
How to Grow Your Business 
Using Digital Marketing 



Introduction 
If you’re reading this guide, you’re probably either a small or mid-size 

business owner who is learning the importance of taking your business 

online. These days, without an online marketing program, it can be hard 

to compete and grow. That’s where digital marketing comes in. 
 

What is digital marketing? 
 

Digital marketing is a broad term that is generally used to describe online 

marketing tactics that exist to digitally connect a company with its audience. From 

your website to your social media accounts, internet advertising, email marketing, 

search engine optimization and beyond, digital marketing focuses on integrating 

these tactics together to reach your ideal consumer. Using the right strategy and 

tactics, digital marketing can revolutionize how your business creates awareness, 

engagement and new customers. Moreover, you can measure, track and analyze it 

to truly understand your return on investment (ROI).  

 

This guide will teach you digital marketing tactics that attract the right customers in 

order to grow your business. You’ll get actionable tips for how to build your digital 

marketing strategy so you can grow your brand and increase your revenue.  

 

So let’s get started! 
 



Enter the Sandwich Generation 
  

The Sandwich Generation is a generation of people (usually in their 30s or 40s) who care for their aging parents 
while supporting their own children. 
 

The number one reason to use digital marketing is because that’s where your audience is. Retail 
stores are closing at a record number while consumers continue to shift their shopping and 
behaviors to online services. Coupled with the massive use of mobile devices, the explosion of 

social media and voice-activated technology, like the Amazon Echo, consumers are spending 
more and more time online.  

 
Digital marketing also provides businesses a better, more cost-effective marketing channel that 
delivers results. Gartner’s Digital Marketing Spend Report highlighted that up to 40% of 

respondents achieved considerable savings by using digital marketing to promote their products 
and services. Moreover, digital marketing achieves a better return on investment (ROI).  

A survey by RetailMeNot of 200 US retail marketing executives shows that three quarters of the 
respondents reported that digital channels gave them better ROI in 2016 than offline channels.  
 

Still not convinced?  Check out these statistics below: 
 
•  93% of shoppers’ buying decisions are influenced by social media- because 90% trust peer 

recommendations. But only 14% trust advertisements (#Socialnomics 2014) 
 

•  57% of consumers say they’d be somewhat or very influenced to think more highly of a business 
after seeing positive comments or praise online, and 16% say they only share positive reviews 
on social media. (Direct Marketing). 

 
•  67% more leads are generated by companies with an active blog. (Sprout Social, 2015) 

•   87% of marketers are seeing greater return through programmatic ads compared to traditional 
media buying. (AdRoll, 2016) 

 
 

 

 
  

Why You Need Digital Marketing 



Your Digital Marketing Strategy 

The ultimate objective for your digital marketing should be to generate new leads that turn into customers. And 
while every business is different, it’s vital to create a digital marketing strategy that focuses on targeting your 
ideal customer. We must, however, keep in mind that every consumer is different – some are looking to hire a 

service provider, while others are shopping for a product. Based on years of proven experience and best 
practices, we recommend your digital marketing strategy follow a 3-step process: 
  
 
 
 

1.  Target your ideal customer  

2.  Get found and increase website traffic 

3.  Convert visitors into leads and leads into customers 



Download Free Persona Templates 

Targeting Your Ideal Customer 
 
 So, how do you create a plan for understanding your ideal customer? You use what are 
called buyer personas. “Buyer personas (sometimes referred to as marketing personas) are 
fictional, generalized representations of your ideal customers. Personas help us all -- in 
marketing, sales, product, and services -- internalize the ideal customer we're trying to 

attract, and relate to our customers as real humans” (Hubspot). 
 
How to Create Buyer Personas 
 

Buyer personas can be created through research, surveys, and interviews of your target 
audience. That includes a mix of customers, prospects, and those outside your contacts 
database who might align with your target audience. Here are some practical methods for 

gathering the information you need to develop personas: 
 
•  Look through your contacts database to uncover trends about how certain leads or 

customers find and consume your content. 

•  When creating forms to use on your website, use form fields that capture important 
persona information. For example, if all of your personas vary based on company size, 

ask each lead for information about company size on your forms. 

•  Take into consideration your sales team's feedback on the leads they're interacting with 
most. What generalizations can they make about the different types of customers you 

serve best? 

•  Interview customers and prospects, either in person or over the phone, to discover what 
they like about your product or service.  

Ready to get started with creating your personas?  

https://offers.hubspot.com/persona-templates


Getting Found and Increasing Website Traffic 

Consumers looking for services and many products generally start with a Google search. 

However, more and more consumers are turning to other resources, like Facebook and 

Amazon and Groupon. Getting found and driving consumers to your website means getting 

in front of your target audience in the critical moments they’re searching for business 

services. With the right messaging and calls-to-action, consumers are encouraged to either 

call or visit your website. So, what are the best ways to do this? We’ve outlined what we 

believe are the best ways, based on proven marketing campaigns and best practices.  
 

Search Engine Marketing (SEM) 
 

If you’re not coming up in the top Google or Bing positions when consumers search for topics and keywords 

related to your business, your chances of being found are small. Of all the recommendations we make to 

clients, search engine marketing is perhaps the most powerful and effective – especially if your organization 

has multiple listings. Consider these powerful findings:  

 

•  93% of online experiences begin with a search engine.  

 

•  72% of consumers who perform a local search visit a store within 5 miles of their current location. 

 

•  50% of consumers who conducted a local search on their smartphone visited a store within a day, and 34% 

who searched on computer/tablet did the same.  

 

•  Integrating PPC and organic SEO efforts results on average in a 25% increase in clicks and a 27% increase in 

profits over isolated or disconnected efforts. 

•  Leads from search engines have a 14.6% close rate, while outbound leads (ex. cold-calling, direct mail, etc.) 

have a 1.7% close rate.  



 

Local Search 
 

Local search engine optimization (SEO) is the process of optimizing your physical business location to generate 

traffic from location based searching. Unlike paid search, local search marketing is free to set up; but you must 

have a physical location in order to get listed. Even if you don’t know it, you’re probably using local search 

results to find everything from banks to restaurants and everything in between. So, when a consumer searches 

gas station near me” or other pertinent phrases in Google, a list of three locations appear directly under a map. 

If you’re not showing up in the this “Local Pack” of search results, chances are you’re not being found. When it 

comes to local search, Google is by far the most important player with the most traffic.  But, Google is not the 

only game in town.  To take full advantage of local searching listings, it’s vital to claim and update your listings 

across multiple sites, including Yelp, Facebook, Bing, YP.com and many more.  For a complete list of sites, refer 

to The Ultimate List: 50 Online Local Business Directories.  

 

If you don’t have the time and/or expertise, you can use a service like Moz, which can get your business listed 

properly across 100+ digital services. 
 
 
The Power of Customer Reviews 
 

Claiming and getting your business found on Google is 

the first step.  But, reviews can be the fuel that gets 

consumers to call or visit your website. For local 

businesses, online reviews bring the benefit of social 

proof to the table — they help increase (or decrease) 

the degree of trust felt for an unfamiliar business based 

on feedback from other people with similar needs. In 

fact, according to a 2014 Search Engine Land study, 

88% of consumers now trust online reviews as much as 

personal recommendations. 

  

Reviews also matter to your local rankings. Not only do 

reviews help you with your click-through rate, but they 

can also help your business appear in the local pack in	

the first place. In Google’s Local Pack, once you have received 5 reviews your listing, it will be accompanied 

by 5 gold stars, which has been shown to increase click-through-rates (CTR) by as much as 20%. 

 

So, how can you get your customers to write reviews?  We recommend following Google’s guidelines and 

creating a link for customers to write reviews. For specific instructions, go here.  

https://support.google.com/business/answer/7035772?hl=en


Enter the Sandwich Generation 
  

The Sandwich Generation is a generation of people (usually in their 30s or 40s) who care for their aging parents 
while supporting their own children. 
 

Google AdWords 
 

Google AdWords is a form of pay-per-click (PPC) advertising that allows you to pay a fee to have your 

website displayed on the search engine results page (SERP) when someone types in specific 

keywords or phrases to the search engine. The SERP will display the ads that you create to direct 

viewers to your site. Consumers who need home care services, for example, generally need them 

right away, meaning something has happened and they need to react. Often, the first thing they do is 

go to Google and search for a home care organization. Like local search, if you’re not getting listed, 

you’re probably not getting found.   

  

Consider this: approximately 1.17 billion unique searchers use Google every month. It’s the number 1 

search engine used in the US getting 67.5% of the US search market, and a whopping 87% of the 

mobile search market.  According to Marketo, “93% of B2B buyers begin their buying process using 

Internet search.”  That’s an astonishing statistic especially when you consider Google was only 

launched in the year 2000. 

  

The main benefits of Google AdWords are as follows: 

  

•  Maximum relevance: get listed instantly at the top of Google search listings when someone 

searches for keywords specific to your business  

•  Highly Targeted: target your ads by location, mobile-device, language and time of day,  

•  Cost Effective: only pay when someone clicks your ads and you determine exactly how much you 

want to spend 

•  Flexible: turn your ads on and off whenever you like or select specific hours during the day for 

optimal targeting 
 



Facebook Business Pages 
 

The numbers are staggering – worldwide, there are more than 1.94 billion monthly active Facebook 

users as of March, 2017 (Facebook MAUs) which is an 18% increase year over year. That’s more 

people than the population of China. 

 

That’s why you need to make sure you leverage and claim your Facebook Business Page. In order to 

grow your Facebook fan base, you need to make your business page on Facebook as discoverable as 

possible. Here are few things you can do to help make that happen: 

 

1.  Claim your Facebook Business Page. Just like Google Business Places, it’s imperative to claim 

your business.  

 

2.  Fill out your company information completely. Make sure your company address is complete and 

consistent with your Google Business Page. Be sure to select the right categories and include an 

overview of what your home care organization offers and what makes you unique. Include a link 

to your website, add relevant pictures and your hours of operation.  

 

3.  Invite existing contacts to like your page. Reach out to your friends, family, and existing customers 

and ask them to “like” your page on Facebook. 

4.  Integrate Facebook into your other online channels. Use Facebook’s social plugins (including the 

Like Box and Like Button) to get people to engage with your Facebook page without having to go 

to Facebook.com. 

5.  Add value by sharing content. If you’re in tune with your buyer personas – representations of your 

ideal customers – you’ll have a good idea of what’s going to resonate with your audience. 



Facebook Advertising 
 
Advertising on Facebook has grown over 680% since 
2010, so there must be a good reason for this. And 

there is… because it works. Facebook provides 
businesses the largest advertising opportunity since 

Google search. Here are the main reasons to 
leverage Facebook ads: 
 

Amazing Targeting  
Along with tons of different ad types, like video ads, 
the level of granularity you can get with Facebook’s 

targeting capabilities is very deep and sophisticated. 
Whether it be by behaviors, interests, demographics, 

connections, age ranges, languages or locations, you 
can dig pretty deep with these targeting capabilities 
and layer them upon each other to ensure you’re 

getting rid of any questionable, out-of-market 
people.  
 

Build Awareness and Traffic 
Facebook Ads appear as large, clickable images in  

people’s News Feeds on desktop and mobile devices,  
specific to the people you chose to target. They are optimized  
to get more consumers directly to your site with special offers and exclusive content.  

 

Gain Relevant Leads 
Not only can you drive more awareness and website traffic, Facebook Ads can help you capture qualified 

leads or drive more sales.  Here’s how: tag visitors who come to your website with a cookie to build a 
remarketing audience.  Now you can start applying behavioral and demographic filters on your audience to 

target your Facebook Ads to a narrow group of people who are interested in your services who recently 
checked out your website (retargeting), and who can afford to pay for your services (demographic targeting).  
Pretty amazing, right? 

 

Get More Incoming Calls 
People who need services often need it when something happens that requires them to act quickly.  Often, 
people want to call someone (as opposed to visiting a website to learn more).  Facebook “Call Buttons” offer 
service businesses an excellent way to connect with people who want to talk with someone quickly.  

Moreover, calls are way more valuable than clicks.  Think about mobile Facebook users – they see an ad, click 
on the Call Now button and the lead is captured.  Compare this to the old-school desktop search conversion 

funnel where each user sees an ad, clicks on it, visits a landing page, and (some) leads are captured. 
 
	



Converting Visitors into Leads and Leads  
into Customers 

At this point, you’ve created a model for driving interested consumers to your 

website. Now what? While it’s true some consumers will pick up the phone to 

call or fill out a general form to learn more, most are doing research on your 

company trying to understand if you’re a good fit. And some are still surfing the 

web and poking around. Similar to window shoppers at brick-and-mortar stores, 

online consumers are often just browsing or reading about a topic of interest.  

People get 60% of the way through a 
buying process before they’re ready 

to talk to anyone about making a 
purchase. (Google) 

60%  

So, how do we create strategies to convert 

these consumers into viable leads and sales?  



Marketing Funnels 
According to Unbounce.com, a marketing funnel is “a model describing the various 

stages of a prospect’s journey from the first interaction with your brand to the 

ultimate goal – conversion. Conversion rate optimization is about moving people 

through your marketing funnel, turning them from prospects into raving, repeat 

customers.” 

 

For businesses like yours, we’re going to focus on creating content for a three-

stage marketing funnel. 

 
 
1.  Top of the Funnel:  

The "awareness" stage, where people are looking for answers, resources, 
education, research data, opinions, and insight on your business, product or 
service. 
 

2.  Middle of the Funnel:  
The "evaluation" stage, where people are doing heavy research on whether or 
not your company is a good fit for them. 
 

3.  Bottom of the Funnel:  
The "purchase" stage, where people are figuring out exactly what it would take 
to become a customer. 
 

 

 
  



 
 
 
 

 

 

1. Top of the Funnel: Awareness 
 

As noted, these consumers aren’t even sure if your business, product or service is the 

right yet. At this point, they’re trying to solve a problem, get an answer or meet a need. 

They’re looking for top-level educational content to help direct them to a solution, like 

blog posts, social content, and ebooks. Their value as a lead is low because there’s no 

guarantee that they’ll buy from you. But those who find your content helpful and 

interesting may journey on to the middle of the funnel.  
 

For many companies it’s best to offer a free guide or some other piece of content that provides general 

education about your category. Let’s say you’re a home care agency. You may offer something like a  

“Free Guide: The Benefits of Home Care for Your Loved Ones.” Other offers might include the following: 

 

Checklists 
Checklists are among the easiest and most helpful pieces of content you can create. They give consumers 

an actionable list of things to do or points to consider when researching the problems they are looking to 

solve for their elder parents or loved ones. 

 

Live Chat 
What better way to connect with consumers in the moment, than allowing them the option to chat with 

someone at your company right then, at their convenience. Consumers are also less likely to pick up the 

phone these days and are turning to chatting applications to communicate.  

 

Educational Webinar 

A webinar is an educational, informative or instructional presentation that is made available online, usually 

as either video or audio with slides. Hosting a webinar on educating consumers about home care as an 

alternative to other elder-care services can be highly effective at gaining the trust and attention of your 

consumers.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



2. Middle of the Funnel: Evaluation 
 

When consumers move into the middle of your funnel, it means you’ve captured their 

attention. They know they have a problem that has to be solved, and now they’re trying 

to discover the best solution. The need for a future purchase commitment creeps up as 

they’re evaluating their options. 
 

While the top of the funnel is designed to educate prospective customers, this is the stage where you 

want to show why business is the best fit. You also want to help people determine if they're not a good fit, 

which will be very important later for healthy customer retention. If you convince customers to buy who 

aren't a good fit for your business in the long run, you could be shooting yourself in the foot in the form of 

a high churn rate later. 

 

So what is the right content for the consideration stage? Exactly what you'd expect: content about your 

company and your services. Alternatively, the offer may not necessarily be about your company, but will 

allow you to be a part of that consideration set. Here are some ideas: 

 

Services Guide:  
Your services guide should give a run-down on your specific services, plus outline what makes you 

different. It should tout your value and prove it by listing testimonials, awards and short case studies. 

 

Comparison Metrics:  
Consumers care about the offerings of your competitors. Provide that information for them in an easy-to-

see method, rather than having them spend inordinate amounts of time on competitor sites. If your 

services are better, call them out. Pricing can be important here.  

 

Videos:  
Videos can often explain your company and services better than any guide. Take the time to hire an 

agency to create a video that’s notable, highly professional and focused on quickly detailing your value. 

Keep it short….somewhere between 60 and 90 seconds.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 

 

 



3. Bottom of the Funnel: Purchase 

 

The bottom of the funnel is where someone is making the actual purchase decision. 

They're ready to purchase services, but that still doesn’t guarantee that they’re going 

to sign up with your organization.  
 

In most cases, leads at the bottom of your funnel just need that final nudge and that compelling call-

to-action to get them to make a purchase decision. The right offer and content at this stage can have 

a dramatic impact on lifting your conversions. Below are some recommendations: 

 

Customer Satisfaction and Reviews:  
People want to be assured they’re making the right decision if they select you. You can tell them they 

are, but it’s better if this comes from your customers. If you have survey data, testimonials and even 

reviews from 3rd party websites, use it to gain that final piece of trust often required to convert leads 

into customers.  

 

Video Testimonials:  
Let consumers see how you care for the elderly. Video testimonials that show your caregivers 

interacting with the elderly can be powerful. To be authentic, use real people (customers) and focus 

on what makes your organization unique.  

 

Clear Pricing Guidelines:  
Don’t make consumers guess what they’ll pay if they select you. Create easy-to-understand pricing 

guidelines along with payment options. Better yet, create an online calculator that provides 

customized estimates and pricing. Not only will they feel more comfortable and engaged, they’ll have 

a better customer experience that may help persuade them to select you.  
 
 



Marketing Automation 
How to Move Consumers through the Marketing Funnel 

Marketing automation refers to the software that exists with the goal of automating marketing 

actions. Many marketing departments have to automate repetitive tasks such as emails, social 

media, and other website actions. The technology of marketing automation makes these tasks 

easier. According to Hubspot, “At its best, marketing automation is software and tactics that 

allow companies to nurture prospects with highly personalized, useful content that helps 

convert prospects to customers and turn customers into delighted customers. This type of 

marketing automation typically generates significant new revenue for companies, and 

provides an excellent return on the investment required.” 
 

 

 

 

 

 

 

 

Moving Leads through the Marketing Funnel 
Using marketing automation software, like Hubspot and SharpSpring, will allow you to deliver the right content at 

the right stage in the marketing funnel. Let’s say a person just downloaded a guide from your website. This 

person is most likely still in the Awareness Stage of the funnel. In order to move him or her to the middle 

evaluation stage, we need to nurture him or her with the right content. This is where marketing automation 

comes in. Because we know who this person is and what was downloaded, an automated email can be delivered. 

It may be something like “How to Choose the Right Home Care Company,” and direct the person to download 

another guide. Providing content focused on comparison metrics is useful here.  

  

Now, we have a consumer evaluating your organization versus others and can push him or her to the final stage. 

Another automated email is then sent with content designed to help the consumer decide to select your 

organization. It’s important to note that people often require reminding and multiple emails in between stages to 

get them to take  action. A few days to a week between emails is often a good amount of time to wait. If 

someone doesn’t move beyond a stage after three automated emails, they are automatically removed from the 

workflow and placed in a general email list for future marketing opportunities.  
  
 



Lead Scoring: The Key to Signing More Customers 

 

How do we know, as an organization, someone just went through your marketing funnel? And 

how do we know if they’re a good fit and even looking for home care? The answer is lead 

scoring. Lead scoring allows you to assign a value to your leads automatically (this is where 

the use of a marketing automation comes in). That’s right, there isn’t any manual work involved 

once you’ve set it up. 
 

 

 

 

 

 

 

 

 

 

 

 

If you don’t have a lead scoring system, you have no choice but to go through your contact list one by one to 

separate the wheat from the chaff. The problem is that you’re likely to miss out on some sales opportunities by 

the time you’ve gone through that process. 

 

Ideally, if the perceived value of the lead is clearly represented by an accurate score, you can do a better job of 

reaching out to prospects more valuable to you. You can prioritize calls that are more likely to lead to a sale, as 

opposed to dead ends. Qualified leads can be passed on to sales immediately. The ones that don’t meet your 

criteria can be left with your marketing department for further nurturing.  
 

And according to a study by VB insight, “80% of businesses that have used 
automation have also enjoyed increased leads.” And better still, the study 

suggested these are typically quality leads as 77% of the same businesses also 
saw an increase in conversions. 



About Kieffer Consulting 
 

Launched in 2013, Kieffer Consulting is a health and senior care marketing agency that 

drives engagement through design, digital marketing, content development and 

marketing automation. We explore and invent new ways for you to reach, connect and 

build relationships with consumers and prospective patients across digital channels. 

We treat each client with extreme care, fostering relationships and focusing on what 

matters most to them. We bring 20 years of experience, a wealth of talent and drive. 

We thrive because we’re agile and bring specialized teams together for each project, 

which streamlines costs for both us and our clients. 

  

For more information or help getting started with a digital marketing strategy, visit 

kiefferconsulting.com. 
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