
Digital Marketing





Technology Changes

EVERYTHING!!



Retail Transformation

éto anyone paying attention, itôs no surprise 

that retail is in the midst of a revolution.

Itôs not stores vs. Ecommerce

there are now

New Terms of Engagement

Ecosystem of Customer Expectations



Why should small business care?

Á75% of customers under age 65 do online 

research before going to a store (Purdue University)

ÁRoughly 80% of Iowa MA survey participants 

use social media on a regular basis (MSI-2019)

ÁAverage person looks at their smart phone 150 

times a day!  (Shop Talk)

ÁDigital is a touchpoint consumers EXPECT!

ÁCost effective way to reach current and new 

customers.  

ÁBest opportunity to expand your brand



New ways to connect

ÅSocial media channels

ÅEmail marketing

ÅApps

ÅBlogs

ÅWebsites

ÅText messages

How many are YOU using??





Consumers can 

shop anytime, 

anywhere

Lots of digital & 

physical 

touchpoints

Connected & 

personalized 

experiences

What happens in 

store matters





Digital Marketing 

should be a part of 

your overall

Marketing campaign

ÅBE professional

ÅBE consistent

ÅKeep it FUN



Ask 

YourselféÅDriving sales

ÅImproving customer 

traffic

ÅImproving the lifetime 

value of customers

ÅCustomer engagement

ÅRaising the status/brand 

of your business in the 

local marketplace

What are your 

goals for using

Digital 

Marketing?



Creating Goals

1. Choose your target audience

Who do you want to reach?

Be specific!!

Example:

ÅYoung people, age 20-30 years

ÅJust establishing their 1st home

ÅUnaware that my business is here



Creating Goals

2. Articulate what you want to achieve!

ÅDrive more traffic into the store

ÅIncrease email/newsletter sign-ups

ÅBuild brand awareness

ÅIncrease sales $100/day/week



Creating Goals

What strategies & tactics will help you 

achieve your goals?

Example:  Drive traffic to website

ÅAlways include links to your website

Example:  Increase foot traffic

ÅAsk customers how they found out about you or 

your store.  

ÅDaily/hourly customer counts



Choose how you will measure

ÅCount shares, likes, comments

ÅSales revenue, average sales per 

customer

ÅDaily, weekly, quarterly?

How will you justify that your time on 

digital/social channels is worth it?



I donõt have TIME to be on social media!!!



Social Media for business . . .
ÁNOT like your personal page!

ÁGreat place to start

ÁShould enhance relationships with customers

ÁCustomers use it to see the most up-to-date info on your 

business

ÁDevote 10 minutes a day to increase your visibility

ÁGoal is to drive sales!!

ÁBe visual ïphotos are the most effective means of 

driving engagement

The bottom line:  Your customers are on social media!







Q12: Which of the following social media networks or online 
applications do you regularly use? (select all that apply)

Answered: 1,160    Skipped: 31



Ask 

Yourselfé

Å10 minutes a day

ÅOnce a week

ÅCan other staff help?

ÅHire it done!

How much time 

do you 

realistically have?



So where do you start?

1. Know what YOUR goals are

2. Identify your TARGET customer

3. Determine what SOCIAL NETWORKS they use



Create a simple calendar

ÅWhat

ÅWhen

ÅWhich 

platform

ÅHow often











Lots of options . . . 



Claim Your Google Profile!!



30 Grow with Google

ANATOMY OF A BUSINESS PROFILE ON GOOGLE

Business overview

Location Info

Photos and videos

Quick links

Reviews



Email Marketing



Email Marketing



Use your POS system



Text Messages

ÅCustomers sign up for this service

ÅMedical appointment reminders

ÅSalon appointments

ÅLunch specials

Make it easy for your customers to 

do business with YOU!!



Shop Where I Live



Getting Started

Create a Calendar

ÅHolidays

ÅLocal events

ÅSpecial sales

ÅTheme days

Gather Content

ÅPhotos

ÅQuotes

ÅGraphics

ÅExamples from others



Social Media Content Plan
Create a ñBasketò of Content Ideas

1. Top 3 goals ïbe specific

2. Brainstorm ideas for each goal

3. Build out a calendar of when & how 

you will post

Å It will take some time to fill the basket

ÅShare content across multiple channels

ÅTry to be more focused!



Creating Visual Content



Behind the scenes . . .  



Recognition & awards . . . 



Recognition & awards . . . 



Call to Action posts . . . 



Weather related . . . 



Classes & workshops. . . . . . . . . . . . . . itôs about the Experience! 



Adorable kiddos & animals . . . 



Local shop small support. . . 



Highlight your customers or locally made products . . . 



Service & professional businesses . . . 



Health care & hospitals . . . 



Keep it light and fun . . .  Be creative with your content!



Offers phenomenal SEO & marketing

ÅGreat for how-to-videos (recipes, repairs, decorating)

ÅProduct demonstrations

ÅNew product arrivals

ÅShort & sweet is best

ÅUsed to drive customers into your store

ÅCreate a channel just for your business



Video Ideas:

Å Live video ïwhatôs happening right now

Å Interview series ïemployees, customer, partners

Å Favorite products & how to use them

Å Demonstrations on how to use, fix, install products

Å Your favorite thing to do in your business



Video Ideas:

Å Turn your top 5-10 customer inquiries into videos

Å Great for products that require assembly

Å Customers get immediate assistance

Å Make sure Audio quality is excellent

Å YOU become the go-to expert in your field!!





Crawdaddy Outdoors ïWaverly   





Become a problem

SOLVER!!



Augmented 

Reality Apps







https:// www.pinterest.com/rootpretty

https://www.pinterest.com/rootpretty


Funky Cowgirl ïFort Madison



Little Prairie Girl ïCedar Falls



Å400M activeDAILY users

ÅVery visual

ÅUsage has doubled in the 

last 2 years

Å188M active daily users

Å71% under 34 years old

ÅGood for younger demographic








