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the digital
marketing
strategy guide1

The ultimate tutorial on how 
to massively increase traffic 
and sales to any website 
with digital marketing.

WORLD MAP:
WHAT IS DIGITAL
MARKETING?

In one sentence:

Digital marketing is just all the things 
we do to grow a business through 
different internet channels.

That can mean a bunch of different things, like: 

 ● Getting more website visitors

 ● Attracting more leads

 ● Generating more sales

 ● Driving more repeat purchases

You can accomplish these things in a number of 
different ways, and each way is a skill of its own.

For example:

Want to get more website visitors? Great! You could:

 ● Increase your rankings on search engines and 
drive more free, organic traffic

 ● Post great content on social media and get 
more people visiting your site

 ● Send more emails to your existing users and get 
them visiting you more often

Want to get more leads? Awesome! You could:

 ● Create some great new content and give it 
away, in exchange for an email address

 ● Set up a sales funnel that asks users to enter 
their phone number to receive a free quote

 ● Launch an Adwords campaign with the goal of 
getting prospects to schedule a call

Want to get more sales? Super! You could:

 ● Create a page that ranks on Google for 
“<competitor name> alternative”

 ● Set up a remarketing campaign for users that 
visited your site but didn’t purchase

 ● Create an abandoned-cart email that reminds 
users to complete their purchase

That, is how digital marketing for business, works.

Sounds simple, but these are all difficult things to 
achieve.

Just because you have a Facebook profile doesn’t mean 
you’re a social media marketer. The fact that you know 
how to write and send emails doesn’t make you an 
email marketer.

Unless you can 
generate growth, 
you are not a digital 
marketer.
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Sales Funnels: Growth  by Building 
a Powerful  Conversion Path

SEO: Growth by  Attracting Massive Traffic 
from Search Engines

Email Marketing: Growth by Helping Users 
Move Through the Sales Funnel

Content Marketing: Growth by Delivering 
the Right Message at the Right Time

I don’t need to tell you stories about YouTubers or 
influencers who make less than minimum wage.

Over the years, I’ve met dozens of people like that: 

People who are great at things like generating tons of 
traffic or creating super interesting content…

...yet, they’re unable to use those skills to build a 
business or get a job in digital marketing.

100% of the time, the reason is that these people don’t 
understand sales funnels or how to build them.

Most people I’ve talked to who start looking into SEO 
say the same thing:

“I tried to learn SEO but couldn’t figure 
it out—there’s too much information. 
Maybe I should just hire someone to 
do this for me.”

9 times out of 10, when you hear someone say they will 
“invest in content marketing”, what they really mean is 
“we will start a blog and promise to write regularly”.

Just to be clear: That is not content marketing.

In reality, content marketing is much more complex (and 
fun).

In the past, content and advertising used to be entirely 
separate. Content creators created content, and 
advertisers, well, advertisers advertised:

Content marketers can’t work on their own and 
marketers specialized in a specific channel (e.g. SEO, 
digital advertising, email marketing, social media) can’t 
do their work without content marketers.

Content marketing is woven into every digital marketing 
channel—it’s the input for every campaign.

It’s a highly strategic skill that every digital marketer 
should hone (even if they don’t plan on specializing in 
content marketing).

You’ll learn this in the “Content Marketing Strategy” 
chapter of this guide

Nowadays, the content IS the 
advertising.

A sales funnel framework can easily turn any of these 
people into a very dangerous (in a good way) digital 
marketer.

Building a sales funnel is the process 
of systematically turning strangers 
into customers and advocates.

It’s important for you to learn this before diving into any 
specific digital marketing channel.

You’ll learn this in the “Sales Funnels Strategy” chapter 
of this guide

This isn’t entirely their fault.

There IS a lot of information…but most of it is 
unnecessary noise and bad advice.

I’ll save you the time and tell you the only thing that 
really matters in one sentence:

To be successful in SEO, you just 
need to understand what users 
are looking for, and then create 
awesome, relevant content that 
answers their questions.

It’s that simple.

You’ll learn this in the “SEO Strategy” chapter of this 
guide

Once you spend a bit of time reading digital marketing 
content, you’ll start seeing a variation of this phrase as 
the introduction to any blog post about email marketing.

“Email marketing is the most underrated digital 
marketing channel.”

This needs to stop.

No one believes that.

No serious digital marketer 
underestimates email marketing—
only people who have no idea about 
what they’re doing undervalue email 
marketing.

It has been proven time and time again that email 
marketing works. 

Massive businesses have been built on the basis of 
gaining subscribers and sending emails.

Email marketing, however, is about more than just 

writing a newsletter and hitting SEND.

If you want to be one of the top email marketers in the 
world, you need to learn how to:

 ● Use your data to send users extremely specific, 
relevant messages 

 ● Find the right moment to send each message

 ● Build systems to segment users, track their 
actions, and automatically send messages

Once you have those three things figured out, you’ll 
have a world-class email marketing strategy.

You’ll learn this in the “Email Marketing Strategy” 
chapter of this 
guide

https://www.clickminded.com/content-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/content-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/sales-funnel-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/seo-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/email-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/email-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Digital Advertising: Growth by Launching 
Highly-Profitable Ad Campaigns

Social Media: Growth With Powerful, 
Metric Driven Social Media Campaigns

When you’re a beginner, going into digital advertising 
poses a real chicken and egg problem.

 ● To learn digital advertising, you need to have a 
budget to spend on ads.

 ● But for people to trust you with their budgets, 
you need to have experience.

The first time I launched an ad campaign, I made a 
mistake that cost my client $22,362 in 18 hours.

It was a rough first week. And it almost cost me my job!

I promise you: You don’t need to learn this the hard way 
like I did. 

I’m not going to lie: digital advertising is hard and it 
takes a lot of trial and error (or tons of experience) to get 
a positive ROI.

Almost all campaigns start off being unprofitable.

Every business wants to “be on social media” or 
“develop a social strategy.”

Only a few of them know what that means.

We’ve been there.

When we got started, this is what we did:

1. We created accounts in a few social networks.

2. We looked up “best times to post” for each 
social channel.

3. We posted the same 
message+hashtag+image+link combo 
everywhere.

4. We got zero results and abandoned our social 
accounts.

Sound familiar? We made a common mistake:

Because we use social media in our daily 
lives, we thought we automatically knew 
how to use social media for business.

What’s important is that you learn, adjust, and optimize 
to take your campaigns to profit.

Fortunately, we’ve developed a framework for that.

(No “secrets”, “hacks”, or “tricks”— just a super straight-
forward framework that you can use to launch and 
optimize any ad campaign).

You’ll learn this in the “Digital Advertising Strategy” 
chapter of this guide

A lot has changed since those days.

To be successful at social media marketing, you need a 
strategy that covers three main components:

 ● Monitoring social channels (even when you’re 
not actively participating)

 ● Creating and distributing world-class social 
media content

 ● Converting social media audiences into leads 
and customers

You’ll learn this in the “Social Media Marketing Strategy” 
chapter of this guide

Web Analytics: Growth by Figuring Out 
What Works (and What Doesn’t)

This is the most fundamental skill a digital marketer must 
have.

While analytics is a specialization on its own, every 
digital marketer must develop at least a basic level of 
web analytics skills to be any good.

Simply put, digital marketers rely on data to determine 
what works and what doesn’t.

With that said, digital marketing data is definitely a 
double-edged sword. 

With hundreds of metrics and thousands of ways to slice 
and dice them, it’s easy to feel overwhelmed by the 
data—believe me, I’ve been there. 

But guess what? I’ve got really good news for you.

Most businesses can get away with just FIVE metrics or 
less.

Yes, you read that correctly.

In most businesses (and I’m talking even massive 
venture-backed companies), you’re much more likely to 
track too many metrics, than you are to track the ones 
that are most important for your business.

You just need to figure out which are the right five 
metrics to track.

A.k.a you need an analytics strategy.

You’ll learn this in the “Website Analytics Strategy” 
chapter of this guide

https://www.clickminded.com/digital-advertising-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/digital-advertising-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/social-media-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/social-media-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/website-analytics-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/website-analytics-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide


The Digital Marketing Strategy Guide 
www.clickminded.com

The Digital Marketing Strategy Guide 
www.clickminded.com

1110

Characters:
Your Digital
Marketing Journey

Noob

Professional

Expert

At first, you’ll be a noob—we all were at some point.

This step is about making a lot of mistakes and learning 
from them as quickly as possible.

There will be no other time in your career where you’ll 
grow as much as when you’re a noob—it’s very tough, 
but it’s exciting!

Think of this stage as your trial by fire. This is where 
most people give up.

 ● You’ll have no traffic or audience

 ● You’ll generate no sales

 ● You’ll get no jobs

You just need to get started. Don’t focus on being good, 
just focus on improving.

You’ll read that a great digital marketer needs to 
specialize and we agree with that...but you’ll be better 
off as a generalist when you’re just a noob.

Try to learn about different 
channels before specializing 
in what you like the most—this 
will come in handy later in your 
career.

Here’s what your path towards becoming an expert will 
look like.

Every industry, company, and digital marketing channel 
is different.

That’s why it’s not enough to know about the latest trick 
or hack to be successful—what works for one company 
might not work for the other.

If you want to create a powerful digital marketing 
strategy, you need to understand the fundamentals.

We’ve created a framework that will help you get results 
as quickly as possible.

The ClickMinded Digital Marketing Framework has five 
components:

Let’s get started.

First, you want to figure out who you’re targeting (a.k.a. 
your target persona) and which stage of the funnel 
they’re in.

This will make every later decision 10x easier to make.

A target persona is a representation of your ideal 
customer.

It’s a combination of demographics (age, gender, 
language, location, etc.) and psychographics (interests, 
desires, opinions, values, etc.)

For example, a target persona might look like this:

Creating a target persona will help you better 
understand who you’re marketing to—beyond just 
numbers like visitors, users, or sales.

Imagine if you had to write ad copy for camping 
equipment company based on one of these 
descriptions:

 ● Description #1: Males between 30 and 45 years 
old living in the US who like camping.

 ● Description #2: John Jones, a 40 year old 
business owner, father of a 10 year old, who 
enjoys traveling around the US in his RV going 
from one rock climbing spot to the next. He is 
deeply concerned about global warming and 
tries to reduce his carbon footprint as much 
as possible—some of the things he has done 
include going vegan, installing solar panels on 
his RV, and only buying recycled-fiber clothing.

It’s pretty clear which of these will make your work 
easier, right?

Few people reach the level of expert.

Avoid a common mistake: Experts 
are not those who have the most 

Twitter followers or who speak 
at industry conferences.

True experts are those 
who can consistently 
generate massive results 
for businesses they’ve 
worked on.

Period.

At this point, you’ll likely 
be managing a team of 
other digital marketers, 
running an agency, 
or growing your own 
business.

Once you start making a living through digital marketing, 
you can consider yourself a pro.

At this point, you’ll probably be part of a company’s 
marketing team, working at a digital marketing agency, 
or freelancing as a digital marketer.

When you’re a pro, you’ll focus on improving your skills 
further. If you’ve been a generalist so far, you’ll probably 
end up specializing in a single channel.

If you don’t know how to decide, pick the channel where 
you can have the biggest impact for a business.

Strategy: How to Create a 
Powerful Digital Marketing
Strategy

Persona and Funnel
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And it’s not just writing copy—ad 
targeting, partnerships, channel 
selection, budgeting, pricing...and many 
other decisions will be easier once you 
have a target persona.

The process to do this typically looks 
like this:

1. Find demographic data about 
your target customer

2. Find psychographic data about 
your target customer

3. Build a target persona

4. Share with your team and 
keep tweaking based on new 
learnings

To get started with persona creation, 
check out these resources:

 ● The ClickMinded Persona 
Creation Mini-Course

 ● The Complete, Actionable 
Guide to Marketing Personas

 ● How to Create Detailed Buyer 
Personas for Your Business

Next, you need to figure out which 
stage of the sales funnel your target 
persona is in.

A sales funnel is just a 
model for how a person 
goes from being a 
complete stranger to 
becoming a customer, 
repeat buyer, and 
advocate for your product.

The typical sales funnel looks 
something like this:

There are many different versions and variations, but 
this is the most basic one—and we’ve found that it works 
for almost every business.

At a high level, this is what each stage means:

 ● Top-of-the-funnel: This is where you seek to 
attract or get the attention of as many people 
belonging to your target audience as possible. 
Think of it as your “mass market” stuff.

 ● Middle-of-the-funnel: At this stage, your 
objective is to convert visitors from the top-
of-the-funnel into leads. This usually consists 
of gathering an email or some other piece of 
information that will allow you to contact them 
again.

 ● Bottom-of-the-funnel: This is where you convert 
leads into customers. Simple.

 ● Retention, monetization, and love: The stage a 
lot of beginners forget about. This is where you 
try to retain customers (in subscription-based 
business, for example), get them to purchase 
the same product again or purchase a different 
product, or just refer other potential customers.

This is just a fancy way to say “the content the user will 
consume.”

Most people immediately think of a blog post, but it 
doesn’t have to be just that.

The digital asset you use could be a bunch of different 
things: an email form response, a product review, a 
social media post, a video image, a podcast, or an ad on 
social media.

Maybe it’s even a digital tool that you created or a 
product demo.

For example, if you’re targeting young gamers who also 
enjoy watching epic fiction series, you might decide to 
create a quiz titled “To which Game of Thrones family do 
you belong?” 

Choosing a digital asset depends on who the target 
persona is and the stage of the funnel they’re in—your 
job is to use this information to pick the best digital 
asset to use.

Your job as a digital marketer is to design, implement, 
and optimize tactics that take the most people from one 
stage of the funnel to the next.

Let’s look at some examples.

Let’s say your company that sells camping equipment 
just launched a new loyalty program. 

Which of these tactics would be a better idea to 
promote it?

 ● Launch ads on national radio.

 ● Launch an email campaign to people who have 
already purchased a product.

The latter will clearly be more targeted and is likely to 
generate a higher return on investment.

(We’ll dig deeper into this in the “Sales Funnels 
Strategy” chapter of this guide.)

I know this all sounds very theoretical so far.

But trust me.

By combining personas and sales funnels you will be 
able to create better digital marketing strategies that 
ultimately generate more customers and sales.

The Digital Asset

To learn more about creating your digital assets, read 
the “Content Marketing Strategy” chapter of this guide.

https://www.clickminded.com/mc-registration-content-persona-creation/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/mc-registration-content-persona-creation/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://buffer.com/library/marketing-personas-beginners-guide?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://buffer.com/library/marketing-personas-beginners-guide?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://blog.hubspot.com/marketing/buyer-persona-research?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://blog.hubspot.com/marketing/buyer-persona-research?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/sales-funnel-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/sales-funnel-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/content-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Medium and Channel

Optimization

Once you’ve decided what your digital asset is going to 
be, the next steps are to decide where it’s going to live 
(the medium), and how to distribute it (the channel.) 

In general, the most common medium will be your own 
website, but it doesn’t have to be. 

Your medium could also be YouTube, Google Places, 
Yelp, Amazon, Pinterest, or maybe the App Store.

Each medium is usually fit for a specific type of digital 
asset.

For example, a long video is probably a better fit for 
YouTube than Twitter or Instagram.

When you know the medium, you need to pick the way 
you’re going to get this asset on this medium to its 
target audience—in other words, pick the channel.

Like anything else in your strategy, your channel 
selection depends on decisions you’ve previously made.

This is the most important aspect of the framework.

In simple terms, the nudge is how 
you push users to the next logical 
step down the funnel.

The nudge is about getting results.

It’s not enough that you get people to consume your 
asset. 

A great digital marketer always has to think about what 
the next step is.

If you have a blog post that’s attracting a ton of new 
traffic (top-of-the-funnel), a nudge could be a call-to-
action to download a bonus in exchange for an email 
address (middle-of-the-funnel).

If you have a webinar with a lot of attendees (middle-of-
the-funnel), a nudge could be an offer to enroll with a 
limited-time discount (bottom-of-the-funnel).

So how does all this work together?

Here’s how you can use this framework to create an 
entire digital marketing strategy:

1. Pick one target persona and start at the top-of-
the-funnel

2. Define the digital asset you’ll use

3. Decide your medium (where you will put your 
asset) and channel (how will you get people to 
view your asset)

4. Determine the steps necessary for you to 
optimize and get the most out of the channel 
and medium you chose

5. Figure out the nudge you’ll use to take people 
to the next stage of the funnel

6. Repeat steps 1 through 5 for the other stages of 
the funnel

This is, very simply, just doing everything you need to 
do to maximize the number of users who get your asset 
through the channel you picked.

If you pick digital advertising to drive traffic to a landing 
page, optimization will include things like testing ad 
graphics, copy, placement, targeting, budget, etc.

If you pick SEO to drive traffic to a blog post, 
optimization will include things like performing keyword 
research, optimizing your post content, building links, 
and fixing technical issues.

If you pick email marketing to drive webinar registration, 
optimization will include things like testing subject lines, 
calls-to-action, send times, and subscriber segmentation. 

You get the point.

Each channel is a different animal—you need to learn 
how to get the most out of the one you choose to use.

Once you’ve picked a channel, get started by checking 
out its corresponding chapter:

If you picked YouTube as your channel, the ways to get 
traffic to your video could be YouTube SEO, YouTube 
Ads, getting your video embedded in other sites, or 
even getting other YouTubers to create videos about 
your video.

However, your digital asset is not the only thing that will 
influence your medium and channel selection.

Once again, you need to think of your persona and 
funnel stage.

For example, if you’re targeting people who are 
concerned with their online privacy and looking for a 
secure chat service... 

...it might be a bad idea to create a social media ad for 
them since a lot of them are probably using ad blockers 
and privacy plugins. Whatever digital asset you create, you need to think 

about how it will help you get your users closer to 
purchasing.

To get started and learn more about nudges, check out 
the ClickMinded Sales Funnel Mini-Course.

 ● Chapter 4: The SEO Strategy Guide

 ● Chapter 5: The Email Marketing Strategy Guide

 ● Chapter 6: The Digital Advertising Strategy 
Guide

 ● Chapter 7: The Social Media Strategy Guide

Putting it All Together

7. Repeat steps 1 through 6 for your other target 
personas (if you have more than one)

If you want to learn how we do these seven steps and 
get a template to create your entire strategy, check out 
our free Digital Marketing Strategy Masterclass.

The Nudge

https://www.clickminded.com/mc-registration-funnels-bottom-funnel-tactics/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/seo-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/email-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/digital-advertising-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/digital-advertising-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/social-media-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/mc-registration-dm-digital-marketing-masterclass/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Quickstart Guide: 
How to Get Started 
With Digital Marketing
(WHEN YOU HAVE ZERO EXP)

I will never get tired of saying this.

The most effective way to become a 
digital marketer is by doing digital 
marketing.

Here are a couple of ways you can get some hands-on 
experience when you’re just getting started: 

 ● Start your own website or blog. This is what we 
recommend and how I got started. By starting 
from scratch, you’ll have a better understanding 
of how everything works than if you were to 
walk onto something that’s already been built. 
Plus, you won’t have to worry too much about 
messing up.  
Protip: If you go with this route, just stick to a 
Wordpress.org site.

 ● Find a business you can help. Maybe there’s 
a business you already work for, a friend’s 
company, or a small business in the place where 
you live. Don’t go for the company of your 
dreams yet—you’re probably not ready. This 
option has its advantages since you will be able 
to see results (or lack thereof) faster and might 
be able to find someone to mentor you.

When you have little experience, this industry can be 
hard to navigate.

There is waaay too much (bad) information out there…

...so we put together a list of traps you should avoid:

It won’t take long before you’ll start to notice that 
there are way too many digital marketing bloggers 
writing about the latest “tactic you need to use”, a 
“mistake you’re probably making”, or a “secret hack that 
generated 300% growth in 7 days.”

You should avoid these.

I’ll write that again in all caps.

AVOID THESE AT ALL COSTS.

Most of these posts don’t aim to teach you something 
valuable…

...their objective is merely to get your attention.

If they succeed, you’ll probably end up wasting a lot of 
time just reading blog posts, and feeling anxious about 
missing out on the latest trick.

Bottom line: Stop reading digital marketing blogs. Start 
doing digital marketing instead.

Which makes for 
a good segway 
into the next trap.

Once you’ve figured that out, here’s how to move 
forward:

1. Finish reading this guide.

Outcome: You will have a fundamental 
understanding of how digital marketing works. 
The last section of this chapter (“Traps”) is 
especially important if you’re new to this.

2. Create a rough draft of a digital marketing 
strategy. Focus on just one or two channels and 
tackle one funnel stage at a time.

Outcome: You will have a clear game plan for 
how you will attract traffic, convert traffic into 
leads, leads into customers, and customers into 
advocates.

3. Set yourself a goal and a timeframe. For 
each tactic you test, define a goal (e.g. traffic, 
followers, sales, etc.) and a period of time when 
you expect to hit the goal.

Outcome: You will have an easy way to know 
whether your efforts are working as expected or 
not. Plus, you’ll gradually get better at setting up 
goals and targets.

4. Review what worked, what didn’t, how to 
improve, and revisit your digital marketing 
strategy.

Outcome: You will learn from your successes 
and failures and use that input to get better.

Traps: 
Avoid These Digital 
Marketing Traps

Reading Too Many 
Shitty Blog Posts

Thinking Credentials 
or Degrees Matter

Not Executing What 
You Learn

When you start learning digital marketing, it’s easy to go 
down a rabbit hole, feeling like you need to know “just a 
bit more” before you’re ready to implement.

Digital marketing is a practical discipline. 

If you want to be any good at it, you need to get your 
hands dirty and do the work. The best way to learn is to 
just get started as soon as possible.

Whenever you hit a roadblock, research how to get past 
it, and then keep going.

You should eventually develop a healthy balance of 
execution and learning that you’ll maintain for the rest of 
your career.

This is a mistake people who follow more traditional 
career paths tend to make. 

Digital marketing is not a discipline where credentials 
matter.

It doesn’t really matter if you have a digital marketing 
degree or certification.

The only thing that matters is that you can get results.

If you’re planning on spending a lot of money on a 
master’s degree in digital marketing or certification, our 
advice is simple: Don’t.

You can get a better education online for a fraction of 
the cost—and use the rest of the money to start your 
own website and get some actual experience.

Disclaimer: ClickMinded does offer certifications. 
However, we’re very upfront about the fact that you 
don’t need them. We keep them because some clients 
use our courses for internal training and use the 
certifications as a way to check on their employees’ 
progress.
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The Sales Funnel 
Strategy Guide2

The ultimate tutorial on 
how to massively increase 
revenue with powerful 
sales funnels, as quickly as 
possible.

WORLD MAP:
What is a Sales Funnel?

9 times out of 10, fixing a digital marketing strategy that 
isn’t working comes down to doing one simple thing:

Stop being weird.

If you’re new to digital marketing, it’s pretty easy to 
forget that behind clicks and conversion rates, there are 
real people.

Has this happened to you?

1. You visit a website to read a blog post

2. Multiple banners and popups suddenly cover 
your screen, offering you coupons for a product 
you’ve never heard of

3. You get annoyed, ignore them, continue 
reading, and leave without paying any attention 
to the ads

The digital marketer running those ads is probably 
wondering why no one is purchasing what he’s trying to 
sell.

You know the reason. 

You didn’t come to the site to read some ads, you didn’t 
know the product being offered, and you certainly didn’t 
need a coupon for it.

If this was a real-life interaction, it would be like a 
stranger on the subway asking you if you want to get 
matching lower back tattoos.

Weird.

Why am I telling you all of this?

Because creating an optimized sales funnel for your 
business - with your users in mind - is how you solve this 
problem (and how you stop yourself from being weird).

A sales funnel is a model for how to 
progressively build relationships with 
people that take them from complete 
strangers to advocates of your brand 
and product…

...at scale.
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Strategy: Building a 
Powerful Sales Funnel

There are a ton of blog posts out there proposing 
different and complicated sales funnel models.

Some will tell you that you HAVE to use their 
software to do it right.

Others will say sales funnels are obsolete, and 
that a NEW method is better. 

It can be incredibly confusing.

Let’s call it like it is: 

Most of this is just a distraction when you’re first 
getting started.

I find that the core principles of the most simple 
model still hold and will work for every type of 
business.

The basic sales funnel looks like this:

The advantage of using a sales funnel when 
designing your digital marketing strategy is that 
you get a simple and straightforward set of goals 
that you need to hit.

Building a powerful sales funnel means picking 
the right tactics at each stage of the funnel to hit 
those goals.

Next, let’s go over each stage of the funnel.

Top-of-the-Funnel Middle-of-the-Funnel

Think of the top-of-the-funnel as your “mass market” 
stuff.

Your goal here is to attract a lot of traffic (people) to 
your website, listing, YouTube channel, podcast, TikTok 
account, SoundCloud, or whatever else you damn kids 
are using these days.

In traditional marketing, a top-of-the-funnel tactic might 
be a TV ad or a billboard on the highway.

In digital marketing, some tactics you can use include:

 ● Creating and optimizing content for search 
engines

 ● Launching digital advertising campaigns on 
AdWords or Facebook

 ● Posting content on social media networks that 
attracts and engages followers

 ● Developing cross-promotion partnerships with 
another business

 ● Getting press coverage on digital media

You can get really creative here—as long as it helps you 
get relevant, new people to view your content, it’s a 
valid top-of-the-funnel tactic.

The middle-of-the-funnel is all about 
converting traffic into leads and then 
nurturing them.

A lead is someone who has shown interest in your 
content and who you can contact in order to nurture the 
relationship.

The key is being able to contact them.

So the main goal of the middle-of-the-funnel is to get as 
many people as possible from the top-of-the-funnel to 
give you a piece of contact information that you can use 
to reach out to them at a later time.

Converting traffic into leads could be someone signing 
up to your email newsletter, scheduling a call, becoming 
a social media follower, agreeing to receive push 
notifications, downloading an app, enrolling in a free 
trial, subscribing to a YouTube channel, etc.

By giving you a piece of contact information, these 
people are expressing interest in what you do/offer.

This is a great time for you to build trust and prepare 
them for your bottom-of-the-funnel offer.

In digital marketing, some tactics you can use in the 
middle-of-the-funnel include:

 ● Offering bonus content in exchange for an email 
address (this is what’s known in the industry as 
a lead magnet)

 ● Verbally telling viewers of your YouTube videos 
to subscribe to your channel

 ● Creating a free trial, consultation, or demo of a 
product that users need to sign up for

 ● Hosting a live webinar about an interesting topic

 ● Sending email newsletters with valuable content 
to subscribers

 ● Getting users to buy a low-dollar offer (this is 
what’s known in the industry as a tripwire offer)

 ● Launching a Facebook remarketing campaign 
for visitors to your site

Again, you can get super creative here—you’ll probably 
need to try a bunch of these tactics (and fail a lot!) 
before you find the one that works for you, your 
business, your industry and your users.
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This is where the magic happens. It’s 
time to get down to business.

Your main goal 
at the bottom-of-
the-funnel is to 
move the metrics 
that matter for a 
business’ bottom 
line.

Here, you’ll push 
the leads you 
collected in the 
middle-of-the-
funnel towards 
taking a specific 
action:

 ● For a digital 
business like an 
e-commerce site, 
that might be 
purchasing

 ● For a physical business like a doctor’s practice, 
that might be booking appointments

 ● For a two-sided marketplace 
like Airbnb, that might be both 
booking a place to stay (for 
guests) and creating a new 
listing (for hosts)

Figure out what’s most important for 
the business you’re working on and 
implement tactics that help you move 
that number in the right direction.

In digital marketing, some bottom funnel 
tactics might be:

 ● Reducing the number of fields 
on your checkout form

 ● Launching a limited-time or 
seasonal discount

Bottom-of-the-Funnel

 ● Bundling different products at a special price

 ● Implementing an affiliate program for other 
people to promote your products

 ● Launching an email or Facebook ad campaign 
for cart abandonments

 ● Adding testimonials or social proof to your sales 
and checkout page

There’s a common misconception when it comes to the 
bottom-of-the-funnel.

A lot of people think that optimizing for the bottom-
of-the-funnel is limited to the checkout page on your 
website: Stuff like changing the color of a button.

Just take a look at the examples above and you’ll see 
that view is too narrow.

If you just stick to fixing your checkout process, you’ll 
miss 99% of the opportunities to improve your bottom-
of-the-funnel stage.

This is perhaps the most overlooked stage of the funnel.

Here’s what this stage is about:

 ● Retention refers to keeping a customer 
around. In a subscription-based business like 
Netflix, retention tactics are aimed at reducing 
the number of subscribers who cancel their 
subscription. In businesses that don’t use 
subscriptions, retention refers to reducing the 
number of refunds.

 ● Monetization refers to increasing a customer’s 
lifetime value—this is a metric of the total 
amount of revenue generated by each 
customer. For example, if you’re running an 
e-commerce website, you can try to get existing 
customers to repurchase.

 ● Love refers to getting existing customers to 
advocate for your product and recommend 
them to other people and businesses they 
know. A famous example of this is how Dropbox 
offered additional storage space to users who 
referred friends to their service.

Most of the blog posts and case studies you’ll find online 
are about one of the three stages of the funnel you read 
about above (“how to increase traffic by X%” or “how I 
generated $ZZZ in 5 days”).

But the retention, monetization, and love stage is usually 
where you can make the biggest impact for the least 
amount of work.

It’s simple.

In this stage, you’re dealing with people who have 
already trusted you enough to become a customer. 

They likely already know what you offer and why it’s 
better than other options out there.

So convincing this segment of people 
to stay around (retention), buy more 
(monetization), and recommend 
you (love) is easier than achieving 
the same things with a complete 
stranger.

Look at it this way: Who is more likely to say you’re 
handsome/beautiful? 

1. Your mom/dad/boyfriend/girlfriend/husband/
wife 

2. A stranger on the street

Exactly.

In digital marketing, some retention, monetization, and 
love tactics might be:

 ● Upselling or cross-selling customers on 
supplementary products

 ● Launching a referral or loyalty program

 ● Implementing product onboarding so new users 
learn how to use your product

 ● Checking in on your customers to ask if they are 
satisfied with their purchase

 ● Offering discounts for annual plans vs. monthly 
plans (for subscription services)

 ● Congratulating your customers on their birthday

There is a caveat to this stage of the funnel.

If you’re working on a business that’s just getting 
started, you shouldn’t focus too much on retention, 
monetization, and love.

Get customers first. Work on this later.

Retention, Monetization, and Love
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Expressways & Return Paths

These are not stages of the funnel, but ways to move 
people through the stages.

The funnel model lays out a neat way for moving people 
from one stage to the next…

...in theory.

Real life doesn’t work that way.

People are messy. 

And while you might want everyone to follow a certain 
path, things will probably look more like herding cats.

 ● Some people will go straight from the top-of-
the-funnel to the bottom.

 ● But others will get to the bottom and go back to 
the top.

 ● Plus, a lot of people will just reach a certain 
stage and drop off altogether.

That’s why you need to build expressways and return 
paths.

Expressways are paths that allow 
people to jump stages of the 
funnel and convert faster without 
necessarily passing through all the 
stages.

If you have someone who wants to purchase right 
after visiting your site, it’s inefficient to require them to 
register to a webinar before they get the opportunity to 
enroll.

Expressways make sure you don’t miss out on any easy 
conversions.

In digital marketing, these might look like:

 ● Publishing a pricing page so users don’t need to 
request a quote

 ● Allowing users to purchase your product or 
service directly from the site

 ● Adding live chat or a chatbot to your site, so 
visitors can get faster answers to their questions 
before purchasing

Designing and optimizing sales funnels is a lot of work, 
so you will deal with broader metrics.

More specific metrics will depend on the specific 
tactics you use at each stage of the funnel—you should 
probably analyze these individually and not as a part of 
the analysis of your funnel’s performance.

As a reminder, your goals at each stage of the funnel are 
usually:

 ● Top-of-the-funnel: Get more relevant traffic

 ● Middle-of-the-funnel: Get more leads

 ● Bottom-of-the-funnel: Get more sales

 ● Retention, monetization, and love: Increase 
customer lifetime value

Let’s dig into each one.

It doesn’t matter if you have heavily optimized your 
middle and bottom-of-the-funnel if no one views your 
content at the top-of-the-funnel.

At the very top-of-the-funnel, your 
objective is to get your content in 
front of as many people within your 
target market as possible.

It’s worth saying this again: Get your content in front of 
as many people as possible - within your target market. 

Naturally, traffic is a pretty good metric for the top-of-
the-funnel...

...but even a million visits per day are useless unless 
they belong to your target audience.

 ● Allowing users to click a link in an email in order 
to receive the next one in a series (instead of 
having to wait a few days)

Return paths are ways to get people who have fallen out 
of the funnel, gotten stuck on a stage, or moved back 
a stage, and push them to continue moving down the 
funnel.

Most people won’t follow the exact path you designed 
on your funnel. But letting people just fall out of the 
funnel without making an attempt to recover them isn’t 
efficient for your business.

Return paths allow you to increase the efficiency of your 
funnel.

In digital marketing, these are some examples of return 
paths:

 ● A Facebook remarketing campaign for people 
who added an item to cart but didn’t complete a 
purchase

 ● A newsletter that re-engages people who 
stopped moving through your funnel

 ● A lot of the tactics used for expressways and 
return paths might belong to one or several 
stages of the funnel. 

But thinking about expressways and return paths 
separately will help you avoid unconsciously adding 
inefficiencies to your funnel.

Stats: How to Know if Your 
Sales Funnel is Working

Traffic (Top-of-the-Funnel)

For example, if you run a website for a local hardware 
store in the US, it won’t help your business to attract 
traffic from Canada or Mexico.

Protip: Even if you don’t run a website, there are metrics 
similar to traffic for most platforms that you can use for 
the top-of-the-funnel. For example, a YouTube channel 
owner can 
track views and 
an Instagram 
account owner 
can track 
impressions.



2726 The Digital Marketing Strategy Guide 
www.clickminded.com

The Digital Marketing Strategy Guide 
www.clickminded.com

Bounce Rate (Top-of-the-Funnel)

New Leads (Middle-of-the-Funnel)

Sales (Bottom-of-the-Funnel)

High engagement is a good indicator that the traffic you 
are attracting is actually interested in your content...

And bounce rate is a good metric to use as a proxy for 
engagement.

Bounce rate is calculated by the percentage of people 
who leave your site without interacting with it.

You can think of it as people who 
visited, said “meh, not what I was 
looking for,” and left.

Just as you track sales, you should keep an eye on how 
much, on average, each customer spends when you 
make a sale.

A low average order value is not necessarily bad—a 
business can make a lot of money by selling lots of 
cheap products.

But keeping an eye on this metric helps you identify 
which kinds of products you’re selling more of, which 
types of customers you’re better at converting, or 
which promotions are more successful at converting 
customers.

Knowing your average order value is also helpful in 
making forecasts or estimates.

For example, if you know each customer spends an 
average of $10, then you know you’ll need about 1,000 
of them to generate $10k in revenue.

This metric sounds more complicated than it really is.

Customer lifetime value represents the total amount of 
revenue generated by a specific customer during the 
entire span of their relationship with your company.

 ● If a customer signs up for a $40 monthly 
subscription and cancels after the third month, 
their lifetime value will be $120 ($40x3)

 ● If a customer buys product A for $100 in month 
1 and product B for $50 in month 6, their 
customer lifetime value will be $150 ($100 + 
$50)

 ● If a customer buys a product for $50, then 
asks for a refund and never comes back, their 
customer lifetime value is $0

Your objective is to increase customer lifetime value as 
much as possible.

Subscription-based revenue models are becoming more 
and more popular every day.

For those types of businesses, it’s critical to track churn.

Churn is the metric for the percentage of people who 
cancel a subscription during a period of time.

It’s calculated as the number of people who cancel 
a subscription during a period, divided by the total 
number of customers at the beginning of that period.

A high churn rate means that you’ll need to invest 
resources into retention—your job is to keep churn as 
low as possible.

This one should be pretty self-explanatory.

The one misconception we see people have is that they 
don’t track anything on the bottom-of-the-funnel for one 
of these two reasons:

1. They work at a non-profit

2. They don’t make sales online

Your main goal at the middle-of-the-
funnel is to gather as many leads 
as possible from your top of funnel 
traffic.

Depending on your business, the way that you track 
new leads will vary:

If an email subscriber is considered a lead, then you 
could track your subscriber growth

If a lead is defined by a relevant action on your site, then 
you could set up conversion tracking for that action with 
Google Analytics

A lower bounce rate usually means higher engagement 
or, in other words, that your content is relevant to the 
people viewing it.

Bounce rates are also used by many algorithms that 
will impact your top-of-the-funnel efforts. A high bounce 
rate can cause lower search engine rankings and higher 
costs for your ad campaigns.

Instead of just looking at traffic at the top-of-the-funnel, 
consider bounce rate a part of your mix of metrics.

If you work at a non-profit, you should find an 
equivalent metric to track and optimize; donations, 
ticket sales, etc.

If you don’t make sales online, you should still track 
sales because you’re responsible for the amount and 
quality of the leads you get through the site.

If a person becomes a lead after being qualified by a 
sales rep, then you could count the number of new 
opportunities in Salesforce (or any CRM your company 
uses)

The most important things for lead tracking are:

Everyone in the company or marketing team should be 
aware of what constitutes a lead

It should be easy to find out how many leads there are 
and how many are added over time

Average Order Value 
(Bottom-of-the-Funnel)

Customer Lifetime 
Value (Retention)

Churn (Retention)
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Power-ups: The Best 
Sales Funnel Tools

Which tools you’ll use to build your funnel will depend 
on the tactics you decide to implement at each stage of 
the funnel.

However, there are a couple of tools you’ll find helpful 
when working on your funnel strategy and optimization.

 ● Google Analytics: The most popular web 
analytics tool in the world. By setting up 
goals and events, you’ll be able to track the 
performance of your sales funnel (among many 
other things.)

Check out Google Analytics and the “Website 
Analytics Strategy” chapter of this guide

The first thing you’ll need to do is find a company or 
business to build a sales funnel for. Here are a couple of 
ways to do that: 

 ● Build a sales funnel for your own business. If you 
already have a business, you can simply use what 
you’ve learned to grow it.

 ● Start your own website or blog. If you don’t have 
a business, this is the next best thing (and how I 
got started.) By starting from scratch, you’ll have 
more freedom to experiment and you won’t have 
to worry too much about messing up. On the 
downside, you will probably have a harder time 
finding an audience to get started with.

 ● Find a business you can help. Maybe there is a 
business you already work for, a friend’s company, 
or a small business in the place where you live. 
This option has its advantages since you will be 
able to see results (or lack thereof) faster and 
might be able to find someone to mentor you.

Once you’ve figured that out, here’s how to move forward:

1. Finish reading this guide, of course.

Outcome: You will have a fundamental 
understanding of how sales funnels work and 
how to build them. The last section of the guide 
(“Traps”) is especially important if you’re new to 
digital marketing.

2. Create a list of all the possible tactics you can 
come up with that will help you build your funnel 
(doing webinars, optimizing content for search 
engines, seeking partnerships, etc.) If possible, ask 
other people in the company for ideas as well.

Outcome: You will have a entire pipeline of growth 
experiments to roll out for several weeks or 
months.

 ● Funnelytics: As you build and add elements to 
your funnel, keeping track of how everything 
works can get complicated. Funnelytics makes it 
easy to create visualizations of how your funnel 
works that you can use for documentation or 
share with your team.

Check out Funnelytics

3. Next to each tactic, determine which stage of the 
funnel each tactic belongs to.

Outcome: This will help you establish the first level 
of priorities for your experiments. For example, if the 
business has a lot of traffic but not enough leads, then 
you should probably start with middle-of-the-funnel 
experiments; or if the business is brand new, you 
should start with the top-of-the-funnel before testing 
bottom-of-the-funnel experiments.

4. Assign scores (from 1 to 5) for difficulty of 
implementation and level of impact. If a tactic is too 
hard to implement, give it a difficulty score of 1. If a 
tactic is likely to significantly benefit the business, give 
it an impact score of 5.

Outcome: Once you know which stage of the funnel 
to tackle first, these scores will help you prioritize the 
order in which you roll out your experiments.

5. Set a goal and a timeframe. For each tactic you test, 
define a goal (e.g. traffic, followers, sales, etc.) and a 
period of time when you expect to hit the goal.

Outcome: You will have an easy way to know whether 
your efforts are working as expected or not. Plus, you’ll 
gradually get better at setting up goals and targets.

6. Reverse engineer best practices. Once you know 
which tactic you’ll test, look for people and companies 
using that tactic successfully to learn how they are 
doing it (ask around to find these!) Adapt (don’t steal) 
what you learn to your business. Protip: Don’t read blog 
posts about the tactic—most of these will have very 
shallow and unhelpful advice.

Outcome: You will have a better understanding of how 
to successfully launch each tactic, instead of having to 
figure everything out from scratch.

7. Implement your tactics.

Outcome: Pretty self-explanatory.

8. Review what works, what doesn’t, how to improve. 
Cut what doesn’t work, and move on to the next 
experiment.

Outcome: You will learn from your successes and 
failures and use that experience to build your sales 
funnel.

Quickstart Guide: How to 
Start Building Your First 
Sales Funnel

https://www.clickminded.com/funnels-2
https://marketingplatform.google.com/about/analytics/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/website-analytics-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/website-analytics-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://funnelytics.io/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Traps: Avoid These Sales 
Funnel Traps

Building funnels is a lot of work.

You will fail many times before you succeed.

It’s not uncommon to try a lot of things that don’t work. 
Or even to try the same thing 10 times before it starts to 
work.

But when you find the thing that works, it can 
dramatically change the direction of a business.

These are some mistakes we made when we were 
getting started. Avoid these and save yourself a few 
headaches.

This is, by far, the most common mistake. 

Be aware of where your efforts will have the biggest 
impact for the business. 

If the business doesn’t have any traffic or leads, it’s a 
waste of time to try and make the checkout process 
easier.

If the business is already converting 15% of its leads into 
customers, it’s better to work on doubling the number 
of leads than trying to increase the conversion rate to 
customers by one percentage point.

Figure out where the holes are in the funnel and work 
on that.

“How we increased conversion rate by 47% with this 
simple tactic.”

“How this company went from zero to $50 million in 2 
years.”

A few weeks into digital marketing, you’ll start noticing 
headlines like those everywhere.

Before you jump into trying to replicate these tactics, 
keep in mind:

What works for another company might not work for 
yours. Even if they are within the same industry.

People who write these articles can (and will, usually) 
pick a way to calculate and present results to make 
them look way more impressive than they really are.

These companies usually leave important details out of 
the content, to protect themselves against competition.

Case studies are a great source of inspiration for your 
own funnel, but nothing more than that. 

If it was as easy as copying case studies, everyone 
would be swimming in money.

Focusing on the Wrong 
Stage of the Funnel

Trying to Copy 
Successful Case 
Studies

Getting Too Cute

Thinking You Can’t Build Funnels for YOUR 
Type of Business

I fell for this stuff all the time.

And it’s caused by the proliferation of “growth hacking” 
content.

Headlines like “This company used chatbots to generate 
30% more sales” can make you feel like you’re missing 
out on a huge opportunity by not using chatbots.

Same thing happens with the latest social media 
channel, marketing tool, trending tactic, or “growth 
hack”.

We call this “trying to get too cute”.

What we mean is that it’s better to stick to the basics 
before trying to build something super complicated or 
paying for an expensive tool.

I was actually surprised by this one, but I stumbled upon 
it so many times that it’s worth adding to the list of traps.

It’s easy for people to think their business is unique and 
that a lot of the things mentioned in this guide won’t 
work for them.

Non-profits are a great example of this.

Just because a company isn’t optimizing for profit, 
doesn’t mean they can’t build a funnel.

A (good) non-profit still has objectives it wants to 
meet: An amount of donations, a number of attendees 
at an event, a number of people/animals/buildings/
organizations/communities to help.

Here are some examples:

Before you try to add a chatbot to your site, maybe try 
adding a contact form and see if people will actually 
reach out for help.

Before you try to build a complicated email sequence, 
try sending it to a small group of subscribers to test if it 
actually works.

Once you validate that a basic idea is worth pursuing, 
you can start adding more complexity to it—not before.

You can build funnels to hit all of those goals.

What’s described in this guide is a broad set of 
principles to help you lay out a path, for people to 
perform an action, that will benefit the company you 
work for—it doesn’t matter if that’s an increase in sales 
or some other goal.
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The Content Marketing 
Strategy Guide3

The ultimate tutorial on 
how to create massively 
profitable content marketing 
strategies.

WORLD MAP:
What is Content Marketing?

Content marketing is the act of owning (as opposed to 
renting) media.

We do content marketing because it can generate a 
measurable and meaningful impact on your business. 

We don’t do it because it’s trending, or because it’s 
“sexy” or because it’s “hot”. 

We do it because it can generate a measurable and 
meaningful impact on your business.

There’s a common misunderstanding when people hear 
the words “content marketing”.

Creating a content marketing strategy is not the same 
as launching a blog, getting a ton of followers on social 
media, or creating a viral meme.

That’s simply wrong.

Content marketing is about 
becoming a publisher who creates 
content that drives results for the 
business.

In the old days, companies limited themselves to 
creating ads that would be placed around content 
people actually wanted to see.

Think of how TV worked before Netflix. 

You’d sit to watch your favorite show and endure the 
ads in between.

In that model, companies rented media (the TV show) to 
display their content.

Now think of how a company like GoPro uses their 
Instagram account:

GoPro is not renting anyone’s content to get their target 
audience’s attention. GoPro owns content people want 
to see.

That’s the essence 
of content marketing.
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Strategy: How to Create 
Massively Profitable 
Content Marketing 
Campaigns

A lot of people approach content marketing almost as 
an afterthought.

They’ll say: 

“Yeah, I’ll create a blog. And I promise to write 
something new every week/month”.

This is the wrong way to do content marketing.

There is a lot of strategic work that needs to happen 
before you even decide whether to start a blog… not to 
mention before you start creating any content.

And you need to do all that work in order to do one 
simple thing:

Send the right message, to the right 
person, at the right time, and through 
the right channel.

Here’s how to do that:

1. Gain a deep understanding of who your target 
customers are (including their desires, wants, 
and needs)—this is called creating target 
personas

2. Craft simple messages for each of your target 
personas at each stage of the funnel—this is 
called creating single-minded value propositions 
(SMVP)

3. Choose the right format to deliver each 
message (it’s not just about blog posts)—this is 
called choosing your content types

4. Create content that people want to consume 
AND that helps you achieve your business 
goals—this is called creating attention-grabbing 
content

5. Make sure your target persona actually sees 
and consumes the content you create—this is 
the optimization, distribution, and promotion 
step

Next, I’ll explain how each of these work.

Target Personas: Understanding Who 
Your Ideal Customer Is

A target persona is a representation of your ideal 
customer.

It’s a combination of demographics (age, gender, 
language, location, etc.) and psychographics (interests, 
desires, opinions, values, etc.)

For example, a target persona might look like this: 

Creating a target persona will help you better 
understand who you’re marketing to—beyond just 
numbers like visitors, users, or sales.

Imagine if you had to write ad content for a camping 
equipment company based on one of these 
descriptions:

 ● Description #1: Men between 20 and 45 years 
old, living in the US who like camping.

 ● Description #2: John Jones, a 40 year old 
business owner, father of a 10 year old, who 
enjoys traveling around the US in his RV going 
from one rock climbing spot to the next. He is 
deeply concerned about global warming and 
tries to reduce his carbon footprint as much 
as possible—some of the things he has done 
include going vegan, installing solar panels on 
his RV, and only buying recycled-fiber clothing.

It’s pretty clear which of these will make your work 
easier, right?

And it’s not just about creating content—ad targeting, 
partnerships, channel selection, budgeting, pricing...and 
many other decisions will become easier once you have 
a target persona.

1. Find demographic data about 
your target customer.

This is the typical age/gender/income/education/region 
data you can get almost anywhere.

If you already have some traffic, you can use Google 
Analytics’ Audience data to get started:
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If you don’t have traffic yet (and even if you do), 
Facebook’s Audience Insights tool is another great 

Once you’ve gathered basic demographic data, it’s time 
to move on to more interesting stuff.

source of demographic data—all you need to do is input 
some of your target audience’s interests:

2. Find psychographic data about 
your target customer.

A lot of marketers skip psychographic research because 
it’s hard (I used to be guilty of this myself.)

Don’t skip it!

Psychographic data IS harder to get than demographic 
data, but it’s also way more interesting and actionable.

It includes things like interests, opinions, desires, goals, 
and values.

This is the stuff that truly sets one group of people apart 
from the rest of the population.

Your content strategy will be 10x more powerful if you 
do this.

In our experience, the best way to gather psychographic 
data is to talk directly with your ideal customer.

If you already have customers, reach out to them and 
schedule a phone interview.

3. Build your target personas.

Once you’ve gathered demographic and psychographic 
data about your customers, it’s time to build your target 
personas.

When you analyze the data, you’ll naturally notice trends 
and similarities between certain groups of people in 
your sample.

These common factors will help you define your target 
personas.

For example, when we did customer persona research 
at ClickMinded, we noticed three major groups of 
people, which we classified as:

 ● Agency owners: 
People who offer 
digital marketing 
as a service to 
their clients and 
use ClickMinded 
as a training tool 
for staff

 ● Entrepreneurs: 
People who want 
to learn digital 
marketing to grow 
their own business

 ● In-house 
marketers: People 
who belong to a 
company’s in-
house marketing 
team and want to 
improve their skillsIf you don’t have customers yet, the next best thing 

is to find people who you think will match your future 
customers and talk to them instead.

Before the interview, prepare an interview script that 
goes over their pain points, their goals, why they were 
looking for a product/service like yours, how your 
product/service is helping them achieve their goals.

During the interview, remember:

Make the interview about them, not about your product

Don’t try to sell anything to them, just try to learn as 
much as you can

Let them do most of the talking while you take notes

As a rule of thumb, you should stop interviewing once 
you can tell what an interviewee will say before they 
give you a complete answer—this will happen sooner 
than you think.

These ended up becoming our target personas (along 
with more detailed descriptions, of course.)

Protip: Don’t create more than 3 target personas if this 
is your first time doing it!

Once you’ve figured out who your target personas are 
going to be, use one of the many templates available 
online, like this one from Hubspot, to organize all the 
information.

4. Share with your team and 
keep tweaking based on new 
learnings.

The last step of this process is to share these personas 
with the rest of the marketing team.

This information can help inform much more than your 
content—your teammates will thank you for this and 
you will be able to get everyone on the same page with 
regards to your messaging strategy.

Plus, sharing your learnings will get you feedback 
from other teams that can help tweak and improve the 
personas you’ve built.

To get started with persona creation, check out these 
resources:

 ● The ClickMinded Persona Creation Mini-Course

 ● The Complete, Actionable Guide to Marketing 
Personas

 ● How to Create Detailed Buyer Personas for Your 
Business

https://offers.hubspot.com/persona-templates?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/mc-registration-content-persona-creation/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://buffer.com/library/marketing-personas-beginners-guide?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://buffer.com/library/marketing-personas-beginners-guide?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://blog.hubspot.com/marketing/buyer-persona-research?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://blog.hubspot.com/marketing/buyer-persona-research?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Single-Minded Value Propositions: Crafting Simple, 
Conversion-Focused Messages

One of the keys to creating a content strategy that 
converts is to break down your product’s message into 
small, digestible pieces that take the user through each 
step of the funnel.

We call these single-minded value propositions (SMVPs.)

Not to be confused with a product’s overall value 
proposition—which is the overarching message of why 
your product/offer is attractive to your target customer.

A single-minded value proposition is 
simply a message sent each target 
persona at each stage in the funnel, 
that leads them to take an action and 
move to the next stage of the funnel.

(For a refresher on sales funnels, read the “Sales 
Funnels Strategy” chapter of this guide.)

Let’s use the ridesharing company Lyft as an example.

Lyft is a two-sided marketplace, so they likely have 
specific personas for riders and drivers.

Each of these personas has a different journey down the 
funnel:

 ● Rider: From not knowing about Lyft, to using it 
regularly to move around the city

 ● Driver: From not knowing about Lyft, to driving 
Lyft users for part- or full-time income

So Lyft’s SMVPs probably look something like this:

Spoiler: That’s exactly what Lyft did.

Does Lyft want to send an email campaign reminding 
new users that they can use Lyft during the holidays 
(a.k.a. their bottom-of-the-funnel)?

Lyft’s message will simply be to book a ride.

See how much easier it is once you’ve figured out your 
SVMPs?

If you’re getting started, follow these steps:

1. Write down each of your company’s target 
personas

2. Draw the sales funnel next to each target 
persona (like we showed in the Lyft example 
above)

3. Break down each persona’s journey down the 
funnel into discrete steps (i.e. what do they 
need, think, want, at each step?)

4. Write a one sentence message for each stage 
of the funnel that easily communicates the value 
of your product in the context of what THEY 
want/need/think

As you can see in the example above, SMVPs are:

 ● Simple and easy to understand

 ● Specific to each persona

 ● Specific to the persona’s needs at each stage of 
the funnel

 ● Leading the persona to the next stage of the 
funnel

With a map of SMVPs, Lyft can easily define messages 
for each of their digital marketing efforts.

Is their objective to attract more potential users in NYC 
who aren’t using ridesharing yet (a.k.a. the top-of-their-
funnel)? 

Lyft’s message could be about how difficult it is to find 
parking in NYC or how annoying it is when certain 
subway lines or stops are closed.

https://www.clickminded.com/sales-funnel-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/sales-funnel-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://adage.com/creativity/work/lyft-somethings-missing/962626?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Content Types: Choosing the Best Vehicle 
for Your Message

So far, you’ve identified your target personas and 
created single-minded value propositions for each 
persona’s journey through the funnel.

The next step is to figure out how you will deliver these 
messages.

If you think content marketing = blog posts, you’re not 
thinking big enough.

Different content types work better for different stages 
of the funnel…

… and there’s a lot to choose from.

At the bottom-of-the-
funnel, your objective 
is to convert leads into 
customers.

These are some examples 
of content types that work 
for the bottom-of-the-
funnel:

 ● Sales pages

 ● Testimonials pages

 ● Checkout pages

 ● Emails

 ● Ads (remarketing)

At the retention, monetization, and love stage 
of the funnel, your objectives are to increase 
the customer’s lifetime value and to get 
referrals.

Some content types that work for this include:

 ● Emails

 ● Feedback forms

 ● Customer 
interviews

 ● Leaderboards

 ● Usage or progress 
tracking reports

At the middle-of-the-funnel, your 
objectives are to convert visitors 
into leads and to nurture them.

Some examples of content types 
that work for the middle-of-the-
funnel include:

 ● Lead magnets or 
downloadables

 ● Blog posts

 ● Emails

 ● Webinars

 ● Free trials

 ● Mini-courses

 ● Demos

 ● Ads (remarketing)

At the top-of-the-funnel, you’re looking to 
attract large audiences to your content.

Some examples of content types that work 
for this stage of the funnel include:

 ● Podcasts

 ● Ads

 ● Blog posts

 ● Social media posts

 ● YouTube videos
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When most people talked about exercise for weight 
loss, he wrote this blog post:

Protip: Trying to be too interesting just for the sake of 
it can backfire. If you find yourself creating clickbait-y 
content, stop. Just stop. The internet doesn’t need 
more clickbait. If you make a promise of something 
interesting, you need to deliver.

Airbnb publishes beautiful photography, sometimes 
sourced and curated from actual Airbnb users, that 
inspires its audience to travel the world.

This is content their audience enjoys consuming AND 
will invite them to stay at places listed on their platform.

1. Can your audience take this 
information and put it into 
action right away?

One company who does this really well is Scott’s Cheap 
Flights, a company that sends a daily newsletter with 
cheap flight deals.

First, they only send me deals for flights departing from 
the region or even the airport I’m near—because I can’t 
really act on a deal that departs from the other side of 
the globe.

2. Is it interesting?

Is your audience getting something that’s new and 
different from the millions of pieces of content already 
out there?

This is a content marketing strategy guide. If you Google 
“content marketing strategy,” this is what you’ll get.

We’re competing against more than 2 billion results for 
this topic.

No matter what your industry is, it’s very possible that 
every piece of content you create is facing that level of 
competition.

How do you set yourself apart?

For starters, you could have something interesting to 
say or a unique take on the topic.

A great example of this is Tim Ferriss—most of his 
content is focused on some sort of unconventional or 
counter-intuitive solution to a problem.

3. Is it entertaining?

Is the content something your audience will enjoy while 
they consume it? Will they want to share it with other 
people?

This is an element we like to include in all of our content.

When you write a blog post about “how to make the 
perfect cappuccino”, you’d naturally think you are 
competing against other “cappuccino making tutorial” 
content.

In reality, you’re competing against things like social 
media notifications, texts from friends or family, 
whatever is on the TV, or the music or podcast playing 
on the background.

It’s not just your competitors, everyone wants a piece of 
your audience’s attention.

That’s why your content can benefit from being 
entertaining.

A great example of a company creating entertaining 
content that also helps generate business results is 
Airbnb:

And second, their emails even include instructions on 
how to book the tickets.

That’s as actionable as it can get.

Attention-Grabbing Content: Creating Stuff 
People Actually Want

One of the biggest mistakes a content marketer can 
make is to forget how people consume online content.

When was the last time you read an entire news article? 
Watched 100% of a YouTube video? Looked at all the 
photos on your Instagram feed?

Do you usually focus on a single thing at a time? Or do 
you have several tabs open on your browser? Do you 
quickly switch between several apps on your phone? Do 
you use your phone while watching Netflix?

You get the picture. 

Online audiences are typically multitaskers who are 
constantly being bombarded with information.

These are the people you need to create content for.

The only person who’ll probably give your content her 
undivided attention is your mom...and even your mom is 
a “maybe”.

Remember: Your goal is to create content people want 
to consume.

In general, we use four fundamentals for the content 
we create:
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4. Is it easy to consume?

Is the content presented in a way that makes it 
easy to read, view, or listen to?

This is one element most content marketers 
forget about.

You could hit every single point we just 
covered: Create the most actionable, 
interesting, and entertaining piece of content 
in the history of the world…

...but if it looks like this:

You likely won’t get many eyes on it.

Online audiences appreciate convenience—so you 
should make your content easy to consume.

A great example of making content easy to consume is 
Buzzfeed’s “Tasty”:

Instead of doing written recipes, Tasty became a 
success by compressing those long recipes into short 
videos that are easy to follow.

That’s probably why more people have seen a Tasty 
recipe video than have ever read a recipe book.

When you create content, it will be hard to hit all 
of these four fundamental elements (actionable, 
interesting, entertaining, and easy to consume) for every 
single piece, but you should try to get as many of them 
as possible at all times.

Optimization, Distribution, and Promotion: 
Getting Your Content In Front of Your Audience

Let’s do a quick recap.

If you’ve gotten this far along in the process, you:

1. Have a deep understanding of who your ideal 
customers are—a.k.a. your target personas

2. Came up with simple messages to send each 
of your target personas at each stage of 
the funnel—a.k.a. your single-minded value 
propositions

3. Picked the right format to deliver your 
messages depending on the stage of the 
funnel—a.k.a. your content types

4. Created content that people will actually want 
to consume—a.k.a. attention-grabbing content

This last step can make or break everything if you don’t 
do it right.

5. Getting your content in front of your audience—
a.k.a. optimization, distribution, and promotion

You can see where I’m going with this. 

If you can’t manage to get people to consume your 
content, your content is not going to help you hit your 
goals.

Over the years, I’ve met tons of world-class content 
creators who just don’t invest enough effort into getting 
it in front of the right people.

To do this, you have to do two things very well:

 ● Pick one or more distribution channels

 ● Optimize for those distribution channels until 
you get your content in front of your audience

For example, if you decide to direct traffic from search 
engines to your blog, you will need to do some good ol’ 
search engine optimization on your blog posts.

If you are sending an email campaign, you will need to 
follow best practices for segmentation, personalization, 
subject lines, sending times, and many other variables.

This step will require you to get a working knowledge 
of how each distribution channel works, which is 
why content marketers are typically generalist digital 
marketers.

To get started with distribution channels, check out the 
other chapters of this guide:

 ● Chapter 4: The SEO Strategy Guide

 ● Chapter 5: The Email Marketing Strategy 
Guide

 ● Chapter 6: The Digital Advertising Strategy 
Guide

 ● Chapter 7: The Social Media Strategy Guide

https://www.clickminded.com/email-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/digital-advertising-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/digital-advertising-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/seo-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/seo-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/social-media-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Stats: Content Marketing 
Metrics

In content marketing, there are no 
specific metrics that work for every 
strategy.

However, most metrics you should track can be 
classified as:

 ● Content metrics

 ● Business metrics

Content metrics will depend on the content type and 
distribution channel you pick for your content.

Here are some examples:

 ● For an email newsletter, these could be the 
open and click rates

 ● For a social media post, these could be the 
number of likes, comments, or shares

Content metrics are a good proxy for how effective a 
piece of content is at engaging the target audience.

Business metrics, on the other hand, depend on which 
stage of the funnel the piece of content belongs to.

For example:

 ● For a top-of-the-funnel blog post, these could 
be new visitors or organic traffic

 ● For a bottom-of-the-funnel sales page, these 
could be sales or conversion rate

These metrics will let you know if the piece of content is 
actually achieving its objective of moving the needle for 
the business.

Power-ups: The Best 
Content Marketing Tools

Now that you have a game plan to help you become a 
content marketing pro, it’s time to grab the tools you’ll 
need to start implementing your plan.

These will help you create simple, beautiful, and 
impactful content:

 ● Grammarly: An AI-powered writing assistant 
to help you write clearly and without mistakes. 
Grammarly offers a simple Chrome extension 
that works with most writing tools. 
Check out Grammarly

 ● Hemingway Editor: An app that helps 
you compose writing that’s bold and easy 
to understand. Hemingway analyzes the 
composition of your sentences, tells you which 
ones are hard to read, and suggests how to 
improve them. 
Check out Hemingway Editor

Content Creation & Copywriting Tools

Content marketers have to learn many different skills 
in order to be effective—the tools you’ll use will vary 
depending on the channel and content type you create.

Here are basic tools that will help you along the way.

 ● CoSchedule’s Headline Analyzer: A simple tool 
that analyzes the strength of your headlines 
based on data about what generates clicks, 
engagement, and shares. You’ll get a simple 
score so you can compare different variations of 
a headline. 
Check out CoSchedule’s Headline Analyzer

 ● Sumo’s Headline Generator: A source of 
inspiration for headlines that inspire readers to 
click and want to learn more. 
Check out Sumo’s Headline Generator

 ● Canva: If you’re not a designer, Canva can 
help you quickly put together beautiful design 
assets like logos, social posts, ebooks, or ads. 
Their library of templates makes it easy to 
avoid messing up if you, like me, lack an eye for 
design. 
Check out Canva

https://www.grammarly.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
http://www.hemingwayapp.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://coschedule.com/headline-analyzer?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://sumo.com/kickass-headline-generator/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.canva.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Content Ideation Tools Project Management 
Tools

Coming up with the right content to create is just as 
important as actually creating it. These tools will help 
with that.

 ● BuzzSumo: Creating content people like is 
much easier once you know what the most 
popular content already out there is. BuzzSumo 
makes it easy to find out which content has 
been shared massively online and which 
influencers have helped to achieve that. 
Check out BuzzSumo

 ● ahrefs: even though this is technically more 
of an SEO tool, we love to use ahrefs to make 
data-driven decisions about our content and 
to “spy” on our competitors to find out which 
content is working well for them. 
Check out ahrefs

Implementing a content marketing strategy involves 
juggling several things at the same time—whether that’s 
managing a content calendar or keeping track of a team 
of writers. You can use either Trello (the one we used 
to use) or Asana (the one we currently use) to solve this 
problem.

 ● Trello: This is a simple project management tool 
that is great for team collaboration. Its highly 
visual interface makes it easy to visualize the 
progress of any project. 
Check out Trello

 ● Asana: A slightly more advanced tool than 
Trello, Asana offers a ton of features for 
advanced project management. We use it not 
just for content marketing, but to manage all of 
our company campaigns and operations. 
Check out Asana

Helpers: Great Content 
Marketing People And 
Blogs to Follow

Joanna Wiebe: Joanna is the 
founder of Copy Hackers, a 
copywriting blog for marketers. 
She has created some of our 
favorite guides and tutorials on 
conversion-focused content. 
Follow Joanna on Twitter

Nat Eliason: Nat specializes in 
SEO-focused content marketing 
and consistently writes helpful 
guides about how his company, 
Growth Machine, creates content 
that drives massive amounts of 
organic traffic. 
Check out Growth Machine’s blog

Benji Hyam: Benji is the founder 
of Grow & Convert, a content 
marketing agency. His posts 
range from the very strategic 
aspects of content marketing to 
very specific implementation case 
studies. 
Follow Benji on Twitter

BuzzSumo Blog: We’ve 
mentioned BuzzSumo in the tools 
section of this guide already. 
The BuzzSumo often leverages 
the intelligence from their own 
tools to share data-driven tips 
and strategies to improve your 
content. 
Check out the BuzzSumo blog

Sumo Blog: This recommendation 
is a little bit meta. Even though it’s 
not strictly a content marketing 
blog, Sumo has some of the best 
content marketers in the world. 
We like to follow what they do 
and publish to get ideas for our 
own content strategies. 
Check out the Sumo blog

There is A LOT of content about content marketing out 
there.

Ironically (but unsurprisingly), most of that content is 
pretty bad.

These are some of our favorite people and companies 
who are creating content that will actually help you 
become a better content marketer.

https://buzzsumo.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://ahrefs.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://trello.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://asana.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://twitter.com/copyhackers?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.yourgrowthmachine.com/blog?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://twitter.com/benjihyam?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://buzzsumo.com/blog/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://sumo.com/stories?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Quickstart Guide: Becoming 
a World-Class Content 
Marketer in Record Time

The best thing a content marketer can do for their 
career is to build a portfolio of successful content.

When you’re a beginner, you have three options to get 
hands-on experience:

 ● Create a content marketing strategy for your 
own business. If you already have a business, 
you can simply use what you’ve learned to grow 
it.

 ● Start your own blog/YouTube channel/TikTok 
account, and try to grow it as much and as 
quickly as possible. This is the option we 
recommend for most content marketers, since 
you typically learn a lot faster when you start 
something from scratch.

 ● Another great alternative is to find a business 
who you can help with content marketing and 
that will give you access to publish and make 
changes to their content. On the flip side, you 
will have less freedom to experiment and your 
content will typically be owned by the company.

Once you have this figured out, use the following 
framework to get started:

1. Finish reading this guide, of course.

Outcome: You will have a solid 
foundation of content marketing 
principles to guide you—plus, the final 
section of this guide will help avoid some 
common pitfalls for beginner content 
marketers.

2. Pick a target persona and goal for your 
content. At this point it’s not strictly 
necessary to create a messaging 
strategy that covers the entire funnel 
or several personas. If you’re starting 
a brand new blog or social presence, 
for example, it’s simpler to focus on the 
top-of-the-funnel and try to hit a traffic/
followers/views goal.

Outcome: You will know exactly who 
you’re creating content for - and why, 
which will make the process of creating it 
a lot easier.

3. Create and publish content following the 
core principles we explained in the strategy 
section of this guide: Actionable, interesting, 
entertaining, and easy-to-consume.

Outcome: You will create content people will 
actually want to consume, which will make 
distributing it a lot easier.

4. Come up with a plan to distribute and promote 
your content. Don’t be afraid to try many things 
and don’t be discouraged when most of them 
don’t work—persistence is  key in this step.

Outcome: You will develop a thick skin for 
failure and rejection and the discipline to push 
through until you get the results you want. This 
is what differentiates great content marketers 
from the rest.

5. Track important metrics, figure out what 
worked, what didn’t, and how to improve 
moving forward.

Outcome: You will get better with every new 
piece of content you publish, and you will be 
more likely to create successful content in the 
future.

Traps: Avoid These 
Content Marketing Traps

There are a few mistakes we consistently see new 
content marketers make.

These can set you back or slow down your progression 
towards becoming a content marketing pro.

We made a quick guide so you can avoid these like a 
boss.

Vanity metrics are those that make you feel good about 
yourself but don’t really mean anything in terms of 
generating growth for the company.

Content marketing is one of the areas of digital 
marketing where vanity metrics are most common.

Some common vanity metrics include shares, likes, 
followers, views/traffic (without context), or how much 
anyone who isn’t the target persona likes the content 
(this includes your CEO or your manager).

When in doubt, ask yourself: Does this mean this 
content is helping the business? Or is it just noise?

This is probably the most common mistake beginners 
make.

Spray and pray happens when you:

Invest a lot of time and effort into creating a lot of 
content but not nearly enough time promoting it

Publish a lot of content but don’t track important metrics 
to know what worked, what didn’t, and how to improve 
moving forward

Many content marketers stick exclusively to planning 
and creating content—which are the most fun aspects 
for most people.

The top content marketers in the game follow through 
and do the not-so-sexy work of making sure the content 
reaches its audience, as well as tracking and analyzing 
the performance of their content.

When you’re creating content, it’s easy to lean towards 
creating content you like.

That’s fine if you’re running your personal blog, YouTube 
channel, or social media account…

...but usually not that helpful when you’re creating 
content for a business.

Keep in mind that a business’ target persona is likely not 
the same as you—you need to create content for them.

Content marketing is a lot of work. There is no way 
around it.

There are tools that will make different tasks easier, but 
trying to automate too much of your content marketing 
will usually end badly.

Some people try to over-automate social media 
publishing by just sending the exact same message 
through every channel...while rarely getting any 
engagement.

Others try to automate the creation of hundreds of web 
pages with content that’s programmatically generated...
this is called thin content and sites that did this were hit 
by Google’s Panda algorithm update.

Vanity Metrics

Spray and Pray

Wrong Persona

Trying to Automate 
Too Much

In our experience, to succeed at content marketing, you 
have to really invest time, effort, and resources into it—if 
you’re not willing to do this, you’re better off not doing 
content marketing at all.

https://en.wikipedia.org/wiki/Google_Panda?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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The SEO Strategy Guide4

The ultimate tutorial on how to 
drive massive traffic from search 
engines to ANY website (even if 
you’re new to SEO)

World Map: What is SEO?

Search engine optimization (SEO) is, very simply, all the 
stuff we do to drive traffic from search engines to our 
digital assets.

In most cases, this just means your website, but it could 
also be a social media account, a product listing on an 
eCommerce site, or a mobile app.

There are going to be people out there trying to 
convince you that it’s this incredibly difficult process that 
takes decades of experience and unknowable amounts 
of talent and innate skill.

It’s not true.

There’s also lots of hype out there about whether or 
not SEO is dead. No matter how many articles you read 
online, if there’s one important takeaway you should 
keep from this guide, it’s this:

SEO is (still) an extremely powerful 
tool for increasing website traffic. 

Just think about it. 

As complicated as the internet has become, there are really 
just a few ways in which people get to websites nowadays:

 ● By typing the website URL directly in a browser. 
This is what’s called “direct traffic”—although 
I bet if you try to think about the websites you 
visit this way, you’ll probably come up with 
fewer than 20 (and Google will be one of those!)

 ● By following a link from a friend or one that you 
found on another website. This is what’s called 
“referral traffic” and it’s what happens when your 
friend emails you a dumb link to a “[random/
stupid/ridiculous article]” (made you click!)

 ● By clicking on articles people post on social media.

 ● By going to Google and searching for 
something. 

Of all of these, search is the largest referrer of external 
traffic, driving almost 35% of all online visits (vs. 26% 
from social media.)

That means that if you can get your content ranking 
on search engines, you’ll have a steady source of free, 
targeted traffic to your site.

We designed this guide to teach you how to do that.

 

https://www.reddit.com/r/aww/comments/amuhq5/when_they_all_wake_up_from_their_nap_at_once/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.reddit.com/r/aww/comments/amuhq5/when_they_all_wake_up_from_their_nap_at_once/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.shareaholic.com/blog/search-engine-social-media-traffic-trends-report-2017/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Strategy: How to Get 
Massive Traffic From 
Search Engines

Many people will try to convince you that SEO is hard 
and highly technical.

Don’t believe them.

The most powerful thing you can do 
to learn SEO and increase your traffic 
from search engines is to understand 
how search engines, like Google, 
make money.

The TL;DR of a search engine’s business model is:

1. Search engines compete to provide the most 
relevant results to user queries

2. People use the search engine that gives them 
the best answers to their questions (a.k.a. 
Google)

3. Search engines monetize their users by selling 
ads on the search results page (more users = 
more ad revenue)

Keyword research is the act of searching, organizing, 
and analyzing user queries (searches) to create an SEO 
content strategy.

In fact, the analysis of keywords is the reason why SEO 
even exists.

By performing keyword research, you can easily:

 ● Assess market demand for your product or 
service

 ● Gain a deeper understanding of your target 
market

 ● Discover  “hidden” opportunities that you might 
have missed otherwise

One of the great things about SEO is that access to 
keyword data is more or less available to everyone...

...which means you can compete - even against massive 
companies.

To run keyword research like a professional, all you 
really need to understand is: 

1. How popular each keyword is—to know how 
many people are searching for it

2. What the person typing the keyword is looking 
for—to understand what content you need to 
create

3. How much competition there is for each 
keyword—to discover how hard it will be to rank 
for it

Most people go as far as step 1 and go on to create 
weak SEO strategies.

Don’t be like most people.

First, to determine how popular a keyword is, look for its 
search volume using a third-party tool (more on this in 
the “Tools” section of this chapter.)

Search volume is a metric of how often a particular 
keyword is typed by users in a search engine: The 
higher the search volume, the more demand there is 
for a certain keyword.

It’s as simple as that.

If you want to succeed at SEO, your best strategy is to 
help Google make more money…

...and you can do that by helping them answer their 
users’ questions.

Here’s how to do that:

1. Understand what users are searching for (and 
create content that answers their questions)—
this is called keyword research

2. Help search engines understand what your 
content is about—this is what’s called on-page 
optimization

3. Demonstrate to search engines that you have 
the authority to answer the users’ questions—
this is called off-page optimization

4. Make sure search engines can easily find your 
content—this is called technical optimization

Next, I’ll explain how each of these work.

Often times, you’ll find that the search volume for 
keywords varies (sometimes a lot) depending on the tool 
you use to do research. For example:

That’s why you should think of search volumes as 
relative metrics instead of absolute.

From the data above, you could conclude that “flowers” 
is 4 to 7 times more popular than “flower delivery” so, 
at first glance, it’s the first keyword looks like a more 
attractive target.

Next, you should try to understand what the users typing 
that keyword are searching for—this is what’s called 
“searcher intent.”

One of the most important things you can do is to grab 
the keywords you’re researching and plug them into 
Google yourself.

Sometimes, you’ll realize you were wrong about what 
people were searching for.

For example, you could think that people searching 
for “how to write good” on Google are looking for 
copywriting tips—maybe a great keyword for a company 
offering content marketing services, right?

Wrong.

Keyword Research: Understand What Users are 
Searching For (and Create Content 
That Answers Their Questions)
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In reality, most people typing this into Google are 
looking for an autobiographical book titled “How to 
Write Good” written by a well-known YouTuber.

That’s why it’s important to not only know how popular 
a keyword is but to also really understand what users 
mean when they type them into the search bar.

Finally, another major thing to consider is keyword 
competition.

If a keyword seems like a great fit for your website, it’s 
probably a great fit for plenty of others too—and you’re 
likely not the first one to notice.

If you find that all the websites ranking on the first page 
for the keyword you want to target belong to big brands 
with authoritative websites, it’s usually better to pursue 
other opportunities.

There are many ways to determine the authority of 
different websites (more on that in the “Off-Page 
Optimization” section of this chapter,) but some keyword 
research tools already include a metric for competition 
that you can use.

That’s really all you need to be in the top 5% of people 
doing keyword research:

1. Create content for keywords that people are 
actually looking for

2. Make sure that you understand the searchers’ 
intent for the keywords you’re targeting

3. Go after keywords that you can actually 
compete and rank for

Eager to get started? These are some great resources to 
help you take your first steps into keyword research:

 ● The ClickMinded Keyword Strategy Masterclass

 ● Keyword Research for SEO: The Definitive 
Guide

 ● How To Do Keyword Research for SEO

On-Page Optimization: Help Search Engines 
Understand What Your Content is About

On-page optimization is the process 
of improving the content of your 
pages so it’s easier for search engines 
to understand what they are about.

As sophisticated as Google’s algorithm is, it can’t 
understand the content of a webpage as easily as you 
and I can.

Robots are amazing - but they’re not there yet.

For example, when a search engine crawls a webpage 
with the word “bat”, it needs to figure out if the page 
content is about:

 ● The British-American Tobacco group

 ● The winged mammal

 ● The baseball equipment

While you can probably take a quick look at the page 
and figure it out, computers need to look for clues that 
reveal what the content is about.

Mainly, search engines will look for these clues in 
content in the form of:

 ● Keywords (and placement of these keywords on 
the webpage)

 ● Synonyms

 ● Contextually relevant keywords

 ● Image alt text

 ● The theme of the website that published the 
webpage

Over time, search engines have gotten smarter and 
figured out that how their users interact with the content 
is a great way to understand what content is about.

For example, let’s say you Google the phrase “baseball 
bat” and are presented with three options:

A. An analysis of the British-American Tobacco 
group

B. Ten reasons why bats are the coolest mammals

C. Where to buy used bats (and other sports 
equipment)

If you click on option C, you’re giving the search engine 
a signal that this page is about baseball bats.

Here are just some of the user signals that search 
engines probably look at:

 ● Click-through rates (CTR): The percentage of 
people who click on a specific search result for 
a specific query

 ● Bounce rates: The percentage of people who 
visit a site and leave after viewing just one page

 ● Time on page: Pretty self-explanatory

 ● Pages per session: Also self-explanatory

By providing all of these clues to search engines, you’re 
essentially helping them to provide better answers to 
their users (and make more money)—which they will 
reward by giving you higher rankings.

Win-win!

The best part? On-page optimization is perhaps the 
most powerful element of SEO that is 100% within your 
control.

Here are some great guides for you to get started with 
on-page optimization:

 ● The Complete On-Page SEO Tutorial

 ● On-Page SEO: Anatomy of a Perfectly Optimized 
Page

https://www.clickminded.com/w-registration-seo-framework/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://backlinko.com/keyword-research?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://backlinko.com/keyword-research?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://ahrefs.com/blog/keyword-research/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/on-page-seo/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://backlinko.com/on-page-seo?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://backlinko.com/on-page-seo?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Off-Page Optimization: Demonstrate That You Have 
the Authority to Answer the Users’ Questions

You already know that search engines strive to provide 
the best possible answers to their users’ questions.

However, with over one hundred trillion (that’s a 1 
followed by 14 zeros) web pages indexed by Google 
alone, there’s bound to be more than ten (the number 
of pages included in the first page of the search results) 
good answers for each search query.

So how do Google and other search engines figure out 
which is the most relevant result for each query?

First, they filter by relevance—that’s why we discussed 
on-page optimization in the previous section.

But even after that, there are millions of possible results 
for each search query—next time you do a Google 
search, look for the total number of results at the top of 
the page.

Put simply, it all comes down to popularity.

Search engines have found that the more authoritative 
(a.k.a. popular) a web page (and the website the page 
belongs to) is, the more likely it is to provide better 
answers to their users.

Even though search engines don’t publish authority 
metrics, several tools have developed their own metrics 
for these:

(UR is short for URL Rating and DR is short for Domain 
Rating—ahrefs’ own metrics for the authority of a page 
and a website, respectively.)

In SEO, authority is mainly determined by links—more 
specifically, links from other sites to yours.

You can think of a link as a vote. 

When a site links to your site, search engines will view 
that link as an endorsement of the content on your site.

Off-page optimization, also known as link building, is 
the process of strategically acquiring links from third 
parties to your site to increase the authority of your 
pages.

Generally speaking, more links = more authority.

However, not all links are created equal—here’s the summary:

 ● Links from unique domains are more valuable 
(for example, 10 links from 10 different sites are 
better than 10 links from a single website)

 ● Links that come from high-authority pages and 
sites are more valuable (that is, pages and sites 
that also have a lot of links pointing to them)

 ● Links that come from sites that are relevant to 
the theme or topic of your content are more 
valuable (that is, links from sites about a similar 
topic are better than links from sites about a 
completely unrelated topic)

 ● Links that include relevant keywords are more 
valuable (for example, a link that contains your 
target keyword is better than one that just reads 
“click here”)

 ● Links that are placed in the higher parts and 
inside the body of the page are more valuable 
(vs. links that are lower in the page, in the footer, 
sidebar, or header)

Link building is considered to be the hardest part about 
SEO—which is why, if you manage to master it, you’ll 
have an unfair advantage against the competition.

Companies that are great at acquiring links stand to gain 
massive amounts of traffic. Professionals who are good 
at SEO are able to command higher salaries.

Here are some great resources for you to get started 
with link building:

 ● The Beginner’s Guide to Link Building

 ● Link Building Strategies: The Complete List

Technical Optimization: Make Sure Search Engines 
Can Find Your Content

So far, we’ve been talking about all the high-leverage 
things in an SEO strategy.

If you think of SEO as building a house, we’ve set 
the foundation, walls, roof, added furniture, and did 
landscaping...

...now it’s time to talk about the electrical, wiring, and 
plumbing.

Water and electricity won’t make your house look or feel 

amazing—but without them, the rest just wouldn’t matter.

That’s how you should think about technical SEO.

Technical SEO is everything you do to make it easier for 
search engines to find and index your content correctly.

This can sound intimidating if you’re not technical—like 
me!

Don’t worry. You mainly need to take care of four major 
things:

1. Make sure search engines can 
index your pages

First things first, search engines can’t index and 
rank your pages if they can’t find them or if you’re 
accidentally blocking them.

The easiest way to do prevent this is to:

 ● Submit an XML sitemap to search engines

2. Fix errors and broken links

Sometimes, search engines will find errors when 
crawling your website. 

For example, maybe you’ve deleted a piece of content 
and its URL is returning a 404 error.

If third-party sites are linking to a URL that’s showing 
an error, you’re missing out on the value that’s being 
passed from those links—search engines will consider 
these to be “broken links.”

That’s one of the biggest problems with errors.

You can solve this by regularly checking your site for 
errors (we’ll explain the tools you can use for this in the 
“Tools” section of this chapter,) and then decide whether 
you need to fix that error or not—most errors can be 
fixed easily with a redirect to a new URL.

 ● Check that your robots.txt file is not blocking 
crawlers from pages you want to rank

These are some helpful resources on how to do that:

 ● What is an XML sitemap and why should you 
have one?

 ● What is a robots.txt file?

Here are some great guides for you to get started:

 ● HTTP Explained: The HTTP Status & Response 
Code Guide

 ● How to Create and Verify a 301 Redirect

https://searchengineland.com/googles-search-indexes-hits-130-trillion-pages-documents-263378?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://searchengineland.com/googles-search-indexes-hits-130-trillion-pages-documents-263378?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://moz.com/beginners-guide-to-link-building?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://backlinko.com/link-building-strategies?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://yoast.com/what-is-an-xml-sitemap-and-why-should-you-have-one/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://yoast.com/what-is-an-xml-sitemap-and-why-should-you-have-one/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://moz.com/learn/seo/robotstxt?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/http-status-codes/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/http-status-codes/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/301-redirect-wordpress/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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3. Make sure your site is mobile 
friendly

It’s 2019. We don’t need to explain that everyone 
browses the internet on their phones.

You already know how much it sucks to visit a site that’s 
not mobile friendly.

In an effort to provide a better experience to their users, 
Google and other search engines have started to use 
mobile friendliness as a ranking factor (especially for 
mobile search results.)

If you’re just getting started, most modern content 
management systems and website builders (e.g. 

4. Speed up your site

The last major thing that’s really important is to make 
sure your site doesn’t take forever to load.

According to Google, the longer it takes for content to 
load on their devices, the less likely users are to engage 
with it.

Which is why you can usually expect to see a ranking 
increase when you speed up your site.

This usually involves things like improving or 
implementing caching, optimizing images, and getting 
rid of unnecessary code—if you don’t have experience 
with this, you should probably talk to a developer.

Google has also created a helpful tool to check your 
site’s speed:

 ● PageSpeed Insights

Wordpress, Squarespace, Shopify, etc.) have already 
taken care of this.

If you’re dealing with an existing site that isn’t mobile 
friendly, you might need to talk to a developer about 
fixing this—ASAP.

If you’re not sure, Google has created a handy tool to 
test if your website is mobile friendly:

 ● Mobile-Friendly Test

The important thing to remember with speed 
optimization is that it’s very easy to go down a rabbit 
hole when trying to fix everything on the list provided by 
Google’s PageSpeed Insights.

Don’t do that.

It’s usually enough to solve the big problems that are 
also easy to solve. Spending weeks solving a ton of 
small issues will probably have little effect on your 
rankings or your users’ experience.

Once you’ve gone over those four major things—
indexing, errors, mobile-friendliness, and speed—you’ll 
probably have fixed most issues with your site.

To take things further, you can use these resources:

 ● The Complete 32-Point SEO Checklist

 ● The Ultimate SEO Audit

Stats: Metrics That 
Matter for SEO

Let’s dig into the nerd stuff.

Like with any digital marketing 
channel, there’s a major risk 
that you’ll feel overwhelmed by 
too many metrics to measure 
your SEO efforts.

At ClickMinded, our philosophy 
is that you can go a long way in 
any channel by understanding 
and focusing on just five 
metrics or less—that’s it.

If we had to pick the most 
important metrics to focus on 
for SEO, they would be:

When Google stopped publishing their PageRank 
metric, they left a void for a metric that allowed SEOs to 
determine and compare the authority of different pages 
in the eyes of a search engine.

Domain Authority and Page Authority were the metrics 
developed by the SEO analytics company MOZ to fill 
this gap.

Later on, other third-party tools developed their own 
versions too: ahrefs came up with Domain Rating and 
URL Rating, and SEMRush came up with Domain Score 
and Page Score.

Domain Authority & Page Authority

In essence, all of these mean the same thing and you 
can use them interchangeably:

 ● Domain Authority / Domain Rating / Domain 
Score: It’s a measure of the authority of a 
domain (i.e. an entire website) based on the 
characteristics of the links pointing to all of 
its pages (check the “Off-Page Optimization” 
section of this chapter to learn more.)

 ● Page Authority / URL Rating / Page Score: It’s 
a measure of the authority of a specific page 
(i.e. a single URL) based on the characteristics 
of the links pointing to all of its pages (check the 
“Off-Page Optimization” section of this chapter 
to learn more.)

Most people believe that, when it comes to search 
engine rankings, the authority of a page is more 
important than the authority of a domain.

For example, if you’re comparing two URLs with the 
same content, the one with the highest page authority 
will generally rank higher. However, if they have similar 
page authorities, the domain authority will “break the 
tie.”

https://developers.google.com/speed/pagespeed/insights/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://search.google.com/test/mobile-friendly?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/seo-checklist/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://backlinko.com/seo-site-audit?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://en.wikipedia.org/wiki/PageRank?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Rankings and CTR

Backlinks

Rankings are perhaps the metric that SEOs obsess the 
most about.

A search engine ranking is just the position of a specific 
page in the search results for a specific query.

The default setting for search engines is to show 10 
results in the first page. So “being in the first page of 
Google” means to be in the top 10 positions for a certain 
keyword.

We’ve already talked about the importance of links 
throughout this guide.

The backlinks metrics is just the number of links from 
third-party websites to a specific site.

If you combine this metric with an analysis of the page 
and domain authority of the linking sites, you can get a 
pretty good idea of what SEOs call a “backlink profile”: 
A combination of the quantity and quality of the links 
pointing to a site.

However, SEOs have realized that being in the top 10 
isn’t enough anymore.

Several studies have found that more than half (>50% 
clickthrough rate) of the clicks on any search go to just 
the top 3 results.

When performing SEO, your goal is to have a low 
ranking and a high CTR.

In SEO, you should strive to have:

 ● A high number of backlinks coming from high 
authority sites

 ● More backlinks from unique sites vs. a lot of 
backlinks from fewer unique sites

 ● Backlinks from sites related to the topic of your 
site vs. backlinks from sites about completely 
unrelated topics

We’ve talked about authority, rankings, and links—you 
could improve all of them but none of it will matter 
unless those optimizations lead to more traffic.

Organic traffic consists of all the visits to a website that 
are referred from a search engine.

Obviously, more organic traffic = better.

Plus, once you have access to this metric, you will be 
able to run deeper analysis such as the behavior of 
organic visitors vs. other channels, or even the average 
conversion rate and value of an organic visitor.

Business metrics will depend on the stage of the funnel 
each piece of content is created for.

These will determine if your SEO traffic is actually 
generating results for your business or if it’s just 
attracting the wrong kind of traffic.

Here are a couple of examples:

 ● The success of a blog post that’s 
optimized to convert traffic into leads can 
be measured in terms of the number of 
new leads generated from organic traffic 
or the conversion rate from organic 
traffic to leads.

 ● The success of a pricing page that’s 
optimized to get visitors to purchase 
can be measured by the number of 
customers it acquires from organic 
traffic or the average value per organic 
visitor.

Organic Traffic

Business Metrics

One thing to keep in mind with regards to organic traffic 
is the distinction between branded and non-branded 
searches.

 ● Branded searches are those that include the 
name of your brand or website in the keyword 
(e.g. “ClickMinded SEO course”.) As you would 
imagine, there’s likely very little competition 
for your brand name and people who search 
for these keywords are already aware of your 
brand—so organic traffic coming from branded 
searches is very similar to direct traffic (i.e. 
people who type your URL directly in the 
browser.)

 ● Non-branded searches are those that don’t 
include your brand name in the keyword. 
When it comes to SEO, you’ll generally want 
to increase organic traffic from non-branded 
searches, since that likely means you’re getting 
new visitors who wouldn’t have found you 
otherwise.

To determine the impact of your SEO efforts in these 
metrics, you can use Google Analytics to filter organic 
traffic and drill down to specific URLs and check the 
performance for different goals.

Check out the “Website Analytics Strategy” chapter of this 
guide to learn more about tracking your business metrics.

https://www.clickminded.com/website-analytics-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/website-analytics-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Stats: Content Marketing 
Metrics
Power-ups: The Best 
SEO Tools

Now that you know how to play this level and the stats 
to look out for, it’s time to stock up on items to help you 
execute.

SEO is a massive channel with tons of areas to 
specialize in. This means you’ll have to pick from dozens 
of tools to perform any task.

To help you get started as quickly as possible, we will 
show you our favorite setup.

These are must-haves. As an SEO, you should know 
your way around these.

 ● Google Analytics: The most popular web 
analytics tool in the world. You’ll be able to use 
Google Analytics to keep track of your organic 
traffic and analyze how those visitors behave on 
your site (among many other things.) 
Check out Google Analytics

 ● Google Search Console (or the equivalent for 
any search engine): Google developed this tool 
to help website owners manage their search 
engine presence. With Search Console, you can 
keep track of crawling and indexing errors, get 
information about search rankings and CTR, and 
even get notified of manual penalties. 
Check out Google Search Console

Use these tools to find keyword opportunities, analyze 
search volume, and discover keyword competitiveness.

 ● Google Ads Keyword Planner: This used to be 
the go-to keyword research tool for most SEOs. 
However, Google has drastically limited the 
amount of data you can get from this tool unless 
you are willing to spend a good amount of 
money in their advertising platform. It’s free and 
better than nothing—but we don’t recommend 
using it unless you have no other option. 
Check out the Google Ads Keyword Planner

 ● KWFinder: This is our favorite tool for keyword 
research for beginners. It provides a ton of 
helpful features in a nice user interface for a 
nice price.  
Check out KWFinder

 ● ahrefs: Even though it does much more than 
just keyword research, ahrefs has built one 
of the largest and most robust databases of 
keyword data. Just like KWFinder, it offers a 
great set of easy-to-use features but it adds 
several advanced features that will come in 
handy for experienced SEOs. 
Check out ahrefs

These tools will make the challenging process of 
discovering link opportunities and obtaining backlinks A 
LOT easier.

 ● ahrefs: Basically our main tool for performing 
link building research and finding keyword 
opportunities. ahrefs provides valuable 
information on the backlink profile of millions 
of websites—which you can use to reverse-
engineer their link building strategies. 
Check out ahrefs

 ● BuzzStream: Finding link opportunities is 
arguably the easiest part of link building. 
Reaching out to webmasters and actually 
acquiring links is a completely different story. 
You can think of Buzzstream as a CRM for link 
building—it allows you to find and store contact 
information, launch outreach campaigns, and 
manage relationships with all the contacts in 
your campaigns. 
Check out BuzzStream

Use these tools to keep track of your search engine 
rankings for large sets of keywords.

 ● Google Search Console: You can get some 
data about your rankings directly from Google 
for free. However, the data is sometimes 
incomplete and hard to analyze because of the 
user interface. It’s a good start if you don’t want 
to spend money on this, but you’ll outgrow this 
tool really quick if you’re serious about SEO. 
Check out Google Search Console

 ● SERPWatcher: A simple tool to track ranking 
changes for unlimited domains. It’s the best 
tool we’ve found that provides daily updates in 
rankings. 
Check out SERPWatcher

 ● Ahrefs: Just another one of the features 
provided by this all-in-one SEO tool. The only 
downside is the lack of daily ranking updates—
however, if you’re already using ahrefs for other 
SEO tasks, you might as well use it for rank 
tracking as well instead of paying for another 
tool. 
Check out ahrefs

Basic SEO tools

On-Page Optimization Tools

Keyword Research 
Tools

Link Building Tools Rank Tracking Tools

Use the following tools to optimize the content of your 
pages for search engines.

 ● Yoast SEO: If you’re using Wordpress to host your 
website, the Yoast plugin will make on-page SEO 
(and some technical SEO) 10x easier for you. We 
like to use it to simplify the management of our 
page metadata: Titles, meta description, and slugs. 
Check out Yoast SEO

 ● LSI Graph: You can use this tool to discover 
LSI (or contextually relevant) keywords that you 
can add to your pages and help search engines 
better understand the topic or theme of your 
content. 
Check out LSIGraph

https://marketingplatform.google.com/about/analytics/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://search.google.com/search-console/about?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://ads.google.com/intl/en_us/home/tools/keyword-planner/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://kwfinder.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://ahrefs.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://ahrefs.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.buzzstream.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://search.google.com/search-console/about?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://serpwatcher.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://ahrefs.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://yoast.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/latent-semantic-indexing/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://lsigraph.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Stats: Content Marketing 
Metrics

Helpers: People and 
Companies Who Will 
Make SEO Easier For You

Unfortunately, there are a number of shady characters 
and companies in the digital marketing world - 
specifically within SEO.

When you’re getting started, it can be hard to figure out 
who is legit, and who isn’t. 

On top of all that, there’s also a sub-industry that has 
become more visible in the past few years—we call it the 
SEO Media Industry.

The best way to learn SEO is to put it into practice.

Your experience in executing SEO campaigns (and 
actually growing organic traffic) trumps any amount of 
blog posts about SEO you may have read.

When you’re a beginner, you have two options to obtain 
hands-on experience:

 ● Use SEO to grow your own business. If you 
already have a business, you can simply use 
what you’ve learned to get more traffic from 
search engines.

 ● Find a business who you can help with SEO 
and who will give you access to publish and 
make changes to their website (maybe this 
is a business you already work for, a friend’s 
company, or a small business in the place where 
you live.)

 ● If you can’t find an existing business to help, you 
can also start your own website or blog and 
try to get organic traffic—we know you might 
be excited about SEO and digital marketing, 
but try not to start a website in this niche since 
competition will make everything harder.

If you go with the latter option, it’s likely that you’ll have 
to wait longer to see results since you’re starting from 
scratch—on the flipside, you will be able to try things 
(and break things) without risking anyone’s business and 
you might build a valuable asset for yourself.

Either way, this is the framework you can use:

1. Finish reading this guide, of course.

Outcome: You should have the fundamental 
knowledge of SEO to take a website, improve 

its rankings, and 
attract traffic from 
search engines.

The SEO Media Industry is a group of websites and 
people whose sole purpose is to get your attention 
about every single “newsworthy” event in the SEO 
world—leading to a ton of unnecessary FOMO and 
overwhelming amounts of not-that-helpful information.

To help you stay away from both the bottom-feeders and 
the SEO Media Industry, we created a list of people and 
companies that, in our opinion, actually provide value to 
the SEO community and will make your journey into the 
SEO world easier.

2. Perform keyword research to find opportunities, 
understand the searcher intent, and analyze the 
competition behind those keywords. Check the 
“Keyword Research” section of this chapter for 
helpful resources.

Outcome: You should come up with a 
comprehensive list of keywords with attractive 
search volumes and low competition, organized 
by similar searcher intent.

3. Create content (or edit existing content) and 
optimize it to target a keyword opportunity you 
identified in the previous step. Check the “On-
Page Optimization” section of this chapter for 
helpful resources.

Outcome: You should have between 2 and 
5 content pages, each of which is perfectly 
optimized for its own target keyword.

4. Identify backlink opportunities and run outreach 
campaigns to build links to the content you 
created and optimized in the previous step. 
Check the “Off-Page Optimization” section of 
this chapter for helpful resources.

Outcome: You should build at least one link to 
each page from third-party websites that belong 
to a similar or relevant niche.

5. Check that your website doesn’t have any 
major technical errors. Check the “Technical 
Optimization” section of this chapter for helpful 
resources.

Outcome: Your content should be properly 
indexed and not returning errors. Plus, your 
website should be mobile-friendly and fast.

6. Finally, measure the impact of your SEO efforts 
by tracking your rankings and organic traffic.

Outcome: You should be able to use an 
analytics tool and a rank tracking tool to see the 
progress of your campaigns. Based on these 
results, you’ll be able to formulate hypotheses, 
run tests, and iterate on steps 2-5 to continue 
growing organic traffic.

Brian Dean (aka Backlinko): With 
his comprehensive SEO guides, 
Brian is able to break down 
complex topics into actionable 
steps that will actually help you 
get results. 
Check out the Backlinko blog

Aleyda Solis:  
Focused on more technical 
aspects of SEO (specifically 
international SEO), Aleyda 
consistently puts out helpful 
tutorials and guides. 
Follow Aleyda on Twitter

Glen Allsopp (aka ViperChill): 
Glen is one of the top link 
building experts in the game. We 
like Glen’s content because it 
constantly pushes the boundaries 
of what’s possible with super 
creative link building case studies. 
Check out Glen’s blog

ahrefs: You’ve probably figured 
out that we’re big fans of this 
company. On top of creating 
one of the most powerful SEO 
tools in the market, ahrefs has 
built a crazy valuable blog with 
actionable tactics that both 
simplifies SEO for beginners and 
provides advanced tactics for 
experienced SEOs.  
Check out the ahrefs blog

Matthew Howells-Barby: 
Matthew is the director of 
acquisition at Hubspot and one of 
the founders of the Traffic Think 
Tank, a private SEO community. 
He usually shares helpful and 
interesting information. 
Follow Matthew on Twitter

Nat Eliason: Through his content, 
Nat reveals the tactics he uses 
to massively grow organic 
traffic with SEO-focused content 
marketing. 
Check out Growth Machine’s blog

Quickstart Guide: How to 
Fast-track Your SEO Skills 
if You’re Just Getting 
Started

https://backlinko.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://twitter.com/aleyda?lang=en?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://detailed.com/blog/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://ahrefs.com/blog/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://twitter.com/matthewbarby?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.yourgrowthmachine.com/blog?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Traps: Avoid These SEO Traps

The SEO industry is full of terrible 
advice—perhaps more than any other 
digital marketing channel.

In the best of cases, following this advice will make 
you waste a ton of time and money on things that don’t 
work.

In the worst cases, you might end with an algorithmic or 
manual penalty from a search engine.

Navigating these can be really hard for beginners—so 
we put together a list of things you should avoid:

SEO is not fast. 

This can lead people to want to try tactics that promise 
faster and drastic results—most of which don’t work.

However, there are some tactics that might be effective 
but also go against search engines’ terms of service.

In the SEO industry, these are called “black-hat tactics.”

Even though some of these might provide quick results, 
we recommend just staying away from them altogether. 

The risks greatly outweigh the benefits of using these 
tactics and search engines ALWAYS catch up with them.

In general, stay away from things like private blog 
networks (PBNs), paid links, and link exchanges.

Search engines constantly update their algorithms.

The same things that worked 10 years ago probably 
won’t work today.

A lot of shady (or flat-out incompetent) SEOs will provide 
obsolete advice.

Always double check the sources of information you find 
online or the SEO services that are offered to you. Make 
sure that what they’re recommending is still up-to-date. 
Check out the “Helpers” section of this guide to find 
people and companies providing solid information.

In general, avoid anyone who mentions meta keywords, 
keyword density, or comment spamming.

Many SEOs love to get super technical—sometimes way 
too technical. 

This is normal and not meant with bad intentions. Many 
SEO experts work with massive companies in which 
small technical details can generate huge results.

When you subscribe to a bunch of SEO newsletters, it’s 
normal to feel FOMO about these technical tactics.

However, if you’re just getting started, it’s usually better 
to stay away from overly technical tactics and just focus 
on getting a solid grasp on the fundamentals of SEO.

Rule of thumb: If something is way too complicated for 
you to understand after reading this guide, it’s probably 
too niche for you to worry about right now.

In general, stay away from things like AMP, structured 
data and schema markup, too much speed optimization, 
or voice search (at least for now—you can always go 
down these rabbit holes when you have tons of organic 
traffic!)

Black-Hat Tactics Obsolete AdviceOverly-Technical 
Advice
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The Email Marketing 
Strategy Guide5

The ultimate tutorial on how to 
create massively profitable email 
marketing campaigns.

World Map: What is Email 
Marketing?

If you’re an experienced digital marketer, 
I’m going to tell you something you 
definitely already know.

We’ve had email since the 
beginning of the internet and, 
because it’s not a shiny new object, 
and because it’s so boring, it often gets 
overlooked by internet marketers who are new to 
the game.

Email marketing is the most under-rated and profitable 
digital marketing channel. Period.

There are a ton of reasons why this is the case. We’ll dive 
into those in a bit. But before we do, I just want to be clear:

Email marketing is not a trend. It’s 
not going to disappear anytime soon, 
and it will remain one of the most 
profitable marketing channels for 
many businesses.

When I got started, I thought email marketing would be 
the same as sending emails from my Gmail account...but 
with A LOT more people on the receiving end.

“Probably not that interesting.”

Then I learned that email marketing has a lot less of hitting 
the “Send” button and a lot more of building stuff like this

Which is much more interesting and fun.

I also thought the only people still using email were 65+ 
aunts and uncles sending conspiracy theories in chain 
emails. 

Re: RE: Re: Re: re: OPEN IMMEDIATELY, PROOF OBAMA 
WAS BORN IN KENYA!!!11

“Probably not that profitable.”

However, ClickMinded (this website) makes over 45% of 
its revenue from email marketing.

Which makes it a lot more profitable than any other 
channel.

I was wrong because I didn’t understand how email 
marketing works.
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Email marketing is all about 
increasing the speed at 
which people move through 
your sales funnel.

(For a refresher on sales funnels, check 
out the “Sales Funnel Strategy” chapter 
of this guide.)

You do that by sending each of your 
subscribers content that:

 ● Is relevant to their specific 
interests—for example, you don’t 
want to send an email about a 
sale on beef to your vegetarian 
subscribers. 

 ● Matches the stage of the funnel 
they are in—for example, an 
email about a loyalty program 
will be a better fit for existing 
customers than for new 
subscribers.

 ● Comes at the right moment for 
them to take action—for example, 
you could send people who 
added an item to their cart but 
didn’t check out a reminder to 
purchase within a few hours of 
abandoning the cart.

In the next section of this guide, you’ll 
learn EXACTLY how to do that.

Strategy: How to Create 
Massively Profitable 
Email Marketing Campaigns

A lot of people’s entire email marketing strategy 
consists of:

1. Sending a welcome email to new subscribers

2. Sending a newsletter every week or month

3. Sending a seasonal promotional campaign

This is a great start…

...but it’s only 1% of the potential this channel can offer.

The problem a great email marketing strategy solves is 
scale.

You need to send each of your subscribers a relevant, 
timely message that motivates them to move from one 
stage of the funnel to the next.

But when you have hundreds or thousands of 
subscribers, not everyone will have the same interests, 
be on the same stage of the funnel, or be ready to take 
the same action.

Have you ever been on a blind date?

If you have, I bet you had this exact thought:

“We don’t know each other—what are we going to talk 
about?”

That’s how you should feel if all you know about your 
subscribers is their email address.

Email marketing is the opposite of going on a blind date.

For email marketing to work, you need to send each of 
your subscribers content they are interested in and that 
matches where they are in the sales funnel.

To do that, you have to know as much as possible about 
each of your subscribers before you email them.

Lucky for you, there are several ways to do this.

Subscriber Segmentation: Getting to Know 
Your Email Subscribers

That’s why you need an email marketing strategy. Here’s 
how to create yours:

1. Organize your subscribers based on their 
interests, preferences, and stage of the 
funnel—this is the process of segmenting your 
subscribers.

2. Understand the different ways you can reach 
your subscribers with email—you should know 
the basic types of emails and distribution 
methods.

3. Map your email campaigns against each step 
of the sales funnel—in other words, create your 
lifecycle campaigns.

4. Follow best practices to write emails that people 
actually open, read, and click.

5. Make sure your emails can actually reach your 
subscribers and they can view them correctly—
this is the deliverability and compatibility step.

We’ll go over each of these steps next.

https://www.clickminded.com/sales-funnel-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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In the email from the image above, the user has 
registered for a mini-course and we’re sending the 
credentials necessary to access the content.

In general, you should read up on regulations related 
to email marketing for the countries you do business in, 
and learn when to use transactional or marketing emails, 
as well as the guidelines you need to follow for each of 
them.

Distribution Methods: Broadcast vs. 
Automated

Broadcast emails are sent (or triggered) manually—
meaning that someone specified the specific date and 
time when the email was going to be sent.

Some examples of broadcast campaigns include 
announcements and one-time offers.

In the case of the image above, the user is receiving an 
update about a new resource that was just added to 
their product.

Automated emails are sent automatically based on an 
action taken by the user on the site. There isn’t a person 
manually sending emails to each person.

Some examples of automated campaigns include cart 
abandonment emails, order confirmations, welcome 
emails, etc.

In general, you should aim for the large majority of your 
emails to be automated—because these are triggered 
by subscriber actions, they are significantly more likely 
to be timely and relevant.

Gathering Explicit Data

Explicit data is the one your subscribers give to you 
directly. 

The typical way you gather this information is via form 
submissions or surveys.

In the example above, Pinterest is collecting first name, 
age, and gender—those are all provided directly by 
their users and their email marketer can use them to 
personalize the content sent to them via email.

This is a super easy way to learn more about your 
subscribers—which is why it’s easy to overdo it. 

In general, people hate filling out forms.

So when you add too many fields to a form, it 
dramatically decreases the conversion rate for that form.

Ask too many questions and you might end up with a lot 
fewer people signing up for your list.

Rule of thumb: Ask only what’s strictly necessary and 
rely on implicit data for the rest.

Gathering Implicit Data

Implicit data is that which is collected (sometimes 
creepily) through user behavior or other sources.

First, there’s a lot you can infer about a subscriber 
based on what they do.

For example, let’s say someone visits the Adidas 
website, browses the section for “running shoes”, and 
adds a pair of shoes they like to the cart before leaving 
the site.

If you were Adidas’ email marketer you would already 
know this person is interested in running shoes, the 
specific model they want, their shoe size, and that they 
are almost ready to buy (bottom-of-the-funnel).

The subscriber didn’t need to fill a form telling you all of 
that—you could figure that out pretty easily yourself.

This is the power of analyzing a user’s behavior.

Another method of gathering implicit data is by 
collecting it from other sources.

A common way to do this is by allowing users to register 
by using an account from another service.

When users click on those, they usually grant access to 
additional data.

Apps like Facebook, Google, or Twitter already have 
a lot of data about their users, so email marketers can 
leverage it to segment their subscribers.

To get started with subscriber segmentation, check out 
these resources:

 ● How to Segment Email Lists for More Opens, 
Click-Throughs and Conversions

 ● 30 Ways to Slice Your Email Database for Better 
Email List Segmentation

Before you send your first campaign, you need to 
understand the channel that’s at your disposal: Email.

Take a look at this picture.

Aside from the content, there doesn’t seem to be much 
of a difference between those two emails—both were 
sent to me by Tommy Griffith and they look the same in 
my inbox.

But they are different in two fundamental ways:

Email Types: Marketing vs. 
Transactional

Marketing emails are those sent for commercial 
purposes.

These emails contain promotional content meant to 
engage the user in some way that benefits the business.

Some examples include campaigns like welcome 
emails, newsletters, special offers, or announcements.

In the email on the image above, we’re letting users 
of our SOP Library know that there is something new 
happening with the product—we send these because 
we want to increase usage of our SOP Library, which 
will help reduce cancellations.

Transactional emails are those sent because a user 
took an action that required us to send additional 
information.

These emails are usually directly requested by the user 
in one way or another.

Some examples of transactional emails include receipts, 
login information, support ticket information, and 
purchase confirmations.

Email Types and Distribution Methods: 
Understanding the Basics of Email Marketing

https://zapier.com/learn/email-marketing/email-list-segmentation-guide/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://zapier.com/learn/email-marketing/email-list-segmentation-guide/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://blog.hubspot.com/marketing/email-list-segmentation?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://blog.hubspot.com/marketing/email-list-segmentation?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Lifecycle Campaigns: Accelerate Your Sales Funnel

This is my favorite part of email marketing—planning 
campaigns.

In this step, you’ll design a comprehensive email 
messaging strategy to move your subscribers through 
the sales funnel.

To do that, you only need four types of campaigns.

These four types of campaigns will:

 ● Welcome subscribers and get them to perform 
their first critical actions

 ● Turn subscribers into customers and advocates

 ● Re-engage subscribers who have dropped out 
of the funnel

 ● Keep your “list hygiene”

Keep in mind, when we say four campaigns, we don’t 
mean four emails. Each of these campaigns will likely 
have several emails within them.

Let’s go over each of these next.

Onboarding Campaigns

 ● Trigger: These campaigns will be sent soon 
after the subscriber joins your list or signs up for 
your product.

 ● Goal: You’ll use onboarding campaigns to try to 
get subscribers to perform an important action.

Emails sent right after the subscriber has joined your 
email list typically have higher engagement (read more 
about open and click rates in the “Stats” section of 
this guide)—that’s why it’s a great time to include an 
important call to action.

If there are several important actions a user must take, 
then you can also choose to send one email for each of 
those actions as part of the onboarding campaign.

For example, Airbnb sends 5 onboarding emails over 21 
days, each of them explaining a different part of the tool.

To create your onboarding campaign, you just need 
to identify which are the most important actions a 
subscriber must take after signing up and ask them to 
do exactly that.

To get started, check out these resources:

 ● 6 Amazing Welcome Email Examples (and How 
to Write Yours)

 ● How to Craft the Best Welcome Email to Build 
Trust With New Subscribers

 ● Beautiful Welcome Email Examples

Engagement Campaigns

 ● Trigger: Depending on the campaign, these can 
be triggered manually or by actions the user 
takes.

 ● Goal: Nurture subscribers and convert them into 
customers, repeat buyers, and advocates.

Most of the campaigns on your email strategy will be 
engagement emails.

Some of these actions can be:

1. Completing their user profile

2. Making a purchase

3. Check out your most popular content

4. Inviting friends or other users

5. Downloading an app

Even though this is usually a single campaign, some 
companies might use several “tiers” of onboarding:

6. Onboarding new subscribers: To welcome 
people who join the email list but are not 
customers or users of the product (for example, 
when they join the email newsletter or 
download a lead magnet)

7. Onboarding new users/customers: To welcome 
people who have signed up for a product 
(for example, a web application like Airbnb) 
or became a paying customer (for example, 
purchased a private consulting call)

Here are some examples of onboarding campaigns we 
like:

Slack, a messaging platform, knows you’ll only continue 
using it (and eventually become a paying customer) if 
your team starts using it too—so this is what they send 
to people who create a team on the platform:

The most common example of an engagement 
campaign is content newsletters, but they are not the 
only type.

You should create a campaign for each important goal 
or milestone within your sales funnel—for example:

 ● Educate users about the problem your product/
service solves (middle-of-the-funnel)

 ● Provide free resources to subscribers (middle-
of-the-funnel)

 ● Invite subscribers to sign up for a free trial, 
webinar, course, or demo (middle-of-the-funnel)

 ● Send a limited-time or seasonal offer (bottom-
of-the-funnel)

 ● Remind subscribers to finish an incomplete 
purchase (bottom-of-the-funnel)

 ● Increase the usage of a tool (retention)

 ● Send progress or usage reports (retention)

 ● Upsell or cross-sell on other products 
(monetization)

 ● Offer referral or loyalty bonuses (monetization)

https://teachable.com/blog/welcome-email-examples?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://teachable.com/blog/welcome-email-examples?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://coschedule.com/blog/welcome-email/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://coschedule.com/blog/welcome-email/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://reallygoodemails.com/category/welcome/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Here are some examples of engagement campaigns we 
like:

Sumo regularly shares new content and case studies 
that typically educate subscribers on how to use their 
tools to grow online businesses.

Casper usually sends a Black Friday campaign meant to 
drive sales.

Win-Back Campaigns

 ● Trigger: Lack of activity in engagement 
campaigns.

 ● Goal: Get subscribers who have fallen out or 
are stuck in the funnel to re-engage with your 
content.

Some of your users will not interact (open or click) 
with your engagement campaigns or stop using your 
product.

A win-back campaign is your opportunity to re-engage 
them.

You can do this by:

 ● Simply reminding them of what they’re missing 
out

 ● Letting them know about new features or 
products available

 ● Offering a special discount

These are some win-back campaigns we really like:

Grammarly sends inactive users a badge letting them 
know they can start using their writing tools again.

Spotify’s year-in-review emails are a great way to get an 
increase in usage.

To get started, you should at least consider these three 
campaigns:

 ● Newsletters sharing helpful content

 ● Launch or seasonal emails (e.g. Black Friday)

 ● Cart-abandonment emails

These are some helpful resources:

 ● 15 Email Newsletter Examples We Love Getting 
in Our Inboxes

 ● 7 Unbelievable Product Launch Emails [Tried-
and-Tested Templates]

 ● 5 Black Friday Email Campaigns You Can Steal 
(Templates Included)

 ● 13 Amazing Abandoned Cart Emails (And What 
You Can Learn From Them)

Plus, you should subscribe to email lists from your 
favorite entrepreneurs, products, or companies to get 
inspiration on new campaigns to launch.

Yelp sends personalized recommendations that are 
highly relevant to each user, which they can check out 
on their website.

To get inspiration for your win-back campaign, check out 
these great examples from Mailcharts.

Sunset Campaigns

 ● Trigger: Lack of activity in win-back campaign.

 ● Goal: Segment out inactive subscribers and 
maintain list hygiene.

As we’ll explain in the “Deliverability” section of this 
chapter, inactive subscribers can have a negative 
impact on your entire email strategy—which can end up 
reducing the number of active subscribers getting your 
emails.

List hygiene is the process of segmenting inactive 
subscribers from your email list, so you can stop sending 
them future campaigns. 

Sunset campaigns allow you to identify these users.

The way they work is simple:

1. You ask inactive subscribers if they want to 
keep receiving content

2. Those who don’t explicitly opt-in, get 
segmented and will not receive any more 
engagement campaigns

https://blog.hubspot.com/marketing/email-newsletter-examples-list?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://blog.hubspot.com/marketing/email-newsletter-examples-list?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://teachable.com/blog/product-launch-emails?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://teachable.com/blog/product-launch-emails?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://sumo.com/stories/black-friday-email-campaigns?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://sumo.com/stories/black-friday-email-campaigns?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.shopify.com/blog/abandoned-cart-emails?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.shopify.com/blog/abandoned-cart-emails?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.mailcharts.com/email-examples/9/win-back-campaigns?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.mailcharts.com/email-examples/9/win-back-campaigns?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide


8180 The Digital Marketing Strategy Guide 
www.clickminded.com

The Digital Marketing Strategy Guide 
www.clickminded.com

Here are some sunset campaigns we like.

Litmus gives its inactive subscriber the option to opt-in 
to keep receiving emails or unsubscribe.

Buzzfeed, on the other hand, lets subscribers know they 
will be automatically removed if they don’t opt in.

Once you’ve mapped your entire email strategy with 
onboarding, engagement, win-back, and sunset 
campaigns, it’s time to create your emails.

Email Best Practices: How to Write Emails 
That People Love to Open and Click

If you don’t write a great subject line, most people won’t 
see the content inside the email (no matter how amazing 
it might be.)

To write great subject lines, you should follow some best 
practices:

 ● Keep subject lines under 50 characters. A lot 
of people read email on mobile devices, which 
can cause long subject lines to be truncated 
(like Fab’s email in the example above)

 ● Only use emojis if the subject line still makes 
sense without it. Not all email clients render 
emojis in subject lines, which can cause emails 
like “5 Secluded Beaches We ❤️” to be read as 
“5 Secluded Beaches We ” by its recipients

 ● Include personalized content (when possible). 
Using the data you gathered from your 
subscribers, include relevant information like 
their name or location-specific content

 ● Try to use numbers, stats, or data. Several 
studies have found that subject lines including 
numbers are more likely to be opened

 ● Write in the second person and use active 
verbs. Instead of writing a subject line like “How 
to Save Up to 30% While Grocery Shopping”, 
opt for “Save Up to 30% on Your Groceries”

 ● Use power words. These are words that evoke 
emotion or inspire curiosity in the reader

To learn more about writing subject lines, check out 
these resources:

 ● 164 Best Email Subject Lines to Boost Your Email 
Open Rates

 ● How to Write Captivating Email Subject Lines

 ● 401+ Ridiculously Useful Power Words To 
Increase Conversions

 ● Use CoShedule’s Headline Analyzer to check 
your subject lines

Did you know that people spend an average of just 11.1 
seconds reading your emails?

To create emails people actually open and read, you 
need to optimize four elements.

1. The subject line

2. The email preheader

3. The body copy

4. The call-to-action

Let’s go over each of these.

Subject Lines

Think of your subject lines in the way a journalist has to 
think of their headlines or an author has to think of the 
title for his book.

https://optinmonster.com/101-email-subject-lines-your-subscribers-cant-resist/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://optinmonster.com/101-email-subject-lines-your-subscribers-cant-resist/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://litmus.com/blog/how-to-write-captivating-email-subject-lines?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://sumo.com/stories/power-words?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://sumo.com/stories/power-words?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://coschedule.com/headline-analyzer?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://litmus.com/blog/email-attention-spans-increasing-infographic?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://litmus.com/blog/email-attention-spans-increasing-infographic?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Email Preheader

The preheader is a complement to your subject line—it 
allows you to give recipients a preview of what’s inside 
the email.

By adding preheaders to your emails, you can increase 
the open rates of your campaigns.

Almost all email clients will include this preview of the 
content—but if they don’t write a specific preheader, this 
preview will be populated automatically with whatever is 
at the top of the email body.

That’s why you can see some weird stuff and spacing in 
Lonely Planet’s email from the screenshot above.

Make sure you add a preheader to your emails and 
follow the same principles we outlined for subject lines 
in order to increase your open rates.

Call-to-Action

This is the moment of truth.

You’ve gotten the user to open and read 
your email—now they’re ready to take 
the next step.

A great call-to-action is a simple and 
direct message that encourages the 
reader to act immediately.

Here’s how to write a call-to-action for 
your emails:

 ● Keep it short. The user needs to 
understand what the action is at 
a glance.

 ● Write in the first person, use 
active verbs. Use “Reserve My 
Seat” instead of “Click Here to 
Reserve a Seat”.

 ● Try to include the call-to-action 
above the fold. When possible, 
make sure the call-to-action 
is visible to the user without 
the need for scrolling. If you’re 
sending a long email, don’t be 
afraid to include your call-to-
action several times throughout 
the email.

 ● Stick to a single action 
per email. Don’t ask your 
subscribers to do several things 
in a single email—instead, send 
them several emails with unique 
calls-to-action.

 ● Make sure it stands out. Your 
call-to-action should be easy to 
spot and click—you can choose 
to bold the text or even make it 
look like a button.

To get started with your calls-to-action, 
check out these resources:

 ● 75 Calls to Action to Use in Your 
Email Marketing Campaigns

 ● How to Craft the Perfect Email 
Call-to-Action (+ Examples)

Body Copy

This is the meat and potatoes of your email. 

The body copy is the content inside of the email that will 
convince your subscribers to take action.

These are some best practices for writing great email 
copy:

 ● Keep your paragraphs short. No one likes to 
see a wall of text, especially on mobile devices

 ● Use headings, bolding, lists. This helps break 
up the text and increases the likelihood that 
people will keep reading. This is especially 
important if you are writing long emails

 ● Don’t put important copy inside an image. 
Some email clients hide images by default—
in those cases, your email will be hard to 
understand unless the subscriber manually 
enables images in the email

 ● Include personalized content (when possible). 
You can go beyond the just a name and 
location—use the data you have about your 
subscribers (interests, preferences, purchase 
history, etc.) to make sure the copy is as 
relevant as possible

 ● Make sure you deliver on the promise of the 
subject line. Users hate clickbait, so you must 
be ready to align the content of the subject line 
with what’s included in the body copy

 ● Include data, write in the second person, use 
active verbs. Just like with your subject lines

To get started, check out these resources:

 ● The Ultimate Guide to Email Copywriting

 ● Drip Script’s email templates 

https://www.campaignmonitor.com/blog/email-marketing/2016/03/75-call-to-actions-to-use-in-email-marketing-campaigns/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.campaignmonitor.com/blog/email-marketing/2016/03/75-call-to-actions-to-use-in-email-marketing-campaigns/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://sleeknote.com/blog/email-call-to-action?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://sleeknote.com/blog/email-call-to-action?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://growthlab.com/guides/ultimate-guide-to-email-copywriting/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.dripscripts.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Deliverability and Compatibility: Making Sure Your Emails 
Reach Your Subscribers and That They Can View Them.

Let’s recap your progress so far.

At this point in your email marketing strategy, you know 
how to collect data and segment subscribers, you 
understand the types of email and methods of delivery, 
have designed campaigns for the entire lifecycle of your 
subscribers, and have written awesome email copy.

There’s just one more thing you have to do to complete 
your strategy.

The last step is the more technical side of email 
marketing.

This is the stuff that won’t necessarily make your emails 
perform 10x better…

…but can ruin your entire strategy if you don’t get them right.

Deliverability

All of your efforts will be for nothing if your emails don’t 
get to your user’s inbox.

The worst thing that can happen to your emails is 
getting caught on a spam firewall or put in the spam 
folder of your subscriber’s email account.

There isn’t a single thing you can do alone to increase 
deliverability. Instead, you have to do a bunch of stuff to 
make sure your deliverability doesn’t drop.

 ● Maintain list hygiene. You should segment and 
remove inactive users from your campaigns 
(check the “Sunset Campaign” section above) 
to avoid sending emails to spam traps—these 
are email address set up to catch spammers. If 
you send an email to a spam trap, your email 
domain might end up on a spam blacklist.

 ● Ask subscribers to add you to their whitelist/list 
of contacts. This sends a signal to email clients 
that your emails are trustworthy and not spam.

 ● Check and improve your email stats. Most 
email service providers allow you to see open, 
click, and unsubscribe rates (check the “Stats” 
section below to learn more about these)—you 
should try to keep your engagement metrics 
(opens and clicks) high and your unsubscribe 
rate low.

 ● Avoid using too many spammy words. There 
are certain words and phrases spam filters tend 
to associate with email spam. Even though you 
can still use these and not be marked as spam 
(or not use them and be caught in the spam 
filter), it’s better to avoid them when possible.

 ● Don’t buy email lists. It’s sad that we have to 
say this, but just don’t try to buy lists of emails 
and spam them—those recipients will mark you 
as spam. Only send emails to people who have 
opted into your list.

 ● Follow spam-related laws and regulations. 
In most countries, it’s mandatory to include an 
unsubscribe button on all marketing emails. 
Some people will unsubscribe, but it’s better 
they do that than mark your emails as spam.

 ● [Only if you are a large sender] Consider 
setting up a custom sending domain and 
dedicated IP. This is a more technical aspect of 
deliverability that only matters if you are truly 
sending tons of emails (over ~25k email per 
week). If that isn’t the case, it’s possible this 
could hurt your deliverability—just stick with the 
default setup of your email service provider.

Compatibility

This is the other major technical aspect you need to plan for.

Once your email has successfully made its way into 
your subscriber’s inbox, you have to make sure they can 
actually see its contents.

There are two major aspects of compatibility:

 ● Mobile friendliness. A large percentage of 
users view emails on their phones (and that 
percentage will only keep increasing). You have 
to make sure you use a responsive template 
for your emails—if you are using templates 
provided by your email service provider, they 
are likely already mobile friendly

 ● Email client rendering. A typical step before 
launching a campaign is to send yourself a 
test email to check that everything looks fine. 
However, the fact that you can see it correctly, 
doesn’t mean all your recipients will. Every email 
client (Gmail, Yahoo, Apple Mail, Outlook, Gmail 
app, etc.) renders your email differently. Some 
email service providers allow you to preview 
how your emails will look in major email clients, 
if not you might want to consider using a third-
party service for this. (Check the “Tools” section 
in this guide)

https://blog.hubspot.com/blog/tabid/6307/bid/30684/the-ultimate-list-of-email-spam-trigger-words.aspx?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://docs.google.com/document/d/1sYqW6o6zO4h-5rZEWiFfHTt0YQWlV3ZGRR2qJCYwYPk/edit#tools
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Unsubscribe rate is the percentage of people who hit 
the “Unsubscribe” link in your emails in relation to the 
number of people who received an email.

People who unsubscribe don’t want to receive your 
emails anymore.

It’s normal for a small percentage of people to 
unsubscribe, but a high unsubscribe rate means that the 
content you’re sending is not relevant to its recipients.

You should aim for your unsubscribe rate to be a slow 
as possible—typically under 1%. (Check Mailchimp’s 
benchmarks.)

Stats: Email Marketing 
Metrics

Email marketing metrics are perhaps the most 
streamlined and standard of all digital marketing 
channels.

The click rate is calculated as the percentage of people 
who click on a link in the body of an email in relation to 
the number of people who received it.

Open rates are an indicator of how successful your body 
copy and call-to-action are in compelling the recipient to 
take action.

As with open rates, what a “good” open rate is will 
depend on a lot of factors.

You can use your previous campaigns as a baseline to 
improve, or check out Mailchimp’s benchmarks.

You can’t do email marketing unless you have an email 
list.

In general, you should strive to get a constant stream 
of new subscribers added to your list every day/week/
month.

The open rate is simply the percentage of people who 
opened your email in relation to the number of people 
who received it.

List Size/Growth Rate

Open Rates

Click Rates Unsubscribe Rates

Here are the ones you should regularly keep an eye on:

The size of your list is usually a good proxy for the scale 
of success you can achieve with email marketing.

Whenever you see your list size or growth rate 
stagnate, you should check with the people in charge 
of acquisition channels (SEO, Digital Advertising, Social 
Media, etc.)

A good open rate is usually an indicator that your email 
had a good subject line and that it was sent at the right 
time.

What a “good” open rate is varies depending on your 
industry, the size of your list, and even the type of 
campaign.

We recommend you send a few campaigns (or check 
the historical data, if you have any) and use that as a 
baseline to improve.

Plus, you can check Mailchimp’s Email Marketing 
Benchmarks to get an idea.

https://www.clickminded.com/email-22
https://mailchimp.com/resources/email-marketing-benchmarks/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://mailchimp.com/resources/email-marketing-benchmarks/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://mailchimp.com/resources/email-marketing-benchmarks/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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To determine the impact of your email traffic in these 
metrics, you can use UTM tracking parameters in the 
URLs you include in your emails—these will allow you to 
track the performance of your campaigns within Google 
Analytics.

Here are some resources to help you get started:

 ● Perfect UTM Tracking Codes For Google 
Analytics

 ● Check out the “Website Analytics Strategy” 
chapter of this guide to learn more about 
tracking your business metrics.

Let’s talk business.

Business metrics will depend on the stage of the funnel 
each email is created for.

These metrics will determine if your emails are actually 
generating results for your business.

Here are a couple of examples:

 ● The success of an email designed to get 
subscribers to register for a webinar (middle-of-
the-funnel) can be measured by the number of 
registrants from email traffic, or the conversion 
rate of email traffic into webinar registrants.

 ● The success of an email campaign for Black 
Friday sales can be measured by the number of 
sales or revenue generated by email traffic.

Business Metrics Stats: Content Marketing 
Metrics
Power-ups: The Best Email 
Marketing Tools

Let’s talk about using the right tools.

There are MANY email marketing tools out 
there.

With that said, there’s really only a few that 
you need to use in order to have a powerful 
email marketing strategy in place.

Our ideal email marketing stack looks like 
this:

This is where you’ll spend 99% of your time as an email 
marketer. 

Today, most email service providers allow you to 
manage your subscribers, send unlimited emails, and 
set up automated processes.

These are our favorite ones (choose what works for you 
based on your experience and the size of the business):

 ● Mailchimp: This is one of the most popular 
email service providers in the world. It’s a great 
way to get started in email marketing with a 
FREE plan that offers up to 2,000 subscribers, 
12,000 emails sent per month, and email 
automation. 
Check out Mailchimp

Email Service Providers

 ● ConvertKit: With ConvertKit, you’ll be able to 
create more complex email automations than on 
Mailchimp—while still using a super user-friendly 
interface. 
Check out ConvertKit

 ● Drip: This is our favorite email service provider. 
However, it’s not for everyone—it’s an advanced 
platform designed for companies with more 
advanced integration, tracking, and automation 
needs.  
Check out Drip

https://www.clickminded.com/utm-tracking-codes/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/utm-tracking-codes/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/website-analytics-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/website-analytics-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://mailchimp.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://convertkit.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/drip?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/email-22
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These tools will help you make sure your emails reach 
your subscribers’ inbox and that they can properly view 
them in any device.

You probably don’t need any these if you’re just starting 
out or you are sending emails to a list of fewer than 
10,000-20,000 subscribers.

 ● Litmus: There’s a lot you can do with this tool. 
Litmus is mostly known for its compatibility 
feature, which allows you to test and preview 
your emails in over 90 apps and devices to 
make sure they look great across the board. 
Check out Litmus

 ● BriteVerify: You can use this tool to check 
whether the email addresses in your email are 
valid or not. This allows you to remove fake 
or misspelled emails before you send your 
emails—which could hurt your deliverability 
otherwise. 
Check out BriteVerify

Deliverability & Compatibility Tools

 ● ReturnPath: This platform provides you with 
important deliverability metrics like inbox 
placement (whether your emails are ending up 
in the spam folder) or sender reputation. You 
can track these to make sure your deliverability 
rates don’t fall. 
Check out ReturnPath

These tools will help you write better emails:

 ● CoSchedule’s Headline Analyzer: Use this 
simple tool to compare different subject lines 
and improve them. 
Check out CoSchedule’s Headline Analyzer

 ● Hemingway Editor: Use this tool to improve 
your email copy’s readability and ease of 
understanding. 
Check out Hemingway Editor

Email Copywriting Tools

 ● Grammarly: This powerful but simple tool uses 
AI to check your content for grammatical errors 
and offers suggestions to make your copy 
easier to understand. 
Check out Grammarly

 ● Drip Scripts: A free compilation of proven email 
templates you can easily fill out and customize 
to fit your own business. 
Check out Drip Scripts

Helpers: Great email 
Marketing People And 
Blogs to Follow

Brennan Dunn: Brennan is 
an expert at email marketing 
automation who likes to share 
advanced tactics he uses on his 
business. 
Follow Brennan Dunn on Twitter

Joanna Wiebe: Joanna is the 
founder of Copy Hackers, a 
copywriting blog for marketers. 
On top of writing email copy 
for major brands, she has 
also published some of our 
favorite guides and tutorials on 
conversion-focused content. 
Follow Joanna on Twitter

emailgeeks Slack Channel: 
A large community of people 
working on email marketing on 
all types of scales and in many 
industries. It’s a great place to 
ask questions and discover great 
content on email marketing. 
Check out emailgeeks

Really Good Emails: A website 
that compiles amazing email 
designs, classified by type of 
campaign—it’s a great way to 
get inspiration for your own 
campaigns. 
Check out Really Good Emails

Litmus Blog: We like to check the 
Litmus blog to keep up to date 
on the more technical aspects of 
email marketing, like changes in 
email client support or new trends 
in email design and development. 
Check out the Litmus blog

Mailcharts blog: A great resource 
for inspiration and ideas for 
marketing campaigns. You’ll find 
everything from best practices for 
specific types of campaigns to the 
analysis of email campaigns by 
major companies. 
Check out the Mailcharts blog

There is a lot of content out there about email 
marketing.

Just like synchronized aerobic dancing, most of it is bad.

With that said, there are a handful of resources we know 
and love. If you’re just getting started, here are a few 
people, communities, and blogs that we trust.

https://litmus.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.briteverify.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://returnpath.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://coschedule.com/headline-analyzer?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
http://www.hemingwayapp.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.grammarly.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.dripscripts.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://twitter.com/brennandunn?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://twitter.com/copyhackers?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://email.geeks.chat/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://reallygoodemails.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://litmus.com/blog/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.mailcharts.com/blog?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide


9392 The Digital Marketing Strategy Guide 
www.clickminded.com

The Digital Marketing Strategy Guide 
www.clickminded.com

Becoming a World-Class 
Email Marketer in Record 
Time

The only way to get better at email marketing is to do 
email marketing.

When you’re a beginner, you have three options to get 
hands-on experience:

 ● Create and implement an email marketing 
strategy for your own business. If you already 
have a business, you can simply use what 
you’ve learned to grow it.

 ● Find a business who you can help with email 
marketing and that will give you allow you to 
create and send campaigns to their subscribers 
or users (maybe this is a business you already 
work for, a friend’s company, or a small business 
in the place where you live). This is the path we 
recommend since you will already have a list of 
people to email from the get-go.

 ● Start your own website/business and build an 
email list from scratch. This will make things 
a bit harder because you won’t have anyone 
to email for a while—but if you do go this way, 
you’ll have a lot of freedom to try different 
campaigns and experiments.

Once you have this figured out, use the following 
framework to get started:

1. Finish reading this guide, of course.

Outcome: You should have the fundamental 
knowledge of email marketing to launch highly 
profitable campaigns.

2. Audit the performance of previous email 
campaigns.

Outcome: You will be able to determine the 
type of content that works and doesn’t work for 
a specific audience, which you can replicate for 
your future campaigns.

3. Audit the subscriber data being gathered.

Outcome: You will know what kind of 
segmentation to use and what kind of data you 
have available to personalize the content of 
your emails.

4. Create one email campaign for each campaign 
type (onboarding, engagement, win-back, and 
sunset). If the business already has some email 
campaigns live, you can try to edit or repurpose 
some of those. 

Outcome: You’ll have deployed a 
comprehensive email nurturing plan that covers 
the entire lifecycle of the user.

5. Track the performance of your campaigns. Use 
the metrics provided by your email service 
provider to track email performance (open, click, 
and unsubscribe rate) and Google Analytics to 
track business performance.

Outcome: You’ll have visibility of what works, 
what doesn’t, and a solid baseline to keep 
improving your campaigns.

Traps: Avoid These Email 
Marketing Traps

There are a few mistakes we keep seeing beginners 
make again and again when going into email marketing.

These can make you lose a lot of time you could spend 
doing work that actually matters.

Here are the most common ones (so you can avoid 
them):

With a little bit of reading, you’ll find that many blog 
posts cover the topic of “massively growing an email 
list.”

Even though you should try to consistently grow your 
email list and it can be easier to get big results if you 
have a big list, it’s not something you should pursue at 
the expense of a solid email marketing strategy.

Time and time again, we’ve found that a small list of 
highly engaged subscribers is much more profitable 
than a massive list of inactive people.

If you already have a list of subscribers of a decent 
size (even just a few hundred), it’s better to spend your 
time creating great campaigns for them than to focus 
exclusively on growing your list.

This should be obvious by now, but we’ve seen major 
companies send emails that are impossible to read on 
mobile devices.

Over 50% of subscribers open emails using a mobile device.

Beginners usually mess this up when they try using 
a fancy, untested HTML template. Just stick to the 
templates provided by your email service provider or 
test how your templates render in the most important 
email clients (using a service like Litmus).

This is very common when it comes to picking an email 
service provider.

The trick is to not let yourself be tempted by the fear of 
missing out on a fancy, complicated feature or tool.

When you’re getting started, you can probably achieve 
everything you need to with any of the major email 
service providers.

Just pick the one that fits your budget (or the one 
already being used by the company) and get to work.

As you get more experience, you’ll outgrow certain 
tools—it’s not a problem, you can always migrate to a 
new, more powerful one (we’ve done it 4 or 5 times in 7 
years).

This is just a waste of time and money.

If you email people who did not opt-in to receive emails 
from you, they will mark your emails as spam.

This can end up drastically hurting your deliverability 
rates in a way that can be hard to recuperate from.

Don’t try to cut corners here—it won’t work in the short 
term and it will suck in the long term.

Focusing Too Much 
on Email List Size Not Using Mobile-

Friendly Templates

Focusing Too Much 
on Tools

Buying Or Scraping 
Lists of Emails

https://returnpath.com/we-know-email-clients/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://litmus.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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The ultimate tutorial on how to 
create massively profitable digital 
advertising campaigns.

World Map: What is Digital 
Advertising?

Let’s talk about old-school 
advertising.

Back in the day, in the traditional 
world of advertising, large 
companies would spend their 
marketing budget on stuff like 
billboards, TV and radio ads, 
magazines or sponsorships.

If you didn’t have that kind of 
money, you were stuck with 
ads in local newspapers or 
specialized magazines. Or 
simply word-of-mouth.

Today, you can see stuff like this:

The playing field has leveled.

And it’s better for everyone:

 ● Small companies can reach their target 
audience and have their message right next 
to those of massive corporations—even with a 
limited budget.

 ● Large companies can be smarter about their ad 
spend and reach precisely the people they want 
to reach.

This is possible because the advertising model has 
changed from being reach-based to pay-per-click-based 
(or PPC-based).
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In the traditional, reach-based model, advertisers paid to 
place ads that would be seen by a relatively large group 
of people, a fraction of which was part of their target 
audience—that was their campaign’s reach.

Here’s how that works:

Let’s say a manufacturer of high-end women’s shoes 
placed an ad in a newspaper that’s read by an estimated 
10,000 people per day. 

The newspaper would tell the manufacturer that about 
20% of the people who read that newspaper were 
women who earned enough money to be able to afford 
the shoes being advertised.

That particular ad would reach 2,500 people somewhat 
within its intended target audience (with no idea 
whether or not they are actually interested in high-end 
shoes at the moment).

The newspaper, however, would usually charge for ad 
placements based on the total of 10,000 people.

Of course, this is an extreme and simplified example, but 
you can already tell how inefficient this model is.

Especially if you compare it with how the PPC model 
works.

In the PPC model, advertisers choose to show their ads 
to only a segment of people mostly belonging to their 
target audience and pay only for how many of those 
people click on their ads.

Here’s how it works:

Let’s say that same high-end shoe manufacturer wants 
to place some search ads using Google Ads.

They could show their ad to people searching for 
“designer shoes” on Google.

If the ad was seen by 100,000 people and 2.5% of those 
people click on the ad, that’s 2,500 people within their 
target audience.

In this case, the shoe manufacturer would only pay for 
those 2,500 clicks from people who are very likely to 
be part of their target audience—people interested in 
designer shoes.

That’s the power of digital 
advertising.

Simply put, digital advertising is using digital platforms 
to attract people within your target audience at a lower 
cost than the revenue generated by that same people.

Strategy: How to Launch 
Highly Profitable Digital 
Advertising Campaigns

I’ve got bad news for you.

There’s really only one way to become good at digital 
advertising.

And that’s to do it yourself. To run campaigns on your 
own. To mess up. And to learn from your mistakes.

Sorry! You can’t sloth around on this one.

Like with any digital marketing channel, experience 
trumps theory.

The challenge is that, to get experience, you need 
money to spend on campaigns—but companies with 
the budget for paid campaigns, want people with 
experience to run them.

This is something that I know all too well.

Mistakes can be expensive.

I once spent $22,362 of my clients’ money in just 18 
hours because of a small mistake that got out of control.

(But that’s a story for another time.)

The thing is, digital advertising is about trial and error.

No way around that.

Even the most experienced digital advertisers will 
usually lose some money on their first try and adjust 
until they get to profitability.

The difference between someone with and without 
experience is how quickly they can make their 
campaigns profitable.

Beginners usually get discouraged or panic before they 
get to that point (and make mistakes like the one I did.)

If you’re a beginner, the best thing you can do is to start 
small and follow a repeatable, proven framework to 
launch profitable campaigns.

 ● Understand the advertising platforms

 ● Plan campaigns for each stage of the funnel

 ● Target the right audiences for each campaign

 ● Create high-converting ads

 ● Estimating a budget for your campaigns

Let’s go over that next:
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Understand the Main Digital Advertising Platforms

While you can place ads on Twitter, LinkedIn, Quora, 
Snapchat, Amazon, Tinder, and a ton of other platforms…

...most digital advertisers focus on just two: Google and 
Facebook.

That’s why they accumulate 58% of the total digital ad 
market.

Google is Intent-Focused

Google offers advertisers many 
different ways to target and display 
their advertising, but its main one is 
still search ads.

Those are the ones that appear on 
the top of the search results.

In this case, advertisers “bid” on 
certain keywords (a.k.a. the phrases 
people search for) to show their ads 
on the search results.

This a very simple but powerful 
concept.

People who search for a certain term 
are interested in that term at that 
specific moment in time.

This presents you, the advertiser, with 
the perfect opportunity to put your 
product or message in front of those 
people.

Think of how different that is from 
TV advertising, where you get 
interrupted by an ad during pauses of 
your favorite show.

Traditional ads use interruptions, 
while search ads use intent.

Facebook is Interest-Focused

Facebook, on the other hand, 
uses a different approach.

They have gathered tons of 
data on each of their users: 
what they like, who they know, 
where they’ve been, what they 
are interested in, and even 
what they do in websites other 
than Facebook.

They may not know what 
you’re looking for now. 
But they can triangulate 
your demographic and 
psychographic data, and make 
a good guess about what you 
might be interested in...

… yeah, let’s be honest. It’s a 
little creepy. But it’s insanely 
powerful as an advertiser. 
Facebook uses that data to 
show highly relevant ads to its 
users.

This is also drastically different 
from traditional ads. 

With TV ads, you launch ads 
to a massive audience hoping 
a portion of them might be 
interested in your product.

With Facebook Ads, you are 
carefully choosing to show 
your ads to people who, based 
on a ton of data, are very 
likely to be interested in your 
product.

That’s why Facebook ads are 
based on interests.

Now, I’ll teach you how to use 
Google Ads and Facebook Ads 
strategically to generate results 
for your business.

There are good reasons for that:

1. They have the largest audiences

2. They offer the best targeting capabilities

3. They’ve developed the most robust features for 
advertisers within their platforms

However, they work in ways that are fundamentally 
different  from one another.

https://www.emarketer.com/content/amazon-is-now-the-no-3-digital-ad-platform-in-the-us?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.emarketer.com/content/amazon-is-now-the-no-3-digital-ad-platform-in-the-us?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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A mistake I 
made when I 
was starting with 
digital advertising 
was thinking I 
could just create 
an ad pointing to 
a sales page and 
expecting that to 
generate sales.

I’ve seen a lot of 
people make the 
same mistake.

If you do this, 
you’ll miss 90% 
of the potential 
growth that lies 
within digital 
advertising.

A better method 
is to structure 
your digital 
advertising 
strategy in a way 
that it boosts 
your entire 
funnel.

(To learn more about sales funnels, read the “Sales 
Funnels Strategy” chapter of this guide.)

Your job as a digital advertiser will be to design 
campaigns to hit the goals for each stage of the funnel:

 ● Top-of-the-funnel: Attract targeted traffic

 ● Middle-of-the-funnel: Get more leads

 ● Bottom-of-the-funnel: Generate sales

 ● Monetization, retention, and love: Increase 
customer lifetime value, reduce churn, get 
referrals

By launching campaigns that have these simple and 
clear goals, you can easily optimize things like your 
targeting, messaging, budget spend, and even the 
platforms you use for each stage of the funnel.

Let’s dig into each of these:

Map Your Advertising Campaigns 
Against the Sales Funnel

Top-of-the-Funnel Campaigns

These are 
campaigns 
aimed at 
attracting 
relevant 
traffic to your 
top-of-funnel 
assets. 

This is 
your digital 
equivalent 
of a 
“billboard 
on the 
side of the 
highway.”

For example, this could mean driving traffic to a blog 
post, a YouTube video, a Podcast, or even a social media 
post.

With these campaigns you just want to create 
awareness for your company by sharing a helpful, 
interesting, or entertaining piece of content.

To know if these campaigns are profitable, you’ll need to 
do some math.

Here’s a simple example:

Let’s say you’re driving traffic to a blog post.

 ● You know about 10% of the people who land on 
the blog post end up becoming leads

 ● Around 5% of those leads become paying 
customers

 ● The average customer spends about $45 per 
purchase

Using that, you can estimate how much each blog post 
visitor is worth to you.

$45 * 5% * 10% = $0.225

If you were the one running the campaigns for this 
example, you should aim to pay less than 22 cents 
per click (known as cost per click or CPC) on your ad—
anything below that will be a profitable top-of-funnel 
campaign.

Middle-of-the-Funnel Campaigns

These campaigns are designed to acquire leads—this 
means finding a way to contact your users. In digital 
marketing, this usually means getting people to give 
you their email address, but it can vary based on your 
business.

For example, middle-of-the-funnel campaigns can drive 
traffic to lead magnets, mini-courses, free trials, demos, 
low-priced products (a.k.a. tripwires), or giveaways.

For these campaigns, you’re actually tracking an action 
beyond just clicking on the ad and going to a page: You 
want people to become leads.

In this case, you’ll typically be optimizing your cost per 
lead (CPL).

The math is similar to the one we already did:

 ● If you know around 25% of the leads you 
capture end up becoming paying customers

 ● And the average customer spends about $25 
on your site

Your maximum CPL will be: $25 * 25% = $6.25.

If you were running this campaign, you should keep your 
CPL below $6.25 to stay profitable.

Bottom-of-the-Funnel Campaigns

Bottom-of-the-funnel campaigns are designed to 
generate sales for the business. Full stop.

For example, you could run a campaign for a flash 
sale, holiday sale, or just remind people that they left 
something in their shopping cart.

For these campaigns, you’ll be optimizing your customer 
acquisition cost (CAC).

This is more straightforward than previous campaigns.

If your customers spend an average of $45 per 
purchase, then you need to spend less than that to be 
profitable.

https://www.clickminded.com/sales-funnel-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/sales-funnel-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Monetization, Retention, and Love

This stage of the funnel is all about increasing your 
customers’ lifetime value, reducing churn, and getting 
your customers to refer their friends.

Some of the campaigns you could run include upsell/
cross-sell offers, loyalty programs, or referral programs.

For these types of campaigns you’ll have to determine a 
valuable action (e.g. repeat purchase, referral, etc.) and 
optimize for that.

For example, if you know that a customer who joins a 
loyalty program spends an average of $100 more on 
your business, you’ll know what the max you can pay for 
this conversion is.

As long as you stay below that number, your campaign 
will be profitable.

Depending on the goal of your campaigns, Google Ads 
and Facebook Ads provide a wide variety of goals and 
objectives to choose from. Check out these resources to 
learn more about those:

 ● Google Ads Goals

 ● Facebook Campaign Objectives 

Targeting is perhaps the most important step in 
launching an advertising campaign— even more so than 
creating your ads.

The only way you’ll see results from your campaigns is 
to put it in front of the right people.

Once you’ve mapped campaigns for each stage of the 
funnel, it’s time to work on targeting.

At a super high level, you can target your campaigns in 
two ways:

 ● Prospecting: This is the process of targeting 
brand new audiences for your campaigns—
these are people who are not on your email list 
or have not been on your website.

 ● Remarketing: Is about targeting audiences 
who have already been in contact with your 
business—these could be people who have 
been on your site or previously joined your 
email list.

Each has its own strengths. 

Campaign Targeting

Google Ads Targeting

In this case, we’ll only go over targeting for search ads. 
(Google Ads also includes other formats like YouTube 
and Display Network.)

The basic way targeting works in Google Search is:

 ● You research which words or phrases 
(keywords) people use to look for information, 
products, or services related to your business—
this is called keyword research.

 ● You pick a group of those keywords to target.

In general, to target your Google search ads, you’ll use 
three layers:

1. Searcher intent

2. Keyword matching

3. Prospecting vs. retargeting

Let’s go over each of these.

For example, let’s say you run Google Search Ads for a 
flower delivery business and want to know what people 
are searching for that’s related to “flower delivery.”

By using Google’s Keyword Planner, you’ll find 
something like this:

Note: Unless you are already spending a certain amount 
of money on Google Ads, you’ll see a range—e.g. 
10K-100K—under search volume instead of the actual 
average value.

The first step is to classify these keywords by searcher 
intent. 

To do this, you’ll map those keywords against the stages 
of the funnel.

At the top-of-the-funnel, people are not necessarily 
aware of your business and might not even be looking 
into making a commercial transaction. They are usually 
just looking for general information about a topic.

At the middle-of-the-funnel, people already know what 
they want and are comparing the options available in 
the market.

At the bottom-of-the-funnel, people have made up their 
mind and are ready to make a purchase.

Finally, at the monetization, retention, and love stage of 
the funnel, people who are already customers will look 
to get information to continue their relationship with 
your business (e.g. their purchase status, purchasing 
again, or getting customer support).

For the flower delivery business and the set of keywords 
in the example above, that might look like:

 ● Top-of-the-funnel: Flowers, mother’s day 
flowers, birthday flowers, funeral flowers

 ● Middle-of-the-funnel: Flower delivery 

 ● Bottom-of-the-funnel: Flower shop, order 
flowers, send flowers, same day flower delivery

 ● Monetization, retention, and love: There aren’t 
any keywords for this stage of the funnel above, 
but these could include keywords like “[name 
of business] gift cards” or “[name of business] 
order tracking”.

To learn more about mapping your keywords to the 
stages of the funnel, check out this post: 

 ● Stop Guessing, Start Converting: Here are the 
Keywords to Use for Awareness, Consideration, 
and Decision Stage Content

Next, you need to select your keyword matching 
type.

Next, let’s go over the different methods to get your 
campaigns in front of your audience.

Prospecting allows you to reach people who would have 
otherwise never heard of you. 

Remarketing is a great way to convert people who are 
already part of your funnel.

As a general rule, prospecting is a better fit for top- or 
middle-of-the-funnel campaigns, while remarketing 
works great for middle, bottom, and monetization stages 
of the funnel.

Like we already 
mentioned, 
targeting works 
differently 
on different 
platforms. Let’s 
dig in a bit 
more.

https://support.google.com/google-ads/answer/7450050?hl=en?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://adespresso.com/guides/facebook-ads-optimization/campaign-objective/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://neilpatel.com/blog/keywords-to-use-for-awareness-consideration-decision/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://neilpatel.com/blog/keywords-to-use-for-awareness-consideration-decision/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://neilpatel.com/blog/keywords-to-use-for-awareness-consideration-decision/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Keyword matching allows you to decide how strict or 
loose you want Google Ads to be when deciding which 
searches to include your ads on.

Google Ads offers four match types that are best 
explained by this simple summary:

With broad match, your ads will show on searches for 
keywords you didn’t necessarily select (misspellings, 
related searches, etc.)

For example, if you target “mother’s day flowers” with 
broad match, you might show up for searches for 
“mother’s day gift baskets” even though you might not 
offer that product.

The trade-off in going with this is:

 ● Larger audience, which includes searches you 
might not have thought of

 ● Not as specific, so you might have to pay for 
clicks from people who don’t belong to your 
target audience

Facebook Ads Targeting

You can target your Facebook ads using three methods:

1. Core audiences

2. Custom audiences

3. Lookalike audiences

Each of those leverages all the data Facebook has 
gathered about their users in a different way.

With core audiences, you’ll use Facebook’s data to 
manually build a targeting profile for your ads.

This includes location, demographics, interests, 
behavior, or connections.

To learn more about how to use core audiences, check 
out this post:

 ● Core Audiences: How to Target Facebook Ads 
Using More Demographics

You’ll typically use core audiences when you’re just 
getting started and you don’t have any user data 
recorded on the Facebook Pixel to use for remarketing 
or lookalike audiences. Instead, you can rely on 
Facebook’s massive data sets to find audiences that 
match a certain profile.

If you’re planning to use core audiences, you should 
have done some research on your ideal target customer 
and ideally built a customer persona.

(To learn how to create customer personas, check out 
our persona creation mini-course.)

With custom audiences, you can target subscribers you 
already know—a.k.a. run remarketing campaigns.

On the other end of the spectrum, with exact match, 
your ads will only show when the exact keyword you 
selected or a close variation with the same meaning is 
searched for.

For example, if you target “mother’s day flowers” with exact 
match, your ads will show for that query alone and not others 

like “best mother’s day flowers”.

The trade-off in going with this is:

 ● Significantly smaller audience, 
which might mean you’ll miss some 
opportunities in keywords you didn’t 
include in your plan

 ● It’s very likely people who click 
on your ads will belong to your target 
audience

Broad match modified and phrase 
match are somewhere in between 
these two extremes.

I recommend you check out this post 
to learn how to select your keyword 
match type: 

 ● PPC Keyword Match Types: The 
Ultimate Guide To Creating A Killer 
Strategy

Finally, you can choose whether 
to show your ads to people who 
have already been on your site 
(remarketing) or not (prospecting).

By doing this, you can narrow down 
even further and achieve things 
like only show certain campaigns to 
existing users or increase your bid for 
people who have visited your site (to 

try and get your ads to show higher on the page).

Check out this guide to learn more about retargeting for 
Google Search ads: 

 ● Remarketing Lists for Search Ads (RLSA): What 
You Need to Know

Plus, install the Google Ads Global Site tag on your site, 
to easily set up remarketing audiences for Google Ads. 
To learn how to do that check out this tutorial:

 ● Easily Add the Adwords Remarketing Tag to 
Your Site

This includes people who have visited your website, 
people on your email list, or users of your mobile app.

This is a really powerful way to convert people who are 
already in different stages of your funnel.

For example, you could use custom audiences to launch 
a campaign that targets people who visited a checkout 
page but didn’t complete their purchase (known as 
abandoned-cart campaigns).

To learn more about using custom audiences, check out 
this guide:

 ● Facebook Ads Guide: 55 Custom Audiences to 
Target People Ready to Act

If you want to run campaigns targeting website visitors, 
you’ll also need to install the Facebook Pixel on your 
site. Check out this tutorial to learn how to do that:

 ● How to add the Facebook Pixel to your website 
in 6 minutes

Finally, lookalike audiences is a targeting method to 
that allows you to find people who are similar to your 
existing customers or users.

There’s a joke in Silicon Valley that says that instead of 
working on self-driving cars or colonizing Mars, some of 
the world’s best engineers are working on Facebook’s 
lookalike audiences functionality.

https://support.google.com/google-ads/answer/7478529?hl=en?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.jonloomer.com/2014/05/12/facebook-core-audiences-more-demographics/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.jonloomer.com/2014/05/12/facebook-core-audiences-more-demographics/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/mc-registration-content-persona-creation/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://klientboost.com/ppc/ppc-keyword-match-types/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://klientboost.com/ppc/ppc-keyword-match-types/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://klientboost.com/ppc/ppc-keyword-match-types/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.wordstream.com/blog/ws/2015/03/12/remarketing-lists-for-search-ads?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.wordstream.com/blog/ws/2015/03/12/remarketing-lists-for-search-ads?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/adwords-remarketing-tag/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/adwords-remarketing-tag/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.jonloomer.com/2018/01/24/facebook-ads-custom-audiences-guide/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.jonloomer.com/2018/01/24/facebook-ads-custom-audiences-guide/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/facebook-pixel-wordpress/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/facebook-pixel-wordpress/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Instead of picking 
which attributes you 
believe match your 
ideal customers (like 
you would to create 
a core audience), 
with lookalike 
audiences you’ll 
give Facebook a 
list or segment of 
actual customers, 
and their software 
will find a segment 
of similar people 
for you among all 
their users—based 
on hundreds or 
thousands of data 
points that would 
be impossible for a 
human to analyze.

For example, you 
could upload a list 
of emails containing 
your most valuable 
customers and 
create a 1% lookalike 
audience.

This means that Facebook will pick the 1% of people 
within a certain population who are the most like the 
segment you selected.

You can use lookalike audiences to launch powerful 
prospecting campaigns.

In the Mad Men era, you had to pay tens of hundreds 
of thousands of dollars to major advertising agencies to 
create great ads.

With digital advertising, anyone can launch world-class 
ad campaigns.

The main reason behind this is that digital ads have a lot 
more constraints than a traditional TV or magazine ad—
everyone has to play within the same limitations.

By following a few best practices, you’ll have a great 
baseline to improve upon.

Best Practices for Digital Ads

Get Familiar with the Ad Formats

The first step in creating great ads is to understand 
how to use the real estate provided by the advertising 
platforms. 
 
You should learn what the components of each type of 
ad are and use ALL of them when creating your ads. 
 
Below you’ll find the main components of both a Google 
Text ad and a Facebook Feed image ad:

To learn how to create lookalike audiences with this 
tutorial:

 ● How to create a Facebook Lookalike Audience 
in 5 minutes

Once you created a target audience, it’s time to create 
your ads.

Google AD

Facebook AD

https://www.clickminded.com/facebook-lookalike-audiences/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/facebook-lookalike-audiences/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Writing Conversion-Focused Copy

Writing conversion-focused copy is one of the most 
important optimizations you can make. You only have a 
small space to send your message, so you have to make 
every word count.

These are some tips to write copy that converts:

Use the second person and active voice. For example, 
write “Get 50% off your new designer shoes” instead of 
“50% off all designer shoes.”

 ● Use numbers or data whenever possible. 
Several studies have found that numbers tend 
to increase the clickthrough rate.

 ● Include the keyword in the headline of the ads 
(especially for Google Search Ads).

 ● Write about the benefits of your product instead 
of its features. 

 ● Include “power words” to evoke emotion or curiosity.

Have a Clear Call-to-Action

I was surprised how much difference a call-to-action 
makes in an ad campaign.

A lot of beginner advertisers are too vague when they 
create their first ads because they’re afraid of coming off 
as too aggressive or salesy.

The single most powerful thing you can do in digital 
advertising to get people to do something is simply to 
tell them to take that action.

If the ad is designed to get people to buy, include a 
“buy now” call to action. If the objective is to get them to 
download a guide, include “download the guide” in your 
ads.

Include Eye-Catching Visuals

Some Facebook ad formats and placements allow 
you to include visuals in your ads—they call these “ad 
creatives.”

The best practice here can vary depending on the 
industry.

In some cases, you’ll want to have super high-quality 
photography—for example, if you belong to industries 
like travel, fashion, or food. 

These images help highlight the quality of the product or 
inspire the audience.

However, in some industries it’s better to include 
creatives that have a more homemade or authentic 
look—this seems to work for industries like info products 
or fitness.

The “real” aspect of these images help audiences relate 
to the message in the ads.

Regardless of the type of ad creative you choose, you 
should aim for it to be eye-catching enough to get 
someone to stop scrolling to check out your ad—cliché 
stock photos will just get ignored by most audiences.

Before you start working on your ad creatives, you 
should check out what your competitors are doing:

1. Go to their Facebook page

2. Click on “Info & Ads”

3. View all the ads they are currently running on 
Facebook Ads

Make Sure Your Landing Pages Match 
Your Ads

Finally, it’s important that the page your audience lands 
on after clicking on your ads (known as landing page), 
actually match what was promised on the ads.

If you create an ad targeting the keyword “men’s leather 
jackets”, don’t send your people to a landing page 
for men’s clothing—instead, take them to the specific 
section of your site dedicated to men’s leather jackets.

If your landing pages don’t match the intent of copy 
of the ad, you’ll end up with a high bounce rate 
(percentage of people who close your page without 
performing any action on your site)—this can negatively 
affect the performance of your ads and even increase 
your cost-per-click.

To learn more about creating great Google Text Ads and 
Facebook Ads, check out these resources:

 ● How To Write The Best Google Ads Copy & 
Back It Up on Landing Pages

 ● Facebook Ad Examples That Actually Work (And 
Why)

You’re almost ready to launch your campaigns. Now, 
let’s go over:

https://sumo.com/stories/power-words?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://unbounce.com/ppc/write-best-google-ads-copy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://unbounce.com/ppc/write-best-google-ads-copy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://blog.hubspot.com/blog/tabid/6307/bid/33319/10-examples-of-facebook-ads-that-actually-work-and-why.aspx?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://blog.hubspot.com/blog/tabid/6307/bid/33319/10-examples-of-facebook-ads-that-actually-work-and-why.aspx?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Estimating a Budget for Your Campaigns 

If digital advertising worked the same way traditional ads 
work, there would be no place for the little guys.

Small companies would have no way to compete against 
massive companies and their multi-billion dollar budgets.

Fortunately, that’s not how digital advertising works!

Digital advertising platforms use an auction model and 
have developed a way to level the playing field.

They did this by introducing quality and relevance into 
the auction.

The name of this metric varies depending on the 
platform but it’s pretty much the same principle. For 
Google Ads, this is called Quality Score. For Facebook 
Ads, this is called Relevance Score.

In essence, it works like this:

1. Advertiser (you) picks how much you’re willing 
to pay for each click on your ads

2. The advertising platform checks your bid, 
targeting, ad, and landing page

3. The advertising platform compares your 
information against that of other bidders

4. The advertising platform picks which ads 
to display based on the best 
combination of bid and relevance to 
the audience

5. The advertising platform checks 
performance of the ads and adjusts 
based on engagement metrics (e.g. 
clicks, CTR, bounce rate)

This means that you don’t necessarily need to 
be the biggest bidder—if you create relevant 
and engaging ads, you can beat even the 
biggest companies in the world.

Here’s how you can get started with 
budgeting for your campaigns:

The best way to do this is to work backward 
from the data you already have (or should 
have) from your business.

For example, let’s assume you’re trying to get sales of a 
$50 ebook which you’re promoting through a webinar 
and you create a campaign to drive registrations to that 
webinar:

 ● If you know ~20% of the people who register for 
your webinar end up buying your ebook—you 
know that each registrant is worth ~$10 ($50 * 
20%).

 ● If you know ~45% of the people who visit 
the landing page end up registering for the 
webinar—you know that your maximum cost per 
click is ~$0.45 ($10 * 45%).

 ● If you want to drive 1,000 registrations every 
month, your budget for this campaign should be 
~$450/month ($0.45 * 1000).

You can use these initial estimations to launch your 
campaigns and adjust when your campaigns are actually 
live.

Stats: Digital Advertising 
Metrics

Let’s talk numbers.

Digital advertising metrics are pretty 
standard across platforms and while 
some of them may have slightly 
different names or definitions, the 
core ones remain the same.

If you’re a beginner advertiser, these 
are the most important ones you 
need to know right now:

Cost-per-click is the most fundamental digital 
advertising metric.

As it name suggests, it represents the amount to be paid 
by you, the advertiser, for each time an ad is clicked.

You can use the CPC value to estimate your campaign 
budgets or to determine whether your campaigns are 
profitable or not. Plus, you can analyze variations of 
your CPC to know whether there’s something in your 
campaigns that requires optimization (or if a previous 
optimization worked).

Click-through rate is the the percentage of people who 
click on your ads relative to everyone who saw your 
them.

This is an indicator of the relevance of your ads:

 ● A high click-through rate means your audience 
is engaging with your campaign

 ● A low click-through might mean that you need 
to adjust your targeting or messaging

If you are testing different variations of an ad, you can 
use CTR to determine which is the one that performs the 
best at generating clicks.

Cost-Per-Click (CPC) Click-Through Rate 
(CTR)
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Google and Facebook’s business models depend on 
them showing only the most relevant content to their 
users—it’s their competitive advantage.

The reason why ads haven’t (completely) ruined the 
Google and Facebook user experience is because both 
companies have implemented rules and guidelines that 
force advertisers to present relevant content to their 
users.

Google created the Quality Score (QS) and Facebook 
created the Relevance Score.

No one outside of Google and Facebook know exactly 
how these metrics are calculated, but the principles are 
essentially the same:

As you already figured out, digital advertising is a game 
of profitability.

You need to acquire traffic, leads, and customers at a 
lower cost than the revenue you get from them.

As long as you can do that, you can increase your ad 
spend to scale your profits.

That’s why cost is such an important metric for digital 
advertising.

Aside from CPC, the two most important cost-related 
metrics are cost per lead (CPL) and cost per acquired 
customer (CAC)

Quality Score (QS) / Relevance Score

Cost Per Lead (CPL) / Cost Per Acquired Customer (CAC)

 ● The relevance of the ad copy is important to the 
score. Highly relevant content will translate to a 
higher score.

 ● The engagement of users with the ad is 
important to the score. High engagement with 
the ad will translate to a higher score.

 ● The engagement of the users with the 
landing page is important to the score. High 
engagement with the landing page will translate 
to a higher score.

Advertising platforms use these scores to determine 
how often your ads are shown, how many people 
receive them, and even how much you’ll pay for each 
click.

As the name suggests, CPL is the average amount an 
advertiser needs to spend to get a single lead.

CAC, on the other hand, is the average amount an 
advertiser needs to spend to get a single customer.

You can use these metrics to make calculations of 
profitability or budget.

Stats: Content Marketing 
Metrics
Power-ups: The Best Digital 
Advertising Tools

There are many digital advertising tools that promise 
to take the load off setting up, optimizing, or tracking 
performance of your ads.

Our best advice for you, as a beginner, is to ignore most 
of these tools and just stick to the basics.

This is our recommended digital advertising stack for 
you:

You need to get familiar with the platforms you’ll use to 
run your campaigns.

Each of these is massive and has a lot of features to 
play with, but don’t feel overwhelmed—you don’t need 
to master everything at once.

Just stick to the basic features and you’ll be fine. As 
you get better, you’ll start getting familiar and taking 
advantage of more advanced stuff.

 ● Google Ads: With Google Ads, you can launch 
search ads (what’s covered in this guide) and 
display ads. If this is your first time setting up an 
account, be sure to skip the guided setup, and 
don’t opt in to AdWords Express! 
Check out Google Ads

 ● Facebook Ads: This is where you’ll launch all 
of your Facebook and Instagram campaigns. If 
this is your first time using Facebook ads, we 
recommend you start by creating a Business 
Manager account first and an ad account 
second. (It will make things way easier down the 
line!) 
Check out Facebook Business Manager / 
Check out Facebook Ads

Digital Advertising 
Platforms

Advertising platforms offer solid analytics features that 
allow you to optimize your campaigns.

However, the challenge is to link clicks on an ad to 
behavior on your site or business results (e.g. revenue).

That’s where these tools come in:

 ● Google Analytics: The most popular web 
analytics tool in the world. You’ll be able to use 
Google Analytics to keep track of your paid 
campaign traffic and analyze how those visitors 
behave on your site (among many other things). 
Check out Google Analytics

 ● Google Tag Manager: This is an essential tool 
for a digital advertiser. You can use Google Tag 
Manager to easily deploy tracking codes (i.e. 
the Facebook Pixel and the Google Ads Global 
Site Tag) and set up conversion tracking on your 
site without the need to edit code. 
Check out Google Tag Manager

Tracking and Analytics

If you need the flexibility to easily create custom landing 
pages that are optimized for your paid campaigns, a 
landing page editor can help.

 ● Instapage: Highly-customizable landing page 
builder with extensive integrations system, a 
publishing platform, analytics and optimization. 
Good for A/B testing and creating high 
converting landing pages. 
Check out Instapage

Landing Page Tools

https://ads.google.com/home/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://business.facebook.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.facebook.com/business/ads?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://marketingplatform.google.com/about/analytics/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://marketingplatform.google.com/about/tag-manager/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/instapage?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Creating assets for dozens of ads can be hard. These 
tools will make it much easier:

 ● Canva: If you’re not a designer, Canva can help 
you quickly put together beautiful design assets 
for your ads. Their library of templates makes it 
easy not to mess up if you, like me, lack an eye 
for design. 
Check out Canva

Copywriting and Design 
Tools

Helpers: Great digital 
advertising People And 
Blogs to Follow

Digital advertising has, unfortunately, a number of shady 
people, questionable tools and “get-rich-quick” products 
and schemes.

Plus, advertising platforms are constantly changing, 
adding, and removing features—it’s hard to keep up.

These are our favorite people and blogs to help you 
make sense of it all:

Jon Loomer: Jon is our preferred 
source for all things related to 
Facebook ads. He regularly 
publishes helpful Facebook 
ads tutorials and blog posts 
explaining important changes to 
the platform. 
Follow Jon on Twitter

Google Ads blog: This is the 
official blog for Google Ads. You 
can follow it for the latest news 
about the platform. 
Check out the Google Ads blog

Hanapin marketing resources: 
This PPC-focused agency has a great 
library of case studies, guides, and 
reports. It’s a great source of information if 
you want to avoid being bombarded with 
new blog posts every week. 
Check out Hanapin marketing’s 
resources

Wordstream blog: One of the 
biggest PPC blogs out there. They 
regularly publish new tutorials 
and helpful tips for both Google 
Ads and Facebook Ads. 
Check out the Wordstream blog

 ● CoSchedule’s Headline Analyzer: A simple tool 
that analyzes the strength of your headlines 
based on data about what generates clicks, 
engagement, and shares. You’ll get a simple 
score so that you can compare different 
variations of a headline. 
Check out CoSchedule’s Headline Analyzer

https://www.canva.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://twitter.com/jonloomer?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://blog.google/products/ads/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.hanapinmarketing.com/ppc-library/all-resources/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.hanapinmarketing.com/ppc-library/all-resources/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.wordstream.com/blog?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://coschedule.com/headline-analyzer?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Becoming a World-Class 
digital advertiser in 
Record Time

Practice is the best way to learn digital advertising 
quickly.

There are a couple of ways to get hands-on experience 
when you’re just getting started:

 ● Create a digital advertising strategy for your own 
business. If you already have a business, you can 
simply use what you’ve learned to grow it.

 ● Find a business who you can help with digital 
advertising and that will give you some budget 
to launch campaigns (maybe this is a business 
you already work for, a friend’s company, or a 
small business in the place where you live).

 ● If you can’t find an existing business to help, you 
can also start your own website and launch 
campaigns for that business with your own 
money. If you go this way, it’s important is that 
you have an actual business goal (leads, sales, 
revenue, etc.)—don’t just launch campaigns for 
traffic.

Once you have this figured out, use the following 
framework to get started:

1. Finish reading this guide, of course.

Outcome: You will understand how digital 
advertising fundamentally works—plus, the final 
section of this guide will help you avoid some 
common pitfalls for beginner advertisers.

2. Install tracking codes on your website (if they 
haven’t been installed yet). You can use this 
guide for the Facebook Pixel and this one for 
the Google Ads Global Site Tag.

Outcome: You will be able to start building 
remarketing lists and set up conversion tracking 
on your site.

3. Define a goal for your first campaign. Just do 
one campaign and go for a clear goal like leads, 
webinar registrations, free trial signups, quotes 
requested, or sales.

Outcome: With a single goal in mind, it’s 
important to focus relentlessly and do 
everything you can to reach profitability.

4. Select an audience to target. If you can, start 
with a remarketing audience (from a tracking 
pixel or email list), which will increase your 
chances of success.

Outcome: Once you’ve identified the audience, 
it will be easier to craft messaging for them. A 
narrow audience also helps you stay in control 
of your budget.

5. Spy on competitors’ Facebook Ads. Even if 
you’re not running Facebook Ads, look up 
some of your competitors’ ads to learn what 
kind of messaging they are using on their ads 
(remember, you can do this by going to their 
Facebook page and clicking on the “Info and 
Ads” section).

Outcome: You will get clues for the kind of 
messaging that work for your competitors, 
which you can use to craft your own ads.

6. Create 2 ad variations. Don’t create more than 2 
at first, since it will take longer to know for sure 
which is the winning variation. Also, remember 
to only change one variable (e.g. title, image, 
call-to-action) at a time.

Outcome: You’ll have a baseline of performance 
to beat and start building knowledge of what 
does and doesn’t work. 

7. Launch your campaigns, check performance 
daily, figure out what worked, what didn’t, and 
how to improve moving forward.

Outcome: Running paid campaigns is an 
iterative process of launching and optimizing. 
This is what you will do most of the time as a 
digital advertiser.

Traps: Avoid These Digital 
Advertising Traps

If you’re just getting started, it’s pretty normal to get 
owned.

But, when running digital ads, some mistakes can cost 
you a lot of money or have long-term implications.

We made a quick guide so you can avoid these like a 
boss.

Ever since the Cambridge Analytica scandal, advertising 
platforms have tightened their rules and policies for 
advertisers.

What you need to know before diving into these, is that 
they are intentionally vague to allow platforms to make 
judgement calls about what is and isn’t allowed.

Still, you should familiarize yourself with them and 
definitely try not to do anything that goes against 
them (this could end up with your ad accounts being 
permanently banned).

 ● Click here to check Google Ads Policies

 ● Click here to check Facebook Ads Policies

Each advertising platform offers several ad formats that 
we didn’t include in this guide.

That was intentional.

It’s easy to get excited about creating a cool looking ad 
format thinking that it will be drastically more successful 
than a basic ad format (text or image + text).

More often than not, this isn’t the case.

When you’re getting started it’s better to just stick to a 
simple ad format and work on mastering more important 
aspects like targeting or optimization.

Mistakes can be costly, but budget limits are your safety 
net against these mistakes.

When I was starting, I forgot to set budget limits and ended 
up spending $22,362 of my clients’ money in just 18 hours.

Don’t be a dummy like me. Set a budget limit.

The prospect of creating and seeing your own ads out 
in the real world is super exciting.

A lot of people get so pumped up they end up biting off 
more than they can chew: Launching several campaigns, 
dozens of ad variations, and using large budgets.

What started as an exciting project quickly becomes 
unwieldy and overwhelming.

When it comes to digital advertising, unless you have 
a lot of experience, it’s better to start small: Launch a 
single campaign, target a single audience, focus on a 
single goal, and stick to a small budget.

Violating Advertising 
Policies

Getting too Cute with 
Ad Formats

Forgetting to Set 
Budget Limits

Starting too Broad 
and Ambitious

https://www.clickminded.com/facebook-pixel-wordpress/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/facebook-pixel-wordpress/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/adwords-remarketing-tag/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/adwords-remarketing-tag/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://en.wikipedia.org/wiki/Cambridge_Analytica?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://support.google.com/adspolicy/answer/6008942?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.facebook.com/policies/ads/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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The Social Media Strategy 
Guide7

Forget about followers and likes. 
Learn how to create a massively 
profitable social media strategy 
from scratch.

World Map: What is Social 
Media Marketing?

Let’s talk about social media.

First, I want to get rid of some misconceptions about 
social media marketing.

 ● “I use Facebook every day, so I’m good at 
social media marketing. It’s easy.”

Social media marketing is not easy. Often times, it 
requires an entire team to manage a single social media 
channel.

 ● “Companies should hire kids who post the 
dankest memes on Twitter and know how to 
use the coolest filters on Instagram stories to 
run social media for them.”

Being good at social media is not the same as being 
good at social media marketing. In fact, many social 
media influencers with thousands of followers struggle 
to make money.

 ● “A social media marketer’s job is to create 
content that goes viral on social media.”

Going viral, number of followers, likes, retweets 
are vanity metrics. Many businesses are incredibly 
successful at social media marketing without ever going 
viral or gathering a massive following.

In reality, social media marketing is the process 
of strategically using social channels to generate 
meaningful and measurable impact for a business.

You shouldn’t use social media because it’s cool or 
trendy.

You should use social media because 
it’s a strategic channel you can use to 
grow any business.

This guide is designed to teach you exactly how to do 
that.
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Strategy: How to Create 
a Powerful Social Media 
Marketing Strategy From 
Scratch

Do you know why most companies fail at social media?

Because when you look at most companies’ social 
media presence, you can’t help but think:

“Just another company’s social media account.”

Most of them follow the same pattern:

1. They figured they “needed to be on social 
media”

2. They looked up the best times to post on social 
media

3. They looked up the right amount of times to 
post on social media

4. They think they can “hack” growth of their 
account by automatically following a lot of 
people

5. They post a “text + image + hashtag + link” 
combo on every social channel

6. Their posts get this much engagement:

Ouch.

To be successful in social media marketing, you need to 
avoid becoming just another “company on social media.”

Companies who do great in social media marketing 
actually use social media as it was intended and strive 
to have one of the best accounts in each channel—
period.

 ● The best companies on Twitter start and engage 
in interesting or funny conversations with their 
followers (and even other brands).

 ● The best companies on Instagram publish 
content that inspires and excites their followers.

You get the point.

To create a world-class social media strategy, you need 
to follow a simple framework:

1. Understand and tackle the 3 components 
of social media marketing: Monitoring, 
engagement, and conversion.

2. Pick the right channels to participate in and 
learn how each channel fundamentally works.

3. Create world-class content for social media 
that actually drives engagement and action.

Let’s go over each of these next.

If you plan on becoming a social media marketer, you 
need to do more than just come up with content to post.

A comprehensive social media marketing strategy 
covers three components: Monitoring, engagement, and 
conversion.

Let’s start with monitoring.

Regardless of whether you decide to participate in 
social media, people are going to talk about you using 
their social accounts.

In some cases, users will talk about how much they love 
your products—which you can use to your advantage 
and build some social proof around your brand.

Potential customers will have questions about your 
product or service—you can address these and remove 
objections to purchasing.

The 3 Components of Social Media Marketing

Other times, users will have questions, complaints, 
support requests, or simply feedback—replying to these 
in a timely manner will help you keep a high level of 
satisfaction with your product or service.

All of these conversations will happen whether you’re 
present or not—unless you have a monitoring strategy in 
place, they will happen without you.

Your goal with social media monitoring is to address all 
mentions of your brand or related terms (e.g. specific 
products) in a way that people talking about your brand 
feel listened to and cared for.

To get started with monitoring, you need to:

1. Use available tools to track and consolidate 
mentions of your brand and related terms in 
social media (check the “Tools” section of this 
guide to learn about our favorite software to do 
this)—this is known as “social listening.”

2. Implement a process to classify mentions by 
type (praise, product queries, and support 
requests) the steps to follow for each type (e.g. 
share or amplify, direct to support page, forward 
to the sales team).

Use these resources to get started:

 ● What is Social Listening, Why it Matters, and 10 
Tools to Make it Easier

 ● The Simple Blueprint for Social Media Monitoring

https://blog.hootsuite.com/social-listening-business/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://blog.hootsuite.com/social-listening-business/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://buffer.com/library/guide-to-social-media-monitoring?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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2. Define the main role of each social media 
channel within your sales funnel. For example, 
instead of sharing content about the features on 
their cameras (middle-of-the-funnel), GoPro uses 
their Instagram account to inspire their audience 
with amazing video and photography (top-of-
the-funnel).

3. Adapt your message to the social media 
channels you participate in. For example, 
Mailchimp adapts their campaign assets to take 
advantage of the strengths of each channel.

To prepare your engagement strategy, you’ll need to 
work on your content marketing strategy first—for that, 
check out the “Content Marketing Strategy” chapter of 
this guide.

The next component of social media 
marketing is engagement.

This is the most straightforward use of social media, but 
also the one that most companies get wrong.

You’ll use social media channels to build an audience by 
sharing interesting and relevant content.

This doesn’t mean continually broadcasting how 
awesome your product is.

No one wants that.

Social media engagement is deeply connected to your 
content marketing strategy.

Instead of thinking like an advertiser ( just pushing your 
product), you need to think like a publisher or media 
company—that means your engagement goal is to 
create and share content that people actually enjoy 
and want to consume.

There is no one-size-fits-all formula for this, and you 
should ignore anyone claiming to have this cool “trick” 
or “hack” for creating engaging social media content.

To figure out what works for your company, you’ll need to:

1. Understand who your target persona is. For 
example, Airbnb focuses its LinkedIn efforts on 
potential employees and Instagram on guests.

The last component of your social 
media marketing strategy is 
conversion.

This is what differentiates a social media influencer from 
a social media marketer.

Having thousands or millions of followers on your 
accounts will not help your business unless you can get 
a portion of them to become your customers.

Social media is great for building audiences but it has a 
critical limitation for businesses.

Even though you own a social media profile, your 
followers are still “owned” by the social channel.

In fact, most social media channels are purposely built to 
keep users from leaving the platform, that’s why:

 ● There’s no easy way to move all your followers 
from one platform to another

 ● You have no contact information you can use to 
reach out to them directly

 ● Your content’s visibility is subject to the social 
channels’ algorithms

 ● You have to compete for attention against every 
other connection each of your followers have

That’s why your ultimate goal is to turn your social 
audience into website visitors, leads, and customers.

You can convert social media audiences via direct or 
indirect conversions.

Direct conversions are those that happen by directly 
asking your followers to perform an action that will turn 
them into leads or customers.

For example, check out a direct conversion flow by 
Under Armour:

Indirect conversions, on the other hand, consists of 
simply getting your social audience to visit your website 
without necessarily asking them to purchase or submit 
contact information.

Instead, you merely want them to visit so they can 
become part of your remarketing audience, which will 
allow you to target them with ads later on.

For example, check out an indirect conversion flow by 
Airtable:

Remember, conversion is not the only purpose of 
your social channel and trying too hard to convert 
your social audience can be detrimental to your entire 
strategy—you need to balance this with monitoring and 
engagement, otherwise, you’ll come off as too salesy.

Once you’ve developed a plan for each of the 
components of your social media strategy, it’s time to 
pick the channels you’ll use to implement.

https://www.clickminded.com/content-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Passive channels, on the other hand, are 
those in which the users don’t have a specific 
intent—they are just browsing.

For example, Instagram, Facebook, and 
Twitter are mostly inactive channels.

To participate in inactive channels, you’ll need 
to constantly push new content to people’s 
feeds in order to continue getting views, 
engagement, and conversions.

Creating content for passive channels 
requires you to always stay on top of the 
relevant conversations happening in the 
social channel and being able to keep a 
never-ending content calendar going.

Selecting channels requires you to 
understand each channel. To make this easier 
on you, we’ve created a cheat sheet for the 
most popular social channels.

Social Media Channel Selection

This step is about self-control more than anything else.

When you see news articles like this...

...you need to resist the feeling of FOMO that urges you 
to create an account for your business in [insert latest 
trending social media].

New social channels appear all the time and gain 
millions of users overnight—that doesn’t mean it’s a 
good idea to jump in.

Instead, you need to be strategic about the selection of 
the social channels you’ll participate in.

Three simple criteria you can use are:

1. Is your target persona participating in this channel? 

This is pretty self-explanatory. Make sure the people you 
want to reach are actually users of the social channel 
you’re planning to participate in. 

2. What’s the role you’ll play in the channel? Are you going 
to use it for monitoring, engagement, or conversion?

For example, Twitter users tend to expect companies to 
provide some level of support—regardless of whether 
you plan on supporting people via Twitter or not. If your 
company plans on participating on Twitter, you need to 
include monitoring in your channel strategy.

3. What type of content are the users consuming 
and how are they consuming it? Do you have 
the skills and bandwidth to create this content?

Each social channel has been designed around a 
“keystone format.”

For example, Instagram is heavy on high-quality 
photography and video. If you decide to create an 
Instagram account, you usually can’t just use stock 
images with text overlays—you will probably need to 
invest time and resources into producing professional-
looking content.

Moreover, different channels have different consumption 
behaviors: Active vs. passive.

Active channels are those in which the users have 
“intent”. They know what they want to see and actively 
search for it—this is usually the case for Pinterest and 
YouTube.

For active channels, you can create content, optimize 
it for the channel’s search engine and get views and 
engagement for it over time.

This means that you don’t necessarily need to 
continuously publish new content—you might create 
it once and continue getting views, engagement, and 
conversions for years to come.

However, this doesn’t mean inactive channels are any 
easier. You’ll need to invest a considerable amount of 
time in optimizing and getting your content to be at the 
top of those searches.

Just click here to get the cheat sheet.

https://docs.google.com/spreadsheets/u/1/d/1EZAPjS4FyJ0UGV0eGvMkeKIvhqwQgsfFd0GllJocdfo/edit#gid=1803686349?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Creating World-Class 
Social Media Content

Distributing Your 
Social Media Content

I’ve mentioned this several times in this guide already, 
but it’s important I say it again.

Forget about the “text + image + hashtag + link” combo.

It - just - doesn’t - work.

There is no “secret formula” that any company can use 
to create great social media content.

If you want your audience to like, share, and talk about 
your content, you need to understand how a 21st-
century user consumes content online.

Fortunately, you’re one of them.

When was the last time you watched an entire Instagram 
video without scrolling away? Do you check your phone 
while you’re watching Netflix?

You get the point.

Online audience’s attention spans are shorter than 
ever and there’s no shortage of competition for their 
attention.

To create world-class social media content is no 
different to creating a world-class content marketing 
strategy, you need to:

1. Gain a deep understanding of who your target 
customers are (including their desires, wants, 
and needs)—this is called creating target 
personas.

2. Craft simple messaging for each of your 
target personas at each stage of the funnel—
this is called creating single-minded value 
propositions (SMVP).

3. Adapt your message to the right format for each 
social channel—this is called choosing your 
content types.

4. Create content that people want to consume 
AND that helps you achieve your business 
goals—this is called creating attention-grabbing 
content.

Use these resources to get started:

 ● Creating World-Class Social Media Content 
Mini-Course

 ● Read the “Content Marketing Strategy” 
chapter of this guide

Let’s recap what you’ve accomplished so far with your 
social media marketing strategy:

1. You understand the main components of social 
media marketing and crafted plans to cover 
each of them

2. You’ve selected the best social media channels 
to implement your strategy

3. You understand your audience and came up 
with a strategy to create content they actually 
want to consume, that adapts to each channel

Now, you only have one step to go—but it’s a big one:

4. You need to make sure you actually reach your 
target audience

There are three main methods of distribution: Owned, 
paid, and earned.

Owned distribution consists of sending your content to 
your existing audience.

Unless you have a large existing follower base, you 
can’t rely solely on owned distribution.

Paid distribution is exactly what it sounds like—you pay 
to get your content in front of your target audience.

For example, you could leverage a social channel’s 
advertising platform.

Or you could pay someone who already has an 
audience that matches your target to promote your 
message.

To learn more about paid distribution, check out the 
“Digital Advertising Strategy” chapter of this guide.

Lastly, earned distribution consists of getting other 
people to share your content (without the need for 
payment).

The first step to doing this is creating content that’s so 
good people want to share it—which we covered in the 
previous section of this guide (“Creating World-Class 
Social Media Content”).

After you’ve done that, you have to nudge people to share.

For example, you can reach out to influencers you 
mentioned in your content to let them know they’ve 
been included.

You can include social sharing buttons in your content.

Or you can directly ask audiences to share with their 
own network.

A comprehensive social media marketing strategy 
should cover owned, paid, and earned distribution.

https://www.clickminded.com/mc-registration-social-content-creation/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/mc-registration-social-content-creation/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/content-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/content-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/digital-advertising-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide


129128 The Digital Marketing Strategy Guide 
www.clickminded.com

The Digital Marketing Strategy Guide 
www.clickminded.com

Stats: Social Media 
Marketing Metrics

Social media is one of the hardest channels to track and 
measure the impact of.

It’s very easy to get this wrong.

It’s not for the lack of metrics or things to track.

Applause rate is a proxy for how 
successful is your social media content at 
generating a reaction from your audience.

The applause rate can be calculated 
as the total number of likes, favorites, 
upvotes, reactions, or similar 
action over a period of time, 
divided by the size of your 
audience. For example:

Facebook Page applause rate = 
(Total number of reactions on your 
Facebook Posts) / (Number of fans 
of your Facebook page).

An increase in your applause rate 
means that you’re being successful 
at getting your audience to react 
to your content.

Amplification rate is a measure of how 
much your audience is sharing your 
content with their networks.

The amplification rate can be calculated 
as the total number of retweets, shares, 
reposts, repins, or equivalent action over a 
period of time, divided by the size of your 
audience.

For example:

Twitter amplification rate = (Total number 
of retweets on your tweets) / (Number of 
followers of your Twitter account).

This is a great proxy for how much earned 
distribution you’re getting for your social 
content.

Conversation rate is a metric that measures 
how much your audience is responding to 
your content.

The conversation rate can be calculated as 
the total number of comments, replies, or 
equivalent action over a period of time, 
divided by the size of your audience.

For example:

Instagram post conversation rate = (Total 
number of comments on your Instagram 
posts) / (Number of followers of your 
Instagram account).

A high conversation rate means your 
audience is providing feedback on your 
content (either positive or negative). You 
can leverage social channels with a high 
conversation rate to interact more closely 
with your audience.

It’s because:

1. Metrics across social 
platforms (and even across 
different content formats 
within a single platform) are 
not at all standard—which 
makes it hard to make any 
type of apples-to-apples 
analysis (i.e. how do you 
compare a reaction on 
an Instagram story vs a 
retweet?)

2. People tend to focus 
on tracking the wrong 

metrics—sometimes using metrics that don’t 
help them make decisions that move the needle 
for their business.

Avinash Kaushik, a web analytics expert, proposes a 
simple framework you can use to avoid these problems.

Applause Rate

Amplification Rate

Conversation Rate

https://www.kaushik.net/avinash/best-social-media-metrics-conversation-amplification-applause-economic-value/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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All of the metrics so far relate to the users’ engagement 
within social media channels. They are important, but 
they’re not critical. Business metrics, however, are 
critical. 

As a brief reminder, we do not invest in social media 
marketing because it’s trendy. We invest in it, only if it 
has a measurable impact on our business’ bottom line. 

You can do this by tracking traffic to your website 
referred by social media channels.

Here are a couple of examples:

 ● The success of a social media campaign designed 
to drive visitors to a blog post (top-of-the-funnel) 
can be measured by checking the traffic referred 
by posts belonging to that campaign.

Here are some resources to help you get started:

 ● Perfect UTM Tracking Codes For Google 
Analytics

 ● The success of a social media campaign for 
Black Friday sales can be measured by the 
number of sales or revenue generated by social 
media traffic.

To do this, you can use UTM tracking parameters in the 
URLs you include in your social media campaigns—
these will allow you to track the performance of your 
campaigns within Google Analytics.

Business Metrics

 ● Check out the “Website Analytics Strategy” 
chapter of this guide to learn more about 
tracking your business metrics.

Stats: Content Marketing 
Metrics
Power-ups: The Best Digital 
Advertising Tools

Sometimes it feels like there’s a new social media tool 
coming up every day.

If you get too into following influencers and social media 
blogs, you’ll start to feel like you need to have every 
single one of them.

Don’t let the FOMO get you.

These tools will make it easy to gather social mentions 
from many different channels—some will even help you 
respond to them directly.

 ● Google Alerts: Even though this isn’t a tool 
designed specifically for social media, you can 
use Google Alerts to get regular notifications for 
mentions of specific keywords that appear on 
Google’s index.  
Check out Google Alerts

 ● Hootsuite: Among its many features, Hootsuite 
allows you to create “streams” to consolidate 
mentions of specific keywords across several 
social channels. Plus, you can easily reply to 
mentions and assign to different team members. 
Check out Hootsuite

Especially because some tools will promise to help you 
dramatically grow your social media presence.

Don’t pay attention to this. Your strategy is much more 
important than the tools you use, and there isn’t a single 
tool that will make or break your social strategy.

If you’re getting started, this is our recommended stack 
of tools:

Social Monitoring Tools

 ● Buffer: Another comprehensive social media 
management tool. Buffer’s Reply product 
consolidates social media mentions and makes 
it easy to collaborate with a team to respond. 
Check out Buffer

https://www.clickminded.com/utm-tracking-codes/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/utm-tracking-codes/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/website-analytics-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/website-analytics-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.google.com/alerts?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://hootsuite.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://buffer.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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These tools will help you create and distribute your 
social content.

 ● BuzzSumo: Creating content people like is 
much easier once you know what the most 
popular content already out there is. BuzzSumo 
makes it easy to find which content has been 
shared massively on social media and which 
influencers have helped to achieve that. 
Check out BuzzSumo

 ● Canva: If you’re not a designer, Canva can help 
you quickly put together beautiful design assets 
for your social posts. Their library of templates 
makes it easy not to mess up if you, like me, 
lack an eye for design. 
Check out Canva

 ● Hootsuite: Offers an advanced platform to 
manage your content library and schedule 
it to Facebook, Twitter, Instagram, LinkedIn, 
Pinterest, and YouTube. 
Check out Hootsuite

Social Content Tools

 ● Buffer: Includes a super user-friendly platform 
to schedule content for Facebook, Twitter, 
Instagram, LinkedIn, and Pinterest. 
Check out Buffer

 ● MeetEdgar: Another scheduling tool with a big 
differentiator—MeetEdgar includes a feature 
to automate “continuous posting” to continue 
sharing your evergreen content on your social 
channels even if you reach the end of your 
content queue, which saves you time in trying to 
continually add new posts to share. 
Check out MeetEdgar

 ● Sumo: Although not exclusively a social media 
tool. Sumo is a great tool to easily add social 
sharing buttons to any website—making it easy 
for your visitors to share your content on social 
media. 
Check out Sumo

Helpers: Great social 
media Marketing People 
And Blogs to Follow

Unfortunately, everyone and their mom claims to be a 
“social media marketing guru” these days - yet many 
of them are incapable of using social media to grow a 
business.

We’ve put together a list of people and blogs you can 
actually trust:

Plus, as a general rule, it’s a great idea for you to follow 
companies doing really well on social media and trying 
to reverse-engineer their strategies and tactics. 

These are some of our favorite ones:

Melyssa Griffin: Melyssa has 
managed to build a successful 
business by leveraging blogging 
and social media. She’s a 
Pinterest and Instagram expert 
and usually shares great tactics 
on how to succeed in those 
channels. 
Check out Melyssa’s blog

Foundr: Even though it’s a site 
focused on entrepreneurship 
and online business, the Foundr 
team has put together some 
excellent resources on Instagram 
marketing. 
Check out the Foundr blog

Social Media Examiner: Social 
media changes faster than any 
other digital marketing channel. 
With Social Media Examiner, 
you can stay up-to-date with 
everything that’s going on. 
Check out Social Media Examiner

Sumo Blog: This blog covers 
many topics of digital marketing 
and building a business. It 
includes some of the most 
comprehensive and actional 
social media marketing case 
studies. 
Check out the Sumo blog

Airbnb (Instagram): 
Their efforts on Instagram have 
earned them several awards, 
including “best brand on 
Instagram” for several years. 
Follow Airbnb on Instagram

Austen Allred (Twitter): 
A great example of a startup 
founder leveraging his 
Twitter presence to build his 
company’s brand and amplify 
success cases. 
Follow Austen on Twitter

Scott’s Cheap Flights (Twitter): 
This small company manages to 
constantly create content their 
followers love engaging with—
which is no small feat. 
Follow Scott’s Cheap Flights on 
Twitter

Buzzfeed (Facebook): The classic 
example of a brand thriving on 
social media. Whether you like 
their content or not, Buzzfeed’s 
success in Facebook can’t be 
questioned. 
Check out Buzzfeed on Facebook

https://buzzsumo.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.canva.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://hootsuite.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://buffer.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://meetedgar.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://sumo.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.melyssagriffin.com/topics/social-media/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://foundr.com/blog/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.socialmediaexaminer.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://sumo.com/stories/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.instagram.com/airbnb/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://twitter.com/austen?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://twitter.com/scottsflights?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://twitter.com/scottsflights?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.facebook.com/BuzzFeed/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Quickstart Guide: Launching 
Your First Social Media 
Marketing Strategy

Like with any digital marketing skill, practice is the only 
way to get really good at social media marketing.

Moreover, having a portfolio of successful social media 
campaigns will make it a lot easier for you to find work, 
clients, and grow within the industry.

When you’re a beginner, you have three options to get 
hands-on experience:

 ● Use social media marketing on your own 
business. If you already have a business, you 
can simply use what you’ve learned to grow it.

 ● Start your own social media account, and try to 
use it to achieve a business goal (sales, traffic, 
users, etc.)—you don’t necessarily need to start 
a business, but you could become an affiliate 
and refer traffic to earn a commission. This is a 
great way to get started because you’ll have the 
freedom to experiment as much as you want.

 ● Also, a great alternative is to find a business 
who you can help with social media marketing 
and that will give you access to publish on their 
social accounts. With this option you will have less 
freedom to experiment and but you might not 
need to start building an audience from scratch.

Once you have this figured out, use the following 
framework to get started:

1. Finish reading this guide, of course.

Outcome: You will have a solid foundation of 
how social media marketing fundamentally 
works—plus, the final section of this guide 
will help you avoid some common pitfalls for 
beginner social media marketers.

2. Set up social listening for your 
brand name and related terms (e.g. 
common misspellings, product 
name, competitors’ brands, 
founder’s name) using Google 
Alerts and Hootsuite’s free plan.

Outcome: You will have a 
simple way to collect and 
respond to relevant mentions in 
social media. This is the bare minimum you have 
to do for any social media marketing strategy.

Avoid These Social Media 
Marketing Traps

There are some mistakes we consistently see most new 
social media marketers make.

These can set you back or slow down your progression 
and prevent you from achieving meaningful business 
results.

We made a quick guide so you can avoid these:

This is a small one—but it’s so common, it deserved a 
place in our guide.

Beginners tend to worry too much about posting at the 
best possible time or using the right hashtags to get 
more visibility.

This can lead to spending a ton of time researching 
things that don’t matter.

I’ll be super direct here: Mediocre 
content is still mediocre regardless of 
when you post it and which hashtags 
you use.

Your time is much better spent working on having a 
solid strategy and producing good content.

Social media channels are designed to get their users to 
spend as much time as possible using the app.

They use many tactics to do this—among them, is the 
creation of metrics that gets their users excited.

You should avoid falling for these metrics as a social 
media marketer.

Vanity metrics are those that seem to make you feel 
good about yourself but don’t really matter in terms of 
generating business results.

Some common examples of vanity metrics include 
number of followers, having a verified account, and 
“Reddit gold”.

I talked about this in the channel selection section of 
this guide, but it’s worth repeating.

You will see a new social media channel appear and get 
millions of downloads and users overnight.

You will be bombarded by blog posts about why 
you absolutely NEED to participate in this new social 
channel and how you’re missing out if you don’t.

You need to 
resist the urge 
to jump in a 
participate right 
away.

Instead, stop to 
think whether it 
really makes sense 
for your business 
to jump in.

Worrying too Much About 
“Best Times to Post” or 
“Best Hashtags”

Vanity Metrics

New Social Channel 
FOMO

3. Select 1 or 2 channels to participate in. Don’t 
pick more than that—use the social media 
channel selection cheat sheet.

Outcome: Starting with a narrow focus will make 
it easier to grow and engage an audience.

4. Research your target audience, design a 
communication strategy (check out the 
“Content Marketing Strategy” chapter of this 
guide and our Social Media Content Mini-
Course), create a social media content calendar 
(check out our social media content calendar 
template), and schedule your content using 
Hootsuite or Buffer.

Outcome: You will be able to create content 
your social audience actually wants to consume 
and engages with.

5. Periodically, attempt to convert your social 
audience into website visitors, leads, users, or 
customers. Remember to use UTM-tagged URLs 
so you can track traffic within Google Analytics 
and attribute conversions back to your social 
campaigns.

Outcome: You will learn how to leverage your 
social media presence to generate business 
results.

6. Track applause, amplification, conversion 
rates every week or month. Plus, analyze the 
business performance of social media traffic.

Outcome: You will get a better understanding 
of the type of content works best at generating 
engagement and conversions.

https://docs.google.com/spreadsheets/d/1EZAPjS4FyJ0UGV0eGvMkeKIvhqwQgsfFd0GllJocdfo/edit#gid=1803686349?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://docs.google.com/spreadsheets/d/1EZAPjS4FyJ0UGV0eGvMkeKIvhqwQgsfFd0GllJocdfo/edit#gid=1803686349?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/content-marketing-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/mc-registration-social-content-creation/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/mc-registration-social-content-creation/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/social-media-calendar/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/social-media-calendar/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/utm-tracking-codes/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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The Website Analytics 
Strategy Guide8

Learn how to massively increase 
traffic and sales with a powerful 
analytics strategy.

World Map: What is 
Web Analytics?

When digital marketing 
started, it promised to do 
something that traditional 
marketers couldn’t do:

Understand how their 
efforts helped the business’ 
bottom line.

I’m sure you’ve heard the 
phrase: “Half the money 
I spend on advertising is 
wasted; the trouble is I 
don’t know which half.”

That was going to change.

Digital marketers had 
access to an unprecedented amount of data, which 
allowed them to know exactly which of their campaigns 
did and didn’t work.

This new type of analytical marketer was trained to use 
data to make better business decisions.

Except this didn’t really happen. 

It’s true that digital marketers use more data than what 
was traditionally available…

...but when it comes to understanding the bigger picture, 
things look more like this.

I say this from experience—I was a digital-marketing left 
shark for longer than I care to admit.

The problem is that a lot of digital marketers don’t really 
understand web analytics.

Web analytics is the process of 
tracking, understanding, and making 
data-driven decisions that generate 
business growth.

If you’re not doing those three things (track, understand, 
and act), you’ve only scratched the surface of what you 
can achieve as a digital marketer.

This guide will teach you EXACTLY how to do this, even 
if you have zero web analytics experience.

https://www.google.com/search?q=left+shark&oq=left+shark&aqs=chrome..69i57j69i60l5.1646j0j7&sourceid=chrome&ie=UTF-8?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.google.com/search?q=left+shark&oq=left+shark&aqs=chrome..69i57j69i60l5.1646j0j7&sourceid=chrome&ie=UTF-8?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Strategy: How to Create 
a Powerful Web Analytics 
Strategy From Scratch

I don’t know about you, but the first time I opened up 
Google Analytics, I was terrified.

It’s intimidating! 

I thought I was going to have all the data I needed to 
make sense of what was going on in my business... 

...but things didn’t work out like I thought they would.

Expectation: At my fingertips, I was going to have data 
to understand exactly who my website visitors were, 
where they were coming from, and what they were 
doing on my site.

Reality: I curled up into a ball, cried, and didn’t open 
Google Analytics again for several months.

For the longest time, I had web analytics PTSD.

The thing is that there is SO MUCH data in Google 
Analytics, I didn’t know where to get started.

I would go into Google Analytics rabbit holes trying to 
make sense of what was going on and come out several 
hours later feeling like I hadn’t learned a single thing.

After talking to dozens of digital marketers, I’ve learned I 
wasn’t the only one with this problem.

The biggest challenge with web analytics is getting past 
the overwhelm that blocks you from extracting insights 
from your data and making decisions that grow your 
business.

Fortunately, there is a solution:

Instead of trying to track and make sense of hundreds 
of metrics at the same time, you can get massive results 
for your business by relentlessly focusing on 5 or 
fewer metrics.

If you’re just getting started, you can do this by following 
this framework:

1. Learn how web analytics tracking fundamentally 
works

2. Understand the AABC of analytics

3. Create a measurement plan

4. Implement the measurement plan

Let’s dig into each of these next.

Many digital marketers make the mistake of jumping 
into web analytics without understanding how website 
visitors are tracked.

This is a little bit technical, but you don’t need to be a 
developer to understand it.

On the flip side, if you take the time to learn this, 
everything will be 10x easier down the line.

How a web analytics tool like Google Analytics works 
can be summarized in three basic steps:

1. Data collection

In order to use Google Analytics, website owners or 
webmasters need to install a tracking code on their site.

This code collects visitor interactions happening on that 
site like pages visited, clicks on specific elements of the 
page, or even purchase transactions.

Understand How Web Analytics Tracking Works

An important element of the tracking code is being able 
to tell one visitor from another. For example, whether 
two pages were visited by a single user or different 
ones.

To do this, the tracking code stores a small snippet of 
code, called a “cookie”, in each of your visitor’s browsers 
(e.g. Google Chrome, Firefox, Safari, etc.)

You can think of this cookie as a name tag that has an 
anonymous but unique name on it that’s associated with 
a specific browser.

2. Data transmission

Next, the tracking code sends the interaction data along 
with the information it has about the user to Google 
Analytics.

3. Data processing

Finally, Google Analytics takes all the data it received, 
calculates metrics, and presents the data in the form of 
reports.

These reports are what you see when you log into your 
Google Analytics account.
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The first time you open Google Analytics, it can be hard 
to make sense of all the reports and metrics presented. 

Fortunately, these reports are organized in helpful 
groups:

 ● A - Audience

 ● A - Acquisition

 ● B - Behavior

 ● C - Conversion

The AABC groups map metrics and reports in a way that 
makes it easier to analyze the performance of your sales 
funnel.

Behavior reports teach you what your visitors do 
once they are on your site. This data is important to 
understand the middle and bottom of your funnel.

This includes reports like the most popular landing and 
exit pages or the most common behavior flows within 
your website.

Conversion reports show how important conversions 
happen on your site. You will use this data to analyze 
the middle and bottom of your funnel.

This includes reports about goal conversion rates, 
revenue, or sales per product.

Understand the AABC of Analytics

(For a refresher on sales funnels, read the “Sales 
Funnels Strategy” chapter of this guide.)

Audience reports include metrics about who your visitors 
are, which can help you define your target persona.

This includes data like age, gender, location, language, 
and interests.

Acquisition reports tell you where your visitors 
are coming from. This is helpful in analyzing the 
performance of the top of your funnel.

This includes reports about the sources of traffic or 
performance of specific campaigns (e.g. Facebook Ads).

Conversion reports show how important conversions 
happen on your site. You will use this data to analyze 
the middle and bottom of your funnel.

This includes reports about goal conversion rates, 
revenue, or sales per product.

Take some time to get familiar with the different reports 
within each group. 

You don’t need to understand or even dig deep into 
each of them yet, but having knowledge of what’s 
available in the tool is fundamental for the next step of 
creating a web analytics strategy.

https://www.clickminded.com/sales-funnel-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/sales-funnel-strategy/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Create and Implement a Measurement Plan

This is where things start to get interesting.

Your measurement plan is a simple document that 
will allow you to have a relentless focus on what truly 
matters for your business.

By implementing your measurement plan, you will be 
able to quickly determine the health of your entire 
business in a few minutes, identify when something is 
wrong, and even figure out if campaigns are having a 
positive impact…

...all things that could take hours if you didn’t follow this 
framework.

To create a measurement plan, you need to go through 
four steps:

1. Define your business goals

2. Identify proxies for those business goals

The first step is to figure out what the business’ most 
important goals are.

Since you’re creating a measurement plan for your sales 
funnel, you’ll determine the most important goal for 
each stage of the funnel.

You’re only allowed to choose one goal per stage of the 
funnel.

For our example business, Farrah’s Flower Delivery, 
these will be our goals for each stage of the funnel:

 ● Top-of-the-funnel goal: Increase visibility and 
awareness of our business within the US

 ● Middle-of-the-funnel goal: Acquire leads of 
people interested in flower delivery

 ● Bottom-of-the-funnel goal: Generate sales

 ● Monetization, retention, and love goal: 
Increase customer loyalty

3. Choose KPIs to track performance

4. Create relevant segments

If this is the first time creating a measurement plan, you’ll 
create this for your sales funnel.

Let’s go through each of these next and use an example 
of a business offering delivery of flower arrangements 
in the US—we’ll call this business “Farrah’s Flower 
Delivery.”

If you want to follow along, click here to get a copy of 
our measurement plan template.

We’re just getting started but, if you’re following along, 
your measurement plan should look like the image 
below.

Most business owners focus too much on just the 
bottom-of-the-funnel goal: Sales or revenue.

If you did this, you’d know when sales go up or down, 
but it would be hard to figure out why.

By mapping a goal for each stage of the funnel, you get 
the full picture of the health in your business. 

This way, you can fix problems (like a drop in the 
number of leads collected) before it even starts to 
noticeably hurt your bottom line.

Define your Business Goals

https://docs.google.com/spreadsheets/d/1FQrpG2HVzG0t24x-dQM8RRgAlkz67c9dC-KW6WFVzK0/edit?usp=sharing?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://docs.google.com/spreadsheets/d/1FQrpG2HVzG0t24x-dQM8RRgAlkz67c9dC-KW6WFVzK0/edit?usp=sharing?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Identify Proxies for Your Business Goals

Now that you picked your most important business 
goals, it’s time to find proxies for each of them.

Business goals are big aspirational objectives—because 
of that, they are also sort of vague.

After all, you can’t really measure “visibility” or 
“customer loyalty”. 

Proxies help you solve this “vagueness” problem.

Proxies are actions or events that happen on your 
website that help you translate those objectives into 
something measurable.

For example, a proxy for “visibility” could be how much 
new traffic your website gets; a proxy for “loyalty” could 
be the number of repeat customers.

To keep this simple, stick to a maximum of two proxies 
per business goal.

If we try to find proxies for our example business, Farrah’s 
Flower Delivery, we might get something like this:

 ● Top-of-the-funnel goal: Increase visibility and 
awareness of our business within the US

Proxy: Traffic from new visitors

 ● Middle-of-the-funnel goal: Acquire leads of 
people interested in flower delivery

Proxy: Email signups

 ● Bottom-of-the-funnel goal: Generate sales

Proxy: Sales/purchases

 ● Monetization, retention, and love goal: 
Increase customer loyalty

Proxy: Repeat purchases

Our measurement plan now looks like the image below.

It can take some creativity to figure out proxies for 
business goals but, with time, you will get better at 
doing this.

Just like the previous step, picking proxies will force you 
to focus on getting your website visitors to perform just 
a few events or actions—if anything is not on the list, you 
shouldn’t spend time or resources on it.

At this point, you’ve written down your most important 
business goals and identified proxies that make it easier 
to measure those goals.

Now is the time to assign KPIs to each proxy.

KPIs allow you to translate actions on your site (a.k.a. 
proxies) into metrics you can easily find and read with 
Google Analytics.

In other words, you’re translating words into numbers.

For example, let’s say you want to measure “email 
signups”.

If you have a form on your site where users can input 
their emails to sign up for your newsletter or download a 
freebie, there are a couple of ways you could do this:

 ● You could track the number of visitors who click 
on a button to submit the form

 ● You could track the number of visitors who visit 
the thank you page after submitting the form

Either of these is a good KPI for email signups because 
you can easily set these up and view them on Google 
Analytics.

To keep this simple, you should stick to a maximum of 
three KPIs per business goal.

If we were to pick KPIs for our example business, 
Farrah’s Flower Delivery, we might get something like 
this:

 ● Proxy: Traffic from new visitors

KPI: Number of new visitors

KPI: Percentage of new visitors

 ● Proxy: Email signups

KPI: Visits to the email signup thank you page

 ● Proxy: Sales/purchases

KPI: Total revenue

KPI: Number of transactions

 ● Proxy: Repeat purchases

KPI: Customer lifetime value

KPI: Average number of transactions per user

If you’re following along, your measurement plan will 
look something like the image below.

Your KPIs remove a lot of uncertainty around whether 
or not you’re hitting your business goals—if you want to 
know how your business is doing on a specific stage of 
the funnel, all you need to do is open Google Analytics 
and check a couple KPIs.

Choose KPIs to Track Performance
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Create Relevant Segments

At this point, you’ve come up with business goals, 
identified proxies for those goals, and came up with 
KPIs that make it easy to measure success in Google 
Analytics.

If you’ve gotten this far, you already have a better web 
analytics strategy than 99% of the businesses out there.

Congrats!

With that said, this last step is what will get you to the 
very top of that 1% of web analysts.

Segments are a method to single out or exclude specific 
groups of visitors during your analysis of the data.

Not every website visitor is the same. Within most 
websites, you’ll find:

 ● Mobile vs. desktop users

 ● New visitors vs. returning visitors

 ● Customers vs. non-customers

 ● Paid traffic vs. organic traffic vs. social traffic vs. 
email traffic

 ● Visitors interested in specific types of products

 ● Visitors in different stages of the funnel

And these are just a few.

Segmenting your visitors allows you to uncover trends 
or insights that you might’ve otherwise missed because 
you were only looking at an aggregate of all your data.

For example, you could find that mobile users purchase 
more often than desktop users. Or maybe current 
customers are getting stuck at a certain point of the 
buying process.

Segments are not specific to a business goal, but rather 
ways to analyze your entire business through the lens of 
a specific group of website visitors.

If we were to pick segments for our example business, 
Farrah’s Flower Delivery, they might look something like 
this:

 ● Segment #1: Mobile users

 ● Segment #2: Most valuable visitors (e.g. visitors 
who viewed the checkout page but didn’t 
purchase)

 ● Segment #3: Visitors referred by digital 
advertising campaigns

 ● Segment #4: Existing customers

If you’re following along, this completes our 
measurement plan and it should look like the image 
below.

Your measurement plan doesn’t just simplify how you 
think about analytics, it also forces you to focus all your 
digital marketing efforts.

 ● If a campaign you’re running doesn’t directly 
or indirectly impact the metrics on your 
measurement plan, then maybe that’s a sign you 
shouldn’t do it.

 ● If, on the other hand, you find yourself spending 
a lot of time and resources trying to improve a 
metric that’s not in the plan, then you should 
think about whether this metric should substitute 
another that is in the measurement plan.

Once you have your plan, it’s time to implement it so you 
can easily keep track of these things inside of Google 
Analytics.

In some cases, you’ll be able to easily find your metrics 
in Google Analytics without needing to set up anything 
else.

For example, this is the case for metrics like users, new 
users, % new users, bounce rates, or pageviews.

In other cases, you might need to set up custom events 
or Google Analytics goals.

Sidenote: When we mention Google Analytics goals, 
we’re not referring to the business goals in your 
measurement plan. Google Analytics defines “goals” 
as actions or events that measure how well your site 
or app fulfills your target objectives. In the case of your 
measurement plan, you can choose to set up some of 
your KPIs as Google Analytics goals.

For example, if your measurement plan includes KPIs 
like button clicks, session time, purchases, or pages per 
session you will have to set these up manually.

Once you’ve set these up, Google Analytics will 
automatically calculate some other helpful metrics like 
conversion rate per goal or revenue per channel.

This is perhaps the most technically challenging part of 
your web analytics strategy. However, we’ve created a 
detailed walkthrough to help you with that:

 ● Check out the Google Analytics Tracking SOP

Once you’ve set up your KPIs, it’s time to create a 
few segments, to learn how to do that, check out this 
resource:

 ● How to Create Google Analytics Advanced 
Segments (Step by Step)

If you’re stuck, read this blog post to get inspiration on 
segments you could create:

 ● 10 ways to segment website visitors using 
Google Analytics

Finally, you should track every effort your company 
makes to drive traffic to your site, which will allow you to 
identify campaigns and analyze their performance. You 
can do that by using UTM parameters in your campaign 
URLs.

 ● Perfect UTM Tracking Codes For Google 
Analytics

That’s it! You’ve created and implemented a 
comprehensive measurement plan for your entire sales 
funnel. 

This simple and powerful framework will allow you to 
focus on what really matters and use data to make 
better decisions and grow your business.

Once you’ve nailed this one down and are confident 
you are tracking what truly matters, you can start 
implementing the same framework to specific areas of 
digital marketing.

For example, you can use the measurement plan 
framework to evaluate any specific digital marketing 
channel: Content marketing, email marketing, digital 
advertising, SEO, and social media.

Implement your Measurement Plan

https://docs.google.com/document/d/124nLx6tUZaXI4Lzl3PCZc37abbOLmCMwREDeXd0wy5A/edit?usp=sharing?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.monsterinsights.com/how-to-create-google-analytics-advanced-segments/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.monsterinsights.com/how-to-create-google-analytics-advanced-segments/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.smartinsights.com/google-analytics/google-analytics-segmentation/segmenting-google-analytics/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.smartinsights.com/google-analytics/google-analytics-segmentation/segmenting-google-analytics/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/utm-tracking-codes/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.clickminded.com/utm-tracking-codes/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Stats: How to Read Web 
Analytics Reports

Making sense of all the reports 
within Google Analytics can be 
very challenging at first.

Explaining each one in detail would 
make for a very long and boring read.

I’m not going to do that to you.

Instead, we’ll do something better.

We’re going to teach you a 
couple of basic principles that 
will allow you to easily make 
sense of everything all by yourself (without the need to 
memorize dozens of definitions).

Metrics and dimensions are the two building blocks of 
Google Analytics reports.

Simply put, dimensions are qualitative variables (things 
that can’t be counted or added up) and metrics are 
quantitative variables (those that can be counted and 
added up).

 ● Examples of dimensions: Location, gender, 
URLs, product name

 ● Examples of metrics: Number of users, number 
of page views, revenue, conversion rates

“Teach a man to fish,” right?

You need both dimensions and metrics for web 
analytics to be actionable.

Without dimensions, metrics would just be numbers 
without context. Without metrics, dimensions would just 
be lists of items.

In most cases, you’ll see your dimensions in the left 
column of tables and metrics on the right side of it:

The Difference Between Metrics and Dimensions

There are dozens of Google Analytics metrics. 
Fortunately, you don’t need to memorize exactly what 
each of them mean or how they are calculated.

Instead, you can make sense of most metrics by 
understanding the three fundamental metrics of Google 
Analytics: Users, sessions, and pageviews.

 ● Users: A metric that measures how many users 
have visited your site.

 ● Sessions: A metric that measures how 
many times users have visited your site and 
performed actions within a specific timeframe 
(click here to learn more about how Google 
Analytics tracks sessions).

 ● Pageviews: A metric that measures how many 
times pages on your site have been viewed.

Sounds simple, but let’s dig in a bit deeper to 
understand this.

Let’s say we have the following scenario of a user 
coming to your site over several days:

On day 1, a user named Tommy visited your site once 
and viewed your homepage.

In this case, the math is really simple. There is one user 
(Tommy), one session (a single visit), and one pageview 
( just the homepage). 

On day 2, Tommy visited your site once again and 
viewed your homepage, a blog post, and a sales page.

Still pretty straightforward, right?

Day 2 has one user (Tommy), one session (a single visit), and three 
pageviews (the homepage, the blog post, and the sales page).

But what’s interesting is what happens when Google Analytics 
presents totals. 

Sessions and pageviews are added up, but users aren’t. 
That’s because Google Analytics knows (thanks to the cookie 
place on the browser) that it’s Tommy who came back to your 
site and not a different user.

That’s why users is a much better metric than sessions or 
pageviews to assess growth in traffic.

Finally, on day 3, Tommy visited your site once in the morning 
and again at night, and viewed your homepage, and five 
different blog posts.

You probably already know what happens. 

Google Analytics will count one user (Tommy), two 
sessions (a visit in the morning and another at night), 
and six pageviews (homepage and five blog posts).

Now, let’s see what happens if another guy, Chris, also 
visited your site over the same period of time:

 ● Day 1: Chris visits your site once and views three sales 
pages

 ● Day 2: Chris didn’t visit your site

 ● Day 3: Chris visits your site and views the homepage

The Three Fundamental Metrics of Google Analytics

https://support.google.com/analytics/answer/2731565?hl=en?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://support.google.com/analytics/answer/2731565?hl=en?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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In this case, the total number of users is added up 
because each of them was identified by Google 
Analytics as a unique user. Plus, all sessions and 
pageviews are simply added up.

Once you understand the differences between users, 
sessions, and pageviews, it will be much easier to make 
sense of other metrics.

For example, after looking at the example above, it’s 
easy to understand the metric “pages per session”, 
which will simply be the average number of pages each 
user views on any given session. In this case, pages per 
session will be 2.3 (14 pageviews divided by 6 sessions.)

Stats: Content Marketing 
Metrics
Power-ups: Web Analytics 
Tools

It seems like there are 20 new tools launched every day 
that promise to make analytics simpler and allow you 
to automagically find insights to massively grow your 
business.

Some of these are dumbed-down versions of Google 
Analytics, and others are way-too-sophisticated tools 
that you don’t need unless you’re an analytics pro 
working at a huge company.

Our recommendation is to avoid these at all costs until 
you’ve actually learned how to properly use the basic 
tools.

Some of the biggest, most profitable companies in the 
world use Google Analytics to inform their decision 
making. I have a funny feeling you’ll be just fine without 
those other tools.

Fortunately, if you’re a beginner, there are only two you 
absolutely need to use:

 ● Google Analytics: The most popular web 
analytics tool in the world. The free version of 
Google Analytics can work for the analytics 
needs of small business all the way up to 
massive companies. 
Check out Google Analytics

 ● Google Tag Manager: This is an essential 
tool to use along with Google Analytics. With 
Google Tag Manager, you can easily install 
Google Analytics on your site and set up custom 
tracking without the need to touch a single line 
of code. 
Check out Google Tag Manager

Lastly, if you find a metric you don’t understand, you can 
simply find the definition and more information about it 
directly inside of Google Analytics:

Helpers: Great Web 
Analytics Experts And 
Blogs to Follow

Discussions and blogs about web analytics tend to get 
very technical very quickly, which can make it really hard 
for a beginner to get into this discipline.

Fortunately, some people do the work of creating great 
content that helps beginners and experts alike to make 
sense of web analytics.

Here are some of our favorites:

Avinash Kaushik: Perhaps the 
most well-known web analytics 
expert in the world. He has 
written blog posts that ended up 
becoming fundamental to how 
people think about web analytics. 
His content is not highly technical, 
but rather very strategic and easy 
to digest. 
Check out Avinash Kaushik’s blog

Jeff Sauer: Another one of our 
favorite web analytics experts 
out there. Jeff is an analytics 
consultant and instructor whose 
content tackles complicated 
topics and makes them easy to 
understand for beginner and 
intermediate web analysts. 
Check out the Jeffalytics blog

Google Analytics Help Center: 
If you are having problems 
understanding how a particular 
aspect of Google Analytics works, 
this should be the first thing you 
check. The Google Analytics 
team has spent years building a 
massive documentation library 
that covers most of what a 
beginner may need to properly 
use the tool. 
Check out the Google Analytics 
Help Center

Measure School: If you are 
looking for easy, up-to-date video 
tutorials on anything related to 
Google Analytics or Google Tag 
Manager, you’ll most likely find 
that Julian from Measure School 
has already created it. 
Check out the Measure School 
Youtube Channel

Simo Ahava: If you’re looking 
for more advanced content on 
Google Tag Manager and Google 
Analytics, you should check out 
Simo Ahava’s blog. It’s not an 
easy read for beginners, but we 
can’t tell you how many times 
we’ve run into a problem with 
our Analytics implementation and 
found the exact solution within 
Simo’s blog. 
Check out Simo’s blog 

https://marketingplatform.google.com/about/analytics/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://marketingplatform.google.com/about/tag-manager/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.kaushik.net/avinash/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.jeffalytics.com/blog/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://support.google.com/analytics#topic=?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://support.google.com/analytics#topic=?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.youtube.com/channel/UClgihdkPzNDtuoQy4xDw5mA?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.youtube.com/channel/UClgihdkPzNDtuoQy4xDw5mA?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
https://www.simoahava.com/?utm_source=downloadable&utm_medium=pdf&utm_campaign=dm-guide&utm_content=20190315-notset-dm-guide
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Quickstart Guide: Becoming 
a Web Analytics Expert in 
Record Time

Like with any digital marketing skill, practice is the only 
way to improve your skills as a web analyst.

When you’re a beginner, you have three options to get 
hands-on experience:

 ● Create an analytics strategy for your own 
business. If you already have a business, you 
can simply use what you’ve learned to grow it.

 ● Find a business with an existing website that’s 
getting traffic, that will allow you to help them 
with web analytics and give you access to their 
website data (maybe this is a business you 
already work for, a friend’s company, or a small 
business in the place where you live.)

 ● If you can’t find an existing business to help, 
you can also start your own website or blog 
and try to get traffic—we don’t recommend this 
route for beginner web analysts because it will 
take some time before you get any meaningful 
data to analyze.

Once you have this figured out, use the following 
framework:

1. Finish reading this guide, of course.

Outcome: You will have a solid foundation of 
how web analytics fundamentally works—plus, 
the final section of this guide will help you 
avoid some common pitfalls for beginner web 
analysts.

2. Install Google Tag Manager. Check out this 
guide learn how to install Google Tag 
Manager on a 
Wordpress site.

Outcome: You 
will be able to 
easily install the 
Google Analytics 
tracking code on 
any site and set up 
advanced events 
and conversions 
with the need to 
touch a line of code 
or hire a developer.

3. Install Google Analytics. Check out this guide 
to learn how to install Google Analytics tracking 
using Google Tag Manager.

Outcome: Pretty obvious, right? You need 
Google Analytics to execute what you’ve 
learned on this guide.

4. Create a sales funnel measurement plan for the 
business. Check out the “Strategy” section of 
this chapter to learn how to do that (and get a 
simple measurement plan template.)

Outcome: You will have a simple document 
that clearly outlines the most important goals, 
proxies, KPIs, and segments for the business. 
You will use this to simplify your analysis and 
focus on what truly moves the needle.

5. Implement the measurement plan. This 
walkthrough on setting up Google Analytics 
events and goals will help with that.

Outcome: You will have set up your Google 
Analytics account to track exactly the metrics 
that matter for your business.

Traps: Avoid These 
Web Analytics Traps

Analytics is a difficult subject for many people and there 
is a lot of information out there for a beginner to digest.

This can lead to you making mistakes or spending a 
lot of time trying to understand stuff that aren’t really 
helpful to you.

We’ve made a list of the most common traps for 
beginners—so you can avoid them.

Many analytics experts love to get super technical—
sometimes way too much so. 

This is not meant with bad intentions. Many of the companies 
they deal with have very complicated systems in place that 
require obscure and highly technical implementations.

When you subscribe to a bunch of analytics newsletters, it’s 
normal to feel overwhelmed by a lot of the content and afraid 
that you’re messing something up.

However, if you’re just getting started, it’s better to just stick to 
the basics—you’ll naturally learn more advanced stuff as the 
need arises.

Rule of thumb: If something is way too complicated for you to 
understand after reading this guide, it’s probably too niche for 
you to worry about right now.

It’s very easy to open up Google Analytics and go down 
a rabbit hole while trying to figure out why something 
happened.

This is fun and something we encourage doing—it’s a great 
way to learn more about web analytics.

However, you should avoid doing this every time you look 
at the data.

In general, you should do regular checks (daily or weekly) 
on the metrics included in your measurement plan and do 
deep dives more sparingly (monthly or quarterly.)

This will allow you to discover trends and insights that 
cover more significant periods of time as opposed to 
getting stuck trying to figure out why a specific changed 
from one day to the next.

People have emailed us saying this so often that we had to 
include it here.

It happens a lot with people trying to implement analytics for 
brick-and-mortar businesses (those that have a website), non-
profits, or businesses that don’t sell directly through a website 
(in-person coaching, consulting, medical, etc.)

As long as you plan on using your website to generate 
business results, you can use the framework explained on this 
guide.

 ● If you don’t make sales through your site, then 
track another meaningful conversion like booking a 
consulting call, requesting a quote, or scheduling a 
meeting that does happen on your site.

 ● If you don’t make sales at all, like non-profits, then 
you can track donations instead (it’s pretty much the 
same principle.)

Don’t get stuck because your specific case is “different”. If you 
just use a little creativity, I’m pretty sure you can figure it out. :)

This is a big one.

A lot of people tend to focus too much on metrics that make 
them feel good but that don’t really have a meaningful impact 
in the business.

These are called vanity metrics.

Things like raw traffic, social shares, or number of pageviews 
are common vanity metrics.

That’s one of the benefits of sticking to a measurement plan—
to avoid vanity metrics and focus on metrics that matter.

Overly-Technical 
Advice

Trying to Always do a 
Deep Dive into the Data

Thinking Your Business 
is Different and You Can’t 
Use This Framework

Vanity Metrics
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