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What is content marketing?  And how can content marketing
help your business? These are questions business owners ask every day. Content marketing, in 
a nutshell, is the process of creating content in order to attract, convert, and retain customers. 

There is a reason that businesses, both small and large, have turned to the power of content to 

help build trust with both potential and current clients by presenting valuable information that
shows your business as experts.

Content marketing can help you generate leads, gain customers, retain customers, and directly 
affect your bottom line. Furthermore, content marketing efforts can (and should) be tracked, 
showing a return on your investment (ROI).

Throughout “A Business Owner’s Guide to Content Marketing,” you will learn the following: 

• The Importance of Content Marketing
• Types of Content for Digital Marketing
• Using Content Marketing to Complement Digital Strategies
• Tracking and Measuring Content Success

Let’s get started!



The Importance of Content Marketing
Over the last few years, the following phrase has been circulating around the internet: “Content
is King.” With the ability to directly reach your target audience due to the power of the internet,
content has become a cornerstone in virtually every business’s online marketing strategy.

Thanks to a variety of studies, it is now a fact that your customers turn to the internet before
making purchasing decisions. From searching for information on Google to finding information 
on social media, customers seek information from credible, authoritative sources – sources that 
can answer questions and provide solutions to their problems. Content marketing helps by:

• Demonstrating your expertise in your field
• Showcasing your ability to solve the problems of your customers
• Building your reputation as an authority
• Highlighting your role as a thought leader in your industry

Content marketing also helps drive traffic to your website, which means more prospective
customers encounter your brand. A case study in 20121 showed that content marketing 
increased blog traffic by 2,000% and resulted in a 40% increase in revenues. These numbers 
alone show the power of content marketing when done properly and when integrated with other 
digital marketing strategies.

In short, content marketing is important for helping you to grow your business and compete
with your biggest competitors, even on a small-business budget. Content marketing helps
create a powerful reputation for your brand – a reputation built on skill, knowledge, and a
willingness to help.

Types of Content for Digital Marketing

Now that the value of content marketing is evident, let’s look at the different types of content. It 
is important to note that rarely is only one type of content recommended. Generally businesses 
will get the best results by utilizing a variety of content types. 

Blogs

One of the most important types of online content involves what is typically referred to as a blog  
These posts are housed on your website, which helps not only with search engine optimization
efforts, but also with driving potential and current customers back to your website (which is how
you will sell them additional products or services). Blogs tend to be relatively short, with most
blogs falling in the category of 300–500 words.

Blog topics can include everything from news about your specific business to information about
your industry, to other, relevant information that appeals to your target audience. People turn to
blogs to find answers to questions they have. The best blogs are those that address this need 
for information in a straightforward, easy to understand manner. Plus, blogs can be shared 
through email and social media marketing to further expand their reach.

1 MarketingSherpa, “Overall Content Marketing Strategy Leads to 2,000% Lift in Blog Traffic, 40% Boost in 
Revenue” 2012



Articles / Guest Posts

Articles and guests posts are very similar to blogs, but are not housed on your website. For 
example, if you are an architect and you write (or hire someone to write) an article about current 
architectural trends and it is posted in an online publication or on someone else’s website, then it 
is typically referred to as an article. 

Articles are a great way to share your content with an audience that is not already connected 
with you and often provides links back to your website, which helps with search engine 
optimization. However, it is essential to note that articles typically require more time since 
relationships have to be built with the target publication or website that you are seeking to have 
your content posted on. Guest posting on another blog is the same; you have to reach out to the 
owner of the blog and show that your content is helpful to the blog’s target audience. 

Website Content and Landing Pages

One of the most important types of content is your website. Your website is the face of your 
business in the online world. Not only is the design important, but the actual words on the page 
and the calls-to-action are key at turning visitors of your website into customers. If your business 
website does not do a good job of appealing to your target audience, then you will have a hard 
time seeing a substantial ROI with your website. 

Newsletters

Newsletters are another form of content that can allow you to put your information directly in the
inbox of current or potential clients. There are a variety of platforms out there with a focus on 
email newsletter, including two of the most popular: Constant Contact and MailChimp. 
Furthermore, most platforms also provide tracking mechanisms that allow you to tell how many 
people opened the newsletter and which links they clicked.

In addition to content, newsletters are also great for helping to relay upcoming events, product
specials, and a variety of other business-specific information to your target audience.

Videos / Scripts

Videos (the scripts in particular) are a great content marketing strategy that not only help with
search engine optimization, but also put your content in another form. Some people like to read,
others prefer videos or explanatory pictures. The best way to reach each of these types of 
people involves having your content in a variety of formats. Adding videos to your blogs, 
newsletters, emails, and other digital marketing efforts can go a long way in helping to attract and 
convert customers. Plus, videos guarantee more engagement. People are far more likely to click 
on a video than virtually any other type of content.

Infographics

Another great way to share your content is with infographics. In a nutshell, infographics are a
graphical way to display your content in an easy-to-digest format complete with images and other
graphical elements. For example, if you own a coffee shop, you can use an infographic to quickly
show the types of coffee, origin, taste notes, and a variety of other factors. Like videos, 
infographics can be integrated into blogs, newsletters, emails, articles, and a variety of other 
digital marketing tactics. 



Graphics: Along with intentional copy, the graphics must represent your brand. 
In the Callaway example above, it would be pertinent to use the company’s 
recognizable logo in addition to a golfer or a set of golf clubs. Remember, 
consistent visibility is one essential part of ad retargeting; therefore, your ads 
have to have consistency and be recognizable. 

Landing Pages and Tracking: Finally, once they click on the ad they should be 
redirected to a landing page that is designed to obtain the desired result. For 
example, you may wish for them to sign up for a newsletter, fill  out a contact 
form, or buy something from your website. Having a landing page with content 
that helps encourage returning visitors to take that desired action is essential for 
best results and for accurate tracking. 

Tying in Ad Retargeting to your Digital Marketing Strategy
The key to an effective ad retargeting campaign is to utilize it in conjunction with 
your overall digital marketing strategy. For example, your landing pages can 
include links to relevant blogs, eBooks, white papers, or additional content to 
help further educate visitors. Similarly, ad retargeting can help you promote 
current promotions or new products in conjunction with your social media  
campaigns, digital press releases, and other digital efforts. 

In short, ad retargeting is a tactic that works best when tied into your overall 
business marketing plan. 

Tracking and Measuring
Finally, ad retargeting is great for tracking and measuring. By creating a landing 
page specifically for your ad, you are able to determine how many people 
actually visit your website, and with detailed analytics in place, you can even 
determine where visitors go once they leave that page. Do they fill out a contact 
form? Do they leave the website all together? Do they visit your online store? 

This tracking and measuring effectiveness allows you to tailor your future ads to 
replicate what works and eliminate what isn’t providing the desired results. 



Conclusion: 
Ad retargeting is a digital marketing strategy helps you retarget visitors to your 
website by  placing your ads on websites they visit after they leave your site. 
This result is simple; you are  targeting warm leads and driving them back to 
your website with the intention of converting  visitors into buyers. Plus, you get 
the added advantage of increasing your brand’s overall visibility and credibility 
by having your ads appear on websites your visitors trust. 
Through ad retargeting, you can turn website traffic into leads and then 
conversions through the power of sophisticated online advertising.

Interested in improving your business’s online marketing strategy? 
Then it’s time to take the next step!

Take the Next Step
If you are interested in taking the next step to gain more customers 
and  generate more content marketing to increase your bottom line, 

contact us today for a free digital analysis!



A Business Owner’s Guide to:
Ad Retargeting

Did you know that only two percent of website visitors will turn into

actual customers? The rest – 98 percent of everyone who comes to your website – will leave 
without ever taking action.

What if there was a way to use the power of online advertising to reach that 98 percent and 
persuade them to come back to your website – and become customers?
Advertising can put a message in front of a large number of people and can generate wave after 
wave of qualified leads for a business. But in this day and age, simply advertising is not enough. 
You need to find a way to ensure that your message is being viewed by your target audience 
and that people who go to your website have an incentive to come back and become a 
customer. 

Fortunately, there is a way to make your online advertising more effective and generate more 
warm leads from your website traffic. When someone visits your website and then goes to 
another website, you can make it so that they see your ads on those websites. This method 
increases your brand’s visibility and reputation while also helping you to convert those warm 
leads into buyers. By seeing your ads, they are being given reminders to come back to your site 
– and convert into customers.

This digital advertising tactic is known as ad retargeting. 

Throughout “A Business Owner’s Guide to Ad Retargeting” you will learn the following

• Why Ad Retargeting Matters
• Elements of Ad Retargeting
• Tying Ad Retargeting into Your Digital Marketing Strategy
• Tracking and Measuring Ad Retargeting Effectiveness

Let’s get started!



Ad Retargeting: Why It Matters
Let’s face it, we have all conditioned ourselves over time to basically ignore ads. Sure, some  
people will still click on ads in search engines or the rare ads on Facebook (and other websites) 
that manage to get our attention. However, due to information overload in today’s society, 
people are getting better at tuning out ads on a daily basis. 
Therefore, simply buying an ad on your favorite website (the website you hope your target  
audience likes as well) is not as effective as it was in the past. Instead, many businesses find 
themselves throwing a net out and hoping to catch someone only to find that they have 
obtained minimal results thousands of dollars later. 
Ad retargeting is a strategic method of capturing the attention of people who have already been 
to your website, which means they are already interested in the product or services that you 
offer. In fact, you more than likely have already experienced ad retargeting at work yourself and 
did not even know.
 
For example, let’s say you are searching for a new pair of golf clubs and you land on 
Callaway’s website. You browse through a few of their pages before heading out the door to 
your next meet-ing. A few hours later when you decide to check your Facebook newsfeed and 
you see an ad for Callaway. Amazing…you were just thinking about ordering golf clubs. 
Immediately your attention is turned back to ordering new golf clubs, and you head back to 
their website to continue your search.

Potential
Customer

Visits Your 
Website

Leaves With
No Action

See Your Ad
On Other
Website

Ad Brings
Them to Your
Landing Page

NEW
Customer



 Ad retargeting allows you to help drive people back to your website and capture 
the attention  of an already captive audience. Utilizing the example above, when 
Callaway golf clubs are already on your mind, a Callaway ad will stand out among 
other ads. Remember: 98 percent of website visitors leave a website without taking 
action. Ad retargeting is a way to capture as much of that  98 percent as possible 
wherever they go across the internet. 

In short, ad retargeting is more effective than mass targeting ads because you are 
able to  target warm leads and help bring them back to your website and land on 
the page you think is most important for turning those leads into customers.  

Elements of Ad Retargeting 
When it comes to online advertising in general, there are a lot of elements. At 
Uptick, we typically provide the following for our clients at a fraction of the cost of 
buying direct: 

• Copy and graphics for five total ads:
• Three for desktops and tablets
• One for mobile
• One for Facebook

• A landing page (essential for tracking)
• Bid on the ad spend. Bids are based on impressions (we typically recommend 
an ad budget of $500 - $1,000)

As seen above, there are several elements to ad retargeting including the copy, 
graphics, land-ing pages, and then finally the tracking. Without each of these 
elements, your ads are less likely to be effective or they are more difficult to 
track. 

Let’s exemplify each of these aspects a little more in detail. 

Copy: The copy (words used) for your ads is very important. The goal is to get 
your target audience back to your website. More often than not the best way to 
do that includes short, catchy copy that in-cludes a free offer, discount, or other 
benefit for returning to the website. 



Graphics: Along with intentional copy, the graphics must represent your brand. 
In the Callaway example above, it would be pertinent to use the company’s 
recognizable logo in addition to a golfer or a set of golf clubs. Remember, 
consistent visibility is one essential part of ad retargeting; therefore, your ads 
have to have consistency and be recognizable. 

Landing Pages and Tracking: Finally, once they click on the ad they should be 
redirected to a landing page that is designed to obtain the desired result. For 
example, you may wish for them to sign up for a newsletter, fill  out a contact 
form, or buy something from your website. Having a landing page with content 
that helps encourage returning visitors to take that desired action is essential for 
best results and for accurate tracking. 

Tying in Ad Retargeting to your Digital Marketing Strategy
The key to an effective ad retargeting campaign is to utilize it in conjunction with 
your overall digital marketing strategy. For example, your landing pages can 
include links to relevant blogs, eBooks, white papers, or additional content to 
help further educate visitors. Similarly, ad retargeting can help you promote 
current promotions or new products in conjunction with your social media  
campaigns, digital press releases, and other digital efforts. 

In short, ad retargeting is a tactic that works best when tied into your overall 
business marketing plan. 

Tracking and Measuring
Finally, ad retargeting is great for tracking and measuring. By creating a landing 
page specifically for your ad, you are able to determine how many people 
actually visit your website, and with detailed analytics in place, you can even 
determine where visitors go once they leave that page. Do they fill out a contact 
form? Do they leave the website all together? Do they visit your online store? 

This tracking and measuring effectiveness allows you to tailor your future ads to 
replicate what works and eliminate what isn’t providing the desired results. 



Conclusion: 
Ad retargeting is a digital marketing strategy helps you retarget visitors to your 
website by  placing your ads on websites they visit after they leave your site. 
This result is simple; you are  targeting warm leads and driving them back to 
your website with the intention of converting  visitors into buyers. Plus, you get 
the added advantage of increasing your brand’s overall visibility and credibility 
by having your ads appear on websites your visitors trust. 
Through ad retargeting, you can turn website traffic into leads and then 
conversions through the power of sophisticated online advertising.

Interested in improving your business’s online marketing strategy? 
Then it’s time to take the next step!

Take the Next Step
If you are interested in taking the next step to gain more customers 
and  generate more content marketing to increase your bottom line, 

contact us today for a free digital analysis!


