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WE WANT TO PROVIDE YOU 
WITH KNOWLEDGE YOU CAN TAKE 

AWAY AND IMMEDIATELY IMPLEMENT 
TO IMPROVE YOUR DIGITAL 

MARKETING STRATEGY
We learnt as we went and found our way.  Now we can help you make 
informed decisions about the options available to you.  By sharing our 

experiences, you can learn from our mistakes and triumphs.



Brand Identity

High Quality Website

Keyword Strategy & SEO

Organic Reach

Paid Ads Strategy 



Why do you do 
what you do? 

What makes 
you different?

What are your values 
as a business?



What has branding got to do with digital marketing…everything.
Branding isn’t just having a visually pleasing logo.  It is your entire identity as a business.  It isn’t just about how 
you want to appear, it is about effectively communicating how you are, getting your customers to engage with 
you, knowing what they want and building your brand around this.

If your marketing doesn’t resonate with your customers, it won’t be effective.  No matter how much you spent 
on a fancy visually pleasing logo. Ultimately, a brand identity is a way to communicate with the world and 
differentiate yourself from the competition.   Digital Marketing is about reaching the customers you want to, 
and then initiating engagement and conversions.  Your brand is how you are recognisable to them, and how 
they know who you are and what you do.

Customers want to know the brands they interact with now.  They want to know who you are and what you 
stand for.  They do not want sterile, faceless, boring corporations who look and sound the same as everyone else.   

People like people, not corporations. Ask yourself the following:

• What are your values?  • What can your customers expect from you?  • Who are you?

• Why are you different from your competitors?    • Why should they choose you?

What sets you apart doesn’t have to be your product.   It could be how you deliver it, what your approach is, 
how you integrate with the wider community.  Highlight what it is that sets you apart.  

Brand Heart – your purpose, vision, mission and values
Brand Messaging – brand voice, personality, tagline
Brand Identity – logo, colours, typography, brand guidelines

The formatting of your brand identity will inform all of your digital marketing decisions and strategies, 
and set you up for either failure or success, depending on it’s quality.



Innocent Smoothie



Innocent Smoothie
Your tone of voice and marketing can 
hugely influence the presumptions and 
assumptions that potential customers 
make about your brand.

Chances are when you think of innocent 
smoothie you would presume that the 
decisions they make as a business 
would be moral and good.  Really, we 
know nothing about the people that
work there, or how the business is run, 
but we automatically presume it to be 
a ‘good’ company.  This is down to their 
tone of voice.



RedBull



What do you think of when I say Red Bull?  Chances are your first thought isn’t the drink, but rather 
sport, in particular, extreme sports. 

o   F1, Soapbox race, Stratos Skydive

They prompt feelings of adrenaline, adventure and of pushing the boundaries.  Their tagline says it 
all, ‘Red Bull gives you wings’ is all about the human ambition to fly. 

Red Bull do not actively market the actual drink itself.  Their products are the 4th tab on their web-
site, following TV, Events and Athletes!

This is how Red Bull have chosen to market.  They have totally set themselves apart from any other 
drinks brand and they now stand for certain feelings and values, not the drink that they sell - which, 
arguably, isn’t actually very nice!   

RedBull



Gymshark
Many brands now understand the 
potential of joining the force for change 
on world issues such as race, gender and 
inclusivity.  Brands can be a louder voice 
for their individual consumers and stand 
for the same values, helping to challenge 
the norms and push for better.



- Using stock imagery
- Being boring

- Not representing your true values
- Cheap, poor quality or DIY design

BRANDING: THE BAD AND THE UGLY



BRANDING: THE BAD AND THE UGLY

The Bad
Using stock imagery – people can often recognise this and it can look cheap and lazy.  If you use your own 
high quality imagery not only will it look better but it also can’t be easily copied by your competitors.

Being boring – having a typical tone of voice or boring brand is an easy way to make sure you fade into the 
background.  People remember things that initiate an emotional response in them, so don’t be forgettable, 
be memorable and interesting.

The Ugly
Copying someone else, or not representing your true values.  If you pretend to be something you’re not, 
it won’t take long before people work you out.  Your brand needs to reflect who you actually are, doing 
anything else is effectively lying to your customer.

Cheap, poor quality or DIY attempts at design and marketing.  Unless you have the necessary skills, chances 
are that DIY attempts will not be successful.  These are specialist skills that are not easily replicated.  You can 
easily risk your customer thinking you are cheap and cutting corners, in other words not willing to invest in 
your own business. 



USER EXPERIENCE
How people interact with your website is 

crucial to its success. It should be intuitive and 
easy to use on all devices. Perfecting the 

customer journey increases your conversions 
and reduces bounce rates.

SEO
The science behind getting found. SEO is 
knitted into all elements of website design 

and build. Knowledge is key for SEO success. 
Achieve organic search success with a purpose 

built site and watch your company grow.  

DESIGN AND STYLE
The best websites catch your eye and draw 
you into scrolling down the page. It is the 

design that does this. Make sure when people 
land on your website they don't bounce back 

to their google search.

CONTENT
What is written on your website should reflect 
what you actually do, and who you actually are. 
It should be engaging and written to  influence 

your target audience. Good content is the 
best friend of SEO.





The importance of a high performing website cannot be underplayed.  It is the foundation base for all of your 
other marketing strategies.  It is your online front window and usually the first-place people will go to find out 
about you and your business.  

All business for Design in the Shires has been generated by organic SEO performance of our own website.  

A good website will quickly pay for itself and provides you a strong foundation to build from. 

You should design your website around your customer and what they want, not around 
what you want to show off.  

It needs to be easy to use across all devices.

It needs to be beautiful, with striking imagery and an intuitive layout.

High quality content is absolutely essential for the success of any website and digital marketing campaign.  
Content writing is a specialist skill in itself which doesn’t just involve writing about you and your product, but, 
understanding how search engines read this how you integrate a high performing SEO strategy throughout.

SEO is a huge industry and a complex specialist skill.  There is no point in designing a beautiful website that 
doesn’t get found.  If it doesn’t speak to your customer, looks cheap, or takes an age to load people will quickly 
bounce and move on to something else. 

A Call to Action prompts a user to move from being passive to active.  It asks them to take 
part in something, click on something, sign up to something or download something.  



Keeping Google Happy
• Don’t try and trick the algorithm, play by the rules.  
Google doesn’t like you trying to beat its systems, 
they will punish you if you do things like overload 
copy with keywords.

• Keep your code clean – the better your coding is the 
more Google will like you because you’re easier to read, 
easier to categorise and you fit into their systems nicely.

• High quality meta-tags and descriptions (the bits 
Google displays on its search results pages for you).  
Make sure they include keywords and aren’t too wordy.

• Optimise your images and videos – large files will 
make your website load slowly which will then see 
you punished by search engines as a result.

• Install Google Analytics and Tag Manager

• Set up a Google My Business Page – make sure you 
post social content, images and keep all the details up 
to date.  Regularly updating this page keeps Google 
happy, it sees you as an active participant and rewards 
you accordingly.

• Build social media business pages – make sure the 
details match your Google My Business Page.

• Sign up and register with as many online directories 
as you can – make sure the details match your Google 
My Business page.  They provide great backlinks and help 
to improve your domain authority, which in turn leads to 
better search engine results.



Content on own site, 
content on own social, 

customer reviews, SEO on 
website maximised for 

digital search

 PPC advertising, social 
media advertising, 

ambassadors or paid 
in�uencers, sponsorship 

and a�liates

Customer ratings on 
listing like trust pilot, 
organic engagement 
and sharing of your 

social media, valuable 
content that shows you 
positioning yourself as 
an expert in the �eld, 

refer a friend 
deals and discounts

All Driven by Data



Your options, ‘smell what sells’
So…how do you communicate your values, your brand and your products to your customers?  
And which way is the most effective, and the most cost effective to achieve your specific goals?

• Do you want to reach a particular target market (age, gender, interests)

• Do you want to increase your Google rankings?

• Do you want to get community engagement in a project?

• Do you want to get signups and gather customer info for emailers and targeted sales?

There are lots of options and what works for one business or product, might not work for another.
It is all about building your strong foundations first to maximizing your owned options first, then you can 
top up with targeted paid ads to fill in any gaps or push performance on specific products or campaigns.

The approach you take and the changes you make to your strategy should be constantly driven 
by data that you can collect through analytics.   

By installing Google Analytics and Google Tag Manager you can track activity across your website.  

Constantly need to review how you are performing against metrics and KPIs to allow you to measure 
what is working and tailor your approach accordingly.  This ensures you are maximizing everything to 
get the best possible return on investment.  

Example – track where your website hits are coming from.  Do people that come from a social media channel 
behave and interact with your website differently to those that come from a search engine results page?



Coca Cola



Lucozade 



Pepsi



Coca-Cola
Appearing as an ethical business, rather than a money-making machine, 
is an important part of connecting with today’s consumers.

Lucozade
Appearing as an ethical business, rather than a money-making machine, 
is an important part of connecting with today’s consumers.

Pepsi
Getting it wrong. An advertisement with Kendall Jenner in 2017 went horribly wrong and backfired spectacularly.  
At a time when race relations were suffering in the US and there had been a number of high profile police killings 
Pepsi tried to unite everyone by showing Kendall handing a can of Pepsi to a police officer.  This trivialized the 
issues and sparked a huge backlash and an enormous amount of online vitriol and negative press.  They were 
forced to pull the advertisement fairly swiftly after its release.  



PERSONALITY

 

Paint | Blinds | Wallpaper | Blog

 

 
Peel. Stick. Go.

 
Fresh-out-the-oven brownies. The next episode of your favourite

Netflix series. Jumping on a hotel bed after check-in. Some things in

life call out at us to get stuck in straightaway. 

We get it. It’s like our sample patches. There's no time to waste or

walls to watch dry. Rip open the box, line them up in a row, stick

them on the walls and send photos to your friends! 

But if you are looking for a few handy tips to get started. Have a look

at Tash’s Top Tips and you’ll really get the most out of them. She’s

our Lead Colour Specialist and boy does she know her stuff.

 
TELL ME MORE, TELL ME MORE

 
*TASH’S TOP TIPS*
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*TASH’S TOP TIPS*

 
1. Keep on moving

 

Try sticking the colour sample in lots of

different places, especially next to

furniture – or your favourite accessories in

the room.

 
 

2. Let there be light
 

Check out your samples in the morning, at

noon and again at night. The colour will

look ever-so-slightly different at each time

of day.

 
 

3. Two's a crowd
 

Your eye is more effective at processing a

single colour at a time. Try your samples
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1. Keep on moving

 

Try sticking the colour sample in lots of

different places, especially next to

furniture – or your favourite accessories in

the room.

 
 

2. Let there be light
 

Check out your samples in the morning, at

noon and again at night. The colour will

look ever-so-slightly different at each time

of day.

 
 

3. Two's a crowd
 

Your eye is more effective at processing a

single colour at a time. Try your samples

individually, then as a palette on the wall.

 
 

4. Trust your gut
 

That shade you can’t stop thinking about?

That’s the one. Sleep on it, but try not to

overthink the decision – your gut knows

best.

 

 
Get to know your neighbours.

 
Explore the before and after stories from our community.

 
READ MORE

 

Find more inspiration from 
our community

Contact Lick      |      My Account

 
2021 Lick Home

Gadd House, Arcadia Avenue, Finchley,
London N3 2JU, United Kingdom

ADDED VALUE



Should be engaging and visually pleasing, with an effective call to action to achieve 
your planned objectives from the campaign.
• Should be visually pleasing.  Don’t make it boring.
• Keep it text light – it should be easy to absorb and not appear to the recipient that reading it will eat their time
• Include your personality and make it fun
• Include added value that shows off your knowledge and skills.  
   For example, links to blogs, top tips and useful resources

Generate an active response to the email by including a call to action
• Generate traffic to your site
• Utilise landing pages to convert customers
• Showcase products with live links to generate sales traffic



Content on own site, 
content on own social, 

customer reviews, SEO on 
website maximised for 

digital search

 PPC advertising, social 
media advertising, 

ambassadors or paid 
in�uencers, sponsorship 

and a�liates

Customer ratings on 
listing like trust pilot, 
organic engagement 
and sharing of your 

social media, valuable 
content that shows you 
positioning yourself as 
an expert in the �eld, 

refer a friend 
deals and discounts

All Driven by Data





Pay-Per Click Advertising

Search Targeting – reach people based on what they are searching for and display yourself as a paid search result. 

• Bidding on keywords – select keywords you want to appear for and enter a bid to appear as a result.  
    Your bid enters ‘Google Auction’ and if you come out on top, you are shown as a paid ad before the organic  
    search results listing.  

• Dynamic Search Ads – fills in the gaps in your keyword bidding strategy.  Not about selected keywords to bid 
   on, but about how well the content on your website matches the searches made by your customers.  

Display Targeting – banner ads displayed on websites you are using.  As a user you probably know these as 
being quite intrusive, but retargeted display ads are 70% more likely to convert than other types of digital ads.  

• Contextual Targeting – show up on sites that have relevant content to you.   

• Audience Targeting – show up for audiences that exhibit a certain behavior, irrespective of content 
   they are viewing.  

Retargeting/Remarketing – helps you keep your brand in front of bounced traffic after they 
leave your website, allowing you to convert customers you otherwise would have lost.  

• Create lists of users and categorise to include or exclude them from your targets

• Import lists to target by email or analytics matrixes 



Users: 1 billion
Age group: 

25-34 (33.1%)
Gender: 

57% female
43% male

Users: 738 million
Age group: 46-55

Gender: 
49% female
51% male

Users: 187 million
Age group: 

30-49 (44%)
Gender: 

32% female 
68% male

Users: 2.7 billion
Age group: 

25-34 (26.3%)
Gender: 

44% female
56% male

Twitter Facebook Instagram LinkedIn



Social Media Advertising
Advertising on social is a hyper-direct way to reach the audience you want. You can target brand new customers or 
returning ones. It’s also a chance to do some hands-on A/B testing.

So how do you know which platform hosts most of your customers?  Where should you focus your energy?  
Does content need to be different for each platform or is it a one size fits all?

Facebook - still remains the most used and engaged-with platform.  Great for reaching older demographics who 
arguably have more disposable income.  Due to Facebook’s sheer size, it makes sense to have some sort of 
active presence on the channel.

Instagram - 2nd largest after Facebook and as they also share the same ad platform it presents opportunities 
for cross-promotional ads for brands.  Recent research highlights value of influencers and ‘gram content for 
influencing shopping.  It’s recent introduction of Reels is also a direct response to the competition from TikTok.

Twitter - users and interaction tends to stay steady.  Place to gather quick news or conduct customer service.  
Good place to discuss events, advertising remains tricky.  Good for engagement and human side rather than 
a place to advertise.  42% of twitter users are degree holders, platforms demographic for higher earners.

LinkedIn - millennials make up 1/4 of platform, higher-educated and B2B demographic potential for 
ad success.  Top rated for lead generation, can find targeted and motivated audiences for ads. 

Consider - the time you are posting.  Engaging organically with other people’s posts.  Sharing other people’s posts.  
The more varied and interesting your feed is the less likely people are to snooze you or unfollow you.  Remember 
people like people, they don’t tend to like being sold to.  If they like you character, values and humour people are 
much more likely to visit your website to find out what you sell anyway.  



Social Media Advertising

All these platforms support the same broad types of campaigns and objectives:

• Awareness – build your brand reach
• Consideration - Send traffic to your website, increase engagement, encourage app installs or video views, 
   generate leads, or encourage people to communicate with you on Facebook Messenger.
• Conversion: Increase purchases or leads via your site or app, or drive foot traffic to offline stores

Facebook, Insta and LinkedIn also all offer 3 main types of paid advert:
• Single Photo with link
• Video with link
• Carousel, multiple products each with their separate links

Facebook and Insta also offer collection adverts which allow you to showcase your products without the user 
having to leave the platform.   People can watch videos, swipe through photos in a carousel, view products in 
your catalogue, explore images with tagged products and tap buttons to go to other web pages.

Twitter offer a slightly different option.  You can choose to promote an existing organic tweet, 
or to create a tweet specifically to advertise.  

All platforms offer targeting options to allow you to direct your budget to 
where it is going to be most effective.   

Facebook, Instagram and Twitter offer the most comprehensive targeting options: location, age, gender, 
interests, relationship status, language, education, job-titles, life events, politics, and much more!

LinkedIn offers targeting based on professional qualifications and job titles.
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organic engagement 
and sharing of your 

social media, valuable 
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All Driven by Data



EXPERT IN 
THE FIELD 

Sharing your knowledge is one of the easiest 
ways of setting yourself up to firstly:

• look like you know what you’re doing

• Look better than your competitors

• Instigate trust from your customers

• Appear the best of the best

• So confident in your skills and expertise you  
   are happy to share your trade secrets

• Engaging content

• Stimulates interaction e.g. 
   commenting, sharing

• Grows your following

• Gains you a reputation

• • 



EXPERT IN 
THE FIELD 



Owned, Paid and Shared Options
Appearing as an ethical business, rather than a money-making machine, 
is an important part of connecting with today’s consumers.

Owned
Develop the content on your own website, own social media channels, secure customer reviews and improve 
SEO performance on your website is maximized for digital search.  
• Make sure to regularly update your website with new relevant content.  
• Continue to perfecting your keyword strategy and optimize all of the elements of your website site
• Keep Google Happy

Paid
Pay-per click advertising, paid social media advertising, ambassadors or paid influencers, sponsorship and 
affiliates.  Paid advertising should be carefully targeted to complement your organic strategy.   This ensures 
you only spend money on targeting those customers you are not currently reaching.
Target customers based on:
• Search behaviour
• Content they are viewing
• Behaviour they have exhibited online
• Demographics and Life Events

Shared
Customer ratings on listings like trust pilot, organic engagement and sharing of your social media, valuable 
content that shows you positioning yourself as an expert in the field, refer a friend deals and discounts.
• Incentivize customers to leave you reviews
• Share tips, resources and advice
• Engage with other accounts by leaving comments and sharing posts



FOLLOW OUR 
SOCIAL

VISIT OUR
WEBSITE

GET IN
TOUCH

HOW WE CAN HELP
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