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Areas:

State of trust

What can you do in your Digital Marketing?

Wrap-up & questions 
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INTERNET HYPE

DOTCOM CRASH

SEARCH SOCIALMOBILE

MARTECH

BIG DATA

ADTECH

CONTEXT: IT’S TOUGH

IOT



AGENCIES, 
VENDORS & TECH

TRUST IN …



MEET YOUR NEW ACCOUNT EXEC



MARTECH



THE RETARGETING EXPERIENCE



BIG SHORT IN ONLINE ADVERTISING?



PLATFORMS

TRUST IN …







OURSELVES

TRUST IN …



WE GET DISTRACTED



WEARABLES (FOMO) 



PEER PRESSURE



OPPORTUNITIES EVERYWHERE BUT ….

WE STILL DON’T GET “TRADITIONAL” DIGITAL RIGHT 



INTERNET OF THINGS



WHAT CAN WE DO 
ABOUT IT?



WARNING: INFORMATION OVERLOAD AHEAD!



IT’S OKAY, WE ARE IN GOOD COMPANY



Attention

Interest

Desire

Action

AIDA model of marketing

Broadcast 

Simple Funnel  

THINGS CHANGE, WE EVOLVE



Digital ecosystem
Non-liner, push & pull

Complex customer journey

UNDERSTAND NEW PATH TO PURCHASE



Discipline versus Channel

FIND DISCIPLINE IN DIGITAL MARKETING

Direct Brand Digital



Discipline versus Channel

Direct Brand Digital

Discipline Channelvs.

FIND DISCIPLINE IN DIGITAL MARKETING



FIND DISCIPLINE IN DIGITAL MARKETING

Direct BrandDigital 

TV  Direct Brand

Print  Direct Brand

Mail  Direct Brand

Philosophy / Discipline

C
h
a
n

n
e

l



What online strategies do you pursue?
Ecommerce? Lead Generation? Content Publishing? Branding?

What tactics are priorities?

How do you measure success?

FIND DISCIPLINE IN DIGITAL MARKETING



HOW SHOULD WE THINK ABOUT DIGITAL MARKETING?

Web or mobile site is “Hub” 
connecting a variety of spokes and tactics. 

Online

Ads

Organic

Search

Paid

Search

Email 

Marketing

Social Media
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 Social Networks

& Communities

DM

Word of Mouth/Mouse

Offline ads

Brand and Consumer Experience

Measurement & Analytics

Content Content



DIGITAL MARKETING TRENDS



MANAGING MEANS ASKING THE RIGHT QUESTIONS

A wide breadth of  knowledge across many overlapping areas     



WEBSITES



Principles of Website Design
1. Content & Utility

2. Navigation & Usability (UI/UX)

3. Speed

4. Visual Design

5. Interactivity

6. Consistency

7. Responsive 

WHAT COUNTS IN WEB



Bold imagery 

Less is more 

Responsive & optimized

Drive into “funnel” with clear call to actions 

Great UX, utility & content

Linked to social 



MOBILE





SEARCH



You Have to Get 
These Right

SEO BEST PRACTICES 



There are 500+ variables … 2 groupings

1. On-Page Factors | 30% of score

2. Off-Page Factors:
- Links |  50% of score
- Social Signals | 20% of score

http://moz.com/blog/weighting-the-clusters-of-ranking-factors-in-google-analytics-whiteboard-friday

WHAT ARE SEO VARIABLES? 



ON PAGE SEO FACTORS

Most Important Elements in Order:

1. Keyword use in Title tag

2. Keyword use in domain name

3. Keyword use in internal anchor text

4. Keyword use in h(#) headings

5. Keyword use in first 50-100 words on page

6. Keyword use in subdomain/folder/page name

7. Keyword use in Alt tags (text describers for images)

8. Keywords in image names

9. Keywords in <b> or <strong> tags

10. Keywords in <i> or <em> tags



This copy talks all about our new amazing product NOSY.  It is the perfect product for 
everyone and it is important that you click here to learn more about the new features.  
Or, if you wanted to download a coupon for free sample, click here.  Of course you can 
always find our locations near you if you click here or you might want to buy it at a 
special price in our online store.

This copy talks all about our new amazing product NOSY.  It is the perfect 
product for everyone and it is important that you click here to learn more 
about the new features.  Or, if you wanted to download a coupon for free 
sample, click here.  Of course you can always find our locations near you if you 
click here or you might want to buy it at a special price in our online store.

WRITING EFFECTIVE LINKS



1.Claim your 
business

2.Use same 
details in your 
Google profile 
as is used on 
your site (be 
consistent)

3.Add your 
business to 
online 
business 
directories

LOCAL SEARCH



PAID SEARCH

44

Ad Groups via:

1. Industry terms 

2. Competitive terms 

3. Product terms

4. Geographic terms

5. Brand terms



PAID SEARCH: AD WORDS EXTENSIONS 



• Moz.com

• SEObook.com

• BruceClay.com

• SearchEngineWatch.com

• SearchEngineJournal.com

• Mattcutts.com/blog/

RESOURCES



SOCIAL MEDIA





YOU CAN’T BE EVERYWHERE

STRATEGY

WHY 

OBJECTIVES 

MEDIA

WHAT 

CONTENT 

WHO 

NETWORKS 

SOCIAL

Source: Christopher S. Penn



BEST PRACTICES

• Determine your goals and “right-fit” tactics

• Listen 

• Engage with audience on their turf first

• Create a content plan 

• Integrate into your hub

• Make it interesting & add value
Awareness & Buzz, 

Customer Activation, 
Brand Ambassadors, 

Community Participation, 
Data Collection, CRM, 

Loyalty & Retention, Sales  



CONTENT PLANNING



HELPFUL SOCIAL TOOLS 



Source: FanPageToolKit

FACEBOOK AUDIENCE TARGETING



5
4

• Upload list of email 
addresses or phone 
numbers (100+) and 
Facebook will deliver 
your ads to them

• You can also have 
Facebook identify 
people that are similar 
in nature to those that 
you segment from your 
database

Source: Facebook

FACEBOOK CUSTOM AUDIENCES



Facebook.com/ads 

https://youtu.be/Ed8qoNP1tdo?list=PL1DCB23F4A6FB9619

RESOURCES

• Social Media Explorer

• Social Media Examiner

• Facebook Ads Tutorials

https://www.youtube.com/watch?v=Ed8qoNP1tdo&list=PL1DCB23F4A6FB9619&index=15
https://www.youtube.com/watch?v=Ed8qoNP1tdo&list=PL1DCB23F4A6FB9619&index=15


EMAIL



1. Starts here with email communication (targeted, list)

2. Landing Page – Auto fill form (LinkedIn API)
3. Confirmation – Closing of CX loop

Email Database 
(List, Segment, Campaigns, 
Measurement & Analytics)

Email Campaign 
& Deployment

Email Platform

EMAIL MARKETING IS MORE THAN THE EMAIL 



Types of Email
• Activation & Engagement

• Trigger

• Sales & Promotion

• Service

• Event 

EMAIL 

Best Practices

• Great content link to specific 
landing page

• Personalized

• Opt-in & Out

• Timely & recognizable

• Compelling, action-oriented 
subject line

• Short catchy text, engaging 
images

• Testing & Optimization



LANDING PAGES

CALL TO ACTION

CALL TO ACTION



WEB ANALYTICS



Have a digital measurement strategy & plan in place?

Have clear KPIS aligned to strategy and tactics?

Drive insights from your analytics reports?

Drive continual improvement?

DO YOU?



Avinash Kaushik’s five simple steps for success:

Document business objectives

Identify strategies & tactics

Choose KPIs

Choose segments  

Choose targets 

Is your digital measurement plan using these Five Steps? 
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BEST PRACTICES



What specific goals were achieved?
What happened in the conversion funnel we’ve set?

What content was viewed?  
What are specific interactions and events took place? 

Who is our audience? How did they get to our site?
What efforts drive visitor traffic (paid, owned and earned)?

Acquisition 

Behaviour 

Outcomes 

BIG PICTURE



GOOGLE ANALYTICS



Macro conversions: 
The big goal

• Online purchase or sale

• Completed & submitted lead capture 
form

Micro conversions: 
The smaller goals that lead to big goals

 Email newsletter sign-up

 Download PDF 

 Video view

CONVERSIONS MAKE A DIFFERENCE



Total Web Visits (Sept 2016) 

17,827  
(vs. 23,577 same period 2015)

12 month average :  
10,354 web visits

Visitors (Sept 2016)

New 39.4%  Returning 60.6%
(vs. New 49% same period 2015)

12 month average:  
New 48%; Returning 52% 

- Who are they?
- How did they 

get here?

Source of 
Visits

Current 
Sept 2016

Previous Year
Sept 2015

Organic 30% 28%

Email 26% 30%

Direct 26% 21%

SEM PPC 8% 1%

Social Media 3.5% 3.8%

Display (Other) .5% 13%

Pages Per Visit (Sept 2016) 

Pages per session = 5.04
Top “Clicks” Interactions  (Sept 2016)

Login as customer = 4,549 
Viewed Performance = 1,031 

By Device (Sept  2016)

72% Desktop 
28% Mobile (& Tablet)

12 month average:  
Desktop 62% ; Mobile 38% 

Fin Srvs Industry Benchmark
Mobile 51% Desktop 49%
(source: Adobe Mobile Benchmarks 2015)

WEB ANALYTICS DASHBOARD



Engagement Goal 1 - User Time On Site (Sept 2016)

2,718 (12% of users reached goal)
12 month average time on site = 1 min 42 sec
July-Sept 15th average time on site: 2 mins 19 sec

What is measured?
Engagement goal > 3 mins in duration

Lead Conversion Goal - Lead Completion (August 2016) 

268 Total Leads
Business Case Target YTD: 216

What is 
measured?
Lead Form 
completion 
entered into 

CRM

What is measured?
Engagement goal > 5 pages per session

MICRO CONVERSION GOALS

Engagement Goal 2 - Engaged User Pages Visited (Sept 2016) 

3,254 (18% of users reached this goal)
12 month average page per = 2.52
July-Sept 15th average pages per: 5.04

MACRO CONVERSION GOALS

Newsletter Sign-up Goal – Email Capture (July & August 2016) 

238 newsletter subscribers 
Business Case Target YTD: 200

What is measured?
email capture for newsletter

Product A Plan Actual

July 65 71

August 65 80

Product B Plan Actual

July 43 56

August 43 61

WEB ANALYTICS DASHBOARD



RESOURCES

analyticsacademy.withgoogle.comkaushik.net/avinash/

• Google Analytics Academy

• Occam’s Razor



DIGITAL MARKETING

Online

Ads

Organic

Search

Paid

Search

Email 

Marketing

Social Media

A
w

a
re

n
e

s
s

:

D
ri

v
e

rs
 o

f 
T

ra
ff

ic
 

E
n

g
a
g

e
m

e
n

t:

R
e
la

tio
n

s
h

ip
 M

a
rk

e
tin

g
 Social Networks

& Communities

DM

Word of Mouth/Mouse

Offline ads

Brand and Consumer Experience

Measurement & Analytics

Content Content



BUILD YOUR TRUST

Be curious

Books, Blogs & Podcasts

Courses 

On-going learning  



DIVE 
IN!



Thank You.

Questions?
seaton@levelcdigital.com

levelcdigital.com


