
10 DIGITAL PERSONAL BRANDING TIPS 
TO TRANSFORM YOUR BUSINESS

What is Personal Marketing?
Personal marketing is the big brother of personal branding.  
Branding focuses on how you look online, where marketing leverages 
the personal brand assets for your business gain, generally new leads 
and more referrals. If you are keen for more of that, read on!





We all know social media, Google and 
mobile technology have fundamentally 
changed the way we do business and 
interact with other people, particularly 
over the last ten years. One of the major 
changes is around the way people network 
and seek information.

Interestingly, whether you are in a job or 
running your own business, the best job 
opportunities and the best clients come 
through referrals. The best way to get 
more referrals is to have an attractive (or 
e-ttractive as we call it!) online brand.

Referrals have been around much longer 
than the internet - they are as old as 
business itself. The difference  between a 
referral today, compared to a generation 
ago is that the vast majority of people do 
their research on a suggested referral, prior 
to making contact, rather than after that 
first meeting. That means you are being 
Googled regularly. The amount and quality 
of your referrals are directly linked to the 
quality of your online presence -  it comes 
back to your brand.

Building an E-ttractive and Authentic 
Online Brand

We all have an online presence, whether it’s 
Facebook or Instagram, or a LinkedIn profile.

The challenge is how you use it to attract 
the opportunities you want.

Even if you choose not to be online, that 
will influence your brand. Conspicuously 
absent might be construed as ‘behind the 
times’. If you’re not on LinkedIn it may be 
assumed that you’re not serious about  
your career. 

Facebook and Instagram are considered 
to be more social channels, and less 
about business. If you are only on those 
platforms, people will make assumptions 
based on this; it will influence how you are 
perceived.  Google is the first port of call, 
what Google says about you will influence 
peoples’ perceptions of you.

Here’s an example of how a referral unfolds:

Lisa, a digital designer who is passionate 
about merging the technology and design 
functions, wants to boost her career and 
work somewhere that is adaptable, open 
to her ideas and meets her package 
requirements. A search on SEEK reveals 
only generic design roles.

A smaller digital design business, Milk 
Design, is looking for new talent. The CEO, 
John, asks his employees and business 
friends to keep a look-out for fresh talented 
people that might make a move to his 
agency for creative freedom. A friend of 
John went to uni with Lisa so he refers 
her to John. He looks her up on LinkedIn, 
Instagram and Pinterest and can see 
she has the talent, so he reaches out on 
Facebook Messenger to have a chat. 

Lisa and John end up working together at 
Milk Design. But imagine if Lisa didn’t have 
on line presence. She would have missed 
the opportunity. 

Luckily, what appears in Google can be 
controlled. Managing your online brand is 
for the benefit of your career and business; 
it’s not very savvy to leave it to chance.

The starting point is to understand how 
you are seen online right now. Type your 
name into Google and you will see what 
others see - this is your brand. Here are 
some things to consider:

• Can you even be found?
•  What is the top link? 
•  Does it represent what you would like   
 your potential employers or customers  
 to see? 
•  Are there any photos that you would   
 rather not be there?
•  Do you like what you see?

If not, don’t panic! This e-book will take 
you through the top ten ways to build 
and manage an attractive and compelling 
online brand so you are capitalising on 
referrals and opportunities that come  
your way. 

INTRODUCTION



Here, we will discuss a simple and 
effective way of getting you to the top 
of Google search results. We already 
know that the best opportunities come 
through referrals, so to optimise these 
referrals you need to start with a strong 
personal brand.

We make the assumption that you are 
doing great work already and that clients 
or colleagues are recommending you. 
When they recommend you it’s essential 
that you can be easily found on Google, 
otherwise you will lose the opportunity. 

Three Google Searches

There are three key ways clients can find 
you: your name, your business name, and 
your product name. It’s essential that you 
can be found for all three and it applies 
equally to job seekers and business people. 

Back to Lisa & John - how will people 
find them and their business?

Lisa is now working with John at Milk 
Design and they want to grow the 
business. Their new work can come from 
three main areas: 
 
 
 
 

The personal networks of Lisa   
and John. These referrals are likely   
be searching for their name, not the   
business name. The most popular search 
for a person’s name is through LinkedIn 
so that would be the entry to the sales 
process. This is generally where most 
smaller businesses get their work. 

The company name. This is when the 
business network, such as clients, 
partners and suppliers,  refer you to 
others. When they refer you by the 
company name, your business website 
will likely come up first. 

A Google search on the service you 
offer. Getting found for a generic 
service in a large city is challenging. 
You can purchase Google adwords to 
appear at the top of the page, but it 
is expensive and it is difficult to know 
the exact search terms to choose. The 
click through rate for ads or unknown 
searches is only one percent, whereas 
the click through rate from a referral is 
closer to 50 percent. The solution to this 
problem is to have a uniquely defined 
niche. 

It’s important that you can be found for 
all three searches so we’ll provide details 
on how to maximise each one.  

1. HOW TO BE FOUND ON GOOGLE

There are three key 
ways clients can find 
you: your name, your 
business name, and 
your product name



What is personal SEO?

Personal SEO is what a potential client 
would see when they type your name 
into the Google search box. It’s ideal to 
have at least 5 out of 10 results lead to 
you, but for now we’ll focus on getting 
you the first link. 

Have One Core Site

You will need to decide which platform 
you want your referrals to find. If you are 
in the job market or running your own 
business it would make sense to focus on 
LinkedIn. It’s the easiest way to get you 
to Number One, with the least effort and 
lowest cost. 

Artificial intelligence searches such as 
Siri, Google Assistant will only read 
the first name in a search result, so 
appearing as the first link is becoming 
even more important.

When someone searches a person’s 
name, LinkedIn will be the first search 
result on Google, 80 percent of the time. 
This is because LinkedIn has a huge 
amount of evergreen content dedicated 
to individuals. Evergreen means it 
doesn’t disappear like a Twitter or 
Facebook newsfeed post, it stays on your 
profile for Google to crawl, and more 
importantly for prospects to see. 

Use LinkedIn Better

The only sites that trump LinkedIn are 
Wikipedia, which is for celebrities or 
people ‘of note’, and a personal website, 
one that is dedicated to your name. e.g. 
www.yourname.com.au. Other exceptions 
can be found if you have a weak LinkedIn 
profile. In this case Facebook, news 
articles or a website you are featured on 
may show up first. The issues with these 
options is they are not as compelling to 
a prospect and may not prompt them 
to contact you about a new opportunity. 
They can be great supporting information, 
but the first link is critical.

The best chance you have of getting 
the first link in Google is through 
LinkedIn. Many people are already on this 
platform, but most people are not using 
it properly to convert referrals. 

Consistency in Your Name

SEO very much depends on the search 
term. It is critical that you spell your 
name the same way every time. That 
means not mixing up nicknames (such as 
Andrew and Andy), last names remaining 
consistent and not using stage names 
on LinkedIn. The name people will use to 
refer you to others needs to be the name 
that Google is looking for in LinkedIn. 
For example, if you are known as “Andy 
Ford”, or “Fordy”, but on LinkedIn your 
name is Andrew Ford, that isn’t a direct 
match. Similar, but not the same, so it 
will dilute your ability to be found. If you 
are consistent across all platforms, all the 
time, you will be found more easily.

Name Images

The final tip for your personal SEO is 
to name your images. When someone 
Googles your name, it generally will have 
an image bar in the results with photos, 
so you can find that specific person. 
Google is smart, it knows you are looking 
for a person and sometimes you need to 
see their face to recognise them. 

To make it easier for Google to find 
you, name any images you use online 
with your name and business name to 
increase SEO on your photos. In SEO’s 
language, it’s called optimising your Alt 
and Title tags, which you can read more 
about here. 

There is a lot to learn about personal 
SEO and we only scratched the surface 
on how to ensure you appear on top of 
Google.  But it is a worthwhile endeavour 
as it is one of the key ways you will  
be found. 

2) MAXIMISE YOUR PERSONAL SEO  
TO BOOST YOUR CAREER & BUSINESS



Business SEO is very similar to personal 
SEO, in that you are trying to get the 
first link in a Google search result. 
Obviously, instead of being found for 
your name, you want to be found for 
your business name. The process is very 
similar to optimising LinkedIn, but much 
more difficult as there are more variables 
dealing with a business. In fact business 
SEO has so many components, this 
overview will give you an idea of how  
it works. 

Let’s begin with how to use a business 
website to boost your career. If you 
are working for a company, it’s a great 
idea to leverage their brand for your 
benefit. To do this you want to be found 
when someone Googles that company. 
Obviously, it depends on the size of the 
business and your current role in it, but 
the strategy is the same. You want to 
be recognised for the impact you are 
making and no one will know unless  
you tell them.

If you are running your own business 
these tips will help people find you from 
a business search and associate your 
personal brand with your business. It just 
makes it easier for prospects to do their 
due diligence so they can have enough 
information to feel confident contacting 
you.

Start with Social Media

Start with your LinkedIn profile and 
ensure you have your company URL 
link in your contact information. In 
the experience section of your profile, 
list your current role and ensure the 
company logo appears. This will only 
happen if they have a LinkedIn company 
page. Add a paragraph or two about 
what the business does and what your 
role is. Then list your achievements, any 
projects you are proud of and don’t 
forget to place visual images (pictures, 
videos, slideshows) as they are worth a 
thousand words.

Move on to your personal social media 
and add the company name to all sites 
that could assist in building your brand. 
If you would be embarrassed for a 
referrer to see the site, don’t mention 
your business! For example, if you are a 
copywriter then a personal blog would 
be appropriate to link to the business, 
but Facebook might not be.

It’s important to leverage the company 
website. Volunteer to write some blogs 
for the company so your name appears, 
increasing your SEO.  If you are senior 
enough, your name, photo (with correct 
Alt tags) and biography should be on 
the ‘About’ section of the website. If 
there are opportunities to represent 
the company in press commentary or 
appearances this can work wonders for 
your reputation. Other suggestions to 
promote your profile is to organise for 
one of your projects to be published in 
an industry journal or magazine, or enter 
the company in an awards competition.

All of these tips will strengthen the link 
between your name and the company 
you work for and  by increasing your 
association with your company brand 
you will increase the visibility of your 
personal brand too.

3) OPTIMISE YOUR BUSINESS PRESENCE 
ON GOOGLE TO GET MORE REFERRALS



While we have discussed the 
importance of referrals, there are many 
cases where a referral is not enough 
to give you the e-ttraction you need. 
You may have moved to a new country, 
be just out of university or changing 
industries.  In these cases your name 
and company won’t be enough, you 
will need prospects to find you for your 
service.  Being found for what you do is 
a whole different marketing approach. 
You will need to identify your niche and 
be found for it.

Business niche

Think about what problem are you 
solving for the customer, and what value 
can you create for them. This isn’t the 
product you sell, but the solution. The 
solution you provide needs to be very 
specific - it needs to be niche. 

To ensure you have it clear in your 
mind, follow this simple process. Start 
by writing a description of your target 
client. Picture them as a single person 
and detail their habits, behaviours, 
demographics, lifestyle and problems. In 
a job situation, this is the person hiring 
you. For a business, it’s your preferred 
client.  Write how you can solve their 
problem with the skills you have, and 
why they should choose you to solve 
that problem.

Career niche

The first step is to establish exactly 
what your niche is. If you are reading 
this to boost your career, a niche is the 
specific job you are looking to do. It 
is the service you are providing to the 
company who is employing you to solve 
their problem. 

It is important to realise that the value 
you provide to the business isn’t in 
your job title or even your skill set; 
it is based upon what value you can 
provide to their customers, which they 
can convert to revenue. When you 
identify the problems you can solve for 
your employer through your skills, you 
open up a whole range of new career 
opportunities. Some of which you might 
not have even thought of. These are the 
sort of roles that are created around you 
and for you, rather than you applying 
(along with 1,000 other people).

Marketing your niche

Once you have clearly identified your 
niche, you need to market it in the same 
ways that you market your personal 
brand and your business brand. On 
your social media and website, you 
need to talk to your target person in 
the language they use. Highlighting the 
problem you solve, your solutions and 
your strengths, then you need to take 
action. Connect to your target market 
on LinkedIn, write content that is useful 
to them on your blog, share articles 
that would interest them and answer 
their questions. Help them solve their 
problem and they will reciprocate with 
referrals for your niche.

Google will also look after you if you 
have a clearly defined niche. Google is 
looking for the best match to a search 
query and a lot of searches are very 
specific. If you include your niche in all 
your online interactions, Google will  
find you. 

4. GET FOUND FOR YOUR NICHE JOB, 
PRODUCT OR SERVICE

Find your niche and 
google will find you



Once a client finds and visits your site it’s 
important they get the information they 
need to move to the next step and take 
the action you want.

You want to own a website that can 
be found in Google for your three key 
searches: your name, business name and 
niche and what to do when they  
get there.

If you already have a website, check its 
quality by running it through a website 
grader. Hubspot is a useful website grader 
as it gives you an overall score and a 
good breakdown on each important 
category with recommendations on how 
to resolve any issues, and it’s free. Google 
also has some great free tools here.

Build an Effective Website - SEO Tips

Check how your current websites are 
performing. Google your name, business 
name and niche to see how many times 
you show up on the front page of Google. 
The goal is to show up at number one 
for all three, but also to have at least 50 
percent of the other links pointing back to 
your brand. If you can also get the Google 
plus (G+) advertisement on the right of 
the search results, that’s a great result.

That type of search dominance takes 
time and effort. The best place to start is 
to have a website dedicated to each of 
the three search terms. You may think it’s 
overkill to have three different websites, 
instead of one that includes all, but there 
is logic in this strategy.
 
The URL matters. Google appreciates 
having a website dedicated to one 
specific topic. When the URL is an exact 
match for the search term it is likely to 
get the first link in a search result. You can 
see the relevance of the search results as 
Google bolds these terms in the  
results URLs.

Choice of software or platform is 
important. The more the code matches 
Google’s criteria, the more likely it will 
show up in the results. Popular platforms 
are Wordpress, Squarespace, Wix, Weebly 
and others. They all have benefits and 
challenges. We recommend Squarespace 
because it provides high quality code, 
great SEO and makes it really easy to 
build a website. With no code to worry 
about, your focus goes into the quality of 
your content not the technology. It also 
has the benefit of being easier for you 
to update the content yourself, faster to 
get to market and cheaper than other 
software.

Regular content. Google loves high 
quality, relevant content. This provides 
four big SEO wins: it updates your 
website regularly, provides long tail search 
terms for your customers searches, gives 
people a reason to come to your site and 
provides backlinks to others websites. 
Content really is the best way to improve 
your website SEO so get blogging.

The issue with building great websites is 
that there are no standards for business 
people to follow. There is so much 
conflicting information out there, it’s 
hard to know who to trust. Start with a 
marketing and sales strategy for your 
specific career, market and business. 
Then decide on a budget and priority for 
the websites and get a referral to find 
someone to assist you.

5. BUILD A WEBSITE THAT PERFORMS TO 
GET MORE REFERRALS FOR YOUR CAREER 
OR BUSINESS



When you are starting out in small 
business or in a service-based industry 
where the product you sell is your 
time and advice, you are the main 
attractor of new clients. People want 
to know about the person delivering 
the service, not just about the product 
and price. They care just as much about 
your personality as your qualifications. 
Who you are and what you stand for is 
important in the age of digital transparency. 

More and more, prospects want to dig 
behind the business facade to really see 
who is running the operation. The more 
you show them, the more they can trust 
you and the more likely they will be to 
buy from you.

Social media is a great forum to 
showcase various parts of your life 
that you are comfortable sharing. I’m 
not talking about personal matters 
you wouldn’t want to share online, 
I’m talking about your hobbies and 
activities that showcase your character, 
personality and values.

What to share online?

There are two parameters that you 
need to review which will assist you 
in deciding what to share online. The 
first is the formality of the industry. The 
more formal, the less personal content, 
the less formal the more personal content.

The second element is how open you 
are to sharing yourself online. Rank 
both of these on a scale of 1-10 and 
this will assist you in deciding what you 
are comfortable sharing and what is 
appropriate in for your clients.

Informal industries

Think about the small talk you have with 
prospects when you first met them. You 
ask about their weekend, where they 
grew up, their family, holidays they have 
had, sporting teams they follow, causes 
they are interested in. All of these chats 
are a way to establish rapport and build 

some bridges before you talk business. 

Forming trust with another person 
hasn’t changed, but the medium has. 
In today’s digital world, prospects 
can easily find your information, see 
your activities and hobbies through 
your Facebook and Instagram before 
meeting you. Chances are they are more 
likely to like you and do business with 
you if you share a common activity or 
hobby. Seeing your activities overtime 
also makes them feel like they know you.

Formal Industries

If you don’t like sharing non-business 
content and your industry is very 
formal, another way to use social media 
is to focus on blogging on your industry 
using LinkedIn Pulse. By writing longer 
articles about your experience in the 
industry, your beliefs on certain topics 
and sharing your opinions, you start to 
reveal to your prospects what you are 
like to deal with.

You are revealing your character and 
values rather than the social side of 
your personality. Over time people will 
get to know your style if like-minded 
you will resonate with them. Building 
rapport and trust has the dual benefits 
of speeding up the sales process and 
disqualifying non-matching clients who 
wouldn’t buy from you once you meet. 
It’s simply more efficient. 

Equally, your staff and their extended 
network are an untapped resource 
in business. Staff all have friends 
and networks that could benefit 
your business and they are the best 
people to recommend your services. 
If you support them in building their 
own personal brands and sharing 
appropriate content, you can save huge 
amounts from your marketing budget. 
The key is to ensure it is a win for the 
staff member, their friends and 
the business.

6. USING YOUR PERSONAL SOCIAL MEDIA 
FOR YOUR BUSINESS & CAREER BENEFIT





One of the most common and overlooked 
mistakes that we see from clients is not 
displaying their contact details online 
or having outdated, incorrect details on 
their profile. This makes it very hard for 
prospects to find you. Imagine you have 
worked hard to get your name, your 
business and products on the front page 
of Google, a prospect clicks through to 
read about you, loves your brand and 
wants to call you, but can’t - what a waste!

Fix your contact information

It’s a simple problem to fix, but many 
people don’t think about it or check their 
digital assets regularly enough. Start with 
a review of all your online sites. Ensure 
that your website has the phone number, 
address, email address and contact tab 
on the front page of your website. The 
best place for a phone or contact button 
is on the top right of the screen and 
again in the footer. Then it will appear on 
all pages of your website.

In social media, most sites have a place 
for you to put your business website link, 
email and phone number. Make sure this 
on your business and personal media. 
Why put it on your personal social? Two 
reasons, friends often become clients 
or refer others to you and secondly, 
personal social still appears in Google 
search results so prospects might see 
these sites and want to check out your 
website. If you don’t tell them where to 
go, they might just find someone else.

Here are some specific tips regarding 
social media sites and contact 
information:

Google plus: make sure the address is up 
to date, it has the correct business hours, 
a photo of your office, phone number 
and website.

Personal LinkedIn profile: update your 
contact details under the Contact tab, 
beneath your profile picture. Check your 

email address is your business email. If 
you are looking for a new job you may 
want to use your personal email instead. 
The same applies for your contact 
number. And have you taken advantage 
of the three website links?

Facebook: make sure you include your 
website and contact details on both your 
personal and business accounts.

Twitter: make sure your profile is pointing 
to the correct website.

How Much Information Should You Put 
Online?

One challenge of putting all of your 
contact information online is that 
everyone can easily access you, whether 
you like it or not. We believe the benefits 
of being contactable outweigh  
the negatives.  

In some industries it might not be 
appropriate to put your mobile phone 
number on your website, or your 
personal email address on your Facebook 
page - only you can decide this. The 
information you put online doesn’t have 
to be personal. It has to assist your 
audience or prospect to be able to move 
to the next step in the sales process.

One thing to remember is that you will 
have a communication preference, and so 
will your clients. If you prefer email and 
a prospect prefers to call you, would you 
give up that prospect over having them 
call? That could be the outcome if you 
don’t allow the prospect to communicate 
in their preferred method.

If you run a business and prefer clients to 
visit your website, rather than providing 
your personal contact details, you may 
lose many prospects who don’t want 
to use the website. Ask yourself if the 
efficiency of the process more important 
than the new business. 

7. GETTING PROSPECTS TO  
CONNECT WITH YOU ONLINE



When a prospect visits your website or 
social media, direct them to where you 
want them to go. 

A great call to action (CTA) should be 
clear, logical and help the right people 
move forward in your sales process 
because it’s of value to them. This applies 
equally for small businesses as it does for 
job seekers.
 
Different types of CTAs

The type of CTA you use will depend on 
who you are targeting, your clients’ needs 
and your sales process. Where the CTA is 
featured will also vary, depending on the 
circumstances. They can be posted on 
email, websites, blogs, social media and 
so forth. There is no perfect solution for a 
CTA but it should feel natural to you and 
your client. Don’t force them, guide them 
and let them buy.

Examples of CTAs:

Blogs: The most common place for a CTA 
is at the bottom of a blog, where you 
insert a clearly labelled button with the 
next step such as ‘join us’, referring to 
an email subscription or whatever is the 
next step in your process. You can also 
embed hotlinks to your website when you 
reference your company or experience. 
The other popular CTA is at the end of 
the blog, after the salutation, in the P.S. 
section. This feels like a special message 

just for the reader and receives more 
clicks than any other links.

Social Posts: Lovers of Facebook and 
Instagram will be producing regular 
posts containing pictures, hashtags and 
messages to grab attention. Where are 
you sending your audience is important. 
It’s great to get them to your page, but 
even better to offer links to your landing 
pages or your website for more quality 
information. Often people do all the hard 
work to get the attention and interest, 
but lack the crucial step of getting the 
prospect to the next stage in the buying 
process with a CTA.

Websites: The goal of a website is to 
take an interested client to the next step 
in the buying process. To do that you 
have to insert effective CTA buttons and 
links that are tempting for the prospect 
to click on. Think about what the client 
needs in the interest stage of the buying 
process. Would an eBook, a video or 
checklist be helpful? All of these can be 
offered as value in return for collecting an 
email address or to build engagement in 
your CTA.

Effective CTAs are an essential part of 
the marketing process for your business 
or job search. It helps people to know 
what the next step in the process is and 
provides them with useful information to 
build relationships with your prospects.

8. CREATE A CLEAR CALL TO-ACTION 
(CTA) FOR YOUR PERSONAL  
OR BUSINESS BRAND





Once a prospect enters your digital 
ecosystem and gives you their email 
address, you need to have a plan. The 
first step is to segment your buyers into 
personas and have different email lists.
An email address is a sign of trust and 
should be treated with respect  
and consideration. 

If you promised the prospect something 
in return for their email address with 
your CTA, ensure you provide that value 
to them. The fastest way to get them to 
move along the buying journey is to give 
them them useful information to solve 
their problem.

Email segmentation process 

The first step is to create buyer personas 
for each of the groups you are targeting. 
These personas have attributes that 
make these prospects different from 
other people but similar enough to be 
grouped together. 

It could be demographic (age, income, 
location etc), or psychographic 
(beliefs and behaviours) depending on 
your business. Once you have these 
attributes, think of your perfect client 
in this group. Give them a name and 
specifically define what their problem is, 
what solutions they are looking for and 
what would make them buy from you. 
Then when writing and planning your 
marketing content, visualise this person 
in your mind and ensure it would be 
useful and motivational for them.

The next step is to create content that 
will catch their attention and drive 
them to your website. Once they have 
submitted their email address, where 
does it take them? You will need an 
email program to capture the content 
and send out your communications.

Email Groups

Segmenting your email list into groups 
will increase your open and conversion 
rates. The goal is to send the right, 
related and useful information to the 
right person at the right time. Easier said 
than done, but impossible  
without segmentation. 

Start with a list for prospects for each 
product you are selling. You will digitally 
nurture them with useful information 
about their problem to help them take 
the next step in the buying process. If 
your products all relate to the one client 
problem this can be one list.

The second list is for clients that are in 
the consideration phase of the buying 
cycle. These clients have opted in to 
your sales process and want to know 
more. Invite them to your events, offer 
them a free phone consultation, offer 
them a copy of your book.

The next list is your client list. These are 
active clients that you are working with 
and want to keep up to date with your 
business developments. New products, 
functions, changes of staff and useful 
updates to their products.

The final list is the completed clients. 
They have finished the buying process 
and can be great referrals for new 
business. Depending on your situation, 
you might want to keep them up to 
date with your business and product 
offerings, or delight them with surprises 
and special offers from time to time.

By segmenting your database into 
different groups, you will be closer to 
making your mass communications 
more personal and relevant to  
your prospects.

9. EMAIL SEGMENTATION  
FOR EFFECTIVE COMMUNICATIONS



Doing paid marketing, such as Google 
Adwords or Facebook ads, are not as 
effective as a referral. However, there is 
room for both in an effective marketing 
strategy for your small business. 

Why Are Referrals Better Than Paid 
marketing?

Most small businesses rely on referrals 
for their new business. If you do a good 
job you will get clients recommending 
you to others, and these referrals 
are the best marketing you can ever 
get. They convert from an inquiry 
at between 50-80 percent and cost 
nothing. However, the way referrals 
work has massively changed over the 
last few years and those that haven’t 
caught onto this change are at risk of 
being overtaken by their competitors. It 
is essential to have an online presence, 
as well as get referrals. 

Most small business will have a website 
and at least a Facebook page. It is the 
combination of both that convert to 
success. While you are in the process 
of building and promoting your online 
presence, digital advertising can fill  
the gap.

Paid Marketing Mistakes

The first lesson is not to spend money 
on links you would get for free. Focus 
instead on what “term” or “type of 
information” your prospect would 

search for before they know your name 
or product. For instance, don’t purchase 
ads with your company name in the 
search words, as if people are searching 
on your company name, you would 
already get that organically. Test your 
product names to see if you get the 
organic link and if you do, there is no 
need to advertise against this search.  

The better strategy is to choose one 
category for your product and own 
that with organic SEO. That means 
your website and social media is 
optimised for this search. Write blogs, 
make videos, create images and useful 
content around this one area and you 
will get a presence on Google. Then use 
paid advertising to market your other 
products.

10. LEVERAGE YOUR BRAND  
WITH PAID ADVERTISING

Use paid marketing 
in addition to the 
organic referrals to 
optimise your results



10 DIGITAL PERSONAL BRANDING TIPS 
TO TRANSFORM YOUR BUSINESS


