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Putting our Clients first

About Seditio

Digital Consultancy & Training

We want to be the Digital Consultancy 
company that creates the rules and best 
practices for Digital Marketing, as these 

rules are yet to be made in Ireland. 
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In only five easy steps

Your Digital Strategy

#5 Implement#3 Plan #4 Test#1 Step Back #2 Analyse
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Why it’s important to look at your business from a distance.

Step back
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You will need to Step Back

To see the bigger picture

If you look at it too close you will miss a lot

Step back and take note of everything that engages with your 

business through digital channels.

Take note of the digital assets

E-mail, Website, Online Advertising, Social Media, Blogging, Instant 

Messaging, Search Engine Results etc. are part of your Digital Strategy. 

Look around, be curious but don’t copy (yet)

Your competitors, that brand you admire, those guys you constantly 

hear about. They all have a strategy but their “goal” is a secret.

Be honest to yourself

Is your company or product suitable for social media? Step in the 

shoes of your customer and decide.  Don’t follow the pack
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There is so much data about your business online, why not use it.

Analyse
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Only through data analysis can you be sure

Analyse your data

Web Usage Online Advertising Social Media Traditional

How are people engaging with 
your site? What are they 

looking for? Where do drop off?

How much are my conversions 
costing? Am I missing out on 

conversions? What are my top 
keywords?

Are social media users 
engaging? Do they return? Are 

they relevant?

What is my call volume? How 
many inquiries do I receive? 
What is the “conversion”?



8

Using Web Analytics you  can understand your visitors

Web Usage
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The more Clicks your campaign generates, the more money the advertising company makes.

Online Advertising
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They sell it well but does Social Engagement increase ROI?

Social Media
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In many cases digital is just research before the traditional sell

Traditional
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Especially those that are performing well online

Analyse your competitors

If they are number one for 
your products than there 
must be a reason for that. 

Find out why

Search Engine 

Results

What are they sharing with 
their followers, likes, 

subscribers? Find it out 
and try to measure it’s 

success

Social Media 

Content

Likes, Tweets, Shares , 
Subscribers everything can 

be bought and very 
reasonable prices.

Reality vs  

perception

How are your competitors 
converting their 

customers? Why is their 
sign-up process better 

than yours.

The road to 

conversion
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The right pages are Relevant! are yours?

Search Engine Results

Relevant Advertising?

Organic listing?

Keyword Usage?

Great pitch?
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Copy the link
And add the +.

Get the insights to do Competitor Analysis

Social Media Content
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There are way too many robots in the digital marketing world

Reality vs Perception

Check the Likes using likescheck.com
Many companies including top social media agencies engage in fake likes

535

Watch the YouTube video called “Facebook Fraud“
After seeing this you might want to take a closer look at your FB activity
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Have you ever decided to not buy a product you wanted?

The road to conversion

Do you ship the product? Will you fax me?
Address is not always necessary in the first part 
of the conversion and well fax machines are very 
rarely used.

Are you wearing what you represent?
Your website “clothes” represent your business 
so make sure it is suited for your customer.

Can we trust your business?

If I am going in business with you I want to see 
trust. Previous clients, Experience, Security etc.

How easy is it?
Can I order my product or get in touch easy 
enough? And if I’m stuck are you there to help me

Is this a perception of the price?
Your competitors may look cheaper but after 
additional taxes + shipping fees they are more 
expensive. Use that info to your benefit

Can you give them a better offer?

Because if you can make sure to remarketing them 
“correctly”. Remarketing at the point that the visitor 
is clearly interested in the product. Don’t remarket 
existing customers!
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When you make a plan, you have something to fall back on later.

Plan
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And make sure you write it all down

Planning your strategy

PRIORITY BUDGET KPI’S EXPECTATION MEASUREMENT

Select the different digital 

area’s you want to engage 

with and assign priority  

Set a budget on your spend 

for the various digital areas 

but be flexible based on 

low/high performance

Determine the various KPI’s 

for the different channels. 

Not only KPI’s on campaign 

but also business level

Make sure everyone in the 

company is clear about the 

expectations. 1000 followers 

are not 1000 clients

How will you measure the 

various activities and does it 

measure end to end.
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Cost per conversion
The total price of clicks until a 

conversion was reached.

Running Costs
Shipping, Storage ,Postage, 

Staff.

Website hosting
The website and all relevant 

cost.

Product Cost
What it costs me to purchase 

the product.

Make sure you don’t lose money on your conversions.

Assign priority and budget

48% 10%

20%

35%
“You are doing something wrong if 

you spend more per conversion 

than the margin of the product you 

sold is worth”
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For example through the url-builder from Google.

Measure everything

The webpage you want to 

drive visits too.

The Type of Traffic

The type of Medium 

for example e-mail or 

tweet

The content of the 

tweet

The name of the 

campaign
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Writing down a plan is good but testing it is better.

Test
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Find out the best match for your business

Testing your strategy

50% 20% 10%20%

Test a number of days
And make sure you write down on 
which days and at what times.

Try a consistent theme
Staying consistent will allow you to 
determine conversion easier.

Reduce/Increase spend
Based on the different channel 
performance assign budget.

Measure Engagement
Make sure you measure the 
engagement end to end.
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But make sure it is end-to-end

Measure Engagement

35,317 Likes

31,092 Followers

27,901 Subcribe

21,725 Followers
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The activities that converted into a sale

What led to the sale?

A tracked tweet promoting your 
product at a special rate for Twitter 
followers

1st Contact Social

User found you through Organic 
Search to further research the 
product

2nd Contact Search

User decided to purchase the product after 
you remarketed them with a special offer.

Final Contact Remarketing
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Make the changes and reap the benefits

Implement
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Digital is dynamic and a on-going process and so is yours strategy

Implementation Process

Roll-out Measure Optimise

Analyse

Plan

Test
Step back
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When investing in digital be diligent as they make it look too easy

Closing thoughts

Ownership
Never give up ownership of the 
measurement and marketing tools. 
Setup and share access only!

Objectives
Your businesses objectives are 
different than that of companies 
you hire.

Knowledge
Learning digital marketing will help 
you understand the possibilities. 
It’s worth the investment

Automation
Systems automate the process of 
generating more clicks + money. Be 
skeptical about dynamic ads
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Antonie Geerts

antonie@seditio.ie

+353 851610136

Thank you www.seditio.ie


