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PART 1


Your Digital Marketing Masterclass




Introduction


This Part is what I consider essential basic training for every small business owner or department manager before they hope to trek deeper into the marketing woods. I’m giving you the broad strokes to train you in the basics of what you need to know to survive and thrive with marketing in this digital age.


More than just that, of course, this Part gives you the low-down on all the topics you will need:


•  social marketing


•  search engine optimization


•  ‘paid’ advertising on Google/Facebook, and so on


•  creating the perfect website that makes sales


•  and more … (lots of tips and tricks on everything from Yahoo Answers to press releases).




CHAPTER 1


Building the ultimate sales website





Welcome to the starting line of your ‘digital marketing’ race.


This is more of a marathon than a sprint but as the saying goes ‘The journey of a thousand miles begins with one step’.


So take what you learn in this Part and apply it as this can change you and your business for the better.


And so to begin, before we get into the ‘sexy’ stuff, like social media marketing and search engine optimization, we need to talk about some far more important things.


First, we need to talk about your website, because all the traffic in the world will not make you money if you have a crappy website that can’t convert all those visitors into buyers.


This is where you really start to make money.


At the same time you don’t want to spend too much time trying to fine-tune every detail on the site but not enough time on generating traffic.


The key here is to practise a little ‘Kaizen’– the art of continuous improvement.


Just get started with a decent (though not perfect) website and make small improvements when you need to as your traffic grows and builds over the long haul.





Look and feel


So first off you need to find your perfect ‘look and feel’– what should this be?


Check out your competition to see what kind of ‘look’ their websites have. Take notes of what you like and what you don’t.


Take a look at company websites in different sectors. Is there anything you like on those sites that your competition aren’t utilizing?


Now ask yourself a question … Who are you? What makes you unique in this world? What’s your personality? Sarcastic? Funny? Thoughtful?


The perfect look and feel for you and your business is a combination of all these things.


It should be a reflection of what makes you unique in this world. If you’re an accountant with a great sense of humour, inject a little of that into your website. Accountants don’t have to all be boring (kidding).


For a perfect example of this, take Sir Richard Branson. His various Virgin websites are still very corporate looking but have enough of his personality in them to make them stand out.


Why can’t you do the same?


Organization


Next your website needs to be easy to move around. Your visitors want to quickly find what they’re looking for. Once they come to your site and you’re able to answer their questions and show them what they need, they may want the answers to other questions as well.


So make it as easy as possible for them. Interlink within your posts to other posts at the beginning, at various places in the middle and also at the end.


Essentially be plugging your other content as much as possible without going overboard.


Lay out your navigation bar logically and make sure that your most popular pages are highlighted.


This will get people clicking around your site, which looks good to Google, which looks great to your bottom line.


If you need help with this, again check your competition and other websites not in your sector for ideas.


Landing pages and sales pages


First some definitions.


A landing page is where your visitor enters your site and a sales page is where you offer to sell them something and they make the choice to buy or not.


The two aren’t necessarily the same thing, although they can be.


It depends on what you’re promoting, and whether your potential visitors are likely to be offended with a gentle sales message as soon as they get to your website and so on.


The ‘sales funnel’


The idea with the sales funnel is to guide your visitors through your site to eventually land on a related sales page where you can try to persuade them to buy your product or service. How do you get them to do this? The question you need to ask is ‘What do my visitors really want?’


If they’ve just done a search on Google for ‘dog grooming service Hoboken’, they probably don’t need educating as to the benefits of professional dog grooming, they’re ready to hire, so take them to a page with a little sales copy explaining why they should hire ‘you’ and a ‘buy’ button or your phone number so they can get in touch.


If they searched for ‘dog grooming techniques’, then the landing page could be a nice article explaining some basic techniques that owners could use and then maybe offer a free video showing you doing the techniques in exchange for their email address (building a prospect list) enabling you to follow up with them via email, increasing your chances of getting a client or making a sale.


(I talk about email marketing in Chapter 6.)
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Money making ninja tip


If you can also capture the visitor’s state/province/county at the same time as capturing their email address, you could earn additional revenue by taking those leads you would normally ignore and selling them on to non-competing ‘dog grooming’ businesses in different locations.


Speak to your techie about this – it’s really easy to do and could be very profitable.
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Anyway, you get the picture.


The only exception to this would be if you are an online company, perhaps a software company, and all you do is sell your software and have other people educate for you and send them to your sales website.


But, in that case you are probably not reading this book anyway!


So as you can see there are essentially two main sales funnels, direct and indirect, via email. I recommend having both for your business.


A third model – the webinar


There is a third model that is a mix between email and sales and that is the webinar model.


A webinar is just like a presentation that you do online (you talking into a webcam and/or a slide-based presentation) and that can be watched and listened to by hundreds of people at once.


This works particularly well if you offer a high-ticket product or service. You promote a special event giving away some excellent information for free that solves a big problem for your visitors and then, at the end of the webinar, you make attendees aware of your product or service (with a corresponding high price tag) for those that are interested, with no pressure.


You can add the names of those that sign up to attend the webinar to a mailing list so the other email marketing rules still apply and, while the sales volume may be lower, the actual money made can be higher, depending on the business.


In the dog groomers example, this could be a week’s vacation for their pooch including grooming, pampering, special training and so on.


If you sell a physical item, maybe bundle it up with other items or partner with someone who can offer a related service and split the profits.


Any business can offer a ‘premium’ version of their product or service. It just requires a little thought.


Once you know what you’re selling, what next?


Tracking


Now is the time to start tracking the visitors to your website.


•  Where do they spend the most time?


•  How many pages do they view?


•  Where do they land the most frequently and from there where do they click?


•  Are your visitors mostly mobile?


•  And of course the most important question:


•  What percentage of visitors buy?


All these and more are questions that you must answer to have the ultimate sales website.


Only in this way can you see what is really working and what isn’t. You may be getting a lot of traffic to one page but the visitors end up leaving quickly or not going to another page. Why? Who knows but you need to find out. Go and check out that page, and see whether you can spice it up.


Actually, you can do all this by having analytics software installed on your website.


This is very easy to do – literally copying and pasting a code into every page you want to track or into your website’s design template (if you have software like WordPress or Magneto eCommerce).


I recommend using either Google Analytics (GA) or Clicky.


GA is free and can directly interface between your Google AdWords and Google Webmaster Tools accounts to get the maximum amount of data possible.


Clicky is perfect if you’re worried about information overload because the interface is a lot simpler.


Spend time getting to know the interface and go through the settings one by one. There are lots of settings and I could write a full book on them alone.


Google provides a couple of excellent free resources where you can learn everything you need to know to get up to speed with GA:


www.youtube.com/googleanalytics?hl=en


www.google.com/analytics/learn


You can sign up for Clicky here: http://clicky.com



There are lots of tutorials on YouTube for both Clicky and GA – just do a search for ‘Clicky analytics’ or ‘Google Analytics.’


If you use WordPress to power your website, you can integrate both their GA and Clicky in just a couple of mouse clicks by installing related plug-ins.


Use analytics to track the changes that had a positive increase on your pages, then replicate them on others and see what happens.


Split testing


Once you have traffic and are tracking where your visitors come from, where they go on your website and what kind of conversion rates you get, it’s time to start split testing your sales and order pages.


One simple way is to use Content Experiments by Google Analytics. It’s pretty easy to set up and once you have done so, each of your visitors will be shown one or other of the pages in the Experiment automatically. When set up correctly, you’ll be able to track right the way through to a sale or whatever the action is that you want to track.


(Again there are videos on YouTube showing you how to do this, or hire a geek on a freelancer site like UpWork.com or eLance.com to do it for you.)


When you do this, don’t send them to two entirely different pages. Only make a small change to the second page, that is, change the ‘buy now’ button to an ‘add to cart’ button or change the button colour. Small changes like this can make a huge difference.


Change the font to something easier to read. Change the headline at the top of the page. And on and on.


Keep in mind that you should only change one thing at a time. If you change multiple things at the same time, there is really no way to know why the page is doing better or worse than the other page.


There’s a great Content Experiments tutorial video here courtesy of Robbie Richards:


https://goo.gl/yI9EEo


In conclusion


The key is to start getting your website out there. A perfect site doesn’t exist. But imperfect sites make money every single day if they get traffic.


So make a site that matches your personality and get going.


I was once involved in a project back in my beginner days with a doctor who wanted the ‘perfect’ website. He paid upwards of $20,000 for everything he wanted custom made. Problem is when he opened up the site he found out nobody really wanted what he offered. He eventually ran out of money and had to go back to work as a doctor.


Don’t be that person.




Summary


If you go through the things recommended in this chapter, you should have a website capable of making sales within a short period of time.


But don’t just rest on your laurels. Keep tweaking, testing, tweaking and testing until it becomes second nature.


If there is one constant in marketing, it is that you and your market will always be changing!


Things that worked a year ago don’t work now. Those that work now might not work as well a year from now.


So keep an eye on your website (or hire someone once it is making money to do that for you) and it will be a source of income for years to come.





Fact-check (answers at the back)




1.   When building your site, you need to have:






	
a) The ultimate sales website right out of the gate
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b) A good site to start and the ultimate site later
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c) A bad site to start and the ultimate site later
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2.   Landing pages are:






	
a) Pages that are fallen on sometimes, causing them to break
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b) The first page your visitor sees
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c) The place where you sell your visitor stuff
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3.   Sales pages are:






	
a) Pages that people should come to first
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b) Pages that people should come to second
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c) Pages that people should come to when ready
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d) Pages that are basically the same as landing pages
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4.   How many sales funnels are out there?






	
a) 1
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b) 2
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c) 3
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d) 4
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5.   These sales funnels include:






	
a) Immediate ‘buy now’ pages
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b) An email follow-up series
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c) Webinars
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d) All of the above
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6.   The website tracker of choice is:






	
a) Google Analytics
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b) Anything that you can get a hold of that costs money
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c) Whatever works best for you: do your research
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7.   The best way to get to know GA is:






	
a) Use it
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b) Use it a lot
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c) Go through everything many times
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d) Watch the video tutorials
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e) All of the above
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8.   When you find a page many are going to but are then leaving, what can you do?






	
a) Spice it up a bit
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b) Force your visitors to visit a new page with ninja mind tricks
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c) Change your site completely
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9.   When split testing:






	
a) Test only one thing at a time
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b) Test two entirely different pages each time
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c) Change at least two things on the new page you are testing
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10.   There is a point at which you can just stop testing and learning new things:






	
a) True
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b) False
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CHAPTER 2


SEO: The backbone of any digital marketing strategy





In this chapter we’re going to be covering the first basic step of digital marketing and that is search engine optimization (SEO).


This is the solid base that, if you get it right, will help all your other areas of marketing.


Why?


Because just as digital marketing is a holistic (complete) approach to marketing in a primarily digital age, SEO is also becoming more and more a holistic website experience for the user.



If you want to sell online, you need to have a good website with good SEO backing it up.





SEO defined


SEO can be defined as the things you do for the pages on your website so that they are found by Google and to ensure that they show in the top ten results when people search for something related to your business.


For instance, this may include being found when your customers type into Google the keywords ‘chiropractor Dallas TX’, ‘dog grooming supplies’ or ‘cute kitten photos’ (if that’s what you’re trying to make into a business).


This in turn brings you a lot of traffic and, depending on how valuable those keywords actually are, this can then in turn bring you new customers and clients.


So yes, this is pretty awesome but, as I will show later, it is not the only way that your customers find their way to your door/website. Nor is it necessarily always the best way for your customers to come to you. In fact, depending on your market, it might not even be the best place to start.


But SEO is an essential skill to learn and it’s not that difficult (regardless of what high-priced SEO consultants may lead you to believe) so let’s get into it, shall we?


So exactly how does SEO work?


People and SEO consultants have a million theories as to how exactly to go about doing this, but what really works?


I have written a whole book on this subject, which of course I recommend you read for more info, but here is the basic idea in a nutshell.


First look at it from Google’s perspective: they want their results to be the best of any search engine, because the best results mean more users of their service, which means more eyeballs on their site and more eyeballs means that more users will click the paid ads on the right-hand side.


Google is continuously fine-tuning the number and types of factors they use to determine whether a page gets into the top ten results for a certain search phrase, like looking at how long people stay on your site, how fast your webpages load, the number of people who like and share your content on Facebook, Twitter or Google+ and so on.


But when you boil it all down, essentially what Google and the other search engines are looking for is a great user experience.





Note


As soon as you start looking into Search Engine Optimization, within a very short period of time you’ll start seeing references to ‘Penguin’ and ‘Panda’ penalties.


These are ongoing updates to Google’s index they implemented to stop people from ‘gaming’ their search results using webspam techniques, like creating thousands of low-quality and/or irrelevant links from ‘dodgy sources’ to point to all their webpages and ‘keyword stuffing’ their webpages using tiny/hidden text to try and trick Google into ranking their webpage for competitive search terms.


If you follow the guidelines below, you really won’t have to worry about penalties as my guidelines don’t try to trick Google, they just aim to get its attention.





To sum it all up there are three aspects of your site that you need to keep in mind when developing it. If one is missing, you will not have the success you want out of your website in the long run.


First, you need to think about your on-site goals.


This means that your site should load quickly, look good and be logically laid out so people can find your content in the easiest and quickest manner possible.


Next, your site needs every page to be in some way related to your site’s overall theme (e.g. dog product-related if you are selling dog products) and every page needs to be optimized for just one keyword phrase (more on this later).


Third, you need to take care of your off-page criteria.


If you have heard about SEO at all, you might have heard that getting high in Google is pretty much just about getting links.


And you’d be correct. However, the real power is by getting what are known as ‘authority’ links pointing to your pages and your website.


‘Authorities’ are websites and pages that Google deems highly trustworthy on your subject matter.


So for example, if you are a website selling accessories for iPods, iPads and iPhones, the ultimate (albeit unlikely) dream would be for Apple to link to you in some way.


But even if you’re unable to get an ‘Apple’ level of authority linking to you, if enough people link to a page then that page will be seen by Google as an ‘authority’ on the subject and (all things being equal) they will move it up the rankings for certain keywords and search terms.


Although this extra ‘weight’ is not as high as it used to be, it is still there. However, if you want your site to last it is not all you should focus on.
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Super ninja trick


Create your own ‘authority’ site. How can you do this? Create pages on something that Google sees as an ‘authority’ already!


The best site for this right now is YouTube and another one is Google+. There are a few others out there but these two are the most effective.


Create a business page on Google+ then post good YouTube videos using the same account. Send links to those videos and you will be amazed at the authority boost you will get now that these two authority pages are linking to you.
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SEO guide


Now you know a bit more about SEO, what are you to do about it?


We see that search engines are looking for a great user experience. So what does this mean for you and your business?


Let me present to you ‘Nick the Geek’s guide to solid SEO’, the sure-fire steps to SEO that gives your website the best shot possible. (I can’t guarantee anything though, since I don’t own Google. I can dream though …)


First step is that your website’s HTML code – the markup language used to build webpages – should be fully validated with W3C standards (speak to your techie about this).


Your website should load as fast as possible and should look good. It doesn’t have to be the Sistine Chapel to start off but it shouldn’t scare people away either and needs to have a good amount of content (at least ten optimized pages and five to ten optimized blog posts).


Load times can be improved by getting good-quality web hosting (it is definitely not all the same – drop me a line and I’ll tell you who I use).


Keep your webpages’ file sizes as small as possible to help load quickly and your images should also be optimized for the web (I tend to use JPEGs wherever possible at 60 per cent compression – again, speak to your techie).


W3C compliance and load speed can both be covered by using a content management system like WordPress (free from WordPress.org) and getting a good premium theme from them that matches your business and goals (this will take care of the coding).


Premium themes average approximately $50 and will look like your website had thousands of dollars spent on it.


If you have a website already, go to http://webpagetest.org/ and test your site out for free (you want the load speed to be less than seven seconds to be good, fewer than five seconds to be the best).


Websites generally tend to have static, unchanging content on them, so to continually give Google and the other search engines a reason to keep visiting your website to index it in their huge databases, I recommend having a blog somewhere on your domain.


The search engines all tend to prefer new and timely content, so the more often new content is added to your site, the more the search engines will like it. And the more the search engines like it, the more often they’ll add new pages from your site (your blog posts) into their databases and you then increase the chances of your website being shown to someone looking for what you offer.


More content = more chances to be found. Easy, isn’t it?
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Time saver suggestion


Do you find yourself short on time like every other business owner in the world? Keeping a blog doesn’t have to be an added pressure on your time. Simply automate the process.


Blog posts can be text, images or video. Take a couple of weeks and dedicate them to content creation. Now search around and find a good plug-in that will ‘autopost’ one piece of content to your blog every week or so.


[image: image]


Content


If your website were a building, then content is the foundation that makes that website robust.


Not just ordinary content but great content.


Why?


Because this is what your website visitors really want; they don’t really care about your super-slick graphics, or your sci-fi looking interface. They want the answer to their question. They want information they can use.


If you give it to them, you will be rewarded by Google for it.


So not only do you want good content, you want good content that will match your ideal visitors’ needs and desires. If you do it well, you will meet your visitors’ needs and desires at a stage before they want to buy from you.


You also want, as much as possible, for every page of your site to be optimized for at least one keyword. Even if it is a keyword that is only searched 100 times a month. Every page should have some key phrase that you are trying to win for.
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If you want to get an idea of what your customers are actually looking for, go to Google and do a search for ‘Google keyword planner’.


This is available free in a Google AdWords advertising account (less than $10 to set up) and will enable you to generate a list of keywords/search terms that users have entered into Google and also roughly how many people have searched for each term. If you enter your website address, you can see the keywords Google thinks are relevant to you, which can help spark ideas.
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Definition


‘Optimized’ means the main keyword you’d like the webpage to rank for in Google. So for example, let’s say you want to target the keyword/search term ‘Vietnamese dog brush’. First of all, put the keyword as the filename (or the permalink if you’re using a CMS) so it looks something like:



http://yourdomain.com/vietnamese-dog-brushes or


http://yourdomain.com/vietnamese-dog-brushes.html


You need the title of the page to use an H1 HTML tag (ask your techie) and contain your keyword within it but not be the exact keyword.


Something like ‘high quality Vietnamese dog brushes’.


You should make sure that this ‘close keyword’ is mentioned first on the page, and once every 200 words or so in the content.


You should have at least one picture on the page that has a filename of the ‘close keyword’ and it is always good to have a video embedded on the page about the dog brush as well (more on this when we talk about YouTube later).




Note


Don’t try to win for more than one phrase per page. Google gets easily confused and wants it to be clear what the page is about.


At the same time it doesn’t want to be tricked so don’t write ‘Vietnamese dog brush’ a million times on the page and think you will win. Just make it natural and mention it every couple of hundred words or so. (No more than 2 per cent of your text should be your keyword.)





This requires a plan


First, do a bit of thinking about what your visitors want. This is key at this point; don’t think about what you would want but what a visitor wants. These will often be two different things. You are the expert in this area (hopefully) and as such you have a lot more knowledge than your visitors.


For instance, say you are a chiropractor; you may search for ‘chiropractor’, while your prospective visitor may look for ‘back pain specialist’ or ‘what to do to help a sore back’.



You will use acronyms and other jargon. For example, I would use SEO or PR (page rank), or ‘ranking a website’ in my searching but you might use ‘being found by Google’ or ‘online marketing’ in yours.


Learn what this means for your potential customers and you will go somewhere others haven’t gone.
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Super ninja tip


Google had a significant update in August 2013, known at the time as ‘Hummingbird’ but this is now the name given to Google’s actual ranking algorithm due to the size of the changes made. In late 2015, Google also released information on an Artificial Intelligence function within Hummingbird called ‘RankBrain’. These updates (and no doubt other secret functions) are designed to analyse not just keywords in the query but the context of the query. To give you a sense of how important this update was, other updates like Panda and Penguin generally affect 4–5 per cent of search queries: Hummingbird has been said to have affected 90 per cent of search queries.


With more and more people using Google on their mobiles, voice search queries are becoming more popular and as such, search queries are becoming longer and more conversational (e.g. ‘Where can I find an emergency plumber in Hoboken, New Jersey?’) and less keyword-orientated (e.g. ‘emergency plumber Hoboken NJ’).


Hummingbird is designed to pay more attention to every word in a query and to determine the meaning of the sentence as a whole and the intent of the searcher – not just the ‘what’ but the ‘why’. It’s not outside the realms of possibility to suggest Google ranking Hummingbird-friendly webpages higher than other non-Hummingbird friendly content.


To take advantage of this major update fully, I suggest doing lots of research using Google’s Keyword Planner, discussion forums etc., for common questions your target market has relating to your subject, and create content answering them.
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Next, think about what your customers search for before they come to you. Looking for a chiropractor, maybe they will search for ‘back pain home remedies’. Now, meeting this need may send some customers away (because the problem may be fixed), but those who find no relief or only some relief will now know who to visit for full professional help.


Say you make Facebook apps, maybe you can make a page on ‘how to make a Facebook app’. People may be searching for them and a few will make their own app. But many of these just want to know the details and will then give you the money to do it for them because they can tell that you know what you are talking about.


Google Keyword Planner


Take these ideas for content and load them into the Google Keyword Planner tool. This will give you a bunch of additional ideas as it will spit out the related keywords to the phrases that you already have in mind.


What you are looking to get right now is both lower and higher demand. Look at the general search volume for the term. You should have a good mix of 100–500 per month and 1,000–5,000 per month related searches with which to begin your site (only do with less than this if you can afford to make fewer sales; if you make $1,000 per sale then you can live very well off of a 5 per cent conversion rate on 500 people).


What you don’t want to do with your content


Don’t go out and put random content on your site just because a lot of people are searching for it. If you go out and rank for, let’s say, ‘underwater hang-gliding’ and you are a chiropractor, when people land on your site they’re going to be understandably confused and will probably leave faster than you can say ‘Jack Robinson’.


This is the equivalent of putting a huge ‘Free sex!’ at the start of a newspaper ad and then saying ‘Now I’ve got your attention …’ Don’t do it.


What you do want to do with your content


Make your content high quality and every last word worth reading (or every last second worth watching if it’s a video).


Some ideas for content:


•  Videos – these are hugely advantageous when used creatively. Don’t just post bland boring stuff; don’t be afraid to show your fun side! Videos are great and can really drive people to your site (more on this later).


•  Informative text content, ideally over 1,000 words long (Google likes more content on a page).


•  High-quality images (like infographics) – use these as much as possible to explain what you do or an important aspect of your niche.


•  Audio recordings – of you talking in a radio talk show format or interviews with other leading experts, and so on.


•  Case studies of clients or customers that show their success with your product/service.


Next steps


Now you have a plan for your content, a well-designed and running site with a blog. The next step is to start getting people to the site (all the prettiness in the world won’t make people visit).


One of the best ways to start doing this is going out and getting links that people click. But how to get these? They are actually embedded in the above content ideas.


For instance, if you create videos you can upload them to YouTube and as soon as you post them you should always put the link to your site as the first line in the video description and also encourage people to visit in the video.


If your videos are good, you will start getting clicks on this link and Google will quickly reward you for that.


This is a traffic source that I see many, many people surviving off alone. They don’t even really need Google traffic. Though you should go after both of course!


When you do audio podcasts, you can then go out and submit your site to podcast directories, which in turn will link to your site and drive people back to your site.


When you interview an expert in your field, you’d better believe they will probably link back to you.


Building this way takes a bit of time and doesn’t happen overnight but will establish solid links and traffic that will last a lifetime if done right.


Another way to get links and traffic is to just be active in your niche reaching out to related businesses cross-promoting each other. This is particularly powerful for local businesses that require foot traffic to their door, such as doctors.


In the case above, it wouldn’t even have to be related so much as just another business in the area. Google sees those links almost as recommendations from friends.


[image: image]


Keep it up tip


Be constantly experimenting with and expanding the variety of your links. Don’t just keep going back to YouTube or any other single source of links over and over again.


It is important to diversify and get as many different sites as possible linking to you.


After a certain point you can scale back but never stop completely.


Ignore the siren call to use software to blast millions of links at your site and then stop.


[image: image]


Conclusion


I hope I didn’t blow any brain cells with the above and if so I apologize (a little).


The bottom line is you need to take care of two things. First what is on your page (your on-page criteria). You need to make sure that the words that you want people to find your page with are in the right places on your site.


Secondly, you need to make sure that you are being linked to from good quality places out on the web (your off-page criteria) which will bolster your reputation in Google’s eyes, rewarding you with improved rankings and, all things being equal, sending you more visitors.




Summary


The following is a summary of what I suggested above in the SEO area:



1  Get a fast-loading well-designed site.



2  Create great content that your customers and potential customers will love, that meets a need they have (whether they know it now or not).



3  Become active in your niche (and area if you are a local business) and reach out to the established people around you to start getting links and traffic. Comment on other blogs in your niche (giving valuable insight) and leave your link.


That is it …That is pretty much SEO. In Chapter 3 we will talk about the next traffic source – social media.





Fact-check (answers at the back)




1.   SEO stands for:






	
a) Super epic organization
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b) Search engine optimization
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c) Send error out
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d) Search engine opposition
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2.   Digital marketing is:






	
a) A holistic approach to marketing in a primarily digital age
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b) A great way to trick people into buying from you
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c) The ultimate way to make lots of money overnight
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d) Pure magic and impossible to learn
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3.   SEO is:






	
a) A game where you learn to get one over on Google and get free traffic to your site

	[image: image]






	
b) The only way to get traffic to your site
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c) Becoming more and more a holistic website experience for the user and is only one of many ways to get traffic
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d) The be-all and end-all of digital marketing
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4.   Keywords are:






	
a) Words shaped like a key
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b) Special magic words
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c) Words that you repeat three times and get traffic to your site
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d) The words that people type into Google/Yahoo to find your site
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5.   There are two areas you need to keep in mind when you want to start getting traffic. These are:






	
a) Nice-looking websites and cool graphics
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b) The latest cutting-edge technology and a private server
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c) On-page and off-page criteria
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d) You should have done the Google rain dance and worn your lucky Google pin while turning around three times before sitting at your computer

	[image: image]








6.   One key to reaching customers is:






	
a) Finding them after they have purchased from a competitor

	[image: image]






	
b) Reaching them before they even know they need your product/service
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c) Brainwashing them from birth to want your product

	[image: image]






	
d) Being really nice
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7.   An optimized page is:






	
a) A page that looks nice
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b) A page that has been customized
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c) A page that has your keyword choice strategically put all over it (not too much though)
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d) A page made to trick the search engines into thinking that your page is perfect for that keyword
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8.   You should optimize each page for how many keywords?






	
a) 1
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b) 2
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c) 3
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d) 4
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9.   Great ideas for content are:






	
a) Interviews with related experts
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b) Videos
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c) Long articles (1,000 plus words)
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d) All of the above
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10.   My recommendations for CMS and hosting are:






	
a) WordPress and a Cloud server on Hostgator
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b) Custom made and GoDaddy
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c) Custom made and a private server privately run
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d) None of the above
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CHAPTER 3


Social media marketing madness





I want to make this whole Part as user-friendly as possible, which is why I don’t get very technical and am trying on focus on the concepts that really work.


It’s great to see you continuing to learn the tips and tricks to getting buyer traffic in this day and age and I actually have some particularly cool stuff in this chapter.


We are going to cover social media marketing or SMM for those who do this professionally. (What can I say? We love our acronyms.)


If SEO is a lot about your relationships within your marketplace (i.e. the related but-not-competing links that point at your site), then SMM is more about your relationship with your actual customers.


In fact, one of its primary and most effective uses for business is as an instant online customer support centre (more on this later).





What is social media?


Social media is defined as content that is generated and interacted with by the participants and the generators of said content.


To give you an example, say you take a picture (create content), you post it on Facebook (publish it on a social platform), a million people comment on it, like and share it with their friends.


You generated the content but the other participants interacted with it and in so doing spread it all over the world. In so doing, they became content amplifiers. This is one of the huge potential powers of social traffic.


They willingly spread your message and voice for you, amplifying what you could never have done at all on your own.


Now getting shared a million times is a rare thing (it’s what you might have heard referred to as going ‘viral’).


But it can and does happen many times every single day.


However, that shouldn’t be your goal for using social media because if it is you’re going to be disappointed once you find out your funny cat video only got a hundred views (which is the YouTube average).


Why you need to be on social media


1  Your customers are there (billions of people around the world have a social presence of some kind on a social network).


2  See point 1. That is about it.


Seriously, don’t give me anything about Facebook takes your identity or anything like that. If you are a business, you need to be where your clients and customers are, and you need to be interacting with them where they feel comfortable interacting.


So, now that that is out of the way …


What different platforms are there?


There are literally hundreds of tiny social networks out there. Some exist just for small-business people or particular countries.


The main ones that you need to concern yourself with to start are:


•  Facebook I know big surprise right? Well it has over 1 billion users so it is a pretty big deal.


•  YouTube This is the second most searched site in the world, making it the second biggest search engine in the world and is also Google-owned.


•  LinkedIn Particularly good for business-to-business operations but also good for any business as a place to be found by other business people who may just want your service or you might want to use theirs.


•  Google+ Not only good for social traffic, also has some SEO benefits that will be talked about later in this chapter.


•  Twitter More specialized but still very useful.


•  Pinterest An image-based social platform with a very high female demographic of 85 per cent, that is fast gaining popularity and value with retailers – as you can well imagine.


•  Instagram An image- and video-based social network popular with the tech-savvy demographic because it’s a smartphone app.


If you only could choose three to start, I would choose Facebook, YouTube and Google+ for the normal business; for the business-to-business company, replace Facebook with LinkedIn.


Now let us determine what SMM is good for and what it isn’t good for so you can start to have an idea about how you can use it for your own business.


What social media is good for


1 Social media is a great place to interact with your customers on a personal level.


They can be made to feel comfortable posting questions on your timeline or as comments to updates you’ve posted.


 On Twitter, the tagline is ‘It is all about the conversation’ and that is the truth, not only on Twitter but on Facebook, YouTube and all the other social platforms out there.


 If you ship products as part of your business, you can be sure to get a few ‘where is my package?’ Facebook page posts now and then. As well as other product-related questions …




Note


Always, and I mean always, answer these questions publicly (whether they are bad or good). If you do not, nothing can stop your other customers from interacting with you faster.


It is really a bummer to go on a fan page and one of the first posts is, ‘Where the heck is my package? I ordered it 5 weeks ago!’ and the post is weeks old and there is absolutely no response from the page owner …


The least they could do is take five seconds and go on their page and delete the comment. But no it just sits there scaring away prospect after prospect whether the page owner knows it or not.


The question is still there so as far as the person from the outside looking in knows this business owner never checks their Facebook page, so why should they check it?





2 Social media is also a great place to get social proof.


Everyone always goes where the crowd is just to see what they are looking at.


It’s the same for your social efforts: build up your fan base and more people will follow, just to see what is going on, and they may also end up being customers.


3 Social media is good for lead generation (prospecting).


This is not to say that social media is good at direct selling (see number 1 in the next section) but it is a great place to find people who are willing to find out more about you before buying.


4 Social media is great for product demonstrations and service descriptions.


This is where YouTube shines and, by extension, provides something you can share on Facebook and Twitter, that is, the ability to demonstrate how something works and explain it in detail. Whether this is the latest do-hickey that you came up with or how a divorce settlement really works, this is a good place and way to illustrate it and make it clear for people to understand.


What social media is not good for


The number 1, and I repeat, the number 1 thing you need to know about social media is that it is not a good place for:


1 Selling directly and incessantly


As you can imagine, I’m on one social media platform or another pretty much constantly and the one thing I continually see is businesses that do nothing but broadcast their latest promotion … all the time!


I mean, this is alright if you’re a deals site like Groupon or something like that. But if you’re not, you’re just going to turn your prospects off and then you’ve lost them for good (if you’re lucky); if you’re not lucky you’ll get your account banned for spamming.


Just the other day I saw someone in a £185/month private Facebook mastermind group spam twice within an hour with their first two ever posts. Crazy.


No one likes to be sold to while hanging out with their friends.


That is what you are doing if you do nothing but broadcast sales messages and nothing will banish you to social oblivion faster as well.


So don’t do it.


Now, thinking about the above scenario, say you became friends with a member of the staff of a company and one day they suggested to you, ‘Come check out this sale my company is having’.


That is a completely different matter.


So the occasional sales message combined with good interaction skills is all right.


Just for heaven’s sake don’t do it all the time! Try to limit it to once a month, if at all.


2 Social media is not a place for blah content


You have to excite your users the second they lay eyes on your post.


You want them to be hitting the share button before they even know what they are doing because what you share is that cool.


They don’t want the latest blah article you found via Google search. They definitely don’t care about your tenth anniversary of being in business … Really they don’t care … Seriously …


[image: image]


Super ninja trick


Take what your customers don’t care about and make them care about it.


What do your customers care about? They care about what is in it for them or how their lives are affected or can be improved.


So to turn around the ten year anniversary of your business say ‘We are celebrating giving dogs the best cuts in the New York area for the last ten years’ - make them care!


Lead with why they should care and they will do just that.


[image: image]


How to get started


Go to all of the sites above (whether you plan on using them immediately or not) and register your unique name.


Otherwise, you may find that the name you want is gone before you get there.


Next, choose your starting three (for this example, I will use Facebook, YouTube and Pinterest as Facebook/Google+/LinkedIn are similar).


Facebook


For Facebook, LinkedIn and Google+ (G+), you first have to get a personal account before you can register your business name and get yourself a page for your business.


I recommend that if you already have a personal account then great, go ahead and create a business page.


Next you need to populate all three of these pages with as much useful information and content as possible.


No one likes walking into a ghost town page with just a headline and an ‘under construction’ sign.


If you are a business with any history whatsoever, it should be relatively easy for you to create content here.


Put it all down in chronological order. (They all let you do this.)


For instance, put in when certain products became available, any awards you have received, any conventions you have been to, major partnerships you have started and so on.


Anything that just shows you are a real company. Photos. Videos. Audio. Scans of newspaper clippings. Anything.


Done well, this will have your potential customer scrolling through your history thinking ‘this is one accomplished company’.




Note


Don’t make stuff up. Nothing can be worse than lying on social media. You will be found out. A good word travels at light speed, a bad word at warp speed!


If you’re a new company, that doesn’t mean you don’t put up information, but put up information about your planned ventures, and your accomplishments so far. Even if it is only joining your local chamber of commerce and hiring some cool people at the local job fair.





Be real and share your company’s life (if ever so short) there.


Now get some fans. I recommend getting all your employees and their family, your family (even the mother-in-law if you dare) and past/current clients and customers to like your page on Facebook.


Then, run a short ‘like’ campaign using Facebook Pay Per Click Adverts targeting people within your local area who might be familiar with your company. Aim to get more than 25 likes as this will give you the ability to choose a ‘vanity’ URL for your page.


Something like: facebook.com/dog-supplies-inc.


It will also show that you are a happening place and moving and grooving company, at least in people’s minds at this point.


Now you need to start producing content.




Note


LinkedIn and G+ are different in the way you get to know people, join and create ‘groups’ related to your business and start posting good content.


It won’t take much to have an effect in those places.





Producing great content on Facebook


Creating good content on Facebook is not as difficult as it may seem but it can be a case of trial and error depending on your customers.


So how to really make good content?


Think emotional.


What gets your customers/clients emotional? Not just nice, but in an emotional moment. Do you have a pet service? Maybe some pictures of kittens …


For instance, a day-care centre could post pictures of cute kids, have inspirational stories of parenthood, money-saving deals you’ve found on clothes, toiletries and so on.


Maybe, though you don’t have such a specific group of people, you still have a group of people. Like teenagers or young adults. What gets them excited and emotional? (Teenage boys of course don’t get ‘emotional’–‘stoked’ or ‘blown away’ maybe …)


Those are the things you need to think of to make great content on social networks that get shared over and over again.


Your latest doo-hickey to get Fluffy’s hair straight will get trumped every single time by that picture of a dog and cat snuggling together with ‘friends forever’ written underneath it.


The more that people read and share your emotion-inciting posts, the more people will remember you and see your other posts later when you mention a sale that you have just for your Facebook friends.


That being said, the three best formats for getting an emotional response for the most part are:


•  pictures/other images


•  videos


•  everything else.


See, a picture is really worth a thousand words.


Producing great content on other social networks


For G+, you should do the same emotion-impacting things that you put on your Facebook page. But LinkedIn is a different animal. The content that needs to be talked about there needs to show people your company and you contributing in big ways to the community as a whole.


You need to start groups and contribute good content to related groups.


For example, if you are a lawyer consider starting a group in your area of expertise to answer people’s questions, then really answer people’s questions.


Many businesses start these things but then promptly forget that they did and get ‘too busy’. If you want to see growth on LinkedIn, you need to be willing to contribute to the conversation.


If you aren’t able to find time, consider outsourcing (covered later).


YouTube content creation


Here you need to be creating things that your customers are looking for and this really depends on your market.


‘How to’ videos may really work for you here or instructional videos on how to use your products. Other things that help are to create videos about subjects that people would look for before coming to you. Perhaps ‘back pain remedies’ if you are a chiropractor or ‘how to fill out small claims forms in your state’ if you are a lawyer. Almost any business can profit from this kind of advertising, because almost everything can be portrayed by a good video.


There are some rules.


Set and follow a set flow with every video. Here is my suggested flow:


1  Introduction with music and logo with brief intro to yourself


2  Then tell them what you are going to explain/do


3  Explain/do it


4  Sum it all up with a conclusion


5  Put a call to action (visit your site, download your report, etc.)


6  Don’t be boring


7  Don’t be boring


8  Don’t be boring


That is about it, be yourself (unless you are boring); in that case find someone else who can show enthusiasm. I am currently working with a client who is not a naturally exciting individual, so I asked him to actually put his employee in the videos.


Don’t take it personally, it is how it is. You need to show excitement or people will think you are in it only for the money (which may be the case but don’t show them that).


It will be trial and error, at least to start with, to find the content that people want but here is a secret to success.


After producing your first ten videos, which will establish you as an expert, you can ask your viewers what they want you to talk about.


Do those things, then ask again, ‘Now what do you want me to talk about?’


Some of the best YouTubers never have to ‘figure out what to do’ because all they do is ask their viewers what they want and give it to them.


You must remember this is a two-way street, you are not just broadcasting these videos (or those pictures on Facebook) to faceless millions. You are broadcasting them to specific people that have an interest in you and your company.


If you ask them what they want, they will probably tell you (unless you are producing such boring content that they might not even be seeing your requests). Maybe you only get a few responses to your first request. Do them and you will win the business of those who requested them.


Then, when people see that you are listening, more people will speak up next time.


Success is never instant on social media. You need real people talking about you to get other real people to come.


Why you need to be on Google+


You may have noticed that Google+ (G+) is in all of my recommendations and you might wonder why. If you track these things at all, you might know that there is not necessarily as big an audience there as there is at Facebook.


Well there is one reason and that is SEO.


Here is one of the places that SEO and social media intersect. The only reason that there is SEO is because of Google. Google is 63 per cent of the US market and 90 per cent plus of all the other markets.


Here is an example.


A little while ago I had a website where I posted a link on my G+ to a site that I own in Brazil. Recently doing a search for that term on Google, I realized that my comment for that link is above the actual site itself!


This is just part of the power of G+ though. You need to realize that G+ has the potential to be a real authority builder and a way for Google to ‘verify’ your identity, so to speak.


They give you a bit of code now that means if you post on any site you own, you can link back to your G+ profile and get ‘credit’ for that post even if it isn’t on your site.


This has huge potential as now Google has to do a lot less guess work and will start seeing you as a real authority the more you do this, with your site and other authority sites in your niche.


Being on G+ is also essential for your local profile in that Google Local is now rolled up in your G+ business profile.


So all you need is one personal G+ account, one business G+ page and, optionally, one personal G+ page. When Google sees that you are linking to your website and other sites, it will credit you for posts there and it therefore becomes one big SEO feedback loop.


The extra visitors from social media will just be icing on the cake.


More advanced image tips


As I showed above, images are the number one thing being posted to Facebook at this time.


Now the best way to put images on a social network is to put images on two other specific networks at the same time.


These were not recommended above because it is usually best not to bite off more than you can chew to start with and posting images on Facebook alone is just fine if you want to test the waters.


To do images right and get the maximum exposure for your image efforts, post them both on Instagram and Pinterest at the same time.


Pinterest is mostly aimed at the desktop crowd (though there are many mobile users) and Instagram is almost completely aimed at the mobile crowd. In fact, without a mobile device you can’t really use Instagram properly. You can view images using sites like:



http://websta.me (Webstame)



https://pro.iconosquare.com (Iconosquare)


However, you can upload any photos you have to Instagram by simply emailing them to your phone email address or saving them on an SD card and putting them on your phone and/or tablet.


So after you have tested out your images on Facebook, head over to Instagram and Pinterest and get to gramming and pinning. They are truly a match made in heaven.




Summary


Be real and interactive on your social media accounts and post things that people get emotionally involved with, and you will be light years ahead of your competition.


Focus on not being boring and check your updates constantly. If you don’t hire someone to be doing it on a continual basis, there are many places online like UpWork.com where you can find people who will do it for a reasonable monthly fee.


Be involved in as many platforms as possible from Facebook to YouTube and everything in between. This gives your customers multiple ways to interact with you and also gives you authority in Google’s eyes.


Be sure to include getting on Google+; whether you actually get traffic itself, this more then anything else can get your business noticed by Google and can get you listed in two spots on the first page of Google if you do it right.


Big things now include images and videos but mostly images are king now. The latest updates Facebook just made increase the up front and centre position that Facebook was already giving images.


So images are not going away anytime soon.





Fact-check (answers at the back)




1.   SMM stands for:






	
a) Super Monday madness
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b) Sonic music monotone
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c) Social media marketing
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d) Social money mayhem
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2.   One of the main uses for social media is:






	
a) To make massive amounts of money from people who trip over themselves to buy in your sales
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b) To be a customer support centre
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c) To build an email list
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d) Both b and c are correct
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3.   Social media is:






	
a) All websites in the world
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b) Sites where users and creators interact seamlessly
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c) Only Facebook
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d) Only special sites named social media
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4.   The main social sites are:






	
a) Facebook
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b) YouTube
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c) LinkedIn
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d) Pinterest
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e) Google+
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f) Twitter
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g) All of the above
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5.   Social media is ideal for direct sales:






	
a) True
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b) False
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6.   Social media is a great place for social proof:






	
a) True
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b) False
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7.   The best type of social content is:






	
a) Lots of related articles every day
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b) Pictures
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c) Videos
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d) Emotionally moving pictures
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8.   Google+ is ideal for:






	
a) Social and SEO
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b) SEO only
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c) Social, SEO, and ‘author rank’
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d) None of the above
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9.   After expanding in your top three networks:






	
a) Stop there and keep going
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b) Move on to Pinterest and Instagram
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c) Go really deep to niche-specific
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d) Work on the hundreds of other social networks out there
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10.   The most important thing is to be ‘Real’!






	
a) True
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b) False
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CHAPTER 4


Pay per click (PPC) simplified and explained





In this chapter we are going to discuss another tool that should be in every digital marketer’s toolkit and that is pay per click (PPC) marketing.


SEO and social media are great ways to get traffic for ‘free’ – although not totally 100 per cent free because you’re spending time that not all business people have to spare to be able to create content, get links, likes and shares and so on from your marketplace.


Sometimes it is nice just to click a couple of buttons and get visitors and this is exactly what PPC can do for you, but only if you do it right.


Don’t go crazy now and say I told you PPC is a magic button to make money online. Far be it from me to say such a thing. What PPC can do is make money on demand if you do it right. This, like anything, requires work plus knowledge and analytical ability to read numbers, and then you need to apply those numbers.


First, let’s talk about the state of the PPC market and then get into how to do it right.





PPC ads in a nutshell


It should come as no surprise that Google is number one in this arena. Google’s AdWords (PPC) system is the primary revenue stream for Google ($59 billion in 2014 – almost 90 per cent of their total revenue) – well, at least until their driverless cars and other projects are available to the public.


Facebook is Google’s next major competitor in the PPC space but their revenue is just a tenth of Google’s and uses a different system (which I personally think is better) that we will get into later in this section.


And also you have the smaller players like Yahoo Search Marketing, and Bing PPC that all have their place.


Google search ads


When someone types in keywords, the first two to three listings are ads as well as all the links on the right side of the page.


This is Google’s Search Network.


You can see a sample screenshot of those ads below in the highlighted boxes:
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Also Google has its tentacles (shh don’t tell them I said that, I mean its ads) on millions of websites across the web.


This is known as Google’s Display Network. Website owners can apply to Google to have these ads on their websites via their AdSense Program and this is a legitimate way to help monetize a website.


You can learn more about Google’s Ad Networks here:


http://adwords.google.com


So how does PPC marketing work?


There are two main types of PPC – keyword related and demographically related.


Keyword related is how Google does it in their Search Network.


You bid on which keywords (search terms) your ad will show up on the right-hand side of and you pay $x.xx or just $.xx every time your advert is clicked.


You can find out the average cost per click (CPC) for each keyword using either the Google Keyword Planner or Google’s Traffic Estimator tool (accessible only from within a paid AdWords account).


The price you pay is a combination of the amount of competition for the keyword and how popular your ad is. The more times your ad is clicked in your PPC campaign, the more Google rewards you by ever so slowly nudging you up the paid ad rankings.


So if your ad was initially placed fourth and ended up getting more clicks than the third, second and first place ads, it’s possible that your ad will jump the queue into first place and you’ll still be paying the same amount as you were when you were in fourth place.


Once again, Google rewards relevancy with ranking, and because ads in first place generally get more clicks than lower-positioned ads (assuming it does get the clicks), you’ll end up sending more traffic to your website at a lower cost than your competitors!
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