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To my daughter, Erika,

You have taught me so many things:

What truly matters in life,

To find pleasure in simple things,

To find humor in any situation,

And to trust that tomorrow will be a better day.

––––––––

Thank you for just being you. I am proud and happy to be your dad.
- Romuald 
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SECTION 3

Your Free Gift

As a way of saying, “Thanks for your purchase,” I’m offering a free download of my marketing template.

This template is the exact same tool I used to help over 200 clients (of which 12 were well-known nationwide brands) to get more value out of their digital marketing efforts.

You can download this template by going here:

http://www.authorandfriend.com/brief/

––––––––

If you have received some value from this Kindle book, I’d love to have a review from you on Amazon.com.

I look forward to your comments and feedback. You can send me an email at authorandfriend@gmail.com.

––––––––

Who can this book help?

If you have never done digital marketing before and need a simple book that gets to the point and shows you the steps to getting it done, then this book is perfect for you. 

If you have already done some form of inbound marketing but you need a framework, then this book will help you. 

If you want to compress years of trial and error into days, then this book might be for you. 

If you have done event marketing or print-based marketing, which means you already have a marketing base and you just want a primer in digital marketing, then this book is for you. 

Or maybe you are a business owner and you need a launch a new product in the next 30 days. This book will give you the framework you need to successfully manage and keep track of the marketing aspects of your product launch. 

When I started writing this book, I wrote out only the 30-day plan and I thought that I was finished. After reading through it a few times, I realized that I was making critical assumptions about you. If these assumptions were wrong, then it would render this whole book useless. 

To correct this error, I have listed the things you must understand before you begin. 

First off, I want you to know that I believe that you are a self-motivated person. I believe that you are doing this because you have a lot of responsibility to handle and the success of your digital marketing efforts is critical for both your company and yourself.

1. I assume that you have basic technology skills. You can use the Internet, find items in a search engine, and send an email. 

2. I assume that you have a product or service or a niche that you are targeting. In other words, before doing anything else, you must know what audience you are targeting, because you cannot do marketing without having this in mind.

3. I assume you have social media accounts already established on Facebook, LinkedIn and YouTube. While I will explain what to do with these accounts, setting them up is beyond the scope of this book.

4. I assume you are taking a long-term view of your digital marketing efforts. This is important because if you are just looking for a one-off solution, then this book may not be right for you.
5. I assume that you are willing to take a calculated risk with paid media and are not looking only for free solutions. What I have learned is that even free things cost money because there is the cost of the lost opportunity when you invest your TIME and don’t get the level of results that you expect.

How To Use This Book

––––––––

This book is divided into three parts. 

Section 1 focuses on the prerequisites you need to have in place before you start your digital marketing activities.

Section 2 gives you a day-wise action plan. Ideally, you will follow my day-by-day instructions for the first 30 days. After the initial 30 days, you can continue to follow my day-by-day instructions or you can focus on those activities that worked better for you.

Section 3 gives you a list of resources so that it is easier for you to execute.

In addition to this book, you can visit my website, listed below; to access many other free downloads.

http://www.authorandfriend.com/brief/

––––––––

How Will You Benefit From This Book?

The book is more strategic than hands-on. You will find the material organized into several categories designed to walk you through the process. 

Here’s just a taste of what you’ll discover...

# How to structure your inbound marketing efforts with a simple 30-day plan

# Secrets of digital marketing management few people know about

# How to bring a level of sanity to your product launch efforts in just a few short minutes

# A strategic framework for the first 30 days of your marketing plan.

# Marketing strategies and tactics worth $$$$$! Trust me, I have seen how much money businesses waste on marketing, and it can cost in the tens of thousands of dollars. 

You’re going to want to know something before you purchase this book: It’s going to be a lot of work, so be prepared to allocate 30 days of dedicated time and effort to this activity.

Digital Marketing isn’t always easy or clear cut at first, but with time and energy spent learning and practicing the step-by-step method I’ll show you, you’ll understand how to measure the performance of your team and get the results you need from your efforts on a consistent basis.

I will explain to you my own pitfalls and perils in the case study section, along with advice I found while I was looking for solutions to my own challenges when executing such projects. These should hopefully make things simpler for you, since you will not have to learn from trial and error; however, I would like to underline that just because it is simple does not mean it will be easy. 

Now, this begs the question: is it worth the effort? And my answer is yes; it is definitely worth it.

I invite you to join me on this journey as we learn about Digital Marketing. 

SECTION 1

My Digital Marketing Background

It’s important to know who you are listening to when you get digital marketing advice. That’s why I want to start with my story.

I published my first website in the year 2003. After publishing my website, I sent the link to my friends for their feedback, which resulted (eventually) in a lot of inquiries from small business owners who wanted to have websites for their own businesses. As a freelancer, I was happy to help people by creating their websites, but a few of them would come back to me after a year and say that they did not want to renew the website for the next year. 

This caught me by surprise, because I would get approval from them at every stage of building the website (about six stages in total) and I would not proceed from one to another unless they had approved the previous stage. So how could it be that they were now unhappy with a website that they were ecstatic about a year earlier?

The answer was they felt that that their websites did not make money for them and were therefore a wasted expense. But on drilling down further, I realized that the websites had helped them in their branding and marketing efforts, but they did not have a way of measuring how successful their websites were.

The solution I found at the time was to install Google Analytics on every website that I made from that point on, which led to my interest in SEO (Search Engine Optimization) followed by social media marketing and paid media. I joined an agency as a Project Manager and got a lot more exposure to digital marketing while handling marketing campaigns for multinational companies. The average number of website visits for some of these companies was about 2 million users per month. 

I also developed a questionnaire, which I would ask every client to fill out before starting his or her project. This document also helped me a lot when I started working with small business owners, and I was able to offer them access to tools and help them out as a digital marketing consultant. As of now, I have successfully used the questionnaire in over 200 companies in 14 different industries, which has given me confidence that my method works.

This document is provided as a free download on my website as my way of saying, “Thanks for purchasing this book.”

http://www.authorandfriend.com/brief/

––––––––

Lessons Learned

Throughout this book, I’ll be sharing what’s worked for me and what is most likely to work for you. But three lessons stand out above the rest.

Lesson 1: Do a weekly review of your project, which I refer to as a Pitstop.

A marketing project that’s not exceptionally successful is probably heading down the wrong direction because of one or more of its lead sources/channels not operating at its peak. Taking charge and checking fairly often is the key to get the plan back on the right track. A pitstop will help you do that. You need to mainly use a quantitative approach to measure your success. 

Lesson 2: Get quality traffic.

Quality traffic is the key to digital marketing. By “traffic,” I mean the visitors coming to your website. If these visitors don’t have the intent to buy, then it is not quality traffic.

Lesson 3: Know the difference between Strategy, Tactics, and Execution.

The initial project plan used at the product launch stage usually gets hopelessly out of whack due to poor execution. (A combination of good strategy and poor execution is like a Ferrari with flat tires: it looks good in the specs, but fails on the street.) Often, people pass off tactics as strategy, and so end up skipping strategy altogether. Tactical decisions are the day-to-day decisions required for the marketing campaign, whereas strategy is generally consistent for the entire year and rarely changes.

Sometimes, you need to know which marketing activity will have the best results even before you commit to it fully. The solution is a pilot program or an experiment with a small budget before you scale up the activity.

Prerequisites

Digital marketing requires various tools and resources to be available for use depending on the activities undertaken. We will be looking at these activities in the 30-day plan; however, we need to ensure that we have a few basics in place before we undertake the 30-day plan.

There are three basic things you need to have in place before we begin.

1) A logo for each segment of your business.

2) Team members with different specialties who can prioritize and handle tasks efficiently.

3) A Gmail ID specifically created for the purpose of digital marketing. Since you might need to share this ID and password with your team, it makes sense to keep it separate from your personal or official IDs.

I will explain these in detail.

––––––––

Logo

When a client approaches me and he does not have a logo or has a logo that looks like clipart, it immediately sets off alarms in my head.

To be fair to these clients, I will list some of their reasons:

1) They do not want to invest in promoting and managing multiple brands.

2) They have been using the same clipart logo for years without any problems.

3) They are just starting out so they don’t know if it is worth the investment.

4) No one in their industry uses a logo.

5) They have never felt the need for a logo.

All of the above may be perfectly valid reasons, given the mindset of a non-marketing person. But as any good marketing person will tell you, you NEED to have a logo for every SEGMENT of your business.

Now before you write me off, let me explain. You can have a “Group Logo” for your main business that stays constant, but with a tagline that changes for every segment within that business. That would still give you an edge over the competition. But by no means should you try to avoid having logos for different business segments, and here are the top three reasons why:

# In the process of creating a logo for your brand, you end up defining that brand or segment for your company.

# You clearly associate an image of what your brand should look like or feel like to your end customer.

# More importantly, you also define what your brand is NOT, or what it does not stand for.

––––––––

Your Team: Should you outsource?

Outsourcing is quite popular now. But let us first understand what it is all about and whether it can work for you and your company.

Many small business owners are anxious to get started and want to start off as a one-man army. Other companies with existing in-house staff try to get their staff to execute digital strategy without really knowing if that person or persons are right for the job. There are also companies that create an in-house digital department from scratch with students fresh out of college.

Digital marketing is a relatively new industry and it can be quite challenging to find the right staff for it. The best solution is to have one in-house digital specialist and then outsource the execution to either an agency or freelance specialists. The in-house expert monitors the digital campaigns, makes sure that an integrated digital strategy is followed, and mobilizes the company’s existing resources to deliver what the agency or freelancer needs.

––––––––

A Virtual Team 

A virtual team, or a remote team, is a team that works virtually. It is usually geographically diverse and so may never meet face-to-face. Outsourcing to a virtual team has its pros and cons.

Advantages of virtual teams:

# Increased productivity. Virtual teams have flexible work schedules. With the “follow the sun” approach, a team on the other side of the globe can easily pick up where the previous team has left off.

# Extended market opportunity. With geographically dispersed teams, there is direct access to different market opportunities. Organizations can establish their presence in different parts of the world through their teams, allowing small businesses to compete globally.

# Knowledge transfer. Having people with varying knowledge across the globe is advantageous to any organization.

Disadvantages of virtual teams:

# Communication deficiency. Humans communicate better with body language. With limited virtual communication media and Internet restrictions, misinterpretations in emails or messages may arise, which can eventually lead to failure.

# Poor leadership and management. Any failure in any team, virtual or not, will boil down to poor leadership and management. However, in virtual teams, this becomes more prominent due to ineffective communication.

# Incompetent team members. Due to physical distance, virtual teams are much more affected by timing when completing projects. Virtual teams must be composed of competent members who can complete their assigned tasks on time.

Freelance marketplaces 

To lessen the risks associated with a virtual team, it is better to employ the services of a freelance marketplace to manage your virtual team.

Freelance marketplaces have two user types: buyers (clients) and sellers (freelancers). Buyers register, complete a basic profile, and post projects with their requirements. Sellers bid for the projects on an hourly basis or a fixed-price basis. Once the job is done, the buyer pays the seller and provides feedback. This feedback is displayed publicly on the seller’s profile.

Freelance marketplaces have rating systems to assess the skills of available freelancers. This is visible in seller profiles, along with a description of the services they offer, sample works, and sometimes their rates. Hire people based on skill rating, skill sets, and past works, not just their rates. And as with most things, the best way is to start small.

Some examples of freelance marketplaces are Odesk.com, Elance.com, Guru.com and Freelancer.com. 

Your 5-Minute Digital Marketing Budget Plan

Now, let’s work out a very simple budget plan so that you’re on track to generate leads for your business through digital marketing.

As a rule of thumb, companies should spend between 10% to 20% of revenue on marketing.

* What is your annual revenue? ____________

* 10% of that is ___________. That’s your annual marketing budget.

* Divide the annual marketing budget by 12 to get the monthly marketing budget.

* Divide the monthly marketing budget by 4 to get the weekly marketing budget. 

Your marketing budget would be something you’ll need to plan for the entire financial year, but it also is something that you need to review every week and increase when required. Twenty percent of revenue is not the maximum that a company should spend on marketing, especially if that company is a startup or if the overall economy or the industry segment is on a strong growth trajectory.

Now that your weekly budget is set, let’s get into what you need to have done. You may want to revisit this section after you have finished implementing the 30-day plan.

––––––––

What are the marketing activities you need to get done that you can’t do yourself? For each one, is it a project or an ongoing process?

* _____________________________ Ongoing / Project based

* _____________________________ Ongoing / Project based

* _____________________________ Ongoing / Project based

––––––––

What are the marketing activities that you need to get done because you shouldn’t be doing them?
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