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Why are we here?

• Marketing can be difficult
• “Half the money I spend on advertising is wasted; the 

trouble is I don't know which half…?”
• Many SMEs don’t have a strategy
• It’s tough to stay up to date with digital marketing.
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Today’s Session

• What does a marketing strategy need to include
• Goal setting for your brand/ business
• Setting a budget
• What role Google, Facebook & Instagram (across both organic and paid) 

have in your strategy
• How to use your data to inform your decision making
• How to keep your strategy on track
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Matt Cowdell
Managing Director

• Bachelor of Commerce (Marketing & 
Interactive Marketing)

• 15+ years digital experience
• Agency, media and client side
• Currently working with mid – large brands 

on all things digital
• LinkedIn Profile:

– https://www.linkedin.com/in/matt-cowdell

https://www.linkedin.com/in/matt-cowdell
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Brands that trust us



Behavioural shifts & 
trends
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Digital marketing is getting more difficult
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• New social media platforms
• Consumers turning to mobile more than ever 

before
• Expectations on customer experience 
• The rise of AI
• More competition 

Industry Shifts 
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AI is becoming mainstream– Chat GPT



Marketing Strategies
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• Lists your ambition and goals
• Explains your position in the market
• Profiles and understands your customers and their 

needs
• Identifies tactics
• Lists how you will measure success (metrics)
• Outlines key actions and deadlines!!!!

A Good Strategy
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The marketing funnel
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• Website – wordpress, wix, Squarespace, shopify……….
• Search engine optimization (SEO) - where do you come 

up on Google?
• Google Ads
• Email Marketing – Mailchimp
• Social Media – organic or paid
• Google Analytics – never used it!

Digital Marketing for SMEs
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Basic Digital Strategies
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Strategy Process

1. Identify 
Business 

Goals
2. Market 
Research

3. Select 
the right 

platforms
4. 

Implement

5. 
Measure 

and 
Evaluate 
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1. Goals & Measures

goals
• What are you chasing?

measures
• How will you know?
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2. Research

• Start by looking at your competitors online. What are 
they doing well.

• What social platforms are they using
• What content do they promote
• Are they advertising on Google or Facebook?
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Go to :
https://www.facebook.com/ads/library/

Check out a few of your competitors ads.

2. Research

https://www.facebook.com/ads/library/
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Strategy Process

1. Identify 
Business 

Goals
2. Market 
Research

3. Select 
the right 

platforms
4. 

Implement

5. 
Measure 

and 
Evaluate 



Google
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Google

Google My Business 

SEO (Search Engine Optimisation)

SEM (Google Ads)
Search, Display, Video, Shopping & App 
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Google My Business 
The process of creating and 
sharing valuable free content that attracts 
prospects and converts them into customers.
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SEM

Search
Display
Video
Shopping
App
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SEM - Search
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SEM - Display



Meta (facebook)
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The Meta Family
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Meta ad types
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Facebook & Instagram Ads
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Facebook & Instagram Ads
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Ad creative (the actual ads)

Ad schedules, budget, 
placements, bidding and 

targeting.

Goals/ Objectives Campaign

Ad Set 1

Ad 1 Ad 2

Ad Set 2

Ad 1 Ad 2
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organic
vs boost
vs ads

Organic Post Boosted Post Facebook Ads

Appears on 
facebook page

✅ ✅ ❌

Location Targeting ❌ ✅ ✅

Age & Gender 
Targeting

❌ ✅ ✅

Interest Targeting ❌ ✅ ✅

Language Targeting ❌ ❌ ✅

Ad Scheduling ❌ ❌ ✅

Call to Action 
Button

❌ ❌ ✅

Optimised Bidding ❌ ❌ ✅

Multiple Images ❌ ❌ ✅



Measuring Success
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Get back up to speed on Google Analytics

• Setup GA4
• Configure web events

• Checkout Skillshop for 
courses



Arthur St | 38

Facebook Pixel & Events Manager
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Use The Events Setup Tool
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Summary

• Consumers are increasingly using digital platforms.
• Developing a digital marketing strategy is crucial for success.
• Think about the AIDA model and how you can build your marketing 

around it.
• How can you automate your marketing, build it once and adjust every 

so often.
• Setup or optimise your Google My Business listing!
• Google has many advertising products for SME but Search is often the 

most useful for SME.
• Social Media reach is declining. Consider using paid social to drive 

connection with your customers. 



Useful Stuff



Arthur St | 42

Meta insights and setting goals
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AI for Content Writing – Chat GPT
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Design Platforms



Arthur St | 45

Unsplash
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Email Platforms
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Marketing School Podcast 
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Facebook/Meta Blueprint
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Thank You

Matt Cowdell

0448 831 922
matt@arthurst.com.au

grow@arthurst.com.au
West 6 Federal Mills Park,
33 Mackey St, North Geelong
Vic, 3215, Australia
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