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Why Your Business Needs A Digital Strategy

01

Modern advertising is dead. That’s right, there is absolutely no more necessity
for expensive television and print ads. This may come as a shock to many, but
whether you’re an industry leader that has been marketing your product or
service for years, or a fledgling business in the industry, it’s important to realize
that digital marketing is revolutionizing the way that consumers are engaging
with content. This idea isn’t by any means new, either. Marketing has been
continuously changing, evolving, for decades. It’s because of this that digital
marketing is the next frontier of marketing, and the primary reason that your
business needs to urgently use the tools and resources available to capitalize
on a quickly growing market.
Although marketing strategies have been changing since the beginning of
the advertising industry, this latest iteration has one completely different
characteristic that separates it from the rest. No, it’s not the simple fact that
advertising is online - it’s actually the advent of the prosumer. The prosumer is
both a producer and consumer of content. The ability to share is the epitome
of what this definition is. Prior to the advent of the prosumer on social media,
content spurred the creation of specific audiences. Now, audiences are spurring
the production and the proliferation of content, services, and physical and
digital products. What has emerged is a system in which marketing to a niche
demographic is the only way to be able to make waves and create “buzz”, per
say, in your respective industry.

https://ontopvisibility.com/the-elements-of-a-successful-digital-marketing-strategy/
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Then, creating a digital strategy is more about understanding your market
segment than anything else. Audiences exist for all types of content, but the
type of content being curated today must deeply resonate with a specific type
of audience in order for it to be successful. “Viral” content, the types with millions
of views that many other “marketing firms” will try to promise, is simply not a
realistic goal. Rather, specific, revenue-building, cost-saving content curation
is the formula for long-term success. The marketing model that Digital Revamp
has created has generated millions of dollars for our clients, while keeping
costs low and running digital marketing strategies that are both concise and
targeted. This guide is intended to teach you how to implement those exact
strategies, using the same technical resources that we used to ensure that it
happened. That means no “fluff language”, no “BS”, and most importantly… no
hidden bank-breaking software that will take years to recoup an investment.
Rather, these simple, accessible techniques are the key to fostering a digital
strategy that is both cost-effective and highly effective. With that, we here at
Digital Revamp wish you a happy reading and a successful hustle!

https://sloanreview.mit.edu/article/three-characteristics-of-a-winning-digital-strategy/
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What is a marketing strategy?

04

Before we get into the skills and technical assistance that is needed to have a
successful marketing strategy, it’s important to delve further into what exactly
are the components of a successful marketing strategy. In its most general
sense, there are only five simple steps to achieving a marketing strategy:
Developing a goal, defining your audience, detailing your brand promise,
dissecting your competition, and determining your measurements of success.
The “5 Ds to Digital Marketing” are transcendent, they span across marketing
sectors and work regardless of product. Why? Because all digital marketing
really is, is “hacking” your way into someone else’s mind. That’s right - marketing
is a hacking a mind using the outline above.
The first step mentioned is developing a goal. Like mentioned before, it’s
impossible for all content to go viral, and it’s even more unrealistic for other,
non-result based firms, to try to sell you a “pipe dream” that isn’t realistic in the
slightest. Developing a goal, though seemingly an easy step, can sometimes
take weeks to months to do. It all depends on your overall outcome. Do you
want to quickly build your brand revenue? Are you trying to increase your
brand recognition? Or, are you working towards a larger goal, like advertising
for an affiliate or trying to get your own clients? Regardless, developing your
goal is going to put yourself and your entire team in the correct mindset, with
a unified message before embarking on any other steps in the process.

https://foundr.com/marketing-strategy/
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The second step is defining an audience. Later in this guide, we’ll walk you stepby-step through the tangible and accessible tools that will allow you to quickly
identify your niche audience, but even before then, it’s essential to try to work
within your capabilities to gain a rough idea about who your audience will be
and what your ideal customer looks like. This is immensely important to digital
marketing. For example, a younger demographic may not require as steep a
learning curve as an older demographic would when it comes to selling your
product. You’re going to see the word “touch-points” throughout this guide.
The average user needs 5-7 touchpoints, or interactions, before choosing to
buy a product or service. In the case of older prosumers, this number is higher,
and vice versa for younger prosumers.
Next is detailing your brand promise. This step is where the bulk of the work is,
and involves curating content that can later be distributed throughout other
social media channels, and ultimately, amplified through interaction with
users and organic and paid shares. All of this may sound technical, and is sure
to be covered later in this guide.
For now, just remember that having a coherent brand promise, a message to
be delivered throughout all of your content creation, will help immediately in
demonstrating both the credibility and efficiency of your brand.
The fourth step in your digital marketing strategy will be dissecting your
competition, and that means identifying other leaders in your industry to
try to identify all of the components of their marketing strategy. Ask yourself
questions like: what makes your brand unique compared to theirs? What
hashtags, back link, SEO tools (don’t worry, we’ll talk about these later) are
your competitors using that drive traffic to their website? Understanding the
technical tools of your competition better than they even understand it gives
you an unrivaled upper-hand in crafting a digital strategy.

https://firerockmarketing.com/need-marketing-strategy-get-started/
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Important Numbers
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Digital marketing, more specifically, getting your audience to engage with
your content, is 70% emotional and 30% rational. While that 70% is extremely
important, the 30% rational decision can easily be interpreted in quantitative
metrics that your brand needs to measure. These are a series of important
figures that help with the development and messaging of your business.
One of the first numbers is the number of influencers directly promoting
your network. Setting a benchmark at the beginning of the month, and then
continuously checking up on this progress, is an easy metric to calculate and
even more simple to graph to show long-term process.
There are some more difficult numbers that require online software to achieve.
One of them is the identification of “backlinks”, or other, third party websites,
that link back to your initial website. Another important metric is hashtag and
keyword usage - key phrases and signifiers that are trending within your space.
Digital Revamp hires premier data analysts to provide an in-depth audit into
this metric, but one of the easiest websites to use

https://revenue-hub.com/hotel-digital-marketing-november/
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Environment #1: B2C
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B2C, or Business to Consumer marketing, is one of the most traditional,
yet important ways to maximize on active income, as well as set up passive
income channels through revenue and affiliates. It is the core of the type of
business that Digital Revamp and other premier consulting agencies engage
in on a day to day basis. While many websites will charge upwards of $1,000
for business to consumer tutorials, Digital Revamp is of the mindset that there
is no “magical formula” for passive income, rather, building relationships with
these clients is a time-driven process. In understanding this environment, the
most important thing is knowing which social media channels are used to
maximize business to consumer transactions.
We mentioned before about touchpoints. With business to consumer
environments, this is even more important. Currently, there are over 60 million
active active business pages on Facebook. Your goal in business to consumer
environments is making your page unique enough to maximize that channel’s
usage.

https://visual.ly/community/infographic/business/b2b-vs-b2c-marketing-automation
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The B2C platform is almost entirely based on referrals. These don’t necessarily
have to be active referrals, people actively promoting a brand or business. It
could be as simple as someone sharing a piece of content or videography that
stimulates the curiosity of the consumer. In other words, content becomes the
touchpoint. While businesses often have an immediate err of credibility, the
problem is building up the brand of the business to make it distinguishable.
Distinguishing from other businesses is so profoundly important, and I’ll give
you an example of why. Say you’re going to stay at a hotel, and want to look
up the best and most quality hotel in your area. The first place you’ll probably
look for a hotel, restaurant, or really any type of entertainment venue is Yelp.
The reviews you find on these websites will significantly impact your opinion
about where you ultimately decide to stay. So, looking at these websites is one
of those touchpoints we mentioned earlier. This ultimately goes back to the
concept that was mentioned in the beginning of this E-Book, the idea that
everyone is both a producer and consumer of content - a prosumer. So B2C
is both a combination of using referrals and marketing to distinguish your
brand, while initiating the same touchpoints used to compel the user to buy
your product.

https://webengage.com/blog/15-b2c-marketing-automation-examples/
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Environment #2: Corporate B2B
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Corporate B2B, or Business to Business, is a similar type of marketing, but works
in such a way that requires businesses to contract or provide a very specific
niche service or product that again, needs to be distinguishable from other
businesses, and requires an immediate conversion with high opportunities for
upsell. This is the type of business that Digital Revamp engages in on a day to
day basis. Consultants, contracting firms, and governmental agencies engage
in these businesses to try to stimulate new contracts and other types of work.
There are a couple differences in this regard though, mainly revolving around
the types of social channels that are used to engage in B2B transactions. For
one, it takes significantly more touchpoints, in an expedited period of time, to
sell from business to business. Additionally, these touchpoints will take place
in non-traditional channels and use what are called long-form updates. This
means regularly posting on channels like LinkedIn, Brad Traverse, Facebook
Groups, and using paid advertising to display not the product, but the credibility
and previous successes of your business. For many of these businesses, there
isn’t one type of rating system or review platform that other businesses will go
to, so selling your brand as a matter of credibility and experience is essential.
For example, on the Digital Revamp website, we devote an entire portion,
about 50% of our website, highlighting our previous work efforts and specific,
measurable successes to try to sell our marketing services to other businesses.
This both displays our credibility and further simplifies our niche market..
Many businesses will engage in simple practices in Linkedin Groups to try to
promote exclusivity and upsell products. Additionally, design is imperative for
digital marketing. At Digital Revamp, and we’ll talk about this more in the
paid version of this book, but we engage high-profiled designers to make sure
that our slide decks and other marketing materials are of the highest quality
caliber.

https://datafloq.com/read/b2b-ecosystems-big-data-transform-sales-marketing/2716
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Environment #3: Medical
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The medical environment is a growing public sector, and even more sensitive
to marketing in regards to the emerging medical innovations and experiments
that are reshaping the way consumers think about the world. IN aprticualr, one
can find that there has been a surge in medical marketing, and a high learning
curve for that matter, when it comes to medical devices, services, and clinics
that are continuing to start up across the country.I can remember distinctly
one of our clients, coming to us to talk about marketing for a womens’ clinic
that is both promoting a variety of womens’ services while trying to grow their
audience to a new segment of young women who are looking for advice about
their health as they begin new chapters of their lives.
In particular, there are two important aspects to keep in mind when working
in the medical environment: a sensitivity to the delicate topics that emerge
when talking about medicine and a distinct need to implement the marketing
techniques mentioned previously to really harness the power of a niche
audience. For our client that works directly in the medical field, we have used
targeted Facebook analytics to direct ads directly to women, younger women
in particular, to make them aware of the businesses and services that this
client is able to provide.

http://www.spreadigital.com/effective-medical-marketing-strategies-productive-profitable-result/
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The previous rules regarding medicine apply, also. There is a need to have
credibility when dealing with consumers regarding their health. At the same
time, when dealing in B2B services, credibility and philanthropy our key
aspects. One of our content writers, who works in the government relations’
business for medical companies, distinctly used his marketing skills to try to
focus on the philanthropic efforts of medical companies to shift focus to their
community-based activities and help them achieve a more empathetic feel.
Think about it like this - no consumer wants to read about the didactic nature
of a business. Certainly it is the moral and ethical duty of any marketing firm
to try to market products with the fullest explanations and descriptions of
clients, but it’s as equally important to try to work within the scope of that
community to showcase their work for the community, to tell a story that is so
essential to content writing.
When talking about content writing, in particular, for medical companies and
medicinal clients, one should constantly keep in mind the 90-10 rule, that 90%
of a person’s decision is emotional, and 10% is rational. Displaying a company’s
record in the community, whether it be the effect of a pharmaceutical
company on its clients or the work that a local medical clinic has done for
the local economy its based in, helps to increase the brand recognition of the
company and give it a more holistic feel.

https://healthcaremarketingsolution.com/5-misconceptions-about-digital-marketing-for-doctors
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Environment #4: Food Industry and
Restaurant Business
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The majority of Digital Revamp’s first clients were based in the food-service
industry, and these are great clients for a fledgling consulting firm or a longstanding marketing group that is looking for a new branch of clients. One of
the key aspects to remember when dealing with restaurants is a very simple
premise that pervades the entire industry, and something that I agree with
profusely: selling food is like selling sex.
Content writing in the food service industry falls within the category of
extremely descriptive long-form posts coupled with geo-hashtags and locationbased filters to make the restaurant feel like the place absolutely everyone needs
to be at. This could mean investing the time and energy into taking absolutely
stellar pictures of food, and hiring videographers to take incredible event
recap videos. For one of our clients, the demand is tangible, as they demand
three to five unique content posts a week to display both the high quality of
their food and the new types of events and parties that they’re able to have.
From a business perspective, the restaurant and food service industries
provide unique forms of passive income through affiliate marketing and point
of service (POS) ordering systems that can be resold to restaurants to greatly
enhance their internal marketing capabilities. Companies like Uber Eats and
Postmates have already capitalized on this, but there are plenty of thirdparty POS ordering systems that can be used to create an instant market of
deliveries for a restaurant. Learning about these types of ordering systems
greatly enhances the capabilities of the business and also provides a steady
form of commission for your company.

https://www.fifteendesign.co.uk/blog/digital-marketing-campaigns-in-the-food-industry/

Environment #5: Marketing for Nonprofits

The nonprofit organizational field provides unique services and products to
often underprivileged or disadvantaged demographics. However, it’s important
to keep in mind that marketing to non-profits is a completely different kind of
marketing. Rather than selling a product or service, you’re selling an idea. This
is a completely different kind of marketing with a unique learning curve, but
the same ideas and techniques mentioned before apply.
Often times, a strategy that is employed when marketing for a non-profit is the
creation of an educational video, something that both stimulates the interest
of those are listening to the ideas of the non-profit and enhancing the vision
that any non-profit has.
Consider also the types of channels that nonprofits work on. Reaching a
general demographic to ask for support encompasses a wide-reaching
audience to help with the development of the ideas of the non-profit. In other
words, using social media marketing for nonprofits involves creating a widereaching demographic and may require significant more investment. Luckily,
Digital Revamp has employed advertisement experts to reduce costs while
also maximizing the efficiency of the advertisements that are promoted.
Take Instagram for example, where Digital Revamp has helped a not-forprofit interact with the overall 35 million American users that use Instagram
every day. In such an encompassing audience, captivating attention is of the
utmost important, which is why a great videographer coupled with an expert
advertisement and marketing analyst are just two of the steps needed to
create a successful non-profiting advertising campaign.

https://www.itvibes.com/solutions/nonprofit-solutions/
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Environment #6: Tech Startups
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Crafting a marketing campaign for a technological startup is similar to a nonprofit. Again, you’re dealing with a very steep learning curve for an often small
company with little to no extra resources that can be used for expenditures
on ads. I often tell my clients this: “Do you really need the flashy office, the
enhanced internal technology and paid services?” The answer is a resounding
NO. Startup technology companies hate to hear it, but the best placed area
for extra revenue or startup capital is in an all-encompassing marketing
campaign for a youthful demographic through Facebook advertisements and
Instagram analytics. Again, we go into a step by step process for how to deal
with tech startups and other types of fledgling businesses in our paid EBook,
which can be purchased below and contains all types of tools that can help
with the setting up and maneuvering of Facebook Pixels and other analytic
measurements to create a targeted advertising campaign.
If there’s any place where advertising matters, it’s in the technological startup
world, where people are constantly creating new innovations that will appeal
to the latest and greatest of millenial gadgets. There’s no getting around
these realizations, and learning how to market this upsell to your clients is a
skill that takes practice and time to perfect. Digital Revamp has specialized in
creating value through the marketing of upselling products, and our clients
can testify that they’ve seen significant value added to their social media
channels through the targeted advertising campaigns. As I write this EBook,
I’m in the process of booking tickets to a conference in Hong Kong, where one
of our tech startups is preparing to present at an international conference to
explain their service, and more importantly, the unique marketing campaign
that allowed their app to flourish and grow in an expedited period of time.

20

https://www.cleveroad.com/blog/how-to-make-a-business-plan-for-startup-a-step-by-step-guide-for-young-techcompanies

Environment #7: Association
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One of Digital Revamp’s largest clients, an international human resources firm,
contracted Digital Revamp to completely redesign their website to deal with
a new demographic. In the environment of for-profit associations, a concise
SEO campaign, coupled with the implementation of long-form content on
platforms such as LinkedIn, are essential to building a brand personality for
an otherwise below-par association. While our client already had significant
brand recognition, appealing and shifting focus to a new audience requires
both time and significant investment that, if not spent properly, can simply
be wasted and lost. Up to this point, we haven’t talked much about front-end
web design, but admittingly, have a programmer on staff at a marketing firm
is an amazing tool to help with the unique service of website redesign that is
essential to giving credibility to otherwise outdated websites for associations
that may not be as technologically savvy as the consumer they’re trying to
reach.
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Environment #8: Online Stores
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I wanted to finish this E-Book talking about one of the most least talked about in
detail, but most hyped of all the new marketing strategies, and that’s reselling
and online stores for sites like Amazon and Ebay, that are growing everyday
through affiliate marketing campaigns, independent labels, and online sellers
that embody the prosumer model.
Investing in an online store requires even more time and a deeper understanding
of the models already presented. In our paid EBook, I talk about the online
stores that I have helped set up, from the front-end design of their Amazon
store to the affiliate marketing techniques that can be used to generate both
passive income and active revenue through the importation and independent
labelling of products. What seems like a complicated but fruitful endeavor at
first can turn into an extremely productive side hustle if the right mindset and
efficient content is applied.

https://digitalupstarts.com/enriching-the-shopping-experience-with-digital-marketing/
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Conclusion: A Note from Digital Revamp CEO
Roy Abdo
While this all may seem like a whirlwind of knowledge and skills that, yes,
take time and money to master, I want to repeat that there is no such thing
as magically generated passive income. Ask any one of the successful digital
marketing agencies and they will tell you that there is a step-by-step process,
that needs to be adjusted and tweaked for each individual project and client,
to ensure long-term success. At Digital Revamp, we have developed multiple
formulaic approach for dealing with all of the environments aforementioned,
as well as creating valuable measurements and insights that only the top
1% of digital marketing consulting firms are able to give to clients, let alone
use efficiently to rebrand content. If you’re not implementing the strategies
here, and the basic outlines for what will become the audits of your clients’
existing digital presence, then it becomes impossible to suggest meaningful
improvements while keeping the brand vision alive.
The full Digital Marketing Strategy EBook presented by Digital Revamp goes
in detail into the technical and logistical skills that are required to successfully
implement the ideas and theory shown here. Theory can only get you so far
- and that’s why I am fully disclaiming that this EBook does NOT have all the
answers for Digital Marketing. Honesty is a value that I have held close to my
heart and mind since the founding of Digital Revamp. If you want the no
bullshit answers on how to create a digital marketing firm that you’re ready
to put passion into, then I highly encourage you to go onto our website and
make the investment in our step by step guide that, at the very least, will put
you in the 1% of marketing experts who understand the organizational and
technical skills needed to sell products, services, and visions to any client across
the marketing world.
Again, theory only gets you so far. I’m not going to sell you a pipe-dream, or
a book that you can read overnight and instantly implement tomorrow. No,
I’m asking you to take the time to genuinely ask yourself if you’re ready to
become a part of the newest and fastest growing market, if you’re ready to
put the time and investment into a product that will carry you through this
market, and most importantly, ready to make the mistakes necessary to learn
this industry inside and out.
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I’m still learning about the Digital Marketing world everyday. But from what I
have learned so far, I can tell you that is by no means quick and easy. Despite
all of this, what I can tell you is that since starting this process, I have had the
opportunity to network, work with, and employ individuals from across the
world who have helped me garner skills and experiences that have led me to
some of the greatest endeavors of my life. If you’re looking for that, freedom
from the traditional marketing world, then I implore you to keep reading and
find out exactly what technical skills are needed to succeed in this game.
Marketing is a game, but unlike the traditional businesses of the 20th century
and long-standing companies that take years to enter, digital marketing is
always accepting new players. If you’re ready to play, then your rulebook is one
click away.
Happy reading, and keep on hustling.
Roy Abdo
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