WS RISTAL Forget the
Algorithm

E:'f"?.'i-! Maximize the ROI of Your

‘ Site, Social, SEO, and Email

- ‘



What Is Digital Marketing?
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What Is Digital Marketing?
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What Is Digital Marketing?
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These Things Are Not Marketing
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Reliable System
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. . Plan

Marketing. /
aSur
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Itisan ongoing . .

Drocess. . Terereie.
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Implementing is
the easy part.

Implement

RIS



A plan triples

your chances of \
sucCcess.

Implement

<~

RIS



. Plan

reduces waste / \
by 25 - 60%.

Measure

A\ Y A



Are You
Marketing... or m

Just Creating
Content? / \

Measure
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Last Session
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This Session

Implement

‘\... I\Dd I! RGKIE-'II-'I



| will give you...

v —
« P
« -—
a copy of a list of all tools
these slides | mention



Download

Worksheets
w

g mt-...a,l,;l,

'-*_-' A\ < '

WRDigitalMarketing.com/SMB

Email Drip Campaign
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What You Need Before

You Start Marketing




Business Strategy
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Business Strategy
!
Brand Strategy

A\ Y |



Business Strategy
!
Brand Strategy
!

Marketing Strategy

!
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Business Strategy
!
Brand Strategy
!

Marketing Strategy

|
Marketing Plan

A\ Y |
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Your Website




The Importance of Having a Website




The Importance of Having a Website
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The Importance of Having a Website

HOME EXTERIORS

WHEN QUALITY MATTERS

IN ] ROOFING

GUTTERS | PAINTING

HES PRESSURE WASHING

PHDG EXTERIOR DESIGN
® 503-854-7200

www.nwhomeexteriors.com

A\ Y |



83 % visit a store online before going in.

\\ '. Source: Stanford Web Credibility Study; Google/Ipsos, Global Retail Study




83 % visit a store online before going in.

75% judge your credibility based on your site.

\\ '. Source: Stanford Web Credibility Study; Google/Ipsos, Global Retail Study




Having a Website
is Better than NOT

Having a Website.

A\ Y |
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Too Good to Be True




Get An Affordable Custom
Website, A Custom Email, And
Everything Else You Need To
Get Your Business Online From
$300 Or $28/Mo.

No Contracts, No Hidden Fees, And A
60 Day Money-Back Guarantee.

Get An Instant Quote!

Contact Us

NIRRT



Start

59
/MONTH

$100 Setup Fee

Professional Design Team Builds Your
Website

Ongoing Professional SEO

Unlimited Tech Support

Domain Registration & Renewal

Web Hosting & Security

Unlimited Pages

RIS

Grow - Most Popular

99
/MONTH

$100 Setup Fee

Professional Design Team Builds Your
Website

Ongoing Professional SEO

Unlimited Tech Support

Domain Registration & Renewal

Web Hosting & Security

Unlimited Pages

Flourish

*1 29 m0um

$100 Setup Fee

Professional Design Team Builds Your
Website

Ongoing Professional SEO

Unlimited Tech Support

Domain Registration & Renewal

Web Hosting & Security

Unlimited Pages



Avoid Being Held Hostage
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Avoid Being Held Hostage

e You are renting your own website.

A\ Y M



Avoid Being Held Hostage

e You are renting your own website.

e You own nothing in the end.

A\ Y M
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Website Strategy




Types of Websites

Why Do You Have a Website?

W'



Types of Websites

Billboard

A\



Types of Websites

Billboard Store

A\



Types of Websites

Billboard Store Lead Gen

A\



Billboard
N

W




Billboard

who your
you serve differentiator

W



Billboard

A Character & Meets a Guide

Wf*



| Awareness

Loyalty

Wf°



Store

ASAEARAN
AAAAAN

(]
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Store
INVETCEN RS

ASAEARAN
AAAAAN

Conversion

(]

W'



Lead Gen
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Lead Gen

Awarene’ s

Conversion
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Above the Fold

OO
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Above the Fold

T

2 Direct CTAs
1 Transitional CTA

W'



Above the Fold

T

2 Direct CTAs
1 Transitional CTA

A\ Y |



Above the Fold

Image of Success
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Above the Fold

Marriage Therapist

Image of Success

A\ Y |



Above the Fold

Wedding Officiant

Image of Success

A\ Y |



Above the Fold

\ T

Your Offer

A\ Y |



Above the Fold

1. Promise an aspirational identity:

\ T

Your Offer

A\ Y |



Above the Fold

1. Promise an aspirational identity:

\ T

No Blame. No Shame. No Criticism.
Learn How To Hear And Be Heard In A New Way.

Your Offer

A\ Y |



Above the Fold

2. Promise to solve a problem:

\ T

Your Offer

A\ Y |



Above the Fold

2. Promise to solve a problem:

\ T

Keeping a sharp eye on your company's books
So that you can go about the business of growing your business

Your Offer

A\ Y |



Above the Fold

3. State exactly what you do:

\ T

Your Offer

A\ Y |



Above the Fold

3. State exactly what you do:

\ T

We paint houses.

Your Offer

A\ Y |






Top Nav

\\@.ODIGITAL HOME  WHATWEDO  SERVICES OURWORK  BLOG FREE CONSULTATION
MARKETING

Content | Design | Strategy

We work with you to customize a marketing plan.
Then we put it in action - and make sure it works.

LEARN MORE




Top Nav

\\@.ODIGITAL HOME  WHAT WE DO SERVICES OUR WORK  BLOG FREE CONSULTATION
MARKETING

Content | Design | Strategy

We work with you to customize a marketing plan.
Then we put it in action - and make sure it works.

LEARN MORE




Top Nav

\\@.ODIGITAL HOME  WHAT WE DO SERVICES OUR WORK  BLOG FREE CONSULTATION
MARKETING

Content |+ Keepitto 6 orunder

We work with | , 2-3 Words per Tab
Then we put it

« CTA button that pops




\\O'ODIGITAL HOME WHAT WE DO
MARKETING

SERVICES OUR WORK BLOG FREE CONSULTATION

About Us
Awards & Certifications

Case Studies

Content | Design | Strategy

We work with you to customize a marketing plan.
Then we put it in action - and make sure it works.

LEARN MORE




Footer Nav

Shop Matcha
Get Started

Matcha Kits

Pure Matcha
Matchaware

Single Serve Matcha

Wholesale & Bulk

& 2023 tenzotcaco

Learn

Matcha Recipes

Caffeine Content

Health Benefits

More from Tenzo
Our Story

Blog

Affiliate

Contact Us

Fag's

Sign In

Let's Stay Connected

Enter your email te unlock 10%
OFF.

Yaur Ermall SUBMIT

Follow us

Torms of Service | Privacy Policy | Refund Pelicy. | Accessibiiity Policy



Site Map Worksheet

L - i L k¥ . Al
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The Rest of the Home Page




The Rest of the Home Page

The fewer words, the more
likely people will read them.
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Tax Management Services

At Sally Rogers CPA, PC, we guide our
clients through a full range of tax
planning and preparation decisions
with strategies that minimize your tax
liabilities, maximize your cash flow
and keep you on track to your

financial goals. Our expertise,
experience, analysis and thorough
research allow us to optimize financial
opportunities to be found in existing
as well as recently altered tax laws.
We are knowledgeable and up to date
on the tax laws and can make sense
of your receipts, bills and notices.




Tax Management Services

At Sally Rogers CPA, PC, we guide our
clients through a full range of tax
planning and preparation decisions
with strategies that minimize your tax
liabilities, maximize your cash flow
and keep you on track to your
financial goals. Our expertise,
experience, analysis and thorough
research allow us to optimize financial
opportunities to be found in existing
as well as recently altered tax laws.
We are knowledgeable and up to date
on the tax laws and can make sense
of your receipts, bills and notices.

W

Tax Management Services

Minimize tax liabilities, maximize
cash flow

Optimize financial opportunities in
existing and altered tax laws

Up-to-date on tax laws

Expertise in making sense of
receipts, bills, and notices




Site Wireframe

& o Mer: | ltems | Here | Limit | To | S

We help you to do something.

Thm et sbowe mhvald (1} promiss o aapaationsl demefy (3 pomise @ soke & Haem i of Sedcisig
a4 [ 1] tmis Enmly whal i o

. S

¢ Gueeeis Dae o Bucesss Two o S Thiss
Surcess Oam Sucruas Twe Suzrunn Theaw
Lo psum doler ot amis, consoacieer sfiplsoing i Lorem poim dolor SE amet, conseciciur adipiscing di

\\ '. The Stakes Layout
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Search Engine Optimization

(SEO)
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What
Google
Wants

Chasing the Algorithm



What
Google
Wants

W'

Search Engine Land's

SEQ

PERIODIC
TABLE

Search engine optimization seems like alchemy to
the uninitiated. This guide to success factors, best
practices and potential pitfalls can build the

framework for your SEO strategy.
WEIGHT RANKING
x ELEMENT SYMBOL
EXAMPLE | I E— ELEMENT NAME
gear:%nie description g | DESCRIPTION

CATEGORY

Search Engine |and

— NICHES ———




What
Google
Wants

2019

PERIODIC
TABLE

OF

SEO
FACTORS

ine Land




THE PERIODIC TABLE OF SEO SUCCESS FACTORS bbb e

Search engew optimaration = $E0 = seerm like sichemy 1o the winfisted. Bt there's o science o it Below are

Are pages well written & o [ . Do finks, sharey & skhar fackers
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Cq o subntastisl quality content ?
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What
Google
Really
Wants
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What
Google
Really
Wants

Hasn’t Changed at All

1998, 2018, 2028, 2038

W'



What
Google
Really
Wants

©
= O =
o

A\

Happy Users
Who Find
What They
Need



If your goal is to provide the best search result,
you'll win in the long run.

No matter what new algorithm rolls out.

A\ Y Mt



285.9% 285.2%

increase
year-over-
year
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Ever Received an Email Like This?

W'



Ever Received an Email Like This?

I was on your website | and wanted to shoot you a
quick note.

I think I can make a few changes (aesthetically and/or SEO — wise) to
make your site convert more visitors into leads and to get it placed
higher in the organic search results, for a few of the select terms.

This is NOT like one of those foreign emails you probably get in your inbox every day. Just to be upfront | have 3 agents
that work with me for development /SEO.

| would just need to know which (if not both) services you’re open to checking out information about, either web design
or SEO. Would you be open to seeing more brief info / quote for what | would like to accomplish?

Regards,
XXXXXX XXXXX

A\ Y |



Matt Cutts at Google

I was on your website www.google.com and wanted to shoot you a
quick note.

I think I can make a few changes (aesthetically and/or SEO — wise) to
make your site convert more visitors into leads and to get it placed
higher in the organic search results, for a few of the select terms.

This is NOT like one of those foreign emails you probably get in your inbox every day. Just to be upfront | have 3 agents
that work with me for development /SEO.

| would just need to know which (if not both) services you’re open to checking out information about, either web design
or SEO. Would you be open to seeing more brief info / quote for what | would like to accomplish?

Regards,
XXXXXX XXXXX

were



Did you know that passing an SEO scan
means to Google?

A\ Y |



Did you know that passing an SEO scan

medans

- SEO Checker I

Overview of the SEO Check

- Meta information

e B Page quality
Page structure
Link structure

Server

External factors

Response time S File size

0.19s 751.10 kB

Task list of SEO Improvements

Add a H1 heading to this page.

Use good headings on the page.

A\ Y |

n Try to reduce the number of used C5S files.
=

B PDF Export

1
%

58%

68%

|
H

I Words Ll Media files

13 1

to Google?

© sign up for free!

SEO Score

SEO Score Widget

& Number of links

14 internal / 4 external

6 Tasks

Very important!
Very important!

Very important!



Did you know that passing an SEO scan
means to Google?

Youtube.com) SEO Checker [ Eroremon O sign up or fee

Overview of the SEO Check SEO Score

- Meta information 1

e A Page quality %

Page structure 58%

Link structure
Server 68%

External factors

|
H

SEO Score Widget

Response time s File size I Words Lal Media files & Number of links
0.19s 751.10 kB 12 1 14 internal / 4 external
Task list of SEO Improvements 6 Tasks

Add a H1 heading to this page. Very important!

\\ '. n Use good headings on the page. Very important!
n Try to reduce the number of used C5S files. Very important!
=



DIAGNOSTIC PRESCRIPTIVE
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DIAGNOSTIC PRESCRIPTIVE

|dentifying
reasons for poor
user experience.

A\



DIAGNOSTIC PRESCRIPTIVE

|dentifying Suggesting
reasons for poor necessary actions to
user experience. improve your site.

A\



DIAGNOSTIC

|dentifying
reasons for poor
user experience.

W'



How do you provide the best search result?
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How do you provide the best search result?

Put User Experience First

A Character

A\ Y |



How do you provide the best search result?

A Character

We°



How do you provide the best search result?

A Character

We°



How do you provide the best search result?

A Character

We°



How do you provide the best search result?

A Character

We°



How do you provide the best search result?

A Character

We*



How do you provide the best search result?

A Character

Tip: Use Your Own Site

W
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Social Media




Post twice a day on Instagram

Post every day on Facebook

Share two Stories daily on Instagram
Run contests and giveaways

Create share-worthy TikToks

Connect with influencers

S

Use the right hashtags

&

Tag the right people

AL

A\ Y |




v/ Post twice a day on Instagram

Feel stressed and overwhelmed?
You're not alone!

W'



Where Is This Advice Coming From?

\\". le I! RGKlE-!I-'I



Social Media
Scheduling Tools

W Hootsuite
£ Buffer

+ater

A\ Y WA



Social Media The Social Networks
Scheduling Tools Themselves

W Hootsuite
£ Buffer

Later

A\ Y Mt

1 ©
v




What Are These Best Practices For ?
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What Are These Best Practices For ?

A\ Y M



What Are These Best Practices For ?

RGN



What Are These Best Practices For ?

RGN



What You Need Is

RGN



Who Is Seeing Your Content?

Chasing the Algorithm

A\ Y M



Who Is Seeing Your Content?

Only 2.2% of your followers are
even shown your content.

f

RGN




Who Is Seeing Your Content?

f Median number of clicks is 0.

RGN



Who Is Seeing Your Content?

Only 9.4% of your followers
are shown your content.

A\ Y M



Who Is Seeing Your Content?

Median engagement is less
than 1%.

A\ Y M



Who Is Seeing Your Content?

Around 5.3% of your followers
are shown your content.

NNORLSTAL



Who Is Seeing Your Content?

LinkedIn Views:
# of times your content is at least...
50% in view
300 milliseconds

A\ Y M



Who Is Seeing Your Content?

Average engagement is around
2%.

A\ Y M



Who Is Seeing Your Content?

2.2% 5.3%

A\ Y M



Who Is Seeing Your Content?

2.2% 5.3% 9.4% 97.5%

£ BinlON g

A\ Y M



Who Is Seeing Your Content?

2.2% 5.3% 9.4% 97.5%
22.3%

£ BinlON g

A\ Y M



Don’t Stress About Social

Email

122% 4x ROI

28% Display Ads
25%
A 18%

A\ Y M
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Should You Ighore Social Media?



Should You Ighore Social Media?

No.



st twice a day on Insta




Change How You Think About Social Media

A\ Y M



Social Strategy Worksheet

Emotional

\/
Analytical

Company Name:

Social Media Pillars

/ Pillar 1: Who Your

Y 4 Audience Is ~ 40% of Posts
Awareness O
( i
:‘J
Consideration \

5‘/‘;: : . \
4/ Pillar 2: What You Do \  20% of Posts

|

( |

% l
%

Conversion J.

|
|

# %
£ P F VAT e Aen |
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Email Marketing Strategy




Why does email rule?

Email

122% 4x ROI|

Social PPC
28% ..., Display Ads

e 18%




Reach is better .
and (mostly) free

W'



SUBSCRIBE

People optin

W



You cansetit
on auto-pilot

W'



You control
their journey

¢

W'



You control

their journey .

and can continue it SN
outside of email.

W'



Ever have an ad
follow you? .
This is called G 7

retargeting.

W'



You have time
to educate

were



You have time
o edueate

@
&

W



You have time
o edueate

@
&

W Up to 250
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#1 Most Important

Factor for Email




Anatomy of
an Email

1. Sender Name

@ Ryan at Velocity lce Cream
Christmas lce Cream Is Here, Mara!

@ William from the Global Theater 1022
To be or not to be?

‘® Deidre - Influencers, Inc.
Last chance 1o book microinfluencers through ...

® Mackenzie at Super Print
Mara, it's nol too late to order Christmas cards!

A\ Y |

@ Sage from EmailMarketingTips



Anatomy of
an Email £ Mailboxes

Inbox

1. Sender Name

@ Ryan at Velocity lce Cream
Christmas lce Cream Is Here, Mara!

2. Subject Line
@ William from the Global Theater 1022
To be or not to be?

‘® Deidre - Influencers, Inc.
Last chance 1o book microinfluencers through ...

® Mackenzie at Super Print
Mara, it's nol too late to order Christmas cards!

A\ Y |

@ Sage from EmailMarketingTips




Anatomy of
an Email

1. Sender Name
2. Subject Line

3. Preview Text

A\ Y |

il 4G ==

Edit

@ Ryan at Velocity lce Cream
Christmas lce Cream Is Here, Mara!

@ William from the Global Theater 1022
To be or not to be?

‘@ Deidre - Influencers, Inc.
Last chance to book microinfluencers through ..

@ Mackenzie at Super Print
Mara, it's nol too late to order Christmas cards!

@ Sage from EmailMarketingTips




Anatomy of
an Email

(Sender qurD

2. Subject Line

3. Preview Text

A\ Y |

il 4G ==

< Mailboxes Edit

Inbox

@ Ryan at Velocity lce Cream
Christmas lce Cream Is Here, Mara!

@ William from the Global Theater 1022
To be or not to be?

‘® Deidre - Influencers, Inc.
Last chance 1o book microinfluencers through ...

® Mackenzie at Super Print
Mara, it's nol too late to order Christmas cards!

@ Sage from EmailMarketingTips




Anatomy of
an Email

(Sender qurD

2. Subject Line

3. Preview Text

W'

Your Relationship



#1 Most
Important Factor

W'



#1 Most
Important Factor

The Value of
Your Emails

W'



NNfRLSATAL

Email Tactics




Email Blast

Email Sent to
Many People

A\ Y M



Email Sent to

7 Many People
o Periodically-Sent

RGN




Monday Motivation
Talk Tuesday

Unless you make a big point of it,
no one tracks if you are on
schedule or not.

RGN



Auto-Resend

| I Send the same
message twice.

A\ Y M




Auto-Resend

M Only send to non-opens.

Only resend in the first 24 hours.

l l Keep everything the same.

NNORLSTAL




Auto-Resend

M Huge Impact on Open Rate

+

M No Effort on Your Part

NNORLSTAL




Drip Campaigns

Automated Emails

Sent Based on a Schedule or
the User’s Actions

A\ Y M



Drip Campaigns

¢

The message is Day 5
dripped out over time
Day 10 ‘
‘ Day 15
b\ T




Drip Campaigns

You control their journey

A\ Y M



Drip
Campaign

NS

Welcome Email

.............

Video or Ebook
to learn more

Sales Page or Schedule
a personal call/meeting

|||||||||||||

Opened? x

15-
L}

MNext steps
to get started

End of Campaign.
Remove unengaged lead



Email Drip Planning Worksheet

Email Drip Campaign

Drip Campaign Trigger: When

Deliver the goods

Add tag

weepisns -
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About Me




NATIONAL
GEOGRAPHIC
CHANNEL

- Head of the Digital Marketing Strategy
- Over 1 Million Social Media Followers

- High Traffic Website
- Highly Engaged Email List



J PetCare &fCarnival

LYNCH

LAW FIRM»

NATIONAL (w]
RESTAURANT

ASSOCIATION 7)) MarksG ray"

LAWYERS FOR ENTERPRISE™
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Caplfa/'One
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Housing
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A Fractional Marketing Department

The robust marketing team ...without the overhead
growing businesses need... of full-time employees.

i
?\\I .'I"‘
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ML
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1%
Juliana Josh Angela
Founder & Managing Director Lead Project Manager Lead Content Strategist

F
e
—

e

Kendall Jaryn Celena
Lead Web Developer Lead Designer Social & Ad Specialist Lead Copy Editor




Educator for

PeopleFund



Educator for

‘0'
PeopleFund

Non-Profit Business Lender



Educator for

‘.'
PeopleFund

Non-Profit Business Lender

(Psst... They Offer Free Business Coaching)



Download

Worksheets
w

g mt-...a,l,;l,

'-*_-' A\ < '

WRDigitalMarketing.com/SMB

Email Drip Campaign
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