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Tiara has over 16 years experience in the digital and

marketing industry working with top brands such as

Macy’s, CafePress and Lane Bryant. Nothing brings her
greater joy than to help other women build their digital
empires and make their websites look amazing. You can

also find her watching her Philadelphia Eagles and being
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Dwan has more than 17 years of progressive marcom

a dog mom.

experience. Whether it’s graphic design, social media,
copywriting, small- or large-scale campaigns, she’s done
it all while being obsessed with strategy, planning and
branding. When not being insanely useful to clients and
organizations of all types, you can usually find her being

consumed with whatever sport is in season.




DIGIT AL
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What is a digital brand?

Learn the who, what, when,

where, and why of your digital
brand
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Brand Doesn’t Equal a Logo, Symbol or Color
Brand = People
Relationship: You, Company, Service or Product

Connectivity: Emotion, Thought, or Energy
Connected with You or Your Company

Experience: How People Feel When They
Experience Your Brand

Differentiation: How People’s Experience is
Different from Others

© Instagram

targete IR ER

1,495 posts 3.7m followers 4,982 following

Target

Your happy place on Instagram.

Tag @Target in your pics for a chance to be featured.
Shop our feed:

tgt.biz/ShopTarget
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DO
Know Yourself First Cl’algShSt V.j/ OHerUp

buy. sell. simple.

Know Your Audience

Use Your Gut
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Be |nsp|red past to dassifieds community
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activitias local news apts
saarch craigsist 8rusts lost+found houg
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plnaasgy pots offiod
230 “cool bike" in for 5312 politica Ea
) 100 “cool bike" in housnng il rideshare real
D O N T 2 *cool bike” in services || "M i
2 “cool bike" in community |personals subl
1 “cool bike" in gigs patonic e
snel BOGK Wormen

Duplicate
Take Your Who For Granted
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TARGET
Take the Time to Define Your Unique Offering

Tell Your Story

Deliberately and Passionately Call Out What Makes You
Different

Get Creative in Your Message Delivery
DON'T

Forget to Use Your Digital Space as a Message Board for
Your What

Disconnect Your Digital Experiences from In-Person
Experiences
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When Does Your Unigueness Make Sense?

DO

Take the Leap After You Establish Your Plan

Your Research on When You Need to Jump and Where

Establish Your Digital Presence Early and Often

DON'T

Underestimate the Power of Timing, Scheduling and
Frequency

Start Without a Plan

Sleep on Digital Enhancements
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Where Does Your Digital Brand Belong?

DO

Your Research B;:‘Q’l‘ Reebok Z\

Reebok A Wy M/

Enlist Professional Help

Explore All Your Possibilities

DON'T
Play Hide and Seek [";.‘s?'a“gm..,

Try to Eat the Entire Cake at One Time "

& Justdoit.

UndereStlmate the Power Of Your I’t’sonlyacrazydreamu-n’vcilyoudoit.
Audience .

& Justdoit.




Pl B | )y

DUNKIN'
Why Do You Exist? DONUTS
DO

Start with Your Why

?,“BUO
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Use Your Uniqueness .ﬂFff\”’ﬁ L.
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Always Connect Your Why to People
Evolve and Expand Your Why

DON’T
Base Your Why Solely on Competition or Revenue

Forget to Invoke Your Why Digitally
Ever Forget Your Why
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Your Brand Drives Everything

Your Strategy is the Map that Gets
You There

Know Your MarComs Mix
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Top 5 Thi ngs to Do Tomorrow ' CONTENT SOCIAL MEDIA
| MARKETING MARKETING

Embrace Digital as a Business Basic & Carve
Out Time and Budget WEBSITE

DIGITAL
MARKETING
AFFLIALIATE EMAL

Build Your 10 Step Strategy MARKETING MARKETING

Audit Your Current Digital Presence

Think Holistically INBOUND MARKETING

MARKETING AUTOMATION
Write Down and Implement 5 Content Ideas



SLLAY YOUR
WLEBSITE

What you need to know to create
a memorable, easy to use website.



ANSWER

8 seconds

QUESTION

What is the #1 driver of traffic to

almost all websites?

ANSWER

3 seconds

QUESTION

How many seconds do you have to
capture a users attention when

they come to your site?

ANSWER

Google

QUESTION

How long should it take for a web

page to load?
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DON'T

Make your content short, concise, and easy to read — bullets are your friend
Have at least 250 words on most pages

Proofread your copy

Keyword research & Implement keywords and phrases
Use a consistent voice and tone

Use relevant content & link to it

Stuff your site with keywords
Use poor grammar

Write a novel

Forget metadata and alt text

Use long page titles (60 character max)
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DO

Be on brand

Limit the number of fonts you use
Design for your target user

Use white space

DON’T
Use images or files larger than 1MB
Use flash

Have music playing
Do too much

“aativesummerstud’
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Make your site easy to use

Test your site with users N() A\l\ [() LL\”[‘ () F

Check your site in various browsers and on mobile DFJSI(}N (L\N

Be responsive MAKDE UP FOR A

Make your site accessible 1)()()1{ \ \Y FJ I%SlrleJ
DON'T SNPLERIENCL

Make it complicated

Use fun sayings for navigation

Use flash

Make call to actions hard to find
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DO

Use a pro or pick a platform you can update

Follow best practices

Make it responsive

Implement Google Analytics Q Mﬁcféft_t
net

Ask for help L*
Always be testing .

DON'T

Don’t use text smaller than 14px

DOtENeENuUKe !

Don’t use complicated URLs
Don’t use special characters in your domain name

Get complacent
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- Need help with your business?

Email us at thesquad@girlcodedigital.com

Proper headings
One h1 per page; h1-h6 heading structure

Metadata .
Meta descriptions & titles on each page and document G et h el p Wlt h .
Ll

URL structure

URLSs are consistently lower case, words separated by hyphens B ra n d | n g E m a | | M a rket| n g

Image alt text

Alt text added to all images for search and accessibility M a r ketl n g CO m m u n |Cat | O n S & P R

Optimized images

Images should be under 1MB and 72dpi for faster load times Web & GraphIC deS|gn Soc|a| |\/|ed|a

Mobile first
Looks good on mobile devices

Strategy & Planning Analytics

Concise content
Short, clear, error free content optimized with keywords in context

Browser check SEO & Content E-COmmerce

The site looks good in major browsers

Analytics
Google analytics is loaded and is working correctly

It works
Alllinks and functionality have been tested and checked

NEED A PRO? CONTACT US FTOR A FREE CONSULTATION A
FHESQUAD@GIRLCODEDIGEALCONI

GIRECODL


mailto:thesquad@girlcodedigital.com

GOT
QUESTIONS?






