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What do we cover in 
this workshop?

WELCOME!

• Digital Marketing Strategy Stages 

• Create a solid foundation 

• How to increase website visibility 

• Content as a traffic magnet 

• How to convert visitors into leads 

• Offers and landing pages 

• Marketing channels
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UrbWorks  
Online Marketing
We help small and medium size businesses increase their 
conversions through website optimization lead generation.
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Stats & Reports
WRITE A GREAT TITLE HERE
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DIGITAL MARKETING STRATEGY
Outlining
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• What actions are you taking to achieve 

your marketing goals? 

• How do you bring traffic to your website? 

• Which marketing channel is working for 

you now?

Your current 
Digital Strategy?

What is
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• Create awareness and attract strangers to 

your website 

• Engage visitors to drive conversions 

• Use lead nurturing for leads to become 

clients  

• Your clients are your advocates to 

promote your business

Digital Marketing 
Stages

Outlining the
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SOLID FOUNDATION
Create a
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Your Core 
Value Offer

Define

Define your area of expertise/niche 

• What problems do you solve?  

•  What benefits do you offer? 

•  What makes your prospect go: “Yes, I want this!” 

•  What do they care about? 

•  What grabs their attention? 

Your value proposition
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Who is your ideal 
Client?

Understand

Who do you want as a client/who will buy 

your service or product? 

• Who they are? 

• What are their pain points? 

• What do they like, what drives them crazy? 

• Where can you find them? 

• How can you reach them?  

Also try to identify the clients that do not fit 

your customer profile - poor leads
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Client 
Persona Profile(s)

What to include in your

• Company size 

• Title 

• Department/Function 

• Location 

• Age 

• Pain points 

• Goals 

• Where do you find them 

• What is your core message to them?
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What activates your 
Ideal client?

Understanding

• Where are they actively involved 

• What discussions are they having? 

• What are the problems they’re facing? 

• What key words/jargon/terms are they using? 

• What topics interest them? 
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Stats & Reports
WRITE A GREAT TITLE HERE

Build Your Foundation - 15 min

•What is your Core Value Offer? 

•Define your ideal client profile 

•Define the specifics of your ideal client



UrbWorks Online Marketing

15

YOUR VISIBILITY
Start with
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Website  
Visibility on Google

Your

• Paid vs Organic traffic 

• Can people find you when searching on Google/Bing? 

• Are you using the same keywords/terms as your Client 

Personas? 

• Basic Search Engine Optimization (SEO) 

• Include the keywords on all your website pages in 

the content 

• Create a page title and description with keywords 

to each page 

• www.testmywebsite.com, testmywebsite.com

http://www.testmywebsite.com
http://testmywebsite.com
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Google  
MyBusiness

Register with
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Website  
Responsiveness

Your

Test your website on your mobile phone
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Website  
Security

Your
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Website should be your 
conversion hub

Your

• You have 5 - 8 seconds 

• Strong value proposition 

• Use your client language and terms 

• Solutions to your client pain points 

• Visually strong presence 

• Clear and easy to follow structure 

• Information easy to find 

• Contact details easy to find
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Website should be your 
conversion hub

Your

• Each page has a role 

• Visitor journey 

• Call to Action points 

• Focus on conversions 
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CONTENT AS A TRAFFIC MAGNET
GREAT
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Do you 
Remember this?

Hey
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Do you need 
Content?

Why

• Key to driving traffic to your website 

• Key to website leads and conversions  

• Key to fresh material for marketing 

channels 

• Key to brand awareness 
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Do you need 
Content?

Why

Tailored to your Client Persona at every 

marketing stage:  Attract - Convert - Close 

• What conversations are they having on 

different channels? 

• What questions are asked? 

• What posts attract the most responses? 

• Who are participating? 

• What questions have you been answering?
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Content 
Do you need?

What

 Quality over quantity! 

•The carrot -  an offer for a landing page 

• Expert articles 

• Relevant videos 

More value on in-depth knowledge, 

showcasing your expertise, providing 

comprehensive information, be the source of 

valuable information
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Blog 
Article 101

Recommended

 Quality over quantity! 

•  Title + First paragraph  

• Educate 

• Inform 

• Solve pain points 

• Answer 10 most common questions 

• Length, sub-headings, call to action 

• Visuals 

• Share options
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Video 
Content101

Recommended

Whyyyyyyyyyyy?! 

Pro’s 

• Fastest growing medium 

• 80% viewed in silence - subtitles important 

• The camera quality and equipment 

availability 

• Easy to digest 

Con’s 

• Editing 

• Subtitles/captions
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CONVERT VISITORS INTO LEADS
Now
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Conversions are 
Important

Why

• Visitor becomes a lead 

• Contact details 

• More cost effective marketing through lead 

nurturing email campaigns  

Different conversion stages 

• First time visitor - Offer download, 

newsletter sign-up 

• Repeated visits - Register for a webinar, 30 

min consulting 

• Seasoned lead - Face to face meeting
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What is a 
Landing Page

So,

• Landing pages - designed for conversions 

• No menu, no footer - keep the logo! 

• Attention grabbing headline 

• The value offer 

• Use bullet points 

•“Yes I need it!” 

•“This is valuable to me!” 

• A form with a call to action - don’t go crazy! 

• GDPR notice  

• After conversion to a thank you page 

Visitor becomes a lead
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Offer on the 
Landing Page

What to

• Fact sheet 

• eBook 

• Tutorial 

• Brochure 

• Whitepaper 

• Industry report 

• Webinar 

• Access to resources 

• Event registration
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Thank you pages are 
Useful

Why

• Record the conversion clearly 

• Download link (optional) 

• Next offer opportunity (as simple as 

newsletter) 

• Time sensitive material 

• Invite someone else 

• Recommended content 

• Visual appeal 

• Clear and easy to follow structure
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Stats & Reports
WRITE A GREAT TITLE HERE

Your “carrot” offer - 10 min

•What type of content to turn visitors into leads 

•What pain points does it solve 

•Strong content title 

•Type (fact sheet, video, graph, report…) 

• What contact details do you ask?
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ACTIVATE YOUR MARKETING CHANNELS
Promote your content
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Where is your 
Ideal client?

Think

LinkedIn, Facebook 

  

• What platforms 

• Specific groups/topics on LinkedIn, Facebook 

• Specific events 

• Which websites 
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Social Media 
Strategy?

Your

• Does it make sense? 

• What opportunities do you have 

• LinkedIn company page 

• LinkedIn publishing feature 

• News feed 

• Posts 

• Comments 

• Reach out to specific target client 

• Measure the results
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Digital  
Advertising?

Why

• Based on Client Persona profile 

• Accurate targeting 

• Pain points + benefits 

• Speak their language 

• Minimize the wrong audience 

• What topics interest them? 
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Digital  
Advertising?

How

• Google AdWords 

• Facebook ads 

• Instagram ads 

• LinkedIn ads 

• Bing ads 

• General vs specific campaigns 

• Remarketing 

• Tracking and measuring - ROI, CPA 

• Budget
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Email marketing and 
Lead nurturing

Targeted

• Lead nurturing  

• Objective -> client 

• Series of emails - email automation 

• Content 

• Offer 

• Call to action 

• Email vs Newsletter 

• Measured



UrbWorks Online Marketing

45

DIGITAL MARKETING BUDGET
Your
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Digital Marketing 
Budget?

What is my

• The website 

• The carrot offer 

• The time 

• The emails 

• The advertising 

Creating - testing - measuring - improving… 
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Digital Marketing 
Marketing tools?

My toolbox
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Measure and  
Analyze

Don’t forget to

• Google Analytics - free tool 

• Any other platforms and tools  

• Measure the progress 

• Measure results  

• What needs to be adjusted 

• Don’t be blind! 
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What we covered in 
this workshop?
• Digital Marketing Strategy Stages 

• Created a solid foundation 

• Looked at steps to increase website visibility 

• Discovered why content is a traffic magnet 

• Why conversions matter 

• Created your carrot offer 

• Looked at some marketing channels
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COMPANY NAME

1234 Long. Beach 

Los Angeles California

Kristiina Urban

UrbWorks Online Marketing 

kristiina@urbworks.com 

+ 41 79 816 59 20

mailto:kristiina@urbworks.com

