WELCOME TO THE 30 DAY CHALLENGE

Hi there,
Thanks for downloading our free 30 Day Digital Challenge guide, designed specifically
to boost your digital knowledge and, ultimately, take your career to the next level.
As the founder of and head trainer at Business Consort, I’ve built up over– 20 years’
experience in the world of digital marketing. It’s a landscape that’s constantly evolving
and helping to shape how we do business, regardless of sector.
However, the statistics tell us a slightly different story – there’s a clear knowledge gap in
the UK, with around 11.5 million people lacking basic digital skills and almost half of the
country’s businesses not having a defined digital marketing strategy.
As such, we launched our 30 Day Digital Challenge to help bridge that skills gap
and give people bite-sized learning sessions in eight key areas: Search, Social, Send,
Substance, Sell, Sponsor, Strategy and Score.
The challenge also incorporated hot topics of the moment, such as GDPR, giving those
taking part a chance to get fully up to speed on all things digital.
Don’t worry if you missed the live sessions, though – you can catch up and pick which
ones are most relevant to you. Have a read of our blogs in this guide and let us know
how the tips and advice impact you.
Happy learning!
Dawn McGruer
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THE CHALLENGE WITH DIGITAL
The digital world offers opportunities and benefits to all of us as individuals, professionals and
businesses. It connects us, empowers innovation and permeates what seems like every aspect of our
lives, yet the demand for digital skills continues to outstrip the supply of talent among workforces.
In January, Damian Hinds addressed the growing digital skills gap in his first public speech as the new
Education Secretary, advising that schools need to prepare young people for the digital revolution. As
well as traditional academic subjects and public speaking skills, digital literacy is high on the agenda as
it continues to prove a fundamental requirement in a high proportion of new jobs.
EY and Tech North also highlighted the ‘significant’ digital skills gap in the North of England recently. A
report that examined the Northern Digital Jobs Strategy stated that 712,750 digital tech vacancies were
posted over the past three years, but they are more likely to remain unfilled compared to other industries
– despite the average salary being 48 per cent more than the median across the board.
This increased media attention only cements the importance of digital when it comes to climbing the
career ladder, as well as getting onto it in the first place. Schools and employers will need to play a key
role in bridging the knowledge gap and by equipping the next generation workforce with a better
understanding of the benefits of digital, and businesses will reap the rewards of this too.
So, why should students, young professionals and businesses support the call for better skills and
acquaint themselves and their employees with digital?
THE TRUTH ABOUT SALARIES
Digital doesn’t only provide opportunities for career development – the financial rewards are attractive
too. The average digital salary in the UK is close to £40,000 and there are currently over 350 jobs available
in the UK with a salary of over £60,000, which has grown considerably over the last year alone. The head
of digital marketing at a business can expect to earn between £60-80,000.
ANSWER THE DEMAND
In the current job market, the demand for digital skills has never been higher – the skills are no longer
a desired trait, they’re a necessity of working life. As we’ve already learnt, employers are prepared to pay
more if you can differentiate yourself from those who have a limited knowledge of digital.
BEING PRESENT
Knowing how to boost your online presence will help to reinforce your skills, your brand and your
business, plus what you offer to your audience – whether that’s as an employer, client or consumer. For
businesses, having the in-house skills to build a digital marketing strategy will enable you to reach more
people, generate more leads, convert more sales and help to portray exactly why you or your business is
great.
PRODUCTIVITY EQUALS PROGRESSION
It is proven that investing in digital skills will help productivity, innovation and profitability. If you’re an
individual looking to climb the career ladder, upskilling with digital will not only boost your efficiency, it
will also give you the motivation you need to achieve results and progress. If you’re a business, providing
digital training will have a multifaceted benefit – you will boost employee output, improve retention and
keep morale high because of the investment you’re making in your team.
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THE DIGITAL SKILLS GAP

3

30 DAY DIGITAL CHALLENGE TOPICS
1.

Day #1 - Introduction & Topics

2.

Day #2 - 10 Tips about Blogging (Dominate search engines for free)

3.

Day #3 - Build quality web traffic fast

4.

Day #4 - Demystifying the dark art of SEO *

5.

Day #5 - Supercharge your social strategy

6.

Day #6 - Messenger & Bot Marketing *

7.

Day #7 - 7 Figure Sales Funnels *

8.

Day #8 - LinkedIn for Lead Generation

9.

Day #9 - High Converting Email Campaigns

10. Day #10 - GDPR Simplified - General Data Protection Regulation
11. Day # 11 - Automate the Sales Process *
12. Day #12 - 2018 Tips, Trends & Insights
13. Day #13 - Writing for the web *
14. Day # 14 - Creative Content Marketing
15. Day #15 - Digital Marketing Campaign Tips
16. Day #16 -Powerful Partnerships
17. Day #17 - FB Ads that convert *
18. Day #18 - Referrals & Repeat
19. Day #19 - Online Advertising & Remarketing Revitalised
20. Day #20 - Customer Experience Brand Boosters
21. Day #21 - Evolution of Digital & The Future
22. Day #22 - Creating killer marketing videos
23. Day #23 - Quick Wins for Your Business
24. Day #24 - Creating Digital Marketing Strategy *
25. Day # 25 - Day in the life of a Digital Marketer
26. Day #26 - Digital Marketers Toolkit
27. Day #27 - Turning Marketing into Revenue Generator *
28. Day #28 - Reduce Costs & Maximise Digital Profits
29. Day #29 - Scaling & Growing your business
30. Day #30 - Results & Final Close
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DEMYSTIFYING THE DARK ART OF SEO –
HOW TO DOMINATE SEARCH ENGINES AND
GENERATE WEB TRAFFIC
It’s a phrase that has become second nature to us – whether we’re unsure of a spelling,
looking for a restaurant to try or hunting for a new job, ‘google it’ is our go-to solution.
For businesses, appearing in search engines is one
of the most sought-after goals; regardless of the
sector in which you work, prospective clients or
customers will often turn to one for answers, using
them as a route to your website. And, with 3.5 billion
searches made daily across the world and reaching
90 per cent of the internet’s audience, Google is the
most popular platform.
Of course, that’s not to say that other engines such
as Yahoo and Bing should be discounted, but it’s
important to remember that if you’re optimising your site for Google, it’s likely to appear on
other search engines, too.
However, simply appearing in a search isn’t enough – page one is where you should be
aiming for and as high as possible. If you’re not on the first page, you are most certainly
going to lose out to competitors, meaning valuable business – and profit – is being missed.
So, how can we ensure we dominate the search engines, drive traffic to your website and
boost that all-important bottom line?
PUT IT ON FILM
It’s important to bear in mind that Google is essentially a service provider and it needs to
give its users what they want – which is quality content. While written content is obviously
vital, embedding videos into your site will mean you’re four times more likely to appear on
page one. Around 80 per cent of businesses currently use video as a marketing tool – up
from 63 per cent in 2017 – so, if you have not yet considered some form of video marketing
strategy, you are behind the curve and should consider how video can be incorporated into
your plans.
But, it shouldn’t stop there. The key is to then think about
how to optimise the videos so that they’re shareable and
linkable – you need to be producing videos that encourage
people to share on social media from your site and that
publishers want to link back to.
The video file name plays a role, too – before you upload
the video, change the name into something that’s readable
and make sense, including a keyword. While viewers won’t
see this, search engines will and will reward you with a
higher ranking. Additionally, ensure you include a keyword
in the video description and in any annotations.
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WHERE’S THE DEMAND?
As we learned on day two of the 30-Day Digital Challenge, fresh blog content on your
website plays a key role in keeping you high in SEO rankings. But, uploading a quick insight
piece here and a news review there simply won’t cut it, unfortunately.
Instead, you need to be producing content that people want to read and that they’re
demanding. A good way of finding this out is by using a tool called Google Trends, which
allows you to see what topics people are searching for and what key words they’re typing
into search engines. From this, you can decide where to place your focus and think about
which themes need to be prioritised.
Google keyword planner can help you see how various key word rank and can then assist
you when drafting blog content so that you’re including those key words that people are
looking for.
GO MOBILE
Mobile-friendly websites dominate the top spots on search engine
results pages (SERPs), which makes complete sense when we
consider that almost 60 per cent of online searches are now being
made via mobile devices. It’s therefore essential that your site is
optimised for mobile usage, especially due to the fact that Google
penalises sites that are not mobile-friendly.
The search giant wants to give mobile users the best experience
possible so they want to be directing people to pages that they can
easily read on their smartphone without having to zoom in and out
as they navigate a site.
As such, use a free tool from Google to rate your site’s mobile friendliness and get tips on
how to fix any issues. You can then take the necessary steps to solve the problem.
LINK UP
In terms of SEO, you will have heard the phrase ‘backlinks’ being discussed. Backlinks are
directed to your site – the higher your number of backlinks, the higher your popularity or
importance is and, consequently, the more traffic is directed to your site.
As we’ve said, you need to prove to the search engine that your website is relevant and
users are reading and sharing the content – which can be done through linking other
websites to you. Ensure that link building is done to the wider site and to specific landing
pages, not just to the homepage, as this will demonstrate that your entire site content is
reliable.
Search marketing needn’t be a ‘dark art’ from which you steer clear – as we’ve seen, there
are key rules to follow and important changes to implement if you’re to truly dominate
search engines. Want to know more? Take a look at our portfolio of search marketing
courses.
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MESSENGER AND BOT MARKETING –
HOW TO CREATE A MESSENGER BOT
Social networks present a huge marketing opportunity to businesses and are fast
becoming the preferred way to reach customers. However, making waves across Facebook
and Twitter requires much more than simply creating a profile. An effective campaign
needs a considered strategy, as well as an element of persistence, if you are to achieve
results that will drive your business forward.
As the digital landscape evolves, the social media marketing arena grows with it, with
new tools and mobile applications being introduced every week. One particular area that
has sparked interest across industries, thanks to its exponential growth in usage over the
past couple of years, is messenger platforms and chatbots – so, how can businesses and
marketers use this to their advantage?
GETTING THE MESSAGE
Social chatting has well and truly overtaken
traditional forms of communication and
usage is increasing across the globe. There
are currently over one billion people on
Facebook Messenger each month who not only log on to message friends, but do so to
connect with businesses and brands. The number of mobile messaging app users in total
has skyrocketed to over 2 billion users worldwide, with predictions it will only grow even
more over the next few years .
Consumers are moving away from texts and phone calls to quicker, easier and more
convenient ways to reach people, so it’s little wonder that messenger apps are a hot
topic among marketers. Bots on Facebook Messenger in particular enable one-on-one
communication with potential leads, can amplify your level of customer service and allow
the kind of interaction that converts.
Not only are messenger apps praised for their high engagement rates, they have much less
friction than email or text – the user experience is seamless and the apps are perceived as a
safer and more familiar place to communicate.
MESSENGER BOTS: STEP-BY-STEP
Facebook has the largest chat platform and user base on the market, so it’s the best place
to start if you’re considering a trial of messenger marketing or building a bot. There are
currently over 100,000 bots available on Facebook Messenger , which engage with and
service customers who use the platform. So, how do we get started with messenger bots
and what are the dos and don’ts of making them a success?
1. BUILD A WELCOME MESSAGE
Well-designed chat bots will always carry a welcome message that explains exactly what
its intentions are and what it can do. It’s the most important message you can send as it
will kick off interaction between your bot and your consumers. As it’s one of the first things
visitors to your page will see, don’t be too robotic, give the message some personality and
differentiate it from a generic message you might see on another company page. Use it as
an opportunity to list options for your visitors, so they don’t waste time interacting with the
bot if it can’t help them.
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2. DETERMINE THE VOICE
Don’t think just because another business or competitor is using bots that you need to
build one into your marketing strategy. A bot needs to be designed around the specific
needs of your business – it cannot be an imitation. Start by determining the voice and
purpose of the bot and consider what role it will play in your marketing strategy. Do you
need it to be helpful, informative or reassuring?
Consider the style and tone and if it fits in with your brand, before launching something
that may not follow your existing brand voice. Using consistent imagery can also help to
build your brand’s identity into the bot’s interface.
3. CREATE A SCRIPT
Start by thinking about all of the possible questions
a customer might ask you. You may even have an
existing list of frequently asked questions that you can
build into your bot. The next step is to think about the
answers and possible interactions that could come from
those questions – this will enable customers to get an
automated and instant response to their query.
4. START SMALL
Buttons and instant replies can help to guide workflow and are much easier to build than
a fully conversational bot. You can add quick links to the buttons to lead your audience to
landing pages, a blog, purchase page or, for further information, to an FAQ or ‘contact us’
section of your website. An even simpler response could be a simple thank you – let your
customer know you appreciate the message and give them a timescale for a response.
5. SELECT YOUR TOOL
Building a chat bot doesn’t have to be expensive or complex. Several tools have launched to
help you get started – even if you have no coding experience whatsoever. Chatfuel, Botsify,
Converse AI and It’s Alive all offer free trials and plans to get started on your messenger
marketing journey, and when you want to take it a step further, paid versions – such as the
Microsoft Bot Framework or API.ai – will help you to take your chat bot to the next level.
To learn more about creating growing your business with messenger marketing, take a
look at our online courses here.
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SEVEN FIGURE SALES FUNNELS –
HOW TO CREATE A SALES FUNNEL
When it comes to digital marketing, the ultimate goal is conversion. It’s only once you’ve
mastered the art of convincing your audience to carry out a particular action – such as
share, register or purchase – that you can enjoy a tangible return on investment as your
revenue increases.
However, whilst this arguably forms the backbone of your overall strategy, it doesn’t have to
be complicated. Keeping things smart yet simple will allow you to continually test, amend
and monitor your technique to guarantee its performance.
By focusing on creating a hardworking sales funnel, you can ensure you deliver high
converting email campaigns before automating the process to ensure success after
success. It’s simply a case of putting in the effort to build a winning formula before reaping
the rewards as a result.
According to HubSpot, 80 per cent of marketers report their lead generation efforts are
only slightly or somewhat effective and 63 per cent say that this area is their top focus.
That’s why, if you’re to get an edge on your competitors, it’s never been more important to
get your sales funnel nailed.
Here’s how…
TURNING LEADS INTO CUSTOMERS
Lead nurturing can be broken down
into three areas – generate, add value,
convert – and any activity you carry out
will fall into one of these categories.
GENERATE
So, the first step is to generate leads in order to build your database of prospects. This is
done by raising awareness of your brand – putting it right under the nose of your target
audience and driving them to your website. There are several tools you can use as your lead
magnet, including content marketing, advertising, social media and SEO. Set a goal for the
number of email addresses you want and continue to raise
brand awareness using the relevant platform.
Email use worldwide will top 3 billion users by 2020, so
there’s a bigger opportunity for you than ever to capitalise
on this platform.
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ADD VALUE
Once you’ve boosted awareness of your
brand and built a pool of data, it’s time to
capture the interest of your audience –
moving them along the funnel from people
who know about you to people who care
about you.
This is done through a carefully crafted
nurture sequence and helps prospects
engage with your brand by building
familiarity. It’s crucial not to be overly
‘salesy’ at this stage, as you’ll turn people
off. Instead, aim to add value in at least 80
per cent of your content.
Start by sending a welcome email to give a taste of what they can expect from your brand
and then deliver a sequence of useful content which focuses on the benefits of your service
or product, as opposed to the features.
This content could be in the form of cheat sheets, guides, case studies – whatever suits your
brand best. Whichever style you choose should be short, snappy and easy to digest. It will
sit on an opt-in page which gives visitors just two options – subscribe to your mailing list in
order to gain access to the content, or leave.
Once you’ve reached this stage, you’ve achieved the basis of any successful sales funnel – a
captive audience. Now it’s time to turn them into customers.
TURNING LEADS INTO CUSTOMERS
Lead nurturing can be broken down into three areas – generate, add value, convert – and
any activity you carry out will fall into one of these categories.
GENERATE
So, the first step is to generate leads in order to build your database of prospects. This is
done by raising awareness of your brand – putting it right under the nose of your target
audience and driving them to your website. There are several tools you can use as your lead
magnet, including content marketing, advertising, social media and SEO. Set a goal for
the number of email addresses you want and continue to raise brand awareness using the
relevant platform.
Email use worldwide will top 3 billion users by 2020, so there’s a bigger opportunity for you
than ever to capitalise on this platform.

10

AUTOMATE THE SALES PROCESS –
HOW TO GENERATE LEADS
As marketers, we spend the majority of our time creating content and planning campaigns,
with the end goal being to generate leads that will eventually convert to paying customers.
However, ensuring a steady stream of leads is easier said than done. So which steps should
businesses and marketers follow to get the website traffic flowing and the phones ringing?
The first step should be to reassess whether you have a solid foundation; this being
the brand. There’s two parts to the brand that should be assessed in this instance – the
positioning and the awareness levels.
1. BRAND POSITIONING
Is your brand positioning clear?
A brand’s positioning can be the driving force behind the business. It helps inform all
marketing messages which ultimately play a vital role in successful lead generation.
Effective and clear brand positioning offers a number of advantages:
• It sets you apart from the competition by enabling you to stake out a unique territory
• It helps you focus on a specific market increasing your value to prospective customers
• It fuels more effective, creative decision making, as you have developed a clear message to
promote
• It helps wins more customers as unique brand positioning boosts visibility and recall for
customers to help shut out competition
2. BRAND AWARENESS
How aware of your brand is your target audience?
Brand awareness is essentially how familiar consumers are with distinguishing qualities
or images of a brand. If you are not attracting enough leads, it’s wise to shift your focus to
build up your brand’s trust factor and credibility to generate more awareness. Trust can be
earned through consistent messaging, understanding your audience and delivering on
your promises.
This will in turn increase visibility and demand, laying a solid groundwork for lead
generation.
3. WEBSITE
With competition increasing at a dramatic rate in the online sphere, it’s important to
ensure that you are making the most of the visitors to your site.
There are some simple tactics you can implement to transform an underperforming site
into a strong, reliable driver for new leads:
• Add a micro landing page to convince visitors to spend more time onsite
• Add a phone number and location to help boost credibility
• Install a live chat option for the chance to speak directly with a prospective customer
• Add photos to your user testimonial pages to convince your audience
• Use videos to explain products or services to help customers absorb information faster
• Make it mobile friendly to capture leads from the ever-growing mobile internet user
market
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4. CONTENT
Creating quality, original and consistent content that’s consistent for a clearly defined
audience is proven to drive profitable customer action.
• Content plan – align your content with the customer journey. Identify objectives and goals
–what do you want to achieve with your content? What topics, needs and questions will
need to be addressed within the content?
• Content audit – audit existing content to determine what can be updated and what must
be created from scratch
• Content creation – determine the genre and format of each piece
• Content performance – how will you track and measure the performance of the content?
• Content distribution – identify which channels will be used to promote the content to the
relevant audience
There are a range of
different content tools
that you can use as ‘lead
magnets’. These include:
eBooks, reports, blogs,
whitepapers, infographics,
videos, checklists and
templates. There are
two ways you can make your content obtainable, through free content or through gated
content. The latter will allow you to obtain basic information in exchange for access. Some
people will click away without accessing your content. However, this suggests they were
‘weak leads’; assuming your content is relevant, those who complete the form will become
strong leads.
5. PROMOTION
Once you have steps one to four covered, your final step in generating quality leads is
via promotion – ensuring the target audience sees the brand, the website and its unique
content in order to generate leads.
The goal of SEO is to improve the relevance of your website so that it is indexed and well
positioned by search engines. There are a number of factors to take into account as part of
an SEO strategy, including keywords and content.
For keywords, you should analyse what phrases your audience are using online to search
for the things that you sell. Use tools to identify those that are widely used and implement
them within your keywords strategy. Also design meta descriptions intelligently – consider
these the same as advertising copy.
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5. PROMOTION
Search engines also take into account the quality of the content and the structure of the
website when ‘ranking’ a site, so ensure that the content you are creating is relevant for
your audience.
Email marketing can be a successful way to generate and convert leads. However, it can be
tricky to deliver relevant content in a timely yet non-invasive manner. An efficient way to
accomplish this can be through marketing software.
This software allows marketers to build up email marketing ‘tracks’, a collection of emails
delivered over time for a specific type of buyer, or a distinct area of interest. You’ll be able
to create and schedule these emails in advance, allowing you to more efficiently deliver
valuable content to your audience.
Consistent and relevant email communication helps build credibility and trust with leads,
and automatically keeps your brand top-of-mind for when prospects are ready to select a
solution.
Social media advertising can generate real leads for your business when done correctly.
Organic social media posts can be targeted to some extent; however, advertising uses
highly specific target audiences to promote content. Each of the key social media channels
offers specific lead generation ads.
Facebook lead ads offer a way for prospects to connect with your business without leaving
Facebook. Facebook automatically populates the lead form with the user’s contact
information, which means it takes just a few taps for a prospect to connect. Instagram and
Linkedin work in a similar way, meaning no matter your business or target audience, there’s
a social media channel that’s relevant for you to run lead generation ads.
To learn more about how you could generate more leads for your business, take a look at
our online fast track digital courses courses.
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WRITING FOR THE WEB –
HOW TO CREATE CONTENT THAT CONVERTS
Content marketing is futile if it doesn’t result in a conversion. Whether it is for SEO purposes,
lead generation or just raising brand awareness, content needs to create an action – viewers
need to be turned into buyers for it to be worthwhile.
Generating likes, shares and receiving comments is nice and gives the ego a boost, but the
reality is that simply capturing attention won’t grow your business. Average content needs
to reach the next level to achieve leads that will improve your bottom line, and to do this you
need to start by reversing your thinking.
Don’t dive into content creation without the
end goal in mind. Think about conversion
before you make any decisions or build a
strategy, and keep these powerful steps in
mind to ensure your content gets the results
you need.
DETERMINE YOUR OBJECTIVES
Before embarking on your content marketing process, think about what you want to
achieve, whether that be sales, leads, sign-ups or shares. Working hard to produce great
content without a mission is pointless. Learn the process of setting goals as this will
maintain focus throughout the campaign. It will also provide you with a target to measure
your performance against.
SPEAK TO YOUR AUDIENCE
Don’t set off on your content marketing journey without understanding who your current
audience is and what they respond to. Consider the different personas you want to reach
and use tools like Google Analytics to paint this picture. Once you know what your target
audience values and what they’re interests are, your content plan and tactics can be crafted
to resonate with them. Blogging (65%), social
media (64%) and case studies (64%) are the most
routinely used, but make sure these are relevant to
your audience.
TIMING IS KING
Taking advantage of seasons and trends is
something marketers do very well. We are
accustomed to consumer brands vying for
our attention during key sales periods and the
principle of targeting an audience when people
are in a decision making mood can be applied to
B2B content marketing, too. When the content is
presented can be a crucial factor in winning new
business or converting a new customer, so do your
research into when and where your audience is the
most engaged.
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WHAT IS YOUR ‘ONE THING’?
As consumers in a digital world,
we are constantly bombarded
with content and this makes it
difficult for businesses and brands
to stand out from the crowd. On
WordPress alone, over 90 million
blogs are published every month.
It’s worthwhile taking a look back
at your USPs and considering the
things that make you authentic,
then bring this into your content.
Research the formats at your
disposal, too – video is projected to claim more than 80% of web traffic by 2020, so keep up
with the changing landscape and adapt your content plan accordingly.
AMPLIFICATION
Content amplification is a technique that can drive traffic and generate amazing results.
It helps to cut through the noise and squeeze the most out of your content. It’s a crucial
part of strategy today as social media and search engines begin to prioritise paid content
over organic, so backing up your content
plan with some budget for targeted
advertising can really strengthen your
efforts.
MEASURE THE SUCCESS
If you don’t measure the campaign,
how will you know if it’s achieving the
objectives? Assessing the performance
is fundamental – it enables us to adapt
and optimise based on what is and isn’t
working. A lot can change in 24 hours, so
measure how your audience is consuming the content on a daily basis.
To learn more about creating, managing and implanting a successful content marketing
strategy, take a look at our fast track marketing courses.
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HOW TO CREATE FACEBOOK
ADS THAT CONVERT
One of the most common issues I’m asked for advice on nowadays is Facebook advertising
and more specifically, why people’s ads aren’t converting.
It’s a growing problem – marketers are putting budget to Facebook advertising because
everyone is doing it so they feel like they should, but without any true strategy behind the
campaign or consideration for how likely they are to generate a return.
More often than not, the individuals I encounter have heard great things about the low
costs per click (CPC) that Facebook can offer and decided to assign spend here instead of
Google in a bid to generate more traffic for less. This is where the problem occurs.
If you’re looking for the best platform to reach your customers, then Facebook should
absolutely be your first port of call for lead generation. With an estimated 2.13 billion active
monthly users worldwide, it’s a ready-made market that’s ripe for the taking. However,
you can’t simply treat a Facebook ad campaign like a Google ad campaign and then get
frustrated when it doesn’t produce the incredible results you were expecting.
By taking this approach, you’ll achieve the low CPCs you were hoping for, but none of the
clickers will go on to convert – a total waste of
money and time.
This is because when it comes to Google,
people are already searching for the service or
product you offer by entering your keywords
into the search bar. Therefore, when your ad
appears, they already have a vested interest and
are more likely to click and then purchase or
subscribe.
Facebook is totally different. Users are just
scrolling through their feeds, browsing and
socialising with their network. They’ve come
to Facebook to see what their friends are up
to and check out pictures, videos and status
updates. If a Facebook user clicks on an ad or
article, it’s because it’s stopped them in their
tracks and grabbed his or her attention.
AUDIENCE
One of the key benefits of advertising on Facebook is that you can be extremely targeted
with exactly who sees your content. That said, many people make the mistake of trying to
target too many different people, which is the exact opposite of being targeted, so always
try and refine further!
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The first sets of options Facebook presents are the general demographics. This is where you
initially narrow down your audience by location, age, gender and languages.
Location targeting is particularly handy for consumer-facing businesses with high street
outlets and some B2B firms offering localised services. Age and gender are useful for brands
selling products targeted at a specific group of individuals, as it allows you to easily exclude
those that you know definitely won’t make a purchase. Other demographic refinement
options include relationship status, education, occupation, ethnic affinity and political
preference – all of which could be useful depending on your offering.
Sounds great, right? We’re just scratching the surface.
As a social network, Facebook holds data on every page liked, post shared, group joined,
interest listed and app used by every member. You can harness this information to be even
more targeted, drilling down to find the people who are most likely to click through from
your ad and convert.
This also means you can target your competitors’ fans and Facebook can generate ‘lookalike’ audiences – groups of people that are similar to those that already like your page, or
subscribe to your emails, for example. Facebook’s Custom Audiences tool also allows you to
create an audience for your ads from people who visited your site by tracking visitors and
creating a list of their profile details.
Ever thought about booking a holiday somewhere and then been inundated with ads for
hotels in that country? You can thank Facebook’s audience behaviour tracking for this!
Facebook tracks the actions people take on the platform and mines data from partner sites
– another fantastic tool that can be used for ad targeting.
It’s likely that you’ll have a range of different audiences who will respond better to different
content, so create different ad sets for each. However, by putting the time in to defining
and refining exactly what your audiences look like
at the beginning of an ad campaign, you can rest
assured that you’re not wasting money.

ATTENTION
So, you know who you want to get in front of, now
you just have to make sure that when people see
your ad, they click on it. That’s where the creation
of attention grabbing content comes in.
The first thing Facebook users will see is an image
or video, so choose something bright that is more
likely to make people stop scrolling and read more.
The brain processes visuals 60,000 times faster
than plain text, so getting this right is absolutely
vital.
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The second thing your audience will see is the copy, so this needs to be catchy and
engaging. Reel them in with a punchy title which gives an overview of your product or
service. Use leading questions that will pique your audience’s curiosity and make them
want to know more. The rest of the text should go into the finer details and convince them
to click through.
When compiling text for ads, consider what kind of thing makes you stop and read on your
own Facebook page. Statistics, testimonials, case studies and emotive statements are all
proven to work, so these are good places to start.
Last but by absolutely no means least, is your call to action (CTA). Your ad needs to tell
people what to do! Be clear and use phrases like ‘buy now’, ‘sign up here’ or ‘click for 50 per
cent off’ to boost conversion.
ANALYSE
As with everything in marketing, there’s no one-size-fits-all for Facebook advertising. You
won’t get it right on your first try either, so don’t be disheartened if it takes a few attempts
to hit the conversion targets you’ve set.
You’ll need to create multiple ads and split test each one for a different audience, learning
from the ads that convert best and dropping the ones that don’t. After a few rounds of this,
you’ll have a set of high performing ads that convert.
Don’t think it stops there, though. You should be
continually analysing your ad campaigns – further
refining your audiences, trying out new styles
of image and video and testing different CTAs.
Improving your conversion is an ongoing process
and one that’s well worth committing time to.
According to Sprout Social, 400 new users sign
up to Facebook every minute, demonstrating just
how ripe the market is for the taking! The network
presents a massive sales opportunity, so if your
ads are perfected for conversion, your business
has the potential to grow exponentially.
To learn more about social advertising and how
it could improve your business, check out our
courses.
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HOW TO CREATE A DIGITAL
MARKETING STRATEGY
Regardless of your level of responsibility or ranking within an organisation, it’s fair to say
that your role will encompass some form of forward planning and strategising. Whether
you’re a c-suite board member mapping out the business growth plan for the year ahead
or a junior exec plotting in upcoming key events for your line manager, almost every aspect
of a company requires a certain level of planning and analysis.
And, with over a third of marketing CMOs believing that digital will account for 76 per cent
of marketing spend in the next five years, it’s essential that it doesn’t get forgotten about or
side-lined. Instead, it should form an integral part of a business’ overall strategy, with clearly
defined goals and objectives. But, what makes a successful digital marketing strategy and
how do we create one that will ultimately boost revenue? Let’s take a look at how to create
a winning formula…
WHAT’S THE GOAL?
It’s important to get clear objectives in place before you do anything – the fancy tools and
software can come later. Discuss with your team what the business’ key goals are for the
next 12 months and what the longer term target is in terms of the bottom line, service
offering and staff retention. Next, think about how you’d like digital to support this goal
– it’s important to remember that even in an area of the business where digital has not
necessarily been utilised in the past, it can be brought in with the potential to transform
results.
Look at setting realistic key performance indicators (KPIs) and consider setting up a digital
focus group comprising a cross-section of departments. This will allow you to see things
from various perspectives and gain a more holistic view of the company structure and
where digital plays a role.
When putting KPIs in place, look at how previous digital marketing campaigns – if there
have been any – have fared and use this to set ambitious, yet realistic expectations. Tools
like Google Analytics will let you keep track of conversion rates and allow you to see where
site traffic is coming from, as well as how visitors behave once they land on your site.
WHAT’S WORKING – AND NOT WORKING?
Putting a digital marketing strategy in place doesn’t
mean throwing away previous work and creating a
whole new plan of action. Instead, pick a time period
– for example, the last 12 months – and analyse
what’s worked well and can be replicated, as well
what needs improving this time around.
Think about the timing that content is being posted,
the backlinks you have and the outbound links
you’re using. For example, it may be that posting a
blog first thing in the morning during commuter
time pulls in traffic, but a how-to video on Facebook or a Twitter poll encourage more
engagement in the evening. Broadly speaking, research shows that Facebook’s optimum
timing is around lunchtime on Thursdays and Fridays, while early evening is better for
Instagram.
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At this point, it’s always a good idea to step back and look at what your competitors
are doing in terms of their digital presence. For instance, look at what they’re doing on
social media and how they promote blog content – do they focus on LinkedIn more than
Facebook? It’s useful to take competitors’ lead on successful tactics and put your own
stamp on them.
WHO ARE WE TALKING TO AND WHO’S LISTENING?
It may seem obvious, but don’t forget to keep your audience at the forefront of everything
you do. It’s essential to get into the mind set of your target customers, so ask yourself these
three key questions:
• What is the first thing my customer thinks about in the morning?
• What is the last thing my customer thinks about at night?
• Why?
Creating audience personas is a crucial part of any communications strategy – this starts
with simple factors like age, gender, occupation and interests, but can be taken to the next
level by considering what makes them tick, what their aspirations are, and what problems
they’re looking to solve.
Creating a core set of personas – four to five, for example – will allow you and your team to
have a base from which to create all content going forward.
WHO, WHERE AND HOW MUCH?
Once you have your objectives and audience personas clear, you should think about who
will be leading the campaign, which channels you’re targeting and how much you want to
spend.
When it comes to budget, review what you’ve spent in previous years and how this has
been segmented; for example, do you need to up the amount being ploughed into paid
promotions or perhaps set aside more cash for PPC campaigns.
In terms of the team leading the strategy, consider whether additional training is needed
or whether someone from a different team needs upskilling in order to assist. Interestingly,
a recent study by Cognizant showed that 94 per cent of executives believe a ‘moderate’ or
‘severe’ digital skills gap is preventing their organisations from reaching their digital future.
Next, have a ‘channel cleanse’ and look at which channels are working for you. Less can
sometimes mean more, so review which ones are delivering concrete results and which
ones can be moved to the bottom of the pile. For each channel, set clear KPIs and outline
how you’re going to measure performance.
As you compile your digital marketing strategy, it’s likely you’ll come up against new
questions and potential obstacles. But research what’s already out there to make the task
that little bit easier – and quicker. For instance, tools like BuzzSumo helps you to see which
key words and content perform best, while Klear allows you to find key influencers on
Twitter, which can be particularly helpful when outreaching content.
Are you ready to supercharge your digital marketing strategy? Get in touch to find out how
we can help bridge the digital gap within your organisation.
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TURNING MARKETING INTO A
REVENUE GENERATOR –
HOW TO MEASURE MARKETING SUCCESS
Measurement is what enables you to adapt, optimise and improve your campaigns, so it’s
an essential part of any marketing strategy. Metrics will give you an idea of what doesn’t
work so your efforts and investment can be put into what does.
The key to any business activity, particularly from a marketing standpoint, is to drive a
return on investment and amplify your business. Marketing can be one of the biggest
investments that your brand or business makes, so ensuring that campaigns meet the
overall objectives is vital. Here’s how to ensure you’re measuring successfully...
BACK TO BASICS
Begin by deciding how often you will collect and analyse your data – as a minimum, this
should be a monthly exercise, but you might opt to do it weekly or even daily, depending
on your campaign length and objectives. Then, figure out how you will store and track the
data, which could be something as simple as a spreadsheet. Populate this with your agreed
marketing goals, KPIs, an outline plan and define responsibilities among your team, if
necessary.
The specific KPIs you track could include a number of goals and objectives, from brand
awareness and engagement, to lead generation and sales.
START TRACKING
One of the best places to start is with Google Analytics. You can set up a free account and
install the tracking code for your website, which will allow you to monitor your website
and aggregate a huge amount of data to analyse. It will go as granular as telling you how
individual pieces of content, such as blogs or videos, are performing and help you to look
for new insights.
Remember, tracking success can be as simple or as complicated as you like, as long as
the measurements will support your overall goals and business performance. Results and
online metrics are often coupled with unfamiliar terms and jargon, so familiarise yourself
with the phrases that you may come across first.
NAVIGATE THE METRICS
There are hundreds of metrics to choose from when analysing the success of your
marketing, and they all measure something of value. These include rankings, downloads,
reach, engagements, subscribers, traffic –
and the list goes on. The key is to ensure
the metrics that you measure are relative to
what the campaign is trying to achieve, link
it back to your objectives and demonstrate
if it has provided significant ROI.
Here is an example of just some of the
metrics to use when measuring and
demonstrating the success of your
marketing efforts:
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WEBSITE TRAFFIC, LEADS AND OPPORTUNITIES
Once you’ve signed up for Google Analytics, it will help you to track and measure your
website’s traffic. Follow GA’s instructions to find your unique tracking code and apply it
to all of your web pages. After a few days, you can check the report under website metrics
within the platform – it will tell you how many unique visitors you’ve had, where your site
visitors have clicked and where they have come from.
SEARCH ENGINE TRAFFIC
Search engine traffic is the amount of traffic being referred to your site through search
engines like Google or Bing. This data is important as it gives you an indication of how
effective you are at content optimisation and it’s particularly helpful if you are using paid
services like pay-per-click.
CONVERSION RATE
Conversions are essential metrics when calculating ROI. Simple conversion goals can be
set up using your Google Analytics account and measured each time a user takes action
on your website. Conversion goals could be purchases, data input or even number of site
pages viewed by a website visitor.
SOCIAL ENGAGEMENT AND REACH
Social media is a key element of a successful
brand marketing strategy, so it’s important
to measure the metrics available within your
chosen platforms, too. Facebook, Twitter and
Instagram all have built-in insight tools that
allow you to track follower growth, as well as
reactions, engagement and reach of all your
posts. They will also allow you to delve into
the demographics of your audience and find
out who is responding to your content.
To learn more about measuring the success
of your marketing efforts, check out our
courses.
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HOW THE CHALLENGE INSPIRED THE
CREATION OF OUR NEW ONLINE FAST
TRACK COURSE
The success of the 30 Day Digital Challenge has
inspired the launch of our NEW Online Fast Track
Course.
The eight-week course is an online digital
marketing business boot camp which includes
three one-hour masterclasses totalling 24 online
courses, as well as bonus overview and case
study videos for continued learning.
It’s ideal for busy professionals who require
bitesize learning and mentoring and provides a
valuable foundation across hot digital topics.
· Receive 3 x Courses a week (24 over 8 weeks)
· Supporting Downloadable Course Guides
· High-Definition Video Style Lectures
· Watch Video Lectures on Mobile Devices
–
Anywhere & Anytime!
· 1-Hour Bite Size Lessons
· Study Buddy Group with other online learners
· Access Online Learning Library 24/7
· Flexible Learning at your own pace
· Certificate Upon Completion
· Internationally Recognised Accreditation
· Accredited under The Chartered Institute of Marketing CPD Programme
· Built-in Digital Marketing Skills Audit Tool allowing every student to easily identify knowledge
gaps.
· Unlimited Course Support
· Direct contact with course tutor & coach
· BONUS HOW TO Articles with video
· Live Q & A Coaching & Mentoring Session every 4 weeks
· Access Secret Facebook Group
· Accountability check-ins with your coach
· Hall of fame: Your success showcased to our entire community
· Gain Up-To-Date Industry Knowledge
· PLUS free tools, templates, checklists, resources, articles & guides
· SPECIAL OFFER: £349 + VAT until end April (normally £749)
Enrol on The Digital Marketing Fast Track Course here!
Emma Mallinson - Shell Petroleum Ltd
“The training has given us the ability to lead discussions with
our global digital teams within the organisation to request the
appropriate support to get channels up and running.
It’s also given us the know-how on building digital such skills
into our communications strategy and reaching the right
people.”
Global Marketing Product & Solutions Manager
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SKILLS VS ROLES

Use our interactive infographic to
find the best course for you!

TIM, THE
TRAINEE

The average salary
of a digital marketer
in the UK is £38K,
rising to £50-100K
with experience.
Here’s how you
can upskill…

Courses
Novice
Fast-track courses

Diplomas
i
DMI Diploma in Digital
Marketing – level 5
DMI Specialist Diplomas – level 5

FELICITY,
THE FREELANCER

Courses

Diplomas

Advanced
courses

DMI Specialist
Diplomas – level 5

Fast-track
courses

CIM Digital Diploma
in Professional
Marketing – level 6

Monthly online
training

MIKE, THE HR/
TRAINING/
BUSINESS
MANAGER

TONY,
THE
TRAINER
Courses
Corporate team training
Fast-track courses

Courses
Corporate team training
Fast-track courses
Coaching and mentoring

BARBARA,
THE BUSINESS
OWNER

ALEX,
THE AGENCY
WORKER
Courses

Courses

Corporate team training

Novice
One-day masterclasses

Fast-track courses

Fast-track courses

Diplomas

Diplomas

DMI Specialist Diplomas - level 5

DMI Diploma in Digital
Marketing – level 5

CIM Digital Diploma in
Professional marketing - level 6

DMI Specialist Diplomas
– level 5

MARIE, THE
MARKETING
MANAGER

ERIC, THE
DIGITAL
EXECUTIVE
Courses
Advanced courses

Fast-track courses

Courses

Coaching and mentoring

Fast-track courses

Diplomas

Advanced courses

DMI Specialist Diplomas - level 5

Coaching and mentoring

CIM Digital Diploma in Professional
Marketing - level 6

Corporate team training

Diplomas
DMI Specialist Diplomas
- level 5
CIM Digital Diploma in
Professional
Marketing - level 6

Courses
One-day
masterclasses

CATHY,
THE
COMMS
EXPERT

Diplomas

Advanced courses
Corporate team
training

DMI Specialist Diplomas
- level 5

Fast-track courses

CIM Digital Diploma in
Professional Marketing
- level 6

Coaching and
mentoring

ONLINE

-

QUALIFICATIONS
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-

FACE-TO-FACE

30 DAYS DIGITAL CHALLENGE –
THE RESULTS
In March 2018, Business Consort launched the

3 0 - DAY D I G I TA L
CHALLENGE

WHY?
76%

of marketers say digital has
changed marketing more in the
past few years than in the last
50

the turnover of
£170 isdigital
businesses – an
increase of £30 billion
billion in 5 years

BUT, THERE'S STILL A HUGE SKILLS GAP...
organisations face a
54% ofgrowing
digital talent
gap

in the UK
11.5 people
lack basic digital
million skills

WHAT?
76%

Digital
marketing tips,
tools and
techniques

30 days LIVE
learning on
Facebook

Daily sessions
throughout
March

5 hours of digital
marketing
made easy

IT PROMISED...
Better visibility in
search engines

Increased web
traffic

Better brand
recognition

Lead generation

And more!

RESULTS
CONVERT
REACH

Boosted customer
base by 11%

2.2 million views and
still growing
27% increase in
web traffic

ACT
Increase in likes, shares
and comments
Increase in social
engagements

ENGAGE
Gained referrals and
recommendations

Increase in followers
and group members

Built relationships with
current customers

NEW ONLINE FAST TRACK COURSE
10 new sign-ups
within 10
minutes of the
first mention

Listen to the podcast here
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Find out more about
the course here
Or get in touch with
us to join the digital
revolution

t: 0800 334 5784
e: info@digitalandsocialmediaacademy.com
www.digitalandsocialmediaacademy.com

