
5 steps to kickstarting
your digital marketing.

Before you consider spending money on digital marketing, make sure you’ve done these 5 steps.



Thank you for downloading this guide. If it’s valuable, reach out to me on 
LinkedIn using this link, or search Brad Williamson. I am always happy to chat 
about digital with anyone who’s interested.

I have worked in tech, digital, and marketing for over 8 years and have seen the 
digital landscape shift and evolve dramatically, as new technologies continue 
to be introduced and businesses shift to digital as a primary marketing channel.

To get deeper, tangible knowledge on digital and how it can help out your 
business, let us perform a full digital audit - for free.

My goal for this guide is to provide you with a starting point, so that you too 
can see the value of running campaigns online.

Please don’t hesitate to reach out to me if you have any questions.

Brad Williamson
Lead Strategist, Catch Digital
brad@catchdigital.io

https://www.linkedin.com/in/bradwilliamson74/
http://campaign.catchdigital.io/digital-marketing-audit


The marketing industry is mostly garbage. Acronyms, unfulfilled promises, 
surprise bills and insane retainers. At Catch, we’re cutting the BS around the 
industry and bringing it back to what business owners care about - revenue 
dollars.
 
Our approach to digital marketing works bottom-up, which basically means 
that we work with you to identify and analyze your sales flow, and then 
prioritize our work based off of what can impact your business the most. 
This method isn’t always the most exciting, but it’s the one that consistently 
increases sales and decreases customer acquisition costs.
 
Of course, this method takes time - and because it does, we work within non-
fixed term monthly retainers, where expectations and deliverables are pre-
determined, so we’re always on the same page.

Catch Digital is a full-service growth agency, specializing in ROI-accountable 
lead capture and nurture of customers through the implementation of modern 
marketing technology. 

Catch’s client growth model takes a layered approach, where strategic 
initiatives are designed to stack on top of each other over time until a full, 
robust growth marketing system is in place. As initiatives are strategized and 
executed, others will be optimized, decreasing the cost per customer acquired 
over time and increasing revenue.

Before we begin, I also need to tell you about Catch Digital.

We stand for transparency in 
digital marketing.

Want to learn more about what we do? Visit our website >

http://www.catchdigital.io


The 5 Steps
Digital marketing is an intimdating thing to start doing for your business, and 
although platforms like Facebook and Google give low-friction ways to get started 
(like boosing posts, creating a Google Ads account after listing a business, etc), it often 
ends in little-to-no ROI. 

The reality is, it’s hard to make money through digital advertising if you don’t 
approach it a certain way. These 5 steps will get you off to the right start. 

Start with some business fundamentals. Ususally business owners start with “I want 
to advertise on Facebook” and go down that path. The truth is, Facebook has a lot of 
value in advertising when applied to the right stages in the sales flow (aka the buying 
journey) - but seldom is the be-all-end-all platform for advertising. Map out your sales 
flow, and then apply the channels you want to leverage to reach people each stage. 
Chances are, 2 or 3 will involve Facebook.

Facebook is great for awareness, generating interest (by retargeting) and reminding 
people to take action (consideration or intent). Google Ads are great for high-intent 
searches (branded or product/service-specific, as well as competitors). LinkedIn is 
good for awareness and clicks, but is expensive and should primarily be used for B2B. 
Think about each channel critically and how it’s relevant to the buying journey for 
your product or service.

Map out your sales flow/buying journey

Identify digital channels to use at each stage of the buying journey
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Awareness, interest, consideration, intent, purchase, renew/refer/
advocate. Map out a sales flow that starts with how your customers first 
learn about your business’ existance, and then how you communicate 
with them to push them to each stage in the flow.

Facebook Ads, Google Ads, LinkedIn Ads, Pinterest, YouTube, Google 
Display Network, Facebook Audience Network, TikTok, Snapchat, 
Instagram Ads, Emails, Text Messages, Chatbots... the list goes on. Think 
about how each platform is used and what the intent is of each person 
who would come across an ad on those platforms. (Hint: some are better 
for different stages in the buying journey than others).



This is an important step that is often overlooked and should absolutely 100% be 
top-priority whether you plan on advertising today or in 2 years from now. Pixels and 
tags gather very valuable information about the visitors on your website and through 
lookalike/similar audiences, you can target those who are similar, automatically. This 
takes a lot of guesswork out of Digital Marketing, and it’s free to add pixels and tags 
to your site.

Depending on the platform your website is built on, there are direct integrations that 
allow you to add these tags, or it is done by added a javascript into the <head> and 
<body> code of pages you want to track. Reach out to me at brad@catchdigital.io if 
you have questions about this.

Depending on the type of business you have, the website platform you choose may 
also have a CRM connected to it. The important thing here is that there is a place to 
house the contacts that are leads, qualified leads, sales, etc. Bonus points if you build 
automated emails or text messages to futher push them down the buying journey. 

Set up your pixels, tags, and tracking

Set up a CRM or a place for your contacts/leads to go
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Look for the tag or pixel of each platform you’ve decided to leverage. 
Facebook has the Pixel, Google has Google Tag Manager, LinkedIn has 
the Insight Tag, and so on. Each platform has one, and they can usually 
be added to Google Tag Manager. 

There are a ton of CRM (customer relationship management) platforms 
out there, ranging in complexity. Choose one that fits your business’ 
need for customization and pay special attention to integrations. 
Depending on how your website is built, some are easier to integrate 
than others - overall, choose one that connects to the forms on your 
website or provides forms for you to put on it, so you don’t lose valuable 
customer data.

The 5 Steps - Continued



This step should give you a roadmap of campaigns to create and launch on different 
platforms. Start with the channels that are linked to those in the consideration and 
higher-intent stages of the buying journey - unless that stage represents a small 
population of potential customers - then you may want to start higher up in the sales 
flow (driving awareness).

When kicking off digital, there are a ton of tools and resources that can help drive 
results. This framework has proven to work well for our clients at Catch Digital. As 
a part of our onboarding process, we consult with clients to help identify the buyer 
journey, then apply the right channels and digital tools that move their customers 
along the buying journey. 

If you have any questions or are looking for an audit of your digital setup, feel free to 
reach out or fill out the digital marketing audit form here >.

Priroritze your campaigns based on the impact for your business5
Do you have a product or service that people commonly search for? 
Prioritize Google Ads. Do you have strong traffic to your site but no 
sales? Retarget on Facebook. Do you have lots of contacts? Build an 
email campaign.

The 5 Steps - Continued

http://campaign.catchdigital.io/digital-marketing-audit

