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Introducing 
the playbook

INTRODUCING THE PLAYBOOK 03

here was a time when we spoke of 
digital marketing as a competitive 
advantage for the smartest small 

businesses, but nowadays it’s an essential 
requirement for most companies’ success. 
Gone is the time when you could simply 
launch a website as a kind of online brochure 
and hope for the best. Today, you need 
a digital marketing strategy to compete 
against bigger players with bigger budgets, 
let alone the hungry and digitally savvy 
startups that are vying for your customers. 

If you run a small business, however, and 
wear many different hats throughout the 
day, it may feel daunting to keep abreast 
of the latest trends in social selling, search 
advertising and search engine optimization—
and to know which tactics should be in 
your marketing plan. Whether you’re just 

getting started or trying to expand your 
digital footprint to grow into new markets, 
the choices can seem overwhelming. 

Our Digital Marketing Playbook offers a 
collection of smart, actionable tips that 
cover the key areas of digital marketing, 
including developing your strategy, 
building your brand online, engaging 
customers with content, mastering social 
advertising, social selling and much more. 

We’ve collected these tips from some of the 
entrepreneurial small-business marketing 
experts who have spoken at our Rogers 
Small Business Centre events. These lively, 
fun and informative sessions take place in 
communities across Canada throughout the 
year. They feature inspiring and actionable 
advice from guest speakers and allow 
you to get answers to your tech questions 

from Rogers Small Business Specialists.

So please dive into this playbook and 
learn tried-and-tested tips you can put into 
practice today. You’ll also find links to more 
information and resources from these small 
business experts, including their tip sheets, 
on Rogers Business Forum. At Rogers, 
we’re committed to helping Canada’s 
small business community succeed, and 
this Digital Marketing Playbook is just one 
of the many ways we’re demonstrating 
that. We hope you find it helpful! 

T
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Building a digital marketing strategy
uccess in digital marketing depends 
on a sound strategy, so it makes 
sense to start here. Being strategic 

about marketing includes identifying 
your objectives; knowing what success 
looks like and how you will measure it; 
defining and finding your target customers; 
understanding how they buy; and clearly 
expressing why they should buy from you. 
Read on to learn tips from our experts, and 
start building your blueprint for success. 

S
Know your SMART goals and how you will measure them

If you’re starting your digital marketing campaign without knowing what 
your goals are, you are already going to be wasting money. It is important 
that whatever you do, you ensure you understand your goal—don’t just do 
something because “everybody else is doing it” or “your competitor is doing 
it.” Be intentional with your marketing spend and efforts. Setting a SMART 
(specific, measurable, attainable, realistic, timely) goal will keep you accountable 
to your marketing efforts. Setting that goal is only the first step—make sure you 
know how you will evaluate that goal too. Identify your KPIs and methods of 
evaluation. Without that, you won’t know how successful your campaign is. 

Amaan Fazal
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Christian Lunny

Know the who, what and where of your audience 

Knowing your audience will help you make decisions about how 
to communicate your message, what media to use and where to 
spend your money. Every single one of your marketing decisions 
should be weighed against your target market―if you aren’t 
playing to your target market, you’re wasting your money.

Amaan Fazal

Locate all the steps and make the connections

From the moment a prospect encounters your business to when 
they have successfully made a purchase and are referring others to 
you, there are many steps. Take the time to list out every possible 
touchpoint they would have with your business, both externally 
and internally, and you will then have a beginning roadmap for 
enhancing the customer experience journey…. Once you know 
what you would like each of the experience steps to be, start to 
look for ways (resources) to put those steps in place. It may not be 
something that can all happen at once, but work away at it and you 
will be making the customer journey more valuable, memorable 
and a stronger reason to choose you rather than your competition. 

Amaan Fazal

Define your customers: build buyer personas

The most effective digital marketing tactics are incredibly hyper-
targeted to reach your target audience. But it’s impossible to find that 
audience if you haven’t yet defined them. Building a buyer persona 
is an exercise in capturing all the nitty-gritty details about your 
target customer. It’s a blend of demographics and psychographics. 
It’s everything you can possibly articulate about them. How old are 
they? Where do they live? What gender are they? How educated 
are they? Do they have kids? What motivates them? What are they 
afraid of? What do they do for fun? What are their goals? The 
answer to every question you ask becomes another important clue 
about how to reach them with your digital marketing tactics. 

Robert Burko
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Create your brand story and identify your target audience

Why does your business exist? What is the bigger vision beyond 
just the numbers? What are the values you and your company 
represent? Who are your ideal customers? Creating a brand story 
helps you develop a persona for your company, and inadvertently 
builds a roadmap for your marketing strategies to follow…. 
Remember, a brand story isn’t a glorified About page. It isn’t just 
about the “what”, the “how”, or the “history” behind your company. 
It’s about your mission, your passion, your vision, and ultimately, 
“why you do what you do.” Also, you can’t please everyone in the 
world, so really think about the target audience you want to serve 
and pour your heart and soul into servicing/reaching them. 

Derek Leung

Develop a clear strategy

Before starting any activity on social networks, you must take  
the time necessary to put in place the basis of your communication. 
It’s important to know your target audience, to determine the key 
messages you want to deliver and to choose the appropriate tone. 
These factors will determine the strategy, or guiding principle, for 
all your pages. This strategy must be incorporated in the vision, 
mission, and objectives of your enterprise. Everything must be 
congruent if you want your social media strategy to be efficient. 

Francis Gosselin
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Expressing your  
brand personality 

our brand can be thought of as everything your customers think about when 
they see your company name. When building your business’s brand, one of 
the key things to consider is its personality. If your brand were a person, what 

personal traits, values and behaviours would she or he have? Many of our critics agree 
that when giving voice to your brand, you need to be as human as possible. Your 
customers will trust and appreciate your business if you’re authentic and honest in 
every touchpoint and interaction. 

Y

Humanize the team

Many businesses tend to hide behind a brand. The truth is, people 
don’t do business with businesses; they do business with people. Try to 
spotlight your and your team’s personalities in your marketing, in your 
store and in your communications. Helping your customers relate to you 
and your people will lower the barriers of reluctance and hesitation. 

Shaun Whynacht
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Be brave and be consistent

Step outside of your comfort zone. In  
today’s market, you need to be bold to  
stand out. If you are too safe, your advertising 
will come across as bland and unmemorable. 
Don’t be offensive, but teeter towards  
the inappropriate. 

Always create a consistent message  
offline, online and in store. Someone is far 
more likely to remember you when they see 
the same tagline and images across  
all media. 

Amanda Wilhelm

Be authentic and vulnerable

We live in a materialistic society where 
everything is portrayed to be perfect. Just 
browse on Instagram and Pinterest and you 
will know what I mean. But let’s face it, we 
all know we are imperfect human beings, so 
why only show the glory and hide the tears?  
I encourage you not only to be authentic 
but also to be vulnerable and show the 
other perspective. Show the imperfect side. 
Share the mishaps, the mistakes, the tough 
and bumpy journey and end off with your 
reflections, what you have learned and how 
you will make it better. This technique alone 
will automatically build trust with your brand 
far quicker than coming up with snazzy 
slogans. Why? Because people can relate to 
you. When people can relate to you, that’s 
when they will start paying more attention to 
you, your brand and what you stand for. 

Derek Leung

Relevant content

Actions mean far more than a set of pristine 
paragraphs about your “why” or pretty 
pictures supporting your blog posts. Your 
audience wants to know if you are congruent 
with your brand, so what better way to show 
them than with tangible actions? Start a 
charity, volunteer in your local communities, 
offer free lessons, do something that aligns 
with your company values. And share those 
stories with the world. 

Francis Gosselin
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Engaging customers with content 

igital marketing hinges on compelling 
content. As our experts will tell you, you 
can’t just expose your target audience 

to an advertisement and expect they’ll buy 
from you. Consumers are conducting extensive 
searches online and turning to their social 
networks for advice that will help them make 
better purchasing decisions. If you engage these 
buyers with compelling stories and educate 
them with honest insight, they’re far more likely 
to build a relationship with your brand.

D
Be content driven

Content marketing is not something that is going away anytime 
soon. Long gone are the days of push selling, where we inject an ad 
into someone’s life and they buy from us. Many brands (even more 
small businesses) are making content creation a major element 
of their marketing strategy. This can be blogs, podcasts, video 
series and regular live broadcasts. When you create content that 
answers the questions people may have about a problem, they 
will consume it and want to continue the conversation with you. 

Shaun Whynacht
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Build content that lasts 

We live in a world where people are starting 
to put more emphasis on quantity over 
quality. It can be easy to get caught up in 
it and let the quality of your content slide. 
Before you start hiring photographers to 
follow you around 24/7 and posting your 
life on Instagram Stories, make sure to focus 
on building some foundational content 
that you can share with your prospects and 
clients. This content should help showcase 
the knowledge, quality and attention to 
detail that your company offers, and it 
can be delivered via high-quality videos, 
whitepapers, educational blog series, etc. 
Whichever media you choose, just make 
sure that you invest in them to ensure they 
are beautifully crafted and in-depth. Last, 
but not least, make sure to build content for 
your most important customer segments.

Blair Johnson 

Tell your full brand story using  
content pillars

The biggest mistake we see on social media 
is businesses not delivering value to their 
audience. It is easy to get stuck just pitching 
your product and/or service, but you want to 
make sure you’re telling the full brand story 
of your business. By telling the full brand 
story, you deliver value to your audience 
and begin to develop a deeper relationship. 
We do this by using content pillars. Every 
business will have slightly different pillars, 
but we recommend including content 
about the work your company is doing in 
the community, positioning your company 
as an industry expert, and humanizing your 
company. Finally, once you have delivered that 
value, then pitch your product and/or service. 

Ricky Forbes

Capture your audience with great imagery 

You can have the greatest content in the 
world, but without engaging imagery, it 
can be very difficult to get your audience 
to stop for your post. You need great 
imagery that is sharp, tells a story, grabs 
your attention and, if you can throw a 
smiling face in it, it’s all that much better.

Ricky Forbes

Storytelling through social does not mean 
amplifying your marketing messages

What is something that none of your 
consumers know about your brand? What 
is interesting about the way your business 
has come to be and grown? What are things 
only your most valued customers know about 
you, and get to experience? Make this clear 
and make this public. Turn these stories 
into photos, videos, and written pieces as 
your social strategy. Every small business 
competes for the same small demographic 
of consumers. Stand out by showing your 
value through depth and transparency. 

Christian Lunny
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Building your  
community online

any of our experts share a belief that when connecting with prospects and 
customers in the digital world, it’s important to treat them as part of your 
community―as people with whom you share common values and interests. 

Communities talk, listen, share and care about each other. Learn what some of our 
experts say about how you can really get to know your community and how they can 
get to know your brand. 

M

Be fearless in your contribution to community

In order to get, you must first genuinely give value. Very simply, give 
more than your competitors think is necessary and connect deeper 
and more often than your competitors are comfortable with. On giving 
more: if your competitors share a sound bite daily, then share a full blog 
post or report. If they require an email address, phone number and an 
opt-in to get business information, then ideally you should make your 
information or insights available with one click. If your competitors 
generically send thank you messages via Twitter or Instagram, then 
you should take the time to read about the person and customize a 
response. “Thanks for the share, how are things in Austin Texas?” is a 
lot more powerful than “Thanks for the share!” If your content is truly 
great and your intent is good you won’t need to trick or manipulate 
people into giving up their contact information—they will find you. 

Shane Gibson
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Amplify through community 

One of my favourite leadership quotes 
comes from John C. Maxwell, where he 
shared that “One is too small a number to 
achieve greatness.” This is a foundational 
social communications and social selling 
truth. In order to build a powerful presence 
and reputation, you need a community 
that trusts you. You may never have 10,000 
LinkedIn followers, but you can build strong 
relationships with ten people who each have 
10,000. You may never have the credibility 
of the CEO of a major tech start-up, but 
you can build alliances with those CEOs. 

Genuine relationships with people will give 
you leverage for your message and your 
mission. Invest in building relationships 
with the communities and influencers 
that can help amplify your personal brand 
and give you access to networks beyond 
your personal circle of influence. 

Shane Gibson

Your customers want to give 
you advice, so listen

Through social tools, Facebook page 
comments/reviews, Twitter searches,  
and Instagram comments, listen to your 
audience. What are people saying about  
your category? What are people praising 
about your products? And what are things 
people are saying are in desperate need  
of change? Through social media, you have 
a direct connection and communication 
line with the most important aspect of your 
business: your customers. Listen to them; 
respond and communicate with them;  
allow them to feel heard; and make the 
appropriate changes based on  
their feedback. 

Christian Lunny

Grow your online audience

We all want more quality followers. You  
need to approach this objective from a 
number of different angles. Put your social 
media handles on your business cards, 
your vehicle, your website—anywhere and 
everywhere you get a chance to promote 
your business. Invite your friends to engage 
with your page and don’t be shy about it. 
Engage with your community; respond to 
any comments, any reviews, any messages—
you need to engage with these people to 
foster your online community. Run contests 
with the goal of gaining new followers, and 
make sure to use a prize that is relevant 
to your business. Last, but not least, use 
brand ambassadors and/or champion 
customers to post about your business, 
driving traffic to your social media pages.

Ricky Forbes
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Mastering search engine optimization
n expert on search engine 
optimization (SEO), Paul Teitelman 
has spoken extensively about the 

topic at Rogers Small Business Centre 
events. Here we’ve collected some of his 
best tips for small businesses. Learn how 
carefully choosing keywords, optimizing 
them on your webpage and building 
links to that page can help ensure your 
prospects find you online.

A

MASTERING SEARCH ENGINE OPTIMIZATION  13

Start every campaign with SEO keyword research

SEO experts spend a lot of time on keyword research, as the entire goal of 
SEO is to drive the highest levels of quality organic traffic. Before you can start 
implementing your SEO strategy, you need to find the right keywords that will help 
you rank and improve traffic to your website. The Google Keyword Tool is a free 
resource that will help you get started. It will help you find out what your site ranks 
for and which keywords you should rank for already. You can use filters to narrow 
down results by region and find out the search volumes of keywords related to 
your business.

Some keywords may have high volumes but will prove difficult to rank for as a small 
business, while others will deliver quick results. A two-pronged approach can score 
you some early wins while still aiming for long-term success in more competitive 
keywords. These are the keywords you will use in both website optimization and 
link building.
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Execute on-page optimization to boost SEO results

On-page optimization is the foundation of your SEO 
strategy. On-page optimization is like an on-page report 
card; Google is literally looking for keyword optimization 
in five to seven key elements of your web page(s).

Place your target keyword for the page in your main title (or 
Header 1), at least one subheading (also known as an H2 tag), 
your title tag, meta description, image file names and alt tags and 
in the page URL itself. This will help your page rank for primary 
keywords. Your next step should be optimizing for keyword 
density for both primary and secondary keywords in the body 
text. This helps search engines identify what your page is all 
about. The body text should be conversational with the right 
density of secondary keywords; think of on-page optimization as 
‘theming’ your page specifically for a set of targeted keywords. 

Start the link building process — focus on guest 
blog posting and local directory submissions

Link building has always played a major role in Google’s algorithmic 
measurements. That measurement has changed over the years 
and will continue to evolve. Google has shifted its weighting from 
volume to relevance in an effort to cut down on questionable link 
building strategies. Your link building strategy should focus on 
building and promoting quality content placed on authoritative 
and niche relevant sites. Start by focusing on guest blogging 
and submitting to local directories, which will specifically help 
to boost your local SEO map pack rankings. There are plenty of 
link building strategies that work great; these two are the most 
popular and easiest to implement for any small business. 

BACK TO TABLE OF CONTENTS
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Optimizing  
your website 

nce you’ve brought a prospect to your website from a digital ad, a social ad, 
SEO or SEM, you need to ensure they can easily find what they came for and, 
ultimately, purchase from you. You’ve done a lot of work to get them there, 

so don’t forget to optimize your customers’ web experience too. We’ve collected 
some practical tips from our experts that will help your website work harder for your 
customers and you.

O

Create a killer content strategy and start blogging  
on your own site 

Blogging on your own website keeps you engaged with customers, 
adds organic traffic from potential customers, and positions you as an 
expert in your field. It also helps your search engine results. Google loves 
websites that regularly add new content, while a website blog lets you 
create inbound links to other pages on your website that prompt action 
from readers. This is where you need a killer content strategy to engage 
readers and prove your expertise. 

Paul Teitelman
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“ “ “Make it clear what you want 
people to do on your website

Putting a call to action on a webpage like 
“Call us now” or “Click here for your free 
information package” can increase conversion 
rates significantly. There was a case study 
of an online store that increased sales 
significantly by simply changing the “Buy 
now” button to say “Click here to buy now.” 

Jacob Kettner

Before engaging in digital 
marketing, do a website audit

There’s no point in hitting the ground running 
with digital marketing efforts only to have 
them come back to a website that doesn’t 
work well or convert prospects. Before 
you begin your outreach, do a complete 
website audit. Go through the website just 
like a prospect would and look for places 
that could be clearer or optimized better. 

Erin Blaskie

Create a world-class mobile experience

Most businesses receive up to 50% of their 
website traffic from mobile phones. So, there 
are a couple things you must do to ensure a 
professional mobile experience. The first item 
is to ensure your website is responsive for all 
device types. This will provide a consistent 
user experience to your customers and 
prospects. Secondly, make sure you have 
“Click to Call” initiated on your website. This 
allows people to touch or click the phone 
number on your website, and call you directly. 
Thirdly, make sure your Google My Business 
listing is up to date with a proper business 
name, address and phone number. Your 
“Directions” listing should be set to ensure 
people are guided to the correct address. 

Tom Yawney
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Selling on social media 
ocial media can be fertile ground in 
which to find business opportunities 
and, ultimately, win customers, 

but you have to go about social selling 
the right way. Shane Gibson is an 
acknowledged expert on social media 
marketing whose best tips from previous 
Rogers Small Business Centre events we’re 
sharing here. Read on to learn how to 
connect with potential customers on social 
networks in ways that are most likely to 
make them want to buy from you. 

S
Stop pitching and start connecting  

This one act can elevate you above the masses and establish lifelong relationships. 
Your first few interactions can build trust and lay the foundation for a win-win 
relationship. Too often, it immediately becomes obvious that the salesperson or 
business connecting with you actually doesn’t care about you at all. They just want 
to sell something NOW. Resist the temptation to send a well-crafted marketing 
message via LinkedIn immediately after connecting. If you can’t take the time to 
truly customize your message to the person you’re addressing, you’re most likely 
going to repel them permanently or possibly destroy your credibility. Instead, ask 
how you can help, and show genuine interest in the other person’s business and 
life goals. Take your time getting to know someone, comment on their updates, 
ask them questions and add value regularly – do this well and people will look for 
reasons to do business with you. 
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Be consistent  

Consistent presence on social networks will do more for your 
credibility and trust than a brilliant marketing promotion or ground-
breaking report. You don’t have to post to Instagram 20 times per 
day or write six blog posts per week, but you need to commit to a 
reasonable amount of meaningful daily activity and stick to it. Imagine 
if your favourite TV show only played occasionally and constantly 
varied their format and the time of day they aired. It wouldn’t be  
your favourite show for very long. Imagine if your favourite coffee  
shop randomly closed for days without notice or indication 
when they would open again. Be dependable and be 
present consistently; this one habit will make gaining 
momentum and growth in social selling a lot easier. 

Don’t be a social spammer—engage

The Internet, especially the social networking part, is very, very noisy. 
It’s full of people yelling at their customers, mass emailing and 
messaging thousands of people in hopes of converting 1% of the 
people while they alienate the other 99%. I recently received a really 
nice LinkedIn message from a LinkedIn expert asking how they could 
help me out. It was a nice gesture. Then the let down… their co-worker 
sent me the exact same message―verbatim. When you send generic 
messages to your entire list, it makes them feel like a number, not a 
valued connection. Avoid this type of messaging. This also applies 
to your Twitter stream, Instagram or Facebook page. When someone 
follows you, ideally your content should be 90% value-added updates, 
customer-focused content and value-added interactions. The other 
10% can be well-timed marketing and sales content. When 90% 
of our updates are generic, broad pitches, people feel spammed – 
and in many cases they disconnect from us or mute our updates. 
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Advertising on  
social media

one properly, social media advertising offers great opportunities to present 
your value proposition and offer to your target audience. The most prominent 
social media sites allow you to focus your message on the people you think 

are most likely to buy from you. But you have to pay to play, as they say. Read what 
several of our experts have to say about getting started with social media advertising.  

D

Use paid promotions and advertising

Every social media platform is a business, and a large portion of their 
revenue comes from advertising. They utilize algorithms to throttle 
your reach; therefore, it takes money to reach the audience you are 
after. That said, it is still by far the most cost-effective and measurable 
advertising vehicle out there. We recommend a minimum budget 
of $100 per month on social media; above that, you will see that 
the more you pay, the better the results. This ad budget will go 
toward boosting posts, promoting the profile page and potentially 
targeted ads if necessary. Once you get more comfortable with 
paid ads, you can get into interesting concepts like remarketing, 
where you can target people who have visited your website and 
serve them ads, bringing them further down the sales funnel. 

Ricky Forbes
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Experiment with Facebook ads 

Give a small trial of, say, $100 marketing to your demographic. 
Facebook allows you to pinpoint their age (you can even pick  
a range), gender, location and even marital status (great if 
you’re marketing to engaged people). You can run all sorts 
ads, from coupon offerings to lead ads, to get people to like 
your page ads. Run an ad campaign that is trackable and 
measurable and watch the traffic and phone calls increase. 

Darian Kovacs

Make sure landing pages match ad offer or search intent

I see a lot of businesses write great ads and have a great offer 
and then send all their traffic to their homepage. The page that 
visitors land on should directly reflect the ad that they clicked 
on or the search term they used to find the page. If there is a 
disconnect between what people click on and where they land, it 
leads to a high bounce rate and a bad user experience. Imagine 
if you were looking for a new laptop, clicked on an ad for laptops 
on Amazon and then ended up on the Amazon home page. 

Jacob Kettner
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Writing effective social ads

nce you’ve decided to add social 
ads to your marketing mix, you 
need to actually create them. 

Writing an ad is a bit of science and a bit 
of art, and you might want to entrust that 
job to a professional. But whether you’re 
writing your own copy or evaluating work 
that’s been done for you, follow this advice 
from our expert, Nicholas Kusmich, for 
creative that will grab attention for the  
right reasons. 

O
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The purpose of your ad

Far too many advertisers are trying to do too much with their ads―specifically, they 
are trying to sell from the ad itself. Just like in copywriting where the point of the 
previous sentence is to get the reader to read the next sentence, so it is with ads. 
The point of the ad is not to sell the end of the journey. There is only one primary 
goal of any ad—to get the click. Do it in a way that is not “click-baity.” Every part of 
the engagement process has its role. The point of the ad is to get the click. The 
point of the landing page is to capture the lead. The point of the sales page is to 
convert the sale. So don’t skip steps. 
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LOOK – Capture ATTENTION

Your first objective should be to capture 
a “scroller’s” attention. Your prospect is 

scrolling through the News Feed at lightning 
speed, most likely multitasking. If you start by 
trying to persuade or influence even before 
you have captured attention, you’re going 
to realize that no one is watching. There 
are many ways to capture attention, but the 
foremost is by using a strong image. The 
point is not getting any attention, it’s getting 
the right attention. An ad with supermodels 
might get someone to pause mid-scroll for a 
couple of seconds, and maybe even click, but 
you don’t just want clicks, you want relevant, 
qualified clicks. Although there are multiple 
“image hacks”, one of the easiest ways to 
stand out is by modifying the tone of the 
image, for example, by going grayscale.

HOOK – Create CONNECTION

Remember the question the prospect 
is asking is “What’s in it for me?”, and if 

they are on a social platform like Facebook, 
they are seeking connection. There are at 
least three ways to create connection, but 
if you can establish rapport, and have the 
person feeling like you understand them, 
you have drawn them in to keep reading. 
A simple copy formula to help remind you 
to do this is “Feel, Felt, Found”. Essentially, 
you are saying, “I know how you feel, I have 
felt the same way too until I found....”

TOOK – Cause ACTION

I remember I once wrote an ad offering 
a great downloadable PDF, and only 

minutes after the ad went live the first 
comment said, “This sounds great! How do I 
get it?” I took for granted that people would 
know to simply click the ad. Apparently not. 
It is important that every ad has a very clear, 
spelled-out call to action: “Click here to 
download/learn more/watch the video, etc.”

Three key principles 

1 2 3
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Measuring  
your success

he beauty of digital marketing is that it’s all measurable. You can generally see 
in real time how your campaigns are performing, and these analytics allow 
you to optimize your mix and your spend on the fly. But measuring success 

is a discipline that must be practiced, like any other. Check out this advice from our 
experts that will help you stay on track of the ROI of your social, search and content 
marketing efforts. 

T

Measure, measure, measure

Seriously, always keep measuring. Whenever you begin a campaign, 
identify the top three KPIs you are going to use to evaluate success―
Google Analytics can be a rabbit hole of metrics and you should 
absolutely go digging once in a while; figure out what your top three 
KPIs are that will help you do a quick pulse check on your campaign. 
Part of reporting is also determining frequency―how often will you 
report and measure these KPIs? At a minimum, you should be looking 
at a monthly full check-in and audit of performance. Track those KPIs 
on a simple Excel spreadsheet, so that you can very quickly and easily 
measure growth and identify areas of improvement. 

Amaan Fazal
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Measure and monitor everything in Google Analytics  

Google Analytics is the most important tool in your digital marketing 
campaign. If your web traffic doesn’t improve after optimizing 
your website, the search volumes are too low and you may need 
to pick new ones. Google Analytics helps you determine the ROI 
of SEO for small businesses. When you use Google AdWords, you 
can also use Analytics to quickly determine how effective your 
paid campaign has been. Even if you rank for your top targeted 
keywords on page 1, Google Analytics shows you whether your 
SEO efforts are turning into web traffic and potential leads. 

Paul Teitelman

Understand your ROI of social media. How should you measure? 

Quantitative: page likes, reach, engagement (likes, shares, 
comments), brand awareness (reach and impressions), conversations 
(via website, emails, qualified leads and sales transactions). 

Qualitative: brand love (positive comments and testimonials), 
measuring which pillars have the most successful posts.  

Ricky Forbes
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If you enjoyed reading our experts’ digital marketing tips, you can learn more about , and click on their links for  
more great digital marketing tips and for their social media handles. 

Amaan Fazal believes social media is about being human, being real and being responsible. A graduate of KPU, Amaan currently is 
an instructor at Jelly Academy. He was on the founding team of Western Canada’s largest Internet Marketing Conference, CIMC. 

Francis Gosselin is the president of FG8 Consulting, as well as an author, public speaker, blogger and consultant. He has helped 
dozens of companies around the world to grow their businesses by building cutting-edge digital marketing campaigns.

Shaun Whynacht is the founder and president of Blue Cow Marketing and has spent more than a decade exploring every corner of 
Canada and learning about the business world as an employee. Today, he consults small and medium businesses on how to grow 
through a holistic approach to digital marketing.

Robert Burko is CEO and founder of Elite Digital, one of Canada’s leading digital marketing agencies. As a thought-leader in 
the industry, Robert has appeared on national television, radio, podcasts and countless print publications and blogs across North 
America, in addition to speaking at international events.

Derek Leung has a diverse skillset and almost a decade of experience ranging from web design, SEO and digital marketing to social 
media, video and photo production and communications design. He helped establish one of Vancouver’s leading web design and 
development companies and assisted numerous small-to-medium-sized businesses globally.

Learn more from the experts
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Blair Johnson is the co-founder and president of Blue Elephant Design & Marketing, a top real estate marketing agency in Toronto. 
From in-depth analytics to simple social marketing tactics, Blair has led the way in training entrepreneurs on successful business 
growth through digital marketing.

Ricky Forbes is the host of the international TV show Tornado Hunters, and he has learned firsthand how to build business using 
social media. As the owner of one of Western Canada’s leading resources for social media training and management, Blue Moose 
Media, Ricky’s tips have brought him 450,000 followers personally.

Christian Lunny is the founder of Dash Agency, a digital agency storytelling and building for the largest consumer brands across 
North America. In 2015, Christian was featured in Marketing Magazine’s top 30 under 30, and in 2016 was named a Change Agent 
by Canadian Business.

Amanda Wilhelm began her career as a Calgary small business owner. Her passions immediately grew towards marketing and sales. 
Her current role is marketing director for one of North America’s fastest growing digital agencies, and the Chamber of Commerce’s 
Agency of Record.

Shane Gibson helped co-found the Professional Sales Academy, which offers customized sales training offerings. Currently, he is 
an international speaker and author who is a widely sought-after thought leader in social selling and digital marketing. Published in 
numerous business and marketing publications, his expert tips will take you from beginner to pro.

Paul Teitelman runs an SEO consulting firm, Paul Teitelman Consulting, specializing in helping companies of all sizes grow 
their businesses through online marketing tactics. As an acclaimed SEO expert and link-building freelancer with over 10 years of 
experience, he is also a frequent speaker on SEO, website building and marketing for small businesses.

Jacob Kettner has been in the digital marketing space for 13 years and currently runs the top SEO agency in Winnipeg, First Rank. 
He’s a strong believer that there isn’t one digital marketing strategy that is right for all businesses, and digital marketing should be 
looked at from a holistic perspective.
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Erin Blaskie is a digital strategist, former TEDx speaker, and a Certified Google Speaker who has worked with clients such as Disney, 
Kraft, Post, Microsoft, Ford and more. She was nominated as one of Canada’s most influential women in social media, and noted as 
one of 24 Top Upcoming Entrepreneurs on Twitter.

Tom Yawney is a writer, speaker, and digital media strategist. Since 2010, Tom has helped hundreds of companies build their online 
presence through digital marketing and advertising. The plans he creates typically include some combination of web development, 
SEO, local search, PPC, social media, social advertising, display, influencer marketing and online review generation.

Nicholas Kusmich is widely known as a leading Facebook advertising strategist. Author of Give: The Ultimate Guide to Using 
Facebook Advertising to Generate More Leads, More Clients, and Massive ROI, he consults on social campaigns for major clients 
including top NYT, best-selling authors, Inc. 500 and fast-growth companies.

Darian Kovacs founder of award-winning company Jelly Marketing, has worked with various local, national and global brands 
on how to create a social media plan for their businesses. He has been featured in BC Business magazine, Notable, Business in 
Vancouver and on the Canada Post training circuit for small-business owners. 
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Get in touch

™Trademarks of Rogers Communications Inc. or an affiliate, used under license.  All other brand names, titles, and marksare trademarks 

and or/copyright of their respective owners. © 2018 Rogers Communications.

Looking for more advice about your technology? Speak with one of our Small Business 
Specialists for one-on-one assistance to help drive your business forward. 

 844-597-7573 

 Live chat  

 Get a call back 

 Find a store

For more helpful tips about growing your business through digital marketing, find out about our 
upcoming Small Business Centre events and register for one near you.
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