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Maximizing the
Value of this Digital 
MARKETING WORKBOOK
Welcome to gardenpatch’s 
digital marketing workbook! 
Whether you're a business 
owner looking to improve your 
marketing efforts, or a marketing 
executive seeking to drive better 
results for your company, this 
workbook is for you. Inside, 
you'll find a series of interactive 
activities and worksheets that 
will guide you through the 
process of analyzing your current 

marketing efforts, identifying 
opportunities for improvement, 
and developing a plan to achieve 
your goals. 

Whether you're just getting 
started with digital marketing or 
you're a seasoned professional, 
this workbook will provide 
valuable insights and strategies 
that will help you succeed in the 
digital world.

LET'S GET STARTED! 
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Here’s how to get the 
MAXIMUM VALUE out 
of this workbook

Overall, this workbook is a powerful resource that will help you enhance your 
digital marketing efforts and achieve better results for your business.  By 
committing to the process and engaging with the material, you will gain 
valuable insights and strategies that will help you succeed in the digital world.

1. gardenpatch’s digital marketing 
workbook is designed to help 
business owners and marketing 
executives improve their marketing 
efforts and drive better results for 
their companies.

2. The workbook consists of a 
series of interactive activities and 
worksheets that will guide you 
through the process of analyzing 
your current marketing efforts, 
identifying opportunities for 
improvement, and developing a plan 
to achieve your goals.

3. To get the most out of the 
workbook, we recommend that you 
set aside dedicated time to work 
through the activities and complete 

the worksheets. This will allow you to 
focus on the material and apply it to 
your business in a meaningful way.

4. As you work through the book, 
keep an open mind and be willing 
to challenge your assumptions and 
try new things. The workbook is 
designed to help you think differently 
about your marketing, and the more 
you engage with the material, the 
more you will benefit from it.

5. Finally, don't be afraid to seek help 
if you need it. The workbook is a tool, 
but it is not a substitute for expert 
guidance. If you have questions or 
need assistance, feel free to reach out 
to our team of experts for support.
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Introduction
What is Digital Marketing?

Digital marketing is an essential 
part of modern business strategy. 
It is a method of advertising that 
uses digital channels, such as the 
internet and social media, to promote 
a business. The advantage of digital 

In the past, businesses relied heavily on traditional forms of advertising, such as print 
ads in newspapers and magazines or television commercials. However, the rise of the 
internet and digital technologies has changed how businesses reach and engage 
with their customers. Digital marketing allows businesses to reach customers and 
prospects in real-time and to track the effectiveness of their efforts.

marketing is that it allows businesses 
to reach a wider audience more 
quickly and effectively than traditional 
forms of advertising, such as print or 
television ads.
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One of the key advantages of 
digital marketing is its ability to 
target specific audience segments. 
Through the use of data and analytics, 
businesses can create highly 
customized marketing campaigns 
that are tailored to specific groups of 
customers or prospects. This allows 
businesses to better understand their 
customers and target their efforts 
more effectively.

Digital marketing is also highly 
measurable and trackable. Unlike 
traditional forms of advertising, which 
can be difficult to measure, digital 
marketing allows businesses to track 
the results of their efforts in real time. 
This allows businesses to see which 
tactics are working and which ones 

are not and to adjust their efforts 
accordingly.
Overall, digital marketing is a powerful 
tool for businesses of all sizes. It 
allows businesses to connect with 
their customers and prospects in a 
more meaningful way and to track 
the results of their efforts in real 
time. Whether used on its own or in 
conjunction with traditional forms 
of advertising, digital marketing is 
an essential component of modern 
business strategy.
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To Digital Marketing
Ode
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“O digital marketing, how sweet thy 
ways Thou art the lifeblood of modern 
days With thy algorithms and thy data 
sets Thou dost drive commerce and 
inspire bets

In thy endless streams of information
Lies the key to transformation
With thy power to reach and engage
Thou dost drive the world to a new age

O digital marketing, thou art the spark
That lights the fire of every heart
Thou dost connect us, far and wide
And with thy power, we cannot hide

So let us embrace thee, O digital one
And in thy light, our work be done
For thou art the future, bright and bold
And with thee, our success is untold.”
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Research
Conduct Research About Your Business

Step 1: 

Researching your business is essential when you're just 
getting started.

The first thing you need to do is find out where people go for 
content like yours, whether on social media, in their email inboxes, 
or even in their search results. You want to know where your 
audience is so that you can create content for them and reach out 
to them at the right time.



11 | © gardenpatch

There are a few different tools, like SEMrush and Google Analytics, that you can 
use to do this research. Google Analytics, for example, lets you see what keywords 
people searched for that led them to your site or what other sites they visited 
before coming to yours. You can also use Facebook Insights and Twitter Analytics 
to see how many likes, shares, and retweets each post got. These tools will help 
you determine what kinds of content people are most interested in seeing from 
you and how they're finding it! To get started, you can even use Google SERP to 
conduct this research.

Based on your business, choose 10 keywords and put them into the table below. 
Then enter each keyword into Google to see other similar keywords as well as how 
many times this keyword gets searched. Fill in the table below to get an idea of how 
much demand there is for your chosen keywords.

Activity

 Keyword Number of 
results Similar keywords suggested by Google

Eg. Shorts
About 
25,270,000,000 
results

Shorts for girls, shorts for women, shorts 
suit
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You've got an idea for a product or 
service, and you're excited about it! But 
how do you find out if other people 
will be excited about it too? That's 
through research. Research helps 
you understand who your potential 
customers are and what they want 
from you. It also helps you figure out 
what kind of language to use when 
talking about your product or service 
so that people can understand what it 
does and why they would want it.
First of all, why do you need to do 
research? Because it will help you 

figure out what kind of products or 
services they want and need, which will 
help you ensure that the business you 
create will have a customer base. That 
way, when you're ready to launch, you 
can actually find those customers—
and not just hope someone will walk in 
off the street someday.

There are several ways to do this 
research: surveys, focus groups, 
interviews, and more!

When you're just getting started with your business, it can be hard to know who 
your target customers are.

Conduct Research About Your Target Customers
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By the end of the below exercise, you will have a better understanding of your 
buyer personas, in effect, who you need to target. Use the below sheet to list any 
assumptions that you may have about your target audience as well as the reason 
for these assumptions. The survey question will help determine whether or not your 
assumption is correct and if this persona is a good representation of who you want 
to target.

Buyer 
Personas

Who you 
think this 
person is

Why you 
think this 
person is that 
way

How to prove 
or disprove 
your 
assumption

Is this 
person 
a match 
for your 
business

Buyer Persona 1: 
Marketing Martha

Marketing Martha is 
__________

I think she is _____ 
because _______

Survey 
question: Yes/No

Activity
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Conduct Research About Your Product

Researching the product you want to market gives you a greater understanding 
of what your customers want and need, which will help you to meet those needs 
in a way that is relevant and helpful.

You can find out what your customers are looking for in terms of features and 
benefits, and you can find out if there are any other products that already offer 
these features and benefits. This will help you make sure that your product is 
different enough from the competition but not so different that it seems like it 
doesn't belong in the same category.

There are a lot of tools available for doing this kind of research. You can read 
reviews online, talk to current users of similar products, talk with salespeople at 
stores that sell similar products, or even talk with people who don't use similar 
products but might be interested in them if they were easier to use or had some 
additional benefits.

There are a few different tools you can use for research. One of them is Google. 
You can use Google's Keyword Planner tool to search for keywords related to your 
business and see how many searches there are per month on Google for each 
keyword. This gives you an idea of how much demand there is for each keyword, 
which can help you determine what keywords are best for reaching out to 
potential customers.

Let’s Get 
Started With 
Your Research!
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1. Begin by identifying the key questions you want to answer through 
your research. These might include:

• Who are your target customers?
• What are the key features and benefits of your product? 

What are your competitors offering, and how does your product compare?
• What is the current market demand for your product

2. Once you have identified your key research questions, it's time to gather 
data to help answer them. There are several ways you can do this, including:

Online research: Use search engines and industry websites to gather information 
about your target market, competitors, and the current demand for your product. 

Surveys and polls: Create surveys or polls and distribute them to your target 
audience to gather feedback about your product and its features. 

Interviews: Conduct interviews with potential customers, competitors, or industry 
experts to gather insights and opinions about your product and the market.
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3. As you gather data, be sure to organize it in a way that makes it easy to 
analyze and draw conclusions. This might mean creating a spreadsheet or 
other data management tool to help you sort and analyze your findings. 

4. Once you have gathered and organized your data, it's time to analyze it and 
draw conclusions. This might involve looking for patterns or trends in your data, 
comparing your findings to industry benchmarks or trends, or conducting a 
more in-depth analysis to answer your specific research questions. 

5. Finally, use your research findings to inform your business decisions and 
strategy. This might mean making changes to your product, adjusting your 
marketing efforts, or developing a new business plan based on your research.

Remember, conducting research is an ongoing 
process, and it's important to continue 
monitoring and gathering data to ensure that 
your business is staying on track and meeting 
the needs of your customers.

Fill out the table below by researching your 
competitors' products and comparing them 
to their own. This will help you identify areas 
where your product stands out, as well as 
areas where you might need to improve or 
differentiate yourself from your competitors.

Once the table is completed, you can use it to 
inform your business decisions and strategy. 
For example, you might use the information in 
the table to adjust your pricing, highlight your 
product's unique features, or gather customer 
feedback to improve your product.
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Activity Product Competitive Analysis Table

Product name Key features Pricing Customer reviews

Eg. 
Competitor Product A

Feature 1, feature 2, 
feature 3 $100 4.5 stars

Your Product

Your Product

Your Product

Your Product
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It's important to do research about your competitors when you're just getting 
started with your business because it will help you to understand what the 
competition is doing and how they are approaching it. You can also use this 
information to see where you might be able to improve on their approach.

Use tools like Google Analytics and Google Keyword Planner to do competitor 
research. These tools will allow you to see what keywords people are searching 
for and how often they're searching for them. This can give you an idea of what 
problems people are having that need solutions, which can help you create 
content around those problems.

Today, one of the most popular tools to use for competitor research is Google 
Alerts. This tool allows you to set up notifications for any website that you want to 
track. You can set up alerts for specific keywords or for specific websites—and then 
receive an email every time something happens on the web that relates to that 
keyword or site.
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Conduct Research About Your CompetitorsActivity

Conducting competitor research is an essential part of modern business strategy. 
By gathering information about your competitors, you can better understand 
the market, identify areas where you can differentiate your business, and develop 
strategies to position yourself ahead of the competition. In this activity, you can 
use tools like Google Alerts and Google Trends to gather information about your 
competitors, and you will use that information to inform your business decisions 
and strategy. 

Are you ready to start your competitor research scavenger hunt? 
Let's get started!
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1. Find answers to the following questions about your competitors. 
You can use free tools like Google Trends, UberSuggest, and SEMrush.

Question Answer

Who are your competitors?

What is the size and scope of your 
competitors' businesses?

What is the history and background of 
your competitors? 

What is the market share of your 
competitors? 

What advantages do your competitors 
have in the industry? 

What are your competitors' target 
markets and customer segments? 

What channels do your competitors 
use to reach their customers?

What are your competitors' key 
sources of revenue?

What partnerships or collaborations 
do your competitors have? 

What are your competitors' key 
milestones and achievements?

What is the financial performance of 
your competitors?

What are the reputation and public 
perception of your competitors?
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2. Once you have found the answers to the questions above, use the 
information to inform your business decisions and strategy. For example, you 
might:

• Identify areas where you can differentiate your business from your 
competitors 

• Develop strategies to capitalize on your competitors' weaknesses 

• Monitor your competitors' activities and adjust your own strategies 
accordingly

Remember, conducting  
competitor research 
is an ongoing process, 
and it's important to 
continue monitoring 
and gathering 
information about your 
competitors to ensure 
that you stay ahead in 
the market.
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Thoughts, 
Feelings, 
& Notes
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Create
Create Digital Marketing Objetives For Your Business

Step 2: 
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When creating digital marketing objectives, you should start by asking 
yourself why you want to do this in the first place. Is it for customer 
acquisition? Brand awareness? Lead generation? Whatever your goal is, 
make sure that it's specific, measurable, and attainable.

Creating these objectives is a multi-step process that involves 
identifying your business goals and creating a list of what you want to 
accomplish with digital marketing. You'll want to know what types of 
customers you're trying to reach, what problems they have that your 
product/service will solve, and how you will reach them.

Creating digital 
marketing objectives for 
your business helps you 
to focus on what you're 
trying to accomplish 
and why. Without 
clear intentions, it can 
be difficult to track 
progress and success.
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Once you've done this research and made your list, it's time to prioritize it. Move 
all the things at the top of your list into one list called "priority 1" items. If there are 
items that aren't as important but still need attention, move them into a second 
list called "priority 2". Finally, make sure you have a timeline for when each objective 
should be completed by so that nothing gets left behind!

Once you've decided on your goals, you can start identifying what metrics will help 
you measure those goals. 

There are several ways to go about creating these objectives:

• Define what success looks like for your company. This can include things like 
increased traffic, increased sales conversions, and/or increased brand awareness. 

• Write down these goals in a place where you can refer back to them regularly. 

•  Make sure the goals align with your overall business strategy and vision.

Creating clear and specific digital marketing objectives is an 
essential part of any successful digital marketing strategy. By 
setting goals and targets for your digital marketing efforts, you 
can better align your efforts with your overall business goals, 
and you can track and measure the success of your efforts. 
In this activity, you will use a worksheet to brainstorm and 
identify your digital marketing objectives, and you will develop 
a plan for achieving those objectives.

Activity
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Are you ready 
to get started? 
Let's begin!

1. Overall goal (e.g. increase brand awareness, drive traffic to their website, 
increase sales:  

2. Once you have found the answers to the questions above, use the 
information to inform your business decisions and strategy. For example, 
you might:

Identify areas where you can differentiate your business from your competitors 

Develop strategies to capitalize on your competitors' weaknesses 

Monitor your competitors' activities and adjust your own strategies accordingly

Digital Marketing Objectives Brainstorming Worksheets

Remember, conducting competitor research 
is an ongoing process, and it's important to 
continue monitoring and gathering information 
about your competitors to ensure that you stay 
ahead in the market.
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Digital Marketing Channel Smart Objectaive

Facebook

Twitter

LinkedIn

Email Marketing

Search engine and optimization

Content Marketing

KPI Description

3. Key performance indicators (KPIs) for measuring success 
(e.g. website traffic, social media engagement, sales conversions):

Digital Marketing Objectives Brainstorming Worksheets
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By completing this activity, you will be better equipped to 
develop comprehensive digital marketing objectives and 
overall strategy for your business.

Objetive Deadline Assigned to Resources/
support needed

4. Plan for achieving objectives
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Create A Strategy To Achieve The Defined Business Goals

Your strategy is a plan of action to ensure you don't waste time or money on 
things that don't help you get closer to your goals.

To create this strategy, you should have a list of all the things that need to be 
done in order for you to reach your goal. The first thing that needs to be done is 
to write down all the steps that need to be done before achieving this goal. Then, 
break down each step and make them smaller so they are easier to accomplish.

Once you've done this, the next step is to figure out how you will get there. So 
write down all the things that need to be done for each step to be accomplished. 
This means that you need to know what resources are available for you and 
what skills you'll need to make it happen. You can refer to your responses in the 
previous activity.
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Positioning Strategy

A positioning strategy—also known as a market or brand positioning strategy—
is a type of marketing strategy that focuses on distinguishing a brand from its 
competitors. 

The goal of a positioning strategy is to influence consumer perception by 
effectively communicating a brand’s competitive advantage. This can be done 
through branding and marketing tactics such as messaging, advertising, social 
media, and more!
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Activity

1. Use the following game board to develop a brand positioning statement for 
your own brand:

STEP 1

STEP 2

Identify your target market and customer segments

Who are your potential customers? What are their needs, wants, and preferences?

Example: Our target market is young professionals in the tech industry. They value 
convenience and efficiency, and they are looking for innovative solutions to their business 
challenges.

Your answer:

Identify your brand’s unique value proposition and 
competitive advantage

What makes your brand unique and different from your competitors? How does your brand 
solve your customers' needs and challenges in a better way than your competitors?

Example: Our brand's unique value proposition is our cutting-edge technology and user-
friendly interface. We offer a complete suite of tools for project management, collaboration, 
and communication, all in one platform. Our competitors offer separate solutions for each of 
these functions, making them less convenient and efficient for our target customers.

Your answer:
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STEP 3

STEP 4

Identify your brand’s target position in the market

What makes your brand unique and different from your competitors? How does your brand 
solve your customers' needs and challenges in a better way than your competitors?

Example: Our brand's unique value proposition is our cutting-edge technology and user-
friendly interface. We offer a complete suite of tools for project management, collaboration, 
and communication, all in one platform. Our competitors offer separate solutions for each of 
these functions, making them less convenient and efficient for our target customers.

Your answer:

Develop a clear and concise brand positioning statement that 
effectively communicates your brand's unique value proposition 
and target position

Use your answers to the previous steps to create a simple and compelling statement that 
summarizes your brand's unique value proposition and target position.

Example: Our brand positioning statement is "Innovative solutions for the tech industry. One 
platform, endless possibilities." This statement effectively communicates our brand's unique 
value proposition (innovative solutions) and target position (leading provider for the tech 
industry) in a clear and concise way.

Your answer:



34 | © gardenpatch

By following the steps on the game board, 
you will be better equipped to communicate 
your brand's unique value proposition 
and position yourself in the market. It will 
also provide a framework for tracking 
and measuring the success of your brand 
positioning efforts.

Review and refine your brand positioning statement, and test it with 
potential customers to ensure that it effectively communicates your 
brand's unique value proposition and target position.

Use your brand positioning statement to inform your branding and 
marketing efforts, and track and measure its effectiveness to ensure 
that it is effectively communicating your brand's competitive 
advantage to your target market.

STEP 5

STEP 6

1. Follow the steps on the game board to complete the brand positioning 
statement workshop.

2. Once you have completed all of the steps, you have successfully developed a 
brand positioning statement for your own brand.
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Branding Strategy

A branding strategy helps you understand who your audience is and what they 
want, so that you can create a product that meets their needs.

Branding strategies can help you make the right decisions about price, packaging, 
and marketing. They can also help you understand how to reach your audience and 
how to build relationships with them.
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Brand Strategy 
Template
1- Target Audience:

Demographics (age, gender, income, education level, etc.):

Interests:

Needs:

2- Unique Selling Points:

What makes your business stand out from its competitors?

What sets your products or services apart from others in the market?

3- Brand Positioning Statement:

What is the unique value proposition of your brand?

 

How does your brand address the needs of your target audience? 

Activity
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4- Brand Personality:

What are the key traits of your brand's personality?
 

How does your brand's personality align with the interests and needs of your 
target audience? 

5- Brand Promise:

What is the key benefit or value that your brand promises to deliver to your target 
audience?

How do you plan to consistently deliver on this promise?

6- Brand Communication:

How will you communicate your brand to your target audience?

What channels will you use to reach your target audience (e.g., social media, email 
marketing, advertising, etc.)?

What messages will you use to engage your target audience and build relationships 
with them?
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Content Strategy

A content strategy is a plan for creating and distributing content that will help you 
reach your marketing goals. It's not just about creating content—it's also about 
deciding what kind of content to create, how much of it you need, and how often 
you need it.

It's also about making sure that all of your content is consistent with your brand, 
which means that if you have multiple channels (like a website, social media pages, 
and email newsletters), all of those channels should be saying the same thing in a 
way that feels authentic to your brand.

7- Brand Implementation:

How will you implement your brand strategy across all aspects of your business 
(e.g., products, packaging, customer service, etc.)?

How will you measure the success of your brand strategy and make adjustments as 
needed?

What messages will you use to engage your target audience and build relationships 
with them?
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Activity

Marketing 
Goals

Target 
Audience

Content 
Types

Content 
Topics

Content 
Schedule

Content 
Distribution

Brand 
Consistency

Metrics

Increase 
brand 

awareness

Age: 25-34, 
Gender: 

Male, 
Interests: 

Sports, 
Technology

Blog posts, 
videos, 

infographics

Industry 
news, 

product 
features, 

customer 
success 
stories

Weekly/ 
Monthly/ 

Daily

Website, 
social media, 

email 
marketing

Tone, 
messaging, 

visuals

Website traffic, 
social media 

engagement, and 
leads generated

Marketing 
Goals

Target 
Audience

Content 
Types

Content 
Topics

Content 
Schedule

Content 
Distribution

Brand 
Consistency

Metrics

[Enter 
marketing 

goals]

[Enter target 
audience 

demographics]

[Enter 
content 
types]

[Enter 
content 
topics]

[Enter con-
tent sched-

ule]

[Enter 
content 

distribution 
channels]

[Enter brand 
consistency 
measures]

[Enter 
metrics for 

tracking 
success]

Content Strategy [Table Activity]

Content Strategy [Table Example]
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Digital Marketing Channels Strategy

A digital marketing channels 
strategy is a plan for how you'll use 
different online platforms to reach 
your target audience. This way, you 
can prioritize your efforts in various 
digital marketing channels, such as 
social media and SEO. It's important 
to have a plan for how you will 
distribute your content and promote 
it so that you can make sure that 
everything is getting the attention
it needs.

For example, if your target audience 
is people who want to learn about 
nutrition and exercise, you could use 
Facebook to post updates about the 

latest research on health, Instagram 
to share images of healthy meals, 
Pinterest to pin recipes and workout 
ideas, Twitter as a way to answer 
questions related to nutrition and 
fitness, etc.

It's more than just choosing one 
or two social media platforms or 
deciding which email marketing 
software to use. It's about identifying 
the best way to connect with your 
customers and then implementing a 
plan that will make that connection 
happen on a consistent basis.
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Complete the next table to create a 
customized digital marketing channels 
strategy that is tailored to your business 
needs. You can then use the table to track 
the progress of your strategy and make 
adjustments as needed.

Digital Marketing Channels Strategy [Table Activity]

Activity Digital Marketing Channels Strategy [Table Example]

Marketing Goals Target Audience Channels Content Plan Channel 
Management Metrics

Increase brand 
awareness

Age: 25-34, Gender: 
Male, Interests: 

Sports, Technology

Facebook, Instagram, 
Pinterest, Twitter

Industry news, 
product features, 
customer success 

stories

One person will 
manage each 

channel

Website traffic, social 
media engagement, 
and leads generated
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Marketing Goals Target Audience Channels Content Plan Channel Management Metrics

[Enter marketing goals] [Enter marketing goals] [Enter digital marketing channels] [Enter content plan for each channel] [Enter channel management plan] [Enter channel management plan]
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Marketing Goals Target Audience Channels Content Plan Channel Management Metrics

[Enter marketing goals] [Enter marketing goals] [Enter digital marketing channels] [Enter content plan for each channel] [Enter channel management plan] [Enter channel management plan]
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Create A Digital Marketing Plan

A digital marketing plan helps you prioritize and organize your online marketing 
efforts. Having one can ensure that your web presence aligns with your company's 
overall business goals. A digital marketing plan also minimizes the risk of 
miscommunication between teams responsible for different aspects of online 
marketing.

A good digital marketing plan will include all of the following:

• An overview of your business, including its mission statement, target market, 
and competition

• Details about the current state of your company's website and social media 
channels

• A list of goals for each area of digital marketing (for example, growing brand 
awareness or increasing traffic to your website)
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Using the below table, business owners can follow the steps to create a 
digital marketing plan that is tailored to their needs. The table can also be 
used to track their progress and make any necessary adjustments to their 
plan as they work to achieve their digital marketing goals.

Digital Marketing Plan Table

Step Action Description

1 Conduct a digital 
marketing audit

Identify the current state of your company's online 
presence and research your competition.

2 Develop goals for your 
digital marketing plan

Create specific, measurable, achievable, relevant, and 
time-bound (SMART) goals for each area of digital 
marketing.

3 Create a digital 
marketing strategy

Outline how you will achieve your digital
marketing goals.

4 Consider resources Determine the budget, personnel, tools, and technology 
needed to implement your strategy.

5 Create a timeline Develop a timeline with specific milestones and 
deadlines for achieving your goals.

6 Review and update Regularly review and update your digital marketing plan 
to stay on track and make any necessary adjustments.

Activity
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Create Digital Marketing Identities

A digital marketing identity is a way 
to tell your story and connect with 
your audience. It can be a blog, a 
website, an app, or an e-commerce 
store—anywhere you tell your 
customers who you are and what 
you stand for.

Creating a digital marketing 
identity helps you build trust with 
your customers by showing them 

who you are and what's important 
to you. It also helps them find you 
when they're looking for what
 you do

It's the first step to creating a brand 
that people know and love. Your 
digital marketing identity should 
be consistent and easy to find and 
remember, and it should reflect 
your brand values.
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Here are 
some reasons
why it's 
important:

It helps you reach more customers. Having a website or 
blog allows you to reach people all over the world who may 
not otherwise have found out about your business through 
traditional advertising methods like flyers or billboards.

1

2

3

It drives traffic to your website/blog/app/eCommerce store, 
where people can learn more about what your business 
offers and provide valuable information on how they can 
benefit from doing business with you!

It shows that you're serious about your company's success! If 
someone visits your website or reads one of your blog posts 
and sees that it looks professionally made, they'll have more 
confidence in buying from you because they know that 
someone cares enough about their company's success.
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Thoughts, 
Feelings, 
& Notes
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Getting relevant traffic to your business is necessary for several reasons. First, it 
helps you reach your target audience. By focusing your efforts on the channels and 
strategies that are most effective for reaching your target audience, you can ensure 
that your marketing efforts are not wasted on people who are not interested in your 
products or services.

Get Relevant Traffic To Your Business

Promote
Step 3: 
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Second, relevant traffic can help you achieve your marketing goals. If your goal is 
to generate leads, for example, getting relevant traffic to your website can help you 
attract visitors who are more likely to be interested in your products or services and 
convert them into leads.

Third, relevant traffic can help you build relationships with your customers. By 
providing valuable content and engaging with your audience on social media, you 
can build trust and loyalty with your customers, leading to repeat business and 
positive word-of-mouth.

Overall, getting relevant traffic to your business is important for reaching your 
target audience, achieving your marketing goals, and building relationships 
with your customers. By focusing on strategies that can help you attract 
relevant traffic, you can increase the success of your digital marketing efforts.

Getting Relevant Traffic Table

Step Action Description

1 Identify target audience Research the demographics, interests, and needs of the 
customers you want to reach.

2 Research effective channels Identify the digital marketing channels that are most effective 
for reaching your target audience.

3 Develop a plan for each 
channel

Outline what content you will create and distribute through 
each channel and how often you will do so.

4 Implement and track Implement your plan and track the results to see if you are 
reaching your target audience.

5 Adjust as needed Based on your results, make any necessary adjustments to 
your plan to improve your results.

Activity
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& Notes
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Monitoring performance is necessary to analyze the results of your marketing 
efforts for each platform or channel used. For the best results, it's essential 
to ensure that each channel you use performs up to par. And monitoring 
performance allows you to see how well each channel is doing.

Analyze
Step 4: 
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This way, you can adjust your strategy if one of your channels isn't 
producing the desired results.

You need to understand:

• What audiences you're reaching?
• How you're acquiring them?
• What their behavior is like after being acquired?
• Whether or not they are converting into customers?

You'll be able to see how well your audience is responding, if you're getting 
the right audience and how they're interacting with your content, and 
whether the audience you're reaching is converting into customers.

Step Action Description

1 Identify marketing 
goals

[Enter marketing goals]

2 Select metrics [Enter metrics for tracking success]

3 Collect data [Enter data collection methods]

4 Analyze data [Enter analysis methods]

5 Adjust strategy [Enter plan for making adjustments based on analysis]

Activity Analyzing Marketing Success Table



56 | © gardenpatch

Thoughts, 
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& Notes
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The most important reason that it's essential to make changes for improvement 
based on analysis of the results of your marketing plan is that it allows you to get 
better at what you do. You know that you're doing something right when people 
keep coming back, and you also know that there are certain things that need to be 
improved. If you're not seeing the desired results, you need to look at what went 
wrong and fix it. You can't expect things to improve if you just keep doing what 
you've always done.

The best strategy to implement these changes is to make sure that you have a 
solid plan in place before making any changes. Your plan should be based on 
what the data tells you. If there are certain things that worked well and others that 
didn't, then you can use this information to guide your next steps. You also need to 
consider how all of these different factors interact with each other—for example, if 
people aren't engaging with your content on social media, maybe they'd be more 
likely to engage if it were more  visually appealing.

Optimize
Step 5: 
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1. Identify your marketing goals. What are you trying to achieve with your 
marketing efforts? Are you trying to increase brand awareness, generate leads, 
drive sales, or something else?

2. Collect data on the performance of your marketing efforts. This could involve 
using analytics tools, surveying your customers, or conducting market research.

3. Analyze the data to identify areas for improvement. Are certain channels or 
strategies performing better than others? Are there any gaps in your marketing 
efforts?

4. Develop a plan for optimizing your marketing efforts. This plan should be 
based on the data you collected and should include specific actions that you will 
take to improve the performance of your marketing efforts.

5. Implement your plan and track the results. Are your efforts generating the 
desired results? Are you achieving your marketing goals?

6. Adjust your plan as needed. Based on your results, what changes can you 
make to your plan to improve your results?

Here is
what you can do:

If you don't have a plan, it will be difficult for anyone who 
isn't part of the team to understand what needs fixing and 
how they can help get the job done.
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Following this activity 
can help business 

owners optimize their 
digital marketing 

efforts and achieve 
their marketing goals.
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Optimizing Digital Marketing Table

Step Action Description

1 Identify marketing goals [Enter marketing goals]

2 Collect data [Enter data collection methods]

3 Analyze data [Enter analysis methods]

4 Develop optimization plan [Enter plan for optimizing marketing efforts]

5 Implement and track [Enter plan for implementing and tracking results]

6 Adjust as needed [Enter plan for making adjustments based on results]

It can also help them 
track their progress and 
make any necessary 
adjustments to their 
strategy as they work to 
improve their results.
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Congratulations on completing the digital marketing 
workbook! By working through the activities and 
completing the worksheets, you have taken important 
steps to improve your marketing efforts and drive better 
results for your business.

But your journey doesn't have to end here. The digital 
marketing workbook is just one part of a broader series 
of workbooks that cover key areas of business success. In 
addition to the marketing workbook, you can also explore the 
sales, service, technology, people, and operations workbooks to 
learn more about how to excel in these areas and achieve even 
greater success.

Together, these workbooks provide a comprehensive guide to 
building and growing a successful business in the digital age. 
By working through all of the workbooks, you can gain a deep 
understanding of the key factors that drive business success 
and develop a plan to achieve your goals.

As you have seen throughout this workbook, digital marketing 
is a critical part of any modern business. By understanding 
your target audience and creating a comprehensive 
marketing plan, you can effectively reach your customers and 
achieve your business goals.

CONCLUSION
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Through the activities and worksheets in this workbook, 
you have learned how to conduct a digital marketing audit, 
develop a brand strategy, create a content plan, develop 
a digital marketing channels strategy, create a digital 
marketing plan, get relevant traffic to your business, and 
analyze and optimize your marketing efforts.

By applying these principles to your own business, you 
can create a successful digital marketing strategy that 
will help you reach your target audience and achieve your 
business goals. Remember to track your progress and make 
adjustments as needed to ensure the continued success of 
your digital marketing efforts.

We hope that you 
have found the digital 
marketing workbook to 
be valuable, and we look 
forward to supporting 
you on your journey to 
business success. 

Thank you for choosing 
our workbook, and we 
wish you all the best in 
your endeavors.
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ON YOUR COMPLETED
WORKBOOK!

CONGRATULATIONS
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Digital Marketing

Oh So
Sweet!Sweet!
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“It's the key to your business's 
success With its power to reach 
and engage Your brand will 
never be the same

So join the digital revolution
And take your marketing to a 
new level With our workbook, 
you'll be a pro And your business 
will start to grow

Digital marketing, the way to go
For a brighter future, don't you 
know So get our workbook and 
start today And watch your 
business thrive in every way!”
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Glossary 
Of Digital Marketing Terms
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• Algorithm: A set of rules or instructions used by a computer to solve a 
problem or process data. 

• Brand: A name, term, design, symbol, or other feature that identifies a 
product or service and distinguishes it from others in the market. 

• Content marketing: The creation and distribution of valuable, 
relevant, and consistent content to attract and retain a clearly defined 
audience and ultimately drive profitable customer action. 

• Conversion rate: The percentage of website visitors who take the 
desired action, such as making a purchase or filling out a form. 

• Customer acquisition cost (CAC): The cost of acquiring a new 
customer, calculated by dividing the total cost of acquiring customers 
by the number of customers acquired. 

• Customer lifetime value (CLV): The total value a customer is expected 
to generate for a business over their lifetime as a customer. 

• Data mining: The process of discovering patterns and relationships in 
large datasets to identify trends and make predictions. 

• Keyword: A word or phrase that describes the content of a webpage 
and is used by search engines to index and rank pages in search 
results. 

• Landing page: A standalone web page designed to capture a visitor's 
attention and persuade them to take a specific action, such as 
making a purchase or filling out a form.
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• Organic search: The unpaid results in search engine results pages, as 
opposed to paid results. 

• Search engine optimization (SEO): The practice of optimizing a 
website to improve its visibility and ranking in search engine results 
pages. 

• Social media marketing: The use of social media platforms to 
promote a product or service and engage with customers. 

• Target audience: The specific group of people a business is trying to 
reach and influence with its marketing efforts. 

• User experience (UX): The overall experience a person has while using 
a product or service, including the usability, accessibility, and overall 
enjoyment of the experience. 

• Analytics: The collection, analysis, and interpretation of data to gain 
insights and inform decision-making. 

• Call-to-action (CTA): A statement or button on a website that 
prompts the user to take a specific action, such as making a purchase 
or filling out a form. 

• Customer relationship management (CRM): The practice of 
managing and organizing customer interactions and data to improve 
customer satisfaction and loyalty. 

• E-commerce: The buying and selling of goods and services online. 

• Influencer marketing: The practice of partnering with influential 
people or organizations to promote a product or service.
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• Native advertising: The practice of promoting a product or 
service in a way that blends in with the surrounding content, 
such as sponsored posts on social media. 

• Paid search: The practice of using paid advertisements to appear 
in search engine results pages. 

• Retargeting: The practice of showing ads to people who have 
visited a website or interacted with a business in the past to 
encourage them to take the desired action. 

• Search engine marketing (SEM): The practice of using paid 
advertisements to appear on search engine results pages. 

• User-generated content (UGC): Content created by users, such 
as reviews, comments, and social media posts, that can be used 
by businesses to promote their products or services.
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