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Digital Marketing - The Essential Guide

Thursday 25th May 2023

By Stephen Whitelaw

For Visit Moray Speyside Tourism Conference 2023



• Stephen Whitelaw

• 40+ years technology experience
• Internet, Web, Digital.

• www.linkedin.com/in/stephenwhitelaw

http://www.linkedin.com/in/stephenwhitelaw


Digital marketing is evolving quickly. New ideas new 
channels and new marketing techniques are 
emerging at an unprecedented rate.

However, Digital marketing is measureable and 
accountable. 
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Integrated Digital Marketing Planning
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http://offers.hubspot.com/demo-video


We still have a lot to learn.
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Abandonment
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Abandonment Tools

• CartStack

• Rejoiner

• Abaondon Cart Lite/Pro (Wordpress)
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Call to action!

Customer Journeys
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WHO ARE WE TALKING TO?

WHAT DO WE WANT THEM 
TO THINK?

WHAT ACTION DO WE WANT 
THEM TO TAKE?
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WHO ARE WE TALKING TO?

WHAT DO WE WANT THEM 
TO THINK?

WHAT ACTION DO WE WANT 
THEM TO TAKE?

A mother booking activities for her family.

We want her to think we have a family 
friendly offer that fits within her budget.

We want her to book a family trip for 4 
people. 
We want her to take photographs and 
post them on Facebook & Instagram.
We want her to leave us a great review on 
Tripadvisor.
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Who drinks these?



Different Customer Groups
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Homework!  – Create your own customer persona
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Content Marketing
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Content Marketing



A picture is worth a thousand words – also try videos, infographics.

Content Marketing
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You’ve created killer content – Now what?

Have a plan about how you are going to share this content, this should be included in your social 
media calendar.

Repurpose your content e.g. Blog, social media (Pinterest board for your images) , Vlog, 
Podcast, Case studies, Newsletters etc..

Content Marketing
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Content Marketing

• What is your offer to your target customer?

• What makes your product or service different and 
better to the competition?

• Create a marketing calendar
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How do we get Found?

• Search traffic
• Direct traffic
• Referral traffic
• Campaigns – paid? Email?
• Social Media
• Off-line driving online
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Top ranking factors
• Secure website
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Top ranking factors
• Secure website

• Mobile friendly website
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Top ranking factors
• Secure website

• Mobile friendly website

• Fast website
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Top ranking factors
• Secure website

• Mobile friendly website

• Fast website

• Website with backlinks
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Top ranking factors
• Secure website

• Mobile friendly website

• Fast website

• Website with backlinks

• Fresh content



A poor user experience…  have you had one?

http://www.youtube.com/watch/3Sk7cOqB9Dk






Answer Engine Optimisation
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Website User Experince – Now a ranking factor!



User Experience / Website Psychology
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Single Locus of Attention

“We can actively 
think about only 

one thing at a time.”
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Meanings of Colour
• Colour terms evolve over time: 

cultures start with basic references 
for light and dark

• Meanings vary with different culture 
of all kinds
– Country
– Age
– Religion
– Gender
– Trends
– Context

• Physical perception of colours 
appears consistent across culture
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Some Western meanings of colour:
Red = alert, passionate
Orange = optimistic, wise
Green = growth, progress
Blue = peaceful, trustworthy, 

stable
Purple = regal, spiritual
Black = important, serious
White = hopeful, truthful, new



Using Typography
Good typography adds 

ReadabilityOrganization
Mood Meaning

Consistency of typestyle with message facilitates: 
– reading comprehension and speed 
– positively impacts perceptions of ethics and credibility 42



The Power of Three
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Dropbox
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LinkedIn
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Reading on the Web
• Users are impatient and hurried

• Have a goal they want to achieve
• Typically reading for research rather than entertainment
• Content must provide value quickly or users will move on

• Users read 25% slower from computer screens than from paper
• Reading from a screen is uncomfortable and tiring
• Emitted rather than reflected light
• So you should use less content than you would on paper

• 79% of users scan rather than read word for word
• Typically only read ~ 28% of words on the page
• Pick out highlighted words, headings, bullets
• Looking for information bearing content
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Reading on the Web

Aoccdrnig to rseerach at Cmabrigde Uinvetrisy, the oredr of ltteers in a wrod
deosn’t mttaer. The olny iprmoatnt tihng is taht the frist and lsat lteter be at
the rghit pcale. The rset can be a toatl mses and you can sitll raed it wtihuot
any porbmels. Tihs is bcusaea the hmuan mnid deos not raed ervey lteter by
istlef, but the wrod as a wlohe.
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Reading on the Web

WRITING TEXT IN UPPER CASE SLOWS THE READER DOWN. THIS MAY BE
BECAUSE PEOPLE READ WHOLE WORDS AT A TIME AND ALL-CAPITAL TYPE
BREAKS THE WORD PATTERNS THAT WE EXPECT TO SEE. ALTERNATIVELY WE
MAY JUST LACK PRACTICE IN READING BLOCK CAPITALS TEXT.
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How many Fs?

Finished files are the result of years of scientific study
combined with the experience of many years.
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How many Fs?

Finished files are the result of years of scientific study
combined with the experience of many years.
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Influence : The Psychology of Persuasion

51



ScarcityRecency

Social Proof

How Booking.com combine different persuasive techniques…

Savin
g



If all else fails with SEO… then …
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Google Trends

Source: www.google.com/trends

http://www.google.com/trends




Keyword research

• To be found for “Castles Elgin”, “Castles Elgin” has to appear on your site

• Understand what your customers call what you do

• Understand what your customers search for

• Fixed content vs. fresh content

• Tools

• Google Keyword Tool - adwords.google.co.uk/keywordtool

• Wordtracker - wordtracker.com

• Answer The Public – http://answerthepublic.com

• UberSuggest - https://ubersuggest.io

• SemRush - https://www.semrush.com

http://adwords.google.co.uk/keywordtool
http://www.wordtracker.com/
http://answerthepublic.com/
https://ubersuggest.io/
https://www.semrush.com/
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www.answerthepublic.com

http://www.answerthepublic.com/
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Google Ads
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Social Media and Reviews
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Increasing user engagement through Social

1. How often should I post?

2. Why should I develop content for specific channels?

3. What should I measure and what actually matters?
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How often should I post?

Plan content on your 
terms, do not base it on 
arbitrary events.
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How often should I post?

• Trying to post about every topical event results in a loss of 
relevance.

• Any sense that you have to post at a certain regularity to reach or 
appease your fans is nonsense.

• Plan your content around your campaign plan
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Algorithm Changes at Facebook

“You'll see less public content like posts from businesses, brands, and media. 
And the public content you see more will be held to the same standard - it 
should encourage meaningful interactions between people.”

Mark Zuckerberg

The average watch time for a video on Facebook is 6 seconds!



Trust in UGC
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FakeSpot can help (ish) …

https://www.fakespot.com/


The ranking factors for reviews
The Popularity Index algorithm is based on 3 key ingredients: the 
quantity, quality, and recency of reviews.

• Number of reviews (Quantity) - The number of reviews has weight on 
the ranking.

• Star Quality (Quality) - Positive reviews of 4-5 is going to improve 
your ranking.

• Recency of reviews - constantly receiving new reviews is important; 
encourage customers to give you a review.



Just Ask!
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Responding to Negative reviews



The Right Way To Respond To Negative Reviews

1. Take a Moment
2. REALLY Take a Moment
3. Be Personal – Don’t Use a Stock Answer
4. Don’t snipe back
5. Address the issue directly
6. Make it good
7. DON’T MENTION YOUR BUSINESS NAME
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Updated Privacy Notice

If you update your privacy policy then 
send an email to your customer 
telling them and explain why and 
how you now collect, store and 
handle their personal data. 
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Email Essentials



82



Measuring Your Success - Analytics



Google Analytics



What is Google Search Console

It’s a tool that helps answer the following (and more):

 What keywords does my site rank for?

 What variations of those keywords do I rank for?

 How many times is my site seen in Google for those search terms?

 What position is my site found on average for those terms?

 Which page of my site ranks when people search for that?

 How does that differ between devices?

85



Microsoft Clarity

Heat Mapping Session Recording
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www.linkedIn.com/in/stephenwhitelaw

@toowist 

http://www.linkedin.com/in/stephenwhitelaw




5 Key Takeaways
• 1. Create a blog on your website with content that is:

a. Unique

b. Relevant

c. Up to date

• 2. Register with Google Business Profile (& post)

• 3. Setup and Google Analytics and Google Search Console

• 4. Create a digital marketing calendar and plan

• 5. Install Microsoft Clarity on your website
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