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Introduction
In today's digital age, having a strong online presence is crucial for small businesses to
succeed. With more and more people turning to the internet to research and make purchases,
small business owners need to understand how to effectively market their products or services
in the digital space.

However, with limited resources and time, creating a successful digital marketing strategy can
be daunting. That's where this book comes in. I have compiled a comprehensive guide that
covers what you need to know about the basics of digital marketing for small business owners.

In this book, you will learn how to define your marketing goals, identify your target audience,
choose the correct marketing channels, create high-quality content, and leverage your existing
resources to develop a successful digital marketing strategy. I also cover how to measure your
results and track your progress, so you can optimise your strategy over time.

My approach is focused on providing practical, actionable advice that you can implement
immediately, even with limited resources. I understand that small businesses often have tight
budgets and limited staff, so my recommendations are tailored to make the most out of the
resources you have available.

Whether you are a startup, a small business owner looking to grow, or an entrepreneur looking
to start a new venture, this book is the perfect guide to help you succeed in the digital space.

So, let's get started!

5



Step 1: Define your goals
As a small business owner with limited resources, defining your goals is an essential step in
creating a successful digital marketing strategy. It's crucial to have a clear understanding of
what you want to achieve so that you can develop a plan to get there. Setting specific,
measurable, attainable, relevant, and time-bound (SMART) goals is an effective way to define
your objectives and ensure that you're on track to achieving them. By setting goals that are
realistic and aligned with your business's overall strategy, you can make the most out of your
limited resources and maximise your return on investment (ROI). In this chapter, we'll explore a
step-by-step approach to defining your goals and developing a plan to achieve them.

An overarching question that you will be asking yourself in this step is what do you want to
achieve with your digital marketing efforts? Do you want to increase website traffic, generate
leads, improve customer engagement, or increase sales? Your answer to this question will
guide your strategy and help you determine which digital marketing tactics to use. It’s important
to remember two things when it comes to your goals. First, you can have more than one goal,
and second, you need to write these down. Writing down your goals is an essential part of the
goal-setting process. It's not enough to simply have goals in your mind - putting them down on
paper gives them substance and makes them tangible. By writing down your goals, you
increase clarity and focus, which helps you to stay on track and motivated. Additionally, writing
your goals down forces you to be specific and clear about what you want to achieve, making it
easier to develop a plan of action. It also helps you to prioritise your goals and stay organised.
Writing down your goals also makes them more real, making it more likely that you will take
action towards achieving them.

Now that we know that you can have more than one goal and that you should also write them
down, let’s have a look at what defining your goals in terms of setting a digital marketing
strategy for your small business entails.

1. Understand your business objectives.
The first step is to understand your overall business objectives. What do you want to
achieve with your business in the long term? This may include increasing sales,
expanding your customer base, improving customer loyalty, or launching a new product
or service.
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To get a better understanding of your business objectives, you need to assess your
current situation, conduct market research, identify your target audience, and then use
that information to define your business objectives. You also need to do all of that in
order.

a) Assess your current situation
The first step in understanding your business objectives is to assess your current
situation. This involves examining your business operations, including your
products or services, target audience, and current marketing efforts. Identify
what's working well for your business and what needs to be improved. Use the
information gathered to define your strengths, weaknesses, opportunities, and
threats (SWOT analysis). This analysis will help you to gain a clear
understanding of your business's current situation and provide you with valuable
insights for developing your objectives.

What exactly is a SWOT analysis though? A SWOT analysis is a useful tool for
understanding your business's current situation. It involves identifying your
business's strengths, weaknesses, opportunities, and threats. The analysis helps
you to gain an overview of your business's internal and external factors that can
influence its performance.

To conduct a SWOT analysis, start by gathering information on your business's
internal factors, such as its products or services, staff, financials, and operations.
Identify your business's strengths, such as its unique selling proposition (USP),
brand recognition, or customer loyalty. On the other hand, identify your
business's weaknesses, such as lack of resources, weak branding, or limited
distribution channels.

Next, identify your business's external factors, such as industry trends,
competition, regulations, and the economy. Identify opportunities that exist in the
market, such as untapped customer segments, emerging technologies, or new
markets. Also, identify threats to your business, such as competition, economic
downturns, or changing regulations.

Once you have identified all of these factors, analyse them to better understand
your business's current situation. Use the insights gathered to develop strategies
that capitalize on your strengths, minimize your weaknesses, take advantage of
opportunities, and mitigate threats.

Overall, conducting a SWOT analysis can help you to develop a better
understanding of your business's current situation, and identify ways to grow and
improve.
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b) Conduct market research
Market research is another critical step in understanding your business
objectives. You need to research your market and competition to identify industry
trends and gaps in the market. Also, analyse your competitors' strengths and
weaknesses, and identify their digital marketing strategies. This ties in with
conducting a SWOT analysis as explained above.

c) Identify your target audience
Knowing your target audience is essential for understanding your business
objectives. Identify who your ideal customers are, and define their demographics,
interests, and pain points. This information will help you to tailor your digital
marketing efforts to meet their needs and preferences. We discuss how to do this
in detail later.

d) Define your business objectives
Based on the information gathered from the above steps, define your business
objectives. Make sure they are specific, measurable, attainable, relevant, and
time-bound (SMART). Your objectives should be aligned with your business's
overall strategy and help you to achieve your business's mission and vision. We
discuss the process of SMART goal setting a bit later in this book.

In summary, understanding your business objectives is crucial for creating a successful
digital marketing strategy. By assessing your current situation, conducting market
research, identifying your target audience, and defining your business objectives, you
can have a better understanding of where you are as a business now and where you
want to be in the future.

2. Determine your marketing goals
Once you understand your business objectives, you can determine your marketing
goals. What do you want to achieve with your digital marketing efforts? Do you want to
drive more traffic to your website, increase social media engagement, generate more
leads, or boost sales?

Determining your marketing goals as a small business with limited resources means
setting specific, measurable objectives that align with your overall business objectives
and are achievable within your available resources.
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To determine which marketing goals are suitable for your business, you need to consider
several factors. First, identify the key areas of your business that you want to improve
through marketing. For example, you might want to increase sales, expand your
customer base, or improve customer loyalty. Then, prioritise your goals based on their
potential impact on your business.

Next, consider your available resources, including your budget, time, and expertise. Your
marketing goals should be achievable within these resources. For instance, if you have a
small budget, you might focus on low-cost or free marketing channels such as social
media or content marketing.

When setting your marketing goals, it's important to make them specific and measurable.
For example, instead of setting a goal to increase website traffic, you might set a goal to
increase website traffic by 20% in the next quarter. This will help you to track your
progress and make adjustments to your strategy as needed.

It's also important to make your marketing goals relevant to your business. For example,
if your business is focused on selling a specific product or service, your marketing goals
should be focused on promoting that product or service.

Finally, set time-bound goals that align with your overall business objectives. For
example, you might set a goal to generate 50 new leads per month over the next six
months. This will help you to stay focused and measure your progress over time. We
discuss the concept of setting SMART goals in more detail below.

For now, let’s have a look at the kinds of marketing goals that you can choose from. This
isn’t an exhaustive list, but I have found that it is sometimes difficult to define goals when
you don’t know what is possible. Here are some examples of marketing goals that may
be suitable for small businesses with limited resources:

● Increase website traffic: If your website is an important part of your business,
you might set a goal to increase website traffic by a certain percentage over a
specific period. This could be achieved through search engine optimisation,
content marketing, or social media marketing.

● Build brand awareness: If your business is new or not well-known, building
brand awareness might be a priority. You might set a goal to increase the number
of social media followers or email subscribers or to generate media coverage
through PR efforts.

● Generate leads: If your business relies on leads to generate sales, you might set
a goal to increase the number of leads generated through your website or other
marketing channels. This could be achieved through targeted advertising, email
marketing, or content marketing.
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● Improve customer retention: If your business has a high customer churn rate,
improving customer retention might be a priority. You might set a goal to increase
customer satisfaction, reduce customer complaints, or increase customer
referrals.

● Increase sales: Ultimately, most marketing efforts are aimed at increasing sales.
You might set a goal to increase sales by a certain percentage over a specific
period. This could be achieved through a combination of tactics such as targeted
advertising, email marketing, content marketing, and promotions.

As you know, your specific goals will depend on your business and its unique needs. It is
also important to remember that your goals need to be assessed in terms of their impact
on your business. We discuss this in more detail below.

3. Make your goals SMART
SMART goal setting is a method used to set specific, measurable, achievable, relevant,
and time-bound goals. This approach helps small businesses with limited resources
focus their efforts on achieving realistic and impactful objectives. Each element of the
SMART framework plays a crucial role in creating effective goals.

The first element, "specific," requires setting a clearly defined and well-understood goal
that is easy to communicate. For example, you might set a specific goal to increase
website traffic by 25% over the next three months.

The second element, "measurable," means setting goals that can be quantified and
tracked. By setting a specific numerical target, such as increasing website traffic by 25%,
you can track your progress over time and adjust your marketing strategies if necessary.

The third element, "achievable," involves setting realistic goals that can be accomplished
with the available resources. For example, you, as a small business with limited
resources, might not be able to afford an extensive advertising campaign, but you might
be able to increase social media engagement or improve your search engine
optimisation (SEO).

The fourth element, "relevant," requires setting goals that are directly related to the
overall business objectives. For example, if you sell organic beauty products, you might
set a goal to increase website traffic by 25%, but only if that increased traffic results in
more sales, and only if increasing your sales is one of your business goals.

The fifth and final element, "time-bound," involves setting a deadline or timeline for
achieving the goal. The importance of adding a deadline to your goal overlaps with the
requirement for goals to be specific. For example, you might aim to increase website
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traffic by 25% over the next three or six months. This is because adding a time limit to
achieving your goal, makes the goal more specific.

When setting SMART goals, it's important to consider each element of the framework
and how they relate to the specific needs and limitations of your business. When goals
are specific, they are more likely to be achievable because they provide clarity on what
needs to be accomplished. When goals are measurable, progress can be tracked and
success can be celebrated. Achievable goals ensure that resources and capabilities are
not stretched too thin and that the goal is attainable. Relevant goals ensure that the goal
is meaningful and will positively impact the business. Time-bound goals provide a sense
of urgency and help to prioritise efforts.

4. Prioritise your goals
As a small business with limited resources, it's essential to prioritise your goals and
focus on the ones that will have the most significant impact on your business. Identify
which goals are most important to your business and focus your digital marketing efforts
on achieving those first. Doing this will help you allocate your resources effectively and
ensure that you're making the most of your limited budget.

To prioritise your goals, you first need to consider the potential impact that each goal
could have on your business. Some goals may be more likely to have a direct and
significant impact, while others may be more of a long-term investment. For example,
increasing your website traffic or improving your search engine rankings could have an
immediate impact on your business by increasing your visibility and attracting more
potential customers. On the other hand, building a strong social media presence may be
more of a long-term investment in building brand awareness and developing a loyal
customer base.

Once you've identified the potential impact of each goal, you should also consider the
feasibility of achieving that goal. Some goals may be more difficult or resource-intensive
to achieve than others. For example, if you're a new business, it may be challenging to
immediately establish a strong social media presence, whereas optimizing your website
for search engines may be more achievable.

Prioritizing your goals also means striking a balance between those that have immediate
impacts and those that are more long-term focussed. While it might be tempting to
choose goals that have the highest potential immediate impact on your business and
that are also feasible to achieve given your available resources, only aiming for these
kinds of goals could put you at risk of functioning reactively without leaving room for
planning and growth.
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5. Align your goals with your budget
Aligning your marketing goals with your budget means setting realistic and attainable
goals that take into account the available financial resources. This is an important step in
creating a digital marketing strategy, as it helps to ensure that you are not overextending
your resources and can achieve your objectives without overspending.

To align your marketing goals with your budget, you will need to evaluate the various
marketing tactics that are available and choose those that are the most effective and
cost-efficient. This may involve focusing on low-cost or free tactics, such as social media
marketing, content marketing, and email marketing, while minimizing expenses on
tactics that may have a higher cost, such as paid advertising or influencer marketing.

When setting your marketing goals, it is important to consider the potential return on
investment (ROI) of each tactic, as this will help you to determine the most effective use
of your resources. For example, investing in social media marketing may have a lower
upfront cost than paid advertising, but may require more time and effort to see significant
results.

Additionally, as explained above, you need to prioritise your marketing goals based on
their impact on your business and the resources that are available. This means focusing
on a smaller number of goals that are the most important and achievable, rather than
spreading resources too thin across many objectives.

Before we move on, let’s have a quick look at what ROI is and how to determine the ROI
of your marketing activities.

ROI stands for Return on Investment, which is a measure of the financial gain or loss
generated by an investment as it relates to its cost. In the context of digital marketing,
measuring ROI involves analysing the performance of a particular marketing tactic or
campaign and comparing the results to the amount of money and resources invested in
it.

To measure the ROI of a digital marketing tactic, you need to first determine the key
performance indicators (KPIs) that are relevant to that tactic. For example, if you are
running a social media advertising campaign, the KPIs might include click-through rates,
conversion rates, and the cost per click or cost per conversion.

Once you have identified the relevant KPIs, you can track and measure the results of the
marketing tactic over a set period. To calculate the ROI, you would compare the revenue
generated or cost savings achieved as a result of the tactic to the amount of money
spent on it.

For example, if you spent R1,000 on a social media advertising campaign and generated
R3,000 in sales, your ROI would be calculated as follows:

12



ROI = (Gains - Cost) / Cost = (R3,000 - R1,000) / R1,000 = 2

This means that for every rand you spent on the campaign, you generated R2 in
revenue.

Measuring the ROI of a digital marketing tactic is important because it allows you to
determine which tactics are delivering the most value and which ones may not be worth
the investment. This can help you optimise your marketing efforts and allocate your
resources more effectively. Additionally, being able to demonstrate the ROI of your
marketing tactics to stakeholders can help you secure more budget and support for
future marketing initiatives.

Ultimately, aligning your marketing goals with your budget is about being realistic and
strategic with your resources. By setting goals that are achievable and cost-effective,
and prioritizing your efforts accordingly, you can create a digital marketing strategy that
delivers results without breaking the bank.

6. Track your progress
Tracking progress is essential to ensuring that you're on track to meet your marketing
goals. Without tracking, you won't know if you're making progress, where you're falling
behind, or what adjustments need to be made. Tracking your progress allows you to
analyse your performance and make informed decisions to optimise your marketing
efforts.

To track your progress, you need to establish key performance indicators (KPIs) that
align with your marketing goals. KPIs are metrics that measure the success of a specific
aspect of your marketing campaign. For example, if your goal is to increase website
traffic, your KPI might be the number of visitors to your website. If your goal is to
increase sales, your KPI might be the revenue generated by your digital marketing
efforts.

To track your progress, you can use a variety of tools, including Google Analytics, social
media analytics, email marketing software, and customer relationship management
(CRM) software. These tools can help you measure KPIs and provide insight into the
performance of your marketing efforts.

For example, if you're using Google Analytics to track website traffic, you can measure
the number of visitors, the time spent on your website, and the pages they visit. Social
media analytics can help you track engagement metrics such as likes, comments,
shares, and followers. Email marketing software can help you track open rates,
click-through rates, and conversions. CRM software can help you track customer
behaviour, such as purchasing habits and customer lifetime value.
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By tracking your progress and analysing the results, you can make data-driven decisions
to optimise your marketing efforts. You can identify areas where you're falling behind and
make adjustments to your marketing tactics to get back on track. You can also identify
areas where you're excelling and allocate more resources to those efforts to drive even
better results.

Overall, tracking your progress is essential to ensuring that your marketing efforts are
effective and delivering the results you need to grow your business.

A tracking method that I have found helps me develop a clear image and structure of
what I need to do to achieve my goals is the OKR Framework. This framework is visual,
and practical, and breaks down the different tactics to achieving my goals in easily
achievable steps.

Here’s how it works.

Using the OKR Framework to Track Your Progress
The OKR (Objectives and Key Results) framework is a popular goal-setting and tracking
framework used by many businesses to align their goals with their strategies and track
progress towards achieving them. Here's how you can use the OKR system to track the
progress of achieving your digital marketing goals as a small business owner:

● Define your Objectives: The first step is to define your Objectives, which are the
high-level goals you want to achieve. For example, your objective is to increase
website traffic, generate more leads, or boost social media engagement. Each
Objective should be specific, measurable, and time-bound. We’ve covered this
step in detail above.

● Set Key Results: Once you have defined your objectives, you need to set Key
Results, which are the measurable outcomes that will indicate progress towards
achieving your Objectives. Key Results should be specific, measurable, and
time-bound. Take the time to think about all the activities that need to be
completed for you to achieve your goal and write each of these down as a Key
Result. For example, if your Objective is to increase website traffic, your Key
Results might be to increase organic search traffic by 30% in the next three
months or to increase referral traffic by 20% in the next month.

● Assign owners and deadlines: Assign owners and deadlines to each Objective
and Key Result to ensure accountability and clarity around who is responsible for
achieving each goal and by when.

● Review and adjust regularly: Review your progress towards achieving your
Objectives and Key Results regularly, and adjust your strategy as needed. This
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will help you stay on track and make any necessary adjustments to achieve your
goals.

● Celebrate wins: Celebrate when you achieve your Key Results to keep your
team motivated and engaged. This will help you maintain momentum towards
achieving your Objectives and keep your team engaged in the process.

Chapter Summary
Defining your goals as a small business owner with limited resources requires a clear
understanding of your business objectives, setting SMART goals that align with your budget,
prioritising your goals, and tracking your progress along the way. By taking the time to define
your goals, you can create a digital marketing strategy that is focused, effective and delivers
results.

Topics covered in this chapter
Step 1: Define Your Goals

How do you define your goals?
1. Understand your business objectives

● Assess your current situation
● Conduct market research
● Identify your target audience
● Define your business objectives

2. Determine your marketing goals
● Identify the key areas of your business that you want to improve through

marketing.
● Consider your available resources.
● Examples of marketing goals that may be suitable for small businesses with

limited resources

3. Make your goals SMART
● What is SMART goal setting?
● Examples of each stage of the SMART goal-setting process.

4. Prioritise your goals
● What does this mean?
● Factors to consider when prioritizing your goals.

5. Align your goals with your budget
● How your budget impacts your goals.
● How to determine the ROI on digital marketing activities.
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6. Track your progress
● General steps involved in tracking your progress.
● Using the OKR Framework to track your progress.
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Step 2: Identify your target audience
When it comes to digital marketing, it's essential to understand who your target audience is. As
a small business owner with limited resources, you want to ensure that you're reaching the right
people with your marketing efforts. Identifying your target audience allows you to create more
effective marketing campaigns, maximise your budget, and ultimately grow your business. In
this chapter, we'll explore how to define your buyer persona, conduct market research, and use
data to gain insights into your audience's needs and behaviours. With the right information,
you'll be better equipped to create a digital marketing strategy that resonates with your target
audience and drives real results.

1. Understand your product or service
The first step to gaining a better understanding of what your target audience looks like,
includes having a deep understanding of the unique value proposition of your offering,
the problems it solves, and how it differs from the competition. This might sound
counterintuitive. After all, we are trying to understand our audience better, so why are we
looking at ourselves first? The reason for this lies in the fact that you cannot create
effective marketing messaging without a proper understanding of the problems that you
solve for your customers.

One way to gain a better understanding of your product or service is by conducting a
thorough analysis of your product features, customer reviews, and competitive
landscape. This process involves identifying what sets your offering apart from the
competition and how it can best address the pain points of your target audience. Let’s
unpack these steps in more detail.

a) An analysis of your product or service features
As mentioned, the analysis will help you to identify the key features and benefits
of your product or service, which can then be highlighted in your marketing efforts
and your marketing messages.

To start, create a list of all the features of your product or service. This can
include everything from physical attributes (e.g., size, weight, colour) to functional
aspects (e.g., speed, ease of use, durability). Once you have your list, it's
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important to understand which features are most important to your target
audience.

One way to do this is by conducting customer surveys or focus groups to gain
insights into what customers value most about your product or service. Another
approach is to analyse customer reviews and feedback to identify common
themes and pain points. You can also look at the features of your competitors'
products to see how yours compare and what sets them apart.

It's important to keep in mind that not all features are created equal, and some
may be more important to your target audience than others. To prioritise the
features that matter most, consider which ones are unique or superior to what
your competitors offer, which ones provide the most value to your customers, and
which ones align with your overall business goals.

Once you've identified the most important features, you can use them to create
targeted marketing messages. It’s important to remember, however, that your
marketing messages should include references to your features, but not be
dominated by them. Simply selling your features is not enough to persuade
customers to buy from you.

b) An analysis of your customer reviews
analysing customer reviews can be a valuable tool for gaining a better
understanding of your target audience. To do a thorough analysis, you should
start by collecting and organising all of the customer reviews you can find,
including those on your website, social media pages, and third-party review sites.
Once you have gathered a sufficient amount of data, you can begin to identify
common themes and trends in the feedback.

One approach to analysing customer reviews is to create a list of all the product
or service features mentioned in the reviews and categorise them based on their
frequency and sentiment. Look for patterns in the comments, such as frequent
complaints or praise for specific features, and make note of any recurring
themes. This will help you gain a better understanding of what aspects of your
product or service are most important to your customers and where you may
need to make improvements.

In addition to analysing the comments themselves, you should also look at the
profiles of the reviewers. Look for common characteristics, such as
demographics or geographic location, to help identify your target audience. You
can also look at the rating of the reviews and determine which features are
driving positive or negative sentiment.
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To interpret your findings, look for patterns and correlations between the product
features, customer demographics, and sentiment. This can help you identify what
types of customers are most satisfied with your product and why. You can also
use this information to refine your marketing messages to better target your
audience.

c) An analysis of your competitive landscape
To begin, start by identifying who your direct competitors are. Once you have a
list of competitors, you can start to analyse their marketing strategies,
messaging, target audience, strengths, and weaknesses. This analysis will give
you valuable insights into what your competitors are doing right and wrong, what
your audience finds appealing, and how you can differentiate your product or
service from your competitors.

To conduct a thorough competitive analysis, start by reviewing your competitors'
websites, social media profiles, and any other digital marketing channels they
use. Look at their messaging and branding to determine their unique value
proposition, target audience, and any gaps in the market that you can fill. Look at
their customer reviews and feedback to see what their customers like and dislike
about their products or services.

Next, research their pricing strategies, promotions, and any other incentives they
offer to attract customers. This will give you an idea of how you can price your
product or service competitively and what promotions or incentives you can offer
to attract customers.

Conducting an analysis of your competitive landscape in this way will give you a
better understanding of 1) how your competitors operate, and 2) how your
customers react to different kinds of marketing messages. This will give you an
idea of what your customers find valuable, what they like, what they don’t like,
and so on.

Another approach to gain a better understanding of your product or service is to conduct
market research by collecting data on your target audience's needs, pain points, and
preferences. This data can be gathered through surveys, focus groups, or interviews
with your existing customers, as well as by analysing data from your website, social
media, or email marketing campaigns. We explain this step in more detail below.

Ultimately, a deep understanding of your product or service allows you to create a digital
marketing strategy that is tailored to the needs and preferences of your target audience,
increasing the chances of success for your small business with limited resources.
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2. Conduct market research
Market research is an important step in understanding your target audience as a small
business owner. To conduct market research, you can start by identifying the problem
you are trying to solve and the questions you need to answer. Then, you can use a
combination of primary and secondary research methods to collect information about
your target audience. Primary research involves collecting new data through surveys,
focus groups, and interviews with your target audience, while secondary research
involves analysing existing data from sources like market reports, industry publications,
and online databases. Let’s discuss these steps in more detail.

a) Identifying the problem you are trying to solve
To identify the problem that you are trying to solve, you need to develop a
customer problem statement. A customer problem statement is a concise and
focused statement that identifies the specific problem or pain point that a
customer is experiencing. It provides a clear and specific description of the
customer's problem, its context, and its impact on the customer's life or business.
Writing a customer problem statement is an essential step in identifying your
target audience, as it helps you better understand the needs, wants, and pain
points of your potential customers.

To write a customer problem statement, you should start by defining the problem
that your product or service solves. This problem should be specific and focused,
and it should relate directly to the needs and wants of your target audience. You
should then describe the customer's current situation, including any challenges or
barriers that they may be facing. Finally, you should describe the impact of the
problem on the customer, including any negative consequences or risks that they
may be facing if the problem is not resolved.

Here is a framework that I like to use to help me better craft an effective customer
problem statement. All you need to do is fill in the blanks with the data you have
collected from your research.

I am a ___________________. I am trying to __________________,

but ______________________. This is making me feel ___________________.

From this, you can write a compelling customer problem statement that ticks all
the right boxes and that you can use to craft your marketing messages moving
forward. It’s also important to note that you need to write a customer problem
statement for each of the problems that you solve. In effect, you need a customer
problem statement for each product you sell or service that you offer.
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As mentioned, an effective customer problem statement should be concise and
specific, and it should communicate the customer's pain point and the impact it
has on their life or business. It should also be grounded in data and research,
and it should be informed by the feedback and insights you have gathered from
your customers, market research, and competitive analysis. Overall, a
well-crafted customer problem statement can help you better understand your
target audience and develop a digital marketing strategy that speaks directly to
their needs and desires.

b) Conduct primary research on your target audience
Conducting primary research on your target audience involves gathering new
data directly from your audience through various research methods. This can be
done in a few steps:

● Define your research objectives: Determine what you want to learn
from the research and set specific goals. This will help you choose the
most appropriate research methods and design your research questions.

To define your research objectives, start by identifying what you want to
learn about your target audience. This could include their needs,
preferences, pain points, attitudes, behaviours, or demographics. Once
you have a general idea of what you want to learn, you can refine your
objectives to be more specific and measurable. For example, your
research objective could be to understand how your target audience uses
social media to discover new products or to determine which pricing
model is most appealing to them.

When defining your research objectives, it's important to keep in mind the
resources and limitations of your small business. As a small business
owner with limited resources, you may not be able to conduct extensive
research on every aspect of your target audience. prioritise the most
important questions you need answers to and set objectives that are
realistic and achievable with the resources you have available.

To ensure that your research objectives are SMART, ask yourself the
following questions:

1. Is the objective specific and focused on a particular aspect of your
target audience?

2. Can the objective be measured and quantified in some way?
3. Is the objective achievable with the resources you have available?
4. Is the objective relevant to your business and will it provide useful

insights?
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5. Are the objectives time-bound and achievable within a reasonable
timeframe?

Once you have defined your research objectives, you can begin to plan
your research methodology and data collection techniques. Keep your
objectives in mind throughout the research process to ensure that you are
gathering the information you need to achieve your goals.

● Choose your research method: There are various methods to collect
primary research data, including surveys, interviews, focus groups, and
observations. Choose the method that best fits your research objectives,
budget, and target audience.

The research method you choose will depend on the type of information
you want to collect, the size of your target audience, and the resources
available to you as a small business owner with limited resources.

There are two main types of research methods: quantitative and
qualitative. Quantitative research involves gathering numerical data
through surveys, questionnaires, and other structured data collection
methods, while qualitative research involves collecting non-numerical
data through methods such as focus groups, interviews, and observation.

If you are looking to gather data on a large sample size, quantitative
research may be the way to go. On the other hand, if you want to gain a
deeper understanding of your target audience's behaviour, motivations,
and preferences, qualitative research may be more suitable. It's important
to weigh the pros and cons of each method and consider your research
objectives and the type of information you are looking to collect before
deciding on a method.

Once you have chosen your research method, you can then start
designing your data collection instruments, such as surveys,
questionnaires, or interview guides, and prepare to reach out to your
target audience to collect the data.

● Design your research questions: Designing research questions for
primary research involves a systematic approach to ensure that the
questions are focused, clear, and unambiguous. Here are some steps you
can follow to design your research questions:

1. Begin by formulating broad questions that will help you understand
your target audience better. This will enable you to narrow down
your research focus and identify specific areas to investigate.
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2. Once you have identified your broad research questions, narrow
them down to specific research objectives that are relevant to your
business. Consider what kind of information you need to gather to
achieve your research objectives.

3. Use open-ended questions that allow participants to provide
detailed responses. This approach will provide you with a more
comprehensive understanding of the target audience.

4. Avoid questions that lead participants to a particular answer.
Leading questions can bias the results and impact the validity of
your research.

5. Ensure that your questions are easy to understand and avoid
using technical jargon or complicated language. This will make it
easier for participants to answer your questions and ensure that
your results are accurate.

6. Before conducting your research, test your questions with a small
group of participants to ensure that they are clear, focused, and
relevant. This will help you refine your research questions and
improve the accuracy of your results.

By following these steps, you can design research questions that will
enable you to gather accurate and relevant data about your target
audience.

● Select your sample: The sample refers to the group of individuals or
organisations that you will study in your research. To select your sample,
you first need to determine the size of your sample, which is the number
of individuals or organisations that you will include in your study. The size
of your sample should be determined by the research goals, the available
resources, and the level of precision required for the study.

Once you have determined the size of your sample, you can start
selecting the individuals or organisations that will be included in the study.
You can choose your sample from different sources, such as customer
lists, public records, or social media profiles. You can also use different
sampling methods, such as random sampling, stratified sampling, or
purposive sampling.

Random sampling is a method that selects individuals or organisations at
random from a population. Stratified sampling divides the population into
subgroups and selects individuals or organisations from each subgroup.
Purposive sampling selects individuals or organisations that meet specific
criteria, such as age, gender, or location.
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The choice of the sampling method will depend on the research goals and
the characteristics of the target audience. Once you have selected your
sample, you can start collecting data through surveys, interviews, or other
methods. The data collected from the sample can then be used to draw
conclusions about the target audience and inform the development of a
digital marketing strategy.

It’s also important to mention here that your sample should include your
existing customers as well because they are effectively who you are
modelling your buyer persona and target audience.

● Conduct your research: This step involves collecting data from your
sample group, which can be done in several ways. One method is
through interviews, where a researcher asks questions and records
responses. Another method is through surveys, where respondents
answer a set of standardized questions. When administering the research
questions, it is important to ensure that the questions are clear and easy
to understand. Additionally, the questions should be unbiased, and the
responses should be recorded accurately. The method of administration
should be chosen based on the research objectives and the target
audience. For example, if the target audience is elderly, paper surveys
may be more suitable than online surveys. Overall, the administration of
research questions should be conducted with care to ensure that the data
collected is accurate and reliable.

● Analyse your data: After collecting the data, the next step is to analyse it
to gain insights into your target audience. The type of analysis you
perform will depend on the research method you used and the type of
data you collected. Quantitative data can be analysed using statistical
techniques, while qualitative data requires more subjective interpretation.

To analyse your data, you first need to clean and prepare it for analysis.
This involves checking for errors, missing values, and outliers. Once you
have clean data, you can start to analyse it. Quantitative data might
involve calculating means, standard deviations, and correlations.
Qualitative data might involve identifying themes or patterns in the data.

When interpreting your findings, you should look for patterns and trends
that help you to answer your research questions. You should also
consider any limitations of your research, such as sample size or bias,
that might impact the validity of your findings. It's important to be objective
and open-minded when interpreting your data and to consider alternative
explanations for your findings.
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Finally, you should use your findings to refine your understanding of your
target audience and to inform your digital marketing strategy. For
example, if you find that your target audience is highly active on social
media, you might adjust your marketing strategy to focus more on social
media channels. Or if you find that your target audience is motivated by
price, you might adjust your pricing strategy to better appeal to them.

c) Conduct secondary research on your target audience
Secondary research involves gathering data and insights that have already been
collected and published by other sources, such as market research reports,
industry publications, academic journals, and online resources.

Here is a step-by-step guide on how to conduct secondary research to identify
your target audience:

● Identify the sources of information: The first step in conducting
secondary research is to identify the sources of information that you can
use to learn more about your target audience. This may include market
research reports, industry publications, academic journals, and online
resources.

When conducting secondary research on your target audience, you will
need to identify sources of information that are relevant to your research
objectives. Various sources of secondary data can provide useful
information about your target audience, such as government reports,
industry publications, academic journals, market research reports, and
online databases.

To identify these sources, you can start by conducting a search using
relevant keywords and phrases related to your research objectives. This
can be done through various search engines, databases, and other online
sources. You can also consult with industry experts, professional
associations, and other organisations to identify relevant sources of
information.

Once you have identified potential sources of information, it is important
to evaluate them to determine their relevance, reliability, and validity. This
can be done by assessing the quality of the source, the credibility of the
author or publisher, and the timeliness and relevance of the information.

After evaluating your sources of information, you can then gather and
organise the data into a format that is useful and relevant to your research
objectives. This may involve summarising key findings, creating charts
and graphs to display the data, and identifying patterns and trends that
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can inform your marketing strategy. It is important to critically analyse and
interpret the data to ensure that it is used effectively to identify and
understand your target audience.

● Define your research objectives: Before conducting secondary
research, you need to define your research objectives. This will help you
identify the specific information you need to gather and the sources you
should use. This step is implemented in the same way as when you
conduct primary research as explained above.

● Conduct a literature review: In the context of conducting secondary
research on your target audience, a literature review involves a
systematic examination and analysis of published research studies,
reports, and other relevant information sources related to your target
audience. The goal of a literature review is to gain a comprehensive
understanding of the existing research and information on your target
audience, including their behaviours, attitudes, preferences, and other
characteristics that may impact your digital marketing strategy.

A literature review is an essential step in conducting secondary research
because it provides a foundation of knowledge that can help you refine
your research questions, identify knowledge gaps, and establish a
benchmark for comparison with your research findings. By examining
previous studies, you can identify best practices and trends in your
industry or target market, and you can also assess the validity and
reliability of your research methods and results.

Conducting a literature review requires a thorough and systematic
approach. You should begin by identifying relevant information sources,
such as academic journals, industry reports, and government
publications. You can use search engines and databases, such as Google
Scholar, PubMed, or ProQuest, to locate these sources. Once you have
identified relevant sources, you should read and critically analyse each
one, taking note of key findings and ideas, and summarising the main
points. Finally, you should synthesize your findings and draw conclusions
that will inform your digital marketing strategy.

When conducting a literature review as part of your secondary research to
identify your target audience, you can gather a wealth of information
about your audience. As mentioned, this can include their behaviours,
attitudes, beliefs, preferences, and needs. You can learn about their
demographics, such as their age, gender, income, and education level, as
well as their geographic location and cultural background. You can also
gain insights into the channels they use to communicate, their interests,
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and the problems they face. By examining the literature, you can also
identify any gaps in the existing research and pinpoint areas where further
investigation is needed. Overall, a literature review can provide you with a
broad understanding of your target audience and help you make informed
decisions when developing your digital marketing strategy.

● Use online resources: There are many online resources available that
can provide valuable insights into your target audience. Social media
platforms, forums, blogs, and websites can be great sources of
information on consumer behaviour and preferences.

As a small business with limited resources, when conducting secondary
research on your target audience, online resources can be incredibly
helpful. The internet provides access to a wealth of information that can
help you gain a better understanding of your target audience, including
demographic data, social media trends, industry reports, and academic
research. One of the first steps in using online resources is to identify
reputable sources of information, such as government websites,
academic journals, and industry publications. You can also use search
engines, social media platforms, and online databases to find relevant
information. As discussed earlier, once you have identified potential
sources of information, it's important to carefully evaluate the quality and
relevance of the data. You can use tools such as Google Scholar, JSTOR,
and other academic databases to find peer-reviewed research studies
that may provide valuable insights into your target audience. Additionally,
social media monitoring tools like Hootsuite, Mention, and Brandwatch
can help you track and analyse social media conversations and trends
related to your target audience. Overall, using online resources can be a
cost-effective and efficient way to conduct secondary research on your
target audience, but it's important to be mindful of the quality and
relevance of the information you find.

● Analyse the data: Once you have gathered the necessary information
from your secondary research, it is important to analyse the data to gain
insights into your target audience. As with analysing the data from your
primary research, the first step in data analysis is to organize the
information you have collected in a meaningful way. This may involve
categorizing the data, creating graphs or charts to visualize trends or
patterns, and summarising the data clearly and concisely.

Once the data is organised, the next step is to analyse it to gain insights
into your target audience. This may involve identifying common themes or
trends in the data, comparing data sets to identify patterns or differences,
and identifying any gaps in the data that may require further investigation.
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It is important to keep in mind that the interpretation of data is subjective
and can vary depending on the researcher. When interpreting your
findings, it is important to remain objective and avoid drawing conclusions
based on personal bias or assumptions. It may also be helpful to consult
with other researchers or experts in the field to gain additional insights
into the data.

The last step, after having conducted primary and secondary research, is to interpret the
findings and use them to inform your marketing strategy. From the data collected in your
primary research, such as surveys, focus groups, or interviews, you can draw
conclusions about the specific characteristics of your target audience. For example, you
may find that your audience is primarily composed of females, aged between 25 and 35,
with an interest in a sustainable fashion. From these findings, you can tailor your
marketing efforts to better resonate with this audience, such as featuring eco-friendly
and socially responsible practices in your branding and messaging.

Similarly, your secondary research can provide insights into broader trends and patterns
your target audience exhibits. For example, you may find that there is a growing demand
for vegan and plant-based products in your industry, indicating a potential market
opportunity. From these findings, you can make decisions on product development or
adjust your marketing strategies to appeal to this growing trend.

The interpretation of findings from primary and secondary research can inform decisions
on a range of business aspects, from product development to marketing strategy and
beyond. For instance, if your research findings reveal that your target audience has a
low awareness of your brand, you may decide to invest in a brand awareness campaign
to increase visibility and recognition. Or, if the research shows that your audience prefers
to shop online, you may choose to prioritise your e-commerce platform and invest in
digital marketing initiatives.

What is evident from the above is that your research efforts, while they may primarily be
focussed on getting a better understanding of your target audience, can also shed light
on other important factors that influence not only your marketing activities but your
business activities as a whole.

Throughout the process of conducting market research, it is, however, important to focus
on gathering information about your target audience's characteristics, needs,
behaviours, and preferences. You can use this information to create buyer personas that
represent different segments of your target audience. Buyer personas are fictional
representations of your ideal customers that help you understand their pain points,
motivations, and buying habits. By understanding your target audience's characteristics,
needs, behaviours, and preferences, you can tailor your marketing efforts to effectively
reach and engage with them.
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3. Define your buyer personas
Based on the interpretation of your research findings, you can now define your buyer
personas. Ideally, you should define a buyer persona per problem that you solve as
identified in the previous step.

When creating a buyer persona, it's important to include a deep level of detail about the
characteristics, behaviours, and motivations of your ideal customer. This is because the
more detailed and specific your buyer persona is, the better you'll be able to tailor your
marketing efforts to meet the needs and preferences of your target audience. Doing this
can lead to higher engagement, more conversions, and increased loyalty from your
target audience over time.

To show you just how detailed your buyer persona should be, I have included a list of
questions you can use to get a better understanding of who your customer is.

Demographics
● What is their age range?
● What is their gender?
● What is their location?
● What is their income level?
● What is their education level?

Psychographics
● What are their interests and hobbies?
● What are their values and beliefs?
● What are their personality traits?
● What are their lifestyle habits?

Behaviour
● What are their pain points?
● What motivates them to purchase your product or service?
● What objections do they have to purchasing your product or service?
● What channels do they use to find information and make purchasing decisions?
● What are their buying habits, such as frequency of purchase and average order

value?

Goals and challenges
● What are their goals and aspirations?
● What challenges do they face in achieving their goals?
● How can your product or service help them overcome these challenges and

achieve their goals?

Communication and feedback
● How do they prefer to communicate, such as by email, phone, or social media?
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● How do they provide feedback and engage with your business?
● What kind of content do they prefer to consume, such as blog posts, videos, or

social media posts?

By asking these questions and building a detailed profile of your ideal customer, you can
create a buyer persona that helps guide your digital marketing strategy. Because you
now have a better understanding of your audience’s needs, wants, and pain points, you
can create content that addresses those issues and provides value to your audience;
resulting in more effective and efficient marketing efforts.

Before we move on to the next step in identifying your target audience, let’s quickly
pause on the topic of creating targeted content for your buyer personas.

To create targeted content, you should start by examining the research you conducted
and look for common themes, such as the challenges your audience faces, their goals,
and the types of content they prefer. This information can help you create content that
speaks directly to your target audience.

For example, if you have identified that your target audience is primarily interested in
visual content, you may want to focus on creating videos, infographics, or other visual
content that highlights your products or services. If your target audience is primarily
interested in written content, you may want to focus on creating blog posts or articles
that provide helpful information or insights related to your industry.

You can also use the information you gathered to focus on using the correct language,
tone, and messaging that your target audience responds to. For example, if you have
identified that your target audience is primarily interested in eco-friendly products, you
may want to focus on messaging that highlights the sustainability features of your
products or services. If your target audience is primarily interested in value, you may
want to focus on messaging that highlights the affordability of your products or services.

Now, back to the process of identifying your target audience.

4. Identify customer segments
Once you clearly understand your buyer personas, identify customer segments and
prioritise them according to their potential for growth.

Segmenting your customers involves dividing your target audience into groups based on
shared characteristics such as demographics, behaviour, needs, and preferences. By
identifying specific segments of your target audience, you can create targeted marketing
campaigns and messaging that resonate with each group, leading to a higher ROI and
better engagement.
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When it comes to prioritising your customer segments, you need to identify which
customer segments are the most important to your business and deserve the most
attention in your marketing efforts. Not all customer segments are created equal, and
some may be more valuable or easier to target than others.

One way to prioritise customer segments is to use a scoring system that assigns points
to each factor based on its importance to your business. The scoring system for
prioritizing customer segments is a way to assign a numerical value to each customer
segment based on specific criteria that align with your business goals and objectives.
The criteria can vary depending on the nature of your business and the goals you have
set for your digital marketing strategy. However, some common criteria used to score
customer segments include the size and growth rate of the segment, the level of
profitability and potential revenue, the fit with your company's strengths and capabilities,
and the competitive landscape of the segment.

To use this scoring system, you first need to identify the criteria that are most relevant to
your business and assign a weight to each criterion based on its importance. You can
then score each customer segment on each criterion using a scale of, for example, 1 to
5 or 1 to 10, with higher scores indicating a better fit with that criterion. Finally, you can
calculate the total score for each customer segment by multiplying the score for each
criterion by the weight assigned to that criterion and adding up the results.

Once you have calculated the scores for each customer segment, you can prioritise
them based on their total score. The segments with the highest scores are the ones that
are most likely to provide the best return on investment for your digital marketing efforts,
and you can focus your resources on those segments first. This will help you to make the
most efficient use of your limited resources and to maximise the return on your
investment in marketing.

However, it's important to keep in mind that this scoring system is just one tool to help
you make informed decisions about where to focus your resources. It's also important to
consider other factors, such as the competitive landscape and market trends, when
making these decisions.

5. Refine and test
Refining and testing your target audience involves continuously monitoring and
analysing the results of your marketing campaigns, customer feedback, and any
changes in the market to ensure that your target audience is still relevant and effective.
This step is important as your target audience can shift over time and the messaging that
resonates with them may change. By regularly refining and testing your target audience,
you can ensure that your marketing efforts are efficient and effective.

One way to refine and test your target audience is to analyse the results of your
marketing campaigns. You can track metrics such as click-through rates, conversion
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rates, and engagement rates to determine which messages and channels are resonating
with your audience. You can also use customer feedback to gain insight into their
preferences, pain points, and needs. This information can be used to adjust your
messaging and marketing strategy to better target your audience.

Another way to do this is to keep an eye on changes in the market. Pay attention to your
competitors and changes in your industry to see if any shifts in your target audience or
new segments may be worth targeting. Regularly review your buyer personas and
ensure that they are still accurate and up-to-date.

Overall, refining and testing your target audience is an ongoing process that requires
monitoring and analysis of various sources of data. By staying agile and adapting to
changes in your market, you can better reach and engage your target audience with
your digital marketing strategy.

Chapter Summary
Identifying your target audience as a small business owner with limited resources requires a
deep understanding of your product or service, conducting market research, defining buyer
personas, analysing your existing customer base, identifying customer segments, and refining
and testing your approach. By taking the time to understand who your target audience is, you
can create a digital marketing strategy that is focused, effective and delivers results.

Topics covered in this chapter
Step 2: Identify Your Target Audience

How do you identify your target audience?
1. Understand your product or service

● Analyse your product or service features
● Analyse your customer reviews
● Analyse your competitive landscape

2. Conduct market research
● Identifying the problem you are trying to solve
● Conducting primary research on your target audience: A step-by-step guide
● Conducting secondary research on your target audience: A step-by-step guide

3. Define your buyer personas
● What questions should you ask about your buyer persona?
● Creating targeted content for your buyer personas

4. Identify customer segments
● Using a scoring system to prioritise your customer segments to maximise the

return on your investment in marketing.
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5. Refine and test
● Analyse the results of your marketing campaigns
● Keep an eye on changes in the market
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Step 3: Choose the right digital marketing channels

In today's digital world, having a strong online presence is crucial for small businesses to
succeed. However, with so many digital marketing channels available, it can be overwhelming to
know where to start. Choosing the right digital marketing channels is the third step in developing
a successful digital marketing strategy.

As a small business with limited resources, it's essential to focus on the digital marketing
channels that will give you the most bang for your buck. To do this effectively, it's important to
first define your marketing goals and understand your target audience in terms of their digital
behaviour. Once you have a clear understanding of your target audience, the next step is to
research the digital marketing channels available to you. This includes social media, email
marketing, paid advertising, search engine optimisation, and more. After researching the
channels, you'll need to evaluate your resources, including your budget and team capabilities, to
determine which channels you can realistically execute. Once you've evaluated your resources,
you can prioritise the channels that will have the biggest impact on your marketing goals. Finally,
it's important to continually test and optimise your chosen channels to ensure they are
performing at their best. This chapter will take you through each of these steps in detail,
providing practical advice and examples to help you choose the right digital marketing channels
for your small business.

1. Define your marketing goals
We’ve covered the process of defining your marketing goals and how to set SMART
goals in chapter 1 so you should, by now, know what it is that you want to achieve from
your marketing activities. However, as Marshall Sylver said: “With constant repetition and
reinforcement, new habits are easily formed.” So, I will briefly cover what defining your
marketing goals means in this context.

Your goals should be specific, measurable, achievable, relevant, and time-bound
(SMART), to ensure that you can measure the success of your efforts accurately.

To begin, you need to identify the specific objectives that you want to achieve. For
example, you may want to increase website traffic, generate leads, increase brand
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awareness, or improve customer engagement. Each of these objectives requires a
different strategy to achieve, so it's important to identify them before choosing the right
digital marketing channels.

Once you have identified your marketing goals, you can start to research which digital
marketing channels and tactics are best suited to help you achieve those goals. For
example, if your goal is to increase website traffic, you may want to focus on search
engine optimisation (SEO), pay-per-click (PPC) advertising, or social media advertising.

If your goal is to generate leads, you may want to use a combination of email marketing,
content marketing, and social media advertising. If your goal is to increase brand
awareness, you may want to use a mix of influencer marketing, social media advertising,
and content marketing.

It's essential to note that different platforms and tactics serve different goals, and it's
crucial to prioritise them based on your available resources and goals. As you start to
define your marketing goals, you can begin to identify which digital marketing channels
and tactics are most suited to help you achieve those goals.

2. Understand your target audience
As discussed earlier, understanding your target audience is essential to developing an
effective digital marketing strategy. We built a picture of what our ideal customer looks
like in terms of who they are and what their motivations are in the previous step, now it’s
time to focus on how they use digital channels in their everyday lives. Consider where
your target audience spends time online, what channels they prefer to use, and how they
engage with different types of content.

To do this, you need to conduct research and analyse your data. Here are some steps
that you can take to get a better understanding of your target audience's usage of digital
channels and their behaviour on digital channels:

● Conduct surveys: One way to gain insights into your target audience's digital
behaviour is to conduct surveys. You can use tools like Google Forms or
SurveyMonkey to create and distribute surveys to your target audience.

Surveys can be a useful tool when used correctly. When designing a survey, it's
important to keep in mind the specific information you're looking to gather and the
best ways to phrase questions to obtain that information. Here are some
examples of questions that can be included in a survey:

1. What digital channels do you typically use when researching products or
services?

2. How often do you use social media platforms such as Facebook,
Instagram, or Twitter?
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3. Do you prefer to use desktop or mobile devices for browsing the internet
and making online purchases?

4. Have you ever purchased a product or service as a result of an online
advertisement?

5. What factors are most important to you when deciding to purchase a
product or service online?

6. How frequently do you read and engage with online reviews?
7. What are your preferred methods of communication for receiving updates

from companies or brands you follow?
8. What kind of content do you enjoy consuming on digital channels such as

blogs, social media, or email newsletters?
9. How do you typically discover new products or services?
10. What would make you more likely to engage with a brand on digital

channels?

These questions can help you gain a better understanding of your target
audience's preferences and behaviours, which in turn informs your decision
about which digital marketing channels you should use to achieve your marketing
goals. The tactics implemented on these digital marketing channels will then form
part of your digital marketing strategy.

● Analyse website analytics: Analysing website analytics can provide valuable
insights into the online behaviour of your target audience. Website analytics can
help you identify the types of content that are most popular, the pages that
visitors spend the most time on, the search terms they use to find your website,
and more. This information can help you make data-driven decisions about which
digital marketing channels to use to reach your target audience.

To get started, you can use a web analytics tool like Google Analytics to track
and analyse your website traffic. Some of the key metrics to look at include:

1. Audience demographics: This can help you understand the age, gender,
location, and interests of your website visitors. You can use this
information to create targeted content and advertising campaigns.

2. Traffic sources: This shows you how visitors are finding your websites,
such as through search engines, social media, or referral websites. This
can help you determine which channels are most effective at driving traffic
to your site.

3. Pageviews and time on site: This can help you identify the pages that are
most popular with your audience and the amount of time they are
spending on your site. This information can help you create more
engaging content and improve user experience.
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4. Conversion rates: This shows you the percentage of visitors who take a
desired action on your website, such as filling out a form or making a
purchase. This can help you identify which pages and channels are most
effective at driving conversions.

Analysing website analytics can help you make informed decisions about which
digital channels to use in your marketing strategy. For example, let's say you run
an e-commerce business selling clothing online, and you want to understand
your target audience's online behaviour to inform your decision on which digital
channels to use in your digital marketing strategy. By analysing your website
analytics, you can gain insights into how users interact with your website, what
content they engage with, and where they drop off in the user flow on your
website (also known as the conversion funnel).

For example, you may find that the majority of your website traffic comes from
mobile devices, and users tend to spend more time on product pages than on the
homepage. This information could suggest that mobile optimisation is crucial for
your business and that your product pages should be well-designed and contain
plenty of information about your products.

You may also find that users tend to drop off at a certain point in the conversion
funnel, such as during the checkout process. This could indicate that there is an
issue with your checkout process that needs to be addressed, or that your
shipping and returns policies need to be more clearly communicated.

By analysing website analytics, you can also identify the sources of your website
traffic, such as organic search, social media, or paid advertising. This can help
you to determine which digital channels are most effective in driving traffic and
conversions for your business.

In this way, analysing website analytics can provide valuable insights into your
target audience's online behaviour and preferences, which can inform your digital
marketing strategy and help you to make more informed decisions about which
digital channels to use.

● Use social media listening tools: Social media listening is the process of
monitoring social media platforms for mentions of specific keywords, topics, or
brands. It involves tracking what people are saying about a business or industry,
as well as identifying trends and patterns in consumer behaviour. By using social
media listening tools, you can gain valuable insights into your target audience's
online behaviour, preferences, and pain points, which can inform your marketing
strategy.
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To use social media listening tools, first, identify the keywords or topics related to
your business or industry. Then, use a social media listening tool, such as
Hootsuite Insights, Mention, or Brandwatch, to monitor social media platforms for
mentions of these keywords or topics. These tools can help you analyse the
sentiment of the mentions, track the reach of the mentions, and identify key
influencers in your industry.

For example, if you are a small business that sells eco-friendly products, you can
use social media listening tools to monitor social media for mentions of
"sustainable living," "environmentally friendly products," or "zero-waste lifestyle."
By analysing the data collected through these tools, you can gain insights into
your target audience's preferences, such as the type of eco-friendly products
they are interested in or the channels they prefer to use to engage with
sustainable living content. This information can then be used to inform your
digital marketing strategy, including which social media channels to use and the
type of content to create.

● Analyse email marketing data: If you use email marketing, you can analyse
your email marketing data to gain insights into your target audience's behaviour.
By analysing this data, you can determine which types of content and messaging
are resonating with your audience and which are not, allowing you to optimise not
only your email campaigns for better engagement and conversions but your
marketing campaigns in general as well.

To analyse your email marketing data, you will need to use an email marketing
platform that provides detailed analytics and reporting. This may include
information such as open rates, click-through rates, conversion rates, subscriber
demographics, and subscriber engagement over time.

You can use this data to answer questions such as:

1. What are the average open rate and click-through rate for my email
campaigns?

2. Which subject lines and preview text are getting the most opens?
3. Which links and calls to action are getting the most clicks?
4. Which types of content (e.g. blog posts, product updates, promotions) are

generating the most engagement and conversions?
5. What is the overall trend in subscriber engagement over time?

By answering these questions, you can gain a better understanding of what is
working and what isn't. You can then use this information to make informed
decisions about which digital channels to use in your marketing strategy, and how
to tailor your messaging and content to better resonate with your target audience.
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To conclude this section, let me emphasise the importance of understanding your target
audience’s online behaviour with a practical example. Let’s say, one of your digital
marketing goals is to generate leads. To achieve this, you may want to focus on creating
a lead magnet or using social media advertising. If you opt for social media advertising,
for example, you need to use the social media platform that the majority of your target
audience uses and create content that your audience will want to engage with. The only
way you are going to know which platform to use and what kind of content to create is by
focusing on understanding your target audience's digital behaviour. By conducting
surveys, analysing website analytics, using social media listening tools, and analysing
email marketing data, you’ll be able to gain the necessary information to help you make
an informed decision about which digital channels to use in your digital marketing
strategy.

3. Research digital marketing channels
Below is a list of some common digital channels that you may consider including in your
digital marketing strategy:

● Search engine optimisation (SEO)
● Pay-per-click (PPC) advertising
● Social media marketing
● Content marketing
● Email marketing
● Influencer marketing
● Affiliate marketing
● Display advertising
● Video Marketing
● Mobile Marketing
● Podcast advertising
● Webinars
● Chatbots
● SMS marketing
● Digital PR

Please note that this is not an exhaustive list and there may be other digital channels
that are specific to your industry or niche that could be considered as well. This is also
not to say that you should dive head-first into researching all of these channels. This list
serves only to show you what is possible. Understanding how your audience uses the
different digital channels that are available should help you already narrow down which
channels you should be focusing on.

When conducting your research, look for information on the effectiveness of each
channel, the cost, the level of effort required to implement and maintain, the level of
competition, and the potential ROI. These factors can help you prioritise which channels
to focus on based on your marketing goals and available resources.
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There are several sources that you can consult as part of your research. One important
source is industry research reports and publications, which provide insights into trends,
best practices, and emerging channels in your industry. These reports can help you stay
ahead of the curve and identify new channels that your competitors may not yet be
using.

Another important source is online communities and forums related to your industry.
These can provide valuable information on the channels that your target audience uses
and the types of content they engage with. In addition, you can also join groups and
engage in conversations to get a better understanding of your target audience's needs,
challenges, and preferences.

You can also consult case studies of successful digital marketing campaigns in your
industry or related industries to see what channels they used and how they were able to
achieve their marketing goals. Case studies can provide insights into which channels are
effective for reaching specific audience segments and achieving specific marketing
objectives.

Finally, you can also consult with digital marketing experts, either through consulting
services or online resources, to get advice on which channels are best suited for your
target audience and marketing goals. Digital marketing experts can provide you with a
guide to the latest trends and strategies, as well as offer practical tips on how to
implement and optimise different channels.

4. Evaluate your resources
This step in the process is all about feasibility. Understanding your resources and
capabilities will help you strike a balance between those digital channels that are ideal
and those channels that are effective for your business. After all, you won’t benefit from
using a platform if you can’t fully take advantage of what it has to offer due to limited
resources.

To evaluate your resources, you need to first identify what resources you have available.
This includes assessing your budget, your team's skills and experience, and the tools
and technology you have at your disposal. You also need to consider the time and effort
it will take to implement and manage the digital channels you choose. Here are some
questions you can ask when evaluating your resources for developing a digital marketing
strategy:

1. What is my budget for digital marketing and what are the specific costs
associated with each potential channel?

2. What is my current staffing and skill level for digital marketing? Do I have the
necessary expertise in-house or will I need to hire or outsource?
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3. What is my existing infrastructure for digital marketing? Do I have the necessary
tools and technology in place to execute a strategy effectively?

4. How much time and effort can I realistically devote to digital marketing? Am I able
to commit to consistent, ongoing efforts?

5. What are my existing assets that can be leveraged for digital marketing? This
includes existing content, customer data, social media presence, and more.

6. What is the competitive landscape in my industry and what are my competitors
doing in terms of digital marketing? Can I realistically compete with their efforts
given my resources?

Once you have a clear understanding of your resources, you can begin to assess which
digital channels are the best fit for your business. For example, if you have a limited
budget, you may need to focus on cost-effective digital channels such as email
marketing, social media marketing and content marketing. If you have a team with
limited experience in a particular digital channel, you may need to consider outsourcing
that channel to a third-party provider.

If you have identified a digital channel that your customers are active on but don't have
the necessary resources to take full advantage of it, there are a few options you can
consider. One option is to prioritise the channel and allocate more resources to it over
time as your business grows. This might involve increasing your budget for that channel,
hiring additional staff to manage it, or outsourcing to a third-party agency. Another option
is to focus on other channels where you have the resources to execute your marketing
strategy effectively. This approach might involve selecting channels where you have
existing expertise or where you can leverage existing assets, such as an engaged email
list or a well-established social media presence. Finally, you could consider
experimenting with the channel on a smaller scale to test its effectiveness and determine
whether it is worth investing additional resources in the future. Whatever option you
choose, it is important to track and measure your results so that you can make informed
decisions about how to allocate your resources moving forward.

In addition to evaluating your resources, it's important to also consider the ROI (return on
investment) of each digital channel. This will help you determine which channels are the
most effective at generating leads, driving sales, and achieving your marketing goals.

When conducting an ROI analysis of a digital channel, it's important to look beyond just
the financial returns and consider the time and effort required as well. To begin the
analysis, you should start by identifying the metrics that are relevant to the specific digital
channel you're evaluating, such as website traffic, click-through rates, conversion rates,
and cost per click.

Once you have identified the relevant metrics, you can calculate the ROI of the channel
by dividing the total return by the total investment. The total return should include any
revenue generated, as well as any cost savings, while the total investment should
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include the cost of any resources required to implement and manage the channel, such
as software, tools, or personnel.

For example, if you spent R10,000 on a social media advertising campaign and
generated R20,000 in revenue, your total return would be R20,000 and your total
investment would be R10,000. Dividing the total return by the total investment gives you
an ROI of 2 or 200%.

To put things into perspective, let’s pause for a second and consider what kind of
decisions you can make with the ROI data in the above example.

Firstly, you can decide whether to continue investing in the channel or not. If the ROI is
positive (as it is in the example), it may make sense to continue investing in the channel
as long as the returns are worth the resources being spent. If the ROI is negative, it may
be time to consider reducing or stopping investments in that channel and focusing on
other channels with higher ROI.

Secondly, you can use the data to make informed decisions about budget allocation. If a
channel has a high ROI (such as the one in the example), you may want to allocate
more budget towards it to capitalize on its success. Conversely, if a channel has a low
ROI, you may want to allocate less budget towards it or even remove it from your
marketing mix.

Finally, analysing ROI can help you optimise your marketing efforts by identifying areas
that need improvement. For example, if a particular digital channel is not performing as
well as you'd like, you can use the data to identify specific areas to improve, such as
targeting, messaging, or creative.

As mentioned, in addition to the financial ROI, it's also important to consider the time and
effort required to implement and manage the channel. This includes the time and cost of
creating content, monitoring and responding to customer feedback, and analysing the
results. By considering both the financial and non-financial aspects of ROI, you can
make a more informed decision about which digital channels to prioritise based on your
available resources, while ensuring that your marketing efforts are aligned with your
business goals and objectives.

5. Prioritise your channels
After you have researched and evaluated each digital channel based on your marketing
goals, target audience, and available resources, the next step is to prioritise the
channels for your strategy. This involves ranking the channels based on their potential to
achieve your marketing goals and their alignment with your available resources.

To prioritise your channels, you can use a scoring system to assign a point value to each
channel based on criteria such as audience reach, engagement potential,
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cost-effectiveness, and conversion rates. You can then sum up the scores for each
channel to determine which ones have the highest potential for success.

Let’s look at a practical example of a simple scoring system for prioritizing digital
marketing channels:

● Evaluate each channel based on its fit for your business: Assign a score
from 1 to 5 for each channel, with 5 being the highest fit score. You might
consider factors like the demographics of the audience, the type of content you
can share on the channel, and how well it aligns with your brand.

● Evaluate each channel based on the level of effort required: Assign a score
from 1 to 5 for each channel, with 5 being the most effort required. You might
consider factors like the amount of time it takes to create content, the level of
interaction required to maintain the channel, and the level of technical expertise
required to use the channel.

● Evaluate each channel based on the potential return on investment: Assign
a score from 1 to 5 for each channel, with 5 being the highest potential return.
You might consider factors like the level of engagement you can expect from the
audience, the level of competition in the channel, and the cost of advertising or
promoting content on the channel.

● Add up the scores for each channel to get a total score.

● Rank the channels based on their total score, with the highest-scoring
channel at the top of the list and the lowest-scoring channel at the bottom.

Remember that this is just one example of a scoring system, and you should adapt it to
your own needs and circumstances. It's important to be realistic about the time and
resources you have available and to choose channels that you can realistically manage
and that will give you the best return on investment.

When ranking your channels, it's important to consider both short-term and long-term
goals. For example, if your short-term goal is to drive website traffic, you might prioritise
channels such as search engine optimisation and pay-per-click advertising. However, if
your long-term goal is to build brand awareness and customer loyalty, you might
prioritise channels such as social media and content marketing.

Another factor to consider when prioritising your channels is the level of competition and
saturation on each channel. For example, if you're in a highly competitive industry, it may
be difficult to achieve significant results through search engine optimisation alone. In that
case, you might want to prioritise channels with less competition, such as email
marketing or niche social media platforms.
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Ultimately, the goal is to identify the channels with the highest potential for ROI and the
greatest alignment with your resources, goals, and target audience. By prioritizing your
channels, you can focus your efforts and resources on the channels that are most likely
to deliver results.

6. Test and optimise to track your progress
Testing and optimising channels is an important step in choosing the right digital
channels for your marketing strategy, as it allows you to determine which channels are
delivering the best results and make adjustments to improve performance.

To begin, you should identify the metrics you will use to measure the effectiveness of
each channel. For example, if you are using social media, you might track engagement
rates, click-through rates, and conversions.

Next, you should create a testing plan, which might involve A/B testing or experimenting
with different types of content or messaging to see which performs best. A/B testing, also
known as split testing, is a method of comparing two versions of a digital element, such
as a webpage, an email, or an ad, to determine which one performs better. In A/B
testing, two versions of the element are shown to two different groups of users, and their
performance is compared based on a specific metric, such as click-through rate or
conversion rate. The version that performs better is then selected as the winner and
used going forward. A/B testing is a powerful tool for optimising digital marketing
channels because it allows marketers to test different variations of their content and
campaigns, and make data-driven decisions about which version is more effective at
achieving their goals.

Once you have collected data on the performance of each channel, you can analyse the
results to determine which channels are delivering the best ROI and adjust your strategy
accordingly. For example, if you find that paid search is delivering a high volume of leads
but social media is not, you may want to reallocate some of your budget from social
media to paid search.

As an example, imagine you are running a small e-commerce store and have been using
both email marketing and social media to drive traffic and sales. To test and optimise
these channels, you might set up an A/B test to compare the performance of two
different email subject lines, or experiment with different types of social media content to
see which generates the most clicks and conversions. Once you have collected data on
the performance of each channel, you might use a scoring system like the one
mentioned earlier to rank the channels based on their ROI and adjust your budget
accordingly. If you find that email marketing is delivering a higher ROI than social media,
you may want to reallocate some of your social media budget to email marketing to
maximise your ROI.
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Here are some best practices to follow when it comes to testing and optimizing channels
in a digital marketing strategy:

● Define a clear hypothesis before starting a test, and ensure that you have a way
to measure success.

● Test only one variable at a time so you can isolate the impact of the change
you're testing.

● Run your tests for long enough to gather statistically significant data, and be
patient with the process.

● Document your tests and their results so that you can refer back to them later
and use them to inform future tests.

Chapter Summary
To choose the right digital marketing channels for your strategy, it's crucial to start by defining
your marketing goals and understanding your target audience's digital behaviour. This will help
you determine which channels will be most effective in reaching and engaging with your target
audience.

Researching digital marketing channels is the next step. Look at the different channels available
and determine which ones align with your marketing goals and your audience's behaviour.
Evaluate your resources and determine whether you can execute on your chosen channels.

Once you have a list of potential channels, it's important to prioritise them. This can be done
using a simple scoring system, taking into account factors such as the channel's potential reach,
its alignment with your marketing goals, and the resources required to execute it.

Testing and optimizing your channels is the final step. This involves implementing your chosen
channels and continuously monitoring and analysing their performance. A/B testing can be used
to identify what works and what doesn't. Use this information to refine your strategy and improve
your ROI.

By following these steps, you can effectively select the digital channels that will drive the most
success for your business. Keep in mind that this is an ongoing process, and it's important to
regularly review and adapt your strategy based on changing market conditions and the evolving
needs of your audience.

In today's fast-paced and competitive digital landscape, it's crucial to choose the right digital
channels to reach and engage with your target audience. By taking the time to define your
marketing goals, research and prioritise digital channels, and test and optimise your strategy,
you can stay ahead of the curve and achieve success in your digital marketing efforts.

Topics covered in this chapter
Step 3 - Choose the right digital marketing channels
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How do you choose the right digital marketing channels?
1. Define your marketing goals

2. Understand your target audience in terms of their digital behaviour
● Conduct surveys
● Analyse website analytics
● Use social media listening tools
● Analyse email marketing data

3. Research digital marketing channels
● Factors to include and resources to consult as part of the research process.

4. Evaluate your resources
● How to evaluate your existing resources
● What to do if your resources do not align with your audience’s behaviour
● The importance of evaluating the ROI

5. Prioritise your channels
● A simple scoring system for prioritising digital marketing channels

6. Test and optimise
● Best practices for testing and optimising digital marketing channels
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Step 4: Create high-quality content
Before we move on to the next step. Let’s quickly recap what we’ve learnt so far. Starting from
chapter 1, we have now reached a point where we have defined our digital marketing goals. We
did this by developing a better understanding of our business objectives, using the SMART
framework to develop goals and write them down, prioritizing our goals according to the impact
that they have on the business, and aligning our goals to our budget. Tracking goals is also
important, but this generally takes place after implementing the tactics required to achieve the
goals.

We have also now identified our target audience. We did this by developing a better
understanding of our products and services, conducting market research, using the data we
collected to define our buyer personas, and then dividing the different buyer personas into
segments according to aspects they have in common. Again, analysing and testing your target
audience is important, but this generally happens after you have implemented your digital
marketing strategy.

We also now know what digital marketing channels we are going to use in our digital marketing
strategy. We made this decision by taking the marketing goals we defined in chapter 1,
combining that information with our increased understanding of our target audience in general
and in terms of their digital behaviour, doing more research on the available digital marketing
channels and their ROI, evaluating our resources, and then prioritizing the channels according
to their potential and ROI.

So, in essence, now that we know what we want to achieve, whom we are speaking to, and
which channels to use to get our message across, we can have a look at what we are going to
say as part of our marketing message. This step is where understanding the importance of and
process behind creating high-quality content comes.

1. The Sales Funnel
When it comes to digital marketing and creating content as part of your digital marketing
strategy, a sales funnel is a crucial concept that can help you better understand your
customers' journey towards acting like clicking on a button, submitting their contact
details, or making a purchase. At its core, a sales funnel is a framework that outlines the
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various stages that a potential customer goes through on their path to becoming a
paying customer.

The typical sales funnel consists of several stages, each with its unique characteristics
and goals. At the top of the funnel is the "awareness" stage, where potential customers
first become aware of your brand and its offerings. At this stage, your goal is to grab their
attention and educate them about what you have to offer.

Once a potential customer is aware of your brand, they move down the funnel to the
"interest" stage. Here, they are actively seeking out more information about your
products or services, and you'll want to provide them with in-depth content and
resources to help them make an informed decision.

The next stage is the "decision" stage, where the customer is weighing their options and
deciding whether or not to make a purchase. This is where you'll want to focus on
providing them with a clear and compelling call to action, as well as any incentives or
special offers that can help push them towards a purchase.

Finally, the last stage of the funnel is the "action" stage, where the customer makes a
purchase or conversion. This is where you'll want to focus on providing a seamless and
enjoyable customer experience that helps build trust and loyalty with your brand.

Understanding the sales funnel is essential for any business looking to maximise its
digital marketing efforts. By identifying the key stages of the funnel and tailoring your
content and messaging to each stage, you can better engage potential customers and
guide them towards making a purchase.

As you will see from the following image, a sales funnel is often depicted as an
upside-down triangle because it represents the decreasing number of potential
customers as they move down the funnel towards a sale. At the top of the funnel, many
potential customers are aware of your business and consider your products or services.
As they move down the funnel, some of these potential customers will drop off, either
because they decide not to make a purchase or because they are not a good fit for your
business.

The funnel shape reflects this process, as the number of potential customers gradually
narrows as they move towards the bottom. At the bottom of the funnel, there are fewer
potential customers, but they are typically more qualified and closer to making a
purchase. This shape also reflects the idea that the sales process is a journey, with
potential customers moving from awareness to interest, evaluation, and ultimately, a
decision to make a purchase. By understanding the shape of the funnel and the different
stages that potential customers go through, you can optimise their sales and marketing
process and improve conversion rates.
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The Sales Funnel

2. How to match your content to your customer’s intentions
Content is a powerful tool for engaging customers and driving them through the different
stages of the funnel. However, if not used effectively, it can hinder the sales and
marketing process and result in lost opportunities. To better understand how the
information in your content needs to change to cater for each stage of the sales funnel,
let’s look at how your customer’s needs in terms of information change as they move
down the sales funnel.

a) Top-of-the-funnel
As customers move down the sales funnel, their intentions for searching for
information change. At the top of the funnel, customers are usually just starting to
explore their options and are primarily looking for general information about a
product or service. They might be searching for terms like "best shampoo for oily
hair" or "how to help my child with math". As you can see, the top of the sales
funnel is all about awareness. At this stage, customers are just beginning to
explore their options and are not yet ready to make a purchase. They're in the
process of identifying a problem or a need and are looking for information to help
them better understand their situation.
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Customers' intentions at the top of the funnel are generally to gather as much
information as possible. They're looking for answers to their questions and are
seeking out content that will help them learn more about their problem or need.
They might be using search engines to find articles and blog posts related to their
issue or exploring social media to see what other people are saying about the
topic.

Because customers at the top of the funnel are still in the early stages of the
buying process, they may not be aware of all the possible solutions to their
problems. This means they are likely to be receptive to a wide range of content,
including educational articles, how-to guides, and videos that explain the basics
of their problem.

It's important to note that customers at the top of the funnel are not yet ready to
be sold to. If you try to push a product or service on them too soon, you may turn
them off and lose their trust. Instead, focus on creating helpful, informative
content that establishes your brand as an authority in your industry and builds a
relationship with your potential customers.

b) Middle-of-the-funnel
As customers move further down the funnel, they start to become more specific
in their search queries. They might start looking for reviews, comparisons, and
other types of content that help them make a more informed decision. For
example, they might search for terms like "tutoring reviews" or "compare coffee
machines". Moreover, as customers move from the top of the funnel to the
middle, they have likely shown some level of interest in your business or product.
They may have engaged with your brand on social media, signed up for your
newsletter, or downloaded a piece of content from your website. These actions
indicate that they are open to learning more about what you have to offer.

As shown in the search examples above, at the middle of the funnel, customers
are looking for information that helps them evaluate and compare different
options. They are trying to determine whether your product or service is a good fit
for their needs. They may be considering similar products from your competitors
and looking for features and benefits that set your offering apart.

At this stage, it's important to provide detailed and specific information about your
product or service. This could include product demos, case studies, and reviews
from existing customers. You want to make it as easy as possible for customers
to compare your offering to others in the market and demonstrate why your
solution is the best fit.

In addition to providing detailed information, it's also important to continue
building a relationship with the customer. This could include personalized emails,
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retargeted ads, or follow-up phone calls. By staying in touch and continuing to
provide value, you can help move the customer closer to making a purchase.

c) Bottom-of-the-funnel
At the bottom of the funnel, customers are typically very close to making a
purchase decision. They might be looking for things like pricing information,
special deals or promotions, and more detailed product/service specifications. At
this stage, customers are likely to search for terms like "buy echo-friendly
shampoo" or "price of [insert your product/service]". As you can see by these
search examples, at the bottom of the sales funnel, customers are much closer to
making a purchase decision. They have already done their research, compared
options, and narrowed down their choices to a few top contenders. Now, they are
looking for more specific information that can help them make a final decision.

At this stage, customers are looking for things like product demos, free trials,
pricing information, customer reviews and testimonials, and any other details that
can help them make an informed decision. They may also be looking for
information on shipping, returns, and any warranties or guarantees offered by the
company.

Customers in this stage are often the most engaged and interested in what you
have to offer. They are actively seeking out information that can help them make
a purchase decision, and they are more likely to convert into paying customers if
you can provide them with the information they need.

As a business, it's important to have a clear understanding of the type of
information that customers are looking for at this stage. Make sure you have
detailed product pages that include all the information customers need, such as
product features, specifications, pricing, and customer reviews. You can also
provide a live chat option or a customer service hotline to help customers with
any questions or concerns they may have.

By understanding the information needs of customers at each stage of the sales funnel,
you can create a more effective digital marketing strategy that targets their needs and
helps guide them towards a purchase decision.

Let’s look at a practical example to better emphasise this point. Let's say you are a small
business selling a range of healthy snacks. At the top of the funnel, you create a blog
post about the benefits of healthy eating and share it on social media to attract new
visitors to your website. However, when these visitors arrive at your website, they are
immediately directed to a product page and encouraged to make a purchase, without
having any opportunity to learn more about your brand or products.
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This is an example of incorrect content usage in the sales funnel because it skips the
middle of the funnel entirely. By doing so, you risk losing potential customers who may
not yet be ready to make a purchase and have not yet had the opportunity to learn more
about your brand and products.

Instead, a better approach would be to include the middle of the funnel content, such as
product guides or comparison articles, that help educate your visitors on your products
and why they should choose your brand. By providing helpful information and
establishing trust, you can increase the likelihood that visitors will make a purchase
when they reach the bottom of the funnel.

It's important to keep in mind that not all customers will follow this exact path down the
sales funnel, and some may jump around or skip stages entirely. However,
understanding the general trend of how customer intentions change as they move down
the funnel can help you create more targeted and effective content that meets their
needs at each stage.

3. Recommended content for each stage of the sales funnel
As we've seen, different types of content are effective at different stages of the sales
funnel. In this section, we'll dive deeper into the specific types of content that work well
at each stage, and give you some examples to help guide your content creation efforts.

Whether you're looking to attract new customers at the top of the funnel, nurture leads in
the middle, or close deals at the bottom, having the right type of content can make all the
difference. By understanding what types of content work best at each stage of the
funnel, you can create a strategic content plan that helps move your potential customers
closer to making a purchase.

So, let's explore the content types that are most effective at each stage of the funnel,
and how you can use them to drive more conversions and grow your business.

a) Top of the funnel (Awareness stage)
Blog posts on topics related to your industry or niche
Infographics that explain complex concepts in a visually appealing way
Videos that introduce your brand and offer helpful tips or advice
Social media posts that engage your audience and share interesting content
Free e-books or whitepapers that offer valuable information
Social media posts
How-to guides
Podcasts
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b) Middle of the funnel (Consideration stage)
Case studies that highlight successful customer stories
Webinars or live video events that provide in-depth education on a topic
Product demos that showcase the features and benefits of your products or
services
Email newsletters that provide helpful tips and exclusive offers to subscribers
Quizzes or assessments that help potential customers evaluate their needs and
find solutions
White papers
Comparison guides
Free trials

c) Bottom of the funnel (Decision stage)
Customer reviews and testimonials that showcase the value of your offerings
Pricing pages that clearly outline the cost and benefits of your products or
services
Personalized emails or messages that offer exclusive deals or incentives to close
the sale
Retargeted ads that remind potential customers of your offerings and encourage
them to take action.
Free consultations
Product videos
Live demos
Limited-time offers or discounts

Remember, the key is to create content that is aligned with the needs and preferences of
your target audience at each stage of the funnel and to provide value and build trust with
them over time.

As we've discussed, understanding the different stages of the sales funnel is crucial for
crafting an effective digital marketing strategy. But it's also essential to consider which
channels are most effective for reaching customers at each funnel stage.

At the top of the funnel, when customers are just becoming aware of your brand, it's
important to cast a wide net and reach as many people as possible. That's why channels
such as social media, display advertising, and content marketing are effective at this
stage. These channels allow you to generate brand awareness and attract a large
audience to your website.

In the middle of the funnel, as customers begin to consider your products or services, it's
important to provide them with more detailed information and begin to establish a
relationship with them. Channels such as email marketing, webinars, and retargeting can
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be effective at this stage. These channels allow you to provide customers with more
targeted information and build trust and credibility with them.

At the bottom of the funnel, when customers are ready to make a purchase decision, it's
important to provide them with a clear path to conversion. Channels such as search
engine marketing, product demos, and customer reviews can be effective at this stage.
These channels allow you to provide customers with the information they need to make
a decision and encourage them to take action.

By using the right channels at each stage of the funnel, you can improve your overall
conversion rates and create a more effective digital marketing strategy. However, it's
important to remember that these channels can also work together to create a cohesive
customer journey that spans the entire funnel.

4. Best practices for creating high-quality content
Creating high-quality content is an essential part of any successful digital marketing
strategy. However, with the abundance of content available online, it can be challenging
to stand out from the competition. Here are some best practices for creating high-quality
content that resonates with your target audience:

a) Understand your target audience
Before creating content, it's essential to understand your target audience's needs,
preferences, and pain points. Having gone through the activities as outlined in chapter 2
of this book, you should have a clear understanding of your target audience and what
message best resonates with them.

b) Develop a content strategy
Setting a content strategy is crucial for any business, especially for those with limited
resources. A content strategy outlines the types of content you will create, the topics you
will cover, and the channels you will use to distribute your content. It should also define
your target audience and their needs, goals, and pain points.

To set a content strategy, you need to start by setting your goals. You do this by looking
at what you would like to achieve with your content. Your strategy should also include a
content calendar that outlines the types of content you will create and the frequency at
which you will publish it. Make sure to focus on quality over quantity, as creating
high-quality content is more important than creating a lot of low-quality content (as
explained below).

In addition to a content calendar, your content strategy should also outline the channels
you will use to distribute your content. This could include your website, social media,
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email marketing, and other channels that your target audience uses. Make sure you
understand the strengths and limitations of each channel and choose the ones that will
be most effective in reaching your target audience.

c) Focus on quality over quantity
As a small business with limited resources, it's essential to focus on creating high-quality
content that resonates with your audience rather than creating a lot of low-quality
content. Many businesses in general fall into the trap of trying to create as much content
as possible, but this approach often results in low-quality content that does not resonate
with the audience. In contrast, high-quality content that provides value to the reader is
more likely to be shared and have a positive impact on your business.

When creating content, it's important to take the time to research the topic and ensure
that the content is well-written, informative, and engaging. This means that you should
avoid using filler content, such as repeating the same information or using fluff words to
increase the word count. Instead, focus on providing your audience with valuable
information that they will find useful.

Another important aspect of creating high-quality content is to ensure that it is accurate
and up-to-date. This means taking the time to fact-check your information and to update
the content regularly to ensure that it remains relevant. This is particularly important in
industries that are constantly evolving, such as technology and healthcare.

In addition, you should ensure that the content is easy to read and visually appealing.
This means breaking up the content into smaller paragraphs, using subheadings to
organize the content, and using visuals such as images and videos to help illustrate the
points being made.

This doesn’t, however, mean that you can’t repurpose or multiply your content. You can
still implement these two tactics because the original piece of content is considered
quality content that offers value to the reader.

Repurposing and multiplying content is an effective strategy to get more mileage out of
the content you create. Rather than creating completely new content from scratch, you
can take existing content and adapt it to different formats and channels, which can help
you reach new audiences and reinforce your message to existing ones.

Repurposing content involves taking an existing piece of content, such as a blog post,
and adapting it to a new format or medium. For example, you could turn a blog post into
a video, an infographic, a podcast episode, or a social media post. By doing so, you can
cater to different types of audiences and consumption preferences, and expand the
reach of your content.
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Multiplying content involves creating a series or a set of related content pieces based on
a core topic or idea. For example, you could create a series of blog posts that explore
different aspects of a specific topic, or a set of social media posts that provide quick tips
or quotes related to a certain theme. This can help you reinforce your message and
provide a cohesive experience to your audience.

When repurposing and multiplying content, it's important to keep in mind the strengths
and limitations of each format and channel and adjust your content accordingly. You
should also aim to maintain a consistent voice and tone across all your content pieces,
and provide added value to your audience by giving them something new or different
with each iteration.

By repurposing and multiplying your content, you can save time and resources while still
producing high-quality content that resonates with your audience and achieves your
marketing goals.

d) Use a variety of content formats
Using a variety of content formats is an important strategy for keeping your audience
engaged and interested in your brand. Different people consume content in different
ways, and by offering a variety of formats, you can reach a wider audience and cater to
their preferences. When creating content, consider different formats such as text, video,
audio, images, infographics, and interactive content.

Text-based content is great for in-depth articles, blog posts, and ebooks. These formats
are excellent for providing a deep dive into a topic and can be used to educate and
inform your audience. Video is another popular format that is great for engaging with
your audience. Video content can be used to demonstrate products or services, provide
tutorials, and share behind-the-scenes glimpses of your business. Audio content is
becoming increasingly popular, with podcasts and audiobooks being enjoyed by a
growing number of people. Audio content is great for delivering information in a
convenient and easily consumable format.

Images and infographics are also effective ways to communicate information. These
formats are great for visual learners and can be used to convey complex information
clearly and concisely. Interactive content such as quizzes, polls, and surveys is another
way to engage with your audience. This type of content is great for creating a two-way
conversation with your audience and can be used to collect valuable feedback.

When choosing content formats, consider your target audience and their preferences.
Some formats may be more effective for certain demographics than others. It's also
important to consider the resources and tools available to you. Creating high-quality
video content, for example, may require a higher budget and more advanced equipment.
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e) Use visual elements
Visual elements can be used to make complex concepts easier to understand, to break
up large blocks of text, and to engage readers with compelling images and graphics. In
today's world, where people are constantly bombarded with information from various
sources, visual content can help your content stand out and catch the reader's attention.

Visual elements can come in many forms, including images, infographics, videos, and
animations. When creating content, it's important to select the visual element that will
best complement your text and enhance your message. For example, if you are trying to
explain a complex process or system, an infographic can help you break it down into
more digestible par. In contrast, a video may be more effective in showcasing a product
or demonstrating how to use it.

It's also essential to choose high-quality visual elements that are well-designed and
professional-looking. Poor-quality images, blurry graphics, or poorly edited videos can
detract from your content and make it look unprofessional. It's also important to ensure
that your visual elements are relevant to your content and your target audience.

Moreover, the use of visual elements can help to reinforce your brand's identity and
create a consistent look and feel across all of your content. By using similar colours,
fonts, and design elements, you can make your content instantly recognizable and
strengthen your brand recognition.

f) Optimise for search engines
Optimising for search engines involves making sure that your content is easily
discoverable and highly visible to people who are searching for information related to
your industry or niche. Many different tactics and techniques can be used to optimise
your content for search engines, and doing so can help to improve your overall search
rankings and attract more targeted traffic to your website.

One of the key things to keep in mind when optimising for search engines is the
importance of using relevant keywords and phrases throughout your content. This
means conducting keyword research to identify the most important terms and phrases
that people are using to search for information related to your industry or niche, and then
incorporating those keywords and phrases naturally throughout your content.

Another important factor in search engine optimisation is making sure that your content
is well-structured and easy to read. This means using headings and subheadings to
break up your content into easily digestible sections, as well as using bullet points and
other formatting techniques to make your content more visually appealing and engaging.

It's also important to ensure that your content is technically optimised for search engines.
This means using proper meta tags and descriptions, optimising your images and
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videos, and making sure that your website is fast and easy to navigate. This step might
seem a bit too technical, especially if you do not have experience in SEO optimisation. If
this is the case, I do recommend that you reach out to an SEO specialist to do a basic
SEO analysis of your website and do a once-off optimisation of the content on your
website.

Ultimately, optimising for search engines requires a deep understanding of the technical
aspects of SEO, as well as a commitment to creating high-quality, valuable content that
resonates with your target audience. By focusing on these key elements, you can
improve your search rankings, drive more targeted traffic to your website, and ultimately
achieve greater success with your content marketing efforts.

g) Promote (distribute) your content
Promoting your content is what ensures that your content reaches your target audience.
Once you have created high-quality content, you need to promote it effectively to make
sure it is seen by the right people.

One of the best ways to promote your content is to share it on your social media
platforms. This is a great way to get your content in front of your followers and
encourage them to engage with it. You can also use paid social media advertising to
promote your content to a larger audience.

Another way to promote your content is to work with influencers in your industry.
Influencers have large followings and can help promote your content to their followers.
You can also work with other websites and bloggers in your industry to guest post and
cross-promote your content.

Email marketing is another effective way to promote your content. By creating a targeted
email list, you can reach out to people who are interested in your content and send them
regular updates about your latest content pieces.

Finally, you can also promote your content through paid advertising. Platforms like
Google Ads, Facebook Ads, LinkedIn, Twitter, Instagram, and even TikTok allow you to
target specific audiences with your content and reach a larger audience.

Overall, promoting your content is about getting it in front of the right people and
encouraging them to engage with it. By using a variety of promotional tactics and
platforms, you can ensure that your content is seen by the people who will find it most
valuable.
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Chapter Summary
Creating high-quality content is an essential part of any successful digital marketing strategy.
With so much competition in the online space, you need to create content that stands out and
provides value to your target audience. By considering the stages of the sales funnels and how
your marketing message needs to change as your customer moves from one stage to the next,
focusing on quality over quantity, using a variety of content formats, incorporating visual
elements optimising for search engines, and promoting your content, you can increase your
chances of reaching and engaging with your target audience.

It's important to remember that creating high-quality content is not a one-time activity, but rather
an ongoing process. You should constantly review and improve your content strategy by
analysing audience feedback, performance metrics, and industry trends. By regularly assessing
the effectiveness of your content, you can refine your approach and ensure that your content
remains relevant, engaging, and valuable to your audience.

Topics covered in this chapter
Step 4 - Create high-quality content

How do you create high-quality content?
1. The Sales Funnel

2. How to match your content to your customer’s intentions
● Top-of-the-funnel
● Middle-of-the-funnel
● Bottom-of-the-funnel
● An example of content that has been incorrectly used.

3. Recommended content for each stage of the sales funnel
● Top-of-the-funnel
● Middle-of-the-funnel
● Bottom-of-the-funnel
● Not all channels are equally effective at all stages of the funnel

4. Best practices for creating high-quality content
● Understand your target audience
● Develop a content strategy
● Focus on quality over quantity
● Use a variety of content formats
● Use visual elements
● Optimise for search engines
● Promote (distribute) your content
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Step 5: Leverage existing resources
As a small business with limited resources, it can be challenging to develop a robust digital
marketing strategy. However, there are several ways to leverage your existing resources to build
an effective digital marketing plan without breaking the bank. By focusing on optimizing your
website, utilising social media, building your email list, using employee expertise, partnering with
other businesses, and using free or low-cost tools, you can create a comprehensive digital
marketing plan that delivers results.

Let’s discuss these activities in more detail.

1. Evaluate your website
When it comes to leveraging existing resources, your website is one of the most valuable
tools you have at your disposal. It's often the first point of contact between your business
and potential customers, which means it's critical to make a good first impression.

To evaluate your website, you need to look at a few key areas. First, take a critical look
at the design and user experience. Is the design modern and visually appealing? Is the
navigation intuitive and easy to use? Do the pages load quickly? If the answer to any of
these questions is no, it's time to make some changes. Users have short attention spans
and won't hesitate to leave your site if they encounter any friction in the user experience.

Next, take a look at the content on your site. Is it high-quality, informative, and engaging?
Are you using the right keywords to help with search engine optimisation? Do you have a
clear call to action on each page? If your content is lacking in any of these areas, it's
time to invest in creating better content or optimising your existing content.

Another key area to evaluate is your website's functionality. Do all of the links work? Are
there any error messages or broken pages? Do you have contact forms or other features
that are not working correctly? Fixing any issues with your site's functionality is crucial to
ensure a seamless user experience.

Finally, make sure that your website is mobile-friendly. More and more users are
accessing the web on their mobile devices, so your site must be easy to navigate on
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smartphones and tablets. If your site is not optimised for mobile, it's time to make the
necessary changes.

By evaluating these key areas, you can identify opportunities to optimise your website
and ensure that you are leveraging this valuable resource to its fullest potential.

2. Use social media
Social media can be an incredibly powerful tool for small businesses looking to grow
their online presence, but it's important to approach it strategically to make the most of
your limited resources. To leverage social media effectively, it's important to have a clear
understanding of your target audience and which platforms they use most frequently.
This will allow you to focus your efforts on the platforms where you're most likely to
connect with potential customers. We covered how to do this in chapter two of this book.

Once you've identified the most relevant platforms, it's important to create a strong social
media strategy that aligns with your overall business goals. This might involve creating a
content calendar to ensure that you're regularly posting high-quality content, engaging
with your followers to build a strong community, and using social media advertising to
reach new audiences and drive conversions.

Similar to selecting which digital marketing channels to make use of in your digital
marketing strategy, it's important to focus on the social media platforms where you're
most likely to see a return on investment. This might mean prioritizing one or two
platforms and putting the majority of your efforts into building a strong presence there,
rather than spreading yourself too thin across multiple platforms.

Another key element of leveraging social media is to make sure that your content is
shareable and engaging. This means creating content that is visually appealing,
informative, and relevant to your target audience. You might also consider incorporating
user-generated content, such as customer reviews or photos, to build trust and credibility
with your audience.

Ultimately, the key to leveraging social media as a small business is to approach it
strategically and with a focus on your target audience and business goals. By creating
high-quality, engaging content and building a strong community on the platforms where
your customers are most active, you can drive traffic to your website and increase
conversions, all while making the most of your limited resources.

3. Build your email list
An email list is a powerful tool that allows you to connect with your audience on a
personal level, build trust, and promote your products or services. The first step in
building an email list is to make sure that you have a way for people to opt-in to your list
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on your website or social media channels. This can be done by including a sign-up form
or a call-to-action button on your website, or by promoting your list on social media.

Once you have people on your email list, it's important to make sure that you're using it
effectively. This means sending out regular, valuable content that is relevant to your
audience, such as special promotions, exclusive content, and helpful tips. You should
also make sure that your emails are visually appealing and easy to read, with a clear call
to action that encourages your subscribers to take action.

To build your email list effectively, it's important to focus on quality over quantity. This
means that you should be targeting people who are genuinely interested in your
products or services, rather than simply trying to gather as many email addresses as
possible. You can do this by offering something of value in exchange for signing up for
your list, such as a free e-book, discount code, or exclusive content.

Finally, it's important to make sure that you're staying on top of your email list
management. This means regularly cleaning your list to remove inactive or unengaged
subscribers, segmenting your list to target specific groups with tailored content, and
tracking your email metrics to see how your campaigns are performing.

4. Use employee expertise
Leveraging the expertise of your employees can be an incredibly powerful way to build
your brand and establish yourself as a thought leader in your industry. After all, your
employees are often your most knowledgeable and passionate advocates. By
encouraging them to share their expertise on your website and social media channels,
you can demonstrate your company's expertise and establish trust with your audience.

To get started, consider conducting a survey or interview with your employees to identify
their areas of expertise and the topics they're most passionate about. From there, you
can work with them to create content such as blog posts, videos, or social media posts
that highlight their knowledge and insights. You might also consider creating a guest
blogging program that allows employees to contribute content to external websites or
blogs, which can help to expand your reach and build backlinks to your website.

Another way to leverage employee expertise is to encourage them to participate in
industry events or speak at conferences. By sharing their insights with a wider audience,
your employees can help to establish your company as a thought leader and build
relationships with potential customers or partners.

Finally, make sure that you are giving your employees the support they need to create
high-quality content. This might include providing them with training, editorial support, or
access to tools and resources that can help them to develop their skills and create great
content. By investing in your employees, you can create a powerful marketing asset that
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will help to grow your business and establish your brand as a trusted authority in your
industry.

5. Partner with other businesses
Partnering with other businesses can be a great way to leverage existing resources and
boost your digital marketing efforts. By working together, you can share resources,
ideas, and expertise to reach a larger audience and achieve your business goals.

One way to partner with other businesses is through co-marketing, where two or more
companies collaborate on a marketing campaign. This can involve sharing resources
such as social media posts, email lists, or content to reach a larger audience. For
example, a small clothing brand could partner with a local boutique to cross-promote
each other's products and drive more sales.

Another way to partner with other businesses is through influencer marketing, where you
work with influencers in your industry to promote your products or services. This can be
a cost-effective way to reach a targeted audience and build brand awareness. For
example, a small beauty brand could partner with a beauty influencer to create content
and promote its products to its followers.

Collaborating with other businesses in your industry can also help you learn and grow.
By sharing ideas and best practices, you can learn from each other's successes and
failures and improve your digital marketing strategy. For example, a small software
company could partner with another software company to share insights on industry
trends and new technologies.

When partnering with other businesses, it's important to find a good fit and set clear
expectations. You should identify businesses that share your values and goals and have
complementary strengths. You should also have clear communication and expectations
around how the partnership will work and what each party's role and responsibilities are.
By working together effectively, you can leverage each other's resources and achieve
more than you could on your own.

6. Use free or low-cost tools
As a small business with limited resources, it's important to make the most out of what
you have. One way to do this is by using free or low-cost tools to improve your digital
marketing strategy. By leveraging these resources, you can save money and still
effectively promote your business.

One free tool you can use is Google Analytics, which allows you to track website traffic,
user behaviour, and other important metrics. By analysing this data, you can gain
insights into your audience and adjust your strategy accordingly. Another tool is Google
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Search Console, which helps you monitor your website's performance in search engine
results pages and provides suggestions for improving your SEO.

Social media management tools like Hootsuite and Buffer can also be useful for
scheduling posts and managing multiple accounts in one place. Email marketing
platforms like Mailchimp and Constant Contact offer free plans for small businesses,
allowing you to build and manage your email list and send newsletters and promotions.

Additionally, there are a variety of free design tools available that can help you create
professional-looking graphics for social media or your website. Canva and PicMonkey
are two examples of user-friendly design platforms that offer a range of templates and
design features.

Overall, taking advantage of free or low-cost tools can be a cost-effective way to improve
your digital marketing strategy. By carefully selecting and using these resources, you can
maximise your impact without breaking the bank.

Chapter Summary
In today's digital age, it's essential for small businesses with limited resources to leverage their
existing assets to develop a successful digital marketing strategy. By taking advantage of the
resources that are already available, businesses can create effective and cost-efficient
marketing campaigns that drive traffic, generate leads, and increase sales.

One important resource for small businesses is their website, which should be evaluated
regularly to ensure that it's user-friendly, optimised for search engines, and provides visitors with
high-quality content. By doing this, businesses can build trust with their audience and establish
a strong online presence.

Another valuable resource is social media, which allows businesses to connect with their target
audience and build brand awareness. By creating engaging content and building a loyal
following, businesses can turn social media into a powerful marketing tool.

Building an email list is another important resource that small businesses should leverage. By
offering valuable content and incentives, businesses can attract new subscribers and nurture
them with targeted campaigns that increase conversions and drive sales.

Small businesses should also leverage the expertise of their employees, who can provide
valuable insights and contribute to the development of successful marketing strategies. By
encouraging collaboration and empowering employees to share their expertise, businesses can
gain a competitive edge in their market.
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Partnering with other businesses is also an effective way to leverage existing resources. By
collaborating with complementary businesses, businesses can tap into new audiences, share
costs, and develop mutually beneficial partnerships.

Finally, free or low-cost tools can be used to create effective marketing campaigns without
breaking the bank. By utilizing tools such as Google Analytics, Hootsuite, and Canva,
businesses can create and execute successful marketing campaigns that drive traffic, generate
leads, and increase sales.

Overall, when you focus on leveraging your existing resources, you can develop effective
marketing campaigns that provide a high return on investment and help you grow and succeed
in your market without breaking the bank.

Topics covered in this chapter
Step 5 - Leverage existing resources

How do you leverage existing resources?
1. Evaluate your website

● Design and user experience
● Content
● Website functionality
● Mobile-friendliness

2. Use social media
● Understand your target audience
● Develop a strong social media strategy
● Prioritise your social media platforms
● Create the right content

3. Build your email list
● Create a clear path to sign up for your email list
● What content should be included in your emails?
● Quality over Quantity
● Keep your data organised

4. Use employee expertise
● Let your employees create content about their expertise
● Encourage guest blogging
● Encourage your employees to build their brands
● Invest in your employees

5. Partner with other businesses
● Collaborate on marketing campaigns
● Influencer marketing
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● Learn through collaboration

6. Use free or low-cost tools
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Step 6: Measure your results
Congratulations, you have successfully developed a digital marketing strategy for your small
business with limited resources. You have defined your goals, identified your target audience,
selected the right digital marketing channels for your digital marketing activities, created
high-quality content, optimised your website, leveraged existing resources, and implemented
various marketing tactics. But wait, there is one crucial step left - measuring your results.

Measuring your results is an essential aspect of your digital marketing strategy. It allows you to
track your progress, analyse your successes and failures, and adjust your strategy accordingly.
Without measuring your results, you won't know if your efforts are paying off, or if you need to
make changes to improve your strategy.

In this chapter, we will discuss why measuring your results is vital and what metrics you should
be tracking. We will also share some tips on how to track and analyse your results, and how to
use the data you collect to optimise your digital marketing strategy for even better results. So,
let's get started!

1. Set clear goals
Setting clear goals is an important step in tracking the results of your digital marketing
strategy because you need to understand if you have achieved something with your
marketing activities. By setting specific, measurable, achievable, relevant, and
time-bound (SMART) goals, you can ensure that you can track your progress and make
informed decisions about how to adjust your strategy as needed. The process of setting
SMART goals remains the same as explained in chapter 1, but for ease of reference, I
will quickly go over these steps again.

When setting goals, it is important to be as specific as possible about what you want to
achieve. For example, instead of setting a goal to "increase website traffic," a more
specific goal might be to "increase website traffic by 20% over the next six months."

Measurable goals are also important because they allow you to track your progress and
determine whether you are on track to meet your objectives. For example, you might set
a goal to "generate 50 new leads per month" or "increase email open rates by 10%."
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Achievable goals are those that are realistic given your available resources and time
frame. For example, it might be unrealistic to expect to triple your website traffic in a
single month, but a 20% increase might be achievable.

Relevant goals are aligned with your overall business objectives and support your
broader marketing strategy. For example, if your overall objective is to increase sales,
your marketing goals should be focused on generating leads and converting them into
customers.

Finally, time-bound goals include a specific time frame for achieving your objectives. For
example, you might set a goal to "increase social media followers by 500 over the next
three months."

Other than focusing on specificity, measurability, achievability, how realistic your goals
are, and adding a time frame to your goals, you need to also remember the following two
things to help you achieve your goals:

a) Write your goals down
Writing down your goals is a crucial step in developing a successful digital
marketing strategy. There are a few reasons why this is so important.

First, writing down your goals helps to clarify them. When you're forced to
articulate your goals in writing, you're forced to think through them more carefully.
This can help you to identify any areas of your goals that might be too vague or
unrealistic. It can also help you to refine your goals, making them more specific,
measurable, and attainable.

Second, writing down your goals helps to keep you accountable. When you write
down your goals, you're committing yourself to work towards them. This
commitment can help to keep you on track when things get tough. It can also
help you to avoid procrastination and stay focused on what matters.

Finally, writing down your goals can help to motivate you. When you have a clear
picture of what you're working towards, it can be easier to stay motivated and
inspired. You'll be able to visualize the benefits of achieving your goals, and this
can help you to stay committed to your digital marketing strategy even when you
encounter obstacles.

In short, writing down your goals is an essential part of tracking your results and
achieving success in your digital marketing efforts. So take the time to articulate
your goals clearly and write them down. You'll be amazed at how much this
simple step can help you to stay focused, motivated, and on track.
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b) Celebrate small wins
Celebrating small wins is an important part of tracking your goals because it
keeps you motivated and focused on the progress you're making, even when the
end goal still feels far away. Setting goals and working towards them can be a
long and challenging process, and it's easy to become discouraged or lose sight
of the progress you've made along the way. That's where celebrating small wins
comes in.

When you celebrate small wins, you give yourself a boost of motivation and
positivity. It helps to remind you of why you set the goal in the first place and the
progress you've made towards it. Celebrating small wins also helps to build
momentum and confidence, which can carry you through tough times when
you're feeling discouraged.

Moreover, celebrating small wins can also help you to recognize the things that
are working and identify the areas where you may need to adjust your strategy. If
you're consistently achieving small wins, it's a sign that your strategy is working
and that you're on the right track. On the other hand, if you're consistently falling
short of your small goals, it may be time to reevaluate your approach and make
some changes.

In conclusion, celebrating small wins is an essential part of tracking your goals.
By taking the time to recognize and celebrate the progress you've made, you'll
stay motivated, focused, and positive as you work towards your larger goals. It's
a great way to keep your eye on the prize while acknowledging the steps you've
taken to get there.

2. Use metrics to track performance
Metrics allow you to measure the impact of your efforts and determine what is working
and what needs improvement. Metrics can help you identify areas of your strategy that
are performing well and areas that need more attention.

There are many different metrics that you can track, and the specific ones you choose
will depend on your business goals and the tactics you are using to achieve them. Some
examples of commonly used metrics include:

a) Website Traffic
This metric refers to the number of visitors that come to your website over a
specific period. The more traffic you receive, the more opportunities you have to
generate leads and increase sales.

Measuring website traffic is important for a variety of digital marketing tactics,
such as search engine optimisation (SEO), content marketing, and social media
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marketing. For example, if you are focusing on SEO, tracking your website traffic
will help you understand if your website is ranking well in search engine results
pages (SERPs). If you see a significant increase in traffic, it may indicate that
your SEO efforts are paying off. On the other hand, a decrease in traffic may
suggest that you need to adjust your SEO strategy.

Similarly, if you are using content marketing, tracking website traffic can help you
understand which pieces of content are resonating with your audience. By
analysing traffic to specific pages or blog posts, you can identify which topics and
formats are driving the most traffic and engagement. This can help you tailor your
content strategy and create more effective content in the future.

When it comes to social media marketing, tracking website traffic can help you
understand the impact of your social media campaigns on driving traffic to your
website. By tracking metrics such as referral traffic from social media platforms,
you can identify which social media platforms are driving the most traffic to your
website. This can help you optimise your social media marketing efforts and
focus on the platforms that are most effective for driving website traffic.

b) Conversion Rate
Conversion rate is a metric used to measure the effectiveness of a digital
marketing campaign in terms of achieving a specific goal. A conversion occurs
when a user completes a desired action, such as making a purchase, filling out a
contact form, or subscribing to a newsletter. The conversion rate is calculated by
dividing the number of conversions by the total number of visitors to a website.

Measuring conversion rate is important because it provides insight into how
effective your marketing efforts are in generating the desired results. It also
allows you to identify areas where you can improve and optimise your campaigns
to increase conversions.

Some digital marketing tactics where measuring conversion rate is important,
include:

● E-commerce websites: Conversion rate is crucial for e-commerce
websites, as their primary goal is to generate sales. By measuring
conversion rate, you can track which products are selling well, identify
areas where users are dropping off in the sales funnel and optimise your
website to improve the customer experience and increase sales.

● Lead generation campaigns: Conversion rate is also important for
businesses that use digital marketing to generate leads. By tracking
conversion rate, you can identify which lead magnets are generating the
most leads, optimise landing pages and forms to improve the conversion
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process and adjust your messaging to better resonate with your target
audience.

● Event registration: If you run events, measuring conversion rate is
important to track the number of people registering for your event. By
tracking the conversion rate, you can identify which promotional channels
are most effective, which messaging resonates with your target audience,
and optimise your registration process to increase sign-ups.

c) Bounce Rate
Bounce rate is a metric that measures the percentage of visitors to a website who
navigate away from the site after viewing only one page. In other words, it's the
rate at which people "bounce" off your website. A high bounce rate can be an
indication that your website is not engaging visitors effectively, and it can
negatively impact your search engine rankings.

Measuring bounce rate is an important metric for any business that has a
website. It can help you understand how engaging and user-friendly your website
is, and identify areas for improvement. Some common tactics that can impact
bounce rate include website design, page load time, and content relevance.

One way to reduce bounce rate is to ensure that your website design is
user-friendly and easy to navigate. A clean, simple layout can help visitors find
the information they are looking for quickly and can encourage them to stay on
your site longer. Similarly, optimizing your page load time can help keep visitors
engaged by ensuring they don't get frustrated waiting for pages to load.

Another key factor in reducing bounce rate is to make sure your content is
relevant to your audience. Visitors are more likely to stay on your site if they find
the information they are looking for quickly and easily. This means understanding
your audience and creating content that speaks to their needs and interests.

d) Email Open and Click-Through Rates
Email marketing is an essential part of a successful digital marketing strategy for
small businesses, and measuring the effectiveness of your email campaigns is
crucial to ensure their success. Two key metrics that can help you evaluate the
performance of your email marketing efforts are the email open rate and the
click-through rate.

The email open rate is the percentage of people who opened your email out of
the total number of people who received it. A higher open rate indicates that your
email subject line and preheader were effective in capturing the attention of your
subscribers. To increase your open rates, make sure your subject lines are clear,

71



concise, and compelling. You can also experiment with personalization and
urgency to make your emails more appealing to your subscribers.

The click-through rate (CTR) is the percentage of people who clicked on a link in
your email out of the total number of people who received it. A higher CTR
indicates that your email content was relevant and engaging to your subscribers.
To increase your CTR, make sure your email content is well-structured, visually
appealing, and includes a clear call-to-action (CTA). You can also segment your
email list and personalize your emails to make them more relevant to your
subscribers.

Measuring your email open and click-through rates can help you identify areas of
improvement in your email marketing strategy. For example, if your open rate is
low, it may be because your subject lines are not compelling enough, or your
emails are not being delivered to your subscribers' inboxes. If your CTR is low, it
may be because your email content is not relevant or engaging enough, or your
CTAs are not clear or prominent enough.

e) Social Media Engagement
Social media engagement can provide valuable insights into how well your
content is resonating with your audience. Essentially, social media engagement
measures the number of interactions people have with your social media posts,
such as likes, comments, and shares. It can also include other types of
engagement, such as video views, retweets, and direct messages.

Measuring social media engagement is important because it can help you to
understand what content is most popular with your audience, what messaging
resonates with them, and what type of content is most likely to be shared. This
information can be used to inform your content strategy and make data-driven
decisions about what types of content to create in the future.

There are several digital marketing tactics where measuring social media
engagement is important. One such tactic is influencer marketing. When working
with influencers, it's important to track the engagement on their posts to ensure
that they are reaching their audience effectively. Another tactic where social
media engagement is important is social media advertising. By monitoring the
engagement on your ads, you can determine which ads are most effective and
make changes to your advertising strategy as needed.

To track social media engagement, it's important to use analytics tools provided
by the social media platforms you are using, such as Facebook Insights or Twitter
Analytics. These tools can provide detailed metrics on engagement, such as the
number of likes, comments, and shares for each post, as well as more in-depth
insights such as audience demographics and peak engagement times.
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To interpret social media engagement metrics, it's important to look beyond just
the raw numbers and consider the context in which they were achieved. For
example, a post with a high number of likes but low shares may indicate that
people found the post interesting but didn't find it compelling enough to share
with their network. Additionally, engagement metrics should always be
considered in conjunction with other metrics such as reach and conversion rates
to get a full picture of how your social media efforts are contributing to your
overall digital marketing strategy.

f) Cost per Acquisition (CPA)
Cost per Acquisition (CPA) is a metric used in digital marketing that measures the
total cost of acquiring a new customer. This metric is important because it
provides businesses with insight into the effectiveness and efficiency of their
marketing campaigns.

CPA takes into account all of the costs associated with acquiring a new customer,
including advertising, promotions, and other marketing expenses. The formula for
calculating CPA is simple: divide the total cost of your marketing efforts by the
number of new customers acquired during that period.

For example, let's say you spent R500 on a Facebook advertising campaign and
acquired 20 new customers as a result. Your CPA would be R25, calculated by
dividing the total ad spend by the number of new customers.

Measuring CPA is important for digital marketing tactics such as pay-per-click
(PPC) advertising, affiliate marketing, and email marketing campaigns. It can
help businesses make informed decisions about where to allocate their marketing
budget to achieve the best results.

Interpreting CPA requires an understanding of the industry benchmark for your
business. This benchmark varies by industry and can be affected by factors such
as geography and competition. Tracking your CPA over time can help you identify
trends and adjust your marketing strategy accordingly.

Overall, measuring CPA can help you optimise your marketing spend and ensure
you are getting the most bang for your buck. By monitoring this metric, you can
identify areas for improvement and make data-driven decisions to increase your
return on investment.

g) Customer Lifetime Value (CLTV)
This metric represents the total revenue a business can expect to generate from
a single customer over the entire duration of their relationship. It is an essential
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metric to measure for businesses of all sizes, as it can provide valuable insights
into the effectiveness of your marketing and customer retention strategies.

To calculate CLTV, you need to determine the average purchase value, the
average purchase frequency, and the average customer lifespan. By multiplying
these three factors, you can arrive at an estimate of the total revenue you can
expect to generate from each customer.

Measuring CLTV can help you in several ways. Firstly, it can help you understand
which marketing and sales strategies are working and which ones are not. If your
CLTV is increasing, it indicates that you are successfully nurturing a loyal
customer base that is more likely to purchase from you again in the future.
Secondly, it can help you allocate resources and budget more efficiently. By
understanding the total value of a customer over their lifetime, you can better
determine how much you should be spending to acquire and retain new
customers. Finally, CLTV can also help businesses identify areas where they
need to improve customer experience or product quality, as customers with a
higher CLTV are typically more demanding and expect more from the companies
they purchase from.

Measuring CLTV is especially important for businesses that have a
subscription-based model or that rely on repeat purchases from their customers.
In these cases, having a high CLTV is critical to the success of the business.
Additionally, businesses that sell high-ticket items or luxury products may find it
more challenging to acquire new customers, so maintaining a high CLTV is even
more important.

To measure CLTV, businesses should track customer behaviour and revenue
over time. They can use various analytics tools to monitor customer transactions
and calculate the average purchase value, frequency, and lifespan. With this
information, they can develop strategies to increase customer loyalty,
satisfaction, and ultimately, CLTV.

h) Click-Through Rate (CTR)
Click-through rate (CTR) is a metric used to measure the effectiveness of digital
marketing campaigns. It is defined as the percentage of users who clicked on a
specific link, button or call to action (CTA) out of the total number of users who
viewed it.

Measuring CTR is important for digital marketing because it provides insight into
the effectiveness of various campaigns, such as email marketing, pay-per-click
advertising, and social media advertising. By tracking CTR, marketers can
optimise their campaigns to improve their performance and achieve better
results.
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For example, if an email marketing campaign has a low CTR, it may be an
indication that the subject line, content, or CTA is not resonating with the target
audience. On the other hand, a high CTR may indicate that the campaign is
effectively reaching the target audience and providing value.

To measure CTR, you can use analytics tools to track the number of clicks on a
specific link or CTA and compare it to the total number of views or impressions.
This will give you a percentage that represents the CTR for that particular
campaign or piece of content.

In terms of best practices, it's important for you to regularly monitor your CTR
and make adjustments as needed. They should also test different variations of
your campaigns to see which ones perform better and optimise your campaigns
accordingly.

i) Time on Site
When it comes to measuring the success of your digital marketing efforts, time on
site is an important metric to consider. Simply put, time on site is a measure of
how long visitors are spending on your website. The longer they stay, the more
engaged they are with your content, and the more likely they are to convert.

Measuring time on site can provide valuable insights into how visitors are
interacting with your website and the effectiveness of your content. For example,
if visitors are spending very little time on your site, it may be an indication that
your content is not resonating with them or that there are usability issues with
your website.

On the other hand, if visitors are spending a significant amount of time on your
site, it could be a sign that your content is engaging and relevant to your target
audience. This could translate into increased conversions and a higher return on
investment (ROI) for your digital marketing efforts.

In terms of digital marketing tactics where measuring time on site is important,
any strategy that involves driving traffic to your website can benefit from this
metric. For example, if you are running a paid search campaign, measuring time
on the site can help you understand how effective your landing pages are in
keeping visitors engaged and driving conversions. It can also be valuable for
content marketing, where you want to create content that keeps visitors on your
site for longer periods.

To track time on site, you can use a variety of analytics tools such as Google
Analytics. Once you have the data, it's important to interpret it in the context of
your overall digital marketing strategy. Look for trends over time and compare the
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data to other key performance indicators to get a complete picture of how your
website is performing.

j) Return on Investment (ROI)
Return on Investment (ROI) is a metric used to measure the effectiveness of an
investment in terms of the returns it generates. In digital marketing, ROI is
particularly important because it helps you determine the profitability of your
marketing campaigns and allocate your resources more effectively.

ROI can be calculated by subtracting the cost of an investment from the revenue
generated by that investment and then dividing that result by the cost of the
investment. The resulting number is a percentage that indicates the amount of
return on the investment. A positive ROI means that the investment has
generated more revenue than its cost, while a negative ROI means the opposite.

Measuring ROI is important in a variety of digital marketing tactics, including paid
advertising campaigns, social media marketing, and email marketing. By tracking
the ROI of these campaigns, you can determine which ones are generating the
highest returns and adjust your strategies accordingly. For example, you may find
that your paid search campaigns are generating a high ROI, while your social
media campaigns are not. In this case, you can allocate more resources to your
paid search campaigns and adjust your social media strategy to improve its ROI.

To track ROI, it's important to have a clear understanding of the costs associated
with your marketing campaigns, including the cost of the campaign itself as well
as any associated labour or materials. You'll also need to track the revenue
generated by the campaign, which can be more challenging for some tactics than
others. For example, revenue generated by a social media campaign may be
less straightforward to track than the revenue generated by a paid advertising
campaign.

These are just a few examples of the many metrics you can use to track your
performance in digital marketing. It's important to choose the right metrics for your
specific goals and to track them consistently over time to see how your efforts are paying
off.

To track these metrics, you can use a variety of tools, including Google Analytics, email
marketing software, and social media management tools. These tools can provide you
with detailed reports that show how your metrics are trending over time and help you
identify areas for improvement. We discuss the different analytics tools in the section
below.

Interpreting your metrics is an essential part of tracking your digital marketing
performance. Once you have set clear goals and determined which metrics to track, it's
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important to know how to interpret the data you collect. This will help you identify what is
working and what needs improvement in your digital marketing efforts.

First, it's important to understand what the metrics are telling you. Each metric provides
a different piece of information about your digital marketing performance, and
understanding how to interpret them will allow you to make informed decisions about
your strategy. For example, a high bounce rate on a landing page may indicate that the
page is not meeting the needs of your target audience or that it needs better optimisation
to reduce load times.

Another important aspect of interpreting your metrics is to look for patterns over time.
This will allow you to see if your digital marketing efforts are making progress towards
your goals and if you are meeting your targets. For example, if you are tracking website
traffic, you can look at the trend over several months to see if it is increasing or
decreasing.

It's also important to keep in mind that metrics can be influenced by external factors,
such as changes in the market, seasonality, or current events. Understanding these
external factors will help you interpret your metrics more accurately.

When interpreting your metrics, it's important to focus on the metrics that are most
relevant to your goals. For example, if your goal is to increase sales, then you should
focus on metrics such as conversion rates and revenue generated. It's easy to get
overwhelmed by the amount of data available, but focusing on the most relevant metrics
will help you make more informed decisions.

Finally, it's important to use your metrics to make data-driven decisions. Use the
information you gather from your metrics to make informed decisions about your digital
marketing strategy. For example, if you find that certain types of content are performing
better than others, you may want to focus your efforts on producing more of that type of
content.

3. Use analytics tools
Using analytics tools to track your performance means leveraging software applications
that collect, analyse, and report data about your website or digital marketing efforts.
These tools provide insights into the performance of your digital assets, which can be
used to optimise your campaigns and improve your overall marketing strategy.

There are a variety of analytics tools available, ranging from free to paid services, each
with its unique features and benefits. Some popular analytics tools include:
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a) Google Analytics
Google Analytics is a free analytics tool that provides a wealth of data on website
traffic, user behaviour, and conversions. It is widely used for website analysis,
tracking traffic sources, and monitoring website performance. With Google
Analytics, you can track metrics such as bounce rate, time on site, and
conversion rate, and set up custom reports and dashboards.

b) Adobe Analytics
Adobe Analytics is a paid analytics tool that offers real-time analytics and
advanced data visualization capabilities. It provides insights into customer
behaviour, allowing businesses to optimise their digital experiences for
customers. Adobe Analytics offers a range of features, including cross-device
tracking, predictive analytics, and A/B testing.

c) Mixpanel
Mixpanel is an analytics tool that specializes in tracking user interactions within a
website or mobile application. It provides insights into how users interact with
your website or app, such as clicks, swipes, and page views. Mixpanel is widely
used for tracking user engagement and optimizing user experiences.

d) SEMrush
SEMrush is a paid analytics tool that provides insights into digital marketing
campaigns, including SEO, paid search, and social media. It offers features such
as keyword research, backlink analysis, and competitor research, allowing
businesses to optimise their digital marketing strategies and stay ahead of the
competition.

e) Crazy Egg
Crazy Egg is an analytics tool that provides heat maps and click maps of your
website. It helps you identify which areas of your website get the most
engagement and which areas are ignored. With Crazy Egg, you can optimise
your website's design and layout for improved engagement and conversion rates.

f) Hotjar
Hotjar is an all-in-one analytics and feedback tool that allows you to see how
users interact with your website. It offers heat maps, session recordings, surveys,
and more. Hotjar can help you identify areas for improvement on your website
and understand how users engage with your content.

g) Google Tag Manager
Google Tag Manager is a free tool that allows you to manage and deploy tracking
codes on your website without editing your website's code directly. With Google
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Tag Manager, you can track user behaviour and gather valuable data on how
users engage with your website.

h) Cyfe
Cyfe is an all-in-one dashboard that allows you to track a variety of metrics from
multiple sources in one place. It offers pre-built widgets and integrations with
popular tools such as Google Analytics, social media platforms, and email
marketing tools. With Cyfe, you can create custom dashboards and track all of
your key performance indicators in one place.

i) Open Web Analytics
Open Web Analytics is a free, open-source web analytics tool that allows you to
track user behaviour and gather data on how users are interacting with your
website. It offers features such as event tracking, custom dashboards, and goal
tracking, which can help you understand how users are engaging with your
content and identify areas for improvement.

This is by no means an exhaustive list of available tools but they are a very good place
to start. Remember, while many of these tools are free, they may have limitations in
terms of the amount of data you can track or the features available. Nonetheless, they
can be a great starting point for businesses that are just starting out or on a budget.

When selecting an analytics tool, it's important to consider your specific needs and
goals. Some tools may be more suitable for website analytics, while others may be
better suited for tracking social media or email marketing campaigns. It's also important
to ensure that the tool is compatible with your website or digital assets and provides the
metrics and features that you need.

Overall, analytics tools can provide valuable insights into the performance of your digital
marketing efforts, allowing you to make data-driven decisions and optimise your
campaigns for improved results.

4. Conduct customer surveys
Conducting customer surveys can be an effective way to track your performance and get
feedback from your target audience. It involves asking your customers a set of questions
that will help you gain insight into their needs, preferences, and opinions about your
business.

When conducting a customer survey, you want to make sure that you are asking the
right questions. This means that you need to be clear about what information you want
to obtain and design your survey accordingly. You can ask questions about your product
or service, your customer service, pricing, or any other aspect of your business that you
want to gather feedback on.
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There are several ways to conduct customer surveys, including online surveys, phone
surveys, and in-person surveys. Online surveys are often the most popular choice as
they are easy to set up and can be distributed quickly to a large audience. You can use
tools like SurveyMonkey, Google Forms, or Typeform to create and distribute your
surveys.

Once you have gathered the responses from your customers, it is essential to analyse
the data and interpret the results. This will help you identify areas where you need to
improve and make informed decisions based on the feedback you receive. Again, the
process of analysing your data is the same as explained in chapter 2, but for ease of
reference, here’s a quick overview of how this works.

To begin analysing the data, it is important to identify the key metrics that you want to
measure. These might include things like customer satisfaction, brand loyalty, likelihood
to recommend, and purchase intent. Once you have determined which metrics are most
important to your business, you can begin to analyse the survey data to identify trends
and patterns.

One effective method for analysing survey data is to use visual representations, such as
charts and graphs. This can help you to easily identify patterns and trends, and to
communicate the insights you have gained to others in your organisation. For example, a
chart that shows how customer satisfaction has changed over time can be a powerful
tool for demonstrating the impact of your marketing and customer service efforts.

In addition to using visual representations, it is also important to use statistical analysis
to gain a deeper understanding of the data. This might involve calculating means,
medians, and modes, or using regression analysis to identify correlations between
different variables. By doing so, you can identify the drivers of customer satisfaction,
loyalty, and purchase intent, and use this information to inform your business decisions.

Finally, it is important to review the survey data regularly to identify changes over time.
By tracking customer feedback over time, you can identify emerging trends and respond
to them proactively. This might involve making changes to your products or services,
refining your marketing strategies, or improving your customer service processes. By
using customer survey data to inform your decisions, you can build a business that truly
meets the needs and preferences of your customers and ultimately achieve greater
success.

The questions you should ask during customer surveys depend on the specific goals
and objectives of your business. However, here are some general questions that can
help you get started:

● What motivated you to purchase from us?
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● How did you first hear about our business?
● Did you find the information you were looking for on our website?
● Were our products/services priced appropriately?
● Were our products/services easy to use?
● Was our customer service helpful and responsive?
● Would you recommend our business to others?
● Is there anything we can do to improve your experience with our business?

These questions can help you gain insight into your customers' motivations, preferences,
and pain points, and can guide you in making improvements to your business to better
meet their needs. It's important to ask open-ended questions to allow your customers to
provide detailed feedback, as well as to ask follow-up questions to clarify any points of
confusion or to dig deeper into specific areas of interest.

5. Test and refine your strategies
This step involves conducting experiments on different tactics and approaches to find the
most effective ones. This process helps to optimise marketing efforts, increase
conversions, and ultimately achieve better results.

Testing your strategies involves creating multiple versions of your marketing campaigns
and testing them against one another to see which performs better. You can test different
elements such as headlines, images, ad copy, and landing pages.

To test your strategies effectively, you should use an A/B testing tool to measure the
performance of each version of your campaign. This tool will provide you with data on
how each version performs, allowing you to refine your strategy based on the insights
gained from the test results. As explained in chapter 3, A/B testing, also known as split
testing, is a method of comparing two versions of a website, ad, or email, to determine
which version performs better. In digital marketing, A/B testing can help you improve
your conversion rates, increase engagement, and generate more revenue.

To conduct an A/B test, you need to create two versions of your marketing element, such
as a landing page, email, or advertisement. The two versions should have a single,
distinct difference between them, such as a different headline, call to action, or colour
scheme. The two versions are then randomly shown to different segments of your
audience, to see which version performs better in terms of achieving your marketing
objective.

For example, let's say you want to increase the number of people who sign up for your
newsletter. You could create two versions of your newsletter sign-up form. One version
might have a blue background colour and a button that says "Sign up now," while the
other version might have a green background colour and a button that says "Get
updates." You could then randomly show the two versions to different visitors to your
website and track which version leads to more sign-ups.
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When conducting an A/B test, it's important to only change one element at a time. If you
change multiple elements at once, you won't be able to determine which change was
responsible for any difference in performance between the two versions. You also need
to ensure that you have enough data to make a valid conclusion. Generally, you should
aim to show each version to at least 100-200 people, although the exact sample size
you need will depend on your specific situation.

There are several tools available that can help you conduct A/B tests, such as Google
Optimise, Optimisely, and Unbounce. These tools allow you to create different versions
of your marketing element, set up the test, and track the results in real time.

Once you've completed an A/B test, you need to analyse the results to determine which
version performed better. You should look at the data from a statistical perspective to
ensure that the results are statistically significant. This means that the difference
between the two versions is not due to chance, but is a result of the change you made.

If one version of your marketing element performs significantly better than the other, you
should implement the winning version on your website, email, or ad campaign. If neither
version performs significantly better, you may need to conduct additional tests with
different changes to find out what works best.

It's important to keep refining your strategy continuously, as customer preferences and
behaviour can change rapidly. By consistently testing and refining your strategies, you
can stay ahead of the curve and continue to improve your marketing efforts.

Chapter Summary
Measuring your digital marketing efforts can help you understand your audience, refine your
strategies, and ultimately achieve your business goals. In this chapter, we covered various
methods to measure and track your digital marketing results.

We started by discussing the importance of setting clear business goals before you begin
tracking your marketing efforts. This will allow you to determine the metrics that are most
relevant to your business objectives. We then delved into various metrics that businesses can
use to measure their marketing performance, including bounce rate, email open rates,
click-through rates, social media engagement, cost per acquisition, customer lifetime value, time
on site, and return on investment.

We also talked about how businesses can use analytics tools to track and measure their
performance. These tools, such as Google Analytics, provide valuable insights into website
traffic, user behaviour, and conversion rates. Additionally, we covered some free analytics tools
that businesses can use, including Hotjar and Mixpanel.

82



Customer surveys were another topic of discussion in this chapter. We talked about the
importance of conducting customer surveys to gain insights into your customers' preferences,
pain points, and expectations. We also provided some sample questions to include in your
surveys and discussed how to analyse the data derived from them.

Lastly, we discussed testing and refining your strategies. A/B testing is a valuable tool that
allows businesses to test different strategies and refine their tactics based on the results. We
provided a practical example of how businesses can conduct A/B testing to improve their email
marketing campaigns.

As we come to the end of our discussion, it's clear that tracking and measuring your marketing
efforts is essential for success in today's digital landscape. Whether you're a small business
owner, a marketer, or an entrepreneur, taking the time to measure and analyse your marketing
efforts is crucial for long-term success. It allows you to make data-driven decisions, refine your
strategies, and ultimately achieve your business goals.

So, make it a priority to track your marketing efforts and regularly analyse your results. With the
right tools and the right mindset, you'll be well on your way to building a thriving business in the
digital age.

Topics covered in this chapter
Step 6 - Measure your results

How do you leverage existing resources?
1. Set clear goals

● SMART goal setting… again
● Write your goals down
● Celebrate small wins

2. Use metrics to track performance
● Website Traffic
● Conversion Rate
● Bounce Rate
● Email Open and Click-Through Rates
● Social Media Engagement
● Cost per Acquisition (CPA)
● Customer Lifetime Value (CLTV)
● Click-Through Rate (CTR)
● Time on Site
● Return on Investment (ROI)
● Interpreting your metrics

3. Use analytics tools
● Google Analytics

83



● Adobe Analytics
● Mixpanel
● SEMrush
● Crazy Egg
● Hotjar
● Google Tag Manager
● Cyfe
● Open Web Analytics

4. Conduct customer surveys
● Why surveys are important
● How to interpret your data
● Examples of questions to ask your customers

5. Test and refine your strategies
● How to start testing your marketing strategies
● A/B testing explained
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Closing Comments
In this book, we have explored the world of digital marketing and learned about the various
strategies that can be used to promote your business and increase sales. We have covered a
range of topics, from defining your goals, to understanding your target audience, optimising your
website for search engines, creating engaging content, measuring your results, refining your
strategies, and more.

Digital marketing is a dynamic field, and it is constantly evolving. As new technologies and
trends emerge, it is important to stay up-to-date and adapt your strategies accordingly. What’s
more, digital marketing is not a one-size-fits-all solution. Every business is unique and requires
a customised approach to digital marketing. What works for one business may not work for
another. However, the fundamental principles of effective digital marketing remain the same,
and the steps that we have discussed in this book provide a solid foundation for any business
looking to succeed online.

As we come to the end of this book on digital marketing, I hope that the insights and knowledge
I have shared will serve as a valuable resource for you to develop and execute effective digital
marketing strategies.

Thank you for reading!
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