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AR E YOU
RE AC HING
T H E AU DI ENCE S
YO U WANT TO?
Have you implemented a digital
strategy component to your
marketing and sales efforts?

The internet is an expansive
market space where increasing
levels of people are searching for
products and services, friends and
relationships, as well as business or
employment.
The reality is that internet usage in
adult populations has increased by
5% in the last three years. With the
advent of screen time calculators and
personal data metrics being at an
all-time high, Pew Research claims
that the level of usage is “almost
constant.” Whether we are shopping,
engaging in social media, gaming,
or working, we spend a lot of time
online.

So, what does this mean to you and
me? It shows us that there is very
fertile ground to connect digitally in a
world where people are continuously
online. The truth is that both in
cost and effectiveness, traditional
marketing efforts are being left in
the dust behind digital marketing.
Marketing has always been about
connecting with your audience in the
right place and at the right time. You
need to meet them where they are
already spending time. Today, that’s
on the internet.

DIALING IN YOUR DIGITAL MARKETING - 2

THE TRANSITION
TO DIGITAL MARKETING

Most businesses are no stranger
to advertising. Billboards and
bench signs, newspaper and local
ads, as well as a considerable
amount of printed collateral, with
promotional content for offered
products or services are quite
commonplace with any sales
team’s efforts. Having digital
collateral and online content is
becoming more prevalent, but
isn’t quite as common. With the
ubiquity of social media and
website traffic that has taken
the front seat for customer
interaction, there is an opening
in the digital space to engage
customers differently.

This is where the transition to
digital marketing can have a
significant impact at a fraction
of the cost of printed collateral.
With conferences like Hubspot’s
Inbound Conference and others,
digital marketing efforts are
becoming a regular practice for
a variety of businesses across
several industries. In our work
with many organizations, we’ve
come to understand that they
often have a wealth of insight into
how to reach their customers.
Still, in many cases, they need
some expertise on the digital
marketing side. PRIME can hit
the ground running, given our
experience and the process we
bring to digital marketing.

Demystifying Digital
Marketing
Digital marketing is the use of
a variety of digital medias to
engage your audience. Whether
you use paid services, pay-perclick, banner advertising, or
organic efforts, digital marketing
is a scalable discipline that allows
people to run multiple campaigns
cost-effectively, utilizing
numerous channels to reach their
target market. PRIME happens
to be a Hubspot Partner, and we
use their Marketing, Sales, and
Service tools to streamline digital
marketing efforts for ourselves
and our customers. Click here for
their take on digital marketing.

There are a few parts to the
process we undertake when
executing a digital campaign.
Our process includes strategy,
messaging, graphic elements,
and analytics tracking to assess
how these approaches are
working. While we use these
elements to propel our digital
efforts, we use different platforms
(sometimes called channels),
content scheduling, and
automated workflows to drive the
campaign along.
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Working Through Campaigns
Campaigns are a way to be
specific about a product, service,
offering, or promotion. When
working with digital marketing,
you might have multiple channels
that you are running your
campaign from, such as Instagram
or email marketing. Having a place
where you manage all of those
details can be very helpful, so that
you know where you are, what you
have done, what you need to do,
and then how to account for the
campaign’s effectiveness on the
back end.
One of the tools that PRIME brings
to the digital marketing process is
a concise outline of the campaign
that we use to guide the schedule,
timeline, and the production and
execution of deliverables. When

we create a campaign, we begin
with an outline of product details,
demographics, and the types
of channels we’ll use to reach
your audience. We also schedule
preparation, execution, and
assessment tasks along the way.
Building the process is part of
the legwork in preparing for the
execution phase.In some business
models, cyclical products and
promotions are re-engaged
throughout the year. Comparing
your campaigns, year-overyear, can be a great way to set
the expectation for the type of
response you may get from a
digital campaign. This can be a
useful planning tool to focus your
digital marketing and understand
what kinds of target markets
will respond the best to your
campaign.
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TARGETING THE MARKET

Identifying your target market is
the surefire way to leverage your
knowledge to increase the win
percentage on your campaign.
When you know who you are trying
to reach, your ability to specify
pitches, customize graphics, and
meet goals/KPI’s is significantly
increased.
Within most campaigns, there
are two main approaches to
developing the target market for
your campaign. The first method,
which relies on internal data, is
to look at the existing market
through segmentation techniques
and develop the metrics for your
campaign. The second method
is to look at the potential market

using external data through
target demographics, competitor
information, and local, regional, or
national metrics.
Segmentation
Probably the most straightforward
approach to segmenting a market
for a particular campaign is to look
at the history of customers within
your current market and break
them down into more defined
categories such as demographics,
the type of product or service
they’re interested in, or whatever
makes the most sense for your
business. Many organizations
build their segmented messaging
through a series of direct

marketing activities, emails, limited
time promotions, or seasonal sales.
The data on existing customers
can be segmented, and marketed
to, placing them into a workflow
that can be tracked and analyzed
for better understanding.
This style of market segmentation
is less effective for target market
persona development but is
highly effective for determining
appropriate marketing strategies
for each target market. Once you
understand how to market to
your particular segment, you can
set more realistic goals and build
accurate expectations.
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TARGET
DEMOGRAPHICS

This method of looking at a
potential market uses external,
common, and public data, to
define the personas that you
are pursuing and identify your
target market. The focus of
targeting through demographics
is to identify similar audiences,
consumers, or organizations, so
that you can speak to their needs
based on experience. This is how
you stack the deck in your favor
when it comes to identifying who
to focus your effort on and who
will receive your messaging.
This particular type of marketing
is frequently used to reach newer
prospects in a customer base and
grow their value over time. This is
often why special offers and deals
are used to attract people —
their demographics suggest they
will be open to engaging, and a
percentage of the whole will see

value in the promotion. Assessing
age, stage, and location can be
focuses of this kind of targeting.
Using paid advertising and
social media marketing, along
with digital marketing, are often
successful channels with target
demographics.
This is also where developing
personas really helps. As you
focus the particular campaigns
toward a demographic, you
can designate specific types of
consumers who you would like to
engage with. Looking specifically
at demographic attributes of
potential customers and assigning
them value, that is consistent with
your existing customer base will
help you understand how best to
market to them.
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MESSAGING FOR
ENGAGEMENT
The branding process enables the
identification of your institution’s
products and services. It serves
not only to create recognizable
content but to differentiate you
from your competition. Your
brand is made up of the visual
and verbal components that tell
the story of who you are and
what you do. The messaging
component is intended to be the
strongest part of your brand, as
it descriptively and engagingly
informs the audience about who
you are and what you have to
offer. Visual components anchor
your content through consistency
and identified association (like
when you see a swoosh and think
NIKE).
While the brand is the base of
competitive advantage and
long-term profitability of the
organization, the messaging
component of the brand has
to speak to a mission and core
values that the audience can

identify with. We look at these
in combination as conceived
and recognized strategic capital.
Your messaging has the value
of confirming the benefit of
the audience’s engagement or
existing as unengaging copy that
merely describes that you do
things and offer services.
Your messaging is a lot more
than informational engagement;
it is a psychological category,
where your communications
reach the awareness of the
people. Whether it is a product,
service, or a discussion put out
into the ether, your messaging
is the methodology you use to
direct the conversation about
who you are and what you do. It
needs to be honest, focused, and
compelling.
Messaging and branding are
successful when people can
identify with why you do what
you do. In his now-famous TEDx

MESSAGING
MATTERS!

DIALING IN YOUR DIGITAL MARKETING - 7

talk and subsequent book “Start
With Why,” Simon Sinek speaks
to the idea that people don’t
buy what you do; they buy what
you believe. Their decisions
come from engaging with those
commonalities rather than at a
product and services level. Your
big win isn’t coming from the
distinction of service you offer or
the commonplace solution you
provide; it comes from your ability
to identify with your customers’
value structure and speak to the
connection of your mission and
theirs.
This is how messaging works.
When supported by eye-catching
visuals, targeted campaign
demographics, and promotion
through the right channels,
people will see your messaging,
identify with your brand, and
begin the decision process to
trust you to do business with
them.
Visually Appealing Product
Offerings
While design is a fairly subjective
discipline, good design is not.
Being able to craft the content

of your offering is about having
bespoke messaging and wellcrafted visuals. The colors,
feelings, and styles of your
brand speak to who you are as a
company.
There is a world of viability to be
had in developing compelling
visuals for your promotions. This
is where all of the campaign
work comes together, with eyecatching graphics that make
people stop scrolling through
their feed and decide to find out
more about your offer. Bringing
your pitch content, your visuals,
and your taglines together across
platforms is the best way to build
cohesion for your campaign as a
whole.
When your visuals are consistent
from social media to your
website, or from your business
cards to your online collateral,
you bring your audience into the
story you are telling. It provides
them access to be a part of
it, rather than just a potential
customer. People want a call to
belong more than an invitation to
participate. Visuals are a powerful
element of associative feelings,
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and therefore instrumental in
helping people feel like they
belong.
With all that in mind, compelling
visuals can make or break your
campaign. Even when your
messaging is on point, pairing it
with lackluster images, graphics,
and design pieces foils your
efforts to connect. This is also true
when it comes to your website
and static design elements.
Content Marketing
One of the effective ways any
company can make an impact
with their brand is to engage in
content marketing activities as
part of their campaign. This form
of marketing utilizes a brand’s
identity and messaging with
supporting elements, like slogans,
jingles, seasonal messaging, or
product-focused graphics.
Content Marketing delivers
different types of communications
that are customized to their
particular medium or channel,
such as blogs, social media,
emails, and mailers.

Over the last decade, much of
the sales process has transitioned
from being one where an
uninformed person seeks the
sales representative to grow
their understanding and drive
the selling process. With digital
marketing and the growth of
accessible information via the
internet, buyers are more likely
to have a greater wealth of
information before they ever
contact you. The sales process
inside of a digital marketing
environment is as much as
70% marketing and only 30%
of actual engagement with a
representative.
Through content marketing, you
control the information going
out about yourself and your
products. Whether someone is
researching a product, a service,
or a competitor’s offer, finding
comparable and forthright
information is a part of the
process. By choosing not to utilize
content marketing, you provide
more opportunity for someone
searching for your product or
service to see your competitor’s
information, promoting their
values, products and services,
rather than yours.

Your content marketing must,
without a doubt, combine
consistency with a clear message.
Consistency, in all communication
and interactions with clients,
improves confidence, and the
stronger the messaging is,
the lower the experience of
information overload.
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Promotion Through
Social Media

used, paid social has taken over
the saturated space, with more
focused targeting techniques.

Leveraging different channels for
your campaign is highly effective
in digital marketing. Social media,
especially paid campaigns, are
some of the most impactful
methods of reaching particular
audiences. While channels like
Facebook and Instagram have
specific information criteria, you
will need to be satisfy to execute
a paid campaign, you can target
specific audiences through
content and metrics within the
system.

One of the distinct advantages
within this space is that when you
have your messaging, graphics,
and content marketing working
together, you deliver a widely
appealing campaign to an
environment where people are
already engaged and interacting.
This distinction sharply contrasts
traditional marketing efforts,
where a mailer or a billboard
shows
your message.

Social Media operated for a long
time on organic audience growth
— the more content pushed
through your channel, the more
interaction you would get, a
pipeline of potential and existing
customers along the way. Of
course, everything that works well
and can be used in a low-to-no
cost environment often provides
a platform that can be saturated
over time and use. While the
old-fashioned way of social
media marketing is still widely

Most people engaged in their
social media platform of choice
have already decided to pay
attention. They can scroll at their
own pace and focus on whatever
eye-catching visuals or messaging
that crosses their feed. Coupled
with a simple call to action, the
content you market can find its
way into their next decision a lot
easier than thumbing through a
booklet, reading a brochure, or
driving by that billboard again to
read that URL.

Taking advantage of this
space requires diligence and
consistency. Regularly scheduled
content builds fidelity with an
audience much better than an
overload of paid ads. It is also
an environment where credibility
can be won or lost based on your
empathetic response to the world
around us. Being transparent
about your connected values
and efforts to make a positive
impact in your community and on
the culture are excellent ways to
engage your audience through
social media.
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MAKE YOUR WEBSITE
WORK FOR YOU

One of the tools you need to
have operating on its A-game
is your website. You can craft
the best messaging and design
for your campaign, but if the
mechanism you need people
to engage with to capture their
information is off, your whole
effort will fail.
Digital marketing focuses on two
processes that bring people into
a decision-making mode. First,
you build interest and awareness
around who you are and what you
have to offer. In marketing speak,
we call this demand generation.
This leads to a cultivation effort

of following up, re-targeting,
and further engaging those
prospects toward the next stage
of their decision. We call this lead
development.
Your website is a pivotal piece
of your engagement and reengagement of people along this
journey. You could have an awardwinning design in your campaign,
but if it succeeds and they head
to your site to find out more, and
the experience is challenging
once they are there, you will lose
them as a prospect. Your website
is worth the investment when it
comes to digital marketing.
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Hubspot Integration
In addition to your website, we
often suggest to clients that they
use a marketing and sales platform
to complement their digital
marketing needs. Whether you
need a drip campaign, workflows
to automate the follow-up, or a
place to set up landing pages
for your call-to-action, marketing
platforms can be valuable tools to
streamline your website and your
campaign.
At PRIME, we are Gold Partners
with Hubspot. Many of our clients
make use of this tool to handle all
of thier digital marketing needs in
one platform. As a partner to your
website, Hubspot can help you
schedule blog posts, social media,
responsive workflows to forms,
and email campaigns. It also has a
built-in CRM to track your contacts

and potential leads per campaign
safely. This can especially be
helpful in organizations that run
multiple product campaigns
concurrently. Hubspot can
automate much of the interaction
so that you can nurture people
from initial contact to decision
points, long before they are ready
to make a deal.
Analytical Understandings
Data and the information we can
ascertain from data has become
a significant focus of marketing
and business in the last few
years. Companies have long paid
attention to their P&L for decision
making as they approach their
business. Now, we can harness
the considerable power and
information of analytic data from
the internet to help us understand
both how successful we have

been as well as where a higher win
percentage of market space is to
focus our efforts.
Something as simple as Google
Analytics can give you insight
into who is going where on your
site, and when you can expect
the most traffic. Hubspot also has
built-in analytics to sort through
the metrics of campaigns, posts,
visits, and a variety of other
success markers. Once you begin
to understand your data, you
can make informed decisions
about the best ways to drive your
campaign forward, and knowing
which channels are most successful
in each offering.
One of the tools PRIME uses to
filter through advanced analytics is
a product called Databox. When
we look into the specifics of where
our clients get the most bang

for their buck, the best answers
come from harnessing their data.
Applications that help sift through
the multitudinous statistics make it
easier to understand the data that
drives action, versus the data that
delivers another talking point.
Harnessing the power of data
is key to a successful digital
marketing plan. As you go forward
with your campaigns, the data
will deliver insights into your
online audience, and successful
segments of your customers, and
allow your insight into the types of
conversations that bring people
down the pipeline of decision. It
helps frame your expectations in
reality and informs your goals to
be reachable and appropriate.
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WORK WITH PRIME

We’ll work with you to

who have partnered with us to

understand the unique

grow their connection, digital

challenges facing your business.

experience, and brand influence.

Navigating the constraints of a
project, the nuance of a sell, or
an industry-specific need isn’t a
one-off project or a box solution.
Our collaborative approach
provides you with a tailored
brand strategy and bespoke
digital methodology that doesn’t
just look and sound pretty
— it achieves measurable results.
We’re deeply invested in the
success of our partners while
creating the kind of relationships
that usually end with us getting
invited to family dinners. (Be
warned: we accept.) We serve
more than 250 clients locally,
nationally, and internationally

About PRIME
PRIME focuses on partnering with
people and their organizations to
grow the personal connection in
their digital experience. We build
platforms to influence your brand,
tell your story, engage your target
market, visually captivate your
audience, and amplify your ROI.
What We Do
In a culture that seeks more
personal connections, interactive
experiences, and relational
growth, a unified brand, designforward thinking, and strategic
communications are essential in
reaching your target market.
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Whether you need to bring a
brand campaign to life, elevate
your web experience, or target
your reach to a specific audience,
finding the right partner is
essential for success.

Solutions

This isn’t just what we do. It’s
an extension of who we are as
people. Some people talk about
the journey; we’re all about
the process. Without the right
processes, your journey is more
prolonged, harder, and may not
meet your goal. What makes us
stand apart? Our processes have
data-proven results, working for
you and your goals. We work in
four main disciplines toward four
main solutions.

Work With Us

digital experiences that get the
word out to the people who are

Demand Generation and Lead
Development

At Prime, we’re as invested in

looking for you, whether they

Executive Consulting and

the prosperity of our partners

know it or not.

Thought Leadership

as they are. Relationships

Analytics, KPI’s, and

built on trust, honesty, and

In short, we help you become

Targeted Marketing

shared expectations only lead

more you. And then we help

DevOps and Automation

to success. We put effort into

everyone else understand why

figuring out who you really are

you are exactly what they are

Disciplines

and what you are about. Then

looking for. We are honored to

Digital Marketing

we start our process. Whether

build a partnership with you and

Branding and Identity

it’s a brand, a digital campaign,

your business.

Web Design/Development

a website, or a design need, we

Graphic/Environmental Design

deliver a strategy that tells your
story. We help you shape your
message in a way that connects
you to your market. We build

