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‘Finally! Someone has broken down the very complex industry 
of Digital Marketing! I hope that every college assigns this 
book to first year marketing and business students and that 
everyone who is currently in marketing reads it to understand 
that digital marketing is not just advertising online. I know I’ll 
be sharing it far and wide.’

Tara Hunt, digital marketing agency owner, social media 
pioneer, and author of The Whuffie Factor 

‘I found this book equal parts enjoyable and useful. It 
comfortably traverses altitudes between the higher-level 
strategic concepts that underpin everything marketers do for 
brands, while providing real, actionable data and advice for 
someone looking to have a successful career in the field. This 
guide is as useful to an experienced marketer wanting to learn 
about new tools and develop new ways of approaching their 
work as it is for someone considering becoming a marketer 
as they enter the workforce or make a career change. That 
versatility and easy voice made it a pleasure to read, and 
the insights in the book made it a useful learning tool for 
marketers at any level.’

Adam Sohn, Vice President Communications,  
Lockheed Martin Space 

‘A handy companion book for anyone looking to gain a 
marketing qualification or embark upon a successful career in 
marketing in our digital age. Our fast-evolving industry needs 
a constant stream of fresh talent to create tomorrow’s winning 
campaigns. With this book as your guide, the next great digital 
marketer might be you.’

Allister Frost, Founder and Managing Consultant,  
Wild Orange Media Ltd 

‘This title is a must read for those making the transition 
between traditional marketing practices to digital marketing, 
and those working with or managing digital marketers. It 
provides great insight into the fast-paced environment and the 
terms used in the day to day life of a digital marketer, as well 
as key formulas required to deliver an analytical approach to 
this discipline. You’ll get an excellent foundation of knowledge 
from this book.’

Jemma Davis, JeMarketing, Freelance Marketing Expert 
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This book is for Steve, and Jason – who keep us dancing through the 
rain…
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PREFACE

If you have ever persuaded someone to try new food, then you 
are a marketer. If you have convinced them to watch a new 
genre of film, then you are a marketer. Could you convince 
someone that the hot new fitness wearable is well worth 
trying, get them to buy the wearable and persuade their 
friends to buy the device too? If you can do this, not only have 
you delivered a successful marketing campaign but you have 
success metrics to measure your activities and you have 
created an influencer for the product. 

Digital marketing uses a similar technique. Online marketing 
has the potential to persuade potentially thousands of people 
to try the new food, watch the film or buy the fitness wearable. 
Fundamentally the processes are the same. You are persuading 
people to do what you want them to and ensuring that they like 
you in the process. If you are interested in exploring digital 
marketing opportunities then this is the book for you.

This book covers the many aspects involved in being a digital 
marketer; from planning to strategy, platforms to analytics, 
role types and professional development. It will also delve 
into the skills that are required as a digital marketer and how 
the digital marketing role takes different shapes at different 
companies. In some cases, at some organisations, the digital 
marketer needs to be a jack of all trades. 

Before early career professionals and marketing graduates 
embark upon their digital marketing journey or start to plan 
their digital marketing strategy, we would suggest that they 
read this book to understand the myriad opportunities that 
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are available to the aspiring digital marketer. From traditional 
outbound marketing, to taking advantage of the Internet of 
Things (IoT), the role of digital marketer has never been more 
creative, with scope for innovation and opportunities to utilise 
new technical developments. The possibilities for marketing 
are almost endless. The book will also cover and explore entry 
points to the digital marketing career. 

If you come to this book already familiar with the traditional 
marketing principles of customer acquisition and engagement, 
taste making and influence, campaign and conversion – 
then digital marketing will be an expansion of your skills 
and expertise into the digital realm. And for some in hard-
hitting sales-driven commercial sectors, it may be the only 
way to keep your job or rise within the marketing profession. 
In the digital age, marketers must stay abreast of digital 
developments in the field as competitors use these new 
channels and approaches to lure customers away from your 
service or product.

Many developments in digital marketing are built on social 
media, which has evolved into a fundamental requirement for 
web marketing through the rise of platforms such as Twitter, 
Facebook, Instagram, Pinterest – popular destinations for 
affinity groups, families, friends and potential customers to 
gather and share information.

Just as you might put a notice on a pub or supermarket notice 
board that you are looking to buy (or sell) a lawnmower, give 
away an old sofa or sell those old baby items that have been 
cluttering up the spare room, social media platforms offer 
spaces for people to exchange goods, recommend services 
and products to others, communicate and bond with one 
another. These social networks of people can also create 
momentum for products, just as word-of-mouth was often a 
small businessperson’s best friend. 

The other strength of social platforms is their ability to share 
content – and when that content goes viral, so too does its 
creator’s underlying message. These social media moments  
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PREFACE

have become more powerful than advertising and often 
much cheaper. Now, corporate brands find they must use 
the techniques of organic influence within social marketing 
channels to find and recruit customers into the fold. 

Then of course there are websites specific to reviews and 
recommendations – Yelp, TripAdvisor, OpenTable, Amazon, 
Trustpilot, Rotten Tomatoes and Revue, to name a few.

Even if the digital marketer does not have a technology degree, 
they must familiarise themselves with the technology that 
underlies these new channels, to enable them to make the 
best use of them. 

This book can help to support a corporate transition from 
traditional to digital marketing activities. It can help in 
enhancing existing marketing activities, even if digital 
marketing is already being used. It can enable you to maximise 
efficacy and reach of digital channels or social networks, and 
it can aid in improving customer relationships and interactions 
through digital media. Many small businesses will use digital 
as an entry into advertising and this book can be used as an 
aid for those taking their first digital steps before moving into 
more complex multi-channel approaches. It will also support 
digital marketers with examples of good practice, guidelines, 
industry standards and templates.

However, without an effective monitoring and reporting 
strategy in place, all the marketer’s efforts might come to 
naught. We want to stress that you should fully explore and 
understand the assorted opportunities that are available. With 
measures in place to track, monitor and fully assess the digital 
effect, you will be sure of digital marketing success.

BOOK STRUCTURE

This book will try to encompass as many aspects of the digital 
marketing role as possible and will try to provide a balance 
between being too basic and too detailed.
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Chapter 1, ‘Overview of the Digital Marketing Field’, discusses 
the differences and similarities between digital marketing and 
other marketing approaches as well as the changing landscape 
that caused this new role to be introduced across business. 
It sets up essential digital marketing concepts, including a 
basic understanding of tools, measurement concepts and 
an overview of best practices for brand, targeting, content 
strategy (a pillar of digital marketing) and engagement.

Chapter 2, ‘The Role of the Digital Marketer’, sets out to show 
the specific skills and approaches required as the digital 
marketer interacts with other business disciplines and with 
the external community of social influencers directly. Unlike 
traditional marketing, which afforded a greater distance 
between marketer and consumer, digital marketers must 
often work directly with the customers they look to influence. 
They must often be more technology-savvy and technology-
driven than traditional marketers, and these role distinctions 
will be covered in depth.

What kinds of tools, methods and techniques should a digital 
marketer master and continue to improve upon? That nuts 
and bolts answer is detailed in Chapter 3, ‘Tools, Methods and 
Techniques’, which acts as a survey of the field at the time 
of publication as well as an evergreen analysis on how to 
handle the urgency associated with new types of tools and 
platforms. Within each business you serve, you will need to 
establish digital marketing processes and frameworks for 
handling content, creative agencies and integrations with 
other marketers in the firm. You will need to offer stakeholders 
frequent updates on how a campaign is going and coordinate 
across departments to achieve marketing goals. This chapter 
digs into the daily rhythm of digital marketing work, and while 
every employment situation will be different, it will likely 
require some or all of the practices mentioned in this chapter.

Chapter 4, ‘Next Steps for the Digital Marketer’, looks ahead 
to the career path that continued development of those skills 
identified in Chapters 2 and 3 offers. This chapter discusses 
role variations, from entry level to senior director, from  
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PREFACE

specialisations like search engine marketing to broader 
entrepreneurial roles. 

The ‘A Day in the Life of a Digital Marketer’ case study chapter, 
Chapter 5, includes a fictional narrative of how a digital 
marketing intern might interact with various mentors and 
colleagues inside a business. Carl’s daily rounds and quizzing 
of various professionals are drawn from examples within the 
business experiences of the two authors, so while not a case 
study in the traditional academic sense, it is the easiest way 
to communicate in real terms the multi-faceted day-to-day 
reality of a digital marketer.
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1 OVERVIEW OF THE DIGITAL 
MARKETING FIELD

This chapter introduces the broad category of digital marketing 
and positions this within the professional marketing field. It 
emphasises recent technological platforms as marketing 
channels and discusses how to take advantage of advances 
in marketing analytics. The chapter also includes the bridging 
of old and new marketing concepts.

These are fundamentals upon which the book will build its 
premise: exploring the digital marketer role and its many 
facets.

TRADITIONAL VS. DIGITAL MARKETING 

Let’s start this chapter by looking at traditional marketing vs. 
digital marketing. 

Firstly, think about all the ways businesses have traditionally 
reached out to their customers (or potential customers) to 
create brand awareness or bring about a sale. 

Take a look at the examples below, ranked in order from free 
to most expensive:

1. Word-of-mouth. A satisfied customer can often be 
the best advertising.

2. Favourable mention in a community bulletin, such as 
a church or school newsletter – possibly in relation 
to a charitable or joint project with those institutions.
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3. An organic club or community of product users 
arises – think book club, motorcycle or car club and 
so on. 

4. Favourable mention in a newspaper or on television 
or radio as the product is talked about in the news 
or the founder of the company is interviewed by the 
press.

5. Paid advertisement in a newspaper, radio ad or 
television.

6. Paid endorsement by a celebrity or person of status 
in a media channel.

7. Presence in a physical location – a stall at a 
community Sunday market, space in a consignment 
shop, all the way up to an ongoing storefront in an 
expensive location.

Now, think about how these translate to the digital realm – 
sometimes they are cheaper and sometimes they need more 
work (the physical realm has physical costs and limits on 
how many messages can come at a human being, but digital 
channels have no physical limits other than the user’s attention 
span). 

1. Word-of-mouth. A new customer can hear about 
your product or service from their friends through 
a digital channel they have already opted into – 
such as Facebook, Twitter, Instagram, Pinterest or 
Snapchat. Because this recommendation, like the in-
person word-of-mouth counterpart, relies on social 
ties, it can be very effective as the speaker on your 
behalf already has the potential customer’s trust. 

2. Favourable mention in a community publication. 
In this case, recommendation of your product on an 
online forum where like-minded people gather (think 
car enthusiasts, followers of certain rock bands 
and so on) works a bit like word-of-mouth. Forum 
users are usually familiar with each other and self-
selected as people of like mind on consumption 
of specific content or other topics. Trust is higher  
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 than an interruptive advertisement because a 
recommendation is embedded in a topic that the 
users already care about. 

3. Community. One of the best outcomes for a product 
is that an online community arises around your 
product or service itself. In this case, fans of your 
line of gadgetry, home repair techniques or other 
examples of your product will be discussing your 
product with each other. While this does create an 
obligation for you to deal with customer support 
issues and hear complaints about your product 
or service, this kind of community creates fertile 
ground for you to offer previews, exclusive content 
tutorials, discounts and announcements of new 
products or services members will want to buy right 
away.

4. Earned media. This kind of publicity can work against 
a company, as when a flaw in a product is discovered 
or some scandal with the business leaders arises, 
but it is marketing that the company does not have 
to pay for directly and digital marketers will be 
looking to maximise positive outcomes here. 

5. Paid media. This includes marketing channels such 
as Twitter, Facebook and YouTube with the aim of 
raising awareness of a product, acquiring customers 
or converting people to a sale. Online channels could 
report engagement and if instrumented properly, 
conversion, with high precision. So, money must 
be spent here but it is possible to understand how 
successful or problematic that spend is ahead of 
time. Careful pilots and monitoring of analytics from 
the campaign assist with this. 

6. Celebrity endorsement. To use this approach, the 
digital marketer will need cash, early assessment 
of whether the celebrity or influencer is the right fit 
for the target audience of your product and careful 
fine-tuning of the contract or relationship. 

7. Digital presence. Here, ongoing digital presence 
translates to digital channels and locations where  
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 your customers can be immersed in your brand and 
message, as well as order your products or services. 
This is where you make your digital stamp upon the 
world and well-informed consumers will look you 
up, for example, ‘does this business have a website?’, 
‘can I email someone at the business to set up an 
appointment?’, ‘can I book an appointment online?’, 
‘can I purchase their product without leaving my 
house?’ Such a presence may include shopping cart 
technology so people can pay for your product or 
service.

The digital marketer will need to take on the challenge of 
mixing and matching these techniques in a way that best 
supports their business. For example, some businesses may 
have customers that are not on broad social media platforms; 
some businesses may have customers in a demographic that 
heavily uses one digital channel and not another (think game 
walkthroughs on YouTube or Twitch) and some businesses 
may find their customers are in transition from traditional to 
digital means of communication. 

The seismic marketing shift

The key changes between traditional and digital marketing 
over the past few years fall into these categories:

1. Speed from concept to execution. What might take 
months traditionally, for example, a magazine 
going to press, can take days digitally, for example, 
an online publication highlighting the marketing 
message.

2. Democratisation of taste making – where once it 
was the designers and fashion critics solely holding 
forth on what New York or London or Paris said were 
the trends, now Instagram, lifestyle Pinterest boards 
and fashion blogs command as much or more social 
cachet of taste making.

3. Enhanced analytics – with technology platforms 
able to give deeper analysis automatically of what  
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 users are doing online, the digital marketer can now 
know their customers more accurately than they 
ever could in the analogue world.

4. Higher emphasis on relationship and community-
building – while in other eras it might have taken 
years for word-of-mouth and geographic barriers 
to be overcome for a business, now the internet 
allows businesses to have paying customers at a far 
remove. Social discourse online now needs active 
management of brand or product perception on a 24 
hours a day, seven days a week basis.

5. Rapid change in the customer landscape – what is 
signal today may become irrelevant noise tomorrow. 
Digital marketers must continually keep abreast of 
technology advances and public sentiment shifts as 
the online conversations continue.

Changes in basic approach and the marketer role

How has this seismic shift in marketing played out? Let’s 
look first at the expectations and basic skills of the traditional 
marketer and then compare that with those expected of digital 
marketers. 

Digital marketers, coming on the heels of traditional marketers, 
get to make use of techniques from both worlds (and should, 
since their target audiences may live in both spaces). 

Traditional
In the past, traditional marketing skills encompassed such 
areas as creating a marketing plan with messaging, value 
propositions and key goals that could be broken down into 
separate strategic initiatives and then further into action plans. 
Once the marketer was focused on a promotional marketing 
initiative and broke that further into its components or action 
plans, they would need the skills to address the following 
tasks:

1. Testing the proposed message or branding on focus 
groups or simply ad hoc customer groups that  

5Buy the complete book: www.bcs.org/books/digitalmarketer



DIGITAL MARKETER

 could be depended on to give critical and necessary 
feedback. Since this message drives the content, 
knowing that it resonates first is best before actually 
creating the meat of the campaign.

2. Strategising and executing on creative collateral, 
including:
a. Copywriting for magazine and newspaper 

advertisements.
b. Working with media professionals to create 

radio or TV broadcast ads.
c. Making use of designers and layout professionals 

to create stunning brochures or other such 
conference booth materials.

d. Understanding effective pitch language for direct 
mail advertisements and the demographics of 
paid mailing lists.

3. Working by oneself or with a team, executing the 
actual delivery of the creative materials to the 
specifications of the advertising industry, conference 
or in-person presentation requirements or getting 
collateral to mailing distributors.

4. A traditional marketer, while not an accountant, still 
has to account for every expenditure and understand 
the finances within a marketing strategy, such as:
a. Controlling and accounting for campaign costs: 

how much a coupon or in-store discount could 
be before it started cutting into the business, 
how much it costs to obtain a new customer, 
whether a campaign approach is effective, how 
much a buy-one-get-one-free offer encourages 
repeat business and so on.

b. Understanding the limitations of a company’s 
budget and the importance of this campaign 
within the company’s goals. For example, as a 
start-up or a sole proprietorship gets going, less 
is known about what will be effective for it and 
its customers. The company may need more 
marketing in the first year compared to one year  
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 later, and it may need to spend more to set the 
baseline for further optimisation. 

c. Understanding any seasonality that affected the 
ability to promote. So, for example, you would 
not try to make waves in the news for your 
product launch if you knew that the nation’s 
focus would be on that week’s football match, 
and it would be hard to get them to pay attention 
to other, non-football related concerns. 

Digital marketing 
Digital marketing still needs a lot of the same thinking as 
traditional marketing, but technological advances make a lot 
of things easier to research and deliver. Digital marketing also 
builds more upon relationships – as interactions in the digital 
world can be easier to track, it becomes easier to understand 
what your customers respond to. 

For example, to test a brand message or product idea, a 
business could get feedback on social media – through a 
Facebook page or Twitter account, asking for information 
from customers and the public for free. While not as scientific 
as a research study, for someone like a hairstylist or shop 
proprietor, finding out when most of their customers would 
like them to be available (Saturday evenings or Sunday 
evenings, for example) delivers real benefit. Supportive and 
engaged customers, once you win their trust, are often the best 
advocates for your business and can help you to understand 
how to make more money from them if you create and nurture 
the proper relationship. 

If you are trying to design appealing logos or graphics to 
distinguish a business, there are online marketplaces of 
design freelancers where you can peruse their offerings while 
still working conceptually to nail down your own approach. 
You can surf the web, finding competitors and studying their 
online approach to content and presentation, and search for 
marketing appearances. YouTube is an endless source of 
videos by both personal and business creators, some using 
only their phones or cheap podcasting equipment to make 
compelling viral videos. 
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And finally, because the digital attention span of humans does 
have limits, a digital marketer will be able to make use of digital 
marketing analytics tools to understand the effectiveness of a 
campaign, often in real time. Most search engine and social 
media platforms that take paid advertising have dashboards 
that explain how effective a reach your marketing had, how the 
ads were targeted and how long it took until the spend limit 
was reached. 

OUTBOUND AND INBOUND MARKETING

Marketing can be outbound or inbound; let’s look at this.

Outbound marketing

Outbound marketing, especially if you are new to the field 
of marketing, is what you think of most as a consumer. A 
company or person reaches out to you in several ways to get 
you to buy their goods or service through advertising, phone 
calls, door-to-door flyers, direct postal mailings and so on. As 
the consumer, this kind of marketing may seem interruptive 
or a side-product of a consumer society with leisure time. 
The business places their brand or advertisement in the 
consumer’s context, where they think their customers are, 
and without the customers expecting to see their message; for 
example, surprise takeover or creation of a small art gallery 
in London to sell your goods or promote your service, or a 
billboard placed on a road in Montana in the United States. 

Roughly speaking, the process is:

1. Create a campaign that appeals to as broad an 
audience as you can (to increase the chances of 
hitting your customer).

2. Time the campaign to capture attention in a certain 
venue, place or context (ads on the subway, flyer in 
the home letterbox).

3. Determine from the volume of sales or service 
bookings during and after the campaign whether it 
worked.
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4. Start up a new campaign again as you decide you 
need more customers.

Inbound marketing

Inbound marketing, by contrast, is a term coined by HubSpot 
chief executive officer (CEO) Brian Halligan, but identical 
in principle to the ideas put forth by Seth Godin in his book 
Permission Marketing (1999).1 Godin felt that the most effective 
methods of marketing got the customers’ buy-in or consent. 
Other US marketers, including HubSpot, have promoted the 
‘get found’ approach. In the digital realm, a digital marketer 
creates and provides content for a company blog, podcast, 
ebook or email list that the interested customer can sign up for. 
With such an approach, the business is making it worthwhile 
for the customer to find and engage them.

To attract customers, you offer something of value (usually 
content) for free, closely aligned with your brand, and you keep 
doing it continually: a blog, an online seminar, engagement in 
social media, live chats on Twitter. You are wooing them rather 
than trying to do a hard sell at once.

Once you have attracted the right kind of customer, you must 
convert them to align with your brand. Ideally this is the 
exchange of promised value from the attraction phase – you 
send them a free ebook on home repair for example, to get 
their email address for your marketing list. Or they watch your 
free podcast to understand how to do something that is in their 
own interest and, in the process, see how your product helps 
them achieve their goals. 

The ‘close’ is the opportunity to market to the customer again 
and repeat the sale or repeat the wooing to make them even 
more delighted with your company or brand. Marketing to 
customers who have bought something becomes easier 
because now you have a relationship and, if pleased with your 
product, they will want to know the next time it goes on sale, 
gets an upgrade or an updated version is produced.
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Inbound marketing is ongoing and analytical. Instead of the 
traditional beginning and end of a campaign, the marketing 
becomes part of the company’s lifestyle and infrastructure. 
The digital marketer is the one who helps the company at all 
stages of this inbound marketing process, including analysing 
if and how much the strategies are working. 

MEASURING AND ANALYSING

Whether the digital marketer serves themselves as a business 
owner, helps a charitable organisation or is part of a corporate 
digital team that works on behalf of a large organisational 
division, they will need to consider carefully how they measure 
their success and how they will study the landscape to ensure 
proper targeting and uptake of their content. 

Considering the measurement needs and tools of 
measurement at the beginning of the process of creating a 
digital campaign helps to keep the campaign itself oriented to 
the right goals, and ensures that if something goes wrong or a 
course correction is needed there are signals and opportunity 
to do so. 

Because of the opportunity for real-time measurement on 
many social media platforms and advertising platforms, 
digital spend can also be one of the most effective uses of 
money – given that the digital marketer is able to course-
correct a failing campaign right as it is detected. Real-time 
measurement can also show differences between platforms 
in their performance, and the digital marketer can adjust 
accordingly.

In Figure 1.1 there are some basic concepts of traditional 
marketing success measurement, adapted to the digital age. 
As technology changes, the precise terms for each platform 
may vary but the marketing concepts and principles will be 
constant. 
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Figure 1.1 The marketing funnel
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REACH AND ENGAGEMENT

Reach is essentially what the audience for your marketing 
content is on a perfect day. It describes the best upper bounds 
of your campaign. Obviously, the extent to which people are 
exposed to your campaign will depend on multiple factors – 
the marketing channels or platforms that you used to deliver 
the message, consumer preference or interest that day and 
how well executed the content and campaign itself was in 
reaching its ideal recipients.

Organic reach is the amount of exposure your campaign would 
field without spending any money – the people who already 
follow your blog and read it daily, the number of normal 
visitors to your website, the number of people who do a search 
and find that your business is ranked at the top through sheer 
relevance. Often, marketers need to enhance their reach to 
target new customers and encourage their loyalty, so organic 
measures will not go far enough.
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Reach is described in multiple ways depending on the nature 
of the campaign. Reach can be earned or viral (a social media 
personality praises your company without thought of payment 
for example, or a video created by a fan goes madly viral on 
YouTube) or paid (if so, the advertising platform has multiple 
ways to ensure that you get the reach you paid for and that it 
is targeted properly). 

Reach must be evaluated in terms of your goal (see the 
marketing funnel in Figure 1.1). If all you want is awareness, 
the higher the number of people who are exposed to your 
message and your brand the more successful you are. 
If your aim is to have them sign up to be emailed your 
newsletter, get them to call the salesperson or buy your 
product online, then sheer numbers of random people will 
not work. Targeted outreach, exposing only those you really 
are likely to get as customers, is more efficient and will save 
the digital marketer time and money. Remember, everything 
in addition to organic reach costs your company something 
out of the marketing budget – so additional mechanisms to 
amplify your reach for free (viral spreading of your videos 
on YouTube, word-of-mouth) help. Also, careful examination 
of the advertising platform metrics, demographics and 
approach before signing on to expand the campaign’s reach 
in a certain direction is wise. As a digital marketer, the 
company will be relying on your analytical skills as well as 
intuitive understanding of the customer to make sure the 
reach you pay for is the right reach.

Engagement is the next goal, after attaining proper reach to 
your campaign. The customer has seen the message: how did 
they react to it? Ideally, they took the action you requested in 
the call to action part of your message or their perception of 
your brand shifted for the better. Answering back on social 
media, signing up to follow your social media accounts and 
making a purchase are all good signs of engagement for the 
digital marketer. At the end of the day, reaching potential 
customers will not be enough – the digital marketer looks for 
the customer to reach back. 

12 Buy the complete book: www.bcs.org/books/digitalmarketer



OVERVIEW OF THE DIGITAL MARKETING FIELD

GOOD PRACTICES

Digital marketing, dependent as it is on ever-changing 
technology platforms and the tastes of a changing population, 
is a field that will see best practices continue to evolve. 
Where in an earlier decade, digital outreach might have been 
innovative if it used video or Facebook giveaways, for certain 
markets they may seem de rigueur or even too commonplace 
to be worthwhile. Like all marketing, digital marketing must 
work to outpace fad and fancy, and instead work diligently to 
predict and manage outcomes. Still, organising principles and 
best practices still exist within digital marketing and can be 
used whatever the campaign, whatever the season.

Brand

Whilst a brand, especially an older one, may have been 
established outside the digital realm, it is imperative that 
digital marketing efforts are consistent with the personal 
brand of the proprietor or aligned with the corporate brand 
of the business. A brand is not a static concept: actions taken 
on behalf of the brand alter the brand, just as the brand’s 
influence and expectation-setting among customers highly 
influences how they will hear the digital messages. Digital 
marketing is most effective when it supports intrinsic brand 
continuity and authenticity, even if the work it is doing is to 
shift customers’ perception. Without a coherent framework to 
tell the story, digital marketing can fail. Part of that framework 
is the branding established by the firm.

Digital marketers should always work to:

1. Focus their brand. For consultants, shop proprietors 
or others who make their living by being their 
brand, admonitions around presenting a focused 
and authentic presence are even more firm. Just 
as you would find it hard to have a conversation 
with someone who seemed scattered, moody, 
unpredictable and sometimes not even the same 
personality type, so do customers have difficulty in 
parsing a scattered brand. 
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2. Determine brand boundaries. Yes, as a human being 
the business owner is complex and as a consultant 
may have several specialties and skills to offer. Yes, 
the personal brand for that individual needs to be 
selling all those skills. But the customers interacting 
with that individual need to feel they are talking to 
a person, with a clear professional personality, 
and a tone they can count on to be reasonable. For 
example, the tone of certain tell-all social media 
personalities or lifestyle consultants may be beyond 
the pale of what a dentist or shop owner would want 
to project but for them, because their business relies 
upon this full-frontal candour and their community 
follows them for those disclosures, it results in more 
web traffic or consultations. 

3. Incorporate friendly helpfulness. Often the most 
effective branding strategy for the business or the 
sole proprietor is to incorporate helpfulness into 
the brand. A social stream of constantly useful 
tips, related to the central business, entices people 
to follow whether they use the product or not. 
Conversation with customers about what they 
want to see or how they are using the product and 
offering customer support when things go awry are 
all extensions of the helpfulness you can include in 
your branding and marketing strategies. 

Targeting

Some of the best practices around respectful and accurate 
targeting for your digital marketing campaigns are legal ones. 
If you need to ask for a customer to opt in to your message, 
subscribe or unsubscribe, review personal data that will be 
used in the marketing campaign or give approvals for release 
(as for photo and video likenesses), always do so. It is up to the 
digital marketer to research the laws around permission and 
customer data.

Digital marketing, being based on principles of permission 
and engagement, is most effective when the campaign is  
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compelling to the audience and aimed at the right audience. A 
customer will find an ad for an irrelevant product (golf clubs 
when they are a tennis player for example) more annoying 
and intrusive than a customer whose tastes are matched by 
the ads they see. The digital marketer knows that the public 
has a limited number of hours in the day and a limited amount 
of focused attention it can give to any message at any given 
moment. 

Sometimes, this is best demonstrated in the timing, frequency 
and context of the digital message being shown. 

Targeting as a mechanism for customer delight can backfire. 
Facebook is an expert in targeted advertising (since it 
encourages its users to create comprehensive profiles 
with attributes that its advertisers can utilise across their 
campaigns) but it’s memory posting reminders (such as ‘a 
year ago you became friends on Facebook with this person’) 
appeared tone deaf to customers who had lost a relationship 
or a loved one or pet, and did not want to be reminded of that 
loss. As another example, customers complain about content 
on websites where they get a popup ad or display banner with 
each change of web page – news outlets and general interest 
sites showing a selection of images in a gallery format often 
include different ads with each loaded image, which slows 
down page load times and frustrates users, especially those 
with low bandwidth speeds. 

Improper context might be the most damaging to the brand of 
all. For example, Google had to start a new programme with 
its largest advertisers on YouTube to help them ensure their 
advertising would not appear on videos incompatible with 
their brand values, as opposed to letting their ads run on any 
YouTube video. Activists and community leaders are watching 
and the appearance of popular US brands advertising on the 
controversial US political site Breitbart, as another example 
(even though it was done through an ad network the brands 
had no control over), drove them to pressure many companies 
to remove advertising from that site. 
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Content 

At the centre of all digital campaigns is the content, the actual 
messaging or digital offering that the marketers present to 
potential customers. Like the technology of digital media 
channels and social media, kinds of digital content will expand 
over the years to come. The surface areas and media types 
that will arise for the digital marketer to utilise will grow 
exponentially as our technology-driven lifestyle does. 

Self-driving cars, cooperative driving pool car services and 
shifting modes of public transport may carve out new areas for 
digital marketers to explore. Augmented reality (AR) headsets 
and interactive stores may replace the simpler QR codes and 
interactive graphics in place today. Future customers may be 
wearing chips inside their hands instead of battery-powered 
wearables. Robots may serve us and carry out advertising of 
the future while they do their duties. Still, the digital marketer 
will have to follow key practices for content regardless of the 
format, media type, channel or platform. 

1. Make it engaging. Digital content should be concise, 
clear and catchy. Whether it is a 280-character tweet, 
a video clip, a marketing jingle or an advertisement 
by a robot, the piece of content should be no longer 
than it needs to be. It should clearly convey the value 
proposition of the product or at least the tone the 
product wishes to be associated with. And hardest of 
all, it must be catchy, memorable, delightful – worth 
the cost of the attention the customer has given to 
the content.

2. Viral and shareable. It must be the kind of content 
that people are glad to be associated with. Creating 
this content quality is the challenge of the digital 
marketer and their allies, but it also pertains to the 
form factor. If the average person’s mobile phone 
will not support downloading or sharing a long video, 
then the digital marketer must make it possible 
to share the link to said video. If the message can 
be conveyed in an animated gif instead of a video,  
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 and that gif is small enough to work for people of 
limited bandwidth, the message becomes even 
more effective. 

Twitter has long been an interesting medium for marketers 
– not necessarily always for their campaign demographics 
but because the virality of Twitter is contained in a small 
space. The platform itself has had to do work around photos 
and video and support of animated gifs to expand advertising 
capabilities. But a digital marketer would do well to study 
short-form mediums like Twitter or Tumblr because of the 
message compression and economical use of language 
involved with using them as a marketing platform. 

Engagement 

To create a great relationship with your customers, you need 
to think about the best ways to approach each campaign to 
handle customer engagement. The six Cs that circle your 
relationship and community engagement strategy are 
presented below. They should be easy to control. 

1. Creation: Create specific places for problem solving, 
away from other forms of marketing.
Just as the content needs to be worth spreading to 
others, the digital marketer must plan for the kinds 
of relationship the business should have with its 
customers. Social media channels are a very public 
way for a company to be called to task for not offering 
customer support. If the brand or company does not 
want to be talking about private matters in public, 
they must plan and create channels for escalation 
of technical problems and refunds, preferably away 
from potential customers. 

2. Collaboration: Create the right infrastructure and 
staffing.
Here, the digital marketer must work efficiently 
with the staff on hand such that there are processes 
and templates to expedite customer satisfaction.  
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A set email address, a web contact form, a voicemail 
system that only goes to the start-up customer 
support person’s inbox are all examples of the 
collaboration and infrastructure that may be needed 
to underpin a successful discount campaign or 
marketing giveaway. 

3. Communication: Structure your content for high 
levels of responsiveness.
Strategies must be employed so that a company 
can continue to scale responses to a campaign or 
piece of content while doing necessary business 
tasks, especially if the digital marketer is the only 
member of marketing staff. Using platforms that 
allow for scheduled posts, tweets or other forms of 
publishing can be helpful, as can mobile apps that 
allow a business owner to check the success of a 
campaign while in transit. 

Study your customers’ patterns – do they peruse 
your site on weekends more than weekdays? Careful 
planning also helps: is Tuesday a holiday or special 
buying event for your product and you will need 
extra help managing the incoming social media or 
orders, for example? 

4. Consistency: Pace yourself and be consistent in your 
approach whenever possible.
Until your company has the funds to hire more 
people, it may well be you handling an ever-
increasing customer base, so choose methods of 
work that allow you to scale your customer service 
and lessen context switching. You may set aside 9 to 
10 a.m. as your hour each day for focused answering 
of customer emails and tweets. You are then able 
to work on the business until 4 to 5 p.m. when you 
close out the day having handled other issues that 
arise. You could configure your phone to alert you 
when customers are posting or tweeting at your 
account, and you can maximise your commute by  
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using your phone app to respond while making other 
appointments.

Having said that about consistency, note that: (a) a 
new business may not yet have set patterns; and 
(b) to get a reputation for flawless customer service 
you often need to be alert and responsive as much 
of the time as your customers are online, trying to 
engage with you. In the beginning, you can expect 
an extensive ramp up while you respond throughout 
the day, and only later be able to see patterns that 
enable you to optimise.

5. Customer focus: Set boundaries and respond to 
customers at your best.
The other aspect of this fast-paced lifestyle is 
that you will eventually be working too quickly, 
be physically sick or tired when you should be 
responding to a customer. Ideally, you or your team 
would have already set protocols about what to do in 
an emergency or bad public relations (PR) situation 
and rules about tone and decision making around 
controversial or difficult PR responses. If there is an 
apology to be made in public, on digital media, it is 
better to have decided the course of action, and who 
is the spokesperson, well in advance of the actual 
crisis. 

At your best here means not only buttoned-up, 
thorough, thoughtful and with the best service of your 
customer in mind – it also means authentic. Just as 
you would not appear on your neighbour’s doorstep 
unkempt and undressed, you would also not want to 
hesitate in apologising for how your chickens tore up 
their garden either. A good neighbour would make 
amends; so too would a good corporate citizen. What 
you can say and do may be limited by your legal 
department or company policy, so it is always wise 
to check, but time after time brands get in trouble for 
being too arrogant. Thoughtful, ethical, authentic and 
personable are the better notes to hit. 
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6. Creativity: Find ways of integrating digital with your 
other marketing campaigns.
This integration may be as simple as putting a sign 
up in your shop about a 20 per cent off sale and 
posting on a social media channel that the sale is on 
for today only. It may be as complicated as buying 
TV ads, search engine ads, email blasts on various 
community sites and coordinating five guest video 
blogs and podcasts to centre around the same week. 
Again, the idea is that the digital marketing amplifies 
and expands the reach and reinforcement of the 
message and encourages customer engagement. 

Marketing campaigns that rely on different channels often 
require project management to plan which of the channels 
most time should be spent on (to buy space for an online ad 
or message, to create complicated media assets, to obtain the 
proper time slot, to find or set up the proper relationships and 
so on). Television ads and TV or movie product placements 
may take the longest to bear fruit. Television advertising must 
be produced, slotted and paid for ahead of time through the 
proper industry channels. As movies can be made years 
ahead, product placement in a movie needs to be done while 
the movie (or television show) is in development. 

On the speedier side, you can place last-minute search engine 
advertising or upload your ad for a Facebook campaign in a 
matter of minutes. Here, however, you must strategise wisely 
both in your budget and in your targeting. 

Google and Facebook make use of auction technology – both 
companies are pioneering work in their respective spaces – so 
that often your message placement costs are approximated. 
If more people want the same demographic audience or 
keywords you choose, then you will pay more. 

Again, each channel that is integrated into your campaign must 
be part of the overall execution approach for your message. 
Ideally, your content in one channel reinforces content in 
another channel, so that the message sticks in the users’ minds  
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without becoming annoying, leading them to that all-important 
engagement. Different channels have different audience 
overlap capabilities and these must be carefully considered. 
Is your goal brand loyalty or new customers or both? Is your 
target the folks that crossover between two mediums often?

Documentation

Integrated marketing campaigns need various levels of 
documentation, such as: 

 y a vision document, storyboard, mood board, taste 
chart; 

 y value proposition and message effectiveness testing 
documents;

 y integrated marketing calendar.

A vision document varies by company but it should detail 
the company’s overall requirements for the product to be 
marketed in the campaign. It should showcase the overall 
product in general terms including its mission and value and 
may incorporate such components as a storyboard, mood 
board or taste chart to flesh out more of the concepts and 
guidelines.

The storyboard can be something as simple as a set of sticky 
notes about the customer issues and how the brand can solve 
them. It could be complex, with documentation, graphics or 
videos at every stage of the customer story. Fortunately, each 
part of the story is an opportunity for the digital marketer 
to use topics such as blog posts, social posts or visuals for 
customers. Each step is an opportunity to educate or inform 
the customer, whilst the marketing team move on to the next 
step in the journey. 

A mood board or taste chart is a way of getting at the 
emotional value or flavour of a campaign. It is often a collage 
of words and visual images used to convey the feeling the 
marketing campaign or brand is supposed to convey. Just as  
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many car commercials show the driver on winding roads in 
lush mountainside terrain, mood boards get at the feeling you 
want people to have for your product and not just the details 
of how a campaign might be waged. 

SUMMARY

In this chapter we have examined traditional marketing 
and digital marketing concepts, foundational metrics for 
evaluating success and key approaches to branding, content, 
targeting and engagement that are the cornerstones of the 
digital marketing practice. Throughout the book, we will refer 
back to these concepts in order to discuss the day-to-day 
activities of the digital marketer role and the skills that must 
be continually honed to best serve business needs. 
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