
Online Marketing:
Going Beyond Social Media



Reality Check #1:
It takes more than ‘a few’ touchpoints to

get people to convert.
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Sees social post Goes to relevant 
content on site

Converts!

How we wish websites worked
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Reality:
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Reality Check #2:
Traffic comes via different channels,

each with their own needs.



Direct

Organic Search

Referral

Social Media

Paid Search,
Display, Youtube

Listings (GMB, Yelp)

Offline

Social Media
Advertising

Newsletters
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Direct
• Black hole traffic

• Typed directly into browser or bookmarked

• Add-blockers, VPNs

• Can make some guesses from pages visited

• You want to put this into other buckets if possible

• Use UTM’s whenever possible
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Organic Search (SEO)
• Can’t buy it

• Ongoing process, growth (or loss!) over time

• Standards change

• Think ‘searcher intent’ instead of just ‘keywords’

• Get an SEO audit and pick away at existing content 

first, then create new content
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Referral
• Other websites linking to yours (critical for SEO!)

• These links are called “backlinks” and are gold but 

hard to get:

- Send out cold emails (make ‘em unique)

- Look for broken links and offer yours instead

- Build relationships social and offline

- Don’t pay to be on lists
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Newsletters
• SO UNDERRATED!

• Created webpage just for newsletter signups

• Once a month or quarter is fine

• Promote newsletter on social media

• Setup tags and segments

• 11% open rate, 5% list conversion rate
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Paid Search/Display
• Really understand who you’re selling what to

• Send to targeted landing pages

• $1000 is a solid start

• 4.4% conversion rate with Google Ads

• 5-35% landing page conversion rate

• CPC completely depends!
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Social Media (Automation)
• Frequency is key!

• Evergreen content: testimonials, timeless blog posts,

media coverage

• Blog Posts: day published, next day, one week, one 

month, 2 months

• Acknowledge community: be sure to @ them for 

further engagement

Slides: alisonkconsulting.com/tourismns1| Beyond Social Media| Twitter: @AlisonK_Consult



Social Media (Advertising)
• Each platform’s analytics can be vastly different

• Research strategies before spending

• Retarget if possible (Facebook pixel, etc)

• Facebook CPC: $0.97

• Twitter CPC: $0.50

• Instagram CPC: $0.50-$1.00

• LinkedIn CPC: $3.00-6.00
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Reality Check #3:
If you don’t track it, you can’t measure it.



Basic links don’t tell a full story
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• How can you tell people visited your site from a print ad?

• How do you know a Facebook post made 3 days ago is still 

sending people to your site?

• You make 3 tweets about your new event. You use different 

images for each one. How can you tell which image resulted in 

more website visits?



UTMs are a biz’s BFF

1 Source Where traffic came from: ‘facebook’ ‘google’ ‘bing’ ‘newsletter’

2 Medium Type of traffic: ‘cpc’ ‘organic’ ‘email’ ‘social’ ‘referrer’ (use Google Analytics terms)

3 Campaign Whatever you want to name it: ‘name_of_post’ ‘tweet_2’ ‘summer_promo’

https://website.com/?utm_source=google&utm_medium=organic&utm_campaign=gmb-listing
1 2 3
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UTMs are a biz’s BFF
1. Create them with Google’s Campaign URL Builder for:

- Email signatures

- Social media posts

- Newsletters

- Links in documents

- Google My Business

2. Keep a spreadsheet to organize. Don’t use for internal links!

3. Will show up in Acquisition > Campaigns >All Campaigns, etc
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Reality Check #4:
SEO is not something you ‘do’ once.



SEO Realities
• Other websites may have more authority

• The keywords are competitive

• Constant trends and changes in searcher needs

• Changes in search algorithms

• There’s a lot of real estate that gets taken up 

pretty fast even when you DO rank.
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Featured snippet

People also asked

Videos



Google My Business to the 
rescue!



Google My Business

https://www.caorda.com/blog/google-my-business-what-is-this-and-why-is-it-important-for-your-business/

• Provides valuable insights such as:

- queries used to find your business

- how they searched for you (by name, category or 

similar brands)

- if they visited site, requested directions,

looked at photos
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Google My Business
• Claim your business

• Complete GMB information (especially photos!)

• Use UTMS

• Request guests leave reviews

• Review insights to help you strategize

• Write posts
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Reality Check #5:
Your current customers are key to your

future customers. Interview them.



Customer Interviews
• More accurate ‘buyer personas’

• Focuses on trigger event instead of demographics

• Done in under 20 minutes

• Get exact language they use and apply to your 

website, social media, print collateral…
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Slides & Additional Resources:
alisonkconsulting.com/tourismns1

Alisonkconsulting.com

alison@alisonkconsulting

AlisonK_Consult
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