer’'s Content Campaign Plan

Want to create content that converts prospects at all stages of the funnel?
Create a Content Campaign Plan and execute on it. It works.
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Your Content Marketing Success Metrics
How do measure the success of your content marketing tactics?
6TCH,E D[ %JCPPGN

At the top of the funnel, deS|gn your marketlng to raise awareness for your
LOA~"iAA] LA>"A] > «Ace OVIA° i>AOAi IA>vwV vAoe* V
Facebook, and Twitter.

Net New MQLs

Measure the number of leads generated in the middle of the funnel that
require further nurturing before they are ready to make a purchase.

Conversion Rate

7.1 Ve 1i"1 “>AZil""} "A "ee”i Ve AAiVieb] "1 }i"iA>1iA 1A>
> «Ae 0OVl «>}iA° i>AOAi l..i Ve "UiAA e~ A>1i -*>}i 67
ei>" veeA*A] «Ae OVI «>}iA] >7 el...iA V>eeAfli>VI®
Net New SQLs

Measure the number of leads consuming content at the bottom of the funnel
i*eA] VOAIe“iA AleeATiA]l ilVe®] "7 "V>I1""} Tl...iPb%AiI Ai>"

Relevant Roles in Content Marketing

=,
&)
W

MARKETING SALES PUBLIC RELATIONS
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Who in your organization should be trained in email marketing?

[...AiT “TvviAiTl Vi«>Al*i"IA A...ceO« Li «cAcewV™i"l >1 > O~
email marketing.

Marketing

Content marketing is a foundational discipline affecting your search, social,
email, and advertising. Every marketer involved in your digital strategy should
be well versed in content marketing.

Sales

VVeA """} lee >AU>A" OA""iAA ,i0"iU0] 1...i >0iA>}i LOPIiA
through the sales process before they engage with a sales representative.

Instead of contacting your sales team your prospects are consuming your
content. Sales people who understand content marketlng can work in |
Ve ™0 "Vite™ U'l... PeOA “>AZil""} 1i>* Tee VAiI>Ili Ve li7l

Public Relations

[...i “ciA“f >p *, Ti>* “OAl O iAAI>"" ..U 1..i Ve li"l I,
into the larger content, social, and search marketing strategy.

The Lingo You'll Use as a Content Marketer
What are the terms you need to know as a content marketer?
Top-of-Funnel (TOFU) Content

Content designed to raise awareness for your business, brands and products.
This content is delivered through a number of channels including blogs,
«e ' V>AIA > 0" ie ...ceAl""} «e>iveeA“A «"Zi 9cO/OLi°

Middle-of-Funnel (MOFU) Content

Content designed to generate leads and move the prospect through the
evaluation stage. Content in the middle of the funnel often takes the form of a
Lead Magnet.
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Lead Magnet

" "AATATAT Lei LATLi cevviA™"} > A«iV'wV V...O"Z cev U>+0
exchange for their contact information. The goal of the Lead Magnet is to
maximize the number of targeted leads you are getting for an offer.

Bottom-of-Funnel (BOFU) Content

Content designed to convert a prospect into a customer by providing the
information needed to make an informed purchase decision. Bottom of funnel
content includes webinars, product demonstrations, and customer stories.

Summing Up

e"li"l “>AZil""} "A~%I1 AiATA"VIi®  Toee Lee}} " }° 90 %es «A
Lece} «eATA] LOT "v PeeO%Ai ATA>1i}"V] PbeO%ess OAi PeO
your content campaigns.
Remember, content marketing works with your other digital tactics in a

comprehensive marketing plan designed to move people deliberately through
your Customer Value Journey.

Don’t forget to download the Content Campaign Plan, which is your best
resource for planning content for every stage of the funnel: TOFU, MOFU, and
BOFU.

Then, once you've got your content assets built, you're ready to learn how to
OAiI "} 1>« >"UIAI"TA""} e "A"Ui TA>vwV >7" Ve"UIAATe™A
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Become a Content Marketing Specialist

CONTENT

MARKETING
SPECIALIST

Content marketing is an essential aspect of any modern digital marketing

strategy. In this mastery course, you'll learn to execute a “full funnel” content
ATA>Ti}p T..>1 TA>"Avee A“A "Vi Voee' «AeA«iVIA >1 1.1
loyal buyers of even your most expensive products and services at the bottom

eV l..i vO™je - " 1®°

lce

9 O Ysee o¢i>A"\

» How to create your Customer Avatar so you can architect a content
strategy that attracts leads and buyers.

* Choose from 12 goals, 16 metrics, and 21 different types of content to
create a content strategy that is laser focused on moving the needle for
PeOA ®A}>""a>1"®™ - 0"« "} 1..7A Ve“li"l «+>" "A > A
Marketing Plan worksheets.)

 The “GC = A” Content Marketing Formula that connects the dots between
content and sales.

Click Here to Learn More »
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Chapter 03: Crafting a Digital
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CHAPTER

0K

""i ev e OA L }}iAl V..>eei"}iA >A “"}7I>e “>AZIiliAA A TA>

How can we easily and affordably get people’s attention, push them to our
websites, and convert them to subscribers and customers?

The secret is dlgltal advertlsmg And if you understand how to make it work, it
V>~ }1"0i Poe® vOee Ve"lAmee eUiA PeOA TA>vwV yeU >~

In this chapter, you'll learn the process for planning, setting up, and optimizing
your ads, including the metrics you need to watch, the lingo you’ll use as a
media buyer, and the people in your business who should be responsible for
digital advertising.

Ol LiveeAi Ui AI>AI] «il%A }il Vei>A >Le Ol U..b «>"" TA>\
investment than organic.

6JG &KHHGTGPEG $GVYGGP 2CKF CPF 1TIC
Aii TA>vwV "A >eU>PA [...i }oe>e] A }..I7 7..°V... " A U..p*
eA}>""V TA>vwV wAAI° viiA >ee¢] "v PO V>~ }il > Ali>"b
pocket the savings.

But as with everything else in life, you get what you pay for.

The easiest way to explain that is with a simple comparison: the water hose

versus the rain.

*>°" JA>vwV "A «°Zi > U>1iA ...eAi° 90 ..>Ui Ve “«eili Va
it's pointed, the amount of water pouring from it, and how long you let the

U>TiA yeeU° 9eO V>" IOA” "1 @™ > cevv U...i"iUIA PeO U:

v beO®%Ai }ili""} “ccAi TA>vwV 1..>" beO ~ii’] U l... «>"" |
yeU° 900 ...>Ui Ve"lAcee ;v U...iAi "1%A }e""}] ...ceU v>A
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if it will come, how consistent it will be, nor how long it will last. Listen to the
Ui>T...iA V..> "ie >ee pe0 U>"1° 920 ...>Ui "e Ve"lA®-."

7°1... ®@A}>""V IA>vwV] Pael V>~ «eAi IA>vwV v o} V
Vee“«il"lTeeA ...>A > ..0}i >0°V..] PeO Vel +xAi [A>vw
Ve lAee cUiA U..iAi l...i TA>vwV }eiA° Ui~ A “«sei 1...77} A
of your landing page can mess things up.

90 V>~ i"eeb >ee |...i V" lAmes v «>"" TA>vwV U l..eO]
>"Pl1...77}° 920 " 1..>1 Lb LO "« "7} vO~"isA 1...>1 Ai"“LOA/

So in essence, you can acquire customers for free, and then once your
advertising costs have been reimbursed, use simple tactics to build loyalty and
optimize your customers’ lifetime value.

Better still, it's not an either/or proposition.

[...i LilliA PoeOA «>"" TA>vwV "A] I...i LilliA peeOA =A}>""
LiV>OAi }oeae™ > UIAI"A™"} "A"UIA TA>vwVp>"" T...i «>}iA |.
tend to rank higher in search engines.

[...>1 VAi>TiA >~ O«U>A" A« A>e ccv IA>vwV >VpO A [ e™

Ol "1%A "“«eAl>"1 lae Li Ai>+"AI"V° 90 «O0Al V>"%I AO~
expect it to magically deposit a million dollars in your bank account.

v peO U>"1 > Ve AI>"1 yeeU cev «i> A > VOAI®“iAA voe/
look at this as a system.

6QR G5QWTEGU HQT 2CKF 6TCH,E

-l v I...i LIAl «e>lveeA“A veeA «>"" TA>vwV >Ai >ViLoeoe«
Pinterest, LinkedIn, and Twitter.
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But to know which one is right for you, you need to know where your
customers hang out and which ad platforms are suited for the type of
marketing you do.

In most cases, you'll probably start with Facebook and Google. According to
OA"~iAA ~“A"iA] 1...iAi U A"liA "A"Ui na” cev AiviAA>« |
other platforms combined.

Tech WM Chart of the Day

Referral Sources for News Websites
Percentage of known referrals to news websites (January - February 2016)

41.4% @ Social @ Search @ Aggregators
@ RSS Other

39.5%

19.1%

By category

7

0
Facebook Google Sites  All others Vol 12%

BUSINESS INSIDER source:parsely @@ @ Statista¥a

>ViLeeeZ > @woe}si >Ai PeOA lee« AeOAVIA veA
But again, it depends on what you’re trying to do.

Google Is Like the Yellow Pages

Because Google is a search engine, people start there when they’re looking
veeA "TveA“>1Te"® -e T1%A > ecel o Zi 1...i QieeceU *>}iA°
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Facebook Is Like a Billboard

Scrolling through your Facebook newsfeed is a bit like driving down the

highway. As you scroll, you see ads, promoted posts, as well as random
comments.

And if you, as a business, are willing to pay, your message will also appear in
the newsfeed of your target audience.

With Facebook, you can spend as little as you want and still expand your
reach.

Because it's a social platform, and because they collect data on our behavior
every day, they know a lot about us. All that data makes them the most
powerful ad platform available today.

Target your ads precisely enough, and you're sure to get the right eyeballs on
your message.

YouTube Is Like Television

9 O/OLi%A Tee« “ilA"V "A 1T...i "O“LiA v “""OliA U>IV..i°
keep you on the site consuming videos, so they operate a lot like traditional
television, playing ads in the videos, interrupting people’s viewing.

"AAO«I"Ui] PiA] LOI U"l... 90c0/OLi] PeOA > A >Ai >+U>pP
[..>1%A LiV>OAi pbeO V>~ 1>A}il PpeeOA > A L>Ai" @™ 1...i ¢
audience likes, the types of videos they watch, and what they’re searching for.

e U..>1 SAil..ilee« T «>" TA>vwV AeOAVIAT 7...>1%A 1.
PeOA «>"" TA>vwV V>“«>"}"AfY

>ViLleeeZ] eoel}ei] > 90 O/OLi\ ,ee 1...Aii Utee }7Ui Pl |
people who are interested in your offers.

75



Chapter 03: Crafting a Digital

Advertising Plan

Okay, that gives you a good background for the strategy we’re about to
discuss. Let’s dig into the methods you'll use to execute a winning ad strategy.

Methods of Well-Executed Digital Advertising

7i% 00 iAl>Le"A...i" 1..>1 «>"" TA>vwV "A peOA LiAl ->7" “a
lee "A"Ui TA>vwV® U «il%A [>¢Z >Le0l ...ceU Il VAiI>Ili >
your best customers.

NOTE: We'll focus primarily on Facebook advertising here, but you can apply
this same process to whatever platform you're using.

Two Concepts for Evaluating Your Target Audience

How do you know the type of ads you should be running and how to precisely
target those ads? It comes down to 2 foundational concepts: the customer
ccOA~iP > TA>vwV °li“«iA>10Ai°»

Concept 1: The Customer Journey

The Customer Value Journey, remember, is the path people follow as they
LO e Aie>1"e"A..."« U"1... PeOA LOA""iAA] vAe" WAAI Toe

The three core stages of this Journey are:

Awareness. /..."A "A T...i Tee« v [...i vO™"ie] U...i" iU «AcA«i
your brand exists and that you can help them solve their problems.

Evaluation. This is the middle of the funnel, when prospects are seriously
considering making a purchase. Their biggest question is whether you're the
best source.

Conversion. The is the bottom of the funnel, where people take action and
buy something from you.
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Awareness

The 3 stages of the Customer Journey
WQPEGRYV 6TCH,E 6GORGTCVWTG

At each stage of the Customer Journey, your audience has a different
relationship with you. At the top of the funnel, they barely know you and may
not even know what you do. But as they move through the funnel, they learn
more about you and become more committed and loyal.

90 “"}...1 A>P] l...ib °U>A* O« lee PeO°» 7..°V... "TA U..b
Ci«iTTT} Aie>1"e"A L. "« >A °TA>vwV Ti“«iA>10Ai°»
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[A>vwV Voe“iA "~ 1T "TAIT"VI °Ti“«iA>TOAIA]» >7 i>V.. >}
stage of the Customer Journey.

%QNF 6TCHABeP] I...”A "A ~iU TA>vwV vVAr* «ie«si U.

Awareness stage. These people are good prospects for your business but
have never heard of you or your brand.

.. e

90 OA }oe>e U"l... Ve TA>vwV "A """ @eVIA "> "
business to new audiences and get them coming back for more.

9CTO 6TCH>R“ 1A>vwV Ve“iA vAr" «icc«esi U...ce Z"eU U...
haven’'t bought anything yet. It aligns with the Evaluation stage.
9 OA }ae>e U'l... U>A“ TA>vwV "A >VuO A" 1"e"] lee Ve~ Ui
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These are your buyers, people who are ready to buy or have already bought
something from you.

9 OA }Joe>e U"l... ...l TA>vwV "A “e7il"a>1"e"] loe Ajee >
best customers.

Ultimately, your goal is to move people from cold to hot , transforming new
leads into loyal customers, willing to buy from you over and over again.

90 "¢ I..>1 LP “>1V...""} beOA “iAA>}i lee > «AA«iVIivi
7°1... Ve TA>vwV] peO e %Il "iVIAA>A eb eVVIiA > A>ej°
LO e ™"} Aie>1"e"A..."«° 7. iAi>A U"1... ...cel TA>vwV] I...i A
speak more as a friend, and you make offers based on the topics you know

they’re interested in.

Believe it or not, these 2 concepts alone will massively improve your ability to
VAi>li AOVVIAAVOe+ [A>vwV V>"«>"}"A° -"“«eb Aie>|""} lce
temperature, you’ll build trust and engagement.

Now let's move to the 5 elements that make up a winning ad campaign.

The 5 Elements of a High-Performing Campaign

Every ad campalgn is made up of 5 key elements: the offer itself, the ads copy

> CjATY -0V Ui V>ee 1.0 °VAIST " 0i»®] 1 > AViTl -
feel of your overall campaign), and the targeting, or who you pitch your offer

to.

1. Your Offer

90e O A oenot thfe Salne thing as your product or service. Your business is
built around a product; your ad campaign is built around an offer.

So what is an offer? It's the unique combination of your product or service with
®l...iA Le"OAiA A > "t®@™A] "TVeO "7} >ee 1.0 Til>"eA v
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» The deliverables

* The price

* The schedule

* How it's being delivered

« And more

So you may only have one product, but you can offer it for sale in a variety of
ways, creating hundreds of different offers.

~

[..."A iY>"“«ei] veeA ""AI>"Vi] ;evviAA > Ve O«me™ veeA L} A

Jester Village Dental and Orthodontics
¥ .~ 44 3

Overdue to see the dentist? Sign up for our $99 Super
Dental Special, You'll <3 it!

Here's what you get:

/ Professional Dental Cleaning

V X-rays
/ Full Dental Exam

Sign up takes less than 1 min.

=== Dentist
N Syu pon
S

$99 Austin Dentist Coupon
Sign up takes less than 1 min

Coupons make great offers based on saving money.
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Survival Life
SURUNALLIFE . . y

0 JUIY al

Claim your $19 Everstryke Pro for just A PENNY! This water-proof lighter is
essential for any survivalist. It's yours for just $0.01 (S&H not included).

GET THIS
WATER-PROOF
EVERSTRYKE PRO___

FOR A PENNY

Water-Proof Everstyrke Pro For Just A Penny

Supplies are limited, get yours today!

Learn More

Another appealing offer: a valuable product at a huge cost savings.

9 OA cevviA "A >eAce I...i AI>AI""} «@”"1 veeA peOA > V>
everything else will usually fall into place.

Ol 1...i ;e««a@A”li "A «OAl >A TAQiI\ «OI lee}lil..iA > L>" cev
convert.
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2. Your Copy
9 OA > Voe«b AiviAA Toe T...i “iAA>}""} pe® OAi " PeOA
Li Vei>A >7" Vee“«iee""}] Ace I...i Li"iwliA AI>"" eOlipLel... |

engaging with the ad and of taking whatever action you're asking for.

Good copy has a strong emotional hook. It's intriguing and persuasive without
relying on hype.

Generally, you want to start your ad by speaking to a pain point your target is
dealing with. Then your offer should be presented as the solution.

This Hired promotion leads with the problem: “counting down the hours until
PoeO }il lee «i>Ui l...i cevwVi°» v Ae“ice”™i AiAe™>1iA U"I...
be eager to see the solution.

Suggested Post

Hired
HIRED
Sponsored -

If you're counting down the hours until you get
to leave the office, it might be time for a
change. With over 3,500 companies on Hired,
find one that you're passionate about.

Get more out of your work/life balance

Sales Pros: You're in high
demand in Austin. Sign Up

We'll Show You Compensation Up F...
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Or take this example from WINC:

WINC

Sponsored -

Stop going to the store! We deliver personalized wines to your doorstep. Get
started today - take $20 off your first order + receive complimentary
shipping!

‘é WE’LL FIND THE
RIGHT WINE
1 FOR YOU
l

$- 2 ,

A
. \ -
2 A :

Get $20 Off & Complimentary Shlpplng

We eliminate the guesswork. Get your personalized wine recommendations today!

h -

fir- @re= @ o=

‘-n- - (T
e

W= e EER= TR

are— 1> o=

WWW.CLUBW.COM Learn More
YY VY VYV L LUDYY. LAUY

O 4~

v e "} ioe 1...i AleeAi "A > «>"" «e""i] 1...ipb ...ceeZ beOA
3. The Creative

Creative refers to the graphic elements of your ad: the image, video, or
carousel images.

Don’t be fooled by the term “creative.” It doesn’t have to be overly
“e>17">1700° e VAISITUI Ve O™ "V>1iA beOA “iAA>1}i
second or two. So it supports and enhances your copy.

Here at DigitalMarketer, we like to be literal with our ad creative. Whenever
possible, we visually display the offer, so people know at a glance what the
deliverable is.
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Take this ad as an example. The article we promoted the offer in is on the left,
and the resulting ad is on the right.

[Test Results] What You Need to _
Know About Facebook Lead Ads el Al

Cooy & Pusie these 7 proven Facebook Ad Cenpaigrs To Creste Low-Coat,
High-Converirg Campagm

K AD
FACEBOOKAD

Fill-ln-The-Blank Facebook Ad Template

Wiart i gererais leads and sales ko your buniness using Pacebook sdu?
v i et = Facabook & o levors sdvers eng pladiorn iy e 3 Doweiosd Tug Fill In The Band Faseooos A2 Tompiaie and gef sancd

We e Facenosk sos beowise of trr ease of use, vem wigetng notions

e el B, i i, S el ey aovlaabe foe g Buiis.

Your creative should communicate your message visually in 1-2 seconds.

~ ~ .

"AT.."A e”i U...iAi Ui «Ace“ccli’ cOA Eat-iVe™ @} *e>"\

Digital Marketer i Like Page
O Sponsored -
YOU can create a Blog Content Plan in 60 Seconds or

Less By Filling in these 5 Simple Blanks (YES, IT'S
REALLY THAT SIMPLE) -

60 SECOND BLOG PLAN —
— l —
\ e
60 Second Blog Plan

Want more traffic to your site from content? You need a
PLAN. Fortunately, we've discovered a formula for
creating your blog plan in 60 SECONDS, click here

vial ALMAHKE | ERH.GUM

10k reactions 418 Comments 5k Shares
“Literal” creative communicates clearly.
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In both cases, the creative is literal, depicting—as closely as possible—the
download we're offering.

4. Ad Scent
Ad scent refers to congruency, or “sameness,” throughout your campaign.
Why is this important?

Because trust is a huge conversion factor. If people feel comfortable that your
offer is valid, they’ll seriously consider your offer. Do anything to create doubt
or fear, and they’ll exit without taking action.

Here’s how ad scent works...

Lost Scent. G Lost Scent
VQ.. ': .’0':‘
» - . S
'.. v ..' :-'
Ll .. ; “
| ‘ ant®
+*"* ’
. o - .0‘
] * .
'y 'y
+*
Lost Scent .,
-
.0
b
8IGITAL.‘,-1,&RKIT TER
Ad scent
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UiAp 1°*i Ui Ve"VZ] Ui OAi A~“«ei U"AO>¢ VOIA -c2cA AViTl:
right place. If we lose scent at any point, we begin to feel we’re in the wrong
place or that we're being tricked. As soon as that happens, we exit and go
back to where we started.

9 OA U A" TeAA A..ceOe" >eU>PA viie " Zi I...iP%AI &~ I...
90 " I..."A Lb VAi>1""} > yeeUpU"AO>eeb] "~ PeOA “iAA
presentation of your offer—from your ad to your landing page, and every

other piece of your campaign.

To create congruency, focus on 3 elements:

» Design: Use similar imagery and colors on each piece of the campaign.

e TAA>}""}\V 1AI AT e>A «...A>AiIA >7 LiTiwlA®
e "vviA\ 92 OA cevviA A...ceO« Lil..i A>“i 1..AeO}...ccO

CAVITT CA eeUF...>"1""} VAOTT °T 7} 0>e >TUTATTATTY 0T T
your conversion rate and lower costs.

See how Whole Foods does it in this ad:

fﬁ-a Whole Foods Market Austin -
i i@ # inatocort

Qur downtown Austin store (525 N. Lamar) is gefling a makeover! Whole

Body and Dry Grocery depanments will be closed until noon on Wednesday,

i i Viw scar Wk

In the piease shop our Austin stores or enjoy FREE Terms for Appeasement Free Delivery Credit
Instacart delivery on us with our code: WFMireedeivO8 16,

FREE Instacart delivery from our downtown store
Oftar b vaid for orders mada Iough FIEIBCAN.Com of

delivery wholofoodsmarket.com of §35 or more through Aug. 21, 2016 o while
supples last]. See additonal leems: hitpJitit 2akeSdo

Whole Foods maintains good scent.
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The ad mentions “FREE Instacart delivery,” and when they click, they land on a
page with similar wording in the headline: “Free Delivery Credit.”

If the landing page talked about keeping your fruit fresh or any other topic
unrelated to free delivery, it would confuse people, and they’'d click off without
taking action.

That's why it's important to create a strong scent between the elements of your
campaign.

5. Targeting

[oof Wi>e jei“i"] 77 > "} t«iAveeA“ "} > V>“«>"}" "A 1>A}i
important because even a great offer won’t convert if you put it in front of the

wrong audience.

Follow 2 rules of thumb when planning your targeting.

(KTUV DG CU URGEK,E CU RQUUKDNG

-«iV WVIiP .>A Tee " U'l... AfAiI>AV...° 7...07 «+>""""} b el
“OV.. >A «eAA"Lei >L®eO1 PeOA I>A}il >0 7i"Vi° 90 U>
>0 "i"Vi Ace Uiee] PO V>~ A" }ei Ol A«iV wV "“TiATATA |

no one else would have.
Second, get the message right for your target temperature.

Temperature, as we talked about earlier, has to do with matching your
message to the level of relationship you have with your target audience.

Here are some guidelines for getting the temperature right.

%QNF 6TAAIEPeO%AI +OAl ""TAe"OV™""} PbeOAAisv Tce ~iU
LU0 T Joe>eA -"@™i cev 1...i* Li""} loe Aiee®)

* Indoctrination. Aim to build trust and establish credibility by sharing
valuable information for free.

» Pixelling. When they arrive on your content, pixel them so you run more
ads to them and warm them up.
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» Segmentation. If they click on a blog post about email marketing, we know
they’re interested in that topic, so we can make them a more relevant offer

later.
7..>1 2°7" v cevviAA e PO “>Zi lee Veee® TA>vwV]
* Blog posts

» Social media updates

» Content videos

* Podcasts

* Lead magnets

* Quizzes

» White papers

e 9O/0OLi > A Tce Ve~ li”l

» Twitter ads to pillar content

* Infographics

7...07 «>p"7} Y(EA Ve ‘IA>VW}/]‘ID(E(~)1/~2°°" <<“\Y!- «ice«ei Uq
Ve'VZ I...AeO}... lee VAII Ve Ili"l° 9ceO0 U>"1 lcee }"Ui I...i" U

your brand. So focus on entertaining, inspiring, and educating everyone who
clicks through.

9CTO 6TCH.,E"Z >LeOl U>A“ TA>vwV >A >vpuO>""1>"ViA U,
interest in return. It's not a developed relationship yet, but there has been a
connection. So you’'ll target these ads to:

e i>A T1..>1 ;e«li® ""lce PeOA i“>"¢ ¢"Al° -9 Ol%ee Q«ee>
platform.)
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» People who have visited your website and been pixeled.
e >ViLeeoeZ v>"A] /U TTIA voeeeceUIAA] 9 O/OLi V...>""je A

9 OA }e>«A veeA U>A“ TA>vwV >Ai T\

Generate leads

A Ui eceUf @ee>A A>jiA

~

e 7..>1 72°7 cev eevVviAA " Pe0 “>Zi lee U>A*“ TA>vwV
* Lead magnets

* Quizzes or surveys

* Free or paid webinars

e o>A... A>eiAEcUt ee+>A VViIiAA

* Product demos

* Branding videos

ceeZA -VAii A «>""®

Free trials

*QV 6T ClHege are your buyers. They may be people who have opted

in and are on the fence about buying from you. They may have added
products to the shopping cart but never purchased. They may have purchased
something from you in the past but haven't responded to recent offers.

9 OA }e>A "~ A0O™"""} > A 1l 1...7A }Ae O« >Ai)\

» Activation. If they haven't purchased in a while, remind them that you're
still there.
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Events

Paid webinars

“}...f eee>A ceVVIiAA
e o"itveAtboed AiIAUVIA

Cold, warm, or hot, getting the temperature right allows you to put your
campaign in front of the right people. And the more precisely you can target
your ads, the better they’ll perform.

Now let’s talk about...

Creating an Ad Campaign

How do you put all these concepts and elements together to create a
successful ad campaign?

The secret is to create everything in advance—all the copy, creative, and
targeting—before trying to set up your campaigns. The idea is to create
precisely targeted ads that speak directed to your target audience. And for
that, we use the Ad Grid.

Ad Grid: From Strategy to Scale

The ad grid is a strategic approach to creating campaigns that perfectly align
with the temperature and interests of the people you're targeting.

The idea is to identify in advance the types of people you're targeting and the

hooks that are most likely to grab their attention, so you can be sure you're

VAi>I""} > e “>AZIil""}E“IAA>}i wi°
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like this:
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AVATARS
A | B [ C | D

HOOKS
< 3 B I — SO I G I -

The Ad Grid helps you create highly targeted ads. Create a different ad grid
for every campaign you put together.

Now, with your spreadsheet ready, here are the 7 steps you'll go through to
plan, implement, and scale your campaign.

Step 1: Identify your avatars

" >U>1>A "A > «Aewei veA e7i Ib«i cev «xiAAe™ U...ee¥% L
-iY>“«eil iITTAI«AITiOA] Al>pt>1f...ce“i “®“] Ve"AOI>"1®° /
campaign may be different from the avatars for your business, and that's okay.

A i>V.. TA>vwV V>“«>"}"] peO¥%es ..>0i Ot{ "vVviAi~l >
of course, but the more avatars you have, the more work it will take to plan
your campaign.

/e wW}OAi ceOl U...ce PeOA LiAl >U>I>AA >Ai] cceeZ >1 bee
magnet, blog post, or webinar you're promoting) and brainstorm several

~
~

CvVIiAITT Tb«iA cev «ice«ei U...ce¥> U>"1 "1 >~ Li"iwl vVAce"“ ’
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Each of these will be an avatar for your campaign. Plug them into the top row
of your grid.

Step 2: Identify the hooks

7..>1%A “cAl >««i>e""} >LeOl pbedA ccvviAf] >V.. LiTiwli
can be turned into a hook to grab the attention of your audience.

Generally, you'll create hooks based on these 6 outcomes.

Have. What will they have if they download and consume your offer? How
e 1...i"A ¢ UiA ececeZ LiveeAi E >VIiAT

» Feel. How will they feel better, smarter, or more successful for accepting
your offer?

* Average day. How did you change or improve their average day?

» Status . How do people elevate in status or become a better person after
consuming your offer?

» Proof/results. What social proof, case studies, or testimonials validate your
offer? How can you promote the sense of belonging that people will get
VAe* e”" "} cel...iA «ice«ei U...ce%Ui AiA«e™ i

Speed and automation. Speak to the time savings or quickness of learning
or applying the information in your offer.

Don’t feel like you need to create a hook for all these outcomes. But do be
VAi>I"0i > Ve“i O« U"l... AiUiA>e Li"iwlA eA eOiVe"“iA
attention of your avatars.

~ ~

"Z>P] "eU 1..>1 peO ..>0i PeOA ..ceceZA] i"liA l...i* "7 1
grid.

Step 3: Create your ad copy
9 O ~ii® Ai}“i"li> “iAA>}""} veeA iUiAP Viee "~ PeOA A«Ai>

targeting one hook and avatar.
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9ce O V>~ UA"Tli 1...i > Ve«p beOAAiev cA] LiV>0Ail...i >
communicates the avatars and hooks you're targeting, you can outsource it to
a copywriter.

Regardless of who does the writing, though, you want unique ad copy for
every segment: Avatarl/Hook1, Avatar 2/Hook1, etc. And for each segment,
you want the copy for the entire ad: text, headline, description and ad type.

So let’s say you have 4 avatars and 5 hooks, you'll need to write 20 ads.

Social Medias| The Boss Agency Solopreneur
Manager Owner
10 Min o e °
L}
Get A Grade o o o
Create A
Report
Grade Your
Competition
Know Your
Goals

Your Ad Grid tells you how much copy you need to write.

This level of segmentation gives you the best chance of success in your

campaign. Instead of creating generic ads for a few avatars or hooks, you'll

VAi>li ...7}...eb I>A}ili® > A >7“i° >1 A«iV'wV Ib«iA ev «ie
A«iV wV ""TiAIAIA -.. . ereZA®"

With this approach, your odds of getting a good return on your ad spend are
incrementally higher!
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A completed ad grid with unique ad copy for every avatar and every hook
Step 4: Avatar Research

Once your copy is written, it's time to research your avatars to identify the
interest groups you'll use in your ads.

—

eA 1.."A] AiAi>Av.. i>v.. >0>
questions:

SA Ri«>A>iieP] W™ "} 0.

~ ~

e 7.2 >Ail...i >01...ccA”1p W}OAiA] 1...ceO}...1 «i>"iAA] e,
niche?

* What books/magazines/newspapers does your ideal customer read?

* What events do they attend?
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What websites do they frequent?

Where do they live?

What tools do they use?

~

o 7.>1%A A«iV'wV>eeb O p0i >LeOI 1..."A }A®eO«T

Jee w™ T...i >AUIiAA] " > cece}ei AiSAV.. > >AZ «ice«sei
>O "iVie 1 “>b I1>Zi 17*i Tee w™ 1...i >TAUIAA] LOIT T1...iAi >~
get your ads in front of the people who need to see them. So take the time to

do it right!

90 A...eO¢" >eAce OAi 1...7A «"1leitZ"U~ 1iv.. " pn0io

We call it the “But No One Else Would” trick, and here’s how it works.

i1%A A>p PeO%AI I>A}il""} >~ > Tce }esviAA° 90 U>"1 1
>0"" }oeeviAA U0+ 727U >Le01] Ae " 7i Utee Ve"V7Z
prospects.

Interest Targeting

The “But No One Else Would™ Trick
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Even casual golfers would likely know who Tiger Woods and Phil Mickelson
are, but only avid golf enthusiasts would know Bubba Watson. So when setting
up your ad, you'd want to target people interested in Bubba Watson.

This is what you're looking for in your avatar research: the interests that only
it >AY v>"A UeOe 27U >LelIl] Ace beeO V>~ }il 1...i A

Step 5: Create or Outsource Ad Creatives

9 OA VAi>1"Ui "Al..i UAD>¢ ivi“i"l pbeOw%ee OAi "~ i>V...
need one creative for each hook.

What should your creatives look like?

Do a Google image search of each hook’s keywords, and see what comes up.

GO gle goﬁtips‘——__/ a L Q # 0 e

ideos Vrnages Shopping More Settings Viewsaved SafeSearch~

B )
; 1 FIND YOUR SKEYSTOCRUs,  hm
YOUR DRIVER! ! SIMPLE
g B SR
ke S A o o ¥

Images for the Google search “golf tips”
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[...i Tee«FA>"Z""} "“>}iA A...ceU PO U..>] «ie«ei 1...77Z >L
your keyword.

Use that as inspiration. But don’t copy. Design original images or videos that
include the imagery people associate with your keyword—nbut that also have
your brand’s unique look and feel.

Step 6: Set up your ads and compile your results

At this point, you have all the assets you need for your ad campaigns. It's time
to set up your ads. Use the ad grid to help you build each ad:

» Use the avatar for your targeting.
* Use the copy and creative you've developed to build the ads.

* Use your avatar interests to build an audience size in the range of half a
million to 1.5 million each.

Then turn your ads on and run them about a week. Once you start getting
results, you can begin gathering your metrics.

9 OA LiATl AOVVIAA “ilTA"V “i«i™ A " 1...i «DA«eAi cev bo
temperature you're targeting. It might be:

» cost per click

» cost per 1,000 impressions

* cost per acquisition

 ROI

e "A Ace“i cel...iA “ilA°V 1..>1 AiyiVIA peOA AOVViIAA
Record that metric in your ad grid below the ad copy for each avatar/hook.

Ideally, you'll collect the metrics at 7 days, 14 days, 21 days, and at the end of
the campaign.
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Step 7: Scale

-V>e""} "A >LeOl w}OA""} 0Ol U...>1%A UeAZz""}] U..>1%A
bigger, better results.

There are 2 ways to scale a campaign:

» Horizontally : If your results for an avatar are better than average, buy
IA>vwV "7 ™ cel...i1A > «e>lveeA“A e LeeceAl PeOA U™/
people.

« Vertically \ v > A«iV'wV ..ceeZ A >U>1>A "A UeAZ "} iA«
more ad sets to that group on the same platform.

" peOA U } >U>1>A > .oe®eZA] > AV>eji l...eAi°

process so you get better results in less time with a smaller investment of time
or money.

Optimizing Your Process

~ 71 0>e >TUIATTATT}] PoeOA Joe>e A loe >11A>VI Ve [1A>
time, so you can effectively attract new people to your website, get them to
opt in, and persuade them to buy.

To do that, you'll build campaigns that include ads for all temperatures of your
target audience. The challenge is to stay within your budget while targeting
different segments. Here’s how to optimize your ad spend.
Your formula for success is
6:3:1

i1%A >AAOQ“i PeeOA LO }il >eeccUA Ped Te A«i™ f£4 > >
look like this:

« fEE'>P ®~ Ve TA>vwV] "A"U""} Ve TA>vwV Ie b/
e fTIE'>p IOA™""} U>A“ IA>vwV """l «i> A ccA LOPIAA
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e fEE >P Aii>A}il""} > Aiee™"} > ."}..iAt eee>A «Ar- OV

That ratio may change periodically depending on your needs, but this is a
good balance, allowing you to target all temperatures while maintaining
control of your spending.

Optimizing your Ads

When targeting different temperatures, you need to adapt your ads to the
level of relationship. These templates will give you a good head start.

Text Heavy

What's the benafit of the
content?

Make it look ke content!

Y Content Headline
[REBUTTAL] The ACTUAL Grestest Misconception in /
Summary of Comtent Marketing
Content (gl Mt} (mtart ety St gt e 2y My & Sy S Py
e ———- A g et

e’ /A>vwV ,°
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Hit a Pain Point

Specific End Benefit if
Possibie

Strong Call To Action

Eye Catching 4 - BLOG POST
—— TEMPLATE

m;‘l"m - _ What is k?
What is t?! =

Blog Post Template

e T Lortet AQEregeny wegaane U (eate @ Dew prans AT e
Parrg B we 4 wge e F we Doweeed Te wowe e g ru 0¥ 8
e g oy Reverate
[ ——
Call To Action

7>A“ [A>vwV ,°

Gmm

‘__. Hll‘l‘lil"i_l:f them that ]
D e ot 10 B mny'? Vit Kool 10 Rk Ahpraings of fhin doaf? they didn't take action,

_—— WANT TO BUILD
?:::g::L":L:rr el A CONTENT ENGINE?

previous ad.

Mention the lead

magnet they
Enjoy The Blog Template? downloaded
Timae slvartage oF P 0Fer arul g0 @ sy Ty sl pusle o Dudilog gt orterd

et Ealeiy”
L Reiterate the affer's
benefits

el /A>vwV ,°

Optimizing a Weak Campaign

If a campaign isn’t performing well, go back to your offer. If you have a
powerful offer, your other elements can be weak and the ads will still work. But
if your offer isn’t right, nothing else matters.

In some cases, your ads will start out strong, but results will wane over time.
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When this happens, it usually means ad fatigue has set in. People have seen
the ad too many times and aren’t responding to it anymore.

90 V>~ wY > v>1"}0i °~ O U>pA\
1. Retarget to another audience.

2. Change out the campaign.

The Lingo: The Language of Digital Advertising
What are the terms you need to know as a digital advertiser?
6TCH,E 6GORGTCVWTG

[...i Ve>AA"wV>1"e” cev I...i >0 "i"ViA peO I>A}il U"1... Ppao
campaigns as cold, warm, or hot.

%QNF 6TCH,E

Audiences targeted with ads that have no prior experience with your brands,
products, or people. Ads targeted at cold audiences introduce the business to
the prospect and establish trust and authority in an effort to build awareness.

9CTO 6TCH,E

Audiences targeted with ads that are aware of your brands, products, or
people but have not yet converted to a customer or haven't purchased in a
long period of time. Ads targeted at warm audiences should be designed to
convince a prospect that you have the superior solution.

*QV 6TCH,E

Audiences targeted with ads that have previously purchased. These audiences

know your reputation and have used your product or service. Ads targeted at

..eel >O0°"i"VIiIA A..ceO+ Ve UiAl > VOAIe“iIA ""lee > ..."}..
Most ad campaigns to hot audiences will be conducted through retargeting.
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Retargeting Campaign

An ad campaign designed to reach customers and prospects with a message

and offer that is based on their previous behavior. That behavior might be

> e«lt™ Toe > ¢i>" veeA“] > «OAV..>Ai] cA > U"A" ] lee >
retargeting is available from ad platforms such as Facebook and Google.

Frequency

How many times has an ad been shown to the people you're targeting. Ideally,
you want to keep the frequency below 10. If people to see the same ad too
many times, it becomes annoying and can lead to ad fatigue.

Relevance

The Facebook metric calculating how relevant your ad is to your target
audience. In Google Adwords, it's called “quality score.” It measures people’s
engagement level and how much they like your ad.

The Metrics You'll Use to Measure Success

What are the metrics you need to watch as a digital advertiser?

Click-Through Rate (CTR)

The number of clicks divided by the number of impressions on an ad and any

el...iA V>eetiet>VIite™ /..i .."}...iAT..i Ve"VZ1l..AeO}...
Utee Li “cc0""} vAe® Al>}i loe Al>}i "~ 1...i VOAIe“iA +c0OA
Cost Per Acquisition of Customer (CPA)

The amount of advertising spend divided by the number of customers

JiTiA>Tit°e Atee U™ @™ 1...7A “ilA"V Lb V>eVOe>[""} * Lb
T[A>vwV A OAVI] >7 “eAi°

Cost Per Lead (CPL)

The amount of advertising spend divided by the number of leads generated.

"TVi >}>""] "A"ee "@U” @™ I..."A “ilA°V Lb V>eVOe>1""} * L
TA>vwV A OAVI] >7 “mAi°

102



Chapter 03: Crafting a Digital

Advertising Plan

Cost Per Click (CPC)

The amount of advertising spend divided by the number of clicks on the ad,
ad set, or ad campaign. Believe it or not, this is the least important of these
four metrics.

Cost Per 1,000 Impressions (CPM)

The amount it costs to reach a million people. When you’re creating a
campaign to extend your reach or build brand awareness, this is the metric to
use.

The Roles: Who Has Responsibility for Digital Advertising?

PAID TRAFFIC MARKETING CONTENT
AND SALES MARKETING

Who should own your digital advertising? Where in the company does
responsibility lie?

IGFKC $W[GT 2CKF 6TCH,E 5RGEKCNKUV

[...i «>"" TA>vwV [i>“ -ceA "7 "0"70>e® A...ceO+" ..>0i «A™*
setting up and deploying your digital advertising.

They'll rely on input from other teams and individuals within the organization,
especially from designers for creating the ad graphics and landing pages,
marketing and sales for creating compelling offers, and content marketing for
w™ "7} A>T Ve li"l Tee ""AiVI Ve TA>vwV Te®
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Marketing & Sales

As the competition for attention continues to increase online, all marketing

li>“A “OAl «i>A” lce LOP TA>vwV > > «eA"I"Ui AilIOA™ &~
Content Marketing

b Ti>* “i“LiA U...oe "A «cAe"OV™""} Ve li"l -Lee}A] «e V>2
releases, etc.) must understand how that content can be leveraged by a paid

TA>vwV A«iV >e"Al°

Data & Analytics
lee «Ae OVi > «@A" 1701 AilIOA™ ™ > A«i™] > «>"" TA>vw\
> >">epAl 1.1 O iAAI>"A T...i }ae>eA > «AViAAIA "I
Summing Up

Digital advertising is a key tactic for digital marketers because it gives you
Ve lAces ccUiA PeOA TA>vwV yeU®

To succeed, though, you need to create different campaigns for each stage
of the Customer Journey—and you need to understand the “temperature” of

i>V... Al>}i°c il 1..>1 A"}...1] >7° peO¥%es Acece™ Li A0} |

But your dlgltal marketing mastery doesn't stop there. Not only do you want

Ioe Li “A” U”} T1A>vwV Tee PeOA @"A%li Ve li"l >77 «>7"""7} .
i"}>}i P@OA >0 7i"Vi 7T AV e titT>0 7N L > 1A SAl U..

next chapter.
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Become a Digital Advertising Specialist

CUSTOMER

ACQUISITION
SPECIALIST

®e“«>""iA Tee’>b “OAl ..>0i AV>e>Lei [A>vwV V>“«>"}"A |
nO>«e"wi> VOAIe“iAA vAe* AVA>IV.. "vi..ib U>"1 Ve"A"A
In this mastery course, you'll gain the skills you need to help brands and
TA>vwV V..>""i«A AOV.. PA ®oe
i"A V

LOA "iAAIA «iUiA>}i «>"
9 O0/OLi >7 cel..iA Ti“>""1}i" «o>lvaeeA“A Toe }AeU I..i
without breaking the bank.

Click Here to Learn More »
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CHAPTER

04

If marketlng Is about puttlng your message where your audlence hangs out
-U.."V... T "TA®] 1...i" AceV™>e “i""> "A > " LA>""iA°

That said, many businesses fail to fully leverage social media in their marketing

plans. They dabble, sure, but their strategic efforts end with content and
advertising.

That’s a big mistake, and here’s why...

lee>P] C™™ cev 1- ""1iA~il OAIAA >Ai ®” >ViLe®eZ® -"Y
] U...7«i Ix~ ...>0i OAi° AeeV~™>

media to look for or

VTP AT A>ti TO“LiAA >Aj Aiyiviic UeA« U i°c Al >"p U

are going social to grow their business?

Facebook remains the most popular social media
platform
% of online adults whouse ...

100%

40
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Trouble is that “going social” isn’'t as easy as it looks. There’s a lot more to
social media marketing than simply posting to Facebook and Twitter.

In this chapter, we cover the basics of a successful social media program,
including methods and metrics, the business roles that should own your social
media marketing, and the lingo you'll use to talk about it.

Keep in mind, there’s a big difference between a social media manager and a
Ve““O™ Ib “>">}iA° -9iA] Leel... “>7>}i AceV >« “i "> ivveeAl
is different.) Learn more in our article,

Methods of Well-Executed Social Media Marketing

There are 4 stages in a successful social cycle:
» Listening

« “yOi"V™"}

* Networking

» Selling
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Social Selling - verb

Generating leads and sales
from existing customers and
prospects on the sacial web.

Social Networking - verb
Finding and associating with
authoritative and influential

Chapter 04: Developing a Social
Media Strategy

Social Listening- verb
Monitoring and responding
to customer service and
reputation management
issues on the social web,

Social Influencing - verb

Establishing authority on the
social web, often through the

individuals and brands on distribution and sharing of
the social web. valuable content.

The social success cycle has 4 stages, beginning with listening.

All 4 of these stages are key to reaching social media success. But all of it
hinges on Stage 1: Social Listening.

L|sten|ng glves you the |nS|ghts you need to perform the other 3 stages well.
[ ...ie«A pPeO “iUiccc« > ATA>1i}p 1...>1 U ee } Ui P
and Iots of leads and sales.

The key, of course, is to get your information in front of your prospects and
customers where they hang out online. For most businesses, that includes one
or more of these top social networking sites.
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Three-quarters of Facebook users and half
of Instagram users use each site daily
Among the users of each social networking site, % who use

these sites ...

m Daily m Weekly Less often

Facebook 76 15 Wi

Instagram 51 26 22
Twitter 42 24 33
Pinterest 25 31 43
LinkedIn 18 s | 51

PEW RESEARCH CENTER

Source

If you're worried about the time drain that social media can be, don’t worry.
Social media marketing isn’t about hanging out with your prospects and
customers. It's about executing the social cycle while minimizing costs—which
means you need to master the methods and metrics for all 4 of the stages.

1. Social Listening

As with any marketing strategy, you need to start with your target audience.
That's why social media marketing starts with listening.

This is key to creating a successful social strategy.
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Whether you're paying attention or not, people are talking about you and
reaching out to you on the social web. They're sharing their experiences with
your products. They're talking about the things you're saying or doing. They're
even asking you questions.

g VioletStark

Your e e
custome rs | happy | ren?wed my subscription!
and your o ——amei
prospects are
talking about
you on the

social web...

Whether you're paying attention or not, people are talking about you on the

social web.
-eti Ve “i"TA] " Zi 1...iAi] >Ai «eA"1"Ui° 9e0%ee U>"1 Il
AiA«oe™ U°T... > JAi>I L™} 1..>"Ztpe0"
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Mar 12

. @HRBlDIZK Wh‘_u-' hrb agents do not QIVE customers feedback as to what one
needs to keep in mind to save. Only how they can charge extra/ audit.
| H&R Block @
FLM @HRBlock 2- Follow
;Z&_D|'_fil';:_;] (8]
Hi, @ , we are always happy to

assist if we can! If you have any questions,
please DM us so we can try to help! -EG

2 4.
Negative comments need immediate attention.

"T..iA Ve ““i"TA >Ai"%] Ae «eA"1"0i ->" Ae“i >Ai "eU"A")
need immediate attention so followers know you’re present and accessible.

It's a lot like customer support. And in the same way, it can help or hurt your
public perception.

Every day, your social phone is ringing.

If you don’t answer, it leaves a bad impression. On the social web, it's a bit like
leaving your customer service lines unattended.

But when you do answer the call, listening and responding appropriately, you
V>~ Ve~ iVl U'l... peeOA v>"A > veeeerUiAA] W™ > wY
aware of, and build incredible good will.

The key, of course, is to make listening your #1 priority and use your insights
to inform the other 3 stages of the social success cycle.
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Goals of Social Listening

What are you listening for? When tuning in to social conversations, your goals
are to:

Track public perception of your brand.

 Identify the topics you need to be talking about.

» Keep a pulse on the industry, where it's going, how it's being perceived.
» Perform customer research.

» Conduct competitive research.

SOCIAL MEDIA Q What o Q
isteni isten for?
Listening

When social listening, you're tuning into 5 key bits of information.
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In particular, pay attention to these 5 things:

Your brand — Watch for mentions of your company name, your products,
or any other identifying information.

Example: Apple might watch for mentions of the Apple watch or anything
related to iOS.

 Topics relevantto yourindustry g 90O U>"1 loe Ai>b ™ le« cev |
of your industry. So listen to the topics people are bringing up, their
guestions, and their hot buttons.

Example: Apple might follow conversations around wearable tech or
smartphone cameras.

* Your competitors — What'’s being said about them? Is it positive or
negative? And what are your competitors saying about you?

Example: Apple’s competitors might be Android or Jeff Bezos. They’'d be
wise to watch for mentions of them.

e +PfWGPEGTAUI" veeA T...i Tee«" VA 1...ceO}...1 «i>"iAA >7" "
talking about, and look at the content they’re producing. They’re all clues
for where the industry is moving.

Example: Apple should probably keep an eye on GigaONE and John

Gruber.
* Public facing people in your company — Watch for mentions of your
«i>"iAA >7° "TyOi"ViAA° 7. >1%A Li""} A>""1 A Tl «eAT7

Example: Mentions of Tim Cook and Arthur Levinson can reveal public
perception of the Apple brand.

9 OA >"* "A loe 1071 ""lee T...i «O¢Ai ;v «OL«"V Ai"1"“i"1 1o
industry, and the topics that relate to your brand. In a sense, it's reputation

“>">}i“i"1° Ol "1 V>~ >eAe ...ic« PO «iAveA* Ai>ef1™"i VI
“i"1"vb «Ae OVI A Veelitl }>«A T...>1 ~ii’ loe Li weei®
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Putting Your Listening to Work

“ATITTTY A e@Teb ...>ev v I...i ip0>1"e”° 900 >eAce Tii' la
you see and hear.

A strategic “feedback loop” is the best way to do this.

What is a feedback loop? It's a process you create for your teams to use
when addressing issues that arise during social listening. It clearly maps out
the people or departments that issues should be routed to and who has
responsibility for resolving them.

Here’s how it works...

SOCIAL LISTENING

> FeedbackLoop <

Issue Resolved Within
24 Hours

“You’ve Been Heard”
Response within 12 hours

You put a social media manager (or team member) in place, actively listening.

When your social listener sees a complaint or issue, say in Twitter, they’ll
perform “triage”—responding with an empathetic “you’ve been heard”

response—and then route the issue to the proper team. This happens within
12 hours of the complaint/issue.
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Once the issue has been forwarded to the appropriate person, this specialist
will then respond to the issue, aiming to resolve it completely within 24 hours.

Here’s why it works...

Having a social media listener is well and good, but in the real world, they
often don’t have the specialized knowledge or authority to resolve the issues
that will arise. And sometimes they don’t know who should take care of those
issues, either.

That's how issues get overlooked and forgotten, resulting in untold damage to

your brand.

Ol U'l... PeeOA vii'L>VZ ecee«] 1..>1 Ue™ %] ..>««i™® [.."}
out the most appropriate departments for resolving different issues. For
example:

 Who in Customer Care will handle customer service issues.
 Who on the Content team will handle content issues.

* Who on the Product team will handle product issues.

So your social listener knows exactly who to alert when issues arise, and your
social media team is able to quickly respond to anything they see.

Let’s break this down into 3 basic steps.
The 3-Step Social Customer Service Plan

For social media marketing to work, you need to make it human and authentic.
Even when you're deallng with a complalnt your aim is to align yourself with
l...i «iAAe™] “itiAV>e>li l...i A10>1"e”] > «AeU"™"i > Ve
touch.
iAi%A 1.0 T#Ali« «AeViAA voeA "7} 1..>1\

1. Respond quickly. Social media moves quickly. Make sure you perform
triage within 12 hours and resolve issues within 24 hours.
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2. Empathize. Make an empathetic statement as soon as possible: “I'm sorry
you ran into this,” “I know this is frustrating,” or “I can understand how
important this is to you.”

3. Move it to a private channel. If you can’t solve the issue in a sentence or
two, take it off public channels. Private messaging, email, or a phone call
allow you to talk in detail without the rest of your followers adding their two
cents to the discussion.

This approach demonstrates that you're listening. It also allows you to express
compassion. And by moving the conversation to a private channel, you make
people feel as if you're committed to giving them a real solution.

Metrics to Watch

What should you measure to track your social listening efforts?

« Reputationscore -, , Ai"17“i"1 «iUie®° Al «ie«ei ...>««b A A
talking about you? Is the tone negative or positive?

~

« Retentionrate. ,Ai PO Ail>""""} VOAI®e“iAA ->7" veeeerUiA

* Refund rate. Are you able to resolve issues without having to issue
refunds?

e 2TQFWEV ICRU RNhe& BugHestors are people making for new
product features?

%QPVGPV ICRU KVR& eovtEntGHould you develop to answer
guestions and resolve issuesbefore they arise?

EXTRA: Read more about social listening and Feedback Loops
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SQEKCN +PfWGPEKPI
At this stage, your aim is to lead and direct your followers’ opinions, attitudes,
> Li...>0"cAA° 7 A""Vi PeO0%Ui Lii~ «"Ali"""}] "1%A Aje>
know the trending topics and conversations taking place, so adding your
authority voice is the natural next step.

7..>1 >Ai 1..i A°’}"A T1..>1 peeOA ""yOi~Vi "A }AeU""1}Y

9 O }il “ccAi i"}>}i“i"l q «ice«sei AilUiil""} ceA A...>A""} b
people responding to your posts.

9 OA TA>vwV "O0“LiAA ""VAiI>Ai q «ie«ei Ve"VZ &~ be

~

90 “iUiece« > }AiI>TiA “"""A..>Ai g «ice«ei A..>Ai T...i"A
and opinions with you, and they eagerly seek interaction with you.

90 LiVe“i > AiVe}  ai> >01...ceA”lbP >7 > LA>" «ice«s
i« "7 "1 1..."A Al>}i cev I...i AOVVIiAA VvbVei "A ~"yOi Vi’
listening you did in Stage 1. But the reality is that you’ll continue listening at

every stage. In fact, once the cycle is going, you'll perform every stage every
day.

JOCNU HQT 5QEKCN +PfWGPEKP]

During this phase of the social success cycle, you're trying to:

Increase engagement with your brand and your content.

Start conversations around the topics related to your business.

ceccAl TA>vwV Tce PeOA A"li°

Build awareness of your products and offers.

Grow your retargeting list.
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Metrics to Watch

U e Ped 727U PeO%Ai LO" """} PeOA AV ">« ""y0Oi~
that matter most:

» Site engagement rates. Are you getting more social shares and
comments?

e 6TCH,E D] EJAPRGBGM VA PeeOA AV ™ >e “i "> V..> "]
over time.

» Offer awareness. People see and respond to the offers you make in social
media.

» Retargeting list growth.  Through retargeting, you're able to get your
offers in front of people who are most likely to buy from you—and they
respond by downloading your lead magnets and subscribing.

ii> ...ic« LeeceAl""} TA>vwV VAe* AV’ >« “i"">9 /...i Zib "A

«@AIA "7 AV’ ">e V..> " "ieA° | ..."A «eAl }"Giodakiem@ > EFAI

3. Social Networking

[%A >1 1..."A Al>}i cev I...i AceV">e VbVei [..>1 Pl Ve~ i
authorities and begin to move the needle.

-eV'>e TilUeAZ""} "A "“«@Al>"1 veeA >e¢ LOA""IAAIA] U...i
started, scaling, or expanding into new markets.

It may help to think of social networking as a live event—except your
“TTiA>VITe™A >Ai "« "i A>1.LiA 1..>" v>Vitlietv>Vi°c ,vIiA
“ilUAZ""}] " “>11iA U.iAi -cA ...eU® "I ..>««i"A° 7> 7]
lasting relationships, both with your followers and potential partners.
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The Process of Social Networking

Each time you publish an article on your blog, produce a new piece of

content, or have a new offer, you'll create social media posts designed for the
V...>"ieA PpeO®%AIi «cAl""} 1l -1...77Z2 °">1"Ui» Ve~ li"l® I...
9 O%ee A...>Ai U>+O0>Lsi Ve'li"l VAe" «iiAA >7"] PiA] iUi-
If it relates to your brand’s primary topic and helps your followers, it's worth

A...>A""}° 9 O%ee >eAe i"}>}i U'l... «ice«ei c”itoe~"toe™i] L
answering questions.

That’s it.
Now let’s look at this process in action.

Here’s one of our own articles, which we shared in Facebook and Twitter.
Notice that each post is appropriate for the channel.

Creating “Native” Posts

DigitalMarketer DigitalMarketer @UDigitalMkir - 3nh
ﬁ May 2 at 3:39pm - @ A lead magnet converts at 60% on a dedicated landing page as opposed to 1%

; : on a homepage or blog post sidebar >> bit. ly/2p328HF
Struggling to grow your blog beyond your friends and family?

‘You're probably making one of these six mistakes == hitp//bit.ly/20V1elB
Once you fix these six issues (especially #2 and #4) you'll start to see your [oes  cmm— ] ‘

subscriber list grow.
Check out the top reasons you're not getting blog subscribers and how you e,
can solve them to get more blog subscribers, according to our Editorial

Director Russ Henneberry.
Read the full blog post == hitp//bit Iy/20V1elB /

ARE YOU MAKING THESE 6 MISTAKES?

7
M

« 140 character limit

* Gets to the point
ARE YOU MAKING THESE 6 MISTAKES? - Longer » Shares big idea/link

« More conversational
+ Teases the content
« Call to action at the end
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We also post conversational posts, like this one from our Twitter stream:

DigitalMarketer (@DigitalMkir - May 9
We're dying to try the new SnapChat features! How can this take your business'
social marketing to the next level? = snap.com/en-US/news/

Conversational Twitter posts

But we also want to share content that would help beginning digital
marketers. After all, they may someday become our customers. So we share
L>VZfleetL>A"VA Vee'li"l > OAivOe ""veeA*>1"e”™ VAR"
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Take these, for example:

This post from ThinkwithGoogle aligns with our values.
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Email marketing is one of the core competencies we teach, so this post from

>%e "« "A > e wi°

b > e«l™™} > AT e>A >««A®e>V..] bed Ue~%l «O0Al >11A>
you'll have plenty of those. By sharing useful content from other brands, you'll
build good will and strong alliances with the brands you share.
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For example, we’ve consistently shared content from Content Marketing
Institute, Buffer, and MarketingProfs. Initially, that led to a robust network. But
some of those relationships have turned into strong partnerships, as well.

Your Goals for Social Networking

During this stage of the social success cycle, your aim is to:

e - >Ai Vo li"l T...>1 weeA }>«A eivi vVAe* PeOA U~ Vo
relate topically or target people at different skill levels.

» Create good will with brands that are similar to yours.
e "UiA 17*i] TA>"AveA“ 1..>1 Joeae U ee "l «AcewI>Lei «3
Metrics to Watch

To measure the strength of your social network, watch these metric:

* Number of inbound links. A strong network will result in more backlinks to
your content.

* Number and description of earned media mentions. Consider the
relevance and value of the mentions, who they come from, and the value
of those mentions.

* Number and description of earned strategic partnerships. Are you
reaching out to partnership prospects, or are they reaching out to you?
How relevant are those brands to your business, and what is the value of
those relationships?

Getting more clicks from social media requires irresistible headlines.
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4. Social Selling
[...i veOAl... > w™>e Al>}i cev |...i AceV">e AOVViIiAA VPV

This is where social media marketing gets interesting. Finally, after listening
to your prospects, building authority in your space, and establishing a strong
network, you can start putting your offers in front of people—and converting
them.

What does good social selling look like?

Good social selling integrates with your funnels.

The short answer is funnels. But you’ll use multiple channels for getting people
"“loe 1...ceAi vO™"ieA] vA®“ Lee}} "} le Ail>A}il""} lee «>bt

So, for instance, you'll lead with blog content that's perfectly targeted to

PelOA >0 "i"Vi] >~ " 1..>1 Ve"li"l] peO¥%ee i“Li> >~ ce«lf
«Ace“celi 1..i Ve li"l °7 AeV’ ">+ “i""> -«jUiA>}""} -1>}iA O >
9 OA AV ">e «Ae“ei”e”™ U ee ""AiVI TA>vwV Tce PeOA V
eVvViA° v l..iP AiA«e™ ] beOlee "““i"">ljeb “>7Zi >~ O«Aije
product deS|gned to convert your new lead qwckly into a customer. We call

[...>1 i"TAPteiUie «A OVI > IA"«U"Aj°

But what if a visitor doesn’t respond to your offer?
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could lead to a conversion after they leave your site. The ad takes them to a

vO~™"ie] U..iAi 1...iP%AI cevVviAi> T...i A>“i -®eA > Aie>1i"® «i:
> i"1Abfeilie «Ae"OVI®

"v VeOAAi] PO A...ceO+ >eAce IAP Te O«Aiee >7> VAAA

Upsell and cross-sell to existing customers.

For example, if they buy a patio cover, they’'re probably in the market for patio
furniture. Retarget them with the next logical offer.

The point is this: Don’t simply create one offer. Create a buying path that
boosts the lifetime value of every customer.

Goals for Social Selling

9 OA }oe>«A >1 1...7A Al>}i >Ai T\

Generate leads to grow your email list.

,VuO~Ai "iU VOAIe“iAA >7° O«Ais*EVArAATAi-s iY AI™"]

"VAi>Ai LOPIA vAipOi“vp] 1I0A™""} e”itl"“i VOAIe“iAA
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Metrics to Watch

To track your success at social selling, watch these metrics:
* Number of leads. Over time, your email list show grow.

» Offer conversion rate. Are your offers converting? Maybe your offer isn’t
AieiU>"1 ceA "A"%] VerAi i"eO}... Tee PeOA «AA«iVIAY

« Buyerrecency / frequency. 90O U>"1 VOAIe“iAA Tee LOP Ai«i>li
often.

We've covered the metrics you should watch for each stage of the social cycle,
but maybe you’d like more information. For a deep dive into metrics and
social ROI, read

Relevant Roles in Social Media Marketing

Once you understand the basics of social media marketing, you need to
identify the people who will be responsible for managing your success.

There’s no right answer. It will depend on your organization and goals. But in
“@Al V>AiIA] PbeO%ee w*" PeOA LiAl Ae+Ol"e”™ "~ i ;v
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Marketing

Marketing and social media integrate so closely, it's hard to tell where one
ends and the other begins. And most marketers are already involved in social |
“iI""> ATTVI T FFUTA T T T "FA ik Tii lee "oe . im 4

e Customer insights.
e 177IAAI>"""}Y cev T..i TAIT A > Vee"UiIAA>T"e"A ""y0i~V’
» A powerful channel for disrupting the status quo.

Because they re already actlvely participating in social media, marketmg
«AeviAA e ™ >«A Vel Li > }eoe wiveA “>">}""1E TAIVI”®
efforts.

Sales

Like marketing, successful sales depends on being relevant and current.
Salespeople often use social media to engage with prospects, identify talking
«@e”"1A] > w}OAi Ol U...>1 “>11iAA “Al Tee «ice«ei iU>e(

[...>1 Li""} 1...i V>Ai] Ace“ice™i @~ PeOA A>«iA [i>* “>pb Li >
managing/directing your social media program.

Public Relations

Public relations is another good option for taking responsibility of your social
media. PR is all about creating a positive brand perception, and it's already
customer centric, which makes it social by default.

Community Manager
One last source to consider is your community managet, if you have one.

Social media is about belng present and truly engaglng W|th your fans and
veeeecr UIAA® [...>1%A «Aillbp “OV.. 1...i iw™"1"e”™ ev > Ve*
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If you already have an active social community, your community manager

Ve e Li > }Joece™ wi veeA 127"} @™ beOA AV >« “i "> jv)
VAi>Tli] “>"71>""]1 > i"Ve OA>}i “i“LiAtloef:“i“LiA Ajie>1"e"~A
social media manager/director, they’ll simply scale those efforts.

The Lingo You'll Use in Your Social Cycle

Knowing the lingo will help you communicate what you're doing with other
professionals. Here are 5 terms you need to know.

“Value First” Offer

-V >e Y>> “SAZilI"T} "A Ai>eeb «OAl >"el...iA V..> "is v
means you're creating an environment where you can make successful offers.

Offers that are appropriate for social channels include:
* Valuable content. Link to content that has embedded offers and CTAs.

« Lead magnets, or opt-in offers.  /...iAi >Ai “iA"}7i" loe }il Ve TA>
into your funnels.

« Tripwires, or deep-discount offers. 1 Ai T...iAi Tee O«Aiee > VAxAA
and existing customers.

Feedback Loop

9O ~ii® > APAIli* U...iAi Ve“«e>""T1A] «A>"Ai] > cl..iA O
“heard” during social listening are routed to the correct person in your

organization.

[..."A “>ZiA "1 i>AP lee >««eb 1...i 1tAli« AceV">e VOAIe“iA
1. Acknowledge the concerns.

2. Forward the issue to the right person.

3. Take the issue off public channels and resolve it in a timely manner.
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Social Media Bouncing

Much of the success of social media marketing is the frequency of “touches.”
If you're on more than one social channel, and people see you on multiple
V..>""ieA]l PO VAi>li > +tVOAUi v iYceAOAI°

That's what we call social media bouncing: A social media follower on one
channel is exposed to your brand on another channel.

Take Taco Bell, for example.
First, you see them on a billboard.

Then you follow them on Twitter.
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Then you click through to their site or a Buzzfeed post where you see them yet
again.

90 OA }oe>e "Al..i A>“iploe i"}>}i U'1... peOA veeeecUiAA
fully immersing them in your brand.

Social Media Topic Map

Two keys to successful marketing are relevance and ° 9@ O0A e« ™V “>«
helps you stay “on brand” with both. As a bonus, by narrowing the topics you
post about, you actually increase engagement.

Here’s how it works...

Take your brand, the products/services you offer, and your primary message.

[...i" w}OAi Ol 1...i Tee«"VA >~ AOLeiVI “>11iA 1...>1 >Aji ©°¢
on social channels.

For example, for a health insurance company, the topic map would include the
«A"*>AP Tee«"V] ""AOA>"Vi°c Ol "1 Vele+ >eAe ""VO0'i w™:
health.
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Read more about topic maps here.

Long-tail Media Outreach

This is the process of earning mentions from lots of small media players
-Lee}}iAA] «e ' V>ATiAA] ilV°e® ""Ali>" v > A“>es "O“LiA a

9 O Aii] TA>vwV “>p AOA}i >vIiiA > “i"1"e”™ Lb > «>A}it“i "
soon return to normal. Smaller media channels, on the other hand, havea

“eAi I1>A}ili> >0 "i"Vi 1..>1%A > LilliA wip>~"1...i"A >0 "i~
to them.

As a result, a few mentions from these smaller players can give you higher
HO>e"Ib ¢i> A 1..>1 >VIO>eeb Ve UiAl® 920 “>b “cel }il 1A
bottom line will get a boost.

[...i ATA>1i}pY] "}O0AiI Ol U...ce 1...i ""yOi"ViAA >Ai "~ pe0l
to them, and Whether they re competltors or potential partners. Then build
Aie>1"™A. U ... T..i A“>ee «e>pPiAA U...ce >Ai > }eoe  w

Your Social Media Success Metrics

7i% 00 1>¢Zi> >Le Ol A«iV'wV “ilAVA veeA TA>VZ "} 1...i { A
cycle, but there are a few more metrics that can show you whether you're

nailing your social media strategy overall. Here are 3 you need to watch.

Applause Rate

Every social share and mention is a form of applause. Because let’s face it, no
one shares something they don’t perceive as valuable.

i>AOAi 1...i AO“ Tael>e cev >0 AV ™>e A..>AiA - >ViLe®Z
shares, etc.) and comments on a piece of content.

6TCH,E D[ %JCPPGN

BA "“«eAl>"1 lee 27U U...iAi PeOA TA>vwV "A Ve“ "} v,
Haa-O0“cc 1..>1 V>~ “i>AOAIi beOA AV ">« IA>vwV Lb V...
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Lots of engagement indicates you've found a topic your audience resonates
with. Low engagement tells you you’'ve missed the mark.

Ideally, you want to know who likes your content and how often it's belng
A..>Ai"° Ae“1..>1] Pe0 V>~ w}OAi 0Ol U...>1%A UerAz""
improve.

Conversions from Social Media

""Vi PO Z"eU I...i TA>vwV [1..>1%A Ve“ "} vAe* AerV >
to calculate your conversions from social media.

9O U>"1 1l Z"eU 1...i «iAVi“i>}i cev U"A"TA vAe*“ AV >
action you're driving on a web page. For that, the formula is:

[VICH,E HTQO U QdividedhbyQ GEKCN VTCH,E

Ultimately, this is the number you want to impact. The higher your conversion
rate, the more successful your social media marketing is.

Bottom Line

"Zi "1 A “el] Ui «"U0i "7 > AeV™>e UeAe ®° 9cOA VOAI®"“
web, sharing experiences and opinions related to you, your brand, and your
industry.

Are you listening?

The approach we've shared in this chapter will help you create a strategic
social media plan that helps you keep up with the conversations taking place
online, as well as getting you in front of your customers—and helping you
lead, engage with, and sell to them.
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prospects and customers: email. And it's a vital piece of your digital marketing
strategy.

“>% "A .> At U T...i “cAl ivviVI"Ui U>pb Tee “elUi «Ace
Customer Journey. It's also your ticket to loyal customers and repeat sales. So
don’t miss it.
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Become a Social & Community Manager Specialist

[..>"ZA Tee >~ iUiIATV..>"}""} AV ™>e ¢> " "AV>«i] Ve "AO“iA
they voice criticism and praise, the way they consume information, and, most
importantly, the way they buy.

Successful brands must learn to adapt to these changes, and put plans and
«A@VIiAAIA "~ «e>Vi lee «"Ali"] ""yOi“Vi] "ilU®AZ >7" Ajes ~

In this mastery course, you'll learn to assess business goals and employ sound
social media marketing practices to meet those goals.

9 O %ee >eAce Li IA>""i> " I...i “ceAl O«tloet >li AeV™>e
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Click Here to Learn More »
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social world.

9 OA ®eU” iY«iA"i"Vi «AceL>Lsbp L>VZA 1..>1 O«° UiAp ">
with people all over the world.

Does that spell the end of email marketing?

A AeV'>e “i7"> . .>A JAeU™ "7 "« Al>"Vi] “>"p AcfiV>ee]
have predicted the end of email.

Don't believe them! Email marketing is alive and well.
0 LLiAI%A U..p Ui A>p 1..>1 UTl... T...i Ol*ceAl Ve~w i"Vi\

« JA>vwV >7° ®"UiAA"e”™ -0““ 1 «>0"V..i° 77 0aa™ U ... (
marketing was a big part of the launch strategy.

e 1A""} i*>"e “>AZil""} 1oe «Ace“celi 1...i iUIT1] /TE }AiU loe {
"~ «OAl n bpi>AA-°
* In only one year, DigitalMarketer generated well over $20 million in

revenue from email marketing alone.

Regardless of the rumors, email is nowhere near “dead”—and if you know
how to use it, it will help you exponentially grow your business.

With that in mind, in this chapter, we’ll review the basics of email marketing,
including the methods, the metrics, the lingo you need to know, and who on
your team should own email marketing.

Ol WAAI] «il%A cceeZ >1 1...i Aeei i“>"e «e>PA "7 > }AcU"™"
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The Role of Email Marketing

Email marketmg can be used for brandlng engagement, acqwsmon
Aili“17e™] ""AIVI A>«iA] Ai>VI"U>1"®e"] }i"iA>1""} TA>vwV] >
making it one of the most versatile tools any business can use to grow their
business.

But it's important to understand why we use email marketing. Interestingly, it's
“el veA «Acewl A }AeeUIl..°

[...i @OlVee“i cecv ATA>1i}"V i“>"e “>AZil""} "A "7 ii> «Acewl
purpose of email marketing is to move your customers from one stage of the
oU>eQi e@OA~ibP» loe T...i TiYIl®

The goal of email is to assist and expedite a customer’s movement from
one stage of the value journey to the next.

We talked about the “Customer Value Journey” in Chapter 1. But let’s review
it again.
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This is your business. Think of it as a path your customers will travel as they get
to know you.

“1..i Leellee® «ivl VeeATiA] 1...iP%AI ;e”ep «OAl LiVae“ "} >
time they reach the top right corner, not only do they know you, they promote
you to everyone they know because you've transformed their life.

This journey, from awareness to conversion to promotion, is the customer

journey. As the customer travels this path, their lifetime value increases as

Uise] >7""} «AcewliA > Ai>L"+"Ib lce PeOA LOA""iAA° /..
1...i U>¢0i «®OA”ib°

O 1%A T A@eO) .. iv>"e T1...>1 Poe O iiyeoudridenstaridttee O A~ i b p
methods that work .
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Methods of Well-Executed Email Marketing

Email marketing is more than broadcasting an email every time you publish
a new blog post. And it's more than sending email alerts when you have a
promotion or sale.

To master email marketing, you need to understand the types of emails you'll
use, their timing, and the different campaigns you’ll use to connect with your
subscribers.

The Types of Emails You’'ll Use in Email Marketing

There are three types of emails that you'll rely on as an email marketer.
» Transactional — to provide customer service.
» Relational — to engage subscribers and nurture relationship with them.

» Promotional — for generating sales.

As you can see in the chart below, each type facilitates a different interaction
with your subscribers.
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You'll use 3 different types of emails to engage with your subscribers.

Email Type #1: Transactional Emails

[...iAi >Ai T..i i“>7«A 1..>1 }il Ai"l Ol Lb PeOA >0lce“>1i"
actions taken by your prospects and customers.
While most transactional emails are templates provided by the marketing

systems we use, theaverage revenue per transactional email is 2x to 5x
higher than standard bulk email

Here are the 8 types of transactional emails you can use, along with some tips
for raising their transactional value:

1. 1TFGT % QP, TOCVKQPU

"AVIA Vee"wA“>TITe” i“>7«A .>U0i > .70 A e«i” A>T T...>7
i“>%e° [ .>] “>ZiA Ai"Ai "v PO 1..77Z >LeOl "I\ 1...i AiV «
money and wants to verify the details of their purchase.

Most brands don’t do anything to optimize this email for growth. But look at
what Amazon does.
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Yes, emails can (and should) be optimized for growth.

[...”A i“>"e Vee"wA“A 1...i «OAV..>Ai] AilA iY«iVI>I"e~A] >~
transaction. The customer is excited about their purchase—which means it's a
great time to add an additional offer or ask for a referral.

2. Purchase Receipts

~

JVit«l (“>7eA] o"Zi Vee"wA“>1"@e” i“>"«A] ..>Ui > ..."}... ce«i
rarely leveraged for growth.
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See what | mean:

~

e"WA“>I"@e” i“>"«A ..>U0i > ..."}... ;e«i” A>li°

In this example, the template provides space for a “contact us” message. Why
not make an offer as well?

3. Shipping Notices

Another email that excites your customers is your shipping alert email, telling
them their purchase has been shipped and when it will arrive.
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Shipping alerts get customers excited about their purchase.

As you can see, there’s not usually anything in this email that could expedite
l...i VOAle“iA +OA”ib®

Ol PeO%Ui «OAl Ai“"""i° PeOA VOAIe“iA cev I...i"A «OAV
excitement about getting it in the mail. What could you add to leverage that

excitement? Could you ask them to tell their friends? What about a social
share?

4. Account Creation

This email goes out when you create an account for new purchases, providing
customers their login information.
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Think about how you can leverage transactional emails.

As with most transactional emails, this email is rarely leveraged. But getting

>VViAA Tee > VerAi® }JA®eO« "A > L1 «"Zi }ill""} > «AiAi”l°
feeling excited and happy. Why not ask them to do something—say, to share

their excitement with their friends in social media?

5. 4AGVWTP %QP, TOCVKQP

If you sell physical products and someone requests a return merchandise
>01...ceA”a>1" -, ,®] 1T...7A "A > v>"I>A1"V 1" lee “>Zi ..
a coupon. While they aren’t happy about the product they’re returning, they

can get excited about your excellent customer service.

9 OA }oe>e ...iAi "A loe Aifi"}>}i VOAI®“iAA] «iA...>«A Lb
«Ae’OVI 1..>1 UeOe« wi I...i"A "ii"A LilliA ccA Lb «AeU"""
For example, you might double the refund amount on another purchase. Or

for a SaaS product, you could offer to provide whatever help is needed while
lowering the price if they stay. Here’s an example of that approach:
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Creatively addressing customer concerns can help you re-engage them.
6. Support Tickets
A Ul JilOA™ e”"wA“>["e” i“>"+A] AD««eAl I"VZil veeeea
an opportunity to add tons of value. If someone received great support, you

can easily ask them to share their experience or extend their happiness by
giving them a coupon.

7. Password Reminders

Most password reminder emails contain little more than a link:

Typical password reminder email

Why not make an offer or announce an upcoming event?
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8. TPUWDUETKDG %QP, TOCVKQPU
[..."A i“>"¢ "A > AI>"">A" >0lae“>li i“>"+«° Ol U..>1 "v boe(
offer that would be appropriate for these emails? How much growth would

that add to your business? How much more movement would you get through
1..>1 VOAlIe“iA +eOA"iPT

This is the thinking you need to develop to win at email marketing.

9O Aii] Ul... i“>"¢] Pl "%l ..>0i lcee “>Zi L™} V...>"}i,
movement. Small tweaks can have very big effects.

Think about the emails you already send. As you've seen, a lot of them are
APATI“f}i"iA>1i"] U.."V.. “i> A 1...ib Ve"I>"" "el..”"} “cAi
messages.

* What could you do with these emails to move people through your
VOAIe“iA +eOA~iIP

* What could you do to transform subscribers into referral partners,
ambassadors, or promoters of your brand?

Email Type #2: Relational Emails

Companies that use email to nurture leads generate 50% more sales-ready
leads at 33% lower cost .

Here are 8 types of relational emails you can use to get these results for your
U~ LOA "iAApU . ..il...iA "1%A "} 1>e ccA LAVZE>""t“cAl>

1. New Subscriber Welcome

This email should be sent immediately to every new contact It introduces
[...i“ Toe PeeOA LA>"" >7 JieeA 1..i* U..>1 Tee iY«iVI] ""VeO’
being on your list and the value you intend to prowde.

Here’s an example that not only sets expectations but also adds value.
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Welcome emails should set expectations and add value.

2. Gated Content Delivery

Gated content is valuable information that isn’t freely available online. To

access the information, you must “pay” with either your email address or a

AV ™>e A..>Ai° [P« V>eeb] ¢i>" “>17ilA >7 e«lf™™ ceVvViAA
the visitor's email address.

This automated email delivers the content that was requested, successfully
concluding that transaction. But as with transactional emails, there’s lots of
room to creatively increase their value.
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lI"Vil..>1 oL +P®%BA i“>"e ->LeUi® lieeA «ice«ei ...ceU lo
content while selling the value of being a subscriber. This gets people excited
>LeOl e«i™™ "} ..7A i“>7e A >7 [ ie«A .7 Ail>"" AOLAVA~"L

3. Newsletters/Blog Articles

Whenever you create content, you should use email to distribute it to your
subscribers. These emails can be short and simple, introducing your topic and
providing a link to access it.

Use email to distribute new blog articles to your subscribers.
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4. 9GDKPCT "XGPV %QP, TOCVKQP

This type of email is both relational and transactional ° 9ce 0% Ui >AZi" Ae“ice
to block off some time to put you into their schedule. They’'ve made a

Ve “ 1"l Te Pe0° 90 ~ii’ lee Ve "wA* 1..>1 Ve““ 1“i"l°
[...>1%A T...i TA>"A>VIi"e™>s A7 cev 1...7"}A° 90 ~ii® lcee Aj
email that spells out the date and time of your webinar, plus any other

pertinent information.

But you also want these emails to be relational—because people prioritize
time they’ve set aside for their friends.

Here’s a good example from one of our webinars. Notice that we review the
information that will be shared in the event, so attendees’ interest will stay
high.
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, Aie>1"e™>e UiL"">A Vee"WwA“>1"e”™ i“>"
LA 0° 1>1i° Vo l1i"1] UiL"">A A iUi"l Ve"wA“>1"e”A }"(
prove that you can be trusted to deliver what you promise. If you develop a
reputation for following through on free transactions, it's easy to believe you'll
be trustworthy in paid transactions as well.

The next 4 types of relational email are used less often, but they can still help
ped i"}>}i U1... AOLAVA"LiAA > “ceUi I...i* 1...AeO}... 1.,

They are:
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5. Survey/Review

Surveys can help you learn more about your customers’ interests. It can also
help you segment them so your offers will be precisely targeted to their
needs.

6. Social Update

Update your followers on changes in your company or your product. This can
help you build excitement as well as preparing them for what's coming up.

7. Contest Announcement

e TiATA LO < ivYVli“i"l > >11A>VI ~iU AOLAVA LiAA® 9«
AOLAVA"LIiAA A...ceO+ Lil..i wAATI Tee ...i>A 1..i "iUA] I...c
probably your most avid fans.
8. Referral Request
After any positive interaction with your subscribers, it makes sense to ask for
> AiviAA>e° [..777Z "iU «OAV..>Ai] AiAce+Ol"®e™ ev > «AelL
with a kind word.

Relational emails, regardless of why they’re being sent, should be “human”
rather than scripted. And they should always provide value. Remember to
spell out the next steps and encourage people to take those steps right away.

Email Type #3: Promotional Emails

According to the Direct Marketing Association, 66% of consumers have
made a purchase online as a direct result of an email marketing message.
Obviously, promotional emails are a powerful growth tool.

So let’s talk about the 8 types of promotional emails you should be sending,
including examples from the DigitalMarketer archives.

1. Promotional Content

Promotional content is content that’s perceived as valuable to your audience
while it generates sales for you.
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This type of content shouldn’t be overused, but balanced with relational
content, it's a good way to engage your subscribers.

~

9O V>~ Aii 1...”A "O>¢ «OA«ceAi "~ >VI"T®e™ "~ l..i iY>“«ei |

Promotional content is valuable while generating sales.
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The value to the recipient is a free template, but its goal is to promote the
Summit.

2. New Gated Content

Gated content aims to attract new subscribers, but existing subscribers are

«"Zieb lee U>"1 "1 >A Uiee® 7...p "l Ai”" "1 loe PeOA i“>"e
“}>}i0 >7 Ui l...i* >ee”} 1...i VOAi®e“iA «OA~iIP

[..."A iY>“«ei ...>A T...i AOL«iVI -Mi] °Q -/IR il O« 1lee C
|-“UiA>LA-“IID]» U..°v.. K Ac”)‘ Tee }il "eel”"Vi“e >Z7i AOAI

as compelling.
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New gated content, sent to your subscribers, can get them re-engaged.
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3. A Sale Announcement

Sale announcements get more engagement than any other type of email.
Clearly, if you want to make a bunch of sales, have a sale.

3 -

Ol PeO ~ii® 1Tee OAi > AOL«iVI «"7i 1..>1%A }0>A>"1ii" loe )
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Sales announcements get a lot of engagement, provided the subject
line is good.
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4. New Product Release

9 OA }ae>e >A >7 j“>"¢ “>AZiliA "A Tee 1>Zi "iU AOLAVA LI
[..i U>eQi e OA~iP] IA>"AveeA“ "} 1...i* ""loe «Ae“eliAA®

Why?

iV>0Ai «Ace“celiAA >Ai ..b«iATAiA«ce"A Ui >7 b« V>eep
produce. That being the case, you should always be producing new products

lee AD««oeAl 1...iAi °...P«iATLOPIAA°»

Then, make sure they know about it by creating a series of announcement/
«Amr“eli"e” i“>"eA «"Zi 1..."A ®7i] > "0~ V™""} "}'i>e >AZili
E e““iAVi iUi"l "~ O&4£E"
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Always produce new content to support hyper-buyers.

In the same way, use these last 4 types of promotlonal emails to let your
AOLAVA LIAA > ... P«iAtLOPIAA Z"cU U..>1 PeO0%AI “e’

5. Webinar Announcements

6. Event Announcements
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7. Trial Offers
8. Upgrade Offers

Now let’s talk about the difference between broadcast and triggered emails.

When to Send Each Type of Email (And to Whom)

Email service providers allow you to send emails in one of two ways:

» Broadcast emails are sent manually to your entire list or a segment of your
list. They work well for promotions and content emails.

» Autoresponders are set up in advance to be delivered when someone
«iAve A“A > TAT}}IA™"} >VITe™ oAl cev PeOA i“>7« “>A
promotions and content emails) should be automated.

Keep in mind, though: Just because you CAN trigger a message, doesn’t
mean you SHOULD!

By segmenting and automating your emails, you're able to send messages
that are highly relevant to your subscribers’ interests and priorities. That's a win
for you and your subscribers.

Ol «OAl >A ped V>~ 07 iAf>0le“>1i] Ped V>~ >eAx Ui
long, complex campaigns that keep your subscribers stuck in a particular

«..>Ai eev 1...i"A U>+0i +OA"iDP®

[...i Jae>e] Ai“i“LiA "A lce iY«i "li «ice«eittA VOAIe“iA e/
i“>"«A peO VAi>li veeA i>V.. Al>}i cev 1...i"A «+OA~iP] I...
PeO¥%es i"TAI"V... T..i* "7 1..>1 Al>}i] AeceU""} 1...i"A eUiA:

Triggering That Works
Here are the 8 triggers that are most common in email automation.

1. New Subscriber
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When someone subscribes, you want to automate their welcome and
"TTeVIATT>1"Te” lee VA>T > JAI>T wAAI "“«AiAA e™°

2. Lead Magnet Request

Al "iU AOLAVA LIiAA U ee o™ PeOA «"Al U...i" 1...iP o0&«
Automating delivery ensures they get it within minutes of their request.

Be aware, a new subscriber will likely trigger two automations: subscriber
welcome and lead magnet delivery—both. That's okay.

3. Event Registration

v Ace“ice™i Ai}"ATIAA veeA >7 i0i"1] Ail O« > Vee"wA“>["e”
the details they’ll need, including date, time, and any access information.

4. Purchase
" te>Aep] "v Aetie”i “>ZiA > «OAV...>Ai]l 1...ib U>"] Vee~w
Uil 1...AeO}...° , «OAV..>Ai AiVit«l “ceiA «OAl 1..>1°

Be aware, though, if they’re not currently a subscriber, their purchase may
trigger a subscriber welcome automation as well. That's okay.

5. Clicking a Link in a Segmentation Campaign

Segmenting allows you to customize your emails to each subscriber’s interests.
Their behavior—clicking a link in an email, for example—can be used to
trigger an engagement campaign. This way, people who don’t care about the
topic won’t see the campaign. But everyone who cares, not only sees your
content, they see your promotion as well.

6. Excitement About Your Brand

Referral requests can be automated to follow up purchases and other
behaviors that indicate they’re engaged and excited about your brand.

7. Cart Abandonment
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One of the easiest ways to increase customer value is to move people off the
Vi"Vi «OAl «A"®eA Te > «OAV..>Ai° 7...i" Ae“ice™i > A «Ac
doesn’t complete the transaction, that should trigger a reminder email.

8. Not Engaging with Your Emails

tity>tivitl A ..ceU paed Ai>VvitU>1i AOLAVA"LIAA U..ce
engaging with your emails.

Each of these triggers should set off an automated email campaign designed
to follow up the trlggerlng behavior and encourage people to take the next
Ali« ~" 1...i"A VOAIe“iA «cOA”ib®

Understanding Email Timing

900 U>"1 peOA AOLAVA LIAA Tce Li iYV'Ili> >LeOl }ill™™}
want to train them open and engage with them.

There are two approaches you’ll need to take to make that happen
Ai}«i~i>1" > 7 77Y i>"eA Joe Ve "V i U°T...°%...i VOAIce

Segmentation allows you to send emails to the people who will be most likely
to respond favorably No one sees a promotlon they aren’t interested in, and
«ie«ei Viie o Zi 1...i"A i“>"eA >Aji > ecAf“>"i voeA T...i%°

Tlmlng Is about understandlng where your subscrlbers are in their customer
e OA”IiP > b Ai" "7} 1. i* i“>"eA 1...>]1 >Ai >««Ae«A™>

The 5 Phases of Email Marketing
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the right message at the right time. So let’s talk about the 5 phases of email
“>AZil""} > > 1.0 Al>}iA cev i...i VOAIe“iA +e@BOA~iP 1...ip >

1. The Indoctrination Campaign

&G, PKVKYPKIIGTGF E GénRiGriddrately after someone
subscribes to introduce them to your brand and set expectations.

5VCIG QH EWUVQ OSBIRC@W TP G|

7UG VJKU ECORCKIP VQ
 Welcome new subscribers.

» Tell them what they can expect.

o Jiee T..i* U..>1 T...ib ~ii> loe “ce "iYIl Toe }il 1...i L"}}iATl Li~
and your brand.

This campaign is sent to new subscribers to establish your authority, help them
understand the value you're going to provide, and get them excited about
you and your brand.

v pbeld e > }Jem® sl v "TTeVIAT>ITTY 1. i4] T...ibY%ee L
name in their inbox, and they’ll engage with the content you send them.

Storyboard It

Step 1: Start by welcoming new subscribers and introducing them to your
brand.

Step2: L itAI>Ti " T+{ LOesil «e " "TA 1..i Li"iwiA 1...ibY%ee }il
-1.."A A "“«eAi>"1° v bed V>"%] SAI"VOe>li 1...i Li"iwlA
Ped iY«iVI T..i*“ Tee O iAAI>""1...i Li"iwlA cev LODP""} VA«

Step 3. Tell them what to expect, using this framework: here's what we’re
going to do; here’s what you need to do after we've done it.
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For example:

Two to three times a week we’re going to send you brand new content and
strategies on digital marketing. [Here's what we do.]

When you get that email, read it and save it—because when you're looking
for a strategy that works, you’re going to want to be able to access this
information. [Here’s what you need to do after we've done it.]

Step 4: Encourage whitelisting by saying something along these lines:

The information we provide—even the free information—is very important,
and if you're not getting it, you're losing out. So here’s what | want you to
do:

» Whitelist this email address. [Include a link to instructions.]
» Create a folder where you can save all our messages.

« Don’t auto archive any of them. (Read them and use them to grow your
business!)

Step 5: Put your best foot forward. Send them a “best of” campaign, listing
the content your existing subscribers have engaged with the most. For
example:

~ N ~ ~ ~ ~ . ~ ~ ~

e 900A .7} iAT A..>Ai> Ve li"1] U...il...iA "1%A U " ice oh

e 9¢OA ..."}...iAl Voe*““i"li> >ViLeoeZ «eAl cA >ViLeerZ

A piece of content that has gotten rave reviews

[..°"72 ;,ev PeOA """ eVIA™™>1"e” i“>"«A >A > wAAIl “>1i U"I.
Show up in your best clothes, tell your best stories, and focus on building

relationship with your new subscribers.
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2. The Engagement Campaign

&G, PKVKQPPYVGTGUY DCUGF VTKIdeGtRfEeFYy'UC ORCKIP
UWDUETKDGT VCMGU C URGEK,E CEVKQP VJCV OCMGU
subscriber.

5VCIG QH EWUVQ Cdsanivelt @ BkEite G |

/UG VIJKU ECORCKIP VQ

» Turn subscribers into buyers by prescribing the next logical step based on
what you know they’re currently interested in.

[...”A V>“«>"}" 1>A}ilA AOLAVA LIAA U..ce ..>0i «OAl i"}>]
instance, maybe they visited a page or downloaded a lead magnet, but they
didn’t take the next action you presented.

The goal of this campaign is to engage with the subscriber, reference the
positive action they’ve taken with you, and tell them the next logical action
that will end in a purchase.

Storyboard It

Stepl: ,VZ ceU-«i“}il..i >VI"ee”™ 1...ib «OAl leeeZ®
Step2: /AP loe ceUiAVe“i l..i ceLeiVI"ce™A PO 727U l...ib%
QAT 1>¢Z >LeOIl 1...i I1>VI"V>e] ¢iUiAT«DOee”"} vi>I1OAIA° |

feelings that keep them from taking action.
Step 3. Prescribe the next logical step. Clearly spell it out.
Step 4. Ask them to buy.

Email marketing is about building relationships with your followers, sure.

But you need to set expectations from the beginning of that relationship.
Since, ultimately, you want your followers to become customers, you need to
Ve "w i“lep >AZ veeA 1...i LOP®
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3. The Ascension Campaign

&G, PKVKQRPPVGTGUY DCUGF VTKIth& mekes & @levBert K| P
offer (and sale) to your subscriber immediately following their triggering
behavior.

5VCIG QH EWUYV Q OE3clte 1&Q@¥¢an® G |

7UG VJKU ECORCKIP VQ

e Y«i li >7° >VVieiA>1li 1...i U>¢0i +ccOA~ib®

« /OA” 7iU LOPIAA ""loe “O«1"#LOPIAA Lb «AiAVA L "} T...1i
nurturing them until it's appropriate to take that step).

Like the engagement campaign, this campaign is triggered by a subscriber’s
action—generally a purchase—and presents the next logical step with your
brand.

~4“>"p V>A{A] "1 weeA T..i }>«A "7 peOA vO~"ie] "“«AcU""

9 0 Aii] i>V.. > ""17e™>e ;evViA "A > Alee««™"} «e™"1 U...i.
decline and exit your funnel. This sequence is designed to follow up that offer,
«AeeU™i iYIA> ""Vi"IT"UiA Tee LOP] > eUiAVoe“i >"pb ceLei)
Storyboard It

Stepl: -1>Al Lb AiviAi"V™""} 1..i >VIi"e~ l...ipb «OAl lceeZ® - o
action they didn’t take: “We noticed that you didn’t buy our core product,

so I'm sending you this email.”) Congratulate them. Acknowledge their
excitement. Build on that positive energy.

Step2: , CAIAA > eUiAVee“i l...i eeLeiVI"e™A T...>1 “"}...1 Li
from taking the next step.

Step 3: Clearly spell out the next logical step, so they know what they need to
do.
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SAT"VOe>li 1...i 0>¢0i peed%AI «AceU""""}] Ai“"" 1...i* v I
receive, and increase their interest and excitement.

But before you immediately start pushing a sale, ask yourself two important
guestions:

QUESTION #1: What is the next step | want them to take?

QUESTION #2: Do | have any reason to believe they are ready to take that
next step?

[...iAI pOiAl"e~A >Ai "“«eAl>"1 LiV>0OiRdanhustto@dskl I ce A ~“cel
What do | mean by that?

9 OA cevviA “OAl Li >««Ae«A">1i veeA T1...i Al>}i cev 1...i A
too fast or push too hard, you’ll make your subscribers uncomfortable, and

they’ll leave.

If they’re not ready to take the next step in your value ladder, don’t ask.
Nurture that subscriber until the time is right, and then make your offer.

4. Segmentation Campaign

& G, P KVAK@Qdnual promotional campaign UGPV VQ [QWT GPVKTG FC
with the goal of segmenting your subscribers by interest.

5VCIG QH EWUVQOMBT LOQWTPG]

/UG VIKU ECORCKIP VQ

~

e *nulOi 1...i ""1iAiAl cev AOLAVA LIiAA U..e >Ai AIOVZ» ~
» Get them to segment themselves based on what they’re interested in now.

This is one of the only email campaigns that isn’t automated and triggered

by a subscriber’s behavior. Instead, you broadcast this promotion to your

i“17Ai ">I>L>Ai -eeA > «>A}i Ai}“i"l cev "I® U T... 1...i }Joe>e
subscribers by interest.
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9O U>"1 peOA AOLAVA LIAA Tee A>TAi T...i"A ...>7 A >~ ,
in this topic.” And when they’ve done that, you should have an engagement
campaign set up to continue speaking to them about it.

The goal is this: to send more emails to the people who engage with your
campaign and fewer emails to the people who don't.

This approach may seem counterintuitive, but it works because it
demonstrates that you're listening. And from our experience:

» If you listen to what your subscribers are saying, they’ll give you more
money.

 If you listen to what they want, they’ll engage with your brand more.

ldeas for Segmentation Campaigns

Idea 1. Use content to segment your list: blog posts, video, or gated content.
Then, when someone engages with that content—indicating interest in the
topic—send them an engagement campaign with promotional content based
on that topic.

ldea2: 1Ai A«iV >e ;evVviAA\ Ve O«oe"A] y>A... A>¢iA] A A«i
U>¢Oi] 1"*iFAi"A"1°0i cevviAA }"Ui «ice«ei > }oeoe® Ai>Ace” |
>VITe™] U..."V... V>~ ie« PO iY«i "li 1...i"A U>¢0i +OA"
ldea3: 1Ai iUi"TA\ UiL"">AA] "i“eeA] UeAZA.. e«A] oA iUi" c
calls. Time is money, as the saying goes. After investing the time to attend an

event, people are more inclined to invest their dollars as well.

5. The Re-Engagement Campaign

&G, PKVKYPKIIGTGF E GéskieH idre-engage any subscriber who
hasn’t opened or clicked an email in the last 30 to 60 days.

5VCIG QH EWUVQOMABYT LOQWTPG]
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/UG VIJKU ECORCKIP VQ

» Call out inactive subscribers and get them to start engaging with your
emails again.

e il T...i*“ AitiYV'li>  >LeOl pxe0 > pebOA LA>""

The reality is that not everyone will engage with your emails. Their interests
or circumstances will change. And no matter where they are on the customer

ecOA~IP] I...iP V>~ LiVee*“i ~">VI"Ui°
What then?
90 Ai™ > Aiti~}>}i“i"l V>“«>"}" "iA"}7i Tee AitV>«IOAi I.

get them opening and clicking your emails once again.
Storyboard It

Stepl: Identify your inactive subscribers—anyone who hasn’t clicked on an
email in the previous 30 to 60 days.

Step2: Ui T...i* > Ai>Ace”™ Tee Aiti“}>}i U°1... peOA i“>"«A"
could take the direct approach, and ask if everything’'s okay:

| noticed you haven't been opening or clicking my emails, and | just wanted
to send an email and ask, “Is everything O.K.?”

Step3: ,i“"" 1...i“ cev I...i Li"iwlA ocev Li""} > AOLAVA LiA®

Step 4: Tell them what they’ve missed. As you would in an indoctrination
campaign, send them some of your best content.

Vi AV>"«>"1" UeAZA] peO%es ...>0i0 Aiti"}>}i" PpeOA
.e«ivOeep] «O1 1...i*“ L>VZ @~ 1...i"A U>¢0i e OA”ibP®

But what if it doesn’t work?

Simple. Stop emailing them.

169



Chapter 05: Following Email

Marketing Best Practices

Inactive subscribers raise your costs and hurt your deliverability. They’re also
the ones most likely to complain when they see your emails in their inbox. So
there’s no need to feel guilty. Clean your list on a regular basis.

Using These 5 Campaign Types to Expedite the Customer

Journey

[...i Xx IP«iA v i“>7e V>“«>"}"A Ui%eUi «OAT AiU"iUi> U e .
PeOA AOLAVA LIAA >1 iUiAP Al>}i cev 1...i"A U>¢0i exOA’
remember that your goal isn’t merely to engage people.

Email marketing is about quickly move your subscribers from one stage of the

U>eOi e+ OA~ibP lToe T...i "iYIl®
I[P« V>eep] 1..>] eceOA~iIiP Li}>"A U...i" Ae“ice™i LiVee“iA >U
> ViVTIA Tee AOLAVATLI® ""Vil..>l ..>««i"A] PeOA sceL

Turn your new subscriber into a customer.

Get them excited about the brand.

e JAVIT 0..i*LP }Yill™"}i..i* Te LOP ") “cAi]l ...} ... iAT 0>

Turn them into an advocate.

Turn them into a promoter.

The 5 campaigns we’ve reviewed will help you achieve each of these goals—
and quickly turn new subscribers into active promoters.
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The Metrics: How Email Marketing Is Measured

Sending the right emails to the right people at the right time is only one
aspect of email marketing. To optimize your efforts, you also need to measure
your results.

Here are the top performance metrics that will help you manage your email
marketing.

List Growth

For this metric, you want to watch the number of new subscribes as compared
to the number of unsubscribes. As you might expect, you want the ratio to be
positive.

Delivery Rate

The percent of messages delivered to the recipient’s inbox relative to the
number of emails sent. Aim for a delivery rate of 95+ percent.

Open Rate

The percent of messages opened by the recipient relative to the number of
emails sent.
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Click-Through Rate (CTR)

The percent of email messages clicked relative to the number of emails sent
or, in some cases, relative to the number of emails opened.

Unsubscribe Rate

The percent of emails that lead to an unsubscribe relative to the number of
emails sent.

Complaint Rate
The percent of emails marked as Spam relative to the number of emails sent.

I *\ 9e OA i“>"¢ "« "UiAP A>1i Utee }oe O« "v P OA ®«i~™ A>
rates go up and unsubscribe rate goes down.

This is why we encourage segmented email campaigns that target people

>I T..i"A A«iV wV Al>}i " 1..i U>¢0i +cOA"ibP° "OA >««Awm
"A ATA>Ti}"V>eeb "iA"} i Toe LoeeAl ce«i™A >7° Ve VZiEl.. Ac
unsubscribes.

The Lingo Email Marketers Use

What are the terms you need to know as an email marketer?

Customer Journey

sAe Z7eU” A 1...i U>¢0i ecceOA~ib° /...i "iUiece«“i"l cev > /
prospect that takes them on a path from awareness of your business, products,

and brand to rabid fan.

Broadcast Email

An email sent out to all email subscribers or a segment of your email
subscriber list.
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Triggered Email

Civ>"e ATl >0le“>1"V>eeb U...i" > VOAIxe“iIA A «AceA«iV
>VITe™ oA iY>“«ei] > AieiU>"1 cevviA “"}...1 Li Ai"l Toee Ace
lead form.

Promotional Calendar

[...i Tat >p >7° ™Maf >p V>ei" >AA Vo i>""""} 1.0 «e>""i" j*
[...>1 UTee "7[i7|"@">eepb “ccUi > «AcA«iVI |...AO}... I...1i VI

Email Storyboarding

The process of planning the structure, timing, and content of an email
campaign.

Relevant Roles

Who in your organization should be trained in email marketing?

[...ATT "vviAiTl Ti«>Al*i"TA A...eO« Li «AcewV i7"l >1 > O~
email marketing.
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Marketing

Every marketlng professmnal should understand how email marketlng can be
ciUiA>}i" Tee “ceUi «AeA«iVIA T..AeO}... 1...i VOAI®e"“iA <@
monetization team.

Sales

""i cev I...i “ccAl ivviVI"Ui U>PA Tce VAi>li A>«iAtAi>"P Ve
engage prospects through email.

Editorial

90 OA i""TeeA">e [i>* U ee OAj i“>"¢ T ""ATALOIIi 1...i Vo~

U>e¢0i lee AOLAVA LIAA ™ >~ " ft}oe”"} L>A"A"

Bottom Line

Email marketing consistently generates the highest ROI of any marketing

>VI"0"IP] LOTI A>"eb “ccAl LOA""IAAIA >Ai """} "I UA®"™} -
completely).

Email is most effective when you coordinate it with your content and
advertising campaigns—to indoctrinate your new subscribers, nurture those
relationships, and move them quickly through the Customer Journey.

It may take you a while to master the tactics we discussed in this chapter,
but the effort is well worth it. Email marketing will drive growth as no other
strategy can.

The next step in mastering digital marketing is search marketing, and we’ll
cover that in the next chapter.
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Become an Email Marketing Specialist

In this chapter, we’ve covered the basics, but you may still have questions. If
Sso, let us know in the comments.

“A] vee A “ceAi “"ti«i.. >"AUIAA] Ve A iA LiVe "} > ViA]

In our Email Mastery course, you'll learn the three types of email campaigns,

>A Uiee A "7 >7° 7 loe OAil...i*° 90eO%ee >eAe «i>A~ ..
perfect promotional calendar and how to use automated email marketing to

literally “sell while you sleep.”

P l..i 171 Poe® w™"A...] beeO%ee Li >Lei loe ivviVIi"Uieb “ce
while simultaneously increasing engagement with your subscribers.

Click Here to Learn More »
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CHAPTER

06

Algorithm updates. Semantic markup. Search intent.

One thing’s for sure: search marketing ain’t what it used to be!

Luckily, all these changes are good news for digital marketers like us. Because
we’re not trying to game the system...

And when you’re an honest marketer trying to deliver real value, you're
building a solid foundation for search marketing success.

[...>1 Li""} 1...i V>Ai] Ai>AV.. “>AZil""} V> ..ic« PO Lex
and visitors’ trust while supporting your other digital marketing disciplines too.

In this chapter, you'll get an overview of the methods that are working now,
including the lingo you'll use to talk about it, the metrics that will measure
your success, and the business roles that should own your search marketing
strategy.

Before we dig into the details, though, let’s cover a few foundational
principles.

The Big Picture
“AAT] - " A > LAe>" wies "0 "Tlee O LT V>t«A®

1. The structural, or technical, side. People in this camp focus on the
technical details of your website rather than the quality of your content.

2. The content side of things. *ice«ei "~ 1..."A V>“« Z"eU ..ceU le V
optimized content, build links, and boost social shares.

Which camp is best?
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There’s no contest. To succeed at search marketing, you need both. When you

need to create link assets or get more backlinks, you need an SEO content

specialist. But if Google doesn’'t seem to see those assets, and you’re not

A>"72""}] peO%Ui «"Zieb }oel ATAOVIOA>e "AAQiIA° 90 ~ii

Vel A T.." Y lee Ziie °7 *77 "A T..>1 - " "A7%] > e "Vii>""

Hundreds and thousands of websites are constantly battling for the #1 spot in
search engines for their target keywords—and securing that spot is kind of like
playing the kid's game, “king of the mountain.”

SEO is a bit like the kid’s game, King of the Mountain.

900 “>b Z"eVZ evv I...i }OPb U...ce®rA A"11""} 1...iAT " U] L
behind you, trying to knock you off as soon as you get there.

7..°V... “i>A peOA Ve~li"l "ii’A lee Li w'iAAi'] O« >1i"] >
A~Ai "7 1.0 Ai>AV.. i"}"7i AiAO«l «>}iA -- (*A® > AiVOAI

spot. Meanwhile, everything needs to be working right from a technical
perspective.
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Finally, search constantly changes. Google’s algorithm isn’t static. It's based on
SAT"WV ™ >e "“liee”}i"Vi] > "1%A «i>A™""} “eAi iUiAp “>p°

As a result, the rules change too. The tactics you use today won'’t be the ones
you use next month or next year. And that's okay.

Y«iVIi Toe Ve™I""0i «i>A™""} >7° > «OAI""} 1...i I>VI"VA bl
accept it as part of the process—because the only way to win at this game is
by following the rules.

The Methods of Well-Executed Search

Search has evolved more than any other marketing discipline. Today, you must
know the rules of search. Otherwise, you can hurt rather than help your brand.

So let’s start by reviewing the methods that are working well today.
Search Marketing Today
Today, Search Is Mobile

People are conducting searches from their mobile devices. That means your
pages must be easily accessible from phones and tablets as well as computers.

[%A "“«eAl>"1 loe > e« > °“ceL”«i wAAI» “"" Ajl°
Today, Search Is Structural and Technical

As mentioned above, if your site isn't set up right, Google won't even see you.
But once your structural issues are resolved, you'll focus mostly on content and
L>A"V e"ft«>}i ce«l™™"a>1"e"™"°

The key to SEO is simply to build a better page than anyone else on the web.

For each search query, Google wants to put the absolute best page at the
top of the SERPs. So your page needs to be the most relevant and the closest
match for searchers’ intent.

How do you do that?
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9O AiAi>AV.. U..>1%A >«Ai>"b A>"72""} veeA b OA 1>A}il
something 10x better than those pages.

Thats it.
There’s no hack and no easy button. Just a lot of hard work.

But on a positive note, if your content is 10x better than anything else on the
web, your pages will rank.

Today, Search Is White Hat

o™i >Ai 1...i ">PA cev ZiPUeA®> AIOvw™}° 90 “OAl e U..
what they want is to provide a superior experience for their users.

"o tAlbei JA>PE...>]1 > Le>VZi...>1 - " I>VI"VA UiAi LeeA’|
1..iP%AI Jiw " liep O7il..."V>e° - 1..>1%A "/ l..i >««A®>V

The tactics we cover will give you a sustainable business that's reputable and )
TAOATUeAT...P° 7" ...e"iAleb] "1%A T...i ce”eb U>P T }AeU

Today, Search Is Everywhere It Matters
What comes to mind when the topic of search marketing comes up?
Google, right?

They'’re the premiere search engine, but be aware, they aren’t the only search
engine in town.
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Google is just one of many search engines you can optimize for.

Today, every channel that uses search has an algorithm that you can learn and
leverage for success.

That means you aren’t limited to optimizing for Google. It may be more
lucrative for your business to focus on Google Maps or iTunes.

Let me explain...

Googles search bots are mcredlbly smart, which makes it hard to rise to
l...i Toe« cev 1...i"A - *A° Ol “ccAl el...iA Ai>AV.. LeelApl..
Pinterest—are less complex and easier to understand. Not only that, there are
likely fewer people competing for their top spots, so it's an easier game to
win.

We tend to equate search marketing with Google. But there’s a lot more

to it than that. Search marketing is about producing the right content and
publishing it on the right channels to attract the right customers, then doing
what it takes to make your content rise to the top—whether that's for Google
or any other channel.
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Approaching it this‘way, you're taking the search game to a smaller playing

wie ® 7. 7i 1...iAi “>pb Li ViUiA «ice«ei Ai>AV.. "} 1...ceAi o
VAi>li Ve li"l 1...>51%A ce«l ™ “"ai> A«iV wV>eeb vaeA I...i%°

6QFC[ 5GCTEJ +U #DQWYV /QTG 6JCP 6TCH,E
When it comes to SEO, we talk about winning, ranking, and beating out

l..i Ve“«il"1"e™ 9e0%  1..77Z 1..>1 A>"Z2""} >1 1...i le« @
channel you’re using) is your top goal for search marketing.

But it's not.
9 O V>"%1 «>b PbeOA L «¢A U"l... A>"Z° ;"> b0 V>"%I I>
Ai>e"1pP] T...ceAi “ilA°VA >Aji yOvv® /...i Ai>e pOiAi"e™ "A 1..

from search?

The reason we do search marketing is to get more leads and sales, rlght’? Soin
l..i 7iYT AiVite™] Uithes I>¢7Z >L Ol > A" “«ei EF«>Al “c’ie

Wondering how your site is doing in search?  Perform a

> ew” 1 /od0]e
The 6-Part Model for Winning at SEO

There are 3 stages of search marketing, each with 2 priorities. Let'’s take a look
> U...>1 1...ib >Ai] > 1...i" Uiteee eceeZ >1 1...i i"1"Ai Ef«>

Intent & Context
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SEO starts with user intent.
What do we mean by that?

Essentially, everyone who types a query into Google’s search bar is looking for
Ace“il...”"}° ,i}>A «iAA cev I...i ZibUA A 1...ib OAi] 1...ib

But that intent exists within the context of what they’re doing and what they
want or need. Both the intent and the context are critically important for you
to understand.

For example, maybe they're:

~

Intent ce”liYl -U...p I..ib ..>0i 1.."A ""1i"1®

Hungry They're on the road and want to know the restaurants
that are near them.

Lost They need directions to the store they’re looking for.

Worried Some weird symptoms have shown up and they want to

know what could be causing them.

Stuck They're installing tile in their kitchen and need
instructions on cutting tiles.

Making plans |They have an anniversary or other celebration coming up
and are exploring their options.

If you're targeting a keyword, you must understand the user intent and the
context that's behind the search.

Ask yourself: What is the prospect searching for? Why do they likely want this
information?

For example, if they’re typing in “historic bed and breakfast,” here’s what may
be going on:
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Intent r w™ > E
Context = anniversary is coming up

The context is vital information, and you need to ferret it out, because it will
help you know what information to provide in your content.

Fortunately, the best research tool on the planet is easily accessible. It's your
own brain. Think about your customers. What searches are they performing
when looking for or using your product? Why are they searching for that
information?

Identify the keywords they're likely using, then try to understand the intent and
context around those searches. The idea is to anticipate their needs.

To help, do a quick Google search. Begin typing the keyword into Google

> eeeZ >l 1...i >01eAO}}iAl"e"A eoe}ei «AU"iA -Aii
an example). These suggestions are the most common searches related to the

words you're typing in, and from them, you can guess what people are looking

for.
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Asset & Channel

Once you know the information people are looking for and why they likely
want that information, you need to build a unique asset for each of those
needs.

This stage of the process is all about content creation. Before you start, ask
yourself these questions:

* What keyword/intent am | targeting?
* What asset will satisfy that search?

 Where should the asset live?

Let's say the query is, “start a vegetable garden.” The asset could be a blog
post. Since people search for blog posts in Google, that’s the channel you'll
optimize for.
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Asset = blog post

Channel = Google search

But Google isn’'t the only option. What if they’re looking for images to inspire
them?

Asset = Pinterest pin

Channel = Pinterest
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Or maybe they want to create the best garden in their community and want
“tli«l... ""veA“>1"e"\

Asset = Book

Channel = Amazon Kindle

[..."A A>“i >««A®e>V.. UeAZA veeA LAVZEi>""1“ccAlI>A LO]/
l..i E iY>“«ei Ui OAi> i>Ae"iA° 7..>]1 "V «ie«ei >Ai eoce?Z”
Louis for their anniversary?
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Asset r 1...i E %A LOA""iAA «"Al""}
Channel = Google maps

Maybe they’re looking for reviews and suggestions:
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Asset = trip advisor listing
Channel = Trip Advisor

Or maybe they want to see it in HD video.

Asset = video
Channel r 9ce O /O Li

9 OA Joe>e "Aloe V..ceeAi >~ >AAil 1...>1 Utee LiAl >"AUi/

iTT"wit] T..i” VioeeAi T..i V..>"ie T...i >AAil UTee « Ui

Once you've done that, you're ready for the last stage of the optimization
process.
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Optimization & Ascension

d1..7A «e”"1] Pee0%Ui VAI>Ti T...i >AAiTA Taee > TAIAA A«
you're ready to upload them to their appropriate channels.

Now it's time to optimize it for each channel’s search algorithm and develop
your customer ascension plan. For this, you'll need to answer these questions:

elU U ee 1...i «cAA«iVI W™ 1...7A >AAIIT
7..>1 A T...0 TiY]I Alic« "" 1...i VOAT®“iA «OA~IPT
[A>vwV "A"%] peOA i” }e>+] Ai“i“LiA° 92 OA O1"“>1i }oe>

and sales. So you always need to tell visitors what their next step is, and those
directions need to be built into the asset.

Let’s look at some examples.

We’'ll start with our vegetable garden search. Notice in this image that the
asset is a blog post and its title tag is optimized for Google.
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The asset is a blog post, and the title is optimized for Google.

Want to learn more on-page optimization for blog posts? Read

If we click through to that blog post, we can clearly see the ascension path.
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Visitors can easily identify their next step.

Notice the button embedded within the content and the product offers in
the sidebar. Clearly, this site has developed an ascension path that looks
something like this:

Google search > blog post > shop > purchase
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[..>1%A U..>1 pbeO U>"11ce e >A Uiee\ «Oee [A>vwWV °~ >~
you can get started now.

e e"lee ceelei ,">ePI"VA > w™ 1.0 «>}iA @~ beOA A"li
[A>vwV®

[...""Z2 >Le Ol T...i e} "V>e "iYl Ali« veeA 1...i TA>vwV @~ I..
*Ol > V>ee Joe >VIiTe™ - /,® Ae“iU...iAil e~ 1..i «>}i «i>"""} |
step.

This is what search marketing is all about. It's organic, so it's free money. And

>ee PO "iit le "ee "A «Ol >~ >AVi"A"®e”™ «>l... ¢~ pxeOA
%A T...i A>*“i ™ 90eO/OLi° "~ T1.."A iY>“«ei] 1...i U Vice ["1ei

keyword, “save money on groceries.”
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Keyword being optimized for: save money on groceries
90O V>~ Aii l...i >AVi~A" @@ thevideo ard Lrwdr.it. Within the
U ice >Ai «°"ZA Tee > v>1fLOA™""} UeAZe Ol «Ae OVI® e
her new book.
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Ascension path tells viewers what to do next.

Al - " TA>""""} veeVOAIA Aceciebh @~ IA>vwV®° /...i }ee>e "/
top of Google.

But as you can see, people are searching for information in multiple channels,

so there’s no reason to limit yourself. If ranking on Page 1 for Google isn't

«@AA Lei] A>"Z2""} >£ °7 *""TiAIATl A 9 O/OLi “"}...1 Li > L
O TA>vwY CATRl Ti 07 Joe>e e"UiAATe™A >Ai° - 1.7
promote your ascension path within your assets, spelling out what they should

do after consuming your content.
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The 6-Part System in Action

i1v.A >AAO“I »%* "I i«cel > U>"1 lee VAi>li Ae“i 90/
targeting the keyword, “tile my bathroom.” | start by identifying the intent and
context around that search query.
Keyword = *“tile my bathroom”

Intent = to tile my bathroom

Context = My wife hates the old tile in our bathroom.
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will help you create better content that meets the real needs of your best

customers.

900 A"“«eb ~ii> 1ee W}OAi Ol U...>1 Pl U>"1 1l A>"7Z vc

ranking content, and create something better. Then optimize and create your
ascension path.

Now let’s look at the lingo used by search marketers.
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The Lingo: How does a Search Marketer Talk?

What are the terms you need to know as an SEO? These 4 terms will give you
a solid foundation for talking about search marketing.

Technical SEO

Technical SEO is about optimizing the structure and code of a website so
Ai>AV.. i"}"iA Vv>" w™ ] O iAAI>""] > Ai™ TA>vwV e 1.

This is a smart focus if you're technically minded. Technical SEOs are skilled at
IU|>Z”} Vo il Alll”} O « A|AU|AA] >R /A T P I AR
Ai>AV .. 1i"}""i A« iA vAe* O iAAI>""""} U..>1 PeOA A li:

When are technical SEOs called in?

Most websites use a good content management system like Wordpress or
Shopify. Both are built with solid technical SEO in place, so right out of the
box, their technical SEO will be good.

But as a site gets bigger, especially if more than one person can make changes
to the site, it's almost guaranteed it will develop technical SEO problems at
some point.

Site hacks are another | issue that technical SEOs can help with. Google wont
Ai"> PeO TA>vwV v PeOA A"li }ilA ...>VZi'] > l..ibY%ee <
until the issue gets resolved.

[...>1%A «OAl TUe AVi">A"eA] LOI T1...iAi >Ai Ve O~ 1«iAA I
your site from performing well in search engines. That's why technical SEO is

so important. When you remove the tech problem, your search position can

get an immediate boost.

Intent

A person’s goal when typing a search query on the web. What information are
they looking for? What are they hoping to achieve with that information?

v beO 72U PeOA VOAIe“iAAY: ""1i"1] PoeO%see Lii >Lei Ic
most relevant to your business. Make a list of the reasons people might buy.

201



Chapter 06: Designing Your Search

Marketing Strategy

Those are your top keywords.
Asset

The content produced to satisfy the intent of a customer or prospect. It may
""VeO i Lee} «AlIA] «Ace OVI «>}iA] AV > “iI""> «Acewe]
and more.

Once you know the intent of a customer’s search, you need to design an asset
to satisfy that intent.

Channel

The digital “home” of an asset designed to meet the intent of a customer or
prospect. Assets might live on a website or blog, but they may also live on
large content hubs like Amazon, Pinterest, iTunes, and TripAdvisor.

Metrics

What are the metrics that will help you track and improve your search
marketing? Here are 4 to start with.

6TCH,E D[ %JCPPGN TGRQTV

~ oece}ei ,">ebPI"VA] 1..."A "A T...i wAA] AicoeAl Ui [P« V>
access to a site. It tells you a lot at a high level: Where are we hurting? Are

PeOA TA>vwV A OAVIA Ais>1"Uieb L>+>"Vi® A "eiA TA>\
two channels?
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or Email. Once search marketing has been implemented, though, you'll begin
to see more balance.

Quantity/Quality of Backlinks

Here at DigitalMarketer, we use for this metric. But
you can use other free tools, such as , Or paid tools, such as

You want to track how many websites are linking to your site.
900 U>"11Te AO" 1.."A Ai«eAl “;c"l...+b cA pO>AliA«b lce
are linking to your site. That number should be trending upward, with more
and more quality sites linking to you.
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Keyword Rankings

""Vi peeO%Ui “Vit1"wi T...i ZiPUeA"A peO U>"11lce A>"Z v
your position for those keywords.

For this, you can use the 2Just type in your
keyword and see where you rank.

Track where you rank in the SERPs for important keywords.

~1...7A iY>“«ei] Ui IP«i® "7 9j“>" AOL<iVI -”iA]» >"" >A b
#4 for that term.

90 V>~ >eAme Aii U...ce%A ®OIA>"Z2""} peO° /e “>Zi Pel
their content and update yours to be 10x better.

Conversions from Search
If you've set up Ecommerce or Goals in Google Analytics, you can go to the

> e A Al Al >7 eceeZ >l l...i lee«te™"i AiUI“Di >~ ~O«
over time.
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Google’s channels report is important if you’'ve set ecommerce goals.

The metrics to focus on are Sessions, Revenue, and Transactions. Here, we
have $67,000 from 2,000 transactions. To calculate the conversion rate, divide
revenue by transactions.

$67,285.55 /2130 = $31.59 per transaction

The Roles: Who Has Responsibility for Search Marketing?

To succeed at search marketing, you need 3 teams to have input and
responsibility.
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The Content Team

Search and content go hand in hand. Understanding SEO will help your
Ve li~l Ti>“ LA™} °~ “eAi ®A}>""V IA>vwV vAe* “O¢l «ei V

IT and Tech Teams

Technical SEO is your tech team’s domain. If they don’t have training in
technical SEO, they’re probably throwing up some speed bumps that keep
you from ranking well in search.

Public Relations

As with the content team, your PR team need to understand search marketing
to achieve their goals.

Summing Up

Search marketing doesn’t happen in a bubble. Ideally it will integrate with
every aspect of your marketing, from customer research to content creation to
customer value optimization.

We've provided a good overview of how you can do this—but it's a lot to take
in at once. The good news is you'll get better over time. Just start where you
>Ai] > ccUIA I7%1] PeO%ee Aii "“«AcUi“i"IA "7 PeOA «>}i
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The next chapter will help as well—because SEO and analytics go hand in
> " peQlee >««AiV >Ti OA "ceU tlceti>Al... >««Ace
the fear—and a lot of the pain—of numbers out of the equation.)
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Become a Search Marketing Specialist

With all the “noise” in today’s world, it's critical that brands and business get
found when a customer or prospect is looking for them.

It's also critical that your brand is shown in a posmve Ilght when the right
«iAAe™ "A ece®eZ”"} veeA > Ae+01" [...>1 9"1 «AeU"

And that's exactly what you'll learn how to do in this mastery course:

How to leverage search channels such as Google, Amazon and even local
V...>"7i1«A AOV ... >A 9Qie«”°

How to ensure that your brand gets found.

And when it’s found, how to ensure the message your prospects see is a

positive one.
Click Here to Learn More »
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CHAPTER

07

What's your emotional reaction when you hear the word, data?

Stress? Fear? Frustration?

e AIO™>1iepP] ">1> > >">ep["VA "%l ...>Ui e Li AV>ADP-
at least interesting) if you know how to turn all those numbers and reports into
actionable intel you can use to grow your business.

In this chapter, you'll learn the methodology for doing analytics and data in
your business, the metrics that matter most, the lingo you'll use to talk about
it, and the teams or roles that should be responsible for it.

Ol WAAI] «il%A 1>¢Z >LeOl U...b ">1I> >7" >">«p|"VA >Aj A
business.

Why Data Matters
>|> Ve“iA "~ 10U,k y>UeAA\ "l i"Ted}... > leee “OV..°

The challenge most people struggle with is how to turn numbers into
meaningful decisions. Static numbers, in and of themselves, are meaningless.

So why would you want to do analytics?

To understand the answer, let’s review some examples:

The Oakland As Athletics Club

Billy Beane took over as the General Manager of the Oakland A's in 1997.

[...iAI] ...i >««e” i AI>1"AI"V >+ >sabermétrids) ta/plagds; > A
radically changing the way they acquired players.
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Billy Beane, General Manager of the Oakland A's ( )

i>"i%A >««Ae>V.. U>A Tce veVOA e~ A«iV wV “ilA"VA] A
w™ O iAU>0i «*>PiAA " @”i i*Ai U>A "el"V""}° /..."A
">7e>"" WBA e”i cev I...i “;Al VeAltivvivIi“UOi Tli>“A "~ L>Ai
through 20 consecutive wins, playoffs, and even the world series.

Essentially, data made the A's competitive with much bigger clubs while
working on a budget a third of the size.

0GVfKZ

ily" Y%A VeAi Lie"iv "A 1..>1 VOAie“ a>I"e” U""A VOAI"
puts data at the center of their corporate strategy.

~

7...i7 1...ib UiAi Al"ee > 6 Ai"l>e Ve“«>"pP] ily Y ~“UiAli"
mining technology to develop a movie recommendation algorithm, leading
the way in using data to provide a great customer experience. And it worked.

ive““im>1"e”A "AeUi xa~ ocev I...i"A TA>vwV?®
JVITA > oe«l“} > AIA|>““”} “eie] 1..."A ">I>ftwAAl >««Am>\
“>YP 70t i v .. T AIA|>““} Uit 1 i“>"" AiAU"
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Today, it's giving them the customer insight they need to create massively
successful original content like Daredevil, House of Cards and Orange is the
New Black.

ily Y%A “>1> }COiA T..i“ T...i ""A"}..1 lee "i0iece« “>
successful content. ( )

None of this would have been possible without data.
DigitalMarketer

We're no strangers to data either. I'll get into more detail later in this chapter,
but here at DM, we rely on data to help us make business decisions that are all
but guaranteed to work.

Our belief? Gut instincts may be good, but data never lies.

The challenge, of course, is in your methods. How do you go from the
spreadsheet to strategic decisions that grow your business? Let’s take a look.
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The Methods of a Well-Executed Analytics & Data
Strategy

To master analytics and data, you need to master 3 guiding principles:

* Give data a job. This is the foundation of data analysis. Every piece

of data you gather should help you answer questions and make smart
decisions.

» Use hypothesis testing to convert questions into strategies. This is

what makes data meaningful. It's the process of transforming raw data into
business decisions.

» Apply context to account for the unmeasurable. Some things are hard to
measure. For those situation, you need to contextualize the data.

Analytics and data shouldn’t be stressful. But it's easy to feel that way when
there are so many sources to draw from, each formatting the data differently,
sometimes even giving different numbers for the same metric.

Where do you put your attention? How to compare the data from different
sources?

fce AI>Al] }7Ui peeOA “>1> > eelL®
Principle #1: Give your Data a Job

One of the easiest ways to understand data is to think of the marketing funnel.
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The marketing funnel

This is a foundational concept that makes it easy to visualize customer
>SVUO A 1"e”™ "~ “>AZil""}° 9eOA LA>"" “>AZil""} VAiI>IliA >
new visitors to your website. Some of these new leads will be interested

enough to evaluate your business and products, and a percentage of them will

go on to become customers.

For sales, that's a good model, but we need to tweak the funnel to work as
well for analytics and data.

[..."A “@ie "A > vO " ie “ilA°VA yeeUV..>Al 1..>] "l e”*b
VOAIe“iA%A ¢cOA~iIP] "1 >eAce « ATA I...i “ilA"VA 1..>1 A..
stage.
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Funnel Metrics Flowchart

With this approach, we use the same 3 phases of the funnel but rename them
like this:

1. TOFU, or top of funnel, is the awareness phase
2. MOFU, or middle of funnel, is the evaluation phase

3. BOFU, or bottom of funnel, is the conversion phase
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But we don’t want to stop there. We also need to measure what happens after
someone becomes a customer.

So we add one more stage: the post-conversion phase , which focuses on
..eU VOATe“iAA V>~ Li IOA"iI> ""loe Ai«i>l VOATe“iAA] « v
advocates for your business.

[.."A "A ...ceU ped }"Ui PeOA ">1> > eL® 900 "~ %I s
9 O >AA"}" “"vviAiTl “ilA°VA lce i>V.. Al>}i cev 1...i vO~"ie

Sl iA T...>7 “i>AOA™") peeOA LOA TIAA%A ...i>el... e”+b LI
pbed “i>A0AiI "1A ...i>el... >1 iUIAP «..>Aip”~ i"1"vbh "} «i>ZA
strategic ways to plug them up, and making it easier to convert.

To begin, let’s identify the funnel metrics you need for each stage of your
VOAIe“iAAY, «OA~ib°®

Categorizing Data by The Stage of the Funnel

TOFU (Top of Funnel)

9 OA }oe>e vaeA 1...7A Ai>}if iU UA"TeAA"

Top-of-the-Funnel metrics

The key question when choosing metrics for this stage is this: Does this metric
}7U “i "TAT.LT "T1ee LA>TT1Ti0 UTATTe AAT
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A good example of a TOFU metric: Direct new visitors.

Dlrect new VISItOI‘S Is the number of people who are typlng your website URL
“AiVieb ""lee ocece}eif 1 V>~ “i>AOAi I...i ivviVI"UIi"iAA cev
advertising:

If you've been running awareness ads, you should see spikes from people
trying to learn more about you.

If you have billboards that include your URL you should see a splke in the
liet>Ai>A AOAAeO™ """} 1. L eeLoe>A" >A l...ib U"A"] bPee

MOFU (Middle of Funnel)

90 OA }oe>e >1 1..."A Al1>}iT o UiAI""} iU U"A"TeeAA ""lce -

Middle-of-the-Funnel metrics
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of the funnel is this: Does this metric give me insight into how well I'm getting
visitors to commit?

°O @“*“TI*i%l» V>" Li Tiw™it > A\

» People subscribing

e *je«ei wee "} @Ol > UiLveeA*®
» People following you in social media

It's about people giving you permission to reach out to them and offer more
value.

A good example of a MOFU metric: CTA clicks.

If you have a blog post with a banner to learn more about one of your

«Ae OVIA® 90 ~ii  loe Z7elU ...celU “>"p Ve"VZA [..>] L>""
percentage of your blog visitors are clicking so you can evaluate how well your

content is converting visitors into leads.

BOFU (Bottom of Funnel)
90 O0A Joe>e] 0 UiAl""} «AeA«iVIA ""loe VOAIe“iAA®
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Bottom-of-the-Funnel metrics

9 OA }O0°" "7} uOiAl"e” U...i" V..ceeA""} “ilA"VA veA 1..7A
give me insight into how well prospects convert into customers?

This stage is especially important because, once someone buys something

from you—even something small and inexpensive—the likelihood that they’'ll

LOP >}>"" ""VAiI>AiA £4afvees'] > 1..i"A U ee""}7iAA T "I
A"} "wV>"leb ""VAi>AiA®

An good example of a BOFU metric: conversion percentage.

How many people clicked or purchased from a brand communication? This
tells you which offers are working and what kind of offers you should make to
new customers.
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Retention & Monetization (After Conversion)

902 OA }oe>e veeA 1...7A Ai>}if] OAle“iA A>I"Av>VI"e™® 9e.(
“i“LIAA..."«] TA>vwV ," ] Aili"1"e~] > VOAIe“iA « vil™*i U:

Post-Conversion metrics

[...i }0°°""} uOiAi"e”™ U...i" eceeZ”"} >1 «eAlfVe"UiAA e"
“iTA"V }70i “i ""A"}...1 ""lee ...ceU A>1"Awi’ cOA VOAIe“iAA

9 O%Ai ecceZ”"} vee A “ilAVA 1..>1 "iAVA“Li Ai>e AiAO-IA
Something like this:

Post-sale metrics give you insight into customer satisfaction.
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This data isn’t waiting for you on Google, so it's harder to come by, but

A>1"Awi> VOAIe“iAA >Ai OAO>eeb U ee” "} I A...>Ai T...i"%°
positive reviews from people in our membership area. That tells us how well

we’re helping people reach their goals.

Keep in mind, these aren’t vanity metrics. They help us know what it takes to
keep people in DM Lab and encourage them tell their friends about the Lab.

Y>“«ei cev > «AltVe " UiAA ™\ 1...i i“LiAA ""E"vv Ai«ceA

This report tracks how many people we’re adding to a subscription product,
how many people we're losing, and how we’re losing them.

These metrics tell us how healthy the product is, and when they’re combined
with other reports, we can see the things we do that drive cancellations or
boost membership. This information is critical for a membership product
LiV>OAi “i“LiA Aili"1"e” "A"UiA «AewlA®

Categorizing Data by Type
7i%0i «OAT Ai0O~iUi> /" 1] " 1] >~ "1 “ilAVA] U.. V.. "~

categorizing metrics by the stages of your funnel. But there’s another ways to
categorize metrics, and that's by the type of information they provide.

>

There are 2 types of metrics:

Key metrics dictate overall health. These metrics are like a thermometer for
your business. For a metric to be key, you need to be able to look at it and
know immediately whether your business is doing well or not.
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Drill-down metrics answer big questions.  These metrics are more granular

~ "

> Lie« PO OTIAAI>"T U..>1%A }e™"} ™ "~ A«iV'wV >A
Typically, you use both types of metrics together, not one or the other. If key

“ITAVA Tiee PO 1...77}A >Aj }e""} Uiee] PeO OAi A eet
understand why, so you can replicate your success.

For example:

Improving On-site Banner Clickthrough

[...i ,UiA>}i >""iA «°VZ =~ "A > Zib “ilA"V®° 1 lieeA Ppe0] >\
how likely it is for a visitor to click on a banner ad in one of your articles.

loe ...ic« OA O iAAI>"" U..P l..i Ve"VZ A>li "A 1°0x™ >7" ..
[..>1 "O“LiA] Ui ~ii> > "A”eet @U”~ “ilIA°V\ @U ¢ Zieb "A > |
L>""iA > "~ ®e"i A«iV wV >AI Vi

Not long ago, we did this for the DM blog. After reviewing all our blog posts

> "A”ee™"} " U” vee A A«iViwV “ilAVA] Ui UiAi >Lei lce ©
“te>VIE T i VeoVZ A>li° vIiA >««ebP”™"} @OA w™ ""}A] Ui "“«,
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landing on your website?

foe *i>A~ “Ai] 1...i "A"eet U~ “ilIA"V U0+ Li -..>Ai eV
«iAVi“1>}i eev Ai>AV.. TA>vwV "A cU~i" Lb U..>] «iAA®e”™ c
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how much your competitors are getting from that same keyword. This would
>eeeU PO e w™» >Ai>A U...iAi PeO V>~ Ve «ili U 1... “C
because you own the keyword. Alternatively, it will tell you which keywords
you need to put some work into.

Improving Ecommerce
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And in this example, the key metric is Average Order Value. To drill down,
you’d need to look at actual orders.

90 U>"T1 1l 27U U...iAi 1..i LO<Z cev I...i AiUi"0i vAe"“ |
Value is coming from. This could reveal that you need to move things around

in your sales funnel or that you need to push one promotion over another

because its average order value is much higher.

A pPelO V>~ Aji] 1...iATi >Ai O U>PA PO V>~ 1}"Ui pbeOA “il

e 90 V>~ >AA"}" T..i“ 1Tee > A«iV'wV Al>}i cev 1...i vO™"je\
BOFU.

e 900 V>~ OAi T...i“ Tee “i>A0Ai T...i ...i>el... cev “"vVviAi“l >

and then answer deeper questions about how and why.
Once you understand the overall health of your business and where things are
UeAZ""} -ceA "@I®] Ped V>~ Li}"" 1ee OAi “ilA"VA vee A «A
Principle #2: Using Metrics to Solve Problems

Data is collected on a dashboard, right? But on the dashboard, it's raw data.
9 OA eeL] >A ">1> >">pAl] "A Tl 10A” A>U “>i> "7l >V
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metrics.
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then you make predictions about what might happen if you test different

hypotheses.
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could impact any of those numbers. And then you devise a test to see if you're

right.

Simply by reviewing the results, you can clearly see what needs to be done to
improve your business. Making decisions is no longer about your gut instincts,
but about what the data is telling you.

That’s the theory, anyway.

But in practice, we often don’t know enough to know what questions we
should be asking. In those situations, it often helps to take another data dive.

Reviewing Key Metrics to Inspire Questions

When you don’t know enough to know what you should be asking, your
metrics will often give you the insight you need.

Step 1. Start by Reviewing Your Key Metrics.  Identify the places where your
performance is better than expected or, perhaps, trending downward. In many
cases, this will inspire questions.

e /.."A Lece} «eAl%A TA>vwV "A "eOLe+i “ccAl cel...iA Leme}
perform better?

* We're getting new subscribers every day, but our total subscriptions are
staying the same. What's happening? Where are we losing subscribers?
Why?

« UiAP 17*i UA"TiA - UA"TiA > Lee} «eAl] 1A>vwV >7" A .
normal. What makes her blog posts better than anyone else’s?

As an example, when reviewing the Member’s On/Off report for the
DigitalMarketer Lab, we saw some weird inconsistencies in the Members
Added column
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The Member’s On/Off report for DigitalMarketer Lab

Some weeks, we'd add 131, 112, or 106 new members. In other weeks, we’'d
only add 11 or 21. After seeing these numbers, some questions sprang to
mind:

* What's causing these spikes in subscriber conversions?

» What's causing these periods of lower conversion?

Step 2. Generate a Hypothesis About What's Happening. Make some
predictions about what's going on. For our Member’s Added inconsistency, we
made three guesses:

e [...i fE TA">e "A > LilliA cevviA LiV>0OAi "1 Ve "UiATA “ceA
sources.
e /...i fETA™>e V..OA™ "A .."}..iAT..>" 1..>1 ;cev vOeet«>b

doesn’t contribute to our goal of growing the lab.
e *ioe«ei Zii« ATAI>AI™"} 1...i f£ TA">e cevVviA >vIiA T...i"A I~
conversion percentages.
"IV "l Aillei veeA «OAl ”i ...b«cel...iAA° [%A LiAl lc
explanations—ideally 5 to 7 hypotheses—and test them all. Otherwise you
limit your ability to learn what's going on.
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seeing. Several factors may contribute to the success or failure you want

to understand. The more hypotheses you have, the better your chances of

isolating all the factors involved.

Step 3. Use Drill-Down Metrics to Test Hypotheses.  For this, you'll use more
il>"ei] JA>"0Oe>A ">0> 1e W}OAi Ol U..>1%A V>0A""} 1..
understand.

This data isn’t usually reviewed on a daily basis, but it exists, and you know
U...iAi Tee w™ "1° 1%LA >eAce |...i ">I>1..>1 ...ie«A PO >"A
guestions.

For this particular question, we used cohort analyses to test our 3 hypotheses.
We developed 7 cohorts, or different ways you could group the people in DM
Lab, including cancellation date, average percentage paid, how long they
were active, and more.

After reviewing all that information, we realized that the $1 trial was a better
vVAe I+i™> cevviA 1..>7 1...i vOeetf«>b oeVVIiA®°

Step 4. Take Action Based on Your Findings. The conclusion of our data
analysis was that the trial offer generates more paying customers than
average. For every 100 people we put into DM Lab, 21 came from the trial,
U.. i 04 V>*i vAee“ 1...i vOeet«>P ceVvViA®°

7.0 1..>1%A “el > A"} "wV>"1 “"vviAi"Vi] eeUiA 17“i] "1 Vs>
V..>"}io ®OA vAe™Iti™ cevviA°® /...i f£ TA">e cevviA "A " U
far, it's yielded an extra 1,000 Lab members.

Principle #3: Contextualizing Data to Account for the
Unmeasurable

It doesn’t matter how good your data is, sometimes it doesn’t tell you
everything you need to know.
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For instance, let's say you're reviewing your data and you see a trend. Why
Is that trend taking shape? Maybe you ran a campaign during that period.
Maybe your competitors did something unique. Or maybe you had a
technology problem that skewed the data.

If you don’t consider these factors when evaluating your data, you're I|ker to
“>7i >7 >AAO“«1"e™ L>Ai> ™ > v>«Ai Ail cev ">1>° 9 OA V

valid.

In these situations, context helps you account for variances in your data. And
there are 4 contexts you need to consider.

4 contexts help you interpret your data.
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Historical Contexts

What does history tell you to expect? By reviewing data through a historical
lens, you can understand trends and typical behavior among your customers.

For instance, at DigitalMarketer, we've noted that sales dip in the summer.
Consistently. Every summer.

So rather than worrying about lower numbers, we’'ve come up with strategies
for boosting sales in late spring. We also reduce ad spend in the summer
because we know the ROl won'’t be as good.

External Contexts

7..>1 V..>"}iA 2cO1A i cOA Ve lAees ..>Ui ~"y0i"Vi> cOA
new competitor has entered the market. Or maybe technology has changed,
“IVIAATT>177) “>eeA V...>"}iA T 1..i U>p PeO “e 1...7"}A"

Think Google algorithm updates.

External factors may be outside your control, but you need to keep them in
mind when evaluating performance.

Internal Contexts

Have you made changes to your strategy that impact your performance? Have
you made changes to your site or launched a campaign?

~

[..."A "A “ceAi cev > AieviAiU~iU° /...""Z 1..AeO}... 1...i V..>
that might have affected your numbers.

Contextual Contexts

This has to do with how you're pulling the data. Are you comparing raw
numbers or percentages? Are your numbers skewed by outliers? Do you have
data that doesn’t make sense because of an internal or external factor?

Together, these contextual factors help you account for the immeasurable
things, the things you can’t foresee or explain in your data. And they help you
evaluable the validity of your data.
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Making Data Actionable

A PO V>~ Aji] T..i T «A""V «eiA ev UieetiYiVOIi® >">epl”
you turn random numbers into actionable tasks for your business.

900 "ii® loe >AA"}" AceeiA loe PeeOA ">1> Ace P00 727U I.
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900 >eAce "ii’ 1ee OAi “>1> loe “>Zi A“>AliA "iV'A"e™A voe!

it to test your ideas about what's working and what's not and how you might
improve results. When you review the numbers to answer a question, you
know what you're trying to prove or disprove.

[...i" w™>eep] PO ~ii” Tee «Ol PeOA ">I> ""lee Ve~liYIlI Lb
that might be driving numbers up or down. By tying data to the real world,

the numbers will make more sense and it will be easier to use them in your

business to drive growth.

The Lingo Analysts Use

There are 5 terms you must understand to talk intelligently about analytics and
data.

Analytical Decision Making

[...”A AiviAA Tcee T...i ">1> AV i"I"AI%A AV i“1"wV “il..oe’°
to identify the questions you should be asking and the best methods for

answering them.

Analyst’s Toolkit

These are the tools, templates and resources you'll use to turn concepts and
“isA CTlee T>i> >7 Al ATA° 9 OA TeeeeZ™l Ulee liex bee
and develop a process that makes data analysis easier.
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UTM Parameter

This refers to the code you can append to a URL to give you more information
>LeOl U...iAi peOA TA>vwV "A Ve“" "} vAe*“®

How to use UTM parameters

In this example, the yellow highlight shows you the actual link. Everything after
that is a UTM parameter. It's this extra information that helps you track your
[A>vwV A OAVIA®

Green highlights the source, which tells you the audience or referring site
-...eOAi «"Al®"

« Pink highlights the medium] U..."V... TieeA PO ..U 1..."A TA>vw
_iu>'\.®o
 Blue highlights the content] U.."V... "A PeOA > EVee~li"l ~Vi"l " wi

launch emaill).

Grayhlghllghtsyour campaign] U.. V.. “TiTl"wiA T...i «Ae“cel"e”
1..7A TA>vwV V>4j VACE" ">1> ViAl £1£104£E®"°

When you add UTM parameters to your links, anyone who clicks on those links
will be tagged, and you can track those tags in Google Analytics.

This allows you to see which sources and communications are giving you the
LiAl TA>vwV?®
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Key Performance Indicator (KPI)

KPI is another way to refer to a metric in general, and it's usually used to talk
about a metric that someone thinks is driving their business. KPlis another
way to talk about a key metric.

Dashboard

A dashboard is a web page that collates your metrics from a particular source.
90 OYsee o Zieb ..>0i > ">A...Le>A" veeA i>V.. “>1> AeOA\
email service provider, your social media platforms, and more.

Most dashboards also provide graphs that turn your data into visuals, making
it easy to see how well you're performing.

Dashboards give you at-a-glance understanding of what's working.
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Dashboards should be available to everyone on a team. They help you easily
understand what's going on in a business, which helps team members see how
their work is impacting the success of your business.

The Roles: Who Needs to Be in the Know?

Who should own your business’s data? Where in the company does data
analysis live?

Data & Analytics

[...i >™>ePI"VA 1i>* -eA "7°707°0>® A..eOe" ...>0i «A"“>A
gathering, vetting, and interpreting your data and analytics.

Larger teams may also have a data implementation manager, who aggregates
all this information and turns it into a beautiful dashboard that's easy to
understand.

Marketing

Every marketer worth their salt needs to know a little about analytics and data.
Whether you're running Facebook campaigns, tweeting 50 times a day, or
posting articles to your blog, you need to know what's working and what's not.
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Conversion Rate Optimization (CRO)

The people who run tests to optimize your marketing rely heavily on data to
develop their hypotheses, set up tests, and measure performance.

Summing Up

Analytics doesn’'t have to be scary or overwhelming—even if you're not a

“"O“LiAA «iAAe™ 90 A “«eb Tii’ > «A®@VIiAA veeA “i>e "} [
U>pP Toe w}OAi 0Ol U..."V... ;7iA U ee ie« PO "i"lI"vb

ones to ignore.

""Vi Pe0%Ui }el PeOA «AeViAA "~ «e>Vi] ped “>p >VIO
analytics. There’s no better feeling than knowing without a doubt that

your marketing plan is working—and it's the metrics that will give you that

Ve ™w i"Vi°

7i%AI Ti>A™"} 1.0 17 ev eOA "} I>e “>AZi1""} cUiIAU"IU®
lesson is conversion rate optimization, which is a simple process for improving

your marketing results over time.

Honestly, conversion rate optimization, or CRO, as it's often called, is the
secret sauce for your digital marketing strategy, and you’ll love how it focuses
your energy on the tasks that matter most.
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Become an Analytics & Data Specialist

Data and analytics are essential to a modern digital marketing strategy—and
they’re key to growing your business.

To succeed today, you need to master the 3 principles covered in this chapter
and develop an effective process for organizing all your data, evaluating it,
and turning it into smart business decisions.

“1ti>e SAZiliA%A ,">¢b1"VA E >i> -«iV ">« Al >AliAb Vel
training you need to:

* Build a compete analytics dashboard that reveals the overall health of your
company in one glance.

« /OA” A>U "O“LiAA ""lee “i>"""}vOes >VI"e”] OA""} >~ ntAl
10" iA pel AlictLbPtAli« 1...AeO}... 1...i «<AceViAA®
e CiT1"vb 1...i T1A>vwV AeOAVIA 1..>1 >Ai “ccAl U>eO>Lei |

get the best possible ROI from your marketing.

Click Here to Learn More »
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Which is why smart businesses are making conversion rate optimization
"® >7 "TTiYA>e «>Al cev 1..i"A "7} 0>e “>AZilI""} ATA>Ti}be

But conversion rate optimization is a bit of a misnomer.

Conversion ~eiA~%] «OAl “i>~ > A>ei° 1A U.. >1i
O~«iAA Ped “iw~i U..>1 ped “i>~ Lb °Vee~UiA
experience.

Here’s the bottom line: if you want to improve your conversion rates, you
must learn to articulate things better and improve the experience so people
can perform the action you're asking them to take.

In this Guide, we’ve covered the foundations of an effective digital
marketing strategy, everything from content and advertising to social media
and email marketing to SEO and analytics.

But to succeed as a digital marketer, you also need to know how to optimize

~

PeOA “>AZil""} cUiA 174ip“>Z2""} A“>ee 1UI>ZA T..>1 V> 1
"“lee £4° A iUi” ..."}...iA AiIlIOA~A"
1. A V. >«liA] Uitsee icc PO @ «OAl 1...>1° TiYsee |>

methodology, a repeatable process you can go through to improve

results on your website. We'll also cover the lingo you need to know as an
optimizer, the metrics you need to be measuring, and the roles within your
organization that will be responsible for it.
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The Methods of Well-Executed Conversion Rate
Optimization

Let’s begin with some basics...

[...i “>"" }ae>e cev ;e«[™*"a>1"e”™ "A loe "“«AeUi Ve "UiAA e
already have, and generally, with the assets you already have.

It's also important to understand that optimization is a dedicated, repeatable
«AeViAA° 1%A "l > " Vii>""f e >VI"U"IP° 9e0%e++ Ua
then begin again. And since you can always improve your results—no matter

how much you improve them—you’ll continue optimizing as long as you're in
business.

That's why we describe the CRO process as a cycle:

The CRO Cycle
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your hypothesis. Then you analyze results, which will give you new insights and

ideas for new tests.

Then the process starts all over. With optimization and testing, this cycle never
ends. At least, not if you're doing it right.

Now let’s talk about what you’ll do at each stage of the cycle.
Identify Your Goals

The process starts with a clearly articulated goal. Remember, without clear
Joe>eA] PeO V>"%I e«lI™ ai >"pl1...77}° 90 “OAl 27U U..
achieve.

So let’s say you're trying to optimize your homepage. We’'ll use the
DigitalMarketer homepage as an example.

i« " "] 1...0e0}...] ...ce“i«>}iA >Ai >VIiO>eeb ”7i cev 1..i
to optimize because they’ve got to perform so many different tasks—and

everyone wants to prioritize their own goals. The sales team is looking for

HO>e Wi ¢i>"A° [/ .i >VUO A" 1"e”™ li>* "A sceeZ""} >I ...ceU
TA>vwV "“lee i“>"«A°
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Your homepage is your “you are here” message

But here’s the bottom line: A homepage is your “you are here” message for

iU U"A"1eAA° /...iP%Ai 1AP""} 1ee w}OAi Ol "v peOA LO
and if so, where they are and where they need to go.

To optimize this experience, you'll need to set one or more of 3 goal types:

1., "**i"">1i }ae>e] AOV.. >A Ve"VZA A " f«>}i veA" Ve

1

2. A campaign goal, such as leads generated or purchases.

3., *@"}t1iA® Joe>e] «"Zi "“«>VI""} PeOA se”}fliA* U>«0i] "
average order value, or lead quality.

~

cce@Z""} >0 1. Leti«>}i] Ped V>" Aii cOA Tee« Jae>e
immediate goal. We want to get people to give us their email address.

But we need to optlmlze the entire experience, so let’s look at the page they
>"" ®” U. l...ib Ve'VZ 1..i °il 9cOA ~“07I>1"e™» LOIlce

They land on this page...
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Optimizing for a long-term goal: identifying the right product
for new prospects.

This page achieves the 3¢ 1P «i cev }e>-] > - ce BEAIY . Joe>e] >7 S0
l..i VAe™IFi™ > 1..i L>VZti™"° [...i ""veeA“>1"e” Ui }>I..
people for the right product, either DM Lab or HQ.

For us, this is important because it helps us gauge the quality of the leads
we’re generating, and it helps us drive new subscribers to the product that’s
best for them.

Gather Data

Once you've set your goal, you need to set a baseline for your metrics. For

i>V..] e} beOA VOAAI"l "O“LiA] PeOA >A« A"} "O“LiA -
aiming for), and your user data.

Gather that data prior to making any assumptions.

Which brings us to rule #1 for optimizers: leave all assumptions at the door.

242



Chapter 08: Leveraging Conversion Rate

Optimization to Drive Growth

90 > iUiAbPe™i iAi "~ peOA LOA""IiAA ..>Ui ""i>A >Lce
doesn’t work, what your visitors are looking for, and more. But those ideas are
merely assumptions.

9O “OAIl "iUiA “>Zi "iV'A"e™A L>Ai" e~ >AAO“«i"e™A° /il
your visitors tell you what works for them.

So where do you get your data?
» For site metrics, go to Google Analytics.
* For user behavior metrics, use a tool like TruConversion.

» For customer and email data, use the data provided by your email service:
ConvertKit, Infusionsoft, Aweber, etc.

* For payment data, look at your payment processor: Stripe, Paypal, etc.

Different types of data are shared in reports like this one from Google
,">ebPI"VA] U..."V.. lieeA PO >LeOIl I...i TA>vwV @~ I...i «:
optimize.

Google Analytics is a good source for data.

243



Chapter 08: Leveraging Conversion Rate

Optimization to Drive Growth

User behavior reports might look like this one from TruConversion. It shows us
where people are clicking when they’re on the page, uncovering areas where
we could improve the user experience.

TruConversion behavior reports tell you where people are
clicking on the page.

Analyze Data

[...i Zip lee ," AOVVIiAA "A T OAi Ai«iU>"1 ">1> -U.."V.. k
develop meaningful optimization campaigns.

Review your numbers and ask yourself questions like these:

* What's my conversipn rate? (And is it acceptable?)  Use analytics or CRM

>1> e w™ 1...i >"AUiIAA"
« What's hurting my conversion rate? 1Ai 1...i OAiA Li..>U @A “>I> |
this out.
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* How or why is it hurting my conversion rate? To answer this question,
you’ll move to the next step in the CRO process and develop a hypothesis.

Develop Hypotheses
This is where all optimization begins.

If you don’t have a hypothesis, you can't optimize because you don’t know
what you're trying to improve.

Jd1..."A Al>}i cev 1...i «AeViAA] peO ..>0i PeOA ">i> >
elements that are likely hurting your conversion rates. Now you need to make
Ace“i }OiAAIA >LeOl ...ccU PO Vel wY I...i "AADQi PeOl

How do you make a hypothesis?
It's as simple as creating a statement containing these 3 elements:
1. The change or approach you plan to test.
2. Who you’re targeting with this change.
3. The outcome you expect to see.
The format should be something like this:
We believe that doing [1] for [2] will make [3] happen

el”Vil..>1 PeeOA ..P«cel..iA"A "A >LeOl PeOA ""1i"1° 9c
>L0&:OI ... oe~O~IYCB“i D__CEOl/zAi ?““i”} Voef\f 9\09~O~ >\-:Acxa ~ii‘~ |
PeO V>7 “iI>AOAI > U'ee "“«AcUi PeOA AIAOIA "7 > Ax

Design Variants

9 O%ee OAi PeOA iU ...b«cel...iA"A] >e@”~} U"l... PeOA :
you’re going to test.

i« ~7 "] TiIATT"} 1>ZiA 17%ip~cel «OAl Tee VAi>Ili 1...i Ail O
run them.
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And while there’s no limit to the number of tests you can run on a site at

>"p }"Ui” 17*i] "v peOA A”li "eiA~%I }il > el cev IA>vwV]
number of tests you run—it simply takes too long to run a test and get valid

results if your site is small.

[...>1 Li""} 1..i V>Ai] "v PeO "%l }il > el cev IA>vwV] «
about 29 tests per year.

7..°V... “i>A ped "ii” lee «VZ 1..i A~}..1 T1iATA Tee AD™° 9
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Here’s a typical timetable for setting up and running a test:

Typical timetable for CRO tests

Notice Step 6 is to monitor your test. Once a test is running, you want to
“e" 1A "1 V>AivOeeb " 1...i WAAI ">pb "1%A «"Ui° ~ «>Al~
broken or isn’t working as planned.

If you've designed a simple test and nothing’s broken, it will take 9 to 11 days
to get it up and running. But hiccups happen, so be prepared for tech issues
and other glitches that could add a few days to this timetable.
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Changing the Button Copy

This test is braindead simple. It only involves a few copy changes, which
means it could be set up quickly. But it's not very meaningful, and it's not
scalable at all. What you learn from this test won’t impact other tests in a
A"} "wv>"1 U>p°

Testing the button copy

New Tripwire Control Page

This test, for the DigitalMarketer site, is a lot more complicated. Because it's a

“>ee A AiTiAT} ] T Utee 1570 2" }iA Toe Ail O« >7 T "“«ei®
> el “cAi] > OA W™ " "T}A V>" Li >««e”i” >VAreAA ®OA
it's very scalable.
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Testing a page redesign

TIP: For a complicated test like this one, you’'ll want to create a mockup, then
build it in a landing page builder. Once your variant has been tested and
proved, you'll then want to scale it across all similar offers, so the results you
gained from this test can be applied to all related pages. In this case, it took a

month to do that.
Implement Testing Technology

Once your variant is made, you want to implement all the necessary
technology to make the changes you're testing.
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tools like Visual Website Optimizer, Google Analytics, and TruConversion.

Run Your Test

It's as important to know when and when not to run a test. For that, you need
to qualify your test.

First, ask yourself:can you run the test?

The length of your test depends on the number of variants being tested and
your conversions/day.

Every test should run until it achieves statistical relevance—otherwise you
can’t trust the results of your test. But the length of time it takes to reach
statistical relevance depends on the number of variants you're testing and the
number of conversions you have per day.

What is “statistical relevance”? It's how you mathematically prove that your
test’s outcome is reliable. If you end a test too early, you won’t have enough
data from the test to verify that your hypothesis was true. It might not be—and
if you had run the test longer, the numbers would have proven it.
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So if you're testing 2 variants in your test, and you get 5 conversions per day,
you’ll need to run your test for 49 days to be able to trust your test’s results.
--ii 1..i V..>Al >LeUi°®
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Not only that: not all tests need to be completed.

Once you've set up your test, if you see indications that it's broken or

LU " @OAsp v>"¢""}] PO V>~ «Oee l...i «e0}° - 1A Z>b"
For instance, on Day 1, if your results tank, something is broken. Stop the

1Al > ">} eAi 1...i «AceLei“° v] " >b £0] PeOA "O“Li
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respond.

As a CRO, your goal is to mitigate risk while testing new ideas. So if a test is

«iAveeA“""} L>"eb > 1..i TA>vwV AeOAViI "A ®A}>""V] boe
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Here’s the test for whether you should run a test:

e« AIT.."A > vO"VIiTe™>s "AAOI U"1... "¢ >“L"}O0"Ib leeU>A"
functional issue, you don't test.

. ceiA 1.."A «>}i “CAiVieb "t«>VI °CE~}iiiA“ e A V>“«>"1" }
the test.

Is there something else you can test that will have a bigger impact? If so,
do that instead.

Are these learnings scalable to other parts of the site? If not, tread
V>AivOeeb® 90O %ee }il “ccAi U>e0i vVAe* > 1iAl U..cecAi
pages on your site than on a test that only tells you one thing.
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you don’t have the resources to run the test or implement the winner, you
shouldn’t run the test—it's a waste of time.

Analyze the Data

After running a test, you need to analyze the results. This gives you the “why”
and fuels your next campaign.

During this stage of the process, you perform 5 essential tasks:

Share lifts or losses

Figure out “why”

Write a report

Archive your data

Share the results with stakeholders

In your report, you want to include the name of the test, the timeline, metrics,
UAO>eep] A...ceU I...i U>A">"TA] >7° LAI>Z U~ I...i ece”}t
move into what you learned from the test and what needs to be done as a

result.

During analysis, you need to ask these questions:

Did you see a lift, loss, or a null?

If results went against the hypothesis, why?

Is it worth retesting? Maybe there were unusual circumstances around the
test that make the results questionable.

How can the data be used in future experiments?
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As mentioned above, testing and optimizing should become a normal part
of your marketing plan. Each test should lead to another, and every small
“«AUi“i"] Utee > O« lee A7}"wV>"1 JAUI...°

The Lingo of Optimization and Testing

These are the terms you need to know to talk intelligently about conversion
rate optimization.

Conversion

[...i UUA"TeA >VIi"e” beO%Ai ...;e«”"} lee "“«AceUi U"I...
registering for a webinar, adding a product to the shopping cart, etc.).

i >U>Ai] PeO “OAl iw"i PeOA Ve "UiAA ™ >VI"e~"A° .i:
you're testing, what you’re aiming for, and the metric that matters most in
measuring your results.

Control

The page in the experiment that does not receive the treatment. In conversion
testing, the control is the version of the page that currently converts best. Any
new variation is tested against the control.

;e "7 > E TiAl] 1...i Vee"TlAcees "A ,° 92 0A 1liAl UiIAA"®e"] «
B.

Variation

The page in the experiment that has received the treatment you're testing. For
example, the variation page might have a shorter lead form than the control

page.

TIP: Name your variants in the test so it's easy to identify the key element in
each. Something like this:

e Control — full form

e Variant 1 — shortened form
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e Variant 2 — email only

* Variant 3 — form + survey
Quantitative Data

This is any data that can be measured numerically. The “humber stuff,” such
as:

* Unique visits

—A}NZIZ()«A

Purchases

Order value

Qualitative Data

[..."A A T...i "iIAVA «I1"Ui “>1>° /...i «ice«ei AIOvv» [..>1%A
but often gives context to your quantitative data. This would include:

¢ Heatmaps
» Session recordings
* Form analytics

The Metrics

Optimizers live and die by the numbers. So what are the numbers that matter
most when you're testing?

Conversion Rate

[...”A "A V>eVOe>1i" Lb "0""""} 1...i "O“LiA eev Ve "UiAA @
by the total number of visitors to the page you're testing.

253



Chapter 08: Leveraging Conversion Rate

Optimization to Drive Growth

For example:

Lift Percentage

[...i «iAViTI>}i V...>"}i LilUii" 10U U>A">"TA -l l...i "vvit
two numbers).

To calculate lift percentage, use this formula:

In this case, while the difference “A £ ] lift.percentage "A £&4°

YWQP,FGPEG 4CVG

Technlcally speaking, this is: “The percentage of instances that a set of

A “"e>Aep Ve“"ATAOVII® I|AIA Utee V>«IOAi T...i TAOI “i>" -
Li~~} TiATi> U°1...77 > A«iV'wi® A>"}i ;ev U>«QiA A0 1...
value of each test.”

“e>p“>"HA TiA“A]l PeO%AI AP "} lee >U®”™ v>sAi «@eA”l"
shows how sure you are that your test is accurate.

A "TAI>"Vi] cil%A A>p PeOA Ve "w i"Vi A>li A ™Mx™° [ .
if you were to run the campaign 100 times, 95 of the tests would show your
variant a winner.
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A common mistake is to interpret this as the “odds” of you getting your same
AiADQ«1A° A "v > Mx " Ve "w i"Vi A>1i “i>"1 1...iAILA > ™Mx
same results from another test.

We're not talking odds. We’'re calculating the accuracy. In every test, you'll see

Ae”Y...T ""vVviAi"ViA° /...i Ve w i"Vi A>1i """ "V>1iA PpoeO%ee
the degree of difference.

Conversion Range

“Conversion rate” is a misnomer. It makes it sound like your tests will give you
one precise number that you can call the “conversion rate.”

In reality, expect to see conversions within a range—not as a precise number.

~

- Ta°nE loe TE°In ] U°1... TTex™ >A [...i “i>"°

The conversion rate (range) should not overlap as it does here.
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el”Vil..> 1...i TUe T1iATA ceUiAe>« Ae"}...1ebP° 92 OA }e>-
your winning variant is a clear winnetr.

The Roles: Who on Your Team Owns CRO?

These are the 3 roles that typically have responsibility for optimization and
testing.

Acquisition

Anyone responsible for acquiring new leads and customers should know how
to optimize for more conversions.

Even when this role doesn’t do the actual optimization, they need to be able

loe "Ni”17vbh U il..iA eccUiAtl..>"fiVY«iVIi® AiAOTA >Ai vAc
page issues.

Marketing

Every marketing professional should understand the strategy behind

conversion rate optimization at every stage of the funnel.

[...ib "ii> 1lee O iAAI>""1..i L>A"VA v e«l™ a>1"e”™ ->1 1
can identify the source of whatever issues arise—whether they’re a problem

with optimization, acquisition, or qualifying.
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IT/Web Developer or Designer

Conversion rate optimization often has technical elements that require the
assistance of the tech team members who build web pages.

Be sure the§e peopINe knpw WhNatv your tests are apout. Sfometlrr]es, the ) )
V..>"}iA PeO¥%AI >AZ""} veeA >Ai"%I| LiIAIT«A>VI"ViIi VAE"
and it helps them to understand what they’re creating and why.

Also, if you're using optimization tools that allow you to make changes on
your own, give all stakeholders a heads up about your test. Otherwise, they’ll
see the changes on the website and wonder why the “approved” language or
design has been changed.

Bottom Line

If you don’t want to be one of the marketers who are unhappy with their
conversion rates, you've got to change your approach to digital marketing.

90 V>"%I1 «OAlI U™} "1 >7" iYVi«l loe Aii AiAO-IA®
The only way to raise your conversion rates is to begin testing and optimizing.

[...iAl >Ai"%] " Vit>""t @i >VI"UT7iA] i"l...iA° [...ib ~ii |
your business’ culture if you're serious about growing your business.

Which brings us full circle...

We created the Beginner’s Guide to Digital Marketing to help you understand
the tactics that you need to master to succeed as a digital marketer.

So what’s next?

. ~

e'VZ 1..A®eO}... Tee T...i w™'>e V..>«liA] >7 Ui%ee }"Ui PO

*NOTE\ /...i ATO P AiUi>«""} 1..>1 > { 0l ;ev x LOA""iAAIA >Ai ""AA>I"Awi’
can be found at
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Become an Optimization & Testing Specialist

With DigitalMarketer’s Optimization Specialist training, you'll learn the skills
covered in this chapter and more.

~

[...i VATI"V>e «>}iA 1..>1 7ii> "*““i"">li ee«l™"a>1"e"p"~ “cA
performing pages would perform even better with a little optimization.

The 3 crucial factors for prioritizing your optimization campaigns.
[...i 1T “cAl ivviVI"Ui Teece*A veeA VoeeeiVI™"} OAIA “>I> ->7°

U loe VAi>li > Ai«eAl Tee A...ccU PeeOA w™ " ""}A Ace 1..i I
properly and you get the credit you so richly deserve.

Click Here to Learn More »
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CHAPTER

09

Congratulations!

9 0% Ui V e Tke Bdginner's Guide to Digital Marketing , which means
you're part of an exclusive group of marketers who know how to attract,
engage, and convert your customers in a social, digital environment.

Simply by applying the lessons you've learned in this Guide, you’ll have a
huge advantage over your competitors.

So what'’s next?

The foundations you've laid as you've gone through this Guide are solid—
they’ll help you grow your business and start making headway to meet your
goals.

7i V>" A>p U71... O1“cAl Vee"w i"Vi beOlees «"Zisb Aii "“«/
every area of your business.

But the wonderful thing about digital marketing is that there’s no limit to

what you can achieve °© 90 OA ~iY] Ali« "A 1oe "iUiece« paeOA AZ -
areas, SO you can outpace your competitors and anticipate the needs of your

customers.

That’s how you achieve real growth as a digital marketer: creating and
optimizing your Customer Value Journey.

For Startups, Agencies, or Business Owners

If you want to create the ultimate marketing dream team capable of
implementing everything you've learned in this Guide, you're going to want to
e@”™™ "} I>e >AZiliA +°
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wWe’'ll help you:

* Build a new team

» Training your existing team
» Track their progress

* Improve retention

» Grow your sales

[...i AiVAil "A lee VAeAALIA>"" >een |, | |, Ai "AV «es""
Marketing, so everyone is on the same page, working together.

A > “i“LiA cev "}T0>e SAZIiliA +] PeOA Ti>* Utee Li 1A>""1
the following disciplines:

9 O%ee AiAl i>AP Z"U""} PeOA “>AZil""} "A Li""} "e”i A
your teams stay up to date on what's working now.
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For Digital Marketing Professionals and Students

Maybe you're currently employed as a digital marketing professional. Maybe
you sell digital marketing services, or you're a student hoping to land a great

ecel "7 > vO"] "TENi“>""] L.} f«>bP "7} wieto
9e OA ~iYIl Ali« "A Tee LiVee*i ViAT"wi® "~ 1..i “>AZil""} "TAV
most.

)GV ;QWT 6GCO 6TCKRGF 6@

7KLV %HIJLQQHUV *XLGH WR 'LJLWDO ODUNHWLQJ LV
HOHGLD THFKQRORJLHV ,QF D 'LJLWDO ODUNHWHU &

, I \RX KDYH TXHVWLRQV DERXW DQ\ FRQWHQW LQ WKL
SURYLGH DVVLVWDQFH ZLWK DQ\ RI \RXU GLJLWDO PD
SOHDVH JHW LQ WRXFK

/7HO 27272 HOHGLD7HFK FRPQIR#HOHGLD7HFK
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