Start Here

The (non-obvious) 10-Step Prioritized
Framework for Digital Marketing
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Post: The Networks

Facebook (image!) * Tag People
« Groups
« Comments

Google+ (image!)  + Formatting
* Mention People
« Comments

Other Networks - LinkedIn: Status, Groups
« and...




source: Forrester, 2010
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1. Contact Page/Form
This is where the magic happens

Add evidence, remove friction

2. Calls to Action
The buttons that get them there,
Make the language speciic, detalled

1 Service Pages
ANnSwer top sales questions, add
evidence

4. Home
Communicate quickly and clearly,
0asy navigation

5. About
The story, the values, the people, video



1. The Contact Page
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6 BLACKSMITM

Tens of thousands of people use our products every
day. If you're considering moving to the cloud
or just want more information, we're here to help.
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.LACK&N'TH [ Y ! - - Potmi Cane 10 odon Povmsron

APPFPLICATIONSY

Get a Quick Demo
You are about how 20000+ CPO
pros S108B in trade spend. Jus!

3

You are about to learn how 20,000+ CPG
- DR pros manage $10B in trade spend.
: Q‘ Just share a bit about yourself and we’ll be
in touch within 24 hours.

IMPOSSIBLE Ay

v -
- @ @) Tyson



BEFORE AFTER

Tens of thousands of people — 20,000+ CPG pros
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BEFORE AFTER

Tens of thousands of people — 20,000+ CPG pros

use our products every day. e manage S10B in trade spend.

We can't wait to chat with you., ) Shelley Fow

You'll be hearing from us soon. — will be in touch within 24 hours

Orbit Media Studios #wineweb



Working? Check the Funnel Visualization Report

Contact Lead

This Goal was completed in S sessions | 6.04% furnel conversion rate

Contact Us Page
845

845 P 794
lentrance) 255 (exnt) 418
' 235 /contact/ 9
et/ 51 (6.04%) / &
26 | fabout/ 3
Slog 23 3

Contact Lead
5

6. 04% funnel Conversion rate
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O Goal details

Destination

Thank you page q Equalsto ~ thank-you Case sensitive

Value opt

elHiIen
n OIJ.‘“’

Funnel cptiona

Step Name Screen/Page Required?
ContaCt page q Contact Us Page contact

+ Add another Step
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2. Calls to Action
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Get in touch m’ Ask me anything!

CONTACT » GET IN TOUCH »
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>

BENEFITS "

COSTS
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>

RETURN /

<
INVESTMENT
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Do this thing »



Do this thing »

Do this valuable thing »




Do this thing »

Do this valuable thing »

Do this easy thing »




Contact Us



Contact Us

Check Availability and Waitlist



Contact Us

Check Availability and Waitlist

Schedule a time to chat with an associate




Contact Us

Check Availability and Waitlist

Schedule a time to chat with an associate

Usually, we can find a time within 24 hours



Reduces the perceived cost of clicking

( doesn’'t commit vou to anvthina. It

Valuable  [ENFRRRmesTs

<

Increases the perceived benefit of clicking
click can make a big difference. It's mporta

Neither ' Contactus

Doesn’'t indicate value or ease. Not .
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3. Service Pages
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b

Dave, Systems Engineer
Buys technology for his financial firm.

Triggers
Decision Stage

Q’s and
Objections

How we can help?

Orbit Media Studios #wineweb

Recently hacked

Narrowing the options

Is this cloud-based? Does it integrate with X?
What are the service level agreements?

Show uptime statistics.
Schedule a demo.
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When evaluating
options, what was most
important to you?

Marketing Client

Orbit Media Studios #wineweb



When evaluating Security was
options, what was most the top priority,
important to you? then scalability.

Marketing Client
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When evaluating Security was
options, what was most the top priority,
important to you? then scalability.

P Security

Scalability

Marketing Client
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Causes of User Failure

Fancy Other
Task oSN 5q0
3%

Support

Page g
design

9%

Information
9%

source: NN Group
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https://www.nngroup.com/articles/top-10-enduring/

What was the biggest | wanted better
challenge you were insights, not just
hoping to solve? dashboards

You already have
dashboards, but you’re
still not getting insights.

Marketing Client

Orbit Media Studios #wineweb




What can you do now
that you couldn’t do
before?

Marketing

Orbit Media Studios #wineweb

Now | don’t have
to run that report

every time
Stop running the same
& o reports again and again
==
Client




What questions are you sick “What if | want to
and tired of answering? cancel my contract?”

Marketing Sales Cancel anytime.

Orbit Media Studios #wineweb




Feedback from oqf'clh'qtsf —

> Qercustamers span many indusiries and use Eagle g streomiing

- ' == Workflows, captivate customars,"and envich their gmployees.

; ‘/I - 5 - : & -4

o ¥y _Wn ¥

- yd Eagle 3D Streaming is the leader in pixed and 3D streaming
They have the most rekable pixel streaming on the plonet '\
<
' ! John Doe
’ -~ < I miT K et N4 WO -,'.I.. OOy
£
a
LY e
.V - ..’.).;ﬂ')'
.'.‘ y‘- I =
- < . ~ -




"artners

Largest text is vague They’re on a separate page ’,

Feedbackl from our dténtsf

QUFCUSICOIMErs span marny m:!..ﬂnbs and use Eagle g streaomiing
WOrkBows, captivate customérs, " Ond envich their gmployees

-

Testimonial is vague,

boring and fake

) 4 tagie 30D Streaming Is the leader in pixed ond 30 streaming

They have the most rebabie pixel streaoming on the plonet

¢
(g John Doe
’ - ‘ T i, " 1L A ) "A )s i
Not a real person

,,,,

-
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Put your best evidence ...on a rarely visited page?

AUDA

ENCE

ALCDUISITION

SEHAYION

19

20

21

”
22

247

n

226

222

208

203

The testimonials page is
the 31st most popular

page on this website.

2

205

201

162

118

157

173



Elements of a great testimonial

‘ Headline

“Adugttalwebdesognagenqmatsw()%websnefocmed

The fact that Orbit specializes in webske des and development was 2
huge advantage in our experience. We 've previously w -%ed with agencios

who said they could do 100 things and website design wa, wst one of them

Face, name,

title, company mrohee A

Target keyphrase

Orbit Media Studios #wineweb



Anatomy of the perfect B2B service page

€ Short descriptive
headline \_ R © Keyword focus

(title, header, body

o Quick visual Tt en an an o text)
credibility -_— o
© Answers to top subheads
questions
o Short paragraphs v O o Test.i::\onialfs and
SocCial proo
/\/' . © strong supportive
visuals
© Faces of your R
people
* ) g
P09 ———— O Data and statistics
ey
@ Clean, simple flow °
-— Q Depth and detail
(likely 800+ words)
® Compelling call to pr—

action



Service Page Checklist

1. Short descriptive headline 7. Testimonials / social proof

2. Keyword focus 8. Strong supportive visuals

3. Quick visual credibility 9. Faces of your people

4. Meaningful subheads 10. Data and statistics

5. Answers to top questions 11. Clean, simple flow

6. Short paragraphs 12. Depth and detail (800+ words)

13. Compelling call to action

Orbit Media Studios #wineweb



4. The Homepage
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Orbit Media Studios

Most Homepage Visitors Don’t Scroll

#wineweb

We reviewed scroll heat maps for 10 lead generation
site homepages (deskiop only) and combined them
into this composite image, showing how kttle scrolling
happens on homepages.

On average 73% of homepage visitors
do not see any below-the-fold content.




The Backyard BBQ Test



Prove
impossible
Wrong




s (l

K‘n;_,x’s' InZanvet InduLeres Sclutom Services Rewowces Aot w

This headline doesn’t clearly

describe the service

Agility to plan for all futures

Intelligently control your integrated business planning and digital supply chain.

LEARN MORE °(!9&0R( THE POSSIBILITIES ‘




Putting Your People First

WG Oy 1T COMany OO T

-

et Y ww



Leadership Coaching and Training
for Mid-lovel Managers

LTI L




Descriptive Navigation Labels



@NavCo Products Services About Blog Contact

0 Generic navigation commen o hundreds of milhons of websites

® NavCo

Compasses Chronometers Charts & Maps

O Descriptive navigation that includes relevance to both search
engines and visitors

Orbit Media Studios #wineweb



5. The About Page
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O o

Q| 00000

10.

/about-us

Pageviews

28,607

100.00%

8,739
5,626

2,241

1,185

686

522

326

2N

b of Total

(28,607)

(30.55%)

(19.67%)

(7.83%)

(4.14%)

(2.40%)

(1.82%)

(1.14%)

(0.95%)

¥

Unique
Pageviews

23,492

% of Total

7194 (3062%)
4,858 (2068%)

1,777  (7.56%)

496 (2119

378 (1.61%)

277 (1.18%)

231 (0.98%)

Avg. Time on Page
Entrances

00:01:46

Avg for View
00:01:46 (0.00%)

16,093

% of Total
100.00% (16,093 )

00:02:19 7,145 (44 40%)
00:01:46 4644 (28860

00:02:23 697 (433%)

145 (0.90%)

132 (0.82%)

86 (053%)
00:01:54 84 (052%)
00:01:01 41 (0.25%)
00:01:47 40 (0259
00:01:07 45 (0.28%)

Bounce Rate

70.82%

Avg for View
70.82% (0.00%)

75.59%
57.73%
72.17%
72.41%
44.70%
65.12%
72.62%

70.73%
85.00%

62.22%

% Exit

56.26%

Avg for View
56.26% (0.00%)

72.48%
55.76%
56.98%
43.29%
24.53%
46.18%
47.23%

23.95%
39.26%

29.89%

Page Value

$0.04

% of Total
100.00% (S0.04)

$0.03 (76.23%)
<$0.01 (24 44%)
$0.03 (77.95%
$0.02 (58.96%)
<$0.01 (24.66%)
$0.07(190.75%
<$0.01 (11.40%)
$0.34(972 23%)

<$0.01 (20.41%)

$0.00 (0.00%)



Time to fail "The French Test”

we... UsS... OUr...



Elements of an 1. The origin story (video)

effective About Us 2. Mission, vision, values

section

3. Team, people, leadership




6. Your Google
“"Branded Query” SERP
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GO g|e adler planetarium wedding X § Q

Q Al &) Images QO Shopping [ News [ Videos i More Settings  Tools

About 208,000 results (0.62 seconds)

Oh no! Another website is
ranking #1 for their most
popular branded keyphrase.

;ﬂ'&.‘ ®

(=] More images

Adler Planetarium wedding

Adler Planetarium offers both indoor and outdoor ceremony ceremony options for up
to 325 people and space for up to 600 guests when setup for an indoor seated
reception. Your guests can take in the iconic Chicago skyline with a cocktail hour
wedding ceremony on the Nancy A. Petrovich Skyline Terrace.

wasabiphotography.com » wedding-venues » adler-pla... ~

Adler Planetarium Wedding Venue Information [REAL PHOTOS]

Feedback
www.adlerplanetarium.org » private-events v

Private Events at the Adler Planetarium

With breathtaking skyline views, the Adler Planetarium is an iconic Chicago venue ... Named one
of The Knot's 2019 picks for 'Best of Weddings, the Adler ...



The Three Types of Keyphrases

Type of keyphrase

Searcher’s intent

Examples

Informational Queries
80% of all searches

KNOW
Research / Looking for answers
Wants to do it themselves

“Can a microscope see cells?”

“Why do microscopes make things look
upside down?”

“How to replace a microscope lightbulb”

Transactional Queries
10% of all searches

DO

Getting ready to buy

Has a product/service in mind
Choosing between options

“USB microscope”
“Best science kits for kids”

”Microscope replacement bulbs”

Navigational (Branded) Queries
10% of all searches

GO
Knows where they want to go
Trying to get somewhere fast

“SciencePlus”

“SciencePlus near me”

Orbit Media Studios #wineweb



The Three Types of Keyphrases

Type of keyphrase Searcher’s intent Examples

Navigational (Branded) Queries | GO “SciencePlus”
10% of all searches Knows where they want to go “SciencePlus near me”
Trying to get somewhere fast

Orbit Media Studios #wineweb




Google Yourself



Google

Google Search I'm Feeling Lucky



Google

aprimo

aprimo chicago
aprimo glassdoor
aprimo careers
aprimo logo

aprimo chicago office
aprimo voice

aprimo academy
primo release notes
aprimo reviews
aprimo youtube

Google Search

I'm Feeling Lucky

Reéport inappvopriate predictions



Google

aprimo vs|

aprimo vs marketo
aprimo vs workfront
aprimo vs salesforce
aprimo vs percolate

Google Search

I'm Feeling Lucky

Report inappropriate predictions



Google

aprimo d| )

aprimo digital asset management

aprimo developer api

aprimo dam pricing

aprimo demo

aprimo desktop connector

aprimo dam sitecore

aprimo dam sync 2018

aprimo dam saas

aprimo digital asset management review
aprimo deutschland

Google Search I'm Feeling Lucky

Report inappropriate predictions



Google

-
jo

aprimo demo

2 Al News [F)videos [ imeges (FMeps | Mo Setinga  Teoh

About 193,000 results (0.53 seconds)

Aprimo Marketing Solutions | Productivity Management & DAM

Ad) www.aprimo.comy/ «

Aprimo helps marketers tum pain points nto advantage ponts. Contact us joday. Close Your
Marketing Gaps. Deliver on-time, ondeand. Faster Speed 10 Market. Gat The Aprimo Advansge

Products Why Aprimo
Simplity marketing complexity and Aprimo helps marketers
ncrease the value of marketing do what they do best

Aprimo Digital Asset Aprimo Marketing Aprimo Productivity
Management Operations Management
Aprimo Aprimo Apimo

YouTube - Sep 28 2017 YouTebe - Oct & 2006 YouTube - Dec 3 2098



!WTOO' Find Keywords  Analyze Competitors  Check Search Volume

Google YouTube Bing Amazon eoflay PayStore natagram  Twither

M v oo Unted States | Enghsh v n

Lots of brand-related searches!




Google YouTube Bing Amazon eollay PlayStore Inatagram  Twither

.| - ore—

Search for “"aprmo” found 243 unigue keywords

Search Volume Trend CcPC Competition
¥ Keywoeds U ) 0 o 'y

What people think of when
they think of you...
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Which “Site Links" are being
shown by Google?

...keep those pages updated!
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What questions do people
ask about your business?

...answer those questions
in your content
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Take questions from here
and add them to your

Google My Business page
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Any reputation issues visible here?

...seek reviews on those sites S
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What searches are related
to your brand?

...confirm that your best
content ranks for each




5 Tips for Branded
Query SERP Analysis %

. Search for each of those phrases.

Like what you see?

Make sure there are pages
for each specific keyphrase/topic

Bid on competitors who bid on you

. Answer “People also ask” questions

in your GMB account

Polish up any reputation issues



When do we start marketing??



©

Home

o

Branded
Query SERP

Contact

Calls to
Action

Service

Pages

1. Contact Page/Form
This s where the magic happens

Add evidence, remove Ifriction

Foundation

Z.CallnoAcﬂon

The buttons that get them there

* Conversion optimization
e i i * Durable improvements

 More leads from every visit

5. About
The story, the values, the people, video

6. Google Branded Quory SERP
Your other homepage. It's what
people see ' the search for your

LomMpany name

7. Content Mission Statement
The foundation of your content

strategy

Growth
B.EmailCTA & Bl'og Tompl‘atos .

Email CTA. * Increased traffic
 Content marketing
» Better performance from every post

9. Sales-focused Content

tent that directly impacts sa

10. In-Depth Research

&5 you the primary source 1or



o
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1. Contact Page/Form

This is where the magic happens.
Add evidence, remowve friction,

2. Calls to Action
The buttons that get them there,
Make the language speciic, detailed.

3. Service Pages
Answer top sales questions, add
evidence.

4. Home
Communicate quickly and clearly,
easy navigation.

5. About
The story, the values, the people, video.

6. Google Branded Query SERP
Your other homepage. It's what
people see when the search for your
company name,

7. Content Mission Statement
The foundation of your content

strategy.

8. Email CTA & Blog Templates
OCptimize 1o convert readers into
subscribors.

9. Sales-focused Content
Content that directly impacts sales
closing rates,

10. In-Depth Research
Makes you the primary source for
new data,




7. Your Content Mission Statement

"+ | Orbit Media Studios



Our content is where
[audience X] gets
[information y] that offers
[benefit z].



Where digital marketers find practical advice
on content, analytics and web design

to get better results from their websites.



Where digital marketers find practical advice
on content, analytics and web design

to get better resuits from their websites.



Where digital marketers find practical advice
on content, analytics and web design

to get better results from their websites.



Where digital marketers find practical advice
on content, analytics and web design

to get better results from their websites.



Our content

1. Our blog, articles and resources
2. Our email newsletters

3. Our social media posts

4. Our videos, events, podcasts

...and every other format we use



[audience X] 1. Potential customers
2. Anyone we can help through our

expert advice




1. Tips, advice, insights, strategies
and checklists

2. Stories

[information y]

3. Ideas and inspiration
4. Research and reports

5. News and trends




Why they should click, visit, read,
watch, listen, share, subscribe

...and pay attention to your content

[benefit Z]




DOCUMENTED MISSION STATMENT

HAVE NOT DOCUMENTED THEIR MISSION STATMENT

HAVE NO MISSION STATMENT

0 10 20 30 40 50 60
M least effective at marketing most effective at marketing
(1or 20utof 5) (4 or 5 out of 5)

Source: Content Marketing Institute

Orbit Media Studios #wineweb



Marketers who document their
mission statement are 3x more
likely to succeed



“Do you have an editorial mission statement?”

UNSURE 6% —> — 28%

YES, ANDIT IS
DOCUMENTED

NO 35% —» «— 30%
YES, BUTIT IS
NOT DOCUMENTED

Source: Content Marketing Institute

Orbit Media Studios #wineweb




8. Email Sighup CTAs
and Blog Templates

"+ | Orbit Media Studios



® BROOKDALE
o

e b R

A e o e I L e e e e L
as simpie as penciling in as 3 W-minute walk every day after dinner or saapping
cookles for apples on your grocery ist may make a big difference in both long-
term haalth and short-term attitude. $0 go ahead and sign up for that Zumba
class you've alwis wanted 1O take. IU's & Nnecessity that feels like » luxury.

Subtract the Bad

Sometimes bullding good habs may NOt Be enNough 1O PUt YOu ON 3 trajectory to
well-being. You need to ditch bad habits too! This could e a5 simple as tossing all
the bags of late-night temptations in your pantry or a8 tough as guitting smaking.
You could also “subtzact” by taking comtrol of your ervironment Marie Kondo style.
Could getting rid of dishes that don't spark joy ncrease your overall well-being?
Only one way to find owt!

Don't Go It Alone

If you only take one thing sway from this article, we hope its this it's a-clary to ask
for help Before you reed it. Think of it this wiry: you don't start locking for a gas
SLAtON when your tank's emply — you il ‘er up before you're stranded on the
shoulder of the road. If you're feeling Ske your needie’s approaching empey, reach
out and ask for help.

If you're a professional, your employer might provide counseiing benefits. Check
with your HR manager for detals. There are also resources dedicated 1o helping
healthcare professionals navigate the stress of caregiving, especially in crigis
stuations like the 2020 COVID-1 pandemic,

O 855-350-3800

February 2000

Jarwuary 2000
Decomber 200%

STAY U9 TO DAYE

Mowr ool oo




.".BROOKDALI: (O 855-350-3800
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as simple as penciling in as a Y0-minute walk every day after dmnuofmool'\o Ay
cookles for apples on your grocery st o “‘"m;.
term health and short-term attitude. 50 SRS
class you've alwiys wanted 1o take. IU's & Would a visitor see Rovermber 209
this as valuable?
STAY U YO DATE

Subtract the Bad

Sometimes bullding good habs may NOt Be enNough 1O PUt YOu ON 3 trajectory to Mo e | ovAers
well-being. You need to ditch bad habits too! This could De as simple as tossing all
the bags of late-night temptations in your pantry or a8 tough as Guitting smaking,
You could also “sublract” by taking control of your ervironment Marie Kondo style.
Could getting rid of dishes that don't spark joy ncrease your overall well-being?
Only one way to find owt!

Subscribe

Don't Go It Alone

If you only take one thing sway from this article, we hope its this it's a-clary 1o ask
for help before you need it. Think of it this wiry: you don't start locking for a gas
SLALON when your tank's emply — you fill 'er up Defore you're stranded on the
shoulder of the road. If you're feeling Ske your needie’s approachng emply, reach
out and ask for help.

If you're a professional, your employer might provide counseling benefits. Check
with your HR manager for detals. There are also resources dedicated to helping
healthcare professionals navigate the stress of caregiving, especially in crigis
stuations like the 2020 COVID-1 pandemic,



Use the 3 P’s in your email subscribe box

Build strong castles and forts < Prominance

with one simple weekly tip! \
~e—— Promise

“This is the best moat maintenance
newsletier out there. Thanks. FOMCO!"™ gt Pr 0 Of
- Dave, Duke of Naperville

Orbit Media Studios #wineweb
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to subscribe
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DETAILED

Get the SEO insights our industry-leading clients pay us to find.

alhe.  YAHOO! Forbes




Get the SEO insights our industry-leading clients pay us to find.

Vicky Bader ot Ownpy Neal Bodipoe: Fein Glemse



Blog Design Best Practices G

Blog Design Best Practices:
9 Things to Add to Your Blog * 73% Search tool
n ool -

-+ 36% Share buttons on top

& 10, Blogge o 2
- o—_ —\ 63% Author picture
n
P
2 14% Reading time
\ 1% Date

% 33% Share buttons on the side

44% One column (no sidebar)

SN « 44% Popup window
0o ee— - 35% Share buttons on the bottom
o o—— « 51% Comments
o / + 79% Related articles

ﬁ 12% Slide-in CTA
—/ :
: 2 13% Sticky footer
source: How to Design a Blog n=101

Orbit Media Studios #wineweb



https://www.orbitmedia.com/blog/how-to-design-a-blog/

9. Sales-focused Content

"+ | Orbit Media Studios
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Aratomy of the perfect 828 service page



The right content for ©) oo
the right audience =

Ardly Ceestoding | Co-Founder ! Chie! Marku

Orbit Media Studios #wineweb



Try Some
Account Based Content Marketing



A8

The Net

Traditional content marketing

1. Become relevant to a large audience
2. Maximize the % who will fill out forms

3. (Dis)qualify during the sales process

source: Account Based Content Marketing

Orbit Media Studios #wineweb

The Spear
Account-based marketing

1. ldentify your top prospects
2. Create content for them specifically

3. Follow up, build relationships / relevance


https://www.orbitmedia.com/blog/account-based-content-marketing/

1. Identify Ideal Prospects

o Lead a1
Research Tools

o

Linkedin Sales Navigator / Ads

o

Current client

CRM

Old leads / Contacts

©

Conversation - Top-of-mind

List of Prospects

Orbit Media Studios #wineweb



2. Conduct a bit of

custom research
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Orbit Media Studios

#wineweb




3. Do outreach and ads for the target audience

Orbit Media Studios #wineweb
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4. Make a nice landing page

h ey 8 - AT s b e Pt >~ Aren et

Webinar: What do top
manufacturing companies put on <—| Format + Question = Title

their websites?

Video with captions
(hosted on Vimeo, not YouTube)

| 4—| Call to action
Drromg Pun ore hens tosneer o | war



5. Do a webinar, presenting your research

Y

BN BN B - s 7 EmE

0:00 - 3:00 ¢ Introductions

- - oo - T Se %% %] te e * Experience / expertise
- - = - ‘ - L o3 a * What we’re covering
* We'll share slides / recording
.:a .:! ‘] Q oo
2 - ,g g T 3:00~15:00 * The Thesis

* Quick, big, impactful takeaway

= N = . _ e = - 15:00 - 44:00 * Research, advice, examples
e e e o — ..plus a few joke slides
o R == | 44:00-45:00 e« Close with summary, evidence

" .
— _— - -—
. o - — . —— '
- —_—
. -~ - -. - - -i - - - - - - -

Orbit Media Studios #wineweb




Beat Strlogien
$a¢ Financisd Fem

v c ey —— e

B —,

TS e W e

N e —

- e e —

. Maybe turn it into a guide

& A S — . — W o — e — e . -y -—
— - - ———— —— - —
Fal - -
——
Vo e e e .
- - - . - »
=D = Pt .r...

m e s P b O ey e E——
. e M
lanes ’
—— . —
e e e -t - - ——
S m—— e
—_—— . - - oy ®

A great guide has...

Cn - — - —

e e ——
—_———— e - - =

* An executive summary
&6 * Strong visuals / charts
* A call to action




7. Follow up with a lot of personal outreach

Typical Custom and High-Touch

Upload video / slides Post-event landing page

Bulk “thank you” email Personal emails, based on engagement

Reformat content into a PDF guide
Send a physical book

Offer to consult (review website/Analytics)

source: Account Based Content Marketing

Orbit Media Studios #wineweb



https://www.orbitmedia.com/blog/account-based-content-marketing/

T e e o

Research Virtual Assistant 4 hours
Prospect identification Marketing / Sales 4 hours
Presentation planning / prep Marketing 4 hours
Webinar logistics (publish, promotion)  Marketing / Sales 6 hours
Day-of presentation Marketing / Sales 4 hours
Follow Up Sales 8 hours

Total Time: 30 hours

Orbit Media Studios #wineweb



1:1 Conversations with new prospects 21
Qualified leads 8*
Proposal generated 4
Projects won 2
Revenue impact $169,000

*We suspect that some leads snuck past us

More: Account Based Content Marketing and went Stralght through the WEbSIte

Orbit Media Studios #wineweb



https://www.orbitmedia.com/blog/account-based-content-marketing/

Send it to anyone you
meet in that industry ».

with and thay hirvve Both spokan vry Paghiy

[ ] -fo rever after your content! Nce to e-meet you!

ANg NoOwW work

" Send a link to the webinar
e e recording to relevant new

Here 15 0N you may find interesting

o Jooknd at the websres of 100 snanesrinarcnstrucd CONNECtiONS forever after...

companses 10 see how well their sites align with best

pracoces

The data and recommendations are all in this video
1 imed m ber

( f nstr t

Enyoy

What Do Top 100
Engineering & Construction

Companies Put On Their
Websites?

JANUARY 28TH # 12 - 1PN CTY

What do the 1op 100 engineering and construction
COMpPanies put on their websites? | Orbit Media...

M

.
‘ Thanks for sendng’ I'F check it ot when | have a menute

Orbit Media Studios #wineweb



10. In-depth Research

"+ | Orbit Media Studios
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“"How long does it take
to write a blog post?



L e N Arawynes & Vmpramo st e [ VN 8= Ao Camtant

New Blogging Statistics: Blogging still
works, especially for the 10% of bloggers
who do things very differently...

f ¥ in T




How long does it take to write a blog post?

3 hours 3 hours

3 hours 57 minutes 8§85 minutes

3 hours
3 hours 28 minutes

16 minutes <20 minutes
2hOUfS 2h0l”$

| | | l I I |

2074 2015 2016 2017 2018 2019 2020

n=1279

source: 2020 Blogger Survey, Orbit Media

Orbit Media Studios #wineweb



https://www.orbitmedia.com/blog/blogging-statistics/

19.948 of 20000 gueries available untidl 08/09

Page Authority ' Domain Authority Linking Domains ' Inbound Links Ranking Keywords '
55 59 1.9k 7.5k 415

Quick Downloads

Ly © 4 DE . [4) ExportCsy D
Discovered and lost linking domains

lotal Discovered Total Lost Net

Orbit Media Studios #wineweb



People link to it all the time!
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“"What's the sales tax
In my state?”
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State Sales Tax Rates
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19,947 of 20,000 queries avallable unti 08/0%

Page Authority '

45

Quick Downloads

.

Domain Authority '

53

D

Linking Domains '

357

erean

Inbound Links '

1k

Ranking Keywords '

1k

Discovered and lost linking domains

Total Discovered Total Lost Net

Orbit Media Studios #wineweb



Uricing

uRL O v Qemies v O™ v omams'  Cose  Ueas
45 3
Diane’s research and resources
have attracted hundreds of links
WA 4 2 <
-~ ™~ -~ ‘ > J
39 4

Orbit Media Studios #wineweb



“"What do people in our industry
often say but rarely support?”



“Is this website the primary source
for any information?”



“"Do we have the best page on the
web for any relevant topics?”





https://pxhere.com/en/photo/1433007

(D Ortt Moda Saudens W Cwaign & D . [ g

Where to Start with Digital Marketing? Do
These 10 Things First

f v iﬂ s + “

The summary...
Where to Start with Digital Marketing



https://www.orbitmedia.com/blog/where-to-start-digital-marketing/

1. Contact Page/Form

This is where the magic happens
Add evidence, remove friction,

2. Calls to Action
The buttons that get them there,
Make the language speciic, detailed.

3. Service Pages
Answer top sales questions, add
evidence

4. Home
Communicate quickly and clearly,
Qasy navigation

5. About
The story, the values, the people, video,

6. Google Branded Query SERP
Your other homepage. It's what
people see when the search for your
company name,

7. Content Mission Statement
The foundation of your content
strategy.

8. Email CTA & Blog Templates
Cptimize 1o convert readers into
subscribers

9. Sales-focused Content
Content that diroctly impacts sales
closing rates

10. In-Depth Research
Makes you the primary source for
new data,



Thank you.

Andy Crestodina
Co-founder / CMO
773.353.8301




