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Introduction
Congratulations in making the decision to increase your online presence and your digital 
authority. Implementing the objectives from the attached Digital Marketing Brief will 
increase your awareness and provide valuable resources for your users.

Determining Your Audience

In reviewing your website and online presence we’d like to see more definition and 
efforts to reach the intended audience and intended “on-line” searches for your content.

Current Audience
Controllers
Civil Surgeons
Providers

Perceived Audience
TB Patients
Controllers

Recommended Audience
All of the above plus:
TB Researchers
General Public
Donors

A solid understanding of your audience will help you implement the following 
suggestions in your Digital Marketing Brief. We look forward to working with you in 
perfecting your online presence and authority. The opportunity to use your platform to 
educate others, outside of your research, is vital to the lives of those affected by TB.  
Sharing your knowledge outside of your current audience is important as you continue 
to build your authority as industry leaders. 

Thank you for this opportunity.
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Content Development

Navigation on Site 
Your website is very slow to load. This may be a distraction for someone visiting your 
site. While navigating your site a new window opens for each “click” or “page”. It should 
be opening in only one window.

The Pages for “Who We Are” and “What We Do” have the same content. An explanation 
that your organization is for “Controllers” needs to be stated, UNLESS you are wanting 
to add or attract researchers and general public to the site. 

• This link goes to the About Us Page. https://ctca.org/what-we-do/
• The URL is incorrect. 
• This link goes to the Mission Page: https://ctca.org/#
• The URL should be: /our-mission/
• The Favicon on your site is the Developers Logo, it should be the CTCA logo.
• No YouTube Link with YouTube Icon. 
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Note the Multiple Windows open. 
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Infographics 
Use design tools like Canva to create informative graphics that can easily share 
important information with the public through websites, social media, and blog posts—
this could be a great way for you to display aspects of your your efforts to educate the 
public and your controllers about TB. Here are some examples of Canva’s infographics:

Content Calendar 

We highly recommend that going forward you create a content calendar to stay on top 
of your blogging efforts. This way, you will be able to create a long-term plan for your 
digital outreach that’s easier to follow and implement. Create “publish dates” for all of 
your blog posts in the next few months. You will be able to correspond them with 
upcoming holidays, elections, sales and grand openings.

A content calendar also gives you a chance to show off your clients and get their input 
on upcoming blog posts. Once you have a “publish date” for each blog post, you can 
then pencil in all of the social media postings around it. Once you get into a routine with 
writing and social sharing, this task will become a piece of cake.
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Need help planning your blog calendar?

Transparency 
Although your organization 
has been around a long 
time, some of your 
constituents may be unsure 
of your impact on the 
initiatives you have in 
place. Share your 
successes, data and 
achievements in such a 
way that it is  
clear and concise. 
Infographics, studies and 
data sheets are a good 
way to share your 
accomplishments. Tell your 
story from the start, make it 
easy to understand. Like 
explaining to a friend, 
something they may know 
nothing about. Make it easy 
for the lay person to understand. Think about what you DO and share those highlights.
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Email Strategies 

Email Segmentation  
Regardless of what email marketing service you’re using, you should be able to 
segment based on title, patient, public, and 
geolocation. We recommend Mailchimp as a 
provider. When an organization like CTCA is linked 
to multiple other organizations, we always strongly 
suggest that you segment your master email list. 
Right now it looks like you only have one email 
sign-up on your website for CTCA as a whole. If 
you have individualized content for Controllers, 
the public, staff, past Board Members, Civil 
Surgeons, donors, coalitions or patients that 
you’re sending to everyone on your list, consider 
segmenting these by “type”. 

There could also be a “subscribe to all option, or a 
checklist so people can pick and choose what to 
subscribe to. By segmenting your list with tags, you 
have the ability to  send out service specific emails 
to a portion of your list. Continuing to give users the 
content they want to see will help keep them on 
your list for a longer period of time. 

Within the email service that you choose, you are 
able to add tags or segments to users when they fill 
out a form on your website. Adding a section to 
your contact form that asks users what they are 
interested in will trigger your email service provider 
to tag them with the appropriate segment.   

Email Schedule  
By staying on top of the user’s inbox, you must 
stick to an email strategy that works for your 
schedule. We have clients who send out an email 
blast every week and some clients who send out a 
monthly blast. That’s your call, you know what your workload is like. Whatever you 
choose, it’s imperative that you stay on that same schedule. After a few months of email 
blasts, users will start to expect that email in their inbox on Wednesday’s at 1:30. 
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Types of E-Mail

• What kind of news do subscribers want to be up-to-date on?  

• What kind of stories will inspire them?  

• What new activities in your organization will be exciting for them to know? 

The Call to Donate

What makes an excellent appeal? Stories do. 

Try not to overwhelm your readers with stats and numbers, and all of the programs your 
organization implements. Share a story about a problem you solved for one person or 
family. Let your readers know that their support will enable your organization to reach 
many more people like the one you are featuring.

The Call to Act

You know you can’t change the world all on your own — sometimes you need a bit of 
help from your supporters. 

That’s where advocacy emails come in. They’re intended to equip passionate people to 
act on issues they care about and support your cause. 

A successful advocacy email not only concisely explains the issue, but gives a very 
clear call to action. The easier you can make it for your readers to support you, the 
more likely they’ll do it.

The Success Story 
 
One of the best ways to show the impact of your community is by sharing stories about 
the beneficiaries of your work or the members/donors who help support it.  
 
Identify a few individuals who would be willing to share their journey and interview them 
to get a detailed story — the more detailed and personal you can make it, the better. 
 
Your readers want to know that your organization affects real people with real lives,  
just like them. 
 
If you're interviewing a beneficiary, ask them questions about how their life was made 
better because of your organization's work. If you're telling a story about a donor, get 
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them to share a little bit about why they choose to support your organization, what it 
means to them and what impact it has had. 

Email Structure 
Email doesn’t exist in a vacuum. 

While potential donors or members are opening them, they’re also seeing your content 
appear on social media and getting letters from you in the mail. 

So, for greater odds of success, get all your channels to work together. Not everyone 
will respond to an appeal through every channel, so making a coordinated push will help 
you cover all your bases. 

Plus, each channel can support the other. Getting a direct mail appeal might remind  
a forgetful donor that they had gotten an email from you they’d been meaning to 
respond to. 

• Make your subject lines short, so that all characters are seen. 

• Take advantage of pre-header text if you need more text. You have minimal real estate 
on mobile to grab your reader's attention.

• Your messages should be concise and easy to read. Make sure the most valuable 
content and calls to action are up top, so readers aren't distracted from what you 
intend for them to do. 

• Be sure to break up text, avoid long sentences, and leave breathing room between 
paragraphs. 

• Images should be minimal and optimized for mobile. Less is more!

• Use buttons instead of links. It’s easier to click from a button than a link on  
small screens.
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The Drip Campaign  
A drip campaign can be a group of like content that is sent out to users over a certain 
period of time who are opting in to your email list. ‘Welcome' drip campaigns are a 
series of emails that show the subscriber around your website/organization and help 
them get familiar with you. These emails are automatic once they have been set up in 
your CRM.

There are many ways that a user can “activate” the drip campaign; a general opt-in, 
downloading content from your page, and filling out a contact form and selecting what 
they are interested in. Below, we’ve outlined what one drip campaign may look like:

General CTCA Opt-In

‣ Email 1: Initial Welcome Email 
‣ Sends immediately after user opts in
‣ Email Includes: 

‣ Welcome message from the President
‣ Overview of the CTCA
‣ “Follow Us on Social Media” & “Become a Member” links 

‣ Email 2: Trusted Research Email
‣ 7 days after
‣ Email Includes: 

‣ Brief Overviews of:
‣ Annual Conference
‣ California TB Day
‣ Updates on the General Resource Page (These are from 2011-12)

‣ Snippet/preview of each report
‣ Calls to Action: “Download full report” for each (I know it’s accessible 

directly online, but providing a downloadable link in the email would 
be a good way to track email-specific views)

‣ “Follow us on Social Media” & “Become a Member” links
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‣ Email 3: Leadership Development Programs
‣ 7 days after
‣ Email Includes: 

‣ Brief Description of Leadership Development Programs:
‣ Board Minutes

‣ Links to the different programs’ pages/relevant blog
‣ “Follow us on Social Media” & “Become a Member” links

‣ Email 4: Creative Partnerships
‣ 7 days after
‣ Email Includes:

‣ Overview of Creative Partnerships
‣ Resources for Civil Surgeons and TB Programs
‣ Links to Partners’ Pages/relevant blog post
‣ Follow us on Social Media” & “Become a Member” links 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Blogging

Why Blog? 
While some of your news articles could be worked into blog posts, it doesn’t look like 
you have any kind of blog presence featured on your website. While blogging can seem 
daunting or too time-consuming, here are a few reasons blogging is essential to the 
success of a nonprofit like yours:

‣  Blogs Drive Visitors Through Search Engines
‣ Incorporating blogs on your website majorly benefits your SEO efforts. 

When you post a variety of content, you show up in a variety of search  
terms. The key is to choose topics related to what you do, but may target 
different aspects of your organization 
than the rest of your website.

‣Contribute to Establishing Your 
Authority 
‣ When other organizations have a 

mission similar to yours, blogs are a 
great way for you to solidify your place 
as a thought-leader.  

‣Share Your Organization’s Story
‣ Chances are you have a countless 

stories about how CTCA has had an 
impact on various aspects of 
California’s TB Programs. These stories 
make excellent blog posts, and display 
your organization’s success. This is 
also a great way to show the more 
personal side of CTCA that doesn’t get 
incorporated into traditional marketing 
efforts. 

‣Blogs Easily Become Email Newsletters
‣ This helps make your content visible to more people (and helps justify the 

time you use writing blog posts). 
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Start with Existing Content Assets 
There’s a lot of focus on creating new content when we should really be focusing on 
creating more with less. It’s not necessary to produce all your content from scratch, as 
we often leave heaps of valuable content just lying around.
Instead, start by taking note of all of your existing content or resources to see what can 
be repurposed and remixed. For example:

‣First-hand data or research
‣ Leverage your data or research to create infographics or news stories.

‣Colleagues and coworkers
‣ The expertise of your colleagues can be tapped for video, audio or 

interviews.

‣Government Reports
‣ Break big content pieces into a series of blog posts or social takeaways. 

‣Old blog posts
‣ Make minor adjustments and update them with fresh information.
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One Blog = One Email 
Every time you publish a blog/news post on your website, you should immediately cue 
up a “teaser email” to the appropriate list. 

A “teaser email” is an email that will include the blog post image, title, and a little bit of 
text from the blog post. It will engage the readers so that they click through to your 
website and read the post on your website. Getting users to your website from an email 
is a great way to get users to interact with your site. 

Using UTM codes will help you identify where your traffic is coming from and which 
campaign they were apart of (email, paid search, social media, etc.) You can see that 
information in Google Analytics. You can create UTM codes here. 

We do have some clients that like to insert the entire post into the email, so users don’t 
have to go elsewhere to read it. We have found it effective both ways. We encourage 
you to do some A/B split testing of that as well as headlines, images, and copy.

Types of Blog posts 
Below are five examples of some of the top-rated blogs that focus on various aspects of 
TB Resources:

‣ CDC TB 
‣ TB Blog - Doctors Without Borders
‣ Top 35 Tuberculosis Blogs & Websites For Doctors, Researchers & 

Patients in 2020

Now that you’ve seen what some similar organizations are blogging about, we’ve gotten 
you started below with 20 ideas for CTCA’s potential blog. Some are general ideas, 
while others are directly pulled from your current content on other platforms as 
examples of your existing materials that can be converted into blogs:

1.  “Thank you” to Partners
2.  Success Stories
3.  Frequently Asked Questions
4.  The Ultimate Guide for Infection Control
5.  Guest Blog Posts
6. COVID-19 Resources
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7.  Ask some of your partners to blog about their successes and strategies.
• What lessons can they teach?
• Can you build a pillar of knowledge with three or four different leaders 

on the same subject?
8.  California’s Changing Economics & Health
9.  4 Links That Will Help You ….
10.  Resources for Veterans and those in Military Transition in California

1. Immigrants: California’s Health Access
2. Upcoming Meetings and Summaries

11.  What Business Owners Need to Know About ________
12.  Building the Support Network You Need
13.  Five Key Lessons from our Annual Conference
14.  How (XYZ company) Demonstrates a Culture of Coordinated Care
15.  Closing California’s Workforce
16.  How to Create an Emotionally Healthy Workplace 
17.  How California is Meeting The Needs of Our TB Community
18.  How to Engage Communities in Difficult Conversations
19.  How to Build a Network that Fosters Understanding
20.  Controllers Success Stories

Pillar Posts and Lead Magnet 
Development  
After you’ve written a few blog posts about the same topic, you are able to bring 
those together and create a document that users can download if they want to 
learn more about you. For example, if you write three blogs or Pillar Posts (A 
pillar post is a blog post that covers a specific topic in depth within around 2000 
words. It aims to solve a clearly defined problem your target prospects are 
researching online.)

No pillar content should stand alone. For each post, create five to seven shorter 
posts that expand on subtopics from the pillar post and link back to it. When you 
write new content, refer back to any related pillar posts. This keeps the focus on 
content that characterizes your brand 
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‣ Are You Getting the Most Out of CTCA?
‣ Challenges Facing California’s Health Care Industry

When you write new content, refer back to any related pillar posts. Now that you 
have blog posts written, you are able to create a downloadable guide for users 
who are looking for an experienced, time sensitive contractor. 

Lead Magnet: The Ultimate Resources for California’s TB Prevention and 
Control or Resources for TB Patients in California

The only way for users to obtain this document is to give you their email address. 
This PDF will have information, graphs, and infographics that users won’t be able 
to see in the normal blog posts within your blog section. When it comes to 
utilization of the lead magnet, our clients have had the greatest success by 
placing a call to action buttons throughout similar blog posts. 

Lead magnets are the best way to increase your email list because the users 
who opt-in to the “offer” are the ones who will take the time to read other emails 
from you. 
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Facebook 

Types of Content  
There is a lot of different content that you can be posting on Facebook that won’t seem 
redundant or boring to your audience. Here is a link to your Social Calendar. While you 
have already mastered posting news and event updates/photos, here are a few more 
ideas to enrich your Facebook content:

‣ Blog & News Posts
‣ Part of your social sharing strategy: every time a blog or news post gets 

published on your website, a Facebook post should correspond with it. This 
also goes both ways, it looks like there’s some great content being posted to 
your Facebook that could be made into individual blog posts. 

‣ Video
‣ Upload videos organically directly to Facebook. YouTube and Facebook are 

competitors, by posting a YouTube link, Facebook automatically decreases 
the value of the post even if it gets a lot of engagement. Facebook wants 
users uploading videos on to their platform. 

‣ Blogs from others
‣ What content are you reading? Share those articles with your followers. Self 

promotion is great but providing users extra content that you “approve of” will 
help increase your reliability. 

‣ Live Video
‣ If you are comfortable going on live, you could use Facebook Live as an 

engaging piece of content to stream events or valuable information. You can 
choose a day and a time and every Friday at 2pm, you go live and answer 
follower’s questions. 

Facebook Ads  
Facebook Ads are almost a necessity on Facebook these days. Facebook’s newsfeed 
algorithm won’t always show your posts in your audience’s news feed due to the high 
volume of content that is being produced on a daily basis. The more often a user 
interacts with your post, your posts will frequently show up, unlike other users who do 
not interact. Ads are a great way to position yourself in front of the right audience and 
spur that interaction. Facebook Ads are a way to drive traffic not only to your page but to 
your website too. 
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Campaign Selection 

There are all kinds of different Facebook Campaigns that you can try. For the purposes 
of this exercise, we are going to choose “Traffic” meaning we want to send as much 
traffic as possible to the website. Other campaign selections include:

‣ Brand Awareness
‣ Targeting users so they start to recognize your brand name  

and message. 
‣ Engagement

‣ Targeted users will engage with the post whether it’s a like, comment,  
or share. You will be paying per interaction with the post. 

‣ Video Views
‣ If you have a promo video that you want to get as many eyes on as possible, 

you would choose this campaign type. You are paying per  
3 second view. 

‣ Conversions
‣ These are custom conversions that you tell Facebook. A custom conversion 

could be a “Thank You” page on your website after the  
user completes an action. 

Ad Set Creation 
On the next screen, this is where you choose 
who you’re targeting based on location, age, 
gender, and interests. Below is what the 
screen will look like when you first enter the 
Ad Group screen. With a blog post in mind, 
we’ve gone ahead and created an audience 
for you. Of course, you can go into Facebook 
and play around with these audiences to 
make sure you are hitting all of the 
demographics. You will notice the  
“audience size” changes as you  
add/remove certain demographics.
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Ad Creation 
Lastly, you will create your ad. From the catchy 
headline to the photo, you will want to make sure 
it stands out and makes users stop from their 
scroll to click and read your article. Facebook 
gives you the opportunity to add in a specific 
landing page and a call to action button that has  
a variety of different phrases like “Become a 
Member”, “Join Now”, “Apply Today”, etc. 
Facebook also provides all its advertising users 
access to their stock photography library. So if  
you can’t find a photo that goes well with your  
ad, you can add in a stock photo that is relevant  
to the post. 

Retargeting
You will want to install the Facebook Pixel on your 
website. The Facebook Pixel is an analytics tool 
that allows you to measure the effectiveness of 
your advertising by understanding the actions 
people take on your site.

You will be able to create a retargeting audience to people who have visited your site 
prior to receiving an ad.

Promote Your Facebook
Make sure to add into your web copy and emails that for “more content” follow you on 
Facebook or subscribe to your YouTube channel. You can tease “exclusive” content on 
those platforms, that will be the only place for users to see particular content. It will not 
be posted on your site.  The more content you have, the higher engagement levels, and 
the higher engagement levels the more reach every post will get when it gets posted. 
Facebook rewards business pages who have a high engagement metric.
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KPI’s
As the Executive Administrator, it is your responsibility to pay attention to every detail of 
the business. While there is an extensive range of KPIs available to you, knowing where 
to focus your attention when it comes to evaluating your business can make you more 
effective and make the best use of your time. 

1. What kind of “value” are we providing? 
The most important metric Marketing should track is user satisfaction. When your 
constituents are unhappy, it is safe to say that they will look for better 
alternatives.

2. Month-Over-Month Growth 
Whether it’s new users or return, tracking month-over-month growth will give you 
an irrefutable understanding of how your time is spent each month, and whether 
your team is moving the organization forward or not.

3. Year-Over-Year Performance
By comparing the current year results to prior year results for the same month, 
you can gain a more accurate snapshot of how the business is performing.

4. Content Outreach ROI
Take a look at your bounce rate and conversions in Google Analytics. If you’re 
getting a high bounce rate and low conversion, that’s an indicator that your 
customers are not getting what they are looking for. 
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YouTube

YouTube Channel 
We highly recommend you create a short one to two minute overview video welcoming 
users to your channel and what they will learn while viewing your channel. The featured 
video could also be a new product/service that is being introduced. Need a few 
examples? 

‣ CDC
‣ TD Ameritrade
‣  KW Professional Organizers

YouTube SEO  
Here are some tips and tricks to improve your video SEO:

‣ Use the “YouTube Suggest” feature to see popular terms and phrases people are 
using to search YouTube. 

‣ Study search intent for valuable keywords. These keywords will help you relate, 
identify problems, and propose a solution for the user in one video. 

‣ Ask the users to help generate engagement, from likes to comments to channel 
subscriptions. Just like other social media platforms, the more engagement the 
more YouTube understands that your video is perfect for those keywords. 

‣ When uploading a video to YT, ensure that you have created a keyword rich with 
Title, Description, and Tags. Additionally, always add a creative thumbnail that 
will help entice users to click on the video. 

‣ Transcripts are super important. There are services out there that will transcribe 
your video for you. Many users don’t use the sound to watch video, so if they are 
watching without sound, you’re able to keep them engaged longer with subtitles. 

‣ Always respond and comment back on comments. 
‣ Embed these YouTube Videos in your email blasts, blog posts, and website. As 

long as the video is within the YouTube player, it will count as a view and your YT 
statistics will increase. 
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New Video Ideas  
‣ 10 Key Takeaways from California’s TB 10-Year Strategic Plan 

‣ This series could be a review of projects in place. Explaining the process  
that you are currently using, one by one. It conveys your knowledge, your 
experience and builds trust.

‣ Frequently Asked Questions 
‣ Do you hear the same question, over and over? Create a blog post about it 

AND create a video for it. Instead of creating one piece of content for it, 
create two in two different formats! 

‣ Popular Google searches that show videos are “What is”, “Laws and 
Updates”, “FAQ’s” and “Reviews”. 
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Google My Business 

Local SEO recommendation fill out your Google 
My Business profile with your street address, 
phone number, business hours, and a few 
photos. Google My Business allows business 
owners to upload photos of the business and its 
products and services to show customers. 

⇒ 1) Request ownership of your listing 
by “Claiming the Listing”.

⇒ 2) A postcard will be sent to the 
address for confirmation. 

⇒ 3) Confirm and add content.

Make sure you are adding as many photos as 
possible. Unfortunately, Google doesn’t allow 
users to choose what shows up during any 
given local search. However, after a little bit of 
self-research, we’re confident to say that if your 
photos are labeled properly then Google will try 
to serve the photo that matches the keyword query. 
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Not Owning The First Page



We want to see you own the first page when users search for you. Take the time 
to search “CTCA” to see what’s missing.

24

Owning The First Page



LinkedIn 

Individual Business Pages  
CTCA has an official LinkedIn page. Double down and start sharing content. Add blogs, 
photos and business successes. Ask your Board of Directors do it as well. We can train 
your Board and Staff on how to use LinkedIn, 15 mins. a day will make a huge 
difference in your online visibility and authority.

Profiles 
Even though LinkedIn is the most business-oriented social media platform out there, 
it’s still about human connections. Therefore, it’s important that all the board members 
and staff have robust, regularly updated profiles. This includes: 


• Profile image (headshot) 

• Banner image (with FBN branding if appropriate) 

• Keyword-rich title (helps with LinkedIn search) 

• Keyword-rich description that’s multiple paragraphs long 

• Media items (video and slide decks, etc.) 

• Previous companies, volunteer activities, schools, training etc. 

How to Generate Leads in LinkedIn  
Networking 
It’s important for all board members, and critical for staff, to have plenty of valuable 
connections on LinkedIn. We’d recommend a minimum of 500. LinkedIn does allow 
you to upload your database of contacts to make automatic invitations to those people 
already on LinkedIn.


Prospecting  
It’s important for you to do some outreach as well. By using the LinkedIn search, you 
can target people by geography, position, company size, industry, and groups (such as 
other family business groups.) 
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Blogging On LinkedIn 
There are two ways to share the content that you write on LinkedIn. 
You are able to share the link to your website which will generate the photo and the 
headline. Users will be able to click through and go to your website to read the article 
and look at your services, fill out the contact form, etc. The opportunities are endless 
once they are on your website. 

The second way you can share articles on 
LinkedIn is by publishing it through LinkedIn 
Publisher which is a blogging platform within 
LinkedIn. This content is not directly linked to 
your website but it is more searchable from 
the LI search engine. 

Our recommendation is trying to post blogs 
both ways and gauging what the interaction/
engagement levels are like with both posts. 
After running the test, determine which had 
more engagement and then continue to go 
with that method while posting on LinkedIn. 

26

Make yourself a valuable resource. 
Educational Content and Networking.



Why Use Webinars?
• They Position you as an Expert in your Field

• You possess valuable knowledge and skills that set you above most 
competitors/peers in your local field. Online seminars help solidify your place as 
an expert, a trustworthy and reliable source of information in your industry. 
They allow you to share your expertise with your target market, and personally 
provide solutions to their problems.

• The Accessibility
• Planning a webinar is so much easier than organizing a real-life seminar or 

lecture; you don’t need a large venue to accommodate your audience, and 
anyone in the world can be invited. If they can’t participate live, you can record 
the webinar and send them the recording later.

• Generate New Leads
• With webinars, some kind of registration is expected. People are familiar with 

submitting their name, email, and sometimes other information in order to 
register for an upcoming webinar event. They’ve highlighted themselves as a 
lead that is interested in whatever you’re teaching, and they’ve opted in to hear 
more about it.

• Keep Your Audience Engaged
• With webinars, your audience gets a voice. They can chat, vocalize opinions, 

asks questions, answer questions, and more. When someone is asking 
questions and chatting about what they’re being taught, they’re more focused 
and engaged by default.

• Training & On-boarding
• They can help you train and onboard new employees in a ‘fun’ way – it’s always 

better to explain important issues by talking rather than writing long-form text.
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Types of Webinars 
• Live video

• These are great for building relationships with customers or hosting a team 
meeting. It’s very personal, and you can show the “human side” of your 
business in a professional way. 

• Slideshows
• These provide educational visuals to present your message to your audience.

• Whiteboard
• You can use the whiteboard to better visualize more complex topics by drawing 

over charts, images, or mapping out various concepts from scratch.

• Screen sharing
• Users can see exactly what you’re doing and follow along.

• Text chat
• Your audience can 

use the chat option to 
ask questions or 
answer yours. This 
builds the relationship 
between you and 
establishes your 
authority; when 
people feel seen by 
you it makes the 
connection stronger 
and keeps people 
coming back to you.

• Polls
• A polling tool is something that will provide both you and your audience with 

stats and information, and can set it to be anonymous or public.
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Digital Marketing Checklist 
• Segment Email lists 

• Set up a drip campaign

• Start a blog that incorporates transformed existing content

• Start a Bi-Weekly Newsletter

• Experiment with Facebook Ads

• Create a “welcome” video for your YouTube page

• Create a content calendar for social, blog, and email posts

• Optimize LinkedIn profiles for Staff and Board

• Start creating blog posts to be shared on social

• Determine if digital ads are in the budget 

• Share you Case Studies and Blog Posts on Linked In, Email and Facebook

• Join Industry Specific LinkedIn Groups and join in the conversation

• Plan a budget for Facebook or Google Ads

• Be transparent in your facebook postings and offer a glimpse of your organization and 
it’s people

• Develop a publishing schedule

• Set up conversion measurements

• Consider Partnerships

• Develop Lead Magnets and Downloadable Content
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