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Digital Business Ireland (DBI) is the voice of
the Irish digital commerce sector. 

Set up in 2019, DBI has a community  of over 3,400
businesses in the organisation and counts Health Stores
Ireland, the Association of Fine Jewellers, County Kildare
Chamber of Commerce, Women’s Inspire Network,
Donegal Women in Business and IPAV among its
membership. It continues to grow its membership
footprint across a wide range of online and digital
businesses to include technology, retail, hospitality,
professional services, travel, transport, education,
leisure, agri-business and property.

DBI provides a range of services to its membership to
include training and events, networking opportunities,
general advisory, insights, advocacy and public policy
development all which facilitates digital businesses to
grow, thrive and achieve their ambitions.
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In order to create an effective Digital Marketing strategy, you
must first fully comprehend the customer value journey. With the
popularity of online sales channels evolving at a rate never seen

before, businesses need to be aware that consumer-loyalty is not
guaranteed.

 
Therefore, focusing on the development of a long-term digital
relationship with your customer base will in turn, help generate

new leads, lead to further brand loyalty, repeat custom and
increase your conversion rate.

Where to Start?

www.digitalbusinessireland.ie

Digital Marketing
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Awareness is the first step of the customer value journey.
Nobody can purchase from a website unless they are
exposed to the brand. The most effective way of reaching
your target audience is through the various social
channels available to you. Recognising the best social
media tools available to you, dependent on the
demographics of your target customer base, allows you
run social media campaigns or search advertising in a way
that delivers tangible results. 

Awareness

However, key to this is creating cutting-edge content that
guarantees engagement and helps develop trust with
your prospective leads.

Content that is timely and relevant will entice the
customer to learn more or click the call to action
associated with an advert. Some of the best content
developed ensures it is aligned to the customer lifecycle
eg: A new mother and father receiving an advert for baby
products. This personalised content helps generate
repeat business because of that perceived interest the
business has in the customer’s life.

Content

Now that you have an engaged customer, you need to
keep them interested by gathering their information
through some form of subscription or sign up. This can be
a simple push notification on your website or a newsletter
sign-up prompt. 

Without obtaining this contact information, you run the
risk of losing a potential customer who may not re-visit
your site after their initial interaction. Your content needs
to be relevant and appealing to the user in order to create
intent for them to subscribe. 

Eg: A first time buyer may sign up to a bank’s webinar
series for mortgage applications.

Engagement
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Once you have your consumer signed up as a subscriber
and they continue their engagement by following your
relevant communication channels, this customer will have
increased trust in your brand and will be more willing to
purchase your product or service. 

You may decide to give an introductory offer specifically
for new customers with a percentage discount off a
selected item. Acquiring new customers is far more costly
than targeting repeat customers so this stage is crucial to
offer real value to those concerned. eg: A phone company
may offer a free set of headphones with a new handset.
Once you get the customer to make this first purchase,
you can then re-target them with relevant product
accessories which will help drive them towards
completing a purchase for other relevant items.

Targeted Advertising

After spending time, money and resources on finding
leads and new customers engaged with your brand, you
may not strike a profit. Industries can be extremely
competitive and price sensitive in today's online markets.
It’s all about the long-term value potential of these
consumers through building strong, meaningful
relationships. Your business needs to highlight its
unique selling point (USP) clearly and ensure it revolves
around the brand values. 

A great Irish example is Gym + Coffee. This company’s
“Make Life Richer” slogan encompasses a whole host of
company activities targeting their core market with online
events, webinars, social media and search adverts where
they promote a positive and healthy lifestyle. By doing so,
Gym + Coffee has now developed a very successful,
interactive community – which is a key component of
successful online businesses.

Demonstrate your USP
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Once you have an actively engaged customer who has
made several repeat purchases, encouraging them to be
advocates for your brand is crucial. Based on a positive
customer experience, advocates will promote your brand
to friends and family across multiple platforms such as
online review tool, word of mouth, social media and
referrals. One of most utilised platforms is Trustpilot. This
online review tools allows customers to rate a brand out
of 5 stars and comment on their experience which is
available on the client’s website for all users to view. 

Consumer Advocates

Businesses can also use paid promotional “Influencers” to
help generate positive brand awareness for a specific
item which is shared across their social media channels
usually where all their fans & followers can see. 

Sometimes brands may include a special discount code
so that they can attribute sales generated from an
influencer's campaign. It’s crucial to choose an
influencer that fits your brand values and will appeal to
your chosen target audience. Also, you must set clear
deliverables and request a report after each activity in
order to effectively monitor performance. 

Influencers

All of the above points will help you create
an effective digital marketing strategy

across multiple channels which will have
clear call to actions and help achieve your

desired goals in relation to subscribers,
repeat customers and positive reviews to
assist with increasing conversion rates &

promoting positive brand awareness.
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CONTENT CREATION



Developing creative content will play a vital role in your
overall Digital Marketing strategy. 

Once done correctly, your content will help attract new
customers, guide them through the marketing funnel,
increase sales and enhance your brand awareness.
Delivering the right content to the right person at the
correct moment of time is a skill you must perfect in order
to be successful in your sector.
 
There are three stages a prospective customer is guided
through:

Awareness: They must be made aware of
your brand or solution through channels
including social media or blogs. 

Evaluation: The customer will then evaluate
what your brand has to offer and compare it
to alternative competitors within your
market. 

Conversion: This is where your marketing
strategy must entice the customer to
proceed with a final purchase and hopefully
lead them towards a higher-ticket item. It’s
important to note that your content must be
tailored for each stage of the purchasing
journey and personalised towards the
relevant consumer.

Your initial content must be entertaining and excite the customer to learn more
about your brand and to find out how you can solve their problem. At this stage, you
may not have their basic contact information to re-target them so it’s key that the first
piece of content is relevant and builds the foundation of a long-lasting customer
relationship. This content can be across multiple channels including photographs,
videos or podcasts on your chosen social media channel etc. Once the customer has
engaged with your brand you can then offer them a solution that provides real value
to them. 

Eg. Obtaining customer contact details by signing up to a webinar or downloading a
case study relevant to their current lifestyle. Free trials are also a great method of re-
enforcing the value proposition that will help drive the prospective customer to
making that all important purchase throughout the content marketing funnel. 
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This content can be organic or paid and
must be showcased 24hrs a day, 7 days a
week across your prospective customer
feeds in order to maximise reach. This must
be optimised across all devices (Desktop /
Mobile / Tablet) and channels such as
Instagram, LinkedIn, Twitter, Facebook or
YouTube 

Based on the initial consumer interaction
with your content, you can then re-target
them based on their previous interaction
with relevant content that addresses their
needs or provides a solution to the problem
they are looking to resolve. You can use a
content calendar to structure your plans
throughout each month and list the relevant
pieces for each channel accordingly in order
to help monitor & track performance.
 

Paid or Organic Content

Measuring the performance of content is one of the
most important aspects of your Digital Marketing
strategy. You can create unlimited content across
every channel but if you do not review the KPI (Key
Performance Indicator) metrics (ie. the number of
clicks, bounce rate, conversion rate, engagement
on social media etc, revenue etc.) you won’t be able
to get a real insight into how consumers view your
brand. 

You can track across multiple channels such as
Facebook, Instagram, Twitter, LinkedIn and Google
through their built-in analytics tools. A content
management system will be able to track all leads
generated and through this you can view the
conversion rate from those who clicked the relevant
call to actions on your campaigns or website. Sales
and marketing teams generally work closely to help
generate an effective content strategy through
analysing industry insights and monitoring consumer
habits. 
 

Measuring Performance
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SOCIAL MEDIA
STRATEGY



Social media is one of the most effective channels for
your Digital Marketing strategy to engage with your
target users across their chosen platform such as
Facebook, Instagram, Twitter or LinkedIn etc.

Social media provides a fantastic opportunity for brands
to target consumers by showcasing information regarding
their interests and hobbies based on their geographical
location while also providing an option to target similar
lookalike audiences. The key here is to execute a
successful social media campaign while limiting costs in
order to generate a positive return on spend. This plan
should be specific which will make it more effective and
easier to measure performance.

The fundamentals behind a successful social media
strategy is to establish clear objectives and the goals of
your campaigns. This will allow you to accurately
measure a return on investment for the specific channels
used. You can apply the SMART framework tool to help
guide your social media strategy towards achieving its
objectives. eg: If you use LinkedIn to drive users towards
applying for a course online, you would measure website
click-throughs. 

Specific

Measurable 

Relevant

Attainable

S

M

A

R

T Time-Bound
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Research must be undertaken in order to understand your
target audience and what they wish to see on their social
media feeds. This will increase the likelihood of these users
to like, comment and share your content on their channels
to friends and family. Creating audience personas is a great
way to highlight the key demographics of your target
market. These include age, location, income, hobbies and
job etc. 

 

Research Your Audience

Undertaking a competitor analysis will allow you to identify
market trends and what activities your competitors engage in on
social media.

This will also help you identify new innovative opportunities to
target new prospects and guide these through the funnel
towards a conversion. You can setup a monitoring tool such as
“Hootsuite” which will track competitor accounts, keywords and
social media streams relevant to your own business. 

A clear content strategy must be developed. This will highlight
the dates & times you will be posting content across each
channel. This will compile a wide range of assets from blogs and
videos to webinars. The content calendar must be in line with
your overall business objectives. General rule of thumb for
starting a content calendar will be 80% of informative content
and educational content while the remaining 20% will be
dedicated to direct brand promotion with appropriate call to
actions linked.

Analysis

Social media channels such as Facebook insights have a wealth of resources
available in terms of reporting on customer data which will help refine your strategy.
 

Regular social media audits on your channels and campaigns will be key to future
success. The same channels may not work for all brands so it’s crucial to decide
which is the best fit for your target customers. eg Instagram for content promotion
and Twitter for customer service queries. A fantastic resource available to upskill your
knowledge on Facebook & Instagram is "Facebook Blueprint”.

Strategy
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EMAIL MARKETING



You can then create sub-groups with more specific content which will generate
improved results. This will have better open rates, click through rates to access
content and increase website sales by guiding the customer through a well-
structured purchase channel. It’s important to link in your content strategy in order
to ensure that you are showcasing meaningful content to the user which will add
real value to them and provide a solution. 

Timing is crucial when communicating through email and you must not send too
many emails as this will increase the likelihood of customers unsubscribing from
your updates. Monitor previous email campaigns in terms of open rate times and
click through rates which will help enhance future performance eg. sending an
email at lunch may have a better open rate potential compared to sending it in the
middle of the night when your audience are sleeping.

All emails must be tested across all devices to ensure they are fully optimised with
all links cross-checked to ensure all elements display correctly for the user. You can
test these emails with staff within your own team or organisation and conduct “A/B
Testing” to monitor performance of your campaign across different layouts.

In order to develop an effective email marketing strategy
you must first define your audience. Different tools such as
“Mailchimp” allow you to segment your audiences and
personalise the content to increase engagement,
conversions and boost consumer trust. 

One of the most valuable insights you can gain from a subscription sign-up form
is to identify where your customers have signed up from, their role and industry
and so on.

Be Strategic

Optimise the Opportunity

In the design stage of an email campaign, you need to focus on
the key message you are looking to generate and keep the
design simple. The main objective should be listed at the top of
the email with a captivating subject line included which will
grab the consumer's attention. It’s important to also include
relevant call to action buttons such as “Book Now” for an event. 
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SEARCH MARKETING



Most brands are developing a mobile-first approach for their
search campaigns due to the majority of users interacting with
their mobile phones as their first touch point. Google wants to
provide the most relevant information for a user’s search query
which means that you must have relevant content linked to
your search adverts in order to boost SEO and page rank.
Effective search marketing will create the right content across
the right channels to attract the correct customers across your
chosen advertising channel.

which will boost engagement activity. Many companies choose to outsource their
SEO to an agency with the technical expertise required to generate more
backlinks, assets and ensure Google picks up on your activity to boost page rank.
Google's search algorithm is based off artificial intelligence and is constantly
evolving which emphasises the need to be on top of your search strategy to
ensure you are bidding on the correct keywords. 

The SEO journey kicks off with user intent whereby a
person types in a search term online with the assumption
they will be returned a relevant result. You must also try
to understand the context of a customer search query to
provide them with the most suitable result. Google does
this with auto suggestions based on previous search
queries from other like-minded consumers. eg a person
searching for a garden plant may be giving a blog on how
to care for this plant type. You must choose the most
appropriate asset whether it be video or images across
the right channel such as YouTube which will add real
value to the customer. 

An effective search marketing strategy will help increase
your website traffic and generate enhanced trust for
consumers. Search Engine Optimisation (SEO) can be
divided into two elements. The first being the structural /
technical side of your website while the other side has a
strong focus on content. This will ensure fully optimised
content is created that will be relevant for the target user 

Mobile First

Understanding the Customer
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Your goal should still revolve around increasing
leads and turning these into sales. You can use
Google Analytics to identify the most popular
pages on your website. Discover the next logical
step needed to boost user engagement and drive
them towards completing a purchase by placing a
call to action on the page. Technical SEO is all
about optimising the structure of your website
code for search engines like Google to find,
understand and direct traffic to your site. Many
website platforms such as “Shopify” will have
technical SEO built-in, so this is a great starting
point for a brand beginning their online journey. 

Technical SEO can help prevent your website
from being hacked. if this occurs Google will not
direct any traffic towards your page and will
result in negative brand awareness and customer
experience for all those affected. Keyword
tracking must be monitored regularly in order to
track performance and adapting future
campaigns. Google Analytics will provide an
overview of the main online KPIs for your website
in terms of user traffic, bounce rate and
conversion rate. 

Increase Leads and Sales

Protect your Brand
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