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ORBIS MEDIA LAB • PRACTICAL BUSINESS WORKBOOK

Digital Marketing
for Business Growth

A simple, actionable guide to help small businesses improve visibility, build trust, generate

enquiries, and measure what matters.

BE DISCOVERABLE
SEO & local presence

BUILD TRUST
Content & social media

ATTRACT LEADS
Clear offers & calls to action

IMPROVE
Track, learn, and refine

The goal isn't to post more. It's to connect the right message with the right audience—and make the

next step easy.

Made for cafes, salons, clinics, startups, local businesses, and growing brands.
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1. Start With a Clear Growth Goal
Digital marketing works best when every activity supports a business objective. Before choosing platforms or

creating content, decide what you want to improve.

Choose one primary goal for the next 30 days

GOAL WHAT TO TRACK EXAMPLE

More enquiries Qualified enquiries, response time,
lead-to-customer rate

A clinic wants more appointment requests.

More local visits Calls, direction requests, bookings, in-store
redemptions

A cafe wants more nearby customers.

More online sales Purchases, conversion rate, average order value A product brand wants more orders.

Better visibility Relevant reach, search impressions, website visits A startup wants to reach new audiences.

Define your ideal customer

•  Who are they, and what problem are they trying to solve?

•  Where do they look for information: Google, Instagram, YouTube, referrals, or another channel?

•  What questions or concerns might stop them from contacting you?

Write your goal

In the next 30 days, we want to _________________________________.

We will measure progress by _______________________________________.

Our ideal customer is _____________________________________________.

Tip: Choose one main goal first. You can add supporting goals once your basic system is working.
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2. Choose the Right Digital Marketing Channels
You don't need to be active on every platform. Choose channels based on customer behaviour, your offer, your

resources, and the type of decision people need to make.

CHANNEL USE IT FOR PRACTICAL FIRST STEP

SEO & local search Helping people discover you while searching
for relevant services.

Improve service pages, location details, and
your Google Business Profile where
applicable.

Social media Showing your work, sharing updates,
answering questions, and building familiarity.

Publish a useful tip, a behind-the-scenes post,
and a clear offer.

Content marketing Answering customer questions and
demonstrating expertise.

Write one FAQ or helpful article based on a
real customer question.

Paid advertising Testing targeted reach or capturing existing
demand.

Set one objective, define a budget, and
configure conversion tracking before launch.

Website / landing page Explaining your offer and turning visits into
actions.

Make the service, proof, contact details, and
CTA easy to find on mobile.

Email / messaging
follow-up

Responding to opted-in leads and maintaining
customer relationships.

Create a prompt, helpful response and a
consistent follow-up process.

Quick channel decision

•  Local service business? Start with accurate local listings, reviews, useful service pages, and clear booking

options.

•  Visual product or lifestyle brand? Test short-form video and strong product storytelling.

•  B2B or high-consideration service? Publish useful explainers, case examples you can substantiate, and clear

consultation pathways.

Pick two or three channels you can manage consistently instead of spreading your effort too thin.
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3. Create Content That Helps Customers Decide
A useful content plan balances education, trust, engagement, and offers. Each post should have a reason to exist

and a clear next step when appropriate.

CONTENT TYPE EXAMPLE PURPOSE

Educate “3 things to check before choosing a salon treatment” Answer questions and demonstrate
expertise.

Behind the scenes Show how a product is prepared or a service is
delivered.

Make the business more familiar and
human.

Proof and trust Share genuine reviews or a verified customer story with
permission.

Help customers assess credibility.

Offer Explain a service package, availability, or a real
promotion.

Give interested people a reason to act.

Conversation Answer a frequently asked question or invite relevant
questions.

Learn about audience needs and
reduce confusion.

A simple weekly content rhythm

•  1 educational post answering a common customer question.

•  1 short video or behind-the-scenes update.

•  1 trust-building post, such as a real review or process explanation.

•  1 offer or service reminder with a clear call to action.

Adapt the frequency to your capacity. Consistency and usefulness matter more than forcing a daily schedule.

Before publishing, check:

•  Is this relevant to the audience I want to reach?

•  Is the message clear within a few seconds?

•  Does the visual match the brand and remain readable on mobile?

•  Is the next step clear—and does the link or contact option work?

Content prompt: “Customers often ask us ________. Here is what they should know ________.”
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4. Turn Attention Into Enquiries
Marketing should make it easy for an interested person to take the next step. Remove unnecessary friction between

discovering your business and contacting you.

Use a clear call to action

•  For appointments: “Book an Appointment” or “Check Availability.”

•  For local businesses: “Get Directions” or “Call Us.”

•  For B2B services: “Request a Consultation” or “Discuss Your Project.”

•  For online stores: “View Products” or “Shop Now.”

Check your conversion path

•  The offer is clear and matches the content or advertisement.

•  The landing page loads properly and works on mobile.

•  Contact details and enquiry forms are easy to find.

•  Someone is responsible for responding to new enquiries.

•  You track whether enquiries are relevant and become customers.

Common mistakes—and the fix

MISTAKE BETTER APPROACH

Posting without a goal Tie each activity to awareness, trust, enquiries, or sales.

Chasing likes only Review qualified enquiries, bookings, sales, and useful audience actions.

Running ads without tracking Set up conversion measurement and test the customer journey first.

Expecting instant results Set realistic timelines and improve using consistent evidence.
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5. Your 30-Day Action Plan
Use this as a starting point. Adjust the workload to your team, budget, business type, and available time.

WHEN FOCUS ACTIONS

Week 1 Audit & goal Choose one business goal; define your ideal customer; review website,
social profiles, listings, and enquiry process.

Week 2 Build the basics Improve contact details, service descriptions, mobile experience, profile
information, and calls to action.

Week 3 Publish & promote Publish useful content, answer customer questions, and test a focused
campaign only if tracking and budget are ready.

Week 4 Measure & refine Review enquiries, traffic, engagement, and conversions; identify what to
continue, change, or stop.

Measure what matters

OBJECTIVE METRICS TO REVIEW

Visibility Relevant reach, search impressions, website visits

Engagement Saves, shares, meaningful comments, profile actions

Lead generation Qualified leads, cost per lead, lead-to-customer rate

Sales Purchases, conversion rate, acquisition cost, attributed revenue

Remember: a marketing activity is useful when it supports a real business objective. Measure,

learn, and improve—don't rely on vanity metrics alone.
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6. Fill-In Marketing Planner
Use this one-page worksheet to turn the guide into a practical plan for your business.

Business / brand: __________________________________________________________

Primary goal for the next 30 days: __________________________________________

Ideal customer: _____________________________________________________________

Main customer problem we solve: _____________________________________________

Primary channel(s): _________________________________________________________

Our main offer or message: __________________________________________________

Call to action: ______________________________________________________________

Metric we will review weekly: _________________________________________________

Weekly review checklist

•  We published useful content aligned with our goal.

•  Our contact details and links work.

•  We responded to enquiries and recorded their quality.

•  We reviewed performance and chose one improvement.

Your next step: choose one goal, one audience, and one action to improve this week.

Need help putting your strategy into action?
ORBIS MEDIA LAB supports businesses with SEO, social media marketing, branding, content creation, reels,

performance marketing, digital advertising, and lead generation.

Let's build a digital marketing approach around your business goals.

Contact ORBIS MEDIA LAB through your official website or social media pages to discuss your needs.

This guide is educational and provides a starting framework, not a guarantee of specific marketing results. Choose tactics and budgets
appropriate to your business.



