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“Affordable marketing strategies to help your 
business attract and retain new customers.”



Digital Branding
• Business Opportunity

• Why a digital presence matters
• Google© Dominance
• Barriers to Success

• Digital Branding for eCommerce 
• Collaboration for Growth

• Search Engine Optimization (SEO)
• Content marketing
• 10 Must-Have Homepage Elements

• The Customers Journey
• Demand Generation 
• Content Mapping
• Customer Nurture Framework 
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Unlimited 
Business 

Opportunity!
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Too Big To 
Ignore! 
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https://www.visualcapitalist.com/this-chart-reveals-googles-true-dominance-over-the-web/10/4/2021 7
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Your digital influence…
…is your ability to drive action online. When Information about or by you is 
shared online and in real life – and when people are responding to that 
information by commenting, sharing or telling others…THAT’S  DIGITAL 
PRESENCE
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A Strong Digital Presence Matters

@ Positioning & Competitive Differentiation

@ Control of your brand narrative

@ Frame for Customer & Prospect Engagement

@ Stronger Industry Relevance

@ Reputation Management



Reasons to Manage Your Digital Influence

Technology: Has changed how companies and individuals are discovered and perceived

Stakeholders: Clients, employees and others do their research online before making 
decisions

Relationships: Companies can no longer develop and manage their story with just a 
few key influencers

Relevance: Online information is cut and pasted onto many different web pagers over 
time, leaving out-of-date and inaccurate information scattered across the web

Reputation: Issues can appear on multiple digital channels and platforms and stay 
highly visible forever
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Risks to Your Digital Presence..
…are exposures to online threats. Digital risk is the result of what happens to information 
you’ve posted online…what other people are posting about you…and what hostel actors are 
doing with your name, your image, your BRAND online.

Digital risk is a BUSINESS ISSUE, not just a technical one!

RANSOM WARE
CYBER SCAMMERS

MALWARE
CLICK BATE10/4/2021 11



Online Reputation Management

• Acknowledge the Issue

• Apologize

• Provide and Explanation, if Necessary

• Compensate the Reviewer Appropriately

• Invite Reviewer to Discuss the Matter – Offline

https://broadly.com/blog/how-to-respond-to-negative-reviews/ - Script for slide
10/4/2021 12

https://broadly.com/blog/how-to-respond-to-negative-reviews/


Barriers to Digital Marketing Success

• Typical Objections to Digital:

• Not Enough People
• Too Expensive
• No budget to hire
• Competing Priorities
• Lack of Digital Expertise
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•Define digital business 
strategy & goals

•Launch a website that is desirable to 
visit

•Refine messaging 
strategy

•Optimize content for search

•Identify relevant social media 
channels

•Evaluate and Select 
marketing automation platform

•Build database

Crawl
Look Around and Listen

Walk
Connect and Activate

Thrive
Fans Help Lift Your Brand

Run
Engage, Involve and Expand

•Establish social networks

•Quantify and qualify 
audience targets

•Create and build 
relationships

•Increase what works; pull back on 
what doesn’t

•Make content more 
interesting

•Video

•Podcasts

•Webinars

•Apps

•Live and 
virtual events

•Rely on your community for their 
content and ideas

•Nurture them

•Survey

•Best practices in 
customer service 

•New offerings



REI.com –
eCommerce 

Success Story
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REI Force of Nature: 
Campaign Components

• Change the male-dominated imagery of 
people in the outdoors

• $1 million to support nonprofits that 
create opportunities for women in the 
outdoors

• Offer high-quality technical gear and 
apparel for women

• Launch of over 1,000 events designed 
for women
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https://www.youtube.com/watch?v=L6Msz46mqrw&ab_channel=REI

REI: Force of Nature 1000 Events Kick-off Video
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Twitter Facebook Pinterest

Instagram YouTube

REI: “Force of Nature” Campaign - Social Media



REI “Force of Nature” Campaign Outcomes

Gender Equity in Gear and Support

More Sizes for Women

Closing the Gear Gap and Dissolving Gender Labels

Funding Inclusion Efforts

Spotlighting Women
https://www.rei.com/blog/news/force-of-nature-what-reis-
accomplished-since-2017 Their own blog
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Web and Traffic Sources –
Aug 2019 – Jan 2021

https://www.tableau.com/solutions/customer/rei-stays-competitive-clear-customer-insights-personalized-retail-experience

https://1.bp.blogspot.com/-ckr0Gn5iALk/XlLr7QDJj6I/AAAAAAAAHAw/IuYMdxc01oUnyq-SSHRzu8B7KewkvfOQACLcBGAsYHQ/s1600/uno2.png
https://www.tableau.com/solutions/customer/rei-stays-competitive-clear-customer-insights-personalized-retail-experience
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Interest Composition Index

Oregon Trip Planners 7.96% 4.04x

Western Canada 
Skiers and 
Snowboarders

6.11% 4.04x

Social Distancing 
Content Readers 2.96% 3.81x

Elite Cycling Gear 
Shoppers 5.56% 3.73x

Washington Skiers and 
Snowboarders 7.04% 3.72x

Rock Climbing 
Enthusiasts 5.19% 3.50x

Thrift Store Shoppers 4.26% 3.42x

Seattle Trip Planners 7.78% 3.20x

School Closings 
Updates Readers 1.85% 3.01x

North West State Fair 
Visitors 7.59% 2.99x

• REI audience exhibits a variety of 
interests and behaviors.

• As seen, the leading interest for 
the REI audience is Oregon Trip 
Planners.

Composition Percentage: 
The overlap percentage between 
the REI audience & the Interest attribute.

Index:

A comparison of the REI audience to the 
internet population.

REI: Web Visitor Event Interests

https://audiences.dstillery.com/explore/location/REI-4948

https://audiences.dstillery.com/explore/interest/Oregon-Trip-Planners-38992
https://audiences.dstillery.com/explore/interest/Western-Canada-Skiers-and-Snowboarders-38994
https://audiences.dstillery.com/explore/interest/Social-Distancing-Content-Readers-76223
https://audiences.dstillery.com/explore/interest/Elite-Cycling-Gear-Shoppers-48154
https://audiences.dstillery.com/explore/interest/Washington-Skiers-and-Snowboarders-38993
https://audiences.dstillery.com/explore/interest/Rock-Climbing-Enthusiasts-45521
https://audiences.dstillery.com/explore/interest/Thrift-Store-Shoppers-12
https://audiences.dstillery.com/explore/interest/Seattle-Trip-Planners-6322
https://audiences.dstillery.com/explore/interest/School-Closings-Updates-Readers-76224
https://audiences.dstillery.com/explore/interest/North-West-State-Fair-Visitors-61185
https://audiences.dstillery.com/explore/location/REI-4948
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REI: Visitor Content Affinities

The most visited Content Affinity for the REI 
audience is Backpacking.

Composition Percentage:
The overlap percentage between the REI audience 
and the Content Affinity attribute.

Index:
A comparison of the REI audience to the internet 
population.

Content Affinity Composition Index

Backpacking 1.67% 7.86x

Bathrooms & 
Plumbing 0.44% 5.69x

Ohio Universities 0.93% 5.55x

India Cluster 0.56% 5.44x

US Cycling 2.04% 4.80x

Sewing, Embroidery 
& Fabrics 0.56% 4.10x

Oregon News 5.93% 3.91x

Assorted Topics (Tv 
Networks, Birthday 
Cards, Diets, 
Recipes, Humor, 
Gambling)

0.37% 3.87x

Hawaii News 1.11% 3.77x

Homeschooling 0.08% 3.73x

https://audiences.dstillery.com/explore/location/REI-4948

https://audiences.dstillery.com/explore/content/Backpacking-11268
https://audiences.dstillery.com/explore/content/Bathrooms-and-Plumbing-11229
https://audiences.dstillery.com/explore/content/Ohio-Universities-11436
https://audiences.dstillery.com/explore/content/India-Cluster-11395
https://audiences.dstillery.com/explore/content/US-Cycling-11202
https://audiences.dstillery.com/explore/content/Sewing-Embroidery-and-Fabrics-11371
https://audiences.dstillery.com/explore/content/Oregon-News-11895
https://audiences.dstillery.com/explore/content/Assorted-Topics-Tv-Networks-Birthday-Cards-Diets-Recipes-Humor-Gambling-11481
https://audiences.dstillery.com/explore/content/Hawaii-News-11903
https://audiences.dstillery.com/explore/content/Homeschooling-11559
https://audiences.dstillery.com/explore/location/REI-4948
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Location Composition Index

Bonobos 2.17% 12.24x

Patagonia 1.52% 10.85x

Lorna Jane 1.15% 9.75x

Zara 2.28% 8.17x

Anthropologie 6.13% 7.68x

Free People 3.53% 7.31x

Lululemon 5.91% 6.97x

Ann Taylor 2.01% 6.27x

The North Face 1.97% 6.20x

Madewell 2.86% 5.95x

REI: Visitor Product Affinities

The REI audience visits and shops at a variety of 
apparel retail locations.

As seen, the apparel retail location most 
frequented by the REI audience is Bonobos.

Composition Percentage:
The overlap percentage between the REI audience 
and the Content Affinity attribute.

Index:
A comparison of the REI audience to the internet 
population.

https://audiences.dstillery.com/explore/location/REI-4948
https://audiences.dstillery.com/explore/location/Bonobos-49444
https://audiences.dstillery.com/explore/location/Patagonia-5172
https://audiences.dstillery.com/explore/location/Lorna-Jane-5365
https://audiences.dstillery.com/explore/location/Zara-5297
https://audiences.dstillery.com/explore/location/Anthropologie-4981
https://audiences.dstillery.com/explore/location/Free-People-5287
https://audiences.dstillery.com/explore/location/Lululemon-5168
https://audiences.dstillery.com/explore/location/Ann-Taylor-5191
https://audiences.dstillery.com/explore/location/The-North-Face-5170
https://audiences.dstillery.com/explore/location/Madewell-5290


https://blog.hibu.com/what-people-see-on-your-website-anatomy/

11 Must-Have Homepage Elements
1. A Proper Brand Identifier

2. Social Media Integration

3. Clear Navigation

4. Contact Info

5. Calls-to-Action

6. Proof 

7. Benefits and features

8. Supporting Images

9. Awards, Certifications, or 
Associations

10. Blog Highlights

11. ADA Access

https://www.nirmal.com.au/website-homepage-essentials/
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COVID-19 Relief Online Toolkit for Small Business - InterActive Synergy, LLC10/4/2021 27

https://interactivesynergy.com/online-toolkit/




♦Awareness
♦Engagement 
♦Conversion
♦Loyalty
♦Advocacy

Define your 
digital marketing 

goals & KPI’s:

DEFINE GOAL

♦Customers
♦Competitors
♦Digital Trends
♦Current Position in 
the Marketplace 
♦Content Asset 
Inventory

ANALYZE
CONTENT

Analyze & audit the 
following areas:

♦Content Marketing
♦SEO
♦Social Media
♦Pay-Per-Click
♦Website/s
♦Email Marketing
♦Influencers

STRATEGIC 
OPTIONS

Consider options to 
reach your goal Paid, 

Owned & Earned 
Channels:

♦Staff & Talents
♦Outsourcing
♦Budgets
♦Timelines
♦Deliverables
♦Plan B (if needed)

Plan/Manage the 
resources & talents 
needed to execute 

your digital strategy
Effectively:

PLAN 
RESOURCES

♦Content Calendar
♦Campaign Flow 
Chart
♦Reporting Systems
♦Contingencies 

IMPLIMENT

Execute your 
campaigns & ensure 
you have the right 

mix of actions:

Ensure that there are 
ways to track your 
efforts across the 

funnel:

♦SEO Tracking
♦Analytics:

- Social Media 
- Website 
- Email

♦ROAS/ROI
♦Ongoing 
Optimization

MEASURE & 
MODIFY

B2B Digital Brand Marketing Strategy
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EDUCATION                                               SOLUTION                                        VENDOR SELECTION

Problem or vision
Recognition

Thought 
Leadership

Research problem and 
solution 

Solution 
Knowledge

Success stories told by 
satisfied customers

Value Stories

This solution applies to 
our needs

Differentiation 

Business Case

Financial 
Justification

Purchase 

Decision 
Validation

Articles
Social Media Posts

Newsletter 
White Papers

Blogs
Videos

SEO
Events (online/F2F)

Web Navigation
Self-guided Demo
Analyst Reports 

Product Data Sheets

Sales Presentations
Case Studies

Internal Blogs
Press Articles

Customer Feedback
Reviews

Trials
Proof of Concept

Solutions Worksheet
Competitive Analysis

Analyst Reports
Evangelists

Sales Engagement
ROI and TCO Tools

Customized Proposal
Financial Presentation

Executive Briefings
On-site Implementation

User Courses
Up-sell / Cross-sell

IDENTIFY YOUR 
CONTENT FOR THIS 
PHASE OF THE 
CUSTOMER 
JOURNEY.

YOUR ASSETS YOUR ASSETS YOUR ASSETS YOUR ASSETS YOUR ASSETS

Mapping Content to the Modern Customer Journey
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Build & Test Your Messaging Plan – PG-1 
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Build & Test Your Messaging Plan – PG-2
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Customer Nurture Framework

Sales

Customer Svc
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•Define digital business 
strategy & goals

•Launch a website that is desirable to 
visit

•Refine messaging 
strategy

•Optimize content for search

•Identify relevant social media 
channels

•Evaluate and Select 
marketing automation platform

•Build database

Crawl
Look Around and Listen

Walk
Connect and Activate

Thrive
Fans Help Lift Your Brand

Run
Engage, Involve and Expand

•Establish social networks

•Quantify and qualify 
audience targets

•Create and build 
relationships

•Increase what works; pull back on 
what doesn’t

•Make content more 
interesting

•Video

•Podcasts

•Webinars

•Apps

•Live and 
virtual events

•Rely on your community for their 
content and ideas

•Nurture them

•Survey

•Best practices in 
customer service 

•New offerings
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Appendix 
Helpful Resources
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Best Ecommerce Website Builders 2021

7 Best Ecommerce Website Builders for Online Stores | Tech.co 202110/4/2021 36

https://tech.co/website-builders/best-ecommerce-website-builders


eCommerce Training and Education

Fee and Free eCommerce courses 

1. eCommerce SEO Course (Reliablesoft)

2. eCommerce Marketing Course (Hubspot)

3. eCommerce 2021 Course (Udemy)

4. How to Get a Business Online (Google)

5. eCommerce Essentials (SkillShare)

6. eCommerce Fundamentals (LinkedIn Learning)

7. How to Create an eCommerce Store (Udemy)

8. Certified eCommerce Marketing Specialist (Digital 
Marketer)

9. eCommerce Email Marketing (Shopify)

10. Google Marketing Platform (Google)
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https://www.reliablesoft.net/best-ecommerce-courses/#course1
https://www.reliablesoft.net/best-ecommerce-courses/#course2
https://www.reliablesoft.net/best-ecommerce-courses/#course3
https://www.reliablesoft.net/best-ecommerce-courses/#course4
https://www.reliablesoft.net/best-ecommerce-courses/#course5
https://www.reliablesoft.net/best-ecommerce-courses/#course6
https://www.reliablesoft.net/best-ecommerce-courses/#course7
https://www.reliablesoft.net/best-ecommerce-courses/#course8
https://www.reliablesoft.net/best-ecommerce-courses/#course9
https://www.reliablesoft.net/best-ecommerce-courses/#course10


Social Media 
Platform FACEBOOK INSTAGRAM TWITTER LINKEDIN YOUTUBE

Active Users 2.7 billion/day 1 billion/mo. 330 million
260 
million/mo. 2 billion/mo.

Demographic:  By 
Gender 

54% - female
46% - male

51% - female
49% - male

50% -
female
50% - male

43% –
female
57% – male

50% - female
50% - male

Demographic:
By Age

86% - 18-29 
77% - 30-49  
51% - 50-65
34% - 65+

67% - 18-29 
47% - 30-49
23% - 50-64
8% - 65+

38% - 18-29
26% - 30-49 
17% - 50-64
7% - 65+

21% - 18-24
60% - 25-34 
17% - 35-54 
3% - 55+

81% - 15-25 
71% - 26-35 
67% - 36-45 
66% - 46-55 
58% - 56+ 

Avg. Time online 35 minutes/day 53 minutes/day 3.39 min/ per 
session

6.07 min/per 
session

11.43 
minutes/day

Access to platform
96% - mobile 
25% - laptop/ 
desktop

80% - mobile N/A 57% - mobile 70% -mobile

67% - B2Bs 
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https://khoros.com/resources/social-media-demographics-guide


https://www.cheetahdigital.com/blog/designing-modern-customer-journey-mapping-orchestration
https://www.edelman.com/news-awards/cannes-lions-archive

Onboarding- Welcome 
customers with an 

introductory offer and 
next steps

Abandoned cart -
Reminder triggered 

journey based on cart 
and website activity

Winback- Turn a 
previously engaged 

and loyal client back to 
the brand

Post Purchase-
Notifications, 

conditional steps, 
optimized decisions

Anniversary- Date 
based sequenced 

program

Progressive profiling-
Collection of zero and 

first party data for 
better engagement

eCommerce Nomenclature
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WordStream's free SEO keyword research tools

Free keyword tools to help kickstart 
your SEO with zero financial investment:
• Google Trends;

• Keyword Generator;

• Keyword Sheeter;

• Answer the Public;

• Keyword Surfer;

• Keyworddit;

• Google Search Console;

• Questiondb;

• Bulk Keyword Generator;

• Google

• Email Marketing and Marketing Automation Platforms 
are designed to help you create, send, automate and track 
your email campaigns. The link immediately below 
describes the the most popular eCommerce platforms for 
2021. 

• https://khrisdigital.com/best-marketing-automation-
tools-for-small-businesses/

• Article: What is the Cheapest Way to Advertise? - Small 
Business Trends (smallbiztrends.com)

• Ecommerce SEO: Boosting visibility with faceted 
navigation | Slide deck from BrightonSEO (April 2015)

• https://www.slideshare.net/allotmentdigital/ecomme
rce-seo-boosting-visibility-with-faceted-navigation-
slides-from-brightonseo-april-2015

Other Resources eCommerce Resources
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https://www.wordstream.com/free-keyword-tools
https://ahrefs.com/blog/free-keyword-research-tools/#google-trends
https://ahrefs.com/blog/free-keyword-research-tools/#ahrefs-keyword-generator
https://ahrefs.com/blog/free-keyword-research-tools/#keyword-sheeter
https://ahrefs.com/blog/free-keyword-research-tools/#answer-the-public
https://ahrefs.com/blog/free-keyword-research-tools/#keyword-surfer
https://ahrefs.com/blog/free-keyword-research-tools/#keyworddit
https://ahrefs.com/blog/free-keyword-research-tools/#google-search-console
https://ahrefs.com/blog/free-keyword-research-tools/#questiondb
https://ahrefs.com/blog/free-keyword-research-tools/#bulk-keyword-generator
https://ahrefs.com/blog/free-keyword-research-tools/#google
https://khrisdigital.com/best-marketing-automation-tools-for-small-businesses/
https://smallbiztrends.com/2018/04/cheapest-way-advertise.html
https://www.slideshare.net/allotmentdigital/ecommerce-seo-boosting-visibility-with-faceted-navigation-slides-from-brightonseo-april-2015
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